90.9% of Baltimore families listen to radio
during an average week.

71.2% of the Baltimore homes are reached
by radio on an average day.

These are the big facts proved by Pulse’s new
“CPA" (Cumulative Pulse Audience) surrvey.,
And here’s what another authority proves about W-I.T-I:
W-I-T-H has the top Nielsen eirculation in the home county.
Combined with low, low rates, W-1-T-H delivers more listeners-
per-dollar than any other radio or TV station in Baltimore.
It’s the big bargain buy! Get the whole story from your For-
joe man.

Tom Tinsley, President e

|

R. C. Embry, Vice-president ® Represented by Forjoe & Co.
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Hardecastle Motor Company of Goodlettsville,
Tenn.. decided recently to take an experimental
flver on Channel ' davtime advertising—*“juxt to
see what would happen.” Purchased: the 12:15
p.m. news program with Ralph Christian, one
dav a week.

So what did happen? Here's what Owner-
Manager Dock Hardeastle reports:

“After just our first and second broadcasts we

auto

received calls, letters and showroom visits from
peaple all over Middle Tennessee and Southern
Kentucky., After the second broadcast alone, ¢
salespeople were ansiwcering telephone calls for
more than thivty minutes. One customer pur-
chasing « car on an outright sale said he didn't
know we cristed before he saie oy program oy
television. We are amazed at the action we have
obtarned with this imited schedule on a daytime
TV news presentation, and as a result we have
extended owr contract indefinitely.”

For further proof of the daytime selling power of Channel 4,
contact WSM-TV’s Irving Waugh or any Petry man.

cuanner. 4 WSM'TV

Clearly Nashville’s #1 TV Station!



How

No

Half a ton! days. WPTZ, Philadelphia, pulled total of 204,657 postcards (half-
ton of mail) as result of 12 on-the-air announcements in "Let Scott
Do It" morning show. Hook for mail pull was a new 1955 Pontiac Cata-
lina. Cards came from 4-state area.
SPONSOR, Volume 9. No. & 16 May 1953, 1Published biweckiy by SIPONSOR IPublicatlons. Tne  Executive, BEditorial, Advertlsing  Circulatlon Oftihes, 40 B d0th St Now
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P&G pushes

new brands

probe-caused

changes seen

More barn

dances on tv?

Most admen

ignore fee tv

Keep live tv

pitches simple

Tv mail pull:

Printed at 3110 Elm Ave,, Baltimore, Md  §8 a4 year tn U.R 39 clsenhere. Entered as secornd elass matter 28 Jan. 1008 4t Raitl st Oy fer Nt oor Mear 9

Growing policy among advertisers of diversifying consumer product
lines, then leaning on radio and tv to push new brands across quickly
is well exemplified by ad Goliath P&G. Firm's new products, such as
Gleem and Pin-It, are among reasons P&G has bought heavily into
nighttime network tv. For the details on P&G media strategy, new
product development, see article this issue: "The P&G Story. Part 1.
Why P&G plunged into nighttime tv," page 31.

—SR—
Although "government relations" is theme of this year's NARTB Con-
vention, many broadcasters themselves feel current Congressional and
FCC probes of air industry will have only small effect on industry.
Special pre-convention survey by SPONSOR of some 900 radio and tv
outlets (see story page 44) showed this pattern: 28% of stations
felt that government probes would cause "no change"; 20% felt they
would cause "minor restrictions"; 4% said "major changes." Others
had no clear idea of outcome, or felt probes were ill-advised.

—SR-—
Will there be more barn dance programs on tv, especially when color
tv comes? Barn dance shows lend themselves to low-cost color treat-
ment because of costumes, fact that existing barn dance shows on
radio are usually done in theatres, have many colorful sets in exis-
tence. Latest barn dance to go on tv is WSM, Nashville's "Grand Ole
Opry," which will showcase on NBC TV in 11 June one-shot. ABC TV has
regular barn dance Saturday nights, "Ozark Jubilee" and WLS' "Na-
tional Barn Dance" was carried on ABC TV for a time few years back.

—SR—
There is little evidence admen are analyzing long-term effects on
advertising in event fee tv is approved. Reason may be no one is
sure what form it would take if FCC okayed it. However, effect of
fee tv as competitor for audience would be serious if it grew as
big as some say it will. Burning question regarding effect of fee
tv on free tv is answered by admen in story beginning on page 38.
See "Will fee tv hurt sponsors?"

—SR—
Live "demonstration" tv commercials are cheaper than film, but only
cause costly damage to sponsor's prestige and copy points if somebody
blows a cue, checkups by Schwerin Research Corp. shows. Says Horace
Schwerin: "Chances of error increase with the complexity of the
'manual of arms' the presenter must go through." Example: live com-
mercial for baking mix supposed to dissolve easily lost 40% of mem-
ory value of same pitch on film when live demonstrator got confused,
poured too little mix into too much water.

—SR—
Big mail pulls in tv are not merely a phenomenon of tv's earliest
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Radio audience
found stable

Intense viewer
a problem

Big radio success
for Hub auto firm

Puerto Rican
video booms

New radio-only
rep firm

Cl10 radio web
show a hit

Stability of radio audience in television areas of varying set satu-
ration is shown in new Politz study of 3 markets. Survey was spon-
sored by WJR, Detroit; WHAS, Louisville; WGY, Albany-Troy-Schenectady,
all outlets repped by Henry I. Christal Co. Study found that weekly
cume radio audiences in areas of high saturation (Detroit, Albany-
Troy-Schenectady) were 76 to 81%, almost as high as 83% radio figure
for Louisville, where tv saturation is only moderate (50%). Study is
follow-up to "Importance of Radio in Tv Areas Today," published in
1953, also undertaken by Politz and sponsored by all 12 Christal
stations.

—SR—
Some tv viewers are so intense that "interruption" of commercial is
a minor traumatic experience, says the assistant advertising manager
of an important paper firm. Because of this, more intense the audi-
ence appeal of show, the less likely commercial will register, he
adds. The adman is among those answering question "Can a snhow with
too much audience appeal backfire on the sponsor by distracting too

much from the commercial?" in this issue. See "Sponsor Asks," page 110.
—SR—

Used car sales for Boston auto dealer jumped 600% in first month
through use of what adman Norman Wexler (Silton Brothers Agency)
calls "corny, but effective" spot radio drive. Gimmick was simple;
auto firm was run by a Mrs. Joe Levin, only woman auto dealer in
town. Agency established her as "Ma Levin" with saturation radio
schedule of e.t. jingles, offered free doughnuts and coffee to all
comers. "Ma" now spends over $3,000 weekly in spot, is being imi-
tated widely by jealous Hub City used car dealers. Successes of
this type explain good health of local-level radio.

—SR—

Television is big success with the residents of the U.S.'s Spanish-
speaking island territory in the Caribbean, Puerto Rico, according
to WAPA-TV, San Juan, President Jose Ramon Quinones. His estimate:
75,000 tv receivers on the island—more than total number of Puerto
Rican telephones. Set sales run about 6,000 monthly, are spurred on
by island government's lifting of 20% tax on electrical imports.
WAPA-TV has just celebrated year of commercial operation.

—SR—
Two radio-only national rep firms now are in operation. Latest entry
(1 May) is Simmons Associates Inc., headed by David N. Simmons, re-
cently v.p. of Blair, with headquarters at 270 Park Ave. in New York,
telephone Mu. 8-2821. First client, one of nation's top radio out-
lets, may be announced this week. First exclusively radio rep firm
was Henry I. Christal Co., now serving 12 stations. Only exclusively
tv rep is Harrington, Righter & Parsons serving 9 stations.

—SR—
Network radio's opportunity to sell more institutional clients is
indicated by success of most recently launched show of its type, CIO
news. For over year, CIO has sponsored John Vandercook on ABC Radio,
finds its audience is still building; Nielsen reports show makes up
to 30 million audience impressions monthly. CIO, via Henry J. Kauf-
man, Washington, D.C., uses commercials which stress labor union
public relations, CIO views of national affairs. Show pulled 6,000
requests with 3 announcements for booklet on Congressional voting.

(Sponsor Reports continues page 1.49)

SPONSOR



316,000
WATTS

o,

Y 2, LANCASTER, PA.
- NBC ¢« CBS » DuMont

It takes real showmanship, the best acts, ta draw
the biggest crawds under the Big Tap. WGAL-TY
fallaws the same principles in presenting the best

pragrams ta reach the largest audience—and
that SELLS your praduct. This super-pawered
station’s 316,000-watt signal sends your message
from its mauntaintop transmitter lacatian ta

the vast Channel 8 Mighty Market Place. Yes,
WGAL-TV is the one statian that reaches this
rich market with a populatian af aver three millian
people wha have mare than $5% billian ta
spend. For peak sales results, buy WGAL-TV.

STEINMAN STATION ¢ CLAIR McCOLLOUGH, PRES.

Representatives:

MEEKER TV, Inc.

NEW YORK LOS ANGELES CHICAGO SAN FRANCISCO

Channel 8 Mighty Market Place

Harrisburg Lebanon  Hanover Gettysburg Chambersburg  Waynesboro Frederick Westminster Carlisle Sunbury Martinsburg
York °  Reading Pottsville Hazleton Shamokin Mount Carmel Bloomsburg Lewisburg Lewistown Lock Haven Hagerstown
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advertisers use

ARTICLES

Why PR&G plunged into nighttime (v: Part 1

What is the story behind the air practices of the biggest advertiser in the
country? SPONSOR presents it in three parts; this issue covers P&G's current
nighttime tv splurge; later articles will go into its spot and daytime air approach

New spot radio cost estimator for top execs

Sample schedule costs from Free & Peters' "Spot Radio Guide." Gives cost and
coverage figures for spot radio campaigns as needed by top management

Should an interstate mover use radio and (v?
Seventeen years of air advertising has helped make Bekins a household word on
the West Coast. Moving firm with 1,000 vans, puts $330,000 into radio and tv

Will fee (v hurt sponsors?

As the public debate on subscription tv reaches a fever pitch, SPONSOR polled
admen for their views. Most feel that it poses little threat to commercial tv,
think public acceptance of pay-as-you-see will be low

Blow-by-blow story of a (v test

Though sales of B&M beans and brown brzad slowed temporarily in the second
half of April due to sharp order-cutting by wholesalers (to beat an inventory
tax), a quick pick-up on the tv test products was expected in early May
Chicago admen view [I-net radio presentation

Admen were impressed with radio’s broad coverage, but raised questions about
future of network nighttime radio where it competes with tv for market

NARTEB CONVENTION SECTION

Preview of the Convention

As the 33rd NARTB Convention meets, here is a rundown of the issues which
most concern broadcasters, as determined by SPONSOR survey of 900 stations
What filin syndicators are planning

(ncreased activity among film syndicators, feature film firms is reflected in 40°
more representation this year than last; 75% will show new packages

What admen should know about the NARTR

Which of the myriad activities of the NARTB most affect admen? SPONSOR
explores the group’s government relations, tv code, publicity, legal operations

The PAG story: Pare 11

Procter & Gamble's approach in buying spot radio and television and how it
works with its seven agencies will be the subject of the second in a three-part
series on the noation's largest advertiser

Blow-by-blow story of a tr test

PONSOR continues its six-month report on the results of a tv-only test in
G ay, Wis., for the B&M baked beans and brown bread products

31
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Barrels Away at STAVES, Too!

KTHS, Little Rock, is 50,000 watts—Basic CBS. It is
listened to regularly by hundreds of thousands

of people in towns and villages far beyond the

Little Rock Trading Area!

Consider Staves (Ark.) for example. With only 167
persons, it’s not much of a market in itself. : K A NS A §
But as one of many towns, villages and farms KTHS @LUTTLE ROCK

reached by KTHS, it is important. Actually,

Y STAVES

it would take about 21,000 Staves to equal
the population in the KTHS interference-

free daytime coverage area!

Let your Branham man give you all the big KTHS facts.

P
KTH s 50’000 watts | The Station KTHS d:r,mme: primary (0.5MV M) area
) CBS Radio s e ot o

BROADCASTING FROM
LITTLE ROCK, ARKANSAS

Represented by The Branham Co.
Under Same Management as KWKH, Shreveport

Henry Clay, Executive Vice President
B. G. Robertson, General Manager

RS T T S N—,
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STATIONS

are powerful enough
and popular enough

to register audiences

in radio survey ratings
of both Los Angeles and

San Diego.

Of these top four,
KBIG is

® the only independent
® the least expensive

® the lowest cost per

thousand families

The Catalina Station
10,000 Watts

74 OND|YAO|.UR
SRR R
JOHN POOLE BROADCASTING CO.

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

Nat. Rep. Robert Meeker & Assoc. Inc.

limebuy
A0 WOrlk

Jay Wasserman. Benton & Bowles, New York,
buys radio and tv in Canada and the U.S. for his
P&G account. “I's interesting to wcatch the
progress of Canadian tv, particularly in light of our
own history. They've got about 30% penetration
now, comparable to the 1.S. say around 1930 or
1951, I’s growing rapidly, in some ways quite
differently from the way it did here. The Canadian
Broadcasting Corporation, of course, has the last
word on what programs and commercials go on
the air, whereas the industry itself decides that
here. Thev've got 23 stations. a tv network, but
the big shows are generally piped in from the
('.S., like Dragnet, 1T Love Luey. P&G sponsors two
networls tr shows up there: On Camera, a live
show., and My Favorite Husband. on film.”

Jim Newille. Dancer-Fitzgerald-Sample, New
York. says that competition. among the tv stations
often results in better buys for the clients. “The
gradual disappearance of the one-station v market
has resulted in a greater independence of choice
for both the viewing public and the advertiser for
the public. in that stations must now program to
people who have a choice of channels where before
the choice lay in tiewing or not. Stations must
now compete for an advertiser’s budget where before
the choice lay in going into a market or not. Fal-
staff, a heavy spot program user. has frequently
gotten better time periods as a result” [le points
out that the loss of ratings as new stations come in
is sometimes offset by growth of total audience.

Varjorie Freeman, N, I Ayer, New York, is
currently placing commercials for the new colored
telephones and extensions that the telephone com-
pany sells. “The appeal of such extra extensions is
generally to the woman who might like to have a
plhone in the Litchen or upstairs. To get this
audience, 1 lile to buv daytime radio, which has
retained its loval women’s audience. Shows like

a morning Godfrey program or carly ajternoon
soap operas are tops in (v markets too. The best
daytime radio hours, I think, are between

10:00 a.m. and 12:30 p.n., when the woman
generally cleans house, and after lunch, before
the kids come home from school, say, perhaps
until about +:00 p.n. And the cost is low,
hecause daytime is Class ‘B, of course.”

SPONSOR




the ABC affiliates in America’s 13th market

N

MINNEAPOLIS -

/ ST. PAUL \

WTCN -TV WTCN-Radio

/ Channel 11

rd Now a full time operation %

Now under a single management %

Now a better buy than ever %

Announce the appointment of

The KATZ

Effective
Agency, .

May 1, 1955
As national
advertising

representatives

/

\/




Pulse, 9/54-2/55 and Pulse CPA, 12/54




Greatest double play of the season is the addition of the St. Louis Cardinal

baseball broadcasts to the KMOX lineup. Combining CBS Radio Network
and top-rated local personality programs with St. Louis' most compelling

summer attraction, KMOX is winning greater audiences than ever before.

The scoreboard shows KMOX leading all other St. Louis radio stations with:
highest-rated news programs, highest-rated music program, highest-rated
farm features, highest-rated sports programs, highest-rated local

personalities . . . and now Cardinal baseball too!

This programming makes KMOX the most listened-to radio station in St. Louis

month after month, year after year . . . delivering a 44 per cent larger

audience than any other station and reaching more than 90 per cent

of the market’s radio homes weekly! For the winning sales combination in

St. Louis, get in touch with CBS Radio Spot. Sales or... K M ox

“The Voice of St. Louis”




No Trick When
You Know How
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It's no trick capturing the forgest
share of cudience when
yau're selling on KSDO . . .

San Diego’s music and sporls station.

Accarding ta HOOPER, KSDO is
first in listeners in this rich,
billian dallar market.

May we shaw yau haw to turn the
trick for your clients on KSDO?

4
' Q\J

1130 K€ 35000 WATTS

- resantalives

John E. Pearson Co New York
Chicago — Dallas — Minncapolis
Daren McGavren — San Francisco
Walt Lake — Los Angeles
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by Bob Foreman
Is there anybody who isn't a tv eritie?

These pages shall serve 1oday as a tribule lo a type of tv
critic of whieh there iz a sad pancity. 1 refer specifically 1o
my middle child—11-year-old Betsy—who in all other re-
spects is rather normal. gets good grades in school, swims
well, makes passable woven-leather belts in handicraft. But
when it comes 1o her tv preferences. she simply hasn’t any.
She likes everything. The grainiest of British features, the
most saceharine of m.c.’s. the most boring of situation eom-
edies and chib footed of dramatics—Betsy enjoys “em all,
mnute after minute, hour after hour.

[ realize that anything is hetier than going to bed or doing
homework whieh are the 1two most prevalent alternatives.
Nevertheless, T salute her and wish that some of her constant
adulation of the medium could be injected into the veins of
thousands of jaundiced criticx who never =ecem to find any-
thing to their tv liking.

Unlike any other facet of show business—or anv other
business for that matter—televigion is judged by just about
everybody. Motion pictures have their friends and foes. So
do Broadway plays. Likewise the ballet, nightclub floor
shows, ete. But, for these, the critics are far fewer than the
appalling multitude who “knows what’s wrong with tv> and
are more than willing 1o tell you.

This latter group itucludes the vast viewing publie. which
not only exertz a eritical influence by mere =election of pro-
gram but which also carries a ready comment abhout on the
tip of its tongue. Ax you know, cab drivers. bartenders and
stenographers are as vocal about the relative merits of spee-
taculars as they are aboul the camera work on basehall games
and the wisdont of slotting Medic opposite Luev. to name a
few of the dozens of tv Qll])_](‘ ‘1= about which they are able
to reveal their wisdom.

Never before has such an intensive and detailed knowledge
been made available by laymen.

However, the home viewer. pure and. of course. simple, is
not half so avid a eritic as i~ the fellow who has some con-
nection with the program. By conneetion I mean thoze who
are 1 some way personally interested by dint of the fact
lhal they or their brothers-in-law arve distributors of the spon-
sor’s pm(}u(l or are friends of the producer’s sister or any
other nf the \(‘ommﬂly tennons bt frighteningly pm\elfn]
reasons 1o hold an “inside opinion.” Critical aciumen in-

(Please turn 1o page 1141)

SPONSOR




-

T

The ARB ratings tell the story!
From 7:00 AM until midnight, seren days a week,
KSTP-TV leads all other Minneapolis-St. Paul tele-
vision stations in average program ratings® . . . and
by a bigger margin than ever! During the important
evening hours from 5:00 PM until midnight, KSTP-
TV leads its nearest competitor in average weekday
ratings by more than seven points.

In this rich, Northwest market which includes
more than 600,000 television homes and commands

*Weekly average, ARB Metropolitan
Area Report, March, 19535.

MINNEAPOLIS - ST.PAUL

EDWARD PETRY & CO.; INC

16 MAY 1955

FIRST AGAIN . by o biggér margin than ever!

a spendable income of FOUR BILLION DOLLARS,
KSTP-TV has long been the leader. It is the North-
west’s first television station, first with maximum
power, first with color TV and, of course, first in
audience.

The listener-loyalty which KSTP-TV has won
through superior entertainment, talent, showman-
ship and service means sales for you! That’s why—
dollar for dollar—KSTP-TV is your first buy and
your best buy in the great Northwest.

Basic NBC Affiliate
“The Nodhmests. leading Station”

NATIONAL REPRESENTATIVES

1
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SYRACUSE'S *

B

contact

FREE & PETERS

for details

Ask about
MARKET
MAGIC!

* /I"FBL has been
Syracuse’s
Number One
radio station

since 1922

|

th and

o) MADISO X

SPONSOR invites letters to the editor.
Address 40 E. 49 St., New York 17.

HE'S ANTI-ROBOT

I know some account men to whom a
time buying mnachine would he a
Lhoon,

But just the same I liope one doesn't
get built very soon.

As Mr. Flanagan so generously states,

A C&W man can always get a job sell-
ing figs or dates,

But what about the men from Comp-
ton. or Ted Bates?

Besides, show me a machine that can
do more than evaluate,

Whereas ux hnman-type buyers can
create!

Ratings and coverage and all that gufl,

Just ain’t enough.

And anyway, they’d have to hire a man
to plug it in the socket

And to keep the clients’ children from
taking the slide rule out of the

pocket.

Electronic machines that work on vec-
tors,

Ain’t no substitute for Media Diree-
tors.

Some mornings when I’m not too keen
T almost feel like a machine.
So copperplate me if you must
And guarantee me not to rust
On my foreliead you can even install
a knobh.
But please don’t takc away my job.
On your idea, Mr. Flanagan. pooh!
Would vou like us to invent a machine
to replace vou?
JEREMY D. Srracur
Timebuyer
Cunningham & Walsh
New York

® lMuwman timcebuyer Sprague is answerlng Tom
Flanagan's <atire in the 2 May SPONSOR which
sugpested that »n time buying machine exlsts, jast
as wnrehy as the idea of a flying machlne exlsted
in the minds of the Wrizht bhrothers,

RESEARCH

I was very happy to see the com-
went in yonr 18 April issue under
“Sponsor Speaks”™ alluding to the
“mathematical curtain™ drawn over
some of the hasic details of radio and
television audience research services
by companies issuing them. [ shonld
like to state for the record that we at
ARB are in complete accord with the

(Please turn to page 17)
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Our clients come in a wide variety of sizes. But they
have one thing in common.

No matter what size they are now, they want to
grow and to keep on growing.

We’ve always felt that the size of a client’s ambi-
tion was a lot more important than the size of his
advertising budget.

16 MAY 1955

YOUNG & RUBICAM, INC.

Advertising + New York Chicago Detroit San Froncisco
los Angeles Hollywood Montreol Toronto Mexico Cily Llondon
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Television is reaching the saturation point | -;
° in the nation’s number market .j

metropoiitan Chicago
92.8% of aii homes! |
teievision hon
-

I out of every 3 families is tuned to Channel of mo,.fiﬁ?:‘:},‘l’&%g'é‘:&i::?;:; ‘
audience throughout the w:
The best programs in Chicago are on Channel and CB5 Toio |

the largest audlem

Fourteen out of the nation's fift

The nation’s top advertisers are on Channel M o T LT TV el

advertisers invested 20% more on WBBM
than they did the year be#

]
..The kind t

The reason is Showmansh:p on Channel 4 s

alesmanship. The kind
find oniy on WBBM

&




Chicago's Showmanship Station, {00,000 watts
Represented by CBS Television Spot Sales
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2. A.S.E. can switch channels
501

g

change-over automatic, the Bell System
designed AS.E. which switches radio
relay channels in a split second.

To help keep network TV pictures
clear as they go from eity to city. the
Bell System is installing Automatic
Switching Equipment (AS.E.) on all
major multi-channel radio relay routes.

Now—when fading thrcatens—it is
recognized by an cleetronie device that

Here's how it works:

Fven the most carefully engineered
microwave radio systems are affected
by come fading caused by atmospheric
changes. The only way to avoid this
mterference in television pictures ear-
ricd from city to city by radio relay is
Lo switch the signals to another path.

Manual switching is not fast enough
to beat sudden fades. To make the

sends a warning signal back to the con-
trol «tation. The picture is then switched
automatically to a protection ehannel.
The cntire operation could take place
several times a second without disturb-
g your program i any way.
\dvances of this sort in equipment
aud technique assure that the television
public will have the henefit of the best
possible service now and in the future.

BELL TELEPHONE SYSTEM

Providing transmission channels for intercity television today and toniorrow

SPONSOR



49TH & MADISON

(Continued from page 12)

views you express and. as a concrete
indication of our feeling. we have re-
cenuthy taken the following steps:

1. Each ARB metropolitan area re-
port now contains on the first page a
statement revealing the exact number
of completed diaries actually tabulated
to make the ratings shown on the suc-
ceeding pages. This is the onby basis
on which sample size can be judged.

2. After extended research on diary
methods, we have come to the conclu-
sion that no possible series of xo-called
“correction factors™ can adjust diaries
not properly engineered in the first
place. Such correction factors cau-e
much of the existing confusion con-
cerning ratings. It is far Detter,
through careful placement and inter-
viewing throughout the diarv period.
to obtain an accurate record from sam-
ple homes in the first place and then
present the unadulterated findings. In
this way audiences are not artificially
created or dispersed by mathematical
formulae.

3. One of the purposes of our re-
cent working agreement with the C. F.
Hooper Company was to consolidate
two television rating services which
were telling essentially the same story.
We feel that this will greathy benefit
all industry users of ratings by giving
one service the benefit of the thinking
and experience of both organizations.

We hope you will continue in your
efforts to clarify this situation,

James W. SEILER
Director
American Research Bureau

Washington, D. C.

BILLINGS

I have been trying unsuccessfully
for some time to get the gross billings
on radio, television, newspaper> and
magazines for 1951 and 1953. 1 am
writing your magazine in hope- that
vou can help me ont. 1 would also
like to take this opportunity to cou-
gratulate your entire stafl for a fine
magazine.

R. D. McGrecor
General Vanager
KB\Z

La Junta. Col.

® The gro-~ hilling figzures on radio (network
time charges) 1938: 3137641, 1a9: 1933: $160..
538548, Televicion  (uetwork  time  charged)
19534: $320,134.274; 1933: S227,585.656. Mas-
azines (zeneral aad farm) 1934: 3604,121,055:
1933: $5603.113.826. Newspapers, 1934: 3391,
000,000; 1953: $601.,000, 000,

(Please turn to page 143)
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If you want to reach the television
viewers of the South Bend Market
there’s only one way to do it. Buy
WSBT-TV. This station gives you
more viewers than all the others put
together! No other station, UHF or
VHF, whose signal reaches the South
Bend Market, even comes close to
WSBT-TV in share-of-audience. Fur-
thermore, when you use this station,
your sales story is presented with a
clear, interference-free picture.

Lake
XMichl:qan .

4

1
i
{
 §
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PRIMARY COVERAGE
AREA

# TV Hooperatings, Nov., 1954 for South
Bend-Mishawaka, Ind.

Indiana

- e e e ew e W W W W W W e w5

* Pulse, Jan., 1955 for the 4 Northern Indi-
ana Counties of St. Joseph, Elkhart, Marshall
and Kosciusko.

A BIG MARKET... A PROSPEROUS MARKET

The primary coverage area of WSBT-TV embraces a prosperous 93-county
market in Northern Indiana and Southern Michigan. The following in-
come and sales figures show elearly the sales potential of this great market:

Effective Buying Incame .. $1,165,620,000. Faad Sales .. $182,091,000.
Total Retail Sales ........ $783,927,000. Drug Sales ... $22,930,000.

Source: Sales Management Survev of Buving Power, 1955

CHANNEL 34

A CBS BASIC OPTIONAL STATION

ASK PAUL H. RAYMER COMPANY © NATIONAL REPRESENTATIVES
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Brown

Bate I

James C.

Douglass +3)

Ray J. .-1. b

Maurer «3) \ -
~—

\\

Michael
Madar 5

Richard
Gibbons (4}

Edward Esty
Stowell 3

3. Advertising Agency Personnel Changes (cont’'d)

NAME

FORMER AFFILIATION

NEW AFFILIATION

William F. Ryan
John F. Singleton
Wymouth Symmes
Jerome S. Stolzotf
Edward Esty Stowecll
William H. Thomas
Bradley A. Walker
Howard Ed Walpert

William Weber
Thomas D. Wharton
R. Glenn Wilmoth
Ralph L. Wolfe
Parker Wood

Thomas P. Wright
Mike Wurster
Edward ). Young

KFMB, KFMB-TV, San Dicgo, promotion, mdsg & publ

Tathzm-Laird Chi, space buyer

Faris & Peart, NY

Biow-Bcirn-Toigo. NY, acct supvr

Benton & Bowles, NY

JWT, NY, dir of r-tv

Fletcher D. Richards, NY, first vp & gen mgr
WHUM-TV, Rcading, Pa, sls mgr

Lennen & Newell, NY, art dir

Western Elec, NY, publ rels dir

D-F-S, NY, media res dept

Geyer, Det, vp

Brooke, Smith, French & Dorrance of the Pacific Coast,
vp

Tucker Wayne, Atlanta, acct excc

BBDO, NY

KDKA-TV (formerly WDTV), Pittsburgh, dir

Dick Bradlecy Adv, San Diego, acct exe¢ & creative
supvr

Same, media supvr

Same, media mgr

Same, vp

Same, e€xec vp

Fitzgerald Adv, New Orleans, dir of r-tv

Same, vice chmn of bd

Arndt, Preston, Chapin, Lamb & Keene Adv, Phila,
acct mgzr

Samc, vp

Hcge, Middleton & Neal, Greensboro, NC, publ rels dir

Same, SF, media dir

Warwick & Legler, NY, gen exce

Same, €xcc vp

Same, vp
Kiesewetter, Baker, Hagedorn & Smith, NY, media dir
Adv Syndicate of Amer, Pittsburgh, vp

4. Sponsor Personnel Changes

NAME

A. S. Bland
William O. Dillingham
Parker H. Erickson
Gene K. Foss
Richard Gibbons
F. E. Howell

Abe Imhottf

Fred Kalty
Michael McCabe
Everctt W. Olson
Royce Russell

Leslic A. Sauers
John F. Van Dcuscn, Jr.

FORMER AFFILIATION

NEW AFFILIATION

Grove Labs, St Louis. sls mgr

Pabst Brcwing, Newark, gen mgr, Hoffman Bev, exec vp

Crosley & Bendix Homc Appliances, Avco Mfg, Cin

GCrove Labs, St Lovis, mdsg mgr

Foote, Cone & Belding, Chi, acct exec

Croslecy & Bendix Home Agpliances, Aveco Mig. Cin

Paper-Mate, NY, sls dept

Paper-Mate, NY, SW sls mgr

Hoftman Bevcrage Co, Newark, gen sls mgr

Webcor, Chi, adv & prom

Brooke, Smith, French & Dcrrance of the Pacific Coast.
pres

Lever Bros, Pcpsodent div, sls mgr

Cunningham & Walsh NY, mdsg exec

Same, product mgr

Same, Chi, excc vp for sls

Same, exec vp

Same, Fitch div, product mgr

Cillette Co, Toni div, Chi, adv brand mgr

Same, vp & gen mgr
Same, gen sls mgr
Same, MidW sis mgr

Same, vp for sls & mktg
Same. dir of pub rels & adv
PerfecTan Co, SF, pres

Grove Labs. St Louis, sls mgr
Grove Labs, St Louis, product mgr

5. New Agency Appointments

SPONSOR

Armour. Chi

Crosley & Bendix Home Appliances div. Cin

Lokeside Mfg, Milw

Lever Eros, Pepsodent div.
Monarch Finer Foods, Chi
Parkcr Pen, Janesville, Wis
Pillsbury, Minnpls
Fillsbury, Minnpls
Kemington Rand, NY

Remington Rand, NY
Southern Airways, Atlanta

Trewix. Culver City, Calif

Virginia Electric & Power, Richmond

PRODUCT {or service)

AGENCY

Dash Dog Food
Croslcy & Bendix home appliances
Hot top trays and carts
NY Dove soap
Canned foods, dietetic foods, coffee
Fountain pcns, pencils

Creamy fudge, Fluffy white frosting
Hot Roll Mix, brownie mix. cookie mix
Business machines, office supplics, electric

shavers
Typewriters
Airplanc scivice

Floor waxes & polishes
Elcetric power

Hewnri, Hurst & McDonald, Chi
Earle Ludgin, Chi

biddle Adv, Bloomington, ill
Ogilvy, Benson & Mather, NY
Stromberger, LaVene, McKenzie, LA
Tatham-Laird, Chi

Leo Burnett, Chi

Campbell-Mithun, Minnpls

YGOR, NY, tv agency

» tea

Compton, NY. tv agency

Day, Harris, Mower & Weinstein, At-
lanta

Richard N. Meltzer Adv, SF, LA

Coargill & Wilson, Richmond

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

KERO, Bakersfield. Calif, appoints George P. Hollingbery Co
natl reps

KFEL-TV, Dcnver. put up for sale 26 Apr by Gene O'Fallon,
owner

KHQA-TV, Hoannibal, Mo, gonc up to 316,000 wits

KPOJ. Portland, Orc, appointed Avery-Knodel natl reps

KRON-TV. SF, prcpared to handle color film and slides,
making 1t possible to onginatc any type of local program
in color

KSTL. St Louis. has appointed Everctt-McKinncy natl seps

Radis station WFXY, Punxsutawney, Pa. has gonc off the air:
mail thould be addressed to WNBT, Wellsboro, Pa

Telerad, Inc, management orgamization, has assumed opera-
tion. has assumcd opcration of KGA. Spokane, Wash and
KCS) (TVi, Pueblo, Col

WHIL. Medford, Mass, appointed Broadcast Time Sales natl
reos

WICS. Springfield. I,
ren effective 15 Apr

appointed Robert S, Keller net sls

WMBV-TV, Green Bay, Wis, increased tower from 583 to 825
ft, wattage from 110,000 to 240,000

WMIN-TV, WTCN-TV, Mnnpls. on 16 Apr was bought by
Consolhidated TV and Radio Bcesters, will continue without
change the combincd program schedule of the two half-
time facilitics although it will operate full time as
WTCN-TV

WTCN (TV)
1eps

WTVI, St Louis, moved sales and cxccutive offices and
studios to 5915 Berthold Ave on 9 Apr, changes call to
KTVI

WWDC, Washington, began operating from new WWDC Park,
8800 Brookville Road, Silver Spring, in addition to present

Mnnpls-St Paul, appointed Katz Agency natl

studio (1627 K St, NW) on 27 Apr; sales offices remain
at oresent location
WXYZ-TV, Dct. began transmitting 316,000 watts on 30

Mar; previously was 200,000

SPONSOR
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WHO s iowa’s

FAVORITE RADIO STATION
FOR MARKET REPORTS

WOI

WMT WNAX WOW KWWL KMA KFAB  KICD  KGLO
32.3% 156% 153% 65% 51% 24% 23% 21% 19% 1.7%

THIS chart is reproduced from Dr. Forest L. Whan’s
1954 lowa Radio-Television Audience Survey—

one of the Nation’s most respected studies

of listening habits, used constantly by hundreds of

leading agencies and advertisers.

Only a small part of the Survey is devoted to
analyzing lowa’s various stations or their
individual audiences. These parts do prove,
however, the enormous preference this

state gives WHO .

Write us or Free & Peters for your free copy. It

will tell you more about where and how to

advertise in lowa, than you could learn in

six months of personal travel and investigation.

BUY ALL of IOWA=—
Pius "lowa Plus"=with

Des Meines . . . 50,000 Walls
Col. B. J. Palmer, President
P. A, Loyer, Resident Manager ,

FREE & PETERS, INC,, National Representatives

16 MAY 1955 21
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N.A.R.T.B. CONVENTION

* The greatest
spot selling
and merchan-

fising plan
ever devised
for radio

stations!
>(~

SEE AND HEAR.
RADIO’'S BIG LITTLE MAN

in SUITE B 201-203

Shoreham Hotel, May 22-26

CANADIAN REPRESENTATIVES ALL.CANADA RADIO, |
FACILITIES LIMITED, VICTORY BUILDING, TORONTO [ sy




Milwaukee’s

“the voice
of the

BRAVES"

{the Milwaukee Braves
games are not televised)

0 all-star

o programming

Milwaukee’s
Most Powerful
Independent

% | 24 hours
s 5 of music
gﬁ news, sports

lowest cost
per thousand

HUGH BOICE, JR.
Gen. Mgr.

HEADLEY-REED,

National Rep.

24

1. A. HHebberd, Jr.

Advertising and merchandising director
Stokely-VYan Camp, Indianapolis, Ind.

W Sponser

Harry Hebberd's rise from Rockville Centre, long Island. where
he was horn. to Indianapolis. where he makes his headqnarters as
Stokely-Van Camp’s advertising and merchandising director. was a
matter of less than four decades,

“From flounder and scallops (Long I:land staples) to fruits and
veeetables (of the Stokely linei. you might <av.” Ilebherd notes.

With Stokely-Van Camp since 1919, Hebberd has guided the food
company in several radio and tv efforts. For a vear. Stokely-Van
Camyp (through Calkins & Holden. New York) sponsored the agency-
produced Johin Conte Show over NBC TV, During the next vear,
the firm hought participations on CBS T\"s Garry Moore Shouw.

\bout a vear ago, Hebberd began a new advertising campaign.
ternied the Best Cook promotion by the agencv. The point of this
approach is to advertise at the “graszs roots level.” to get into the
hometown and speak the language of that community.

Stokely-Van Camp has a woman representing it in each of 15
markets. Thix woman. generally a home economist. coordinates the
promotion. She approaches a local club or women's organization
and asks that group to clhioose one of its members as Best Cook of
that week. The woman o chosen i~ then pictured in Stokely-Van

Camp’s newspaper ads, interviewed on its radio and tv commercials,

The food firm has heen expanding its use of local radio and tv
gradnally over the past 52 weeks to the point where they are. today.
in some 15 marketsc mainly Midwestern and Southeastern. with three
or more annonncenients weeklv. This prometion may go national
by fall. At this point the firm is spending at the rate of $600.000
to £700.000 in air media in 1955,

Hebberd, whose father wax a banker and hence conservative. tends
to be conservative himsell in hix diccussion of advertising. =1 will
sav that this hometown promotion has heen responsive.” he admits.

fn his own home. radio i~ very well used ¢“too nach =0 at times.”
~savs hed, sinee danghters Penny tage 123, Vieki (age eight) and
their parents each have their own radio.

“1 like to wateh You Ave There and See It Now and all sports
events 1 don’t have time to attend.” Hebberd told spoxsor. When
not watching tv. he spends his time reading “Thomas Wolfe and
Mareel P'roust, plos the usunal trade jonmrnals and office carry-over
that acenmulates.” * K %

SPONSOR




Consnsfent Clear Reception
During FIRST TWO WEEKS of Operation

SISKIYOU MU

YOUR BEST

IHUMBOLOT P Y ; : ) 'N 2 1 ,
[ '\\ i (lS’HTSY X T — % N | |
) ~ TRINITY W™ / . :

CHANNEL TEN . . . SACRAMENTO

10 COUNTY BONUS

Y Right from the start KBET-TV guaranteed 22 county cov-
MENDOC ING N
crage — but within only two weeks . . . more than 2,000
. picces of mail were reeeived from 32 counties reporting
the finest reception ever and enthusiastic praise of the pro-
grams. This 10 county bonus is yours . . . at no extra cost.
Another reasons why “Your Best Bet” is KBET-TV Channel
10 — Sacramento.

. el
SONOMA

.
NAPA

e\ o ® Sacramento’s 1st VHF Channel
\ S°“S°A AMEiO"
Y - C‘u;w/':mS I/woumnt -

_® Full Power 316 KW

“AAR‘N CONTR COSTA i JOADUIN/} . A nte n n a 25 00 Feet
BASIC
‘° S| “/\\? above Sea Level

/ . e * Finest Picture
. * Best Programs
® Ready for
| Color

SANTA CLARA

<;AN"A

FN

> {FRESNO I

REPRESENTED NATIONALLY BY ’

H-R reLevision, iNc.

NEW YORK CHICAGO HOLLYWOOD
SAN FRANCISCQ  DALLAS

MONTEREY

ATLANTA. HOUSTON

YOU CAN'T FULLY COVER CALIFORNIA
without KBET=TV -- Sacramento

Not only do you reach more than 300,000 TV is a market of more than two million people
Families — but also a market with an income with TWICE the buying power of the eity of
of 532 ABOVE NATIONAL AVERACE. Boston, TWICE the retail sales of the city of

. Plttsburgh . . . a growing market, inereasing
SACRAMENTO alone . . . a dual capital . .. at the rate of 2,500 persons per month. For

is headquarters of the state government, and your TV dollars “Your Best Bet” is KBET-TV
a business center of a vast inland empire. Here . . . Channel 10 ... Saeramento.




DADDY

Cal Sales can afford the
sparkler.

His Salinas Factory, the
argest pro

; it's
just summer spending
money to us.

ASK HOLLINGBERY

KSBW

; ADIO I'.ElLE'h"I ?N
;‘E%..s NONTHREY
CALMGANIA

CBS, NBC, ABC, DuMONT

PON
iR

by Joe Csida

Programing ideas: how to keep them coming

el

lhe straight old-line tv cooking show is outdated. . . .
Quite a few stations have already seen the handwriting on
the sink. Some, like WRCA-TV in New York, and our own
WBZ-TV, integrate their cooking gals into an entertainment
show. This 15 a pretty good way to have vour commercial
cake and eat i1, 100, . . .7

And =, .. How long since you've done a =pring cleaning
on the openings of your =tandard programs? How long =ince
you've really gone down the hine-up of all vour shows and
looked and/or listened to their openings? How long since
you've changed themes? . . | Title card:? . . . Copy?
Could some of the openings be revised verbally or visually
to increase their ‘holding power’=—we mean the ability of a
program opening to hold the audienee and prevent the <witch-
over 1o another station. . . .~

The two above quotes are representative of the material
in a hule multigraphed programing news letter called *"I’ro-
gram Cues,” written and published by Dick Pack. national
program manager for the four tv stations and five am sta-
tions owned and operated by the Westinghouse Broadcasting
Company.

The two items aren’t caleulated to shake any planets, either
as Dick wrote them for his own program people. or as 1 pre-
sent them to voun here. They are, indeed, nothing more than
the merest droplets in the kind of an ocean of conztructive
and continuous program thinking and plamning too nfre-
quently frolicked in by broadeasters and telecasters. This
I know about first hand.

Dick was= nice enough to imvite me 1o “guest” at his last
Tv Filim Program Seminar a few weeks ago. participated in
by the program managers. film buvers and other executives
of the Westinghonse station family. 1 have rarvely spent a
more pleasant or practically profitable evening. For here
were a bhunch of guys exchanging ideas about film and film
~cheduling, film promotion. ete., all of which developed from
thelr own respective experiences,

I intend 1o give away no Westinghouse secerets here, except
the biggest seeret of all. This iz merely that when Chrix
Witting took over as president of WBC™s tv and radio proper-
hes abont 18 months ago he decided that it made just as
much sensze for the operation to have a national program
manager (which it then didn™t have), as that it <hould have
(Please tuen to page 1101
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SOME GIRLS [vomr an  agency
named X were blowing fcathers at a
collee break, cach telline the others
what a wounderlful time buver <he
Wils.

“I got the fattest shide vule in the
business,” said Bewtv, I fignee il a
rate per thousand doesn’t figure, 1t
doesn’t figure.”

‘Listcn, sweetheart,” put in Suc
“if that’'s what vou want, there's a
statton i lowa. . .."

“No  connercials,”  broke
Carol.  “I follow the ratings. You
can’t never go wrong with an auch
cuce, especially if there’s a man n
i, I always say.”

“Audience! You can’t hardly beat
this castern lowa aucdience. .And
it's not only bi-sexual. It’s bi-source-
[ul - ltaam and wdustrial,” said Sue.

“What about buying powerz”
asked a fourth lady. “And signal
strength?  What about coverage
and set count? You can’t just decep-
freeze them.”

“T'hey're thawed, houey. Do you
know that WMT- TV, repped by
Katz, veaches a potenual quarter
million howes with regional and
CBS jewels?” chimed in Suc.

“Nope—and I don’t give a cnun.
Say, how come you're so high on
this WMT-TVE”

“IU's my passion for truth, deavie.
Jesides, who do you think s paying
[or this ad?”’
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VESTERN MARSHAL

> great new two-fisted TV Western Series

Brand-new . .. all-new ... 39 half-hours of rugged action to
capture the biggest audience in town. Each episode is packed
full of action entertainment as STEVE DONOVAN,
WESTERN MARSHAL brings justice to the Western Frontier.
Filmed under the supervision of veteran Western TV producer
Jack Chertok, the series offers top quality production for

viewers and advertisers alike.

And this two-fisted Western delivers double-
action impact — not only on television but
also at the point-of-sale. Sponsorship
makes available to you an unprecedented
barrage of merchandising material,

personal endorsements, premiums.

The second most popular program type, Westerns rack up
an average 30.0 Nielsen rating — 24 % higher than the
ranking average of all evening programs.* And Pulse ratings

list six out of the top ten syndicated shows as Westerns.**

Now here is STEVE DONOVAN, WESTERN MARSHAL to
beat them all. Excitement and action to capture your audience;
powerful merchandising to sell your product — all wrapped up
in a single potent NBC FILM DIVISION package.

Get STEVE DONOVAN, WESTERN MARSHAL on your
side in the battle for sales in your markets, Don’t delay — your

market may be snapped up soon. Write, wire or phone now.

* Nielsen, 2nd Report—Feb. 1955 **Pulse—~Feb. 1955 Multi Market

] " = - . .
NB 1M DIVISION ;0o
serving alt sponsors

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

Chicago, I1.  « Sunset & Vine. Hollywood, Calif. + In Canada:
RCA Victor, 225 Mutual Street, Toronto: {551 Bishop Strect. Montreal




Eor Texas Consumer Response gﬂowi mwlf/wm

Here is a typical example of the response and interest
your products and services are receiving every day in
Y the Gulf Coast Area on KGUL-TV. Below is a consumfr

response map showing the origin of more than 1§00 000
f /

Range Rider Club membership requests.
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GULF TELEVISION
COMPANY=GALVESTON
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REPRESENTED NATIONALLY BY CBS TELEVISION SPOT SALES
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Wihy PQG plungoed into nighttime (v

by Herman Land

E\'er' since soap opera heroines first
began to offer America’s housewives
vicarious opportunities to plumb the
pleasures of misfortune, Procter §
Gamble has been known as a daytime
air advertiser. Yet this season, with a
swiftness that startled many. the com-
pany jumped dramatically to the fore-
fromt in nighttime network television.

True, P&G was no neophyte taking
an evening plunge. Since the mediunr’~
swaddling clothes davs, it’s perennial
Fireside Theatre had followed Milton
Berle Tuesdays on NBC TV and in
1953 a second program had been care-
fully launched, the Sunday night Lor-
etta Young Show on tlie same network.
Sull. the emphasis of P & G's network
advertising continued to be found in
the daytime in its eight television and
13 radio programs.

That was the picture when the 1951
season got under way. But by mid-
season the company had announced in
quick succession sponsorship of six
new nighttime tv programs. mosth on
an alternate-week basis. The firm now
carries eight evening shows,

This brings the current P&G niglt-
time television expenditure to approxi-
mately $17.000.000 for time and tal-
ent about the same as the sum spent
for daytime, or 23¢ of the total ad
budget. sPONsOR’:s estimated ad bud-
get for P&G is in the neighborhood of
$71.000.000. Of this amount. about
£33.000.000. or more than 46/ . ix al-

16 MAY 1955

$33$5588$55528$540
$$9$$$$55558¢
143338855344
$33355 s
195555 L)
55544 ‘
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Spot
tv 15.5%

$11,000,000
Net radio

16% $11,300,000

1 Spot radio
1 2.5% $1 750,000

[
"
3

Magazines 9.0%
$6,600,000

DUFFY

$58$58$5855855909

SOURCE: 1955 SPONSOR ESTIMATE INCLUDING TA ENT COSTS

 PROVTER & GIBLE STORY

Pard I of 3 part

238855358481
“£4$$$$¢]
‘1489
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Network tv

46.5% of ad
budget

$33,000,000
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F SOR reporter Herman Land talked at length with P&G executives in Cincinnati. Here,
{left) queries tv head Bill Craig and P&G's associate advertising media chief Gail Smith

THREE-PART SERIES WILL DIVIDE ALONG MEDIA LINES

Part onc deals with the broad. Part tuo covers

cast and buodiness factors that role haudling

re the chief reasons for PRGN

drancdic splurge in nightthone relations with

located 1o network 1. Some $11,-
000,000 zoes into spot tv. About §11.-
300,000 goes into network radio. dpol
radio gets about $1.750.000. About
£13,950.000 goes to newspapers and
magazines,

The country s largest advertiser thus
put= about 80.5° ¢ of its budget into the
air media. (No samphing or direct
sales promotion costs are included in
this estimate.)

Why the sudden nighttime splash?
Is it an effort to establish a series of
strategic franchiszes across the board?
[s it, as some maintain, an attempt to
establish the company in =0 spread ont

Loretta Young Show, NBC Tv,
10-10:30 pm, Tide & Gleem

P&G SUN

TAS  KIGHT

SHOWS IN

CNEAM TIME

SIX  NIGITS

MWIT OF SEVEN,

FIns HAD

ONLY TWO

AT NIGUHT

LAST SEASON

spot operation and describes its

seven  agsencics

P&Gs slide- Part three explores PE&G's u-e
ity far-flung of daytime network  radiosts,
shows how media are wed to

meet needs of different produoets

a fashion thal no soap competitor can
hope to stake oul equal claims in the
nighttime spectrum? s it, as some
prophets predict, a sign that the soap
fibm is getting ready to give daytime
v a reehing kick, that it has decided to
live  henceforth  with  nighttime v
alone?

These were some of the questions
SPONSOR set out to answer in this se-
rie< on Procter & Gamble, first among
soap companiex and largest advertiser
in the United States, There were many
other questions, of course.  Though
bathed in the spotlight ax the top
broadeast spender, &G i+ something
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of a mystery among air advertisers.
Legends have grown up surrounding
it operation, which the company does
little either to corrohorate or dispel,
preferring. along with all the soap
firms, to guard its activities like a
I’entagon of the Midwest.

Yel. despite its close-mouthed policy,
P’S§G is regarded as a bellwether of the
broadcast industry, as the outfit that
“wrote the book.”™ There are some ad-
vertizers who are said to sel their me-
dia clocks by P&G’s moves.

To attempt to put Procter & Gam-
ble’s air activiiies into ~harp focus for
the first time, sronsor went to Cinein-
nati to talk to top-level executives. In-
tensive interviews provided much of
the basis for this ceries. In addition,
information and interpretations were
sought from former P&G executives,
from P8G agencies. competitors. me-
dia representatives. network and sta-
tion sources,

The series will divide P&G's air
operation along media lines.  This ar-
ticle will cover the current nighttime
v schedule.

Article number two will treat the
company’s exlensive spol activities. It
15 sometimes overlooked. since iis net-
work campaigns usually get the niost
prominent trade press treatment bul

Ivory Bar, Crisco, Spic & Span

..00@..

Fireside Theater, NBC TV, 9-9:30 pm,




P&G is the largest tv <pender in the
Lusiness and spot radio may be in for
a big boost in the very near future. too.

The article will attempt to answer
questions like these: llow firmly do
P&G’s spot buyers follow rigid rales to
obtain maximum frequency ? Is it pos.
sible to break through the slide-rule
mentality? Other subjects to be cov-
ered are: how spol is used in test situ
ations and to build toward national
distribution; how the companyv coordi-
nates the work of its seven agencies.
and what part they play in the devel-
opment of P8G campaigns.

The concluding article will deal with
one of the subjects most often dis-
cussed when P&G is mentioned in ad
circles, its developing attitudes toward
daytime television and radio. lmpor-
tant negoliations are going on right
now which will affect this area of
P&G’s broadeast operations. lLast fall

P&G added three davtime radio strips,

may cut back now. And in the face of
industry predictions that there will be
a davtime tv cutback. spoxsor learns
that on at least one network there may
be an increase in the daytime schedule
amounting to $3 or $1 million. The
concluding article will explore the
media thinking behind the decisions
being hammered out now.

The Madisoun Ave. view: The bur-
geoning of P&G's evening schedule ha~
prompted much discussion and specu-
lation along Madison Ave. srozsor
asked a number of long-expericnced.
top-level adiertizing figures for their
opinions of the significance of the PRG
moves this season. The views of some
of these =ources can be summed up
this way : &G was late in recognizing
tv's true power, came into daytime be-
latedly. It ix now determined not to
be left behind in the nighttime fran-
chise race. is plunging heavily in an
cffort to lav the ground work for it~
nighttime tv future. Some observers
rote that P&G evening shows spread
out over ~ix of the week’s seven nights.
To gather up the tv audience. P&G ix
alleged to be willing to pay whatever
the traffic will bear to get what it wants
—and what it wants are ratings. Of its
current show crop. two are up there in
the first 10. [ Love Lucy and The
Jackie Gleason Show, while the rest,
with one exeepiion. rate in the thirties.
But costs of tv today are so high. this
view continues, that very =oon the
funds will have to be taken out of day-
time, which cannot deliver the huge

(Please turn to page 126)
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not Radhwe Gurde 1= Ziven
he indostin’s best:known top  timebuvers,
Other copies will be distrib-

G I of William 1

by Free & Peters

uted, without charge, as indistry service,
F&P v.p.; Gralhl. Standing:
Morrison. new business manager. Caleulator covers top 161 markets

L iy
Secated: Jones Scovern,
Rus<el Woodward. IF&P exec. v.p.: Bill

Spot radio aud for top planners:

Cost-and-coverage

dlealator

New Free & Peters “Spot Radio Guide” gives admen fast cost estimates

‘ “preview”T of a new spot radio

anning wid appears on these pages.
Vdmen  will find  that areatly
'lplihl‘s the 1 us proble; f spol
1 I Jiich
ke ember

' dio.

Developed by the station rep firm
of Free & Peters in conjunction with
A. C. Nielsen, the estimator ix called
“sSpot Radio Guide.”  Copies will be
vailable to admen and radio industry
exeeutives without charge.

It literally adds a new diniension to
formulas for gauging spot
radio prices hecanse, for the first time,

existing

is provides figures based on the rela-
tionship of spot costs to radio coverage,

Said H. Preston Peters. president of
Free & Peters:

“In considering how hest to express
the potential of spot radio. we sought
the help of the one organization, A. C.
Niclsen, whose coverage measurcinents
were hoth recognized by the industry

SPONSOR




and were in current use. Advertiser
and agency, from Plans Board level up
and down. can now discuss spot radio
potentials, along with magazines. net-
works and newspapers, on a practical
and realistic basis.”

o [flow it works: “Spot Radio Guide”
is based on market-by-market prices
of spot radio. The guide spotlights
161 markets whose radio outlets reach,
according to Nielsen’s XCS data, 97/
of US. potential coverage. This circu-
lation pattern for the total number of
markets can thus be compared with
the circulation of a national magazine,
a newspaper list or a radiv or tv net-
work. Actual cost of buying stations
in the markets covered by “Spot Radio
Guide” will vary downward; the prices
liere are, in all cases, maximum prices
using the highest-cost radio outlets.

The rank order of the 161 markets

covered was determined by the U.S.
Census, working with the Nielsen re-
search firm. In these markets, the
radio home count is estimated to be
44,723,000.
e How to use it: “Spot Radio Guide”
is an aid to management planning of
air advertising; it isn't intended.
according to Free & Peters, as a routine
time buying tool. In regular spot
purchasing, buyers will have at hand
local station coverage data, audience
and circulation figures and other
data which help him in making station
and time selections, as well as a list ol
availabilities. These factors aren’t
covered in “Guide.”

Spot radio prices shown at right are
daytime prices. The following formmula.
based on analysis of rate cards for 50
stations in top markets, should be
used to change day to night pricing.
For mnighttime minutes, add 20677 :
nighttime station breaks, add 407¢;
nighttime quarter-hours. add 537¢.

To further narrow the accuracy of
the estimates, the following frequency
discount formula can be applied
against day or night price estimates.
For 26 times, deduct 547 ; for 52 tines,
deduct 109 ; for 156 times, deduct
159 ; for 260 times, deduct 207/ : for
500 times. deduct 307.

Planners interested in reviewing
earlier attempts to develop a quick
method of cost estimating in spot
radio should consult the report on the
SRA’s Spot Radio Estimator appearing
in the 9 March 1953 issue of sroxsor.
page 40. * ok K
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SELECTIVE LISTS MAKE SPOT PLANNING EASIER

Shown below are excerpts from five ~elective market list~ con-
tained in new F&P “Spot Radio Guide.”™ They show maxinmn
costs of airing radio minutes, breaks or qnarter-hours over ~tations
in first 161, 125, 100. 75 and 50 markets. Costs here are gross:

Top 161 Markets by Population

Includes Yewe York throngh San Angelo, Tex.

Cost of one-time buy in these 161 marl.ets on highest-priced station
DAYTIME MINUTE

DAYTIME STATION BREAK

DAYTIME QUARTER ITOU R

23.819.16
3,132.21
9.396.60

These markets include 97<¢ of total U.S. radio homes

Top 125 Markets by Population

Includes New York through Montgomery

Cost o} one-time buv in all 125 markets on highest-priced station
DAYTIME MINUTE

DAYTINME STATION BREAK

DAYTIME QUARTER MTOUR

83,376.70
2,716.30
8,112,411

These markets include 95% of total 1 .S. radio homes

Top 100 Markets by Population

Includes Newe York throngh Greensboro

Cost of one-time buy in all 100 markets on highest-priced station
DAYTIME MINUTE

DAYTIME STATION BREAK

DAYTIME QUARTER IIOUR

£3,099,65
2,119.30
7.309.94

These markets include 937 of total .S, radio homes

Top 75 Markets by Population

Includes New York through Peoria

Cost of one-time buy in all 75 markets on highest-priced station
DAYTIME MINUTE

DAYTIME STATION BREAK
DAYTIME QUARTER HOUR

$2.686.85
211100
6.181.22

These markets include 89 of total U.5. radio homes

Top 50 Markets by Population

Iucludes Newe York through Wilkes-Barre-llazelton

Cost of one-time buy in all 50 markets on highest-priced station

DAYTIME MINUTE £2.203.05
DAYTIME STATION BREAK [.683.95

DAYTIME QUARTER ITOUR 1.825.01

These markets include 82 of total .S radio homes

For costs of somple sehedules see next page
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F&P SPOT GUIDE MAPS SAMPLE SCHEDULES

Shown below are commonly used schedules and frequencies for both day and night
spot radio campaigns. Excerpted from new “Spot Radio Guide.” published as industry
ervice by firm Free & Peters, they give ¢ isons of what you gain i -erag
service by rep firm Free eters, they give comparisons of what you gain in coverage
for added dollar cost. Prices shown are maximum, unadjusted (no discounts figured)

rate= on highest-cost stations. Full 161 markets represent 97% of homex.

SAMPLE SCHEDULES—DAYTIME

Homes (000) % U.S. 13 Weeks

52 Weeks

Markets 26 Weeks 39 Wecks
20 DAYTIME MINUTES PER WBEEK
50 37.3 82 $458,231.40 $ 801,910.20 81,202.865.30 $1,603,820.40
73 10.7 89 558,86 1.80 978,013.10 1,467.020.10 1.956.026.80
100 129 93 611,727.20 1,128.272.60 1,692.108.90 2,356,545.20
125 13.9 95 702,353.60 1,229,118.80 1,813.678.20 2.458,237.60
161 417 97 791.417.68 1.390,283.44 2,979,178.80 3.972,238.40
20 DAYTIME STATION BREAKS PER WEEK
50 37.3 82 $350,261.60 8 612,957.80 $ 919.136.70 £1.225,915.60
] 0.7 89 439.088.00 768,101.00 1,152,216.00 1,536,288.00
100 42,9 93 509,154.10 891.515.20 1,337,317.80 1,783,090.40
125 13.9 95 564,990.40 988,733.20 1,483,099.80 1,977,166.40
161 7 97 651,199.68 1,140.12+.44 1,710,186.66 2.280.218.88
TIHREE DAYTIME QUARTER JHOURS PER WEEK
50 37.3 82 £178,766.64 $ 338,715.78 $ 508,073.67 & 639,796.56
75 40.7 89 229,125.39 13413214 651,198.21 820,027.52
100 42.9 93 270,833.29 513,157.84 769.736.76 969,298.20
125 13.9 95 301,677.35 571,599.31 857,399.01 1.079,687.44
161 +1.7 97 348,114.03 659,611.32 989,161.98 1.215,989.16
FIVE DAYTIME QUARTER 1HOURS PER WEEK
50 37.3 82 $282,263.15 $ 561,526.30 8 799,745.31 $1,003,602.08
75 10.7 89 301,775.44 723,550.88 1,025,034.66 1,286,317.75
100 12.9 93 127,631.49 855,262.98 1,211,622.75 1,520,467.52
125 13.9 95 476.332.74 952,665.18 1,349,609.43 1,693,627.52
161 4.7 97 519.701.10 1.099.102.20 1,557,186.45 1,95:4.:192.80
SAMPLE SCHEDULES—NIGITTIME
Markets Homes (000) % U.S. 13 Weeks 26 Wecks 39 Wecks 52 Wocks
NIGHTTIME RATES FOR 10 ONE-MINITE ANNOUNCEMENTS PER WEEK
50 37.3 82 $324,773.28 § 57737472 $ 866,062.08 £1,010,105.76
75 0.7 89 396,095.:1 701,169.41 1,056,25-+.16 1,232,296.52
100 42,9 93 156,950.52 812,356.48 1,218,531.72 1,421,623.81
125 43.9 95 197.792.88 881,965.12 1,327,447.68 1,518.688.96
161 44.7 97 563.061.81 1,001,001.16 1,501,506.2 1,751.757.28
NMCIFITIME RATES FOR 10 STATION BREAKS PER WEEK
50 37.3 82 $275.831.01 § 190.366.21 § 735,519.36 $ 858,110.92
75 10.7 89 315,781.80 675.123.80 1,012,685.70 1,254,6:12.18
100 12,9 93 401,131.50 713,128.00 1,069,692.00 1.247,974.00
125 13.9 95 111,929.91 790,986.56 1,186,179.81 1.381,226.18
161 117 97 513,055.53 912,098.72 1,368,118.08 1,596,172.76
NIGHTTIME RATES FOR THREE QUARTER HODRS PER WEEK
50 37.3 82 $310.503.11 § 588,135.38 § 882.633.07 $1,111,189.08
75 10.7 89 350,561.90 661,222.52 996,333.78 1,251,612.48
100 12.9 93 #14,375.00 785,131.62 1,177,697.13 1,483,026.25
125 139 95 161,566.30 871,516.66 1,311,820.00 1,651,921.44
lol M7 97 532,660.41 1,009,251.36 1,513,877.04 1,906,363.68
36 SPONSOR




First mechanized Bekins van (right) be-
gan operations in Los Angeles in 1903,
Steady  advertising, including  radio
from 1937 on, made Bekins the top
West Coa~t mover. Today firm operates
1.00C moving vaus, owns 62 storage
buildings in the U, 5. west of Chicago

VAN LINES CO.

ALA 4

L 4

NATION -WIDE MOVING

- 4 A

Should a mover use radio and tv?

Bekins is West Coast houschold name with aid of S330,900 radio-tv budget

Can a company afford to advertize
on the air if it= net income is limited
to a relatively small percentage of
grosz by the government?

Should such a company advertise on
mass media at all. when it can do

nothing to affect people’s needs for the

Ken Murray stars in “Where Were You?”
Bekins  in 16

sponsored Dby markets
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service it is in business to provide?

The Bekins Van and Storage Co.,
sponsor of two radio programs and one
tv show over dozens of Pacific Coast
stations. finds that air advertizing can
increase a mover’s business. Though
the moving and storage industry as a
whole advertised sparingly in the past,
Bekins haz been inereasing its budget
steadilv over the vears. The industry
traditionally advertised in newspapers
and occasionally in national naga-
zines.  Bekins started using radio in
1937. has been on the air ever since.
In 1955 close to two-thirds of the
firm’s $500.000 budget will be in radio
and tv.

Other moving and storage companies
have been radio and tv advertisers in
the past. although mostlv on a far
smaller scale than Bekins. In New
York, for example, Neptune Van and
Storage Co. used local radio in West-
chester three years ago. Lincoln has
heen advertising regularly on WQXLK.
New York. for the past eight vears,

During the past two vears particu-
larly the conservative interstate moving
industry a~ a whole ha~ stepped up its
advertising effort.  Most of the com-
panies are boosting their advertising
hudgets—one of the five giant inter-
state haulers. Mavflower. is =aid to
have unped its 1934 budget 6007 over
1953 ad expenditures. In the highh
competitive 1955 climate. moving and
storage companies might look at the
strategv  that has made Bekins Van
and Storage Co. one of the biggest in
the business. with 1.000 vans and 062
buildings.

The company's aim: To plant the
name of Bekinz <o firmly in people’s
minds  that they will automaticaliy
think of the company whenever il
idea of storing or moving ocenrs,

The company’s probleni: “It's not
possible to sell anvone on the idea of
moving.” Milo Bekins. the firni’s presi-
dent explainz. “You have to make a
vontinuous cffort at reaching the larg

(Please turn to page 121
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FEE TV Is BASED ON SCRAMBLED SIGNALS
To unseramble the serambled video (and
andio) <ignal that an ordinary tv set receives
on a fee tv program, the viewer must have
With Zenith's

Phonevision (right), the viewer sets special

decoding device instatled.

device or inserts coin. With Skiatron’s Sub-
seriber-Viston., he inserts an electronie =nb-
scription card to complete a cirenit. With
Telemeter,
seribers get billed by weck or month with

he drops coins into a box. Sub-

non-coin  box approaches asx plans <tand.

oo
W%ﬁ? o Pl

SECURES
DECODING ﬂ
INFORMATION
BY . . . . 24, oR
\a —
MAIL

SETS
AlIR
CODE
TRANSLATOR

OR-

DROPS

IN BOX

ON RECEIVER
THEN SETS
AIR CODE
TRANSLATOR

TELEPHONE

e >

COIN COIN
sox

TV TRANSMITTER
EQUIPPED FOR
PHONEVISION

ould fee tv hurt the sponsor?

If it gets big enough,

"/ilh the fee tv battle now ont in
the open, with the guns of debate
soundimg louder in the public ear and
with FCC hearings on the question
set for early June, the tv advertiser
and his agency are face to face with
a qnestion of great mport:

I~ fee tvoa monster that will devour
sponsored tv?

The advent of fee tv marks the first
thire that advertising has come up
potentiallv. at least  a situa-
tionr where the muniber of media or the

againsl

amonnt of wmedia expozure available
may be lessened.

b it~ short history ax a thriving
industry. advertising’s media appor-

tities have  constantly — expanded.
starting with print and going on to

broadeasting.

38

yYes. say some admen.

Now, according to some, the me-
dium with the greatest opportunity for
growth may be snatched from adver-
tising’s fingers as it (tv) stands on
the verge ol it= higgest potential.

Or. \\||| it be .\Hal(lm(l?

SPONSOR recently wentl (o agencies
and advertisers to find out.

It found that admen. by and large,

view  snbseription video  with  little

alarin  escentiallv because they doubt
it 1= destined for a big {futnre.
Fee tv's effect. they said. depends

on the degree of aceeptance by the

public. And that acceptance. it was
concluded. won't be widespread.
Why? Simply because admen be-

licve the public won't take to paving
for programs when thev can sce them

for nothing.  While it can’t be satd

But most are still unconcerned

that admen as a group welcome fee tv
with open arms, there were some who
[oresaw it operating as a spur to cre-
ative tv efforts. In other words, pro-

gram competition helween free and

fee tv can’t hurt, these admen held.
There is also the attitude brought
out by ecolumnist Jack Gould of the
New York Times on G May as well as
by admen interviewed by sroNsor—
that advertising will somehow find
wav to get into the fee v picture.
While the consensus was that fee tv
wouldn't cut into commercial video
this was by no means a unanumous
view. There wa~ a strong undercur-
rent of concern that the economies of
fee v might assure its dominance.
Fee tv. said this minority. would be
able to outhid sponsored tv for the

SPONSOR




CMMDR, E. F. MeDONALD

ARTHUR LEVEY

PAUL RAIBOLRN

These men head the three organizations contending for FCC approval of their tested sub-
seription tv systems. Cmmdr. MeDonald’s Zenith Radio Corp. ha~ fought longe~t for fce tv;
Arthur Levey heads Skiatron Tv; Paul Raibourn is board chairman of International Telemeter

top programs. Free tv would have to
exist on what fee didn’t want and this
would serve to draw the tv audience,
willing or not, over to the ranks of the
pay ing customers.

Moreover, even if free tv held on to
a substantial hunk of its audience,
there were dangers. For. explained
one adman. there is currently a fine
balance between audience and costs
on sponsored television. If this bal-
ance were tipped a little too much, the
value of sponsored tv would be de-
stroyed.

It must be pointed out that, despite
the mmplications of fee tv for advertis-
ing. SPONSOR detected no greal evi-
dence that the important advertising
agencies of the U.S. were involved in
any long-term analysis of fee tv’s ef-
fect.

While it is true that a victory for
fee tv would not mean the end of ad-
vertising (it did very well before tv
came on the scene), its impact on tv
departments would certainly be dis-
astrous, not to mention the point that
the profit structure of many agencies
with heavy tv billings would be turned
askew if not wiped out. And the blunt
fact is that no one is really certain
what form fee tv will finally take.

It may be for this very reason that
a wait-and-see air pervades =ome quar-
ters of the agency husiness. This atti-
tude is even evident among broadeast-
ers, whose stake (uhf stations aside)
in conunercial tv is more obvions,

In the two-week period following
the NARTB board’s stand against pav-
as-yvou-look during the second week of
April, only seven members wrote the
NARTD reacting to it. Four disagreed
with the board and three agreed.

16 MAY 1955

This is not to imply that NARTB <
stand does not rellect the feeling of
most of its members. It does. They,
the networks. theatre owners
and various anti-toll tv groups stand
shoulder to shoulder in opposition to
fee tv. Against them are aligned fee
tv creators Zenith, Skiatron and Tele-
meter together with legitimate theatre
interests. some ulf and other stations,

movie

PRO: fee tv forces say

they’ll offer better shows

Summed up, these are main fee tv

arguments: Subseription  tv  will
make available to the publie pro-
eraming superior to the regular offer-
ings on commercial tv. This

will

pro-

graining consi=t largely of
entertainment and events now avail-
able only by attendance in a theater,
1t will be tele-
cast will

I not replace sponsored video but will

anditorium or arena.
without commercials. It
acl ax a “supplementary™ service to
provide bhetter programs, a  wider

audience and a sounder economic
It will give

sonrce of revenue whieh

base for the industry.
tv a4 new
wonld greatly relieve advertizsing of
ite heavy burden of earrying all of
This

will make it economieally possible

tv’s high costs, new revenue
for many more stations to stay in
operation, stations which could not
survive  with  advertiser  support
alone, By Dbringing tv to more peo-
ple. fee tv wounld make a bigger
sponsored

audience available for

tv. It could also aid theatre, opera

sports promoters, educators,

These group~ will cla-h starting 9
June before the FCC. Although <ome
sources predict a decision this vear,
mdications from the FCC are that a
expecially if fee tv i< ap-
would be a complicated. time-
consuming aflair.

decision
proved

As a group, admen are taking a
hands-ofl attitude toward the hearings.
If thev were prepared to testifv. how-
ever. the statements below give some
idea of what they might xay.

Among those in the don’t-worry-it-
can't-hurt-us ~chool ix Albhert J. Goety,
American Safety Razor Co. ad man-
ager.

"I am very dubious about the pos-
sibility of box office tv ever pushing
aside conmmercially sponsored tv,” he
said. “The first effect of the approval
of fee tv will be lots of tearing of hair
and hand-wringing and the-world-is-
coming-to-an-end <ort of thing. We
had exactly the same kind of thing a
few vears back when tv came in v
was going to put all the other media
out of bu~iness.

“So the first immediate reaetion to

(Please turn to page 137)

CON: fee tv’s opponents

say public will saffer

Fee tv opponents take this position:
Subscription tv can ofler the people
very little beyond what they are
already receiving free. It i< a scheme
for eventually selling to the people
entertainment available free,
Fee tv cannot co-exist with frec tv

1HOW

it is pre-cmptive by its very nature.
If it proves suceessful, it will take
precedence over advertiser-financed
tv. It will outbid advertisers for the
top shows on the networks and pnt
them on the pay ~ystem. Eventnally,
all the desirable programs will he an
a pav-as-you-see ha<is. Nothing the
public really wanted to ~ee wonld
remain free if it could be =old for
a higher price. Fee v would impose
a severe economic hard<hip on the
\merican publie, e~pecially those in
Tllc' 33

million people who inmvested in tv

the lower-ineome brackets.

wets didd <o with the nnder<tandng
that the broadea~t~ were to be free,
don’t want to pay for (v. To =ell 1he
“free air™ goes azainst all American
tradition while hurimg the public.



blow-hy-hlow
story ol a v test

Tax slows second half of April sales.

Condition ‘“‘temporary.” broker says

For the first time in television and trade paper history, SPONSOR

is able 1o report results of a tv test campaign as they happen.
SPONSOR recently revealed that Burnham & Morrill Co. had launched
a campaign using (v only in a wmarket where it had never advertised
before and where sales of its oven-baked beans and brown bread
were low. Objective: 1o see if tv alone could boost sales.

This s sSPONSOR's secoud major series on media. The first was
SPONSOR's tiwo-year All-Media Fvaluation Study (recently published
in book form). The All-Media Study explored the role of each
major advertising medium, urged advertisers to lest media.

The present B&I campaign is one case of an advertiser turning

to a wedia test in the effort to solve a marketing problem.

"/ith the 577 state tax on inventory
hanging over their heads. Green Bay,
Wis., area wholesalers cut orders for
Burnham & Morrill television test prod-
uets sharply during the latter part of
April. After the first two weeks of the
month when sales at the wholesale lev-
el soared 3707 over the like period
last year, second half of April sales
were only 997 above the previous
year’s.

The tax. which costs the wholesaler
590 on all merehandise in inventory
on 1 May. is cited as the reason for
the dechine. Said Marvin Bower, ad-
vertising manager for the Otto L.
Kuehn Co. brokerage firm which han-
dles B&M products in the region: “The
cales are down relative to gains we
have been making but the competition
is keener this year than a vear ago
which means that the jobbers have
been watching their stocks eloser than
ever in order to be sure that their in-
ventories are at the lowest possible
point when the state levied their tax on
May 1.

“We know. however, that this condi-
tion is a temporary one and that the
first half of May will show up heauti-
fully because of the orders we already
Lave on hand. This fact also indicates

Similarity between Puritan and Burnham & Morrill bean pot is lower, 29¢ vs. 37c for B&M. Tv's challenge is to sell B&M despite
shown here. Housewife can easily mistake two. Puritan cost is also these obstacles and fact that other beans (see shelves) cost less

s & LM
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that the jobbers ran their stocks down
to practically nothing to beat the tax.”

Sales for the month of April taken
as a remained considerably
higher than April last year; 1,230 doz-
en cans of B&M products were sold to
wholesalers last year compared with
more than twice that many, 2,604, this
year. Total sales this year through
April show an 827 gain over last vear
when no television was used.

whole

B&M's chief competitor in the re-
gion among oven-baked beans, Puri-
tan, continued to reap indirect bene-
fits from the B&M television campaign.
And in addition Puritan has bought
into a television show on a co-op basis
with Red Owl, a leading chain in the
area. A prominent wholesaler de-
scribed the carry-over of B&M's v
advertising to Puritan sales this way:

“Two of our store managers told
me that Puritan was getling a free ride
in that when their shelves were cleared
of B&M beans, the customers picked up
the Puritan beans (1) because they
were the only brand of oven-baked
beans on the shelf and (2) because the
product looked very similar to B&M.”

Although the Puritan and B&M
beans look alike, there’s at least an
8¢ differential in price, with the B&V
27 ounce size currently selling at 37c
compared with 29¢ for Puritan. Haydn
Evans, manager of WBAY-TV, which
carries television advertising both for
the B&M products and Puritan, com-
mented that over-all success of the
B&M campaign thus far “proves that
tv does carry a rather large wallop in
selling high-grade, high-priced items
against lower-priced competition.”

Leonard Burns, B&M <ales promo-
tion manager for Otto L. Kuehn in
upper Michigan, whose southernmost
territory is 60 miles north of Green
Bay and who operates mainly in terri-
tory over 100 miles away <aid:

“Sales of B&M beans throughout my
territory have increased approximate-
ly 50¢7. The brown bread is being
handled by just about every store in
my territory.

Closer to Creen Bayv, the brown
bread also showed a sharper propor-
tionate increase than the B&M bean
products because it had started at a
lower level of sales and distribution.
A jobber commented: “The B&M
brown bread has increased twice as
fast as the B&M beans because the
stores carry only one line of brown
bread whereas they have both B&M
and Puritan oven-baked beans.” * * *
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TH WEEK OF B&M 26-WEEK TV TEST

This is the week-byaceek iuside report of what happeus
to a previously unadeertised product in a weak wmarket
whew ovuly ovne wmeding is used to stiwalate sales

Results: Brown bread continues to score best sales gains. Note
it ehart below that brown bread sales were 300 dozen cans this
April compared with only 10 eans last year. Reason: brown
bread wasn’t even well distributed before tv campaign began,
must gain sharply now because it is on more shelves. Without
sharp brown bread rise, total B&M sales latter half of April
would be off. Tax on wholesale inventories slowed gain.

Competition: B&M's competiior among oven-baked beans.
Puritan, is using tv participations in feature movie on #'BAY-
TV. lIronically copy Puritan uses on air refers to fact that
oven-baked beans are now gaining popularity “here in the Mid-
west,” which helps the brand ride the interest B&M has built
up for the oven-baked type of bean. Wholesalers continue to
report Puritan has benefited [rom the B&M campaign which
is considerably greater in seope than Puritan’s recently
launehed tv effort. B&M has six weekly announcements over
WBAY-TV to Puritai’s single weekly announcement.

Burnham & Morrill sales 15-30 April ‘54 vs. ‘55

Sales of two slzes of Ra)M beans and one 18 o02. 27 o0z2. brown bread
size of browe bread at the wholesale — —— -
level (by dozens of cans)t ‘54 vs. '35 I ‘54 vs. '55 '54 vs. '5S

AREA A (J0-mile radius of Green Bay)

1. Manitowoc, Wis. 100 70 0 40 0 20
2. Oshkosh, Wis. 0 20 0 15 0 50
3. Appleton, Wis. 50 100 25 50 0 150
4. Gillett, Wis, 0 40 50 20 10 20
5. Green Bay, Wis. 230 0 150 0 0o 10
6. Menominee, Mich. 0 50 0 0 0o 20
Totals A 380 280 225 125 10 300

AREA B (50-100 wile radias of Green Bay)
7. Fond Du Lac, Wis. 50 30 0 15 0 10
8. Stevens Point, Wis. 50 0 30 0 0 0
9. Wausou, Wis. 30 50 35 0 0 0
10. Norway, Mich. 0 0 0 0 0 30
11. Sheboygan, Wis. 50 60 20 10 0 20
12. Wisconsin Rapids, Wis. 0 0 0 0 0 0
Totals B 180 140 85 55 0 60
Totals A & B 560 420 310 180 10 360

TOTAL ALL PRODUCTS

tTelevision campalgn began 21 January, 1955

‘54—880 dozen cans |55—960 dozen cans
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What (hicago agencies say about
Network radio presentation

They're impressed by webs® cooperation, find data useful and enlightening

le

Somv sharp thinking about network
radio has been going on among the
top air agencies in New York and Chi-
cago in the wake of a joint sales pres-
entation by the {our am webs to several
dozen agencies in thoze two ad centers.

Whether the joiut venture will add
to network billings remains to be s~een.
But admen were impressed by the pic-
ture of four competitors cooperating.

Following the networks’ presentation
of their story before 10 Chicago agen-
cies recently, SPONSOR went to these
ltere
are two highlights {rom reactions to be
found later in this report:

George Bolas, radio-tv director of
Tatham-Laird, lauded the four-network
effort but felt that it. as well as other

ageneies. asked for comments.

Four-nelwork pres<entation included CBS charts helow. Figures ¢
F 1 k tat Tuded CBS charts helow. Figures at
left <how 1951 radio, tv set sales, according to RETMA. Center,
AREF-Politz hgnres break down location of radio, tv scts, according

1,426,306
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RADIO-ONLY

radio presentations, are too general
these days. What is needed. he said.
are specifies
advertiser with an average budget, for
example, can reach a large enough au-
dience with radio to justify its use ax
against other media.

examples of how one

Leo Durnett’s media director, Sev-
monr DBanks, felt the networks” facts
showed that radio is a relatively good
buy for advertisers interested in broad
national coverage hut =aw a decline in
the value of network radio as tv con-
tinues to grow. He predicted that ra-
dio chain operation “may  virtually
cease at 5:00 pan. and. even for day-
time. it may exist only in the fornr of
a wide variety of partial sectional nets.”

The joint presentation i an out-

only,

TV-ONLY 15,140,000 noous

13,850,000 roons

46,470,000

LOGATIOHE

to rooms with tv sets only, with radio and 1v sets, with radio <ets
Right. Nicelsen figures for 7-13 March 1951 show number
of homes radio can reach in weck during various rimes of day

arowth of the now-famous BBDO pol-
icy last year of asking its own radio
people to examine radio as if it were
a new medium. forgetting about com.-
parisons with pre-tv radio. The agency
imvited radio to present its case and
the four networks responded with their
hest general data. MBS, for example.
with its Ward study (see “Pinpointing
the radio audience: new MBS-Ward
study shows how.”™ spoNsor, 4 October
19511, NBC with its Starch study.

The networks™ presentation before
BBDO was followed by appearances
before other New York agencies. The
eroup also visited N. W, Aver in Phil-
adelphia. lLast month the presentation
was given in Chicago with RADB “book-

(Please turn to page 111)

MORNING

AFTERNOON

EVENING

The weekly reach is 9294

20 hours & 46 minutes. |
|
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DENRY B, (LAY, KWK

Convention Co-chatrman Convention Co-chairman

PRE-CONYENTION STATEMENTS OF THREE NARTB LEADERS

Harold E. Fellows., President, NARTB: As we meet, there are many
problems of wide industry and advertising significance which no doubt will
be thoroughly disenssed in the corridors of the convention hotels: film pro-
graming, the network picture, subseription television, satellites, automation in
radio programing, remote control.  All of these touch directly upon the future
of broadeasting as a free serviee to the Ameriean public supported through
the dollar< supphied by advertiser~, The health of this industry depends upon
tho<c advertisers and upon the industry’s continned good repniation in the
field of media.

I hope that this convention, our regional meetings, and all future conven-
tions will attract the attention and the participation of many ageneiex and
advertisers. Our objeetives are eomumon ones, and the attainment of them
is a contribution to the prosperity of the American people.

Heury B. Clay. Convention co-chairman, KW KII, Shreveport: The biggest
problem facing the radio and television industry today is proposed govern-
ment interference in our industry. The many, many bills in Congress pertain-
ing to the radio and television industry are no less than thocking. 1 some
of the proposals become law, our system of free radio and television would
eome to an end and that in turn would be the beginning of the end of
America’s free way of life. It is abselutely essential under our republican
form of government that frecdom of <peech be maintained. Furthermore, any
encroachiment by the federal government on America’s competitive free enter-
prise radio and television system wonld be an injustice to the millions of
Americans who have invested in receivers anticipating reception of the finest
quahity in the world, whether in the form of entertainment, information or
cducation. The high quality of radio and television programs in America is a
dircet resnlt of our extablished competitive system, and the people of this
country were counting on just such programs when they made their invest-
ment of hundreds of millions of dollars for receivers.

I don’t think yon could get two people to agrec on the grealest single
accomplishment of the indnstry during the past year, as there have been
many goals achieved, such as strengthening the Television Standards of I'rae.
tice and the Radio Standards of Practice, the cstablishing of the Television
Advertising Burcau and informing Congress abont the facts of radio and tele-
vision regarding many aspects of its operation, thereby thwarting the passage
of ~ome ridienlous bills, The indu<try has made tremendous strides toward
cdueating the American people, the lawmakers and the eouris of this country
in an cffort to obtain free aecess to public hearings, and we <hall continue
this fight nntil it becomes aceepted practice 1o use modern clectronic methods
of reporting news. One of the greatest strides made last yvear in this regard
was the recognition of these modern methods by the President of the United
States in his weekly news conferences, People are beginning to know  that
there are other methods of reporting news besides the use of a pencil.

Clair R. VMleCollough, Convention ro-chairman, B GAL TV, Lancaster: This
year’'s NARTB Convention takes place in the nation’s eapital city. Perhaps
this is <ignificant inasmuch as many of our foreseeable diffieulties in broad-
casting for the next year appear at the present writing to center in Wash-
ington, D. €. It is possible let us hope that this opportunity for broad-
casters to mingle with federal officials of all branches of the government may
fead to some peacefnl re<olntion of the varions problems implicit in the
mumerous legicdlative inquiries that have been launched.

Our convention in Washington, one toward which we have been pointing
for come years, promises to bring forth a reeord nmmber of delegates, For
them we are attempting to ~chedule a program which will give them an
opportmiity 1o ~ce and hear top officials, Ied by the distingnished President
of the tnited States,

On behalf of the eommittee my co-chairman, tHenry Clay, and myself as<
well as the other membere b oextend a hiearty welcome 1o all delegates and
to the varions ascociate members who have lubored <o arduonsly to make
this one of the biggest nicetings in the Ascociation’s history.

CLAIR R. McCOLLOUGIH, WGAL.TV

Preview of

19565 meeting due to be li

]‘lle kind of radio and television
that advertisers buv in the next few
months mav well be shaped hy events
in Washington next week.

Already, a record number of broad-
casters and exhibitors are swarming
into the nation’s capital to attend the
33rd Annual  NARTB Convention.
And. these industryites are bringing
with them a record number of indus-
try problems wlich they hope will be
settled. in full or in part, at the meet-
mng.

First. there are the external prob-
lemns.

Admen who visit the NARTB con-
vention will find that the meeting has
an important theme this vear: gavern-
ment relations.

Many broadcasters are alarmed at
the thought of “government interven-
tion” in radio and tv. Although they
generally feel that few, if any, changes
will take place in the industry as a re-
sult of current Congressional and FCC
probes, the YARTDB members will have
their best governmental foot forward.

As Ilenry B. Clav. executive v.p. of
Shreveport’s KWKH and a convention
co-chairinan, told SPONSOR.

“We hope thi~ convention will result
in a better relationship between the
indusiry and government oflicials—a
vecognition on the part of the latter
that the radio-tv industry is the out-

standing method of public communica-
tion in the United Stales and that the
reople who run it are doing a good
job.”

Second, there are the internal prob-
lems.

Station men today are mightily con-
cerned with the financial health of
their industry. Thev'll be urging sta-
tions to take a firm stand on “deal-
making™ and rate-cutting in radio and
iv. They Nl be talking about the up-
ward spiral of Dbroadeasting
Thev'll be seeking new approaches to
the problems of selling more radio
time, of boosting revenue on uhf sta-
tions. of developing new low-price pro-

Ccosts,

arams,
Thus, the NARTB nieeting next week

SPONSOR
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rd NARTD Convention

5'2&3! of idea-hunting, problem-settling, fenec-mending

will be a lively blend of bull sessions
and public relations, of on-the-floor
debates and off-the-record politicking.

That’s the conclnsion spoxsor edi-
tors came to as the result of a special
“pre-convention” poll of NARTDE mem-
lers last month. Station executives at
a total of 900 outlets in all parts of
the U.S. were surveved. and a sizable
cross-section replied. The topics and
problems cited above were those most
often mentioned by broadcasters.

(In addition to this opinion poll of
broadcasters, sPONsOR also surveved
exhibitors as to their NARTB plans.

Convention officials expect to have the

largest
group’s convention history; see list,
page 05.)

Admen who feel they needn’t take
more than a casual interest in the
NARTB’s meeting, the problems that
will be threshed out, and the friendly

radio-tv  exposition in the

overtures in the direction of Capitol

Hill are wrong. broadcasters believe.
Current industry and government in-

vestigations of multi-station ownership.
network television. pay-as-yon-look vid-
eo. the financial squeeze on some radio
and tv operators —all have potentially
deep and lasting meaning for any ad-
vertiser or ageney who bnvs broadeast
adverlising.

Here then are the details of what
sPONSOR learned from its national <ur-
vev of radio and television executives.
They combine to form a “preview” of
what will be observed in action next
week at the Shoreham and Sheraton
Park Hotels as the convention gets un-
der way:

Government probes: spoxsoR asked
broadcasters:

“What is your prediction on the out-
come of the Senate and FCC stndies
of network broadcasting?

This was the pattern of the replies:

237 felt that there would be “no
change n the mdustry.”

(Article continues next page)

o

President Dwight D, Eisenhower will address
convention on “Government Day,” Tuesday 21l

THESE ARE QUESTIONS SPONSOR PUT TO 900 STATIONS WITH TYPICAL REPLIES

Q. “What wonld yon like to see ue-
complished this year at the conven-

tion?”"

A, “Siress shonld be made at the conven-
tion that in order to have a healthy indus-
try and regain the respect of advertisers and
agencies, broadcasters must maintain pub-
lished rates.”

“Pass a resolution to the FCC urging that
new applicanis for radio CP’s be screened
to see if they are financially able, morally
responsible, sufficiently  experienced and
needed in the interest of public conveni-
ence.”

*Recognition of the many problems of
small-marker uhf stations: AT&T charges,
network program availability. film costs, ad-
vertizing revenue.”

“An active program mapped out for pas-
sage of legislation for a universal Daylight
Saving Time across the nation. The annual
rescheduling of program= iz a prime head-
ache and could casily be avoided.”

16 MAY 1955

Q. “What problems that yon fuace in
sour own operation will yon he nrost
iterested  in discussing  with  other

broadea~ters?”

A.  “How to cut costs withoun affecting the
quality and standard~ of radio.”

“Film contracts and allied ilm problems."

“llew to sell advertisers on using davtime
spot television.”

“The growing problem of off-color rec.
ords and ‘leer-ics”.”

“Convincing networks and timebuvers of
the practicality of using ubf televi-ion on
an honest cost-per-1,000 basis.”

“Ilow to increase salcs volume in the face
of rate-cutting competition.”

“Procuring a greater share of local adver-
tising budgets: §800 million won’t run this
industry.”

Q0. “What are the greatest problems
yon see facing the industry as a whole?”

A. “Senatorial investigations . . . and pay-

a--you-see plans.”

“Lack of ideas In top spots in the indns-
try, and the unwillingness of these people
to aceept ideas from the grass roors,”

“low 1o u-e tv hest for retail selling.”

“Build a new fire under those who lhave
given up on radio and continme to sell i
short,”

“The basic problem i< price instabilny
which lowers thie respeet of advertisers”™

“The biggest heada i he radio
and television industrs jodav is proposed

cosernment interference in onr indistry,”
:‘a_. ou-=¢¢ dele n, and the whele
complex problem of ulif wnd vhi.

Q. “Whmt i~ sour prediction on the
onteome of the Senate and FCC sindies
of network broadea<ting?™

A, “Definitely some nelwork  restrictions
affecting oplion 1ime. \l<o, ccriain derails
of nerwork-<tation agreements will be over.
hauled. PPos<ibly, line costs will he lower

SLE NELEXT PAGL FO® ™



NARTB CONVENTION PREVIEW—CONT.

o 20°¢ felt there would be “some

changes in the form of minor restric-

tion<.”

e 0 believed the government would

i~~ue a critici=m of network operations.

e O felt the government would do

better to leave the networks alone.

e 1 felt there would be “major

change<™ a~ a re<ult of the probes.

e 20'¢ answered “no comment.”
Here are some examples of individ-

ual opinions from ~tation men who feh

the investizations would produce noth-

WIEAS, Louisville’s Mark Ethridge  will
receive special NARTE “Keynote Award.”
\uother avard winner at convention will he
Jame~ Tlagerty, Presidential press see., who
sets 2Possor award for aiding r-tv reporting

ing in the way of results:

“The status will remain at quo. The
networks have too much at stake to
allow further tampering.” (Radio sales
manager in >alt Lake City.)

“I'll bet 82 on the nose of the net-
work=!"" (Manager of a ubhf outlet in
Missis<ippi.)

“Nothing will come of it; the prob-
lems are too basic and go clear down
to the alocation patterns.” (Rome,
Georgia. radio station manager.)

“lt will flourish for a while—then
die.” (Manager of a St. Louis radio
slation.)

But other broadecasters voiced pre-
dictions which, il they came true.
would ultimately affect radio and tv
timebuving:

“Definitely  some network  restric-
tions affecting option time. Also, cer-
tain detail~ of network-station agree-
ments will be overhauled. Possibly.
line costs will be lowered.”  (lixecu-
tive of an Ohio v outlet.)

“Probably no legislation, but possi-
bl a revision of FCC rules aflecting
network relations with stations. Cer-
tainhy, during the hearings a cautious
atiitude on the part of networks and
airing of certain dirty linen.” (Man-
ager ol a Portland. Oregon. radio sla-
tion.)

“Some new rules pinpointing re-
sponzibilities  on  networks.  They’re
long past due!™ (V.p. of a Tulsa, Ok-
lahoma, radio outlet.)

Not all broadeasters, as the break-
down above of the returns shows, felt
that the government should slap down
network operators. or that some re-
structions on networking should be
sct up by the government. llere are
comments {rom broadcasters who felt
that the investigation wasn't particu-
larly justified:

"l hope the outcome will be that
reasonable flexibility will be permitted
the networks so that thev can continue
to help build television into the larg-
est advertising medium. The progress
that television has zhown in the past
10 vears, coming from zero to number
three in gro=s annual revenue, has been
due largely to the pioneering, invest-
ment and initiative of the national net-
work=."" (P'resident of a well-known
radio-tv outlet in upper New York
State.)

“As an independent hroadcaster and
a strong proponent of ‘free broadeast-
ing.” 1 hope and predict that the in-
vestigations will continue to allow the
networks freedom of operation.” (Man-
ager of a radio outlet in Wiconsin.)

Accomplishments: The goal: that
station men hope will be achieved at
the upcoming NARTB meeting are, in
many ways, a direct reflection of the
doubts and fears, the hopes and dreams
of the radio-tv industry today. admen

will find.

I [ [T SV VS SR

QUESTION BOX CONTINUED FROM PREVIOUS PAGE

GOVERNMENT PROBES WILL MAKE FEW INDUSTRY CHANGES. STATION MEN SAY

“The statns will remain at que, The net-
works have too muelr at stake to allow fur-
ther tampering.”

“Headlines for politicians i we're not
careful!”

“1 hope the owrcome will I that reason-
able flexibility will be pernntied the net-
work- so that they ean coutinue 1o help
build television into the large<t advertising
medium,”

“Nothing will come of i1; the problems
are too ba<ie and go clear dowa 1o the allo-
eation patterns.”

Q. “What iv the industes’s greatest
need 1oday in the way of «elling tools,

conrces of bhasie data?™

Ao “An industry-aceepted, periodic count
of the number of tv <ets in tv markets,”

“More licteunership-versusreader<hip statis
ties which will permit our indusiry 1o sell
our circulation effeetively amainat newspaper
circalation, and oonr listeners azainst news.

46

papers’ aetual readership.”

“More honest appraisal of what uhf broad-
casters are doing in their respeetive mar-
hets”

‘Acceptance of the basic and thoroughly
~ound idea that radio circulation rather than
programn vatings i< the right measurement.”

“We need new sales teeliniques: for ex-
ample, jomt presentations to major adver-
tisers in the local market, and nationally, A
telling of the radio <tory with a single voiee,
rather than a lot of geparate, econfusing
voices.”

“\ general plan to broaden the bhase of
television advertising, v} is a start in the
tight direetion,”

Q. “What conventions do yan look
back on most fondly, and are 1the con-
ventions of reeent years as mueh fun
as thase af carlier years?”

A. “St Louis when Mark Ethridge told
offt the FCCI”

“Our industiy has grown up- more busi-
ness and les: playing scems to be the con-
vention rule these days.”

“Conventions are too large, and the oppor-
tunity to be with friends has diminished
very much.  Are they as much fun? The
answer is ‘no’.”

“Xi. Louis and Lawrence Fly's remark
about a mackerel. No, conventions aren't as
much fun as they were once.”

“I look back fondly these days on the
very early ones, when our one and only
‘problem’ was ASCAT.”

“The last onc in Atlantic City, where 1
sat on a sundeck and didn’t attend any of
the scssions”

I enjoyed the LA, session, partieularly
the side trips after convention.  Generally,
conventions today aren’t as mueh fun be-
cause of the size aud mass production format
they have taken on”

“None in particular.  Driving there and
back cacli year is the best part.”

“You're getting too personal!”

SPONSOR




sroNsoRr asked broadcasters:

“What would you like to see accom-
plished this year at the convention?’

The replies from broadcasters divid-
ed roughly into three categories: sta-
bilize the rates and pricing in the in-
dustry, do more to help sell radio as
advertising media, and take care of a
hiost of minor problems that now be-
set radio and television. By far the
greatest number of replies fell into the
first or second of these categories.

lere are some individual broadcast-
er comments on the goal of rate sta-
bilization:

“Constructive holding of the line on
time charges should be a major con-
cern. Rate-cutting on both tv and ra-

dio continues while newspaper and
magazine rates are going up.” {Man-

ager of a Montana radio station.)

“Rate-cutting and special deals are
lowering the standard of the broadeast
industry. Stress should be made at the
convention that in order to have a
healthy industry and regain the re-
spect of local as well as national ad-
vertisers and broadcasters
must maintain published rates.” (Sales
manager of a leading Midwestern 50
kw. outlet.)

“Re-rate all tv stations, not on ‘cost-
per-1,000 sets,” but on ‘cost-per-mil-
lion-dollar-minute.” That is. how much
does it cost. per minute. to reach each
million dollars in annual retail sales in
any market.” (Manager of a Reno
vhi station.)

Comments on a help-sell-radio goal
for the NARTB meeting were typified
by these:

“Management should be made to
realize that radio is not a step-child.
The industry should gnit hanging it-
self on surveys.” (Manager of a large
radio outlet in the East.)

“The NARTB should try to rebuild
radio’s confidence in itself and educate
advertizers to buy radio in sufficient
quantity to do the job they need.”
(V.p. of a Florida radio station.)

“More ‘shirt sleeve’ practical pro-
graming and sales clinies!™ (Manager
of a Texarkana radio station.)

“Build a new fire under those who
have given up on radio and continue
to sell it short.” (Manager of a large
Southern am-fin-tv outlet.)

There were many other problems
cited. Chiefly: doing something to ease
the squeeze on ulh{ stations, helping to
end arguments over radio-tv research.
tighter licensing requirements from the

(Please turn to page 80)

agencies,
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1955 CONVENTION
COMMITTEE
MEMBERS

C. Arnoux. WTAR-TV

K. Carter. WAAM

J H. DeWitt, WSM TV
E. lartenbower. KCMO
Ben Ntrouse, WWDC
Not shown' 1 Moore,
WSLE; F  Russell, NBC

D0~

Kenvon Brown, KWIT

1955 Convention

SUNDAY—MAY 22, 1955

7:00 a.m.-8:00 p.m.
9:00 a.m.-6:00 p.m.

9:00 a.m.

11:30 a.m.-4:00 p.m.
3:00 pm.-5:00 p.m.
5 :00 p.m.-6:30 p.m.

6:30 p
7:30

b

MONDAY—MAY

7:00 3.m.-8:00 p.m.
9:00 a.m.-6:00 p.m.

10:00 a.m.-12:00 p.m
10:00 a.m.-5:00 p.m
12:00 p.m.-2:00 p.m
12:30 p.m.

2:00 p.m.-5:00 p.m
2:30 p.m.-4:30 p.m
4:30 p.m.

5:00 p.m.-7:00 p.m
7:00 p.m.

TUESDAY—MAY

7:00 a.m.-5:00 p.m.
9:00 a.m.-6:00 p.m.
10:00 a.m.-12:00 p.m.

10:00 a.m.

10:05 a.m.

10:10 a.m.
10:20 a.m.
11:00 a.m.

11:30 a.m.
12:30 p.m.-215 p.m.

2:45 p.m.-5:00 p.m.
2:45 p.m.

3:15 p.m.
6:30 p.m.

Registration
Exhibits

Room Exhibits
‘‘Broadcasting’’

Golf Tournament
Quality Radio Group
BMI Board
ABC Affiliates Meeting
Cocktails—ABC Affiliates
Cocktails—(Broadcasting!
TV Pioncers Dinner—

(SPONSOR)

23, 1955

Registration

Exhibits

FM Secssion

Association for Professional
Broadcasters Education

Community Broad. Assoc.

Lunchcon—State Association
Presidents

MBS Affiliates

Television Business Session

Davtime Broad. Assoc.

MBS Affiliates—Cocktails

BMI-NARTB Dinner

21, 1955 — OFFICIAL

Registration

Exhibits

Joint Session
Management and Engincering
Conferences

Call to Order
Presiding: Clair R. McCol-
lough Co-Chairman, 1955
Convention Committee

Invocation
Dr. Clayton T. Griswold

Prescntation of the Colors

Keynote address, Mark Ethridge

Presentation of Keynote Award
to Mark Ethridge by Har-
old E. Fellows

President Dwight D. Eisenhower

Luncheon
Presiding:
Chairman,
Committce
Introductions:
Fellows
Spcaker: George C. McCon-
naughey, Chairman, FCC

Joint Session
Presiding: Henry Clay
Introductions: Ralph W.
Hardy

Honorable ). Percy Pricst
Chairman—House Interstate
and Forcign Commerce Com-
mittee

FCC Pancl—Moderator:
E. Fellows

Engineering Rcception

Henry Clay, Co-
1955 Convention

Harold E.

Harold

WEDNESDAY—MAY 25, 1955

8:00 3a.m.-9:30 a.m.
9:00 a.m.-6:00 p.m.

10:00 a.m.-12:00 p.m.
10:00 a.m.
10:00 a.m.
10:30 a.m.
11:15 a.m.
12:15 p.m.-2:00 p.m

2:00 p.m.-5:00 p.m.

6:00 p.m.-7:30 p.m.
7:30 p.m.

THURSDAY—MAY

B:00 a.m.-9:30 a.m.
9:00 a.m.-3:00 p.m.
10:00 a.m.

10:00 a.m.

10:00 a.

10:10 2
10:30 a.
11:20 a.
12:30 p

2:00 p.m.-5:00 p.m.

6:00 p.m.-7:30 p.m.
7:30 p.m.

Wages and Hours Breakfast
Exhibits

Management Conference
Call to Order

Henry Clay Presiding
“Radio in ’55"—

Speaker to be announced
‘““Automatic Broadcasting"”
*‘Selection and Motivation of

Salesmen”—A Pancl
Luncheon

Presiding: Henry Clay

Address: Harold E. Fellows
Radio Sales—

Radio Advertising Burcau
Covernment Reception
Radio Pioncers Dinner

26, 1955

Labor Relations Breakfast

Exhibits

Management Conference

Television

“The Tenth Anniversary"”

Calt to Order
Presiding: Clair R. McCol-
lough

Introductory Address by Mod-
crator

The First Years

Management and Growth

Television—1955-1965

Luncheon
Presiding: Clair R. McCol-

lough
Address: Dr. Norman Vincent

Peale

Convention Buiness Session

Television Burcau of Advertis-
ing

Annual Convention Reception

Annual Convention Banquet

Note: Some of locations for esents were not set at pre stime.

f\gcnda

Shorcham
Shorcham
Shorcham
Goose Creck
Country Club

The Woodner
Shorcham
Shorcham

Nat’l Press Club
Willard Hotel

Shorcham
Shorcham
Shorcham

Shorcham
Shorcham

OPENING

Shorcham
Shoreham
Sheraton Park
Sheraton Hall

Sheraton Park
Sheraton Hall

Shoreham

Sheraton Park

Shoreham
Shorcham
Shoreham

Sheraton Park
Sheraton Hall

Shorcham
Main Ballroom
Sheraton Park

Shorcham
Shorcham
Shorcham

Sheraton Park
Sheraton Hall

Sheraton Hall
Shorcham

Main Ballroom
Sheraton Park
Sheraton Park

47



James €0 Hagerty, White House Press Secretary, will receive a
special “Pioneer Award” for Presidential tv press conferences

CONVENTION

= | Television Pioneers Dimn

TELEVISION PIONEERS DINNER
Secand aonnnal Televiddan Ploncers Dinnee,
given hy SPPONSOR, will he beld at Willaed
Hotel, Suntdav, 22 May at T:30 pom. Far

map loenting Canvention hotels aee page 53,

48

"]hitc House Press Secretary James
C. lagerty will be the guest of honor
at spoasor’s second annual “Tv Pio-
neer Dinner” to be held in Washington
on the eve of the NARTB Convention.

The dinner, whiclr salutes executives
of the 108 pre-freeze tv stations, will
be attended Dy members of Congress
ond the FCC. advertising and network
executives and leading <tation repre-
sentatives,

Date of the occasion has heen set
for Sunday, 22 May in the Ballroonr of
the Willard Totel, 11th Street and
Pennsvlvania Avenne, at 7:30 p.m.

Hagerty will be awarded a speeial
conmnendation for his “tv pioneering”
in achieving a close working relation-
ship between newsmen ol the broad-
casting industry and the government's
executive branch, and for arranging

George J. Abrams, v.p. in charge of adverti-ing, Bloek Drug
Co., will salute 108 pre-fliceze outlets as 1the Guest Speaker

the pioneer telecasts of Presidential
press conferences.

A number of other government no-
tables are expeeted to be present, in-
elnding Sen. Warren G. Magnuson
(Dem., Wash.) and Rep. J. Perey
Priest (Rep., Tenu.), ehairmen vespec-
tively of the Senate and llouse Inter-
state and Foreign Commerce Commit-
tees.  Alzo vited to attend the “Tv
Pioneer Dinner™: Hon. George C. Me-
Comanghey. Chairman of the FCC,
and the full FCC Commission.

The prineipal speaker of the ocea-
sion will be a veteran television ad-
man. George J. Abrams. v.p. of the
Block Drug Co. 1le is expected to sa-
lute the pioncering television broad-
casters for their role in helping to cre-
ate one of the nation’s major advertis-

ing forces. * ok

SPONSOR
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i . | Senate Imterstate and Foreign Commeree Committee

| Hom Warren G, Magmuson, of Washington, Chairman (Dent,)

| JOHN O PANTORE, OF RIIODE ISEAND (DEM.)
ViThE MONRONEY, OF OKLAHOMA (DISL)

| CEORGE AL SSMATHERS, OF FLORIDA (DLM.)
PRICE DANIEL, OF TENAS (DEM)

| SAMUEL S0 ERVIN, JR, OF NORTH CARGLINA (DEM))
ALAN RIBLE, OF NEVADA (DEML)

| J. STROSM LHERMOND, OF ~O1"T1H CAROLINA (DEM.)

JOUN W, BRICKER, OF O1HO (REP.)
| ANDREW F. SCHOL PPEL, OF KANSAS (REP))
JOHN MARSITALL BUFLER, OF MARYLAND (RER)
CIARLES K. POTTER, O} MICHIGAN (REP))
JAMES T DUFF, OF PENNSYLVANEA (REDP)
WILLIAM AL PIRIELL, OF CONNECTICUT (RE,)
FREDERICK . PAYNE, OF MAINE (REDR))

House Interstate and Foreign Commerce Committee

Hon. J. Perey P'riesty, of Tennessee, Chairman (Dem,)

OREN HARRIS (D.—ARK.) ARTHUR €. KLEIN (D.—)\. 1))
WILLIAM T. GRANANAN (D.—I"v,) WALTER ROGERS (D.—TFNAN)
F. ERTEL CARLYLE (D.—\. C.) JOUN I WILLIAMS (D.—WISS,)
PITER P, MACK, JR. (D.—ILL,) KENNETIL A, ROBERTS (D.—ALAL)
MORGAN M., MOILDERS (D.—MO.) HARLEY O, STAGGERS (D.—W. Vi)
I ISIDORE DOLLINGER (D.—N. Y.) MARTIN DIES (D —TEXAS)
SAMUEL N, FRIEDEL (D.—ViD.) JOHUN J. FIANT, JR. AD.—GAL)
| TORRERT MAGDONALD (D.—MASS,) DON HAYWORTI (D —MWICH.)
I CIIAS. A. WOLVERTON (R.—NX. J.) CARL. HINSIAW  (R.—CALIF.)
JOSEPIL P, O'IARA (R.—MINN.) RORFRT HALE (R.—M AINE)
A 9 | JAMEN 1 DOLLIVER (R—10W4) JOIUN W, HESELTON (R—>ASS,)
JOHLIN B. RENNETT (R.—MICIL) RICIHARD W, HOFFMAN (R.—ILL.)
l JOIN V. BEAMER (R.—13D.) WILLIAM L. SPRINGER (R.—I1 1..)
Hon. Warren G. Magnuson (above): ALVIN R, BUSH (R.—PAL) PACUL F. SCHENCK (R.—ON10)
Tlon. J. Percy Priest (below) | JOSEPH L. CARRIGG (R.—P\.) STEVEN R. DFROINIAN (R.—N. Y.)
Federal Communications Commission: Left to right, John C. {Rep.) ; George C. McConnaughey (Rep.), chairman; Edward M.

Doerfer (Rep.); Frieda B. Hennock (Dem.): Rosel 1. Hyde Webster (Indi) ;3 Robert T. Bartley (Dem.); Robert E. Lee (Rep.,
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CONVENTION
SELLING PLANS

SELLING : MEM SHOW S, RERULNS, HOOPLA

Sales push at NARTDE will be mixture of
lick
motions. (lockwise: Sales v.p. Bud Rifkin
and President John Sinn of Ziv TV look

over presentation for firm’s “Mr, DA ses

“sell” and high-powered movie pro-

ries. now going into new production cycle;
MOA-TV's Wyun Nathan, v.p. in charge of
sales, borrows  Ringling c¢lephant to sym-
bolize “manunoth secret plans” for NARTB
meel; Screen Gems executives gather 1o dis.
enss “mockup™ of firm®s exhibit on top re-
run shows (I, to r.: llenry White, adver-
tising dircctor; Frank Young, publicity;
Jolin Mitchell, v,

Ralph M, Cohn, v.p. and general manager.

in charge of sales;

e Ve
gl
FORD THEATER

NBC-TV¥ THURSDAY
9:3070 10 PM EOT

Film syndicators

40% more syndicators, feature film firms are

due this year; 75%, will show new packages

"/zml a preview of what syndica-
tors will be pitching to yon for multi-
market spotting this fall?

Want a line on what kind of film
packages <lations and reps will be sell-
ing to vonr timebuyers in the weeks
to come?

The answers aren’t as hard to come
by as you might think.

Youll find most of them, starting
next week, at the Sheraton Park and
Shorehan Hatels in \\’gshingls)n‘, D. C.

50

The oceasion will be the 33rd An-
nual NARTB Convention, the yearly
sales highlight of the $80 million tv
film industry.

The number of film companies on
land at this year’s comvention will top
the mnnber exhibiting at last year's
meeting by more than 1077, The ex-
Eibiting group includes: ABC Fihn
Syndication, CBS TV Film Sales, Fla-
wingo Films, General Teleradio, Guild
Fihms, llollvwood Television Service,

ALL STAR THEATER
YOUR 3PONSOR
i YOUR STATIOR YOUK Tiwg

MEA Alexander, MCA-TV, Minot TV,
NBC Fihn Division, National Telefilm
Associates, Official Films, Screen Gens,
Sterling  Television, Television [I’ro-
grams of America, Unity TV, and Ziv.
What these tv film firms will Dhe
screening, promoting and selling  and
what the convention visitors will be
buying and talking about—will have a
great effect on spot film tv in the near
future.
o New film shows. Nearly 75 of
the exhibitors will be showing one or
more new svndicated film series. Sev-
eral of these shows are getting their
first trade =creenings at the NARTR
meeting, often coineiding with  their
release 1o sales forces for “national”
pitching to agencies and advertisers.
o New features. The first sales de-
tail~ of several new feature packages.
such as NT Vs new “Fabalous Forty”
and General Teleradio’s new gronp of
A-budget pictnres, will be revealed in
Washington next week. Ultimately,

SPONSOR




they will be showing up as new sources
of tv availabilities as the cycle of film
seller-to-station-to-rep-to-timebuyer is
completed.

o New sales plans. Some basie shifts
in time buying strategy will also be
foreshadowed at the upcoming NARTB
meeting. Of the exhibitors at the con-
vention, more than 40¢% intend to an-
nounce various new sales plans for tv
stations. Mostly, these will be in the
formn of “library” arrangements aimed
at stepping up greatly the amount of
film programing stations carry. But a
few. like the newest plans ol National
Afliliated Television Stations (a tieup
between General Electric, a group of
some 20 tv stations, and NTA) and
Vitapix (a tieup between some 53 sta-
tions and Guild Fihns) in effect con-
pete with tv networks.

o New ideas. Conversalions Dbetween
station executives and film exhibitors
won’t be confined merely to buying-
and-selling talk. The convention, out
to impress Congress and government
brass with radio-tv’s role in national
affairs, hasn’t left much time for local
tv programing on its agenda, and none
at all to tv film. Filin men hope to
take up the slack in “corridor clinics”
and informal bull sessions, passing on
new programing ideas and merchan-
dising gimmicks to eager broadcasters.
Eavesdropping admen will do well to
make note of the topics discussed.

In addition, there will be the usual
carnival razzle-dazzle by the tv film
sellers at the NARTB convention.

Admen, station executives and visi-
tors will be able to:

e Eat a genuine New York hot-
corned-beef-and-pickle sandwich from
a huge selection of delicatessen flown
daily from Lindy’s Restaurant to Wash-
ington by National Telefilm Associates.
Celery tonic, too, will be provided.

e Sharpen their teeth with special
“fang sharpeners” provided by ABC
Fihn Syndication to visitors about to
meet toothsome Irish McCalla, the
statuesque (40-24-36. and 6’ tall) star
of the new Sheena, Queen of the Jun-
gle film series.

o Be fihned by a newsreel unit while
interviewing Congressional notables at
the CBS TV Film Sales exhibit. Prints
will then be flown gratis to hometown
tv stations for screening in local news
programs,

e Win (if thev’re lucky ) a brand-uew
Stetson at the Television Programs of
America exhibit as part of the daily

(Please turn to page G0)

FIRST-TV-RUN FEATURES. NEW
ADVENTURE SERIES ARE IHNGHLIGHTS

Feature film packages, like NT Vs “Fubulons Forty™ group, will
ultimately show up at agencies as choice tv availabilitics, draw
audiences with such stars as Yvonne De Carlo in “Captain’s Paradise,”
top. New syndicated showvs include muany in adventure category,

such as Official’s “Robin Iood” series (middle) <tarnng Richard
Creene, and ABC TV Film syndication™s “Sheena, Queen of the Jungle.”

starring Irish McCalla (below). Many syndicators Gneluding
Official and \BC) plan trade “premieres” of new shows at convention.




produced by

The Theatre Guild

SPONSOR
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FOOD SALES IMPACT...

Where it Counts

in Western
New York

OVER 454,000 COOKBOOKS
SOLD IN FOOD STORES

WHAM Radio has proven itself the lowest cost
medium to sell food and allied food products
to the rich Western N. Y. market covered com-
pletely by WHAM and only WHAM.

When WHAM Radio exclusively sold nearly
half a million cookbooks, which was double
the promoters’ original estimate, the food in-
dustry knew they had found a vehicle to carry
their sales story to Western N. Y.

WESTERN NEW YORK

A $415,637,000* FOOD MARKET

The best recipe for getting your share of the 20
county market that spent an estimated $415,-
637,000 for food in 1954* is WHAM Radio.
Low cost per thousand homes makes it eco-
nomically sound for any food advertiser to use

WHAM Radio.

ROCHESTER THE HEART MORNING-NOON and NIGHT

OF A DOUBLE MARKET WHAM SELLS WESTERN N.Y.

Long recognized as a first-class test-city, Roch- In every Western New York village and town
ester is the hub of a market that Comprises 22 ...and on the farms, too, sales messages for all
rich New York counties. The average net effec- kinds of products and services go out to the
tive buying income is higher than the national more than a million and a half people who live,
or state average. work and spend their money here.

“Sales Management Survey of Buying Power, 1954

ﬂrl‘
LE

IllAl)l() SELL FOR YOU

—

“eme

The STROMBERG-CARLSON Station, Rochester, N.Y. Basic NBC » 50,000 watts * clear channel * 1180 k¢

GEORGE P. HOLLINGBERY COMPANY, National Representative
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WVWINNERS! \

Ramar \
Ellery Queen H
Lassie

Your Star Showcase

Halls of Ivy

Captain Gallant

Edward Small Features

Science In Action

' at the NARTB Convention

lelevision Programs of America, 11




Win Yourself a Brand New Stetson!

It's as easy as this: Just drop in at

Suite B202 and drop your hat check in TPA’s “lucky hat.” (X

Three drawings daily! Three Stetson winners daily!
Free Hats For Everybody!
Here's how to use your head: Come up to Suite B202.
Bring your wife . . . bring your secretary . . . bring your mother-in-law.

et your free souvenir hats. Everybody comes out a winner.

ite B202-204 Shoreham Hotel, Washington
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film exhibitors which they can

rrv olt to the nearest quet corner
eruse.

But underlying all the promotional
whoopdedoo will be a Keeuly competi-
tive struggle. the latest round in the
never-ending hattle for supremacy in
the tv film industry.

“Last season. we had to compete like
mad with the networks. Thi< =eason.
the network competition’s still there.
but now seve ot to compete with a
growing list of the major Hollvwood
studios." a vice president of MCA-TV
told sroxsor. adding. “We're going to
sell in Washington.”

These are highlights of the film am-
munition that will be on di~play at the

NARTB Convention:

The new film shows: This yvear. the
stres~ will be on “adventure”™ in the
new  syndicated  ceriex  offerings  of
NARTB exhibitors. Many of the new

shows are in this class, althongh every-

Vitapix: Latest details of Guild-Vitapix “network”™ will he revealed
at NARTR by top executives Kenvon Brown, Vitapix pre-.:
pres.: I

O'Brien.  trea-.: Reab Kaufman, Guild

—

a wiraRy ganowsd

thing trom folk music and situation
comedy to the documentaries will be
~creened.

Here's a roundup of the new slows
from film firms, at SPONSOR'~ press.
time:

Ziv: Wiath revenue for its first quar-
tev of 1955 running 329 higher than
the =ame period last vear. Ziv will roll
into the NARTB conveution in high
gear. \lthough at least five Ziv shows
are currently in various stages of early
production, none is likely to he picked
for 7Ziv showcasing. Reason: A\t the
convention. Ziv executives will he con-
centrating their attention on snch re-
centh launched Ziv film properties as
Science Fietion Theatre and Eddic Can-
tor. In addition. properties like JMr.
Distriet Attorney that are coming up
for the second season of production
will alko be pushed hard. On display
with these properties will be a fancy
barrage of promotional and merchan-
dising aids available from Ziv that sta-
tion~ and local
with Ziv shows. \Manv of these pro-
motion kits are hrand-new. The Ziv
film contingent. headed by President
John Sinn. will alzo put mneh stress
on the high quality of Ziv production
and the scope of the new 1.1 million
dollar Ziv ~tudios in Holywood.

Guild: The first prints of two Guild
Gold-

will be

advertiser~ «an use

properties now in production
Lergs and Confidential File

Paul
Hall.  v.p.

screened next week in Washington.
tlie deadline can be met. Guild Presi-
dent Reub Kaufman hopes to have the
first tv print~ of three more ready—
Ina Ray [utton, I Spy and Brother
Marl. (Newest detail= of the Guild-
Vitapix tieup later in this article.)

Screen Gems: Offshoot of Columbia
Pictures, Screen Genis won't be show-
ing any “new’ syndicated properties
although the firm now sells to more
than 372 stations through its 20 big
film exchanges. Instead. Screen Gems'
sales executives. headed by V.p's
Ralph Cohn and John Mitchell. wil be
primarily stressing “new” rerun prod-
ucts, such as Al Star Theater (origi-
nally Ford Theater), Top Plays {origi-
nally Fireside). Rin Tin Tin and oth-
crs. The “rerun™ aspect doesn’t bother
Screen Gems in the least: instead. the
promotion plans are built around how
well the shows are doing at the net-
work level.

TPA: Executive v.p. Michael M. Sil-
lerman i< keeping the wraps on the
firm’s newest tv film property until the
last minute. But he did lift the wrap-
ping slightly. “We'll be showing a new
tv fim version of a pubic -ervice pro-
gram. Aetion, that has
been winning awards for the past four
years,” he said. “We feel stations and
advertizer> will react well to such a
<how. since it builds prestige as well

( Please turn to page 63)

Selence in

NATS: Comvention exhibits of NATS (tieup between GE, NTA and
<ome 20 tv stations) will recruit new members. L. to r.: Ely Lan-
dan. NTA pres: Dr. W R. G, Baker. GE vop.: Joe Justman, NATS
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NARTB Convention Visitors_:

(This is an advertisement about advertisiug)

If yon like the station advertising for WMT, KGNC.
WIEBM, WLAC-TV. WTIX. WIIB. KOWLI. WCHS
(in order of our appearance on their respective
scenes). perhaps. while you're in town,

you'd like to visit their agency.
Object: Matrimony

The agency believes at least two things about
station promotion :
1. 1t should be readable, even entertaining, if possible.

2. It should be believable.

Henry J. Kaufman & Associates
Advertising & Public Relations

1419 H Street Northwest, Washington, D. C.

Phone Dlstrict 7-7400. Ask for Henry Kaufman,
Jeff Abel, Ted Mandelstam, or Harry London.

We do not handle stations whose territories overlap. We spend
more time on a station’s advertisements than the commission
allowed by a trade magazine can adequately compensate for.

Therefore, we charge service fees. We think they are reasonable.

A GOOD TIME IS KAD BY ALL!
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FILM continued

as an audience.” TPA also hopes to

have on hand the first prints of at least
two more shows. including Count of
Monte Cristo and Black Beauty.

NTA: Pre-ent plans call for screen-
ing two new half-hour adventure films
—Police Call and New Adventures of
China Smith. Each of these is current-
v in production. now shooting in a 20-
episode cycle. NTA is also a major
supplier of feature film and “library
plan’ footage. The whole works will
be tied with the theme that NTA\ 1.
“the one spot to make all of your film
purchases.”

NBC: The NBC Film Division won't
have a formal exhibit. although it will
have screening facilities and a “hospi-
tality” room for itx list of tv film prop-
erties. Two new syndicated properties
will be shown at the NARTB mect-
Great Gildersleeve and Steve Donovan.
Western Marshal. Carl M. Stanton.
v.p. in charge, will head the division’s
sales contingent.

Minot T1”: A new police adventure
serics. New Orleans Police Department,
will be screened for conventioneers.
Recently, Minot TV flew a group of
editors and executives to New Orleans
for a preview of the serics.

llollywood Tv Service: Offshoot of
another of Hollywood's major studios
—Republic—HTS hopes to have prints
or clips from Dr. Fu Manchu and
Behind the Scenes for the convention.
Many conventioneers will be watching
HTS closely; Republic President ller-
bert Yates stated recently in New York
that he was thinking seriously of swing.
ing Republic’s big-time facilities to
100 v film production. President
Earl Collins and v.p. Dick Yates will
head up the HTS exhibit.

CBS: Columbia film men will be
screening a new half-hour documen-
tary series that combines many of the
aspects of public service and high ad-
venture. Just what the title is. CBS
cxecutives won't say. At least three
other syndicated hall-hour shows
(mostly reruns of network film pro-
grams) will also be featured in the
CBS exhibit. whose big stafl will be
headed by V.p. Les Harris. lHeavy
stress will be placed on the merchan-
dising support offered.

ABC: Most of ABC’s promotional
weight will be swung behind three of
its mo:t recent properties -Sheena,
Douglas Fairbanks Presents, and Pass-
port to Danger. Of these. Sheena  an
outdoor adventure series—is the new-

(Please turn to page 90)
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NARTB IS FOCUS OF *“NEW SHOW?™ SALES

Iy 360 million syndication Geld, NARTB conelave i< highlight of
sales year. Among syndicators lnundlung new ~hows, top 1o botto
below: (One) TP\, due 10 laanch new publie serviee series amid
giveaway promotions of new hats admired by TPV Michael Siller
nun, Peter Zanphir, and Hardie Fricherg: (Twod Guild ilms, ~er

first prints of “The Coldbergs™; (Threed CBS TV Film Salo<, who will
film station managers, government notables at exhibit for brand-new
doenmentary ~cries; (Four) NBC Filin Divicon, launching <aton

sales of sitnanion comedy scries “Great Gilder-leeve.” Other <yndicators
. .




i CONVENTICN
SELLING PLANS

New ideas: World execs Dick Lawrence,
~ales mgr.; Pierre Weis, general mgr.,

will reveal huge conte<t: Thesaurus

will feature «ports show with Jimmy
Powers (center); and National Musitime
vop.~ Bob Winston and Jerry lLevy

will <how super-long-playing

tape library (picture at bottom)

I‘a(lin's lranscription service com-
panies will open a whole new bag of
musical and programing trick< at the
npcoming NARTB Convention.

o New artists: The two biggest pro-
graming services — World and RCA
Thesaurus—will be stressing the addi-
tion of nany top recording stars to
their stable. A few: Peggy Lee, Sau-
ter-Finegan Orchestra, Four Freshmen,
George Shearing at World; Nelson Ed-
ay, Gale Sherwood, June Valli, Eddie
Fisher and Frank  Luther at The-
saurus.

o New promotions: World is using
the NARTB exhibit to
showcase a new conlest, vpen to listen-
er~ and nanagement.  wlich
will offer thousands of dollars worth

convenlion
stalion

of prizes. Thesaurus will he stressing
a new merchandising promotion  de-
signed 10 operate at the local level.
“Shop at the Store with the Mike on
the Door.”

e VNew programs: The syvudicated ra-
dio program field will promote several
new radio e.l. program properties al
the convention. ineluding RCA's The
Grantland Rice Story and Great Days
We HHouor (included as part of the
Thesauru~i. the recentlh  aimched
Fddie Cantor Show from Frederie W
Ziv. and an updated version of Air
{dventures of Jimmie Allen. which ad-
ten will recall from the 193075, stream-
lined for the jet age by
Goodman.

[arry S,

e Vew ddeas: To keep in step with
the widespread nse of music in 1odav’s
local radio programing (927 of radio
~lations air local nmsic shows. accord-
ing 10 SPONSOR’s 1055 Buvers™ Guide).
transcription scrvice firms have added
1z from
super-long-plaving “background music”

many  new  gimmicks. rangn
on lapes (National Musitime Corp.)
1o a new catalogne of “mood” and
“bridge” music (IESACH and “shorty™
tnnex for munsical fillers (Standard ).
Radio

made direeth 1o

program service sales are

stations. seldonr if

ever lo agencies and advertisers. Oc.

Radio proram services

New recorded offerings range from packaged contes

to automatic tapes

casionally, an advertiser will buy a
fnlly-recorded radio program from a
transcription producer for multi-mar-
ket spotting. but the trend lias been
away from this.

The radio show =services—Dboth li-
braries and complete shows—that will
be offered at the NARTB meeting next
week ultimately will play a role in
shaping spot radio availabilities offered
loeal and national admen.

This is particularly true of the tran-
seribed musical libraries. which con-
tain thousands of well-indexed selec-
Hons on big 16-inclr vinyl disks.

“All of the major record companies
send free copies of their latest records,
popular and classical, to stations. We
provide a recorded music service too,
but there the resemblance ends.”” point.
cd out RCA Thesaurus™ A, B. Sam-
Irook.

“We provide extensive merchandis-
ing and promotion aids. a script ser-

vice slalious can use to build local
shows. speeial  holiday  programing,

‘voice tracks’ of our recording stars,
publicity: backing. special jingles to in-
troduce station programs like weather
shows, sound eflects, mood nmsic and
other items.”

Some of the music supplied to sta-
tions by transcription firms winds up
in platter-spmning d.j. shows. But
mincll of it is aired as name-value pro-
arams  (The Melachrino  Musicale,
Passport to Davdreams. Peggy Lee
Sings, ele.) complete with themes and
smooth seript continuity.  These, in
tnrn. are backed up by stations with
local promotion campaigns.

Undisputed leaders in this field are
the World Library, a division of the
far-flung Ziv program firm. and The-
saurus. the library scervice of giant
RCA. Both will have new programing
and merchandising plans to unveil next
week at the NARTD convention.

e World: 1lighliglt of the World ex-
hibit, according 1o General Manager
Pierre Weis, will be a new national
contest. open to listeners and station

(Please turn to page 101)
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ABC FILM SYNDICATION
Shorcham, C-200

ABC will exhibit all their shows and
present two hush-hush surprises. Irish
McCalla, star of the new Sheena. Queen
of the Jungle (6 ft. tall, 40-21-36) will
be introduced. There will be special
giveaways for the wives and a party
{or the press.

Six representatives  will attend:
George Shupert. president; Don Kear-
ney, vp in charge of sales; lLee Francis,
promotion manager: John Burns. Mid-
west manager: Nat Donato. New York
salesman; Malcolm Kipp. New York
salesman.

ALFORD MANUFACTURING CO.
Shoreham, Exhibit Space 17

Alford will show two components of
tv transmission: the Type 1,046 stream-
lined vhf television broadcast trans-
mitting autenna and a Teflon Pin-Sup-
ported eoaxial transmission line. At-
tending the convention will be Andrew
Alford, president; David I’. Flood, en-
gineer; Iarold . Leach. engineer.

AMERICAN RESEARCII BUREAU
Sheraton-"ark, 350, 358, 360

ARB will make available complete
mformation and sample copies cover-
ing major ARB activities, such as na-
tional tv audience measurement of the
entire U.S.; metropolitan area tv rat-
ing reports for 80 individual markets;
metropolitan area coverage studies in
140 markets showing tv penetration,
tv stations received, frequency of view-
ing. station preference. and uhf con-
version; reports of tv set distribution
by brand; complete research service
for special surveys and tabulations.

Among those attending for ARB will
be James W. Seiler, president; Roger
N. Cooper, Western division manager;
Jack L. Gross, manager of the New
York office; Lorin S. Myers, manager
of the advertiser serviee department,

New York office.

AMPEREX ELECTRONIC CORP.
Sheraton-Park, B-312, 314

Amperex will show power and trans-
mitter tubes, rectifiers for all broad-
casting purposes at its exhibit. It will
show Amperex Tubes at the Standard
Electronics Corp. booth. Sam Norris,
president of the company. and Arnold
Peterson, salesman. will attend the con-
vention.

AMPEX CORP.
Shorehani, E-202, 204

Ampex will exhibit its automatic
programing system, model 350 console
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tape recorder. portable lightweight
professional tape recorder and portable
amplifier-spcaker system. Represent-
ing the firm at the convention will be
Russel J. Tinkham, manager of audio
sales; Robert Miner, field sales man-
ager. audio division; William Cara,
manager of professional products, au-
dio division; Forrest J. Beard. assis-
tant advertising manager.

ASSOCIATED PRESS

Sheraton-Park, Madison Suite

The AP will demonstrate its AP
PPhotofax (faesimile), which gives on-
the-spot reception for news pictures
from the Wirephoto network. The fol-
lowing 12 AP men will attend the con-
vention: Oliver Gramling. assistant
general manager; Justin Anderson, ex-
ccutive rep; Thomas E. Cunningham,
executive rep; Keith Fuller, executive
rep; Bob Lee. executive rep; Mark
Knight. exeeutive rep; Al Stine, exec-
utive rep; Gerald Swisher, executive
rep; Jack Weldon, executive rep; Paul
Breining. field rep; Jerry Gill, field
rep; Frank Stearns, field rep.

ATLAS TELEVISION CORP.
Shoreham, F-200

Atlas will have three film properties
available for screening: Captain Z-Ro,
a eombination science-fiction and his-
tory children’s tv film series which be-
gan lelecast in January, will be shown
continuously ; Hollywood to Broadway,
an interview series starring John Conte
and famous Broadway and movie per-
semalities; Family Theatre.

Attending: Dr. Henry Brown. pre~i-
dent; Robert B. Brown, vice president:
Peter Rodgers, Midwestern =ales; Jack-
son Dube. Fastern sales: Marvellen
Anderson, sales promotion and sales:
Jean Downing. film editor.

BELL SYSTEM
Shoreham. Exhibit Space 11
Rooms F-107, E-600, 601

Bell will show some of the latest
equipnient it has developed for the
radio-tv industryv. The exhibits will be
shown by the Long Lines Departinent

of \merican Felephone and Telegraph
Co. and the Chesapeak- and Potomac
Telephone Co. ThevIE even have a
pick-up truck. fully equipped to estab-
Ii=h facilities for remote v, nigit there
on the floor.

The Chesapeake and Potomac Tele-
phone Co. will be represented by Jares
E. Martin and James L. Phillips. Long
Lines personnel will include: C. M.
Blair, 5. D. Dinwoodie. C. W. Floyd.
E. C. Laird Jr., E. McCaffrey, R. W.
Miller. J. R. Rae and M. G. Wallace.

BLAW.KNOX CO.
Shorcham, G-101

Blaw-Knox will show photographs
and sample sections of the towers it
manufacture- a~ well a~ exhibits.

There to explain the exhibit will be
the following people: A. 1. Jackson.
director of engineering; R. A. Tro-
man. jnanager tower sales; W. S,
Roscoe, salex engineer: R. M. Kuhn,
sales engineer: Jolim Cummings. sales
cngineer: Paul F. Vollmer. advertis-
11g manager.

BONDED TV FILM SERVICE
Shoreham, F-107

Bonded will show a visualization of
three types of film service it supplies
to the television industry: advertising
agency film syndication serviee: tele-
shippers for the tv stalions; station
editorial service. These five men will
represent Bonded at the convention:
C. M. Ross, president; Emanuel Kan-
del. executive v.p.; Don McClure, gen-
eral sales manager; Allan Rhione and
Martin Ross,

BROADCAST MUSIC INC.
Sheraton Park, 637-661

BMI will exhibit a rare collection of
Presidential mementos as a tribute to
each of the 33 American Presidents.
A display of autographs= and letters
will also be on exhibit. along with carly
\mnerican songs that have heen closeh
associated with Presidents.

Representing BMI at the Conven-
tion: Carl Iaverlin, president: Glenn
Dolberg: v.p. charge station relations:
Svdnev M. Kaye. chairman of the
board. also v.p. and gen. counsel:
tobert Jay Burton. v.p. in charge of
publi<her and writer relations: Charles
A Walll vop. charge finance; Rov llar-
low. vop. charge of station service: Ken
Sparnon. BMI field rep: Rus-ell San-
jek. directar of project<: Iy Reiter.
promotion director: M. 1l. Shapiro.
public relations.

(Please turn to page (9
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WHY IS
MORNING

LISTENING

SO MUCH

HIGHER

THIS YEAR?




[t's become a vocational habit to explain trends in radio by trends in television.

But television doesn’t explain an exciting development in morning radio—
a sets-in-use increase of 7 per cent over last year. With 7% million

additional television sets, why should radio listening be higher?

The answer, we think, is not in television but in radio. It’s especially in
the local appeal of Mutual Broadcasting—with its 10 per cent listening gain,

the biggest of any network. And it's clear and audible in Mutual’s

QUEEN FOR A DAY —whose audience today is one third greater than in 1953.

QUEEN FOR A DAY—now hailed on its Tenth Jubilee—is a top-of-the-morning
show for listeners and sponsors alike. It's a refreshing lift for 2}4 million
prospects—cooking, cleaning, shopping, and /istening housewives.

It's at 11:30 to 12 noon (with three-fourths of the day’s shopping still to
be done) and five times a week. It offers powerful, low-cost frequency
in a market two-thirds unsold by television. Its new sponsor will join

Old Gold, now on the show for a fourth successful year.

We'd like to tell you more about morning listening on the PLus

network, and give you all the vital statistics of QUEEN FOR A DAY.

MUTUAL BROADCASTING SYSTEM

Sources: Nielsen Radio Index (Full network, ‘55 over '54)

J. A. Ward Siudy




Zhe Souy Fir BOX SCORE

BMI presents a four month accounting of the
outstanding current song hits in the BMI reper-
toire as determined by two of the music trade
barometers.

The “"HIT PARADE"

o January February March “—“7—7Ipril
| 8 1522 295 12 19 26| 5 1219 26| 2 9 16 23 30
 LET ME GO LOVER (Rumbalero) 2132l ]2]3]4 N | F:f_l 1]
HEARTS OF STONE (Granite-Regent) 1 Teiselef2l2ffals] | T | | 1
THAT'S ALL | WANT FROM YOU (Weiss&Barry)|| | | [ | [ 77 [7 13|56 67|77
_ SINCERELY (Arc). i 4 T 1 Tals|s “’27'i37}'74;2;‘:s' al6)s] |
T TWEEDLEE DEE (Progressivel || | | | | T Tel7lslaln a2l 24]4]a
KO KO MO (Meridian) || | I s|7]2]s “Zi f{?
OPEN UP YOUR HEART (Homblen) | || | 1 [ 7 | 0 |7 | | | [ |
| BALLAD OF DAVY CROCKETT (Wonderland) | i I8 A ENRRNNARN
| DANCE WITH ME, HENRY (Modern) 1 T ‘ j L |67
The "HONOR ROLL OF HITS"
r o ~ January 7 February  March || April
| |1 8 15222905 1219 265 1219 2602 9 16 23 30
| LET ME GO LOVER (Rumbalero) a2 o2 faysys]l | 11
| THIS OLE HOUSE (Homblen) jrlefsfe] } | i Tt ] 1]
| HEARTS OF STONE (Granite-Regent) Bl 6 aaf3/a3]2/3 3|57 8 | | | |
| THAT'S ALL | WANT FROM YOU (Weiss & Barry)| | INEIRARAEAEA EARRRZLLIEIRAN ]
. NO MORE (Maple Leaf) L 1 [wje] | o BN EEEE
| SINCERELY (Arc) |l | lelelsiajzflaj2j2)2)3[3]|3]4]8
| EARTH ANGEL (Dootsie Williams) RN 61_6_ lele 7] 8]0 | |
" OPEN UP YOUR HEART (Hamblen) 1 B B 00/ 9]7]7]s 9 |
t S | SEEEEN T S | S _+ N . B | N S N B
TWEEDLEE DEE (Progressive) L ol +6 EIEIEI KIED I 3] 7]
KO KO MO (Meridian) 1 T [slzafals|s]sjeleo] | |
BALLAD OF DAVY CROCKETT (Wonderland) | HEBHIDIDE
| DANCE WITH ME, HENRY (Modern) || [ | | i 1 1 1 “ T s

The numbers in the above tabulation indicate the week-to-week positions
of BMI-licensed song hits among the seven on the “Hit Parade” and the top
ten selections of the Billboard “Honor Roll of Hits.”

These songs have achieved success because the writers, composers,
publishers and performers have pleased the public taste. BMI salutes their

joint achievements.

BROADCAST MUSIC, INC. RewYor 7, n.

NEW YORK « CHICAGO « HOLLYWOOD « TORONTD »- MONTREAL
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CATERPILLAR TRACTOR CO.
Shoreham, Exhibit Space 30

This exhibit will contain a D318 en-
closed electrie sel, an aulomatic start-
stop display, and many pictures of the
firm’s engines in radio and tv installa-
tions. Five special representatives will
attend the convention: R. V. Bradley.
R. G. Burdick, 5. Elsner. \. Schmudde,

J. loak.

CBS RADIO NETWORK
Sheraton Park, IT 600, 602, 601

CBs Radio executives at the conven-
tion will be Arthur Hull Haves. presi-
dent; J. Kelly Smith, administrative
v.p.: John Karol, v.p., sales; Lester
Gottlieb, v.p.. programs; William A.
Schudt, Jr., v.p., station relations: Eric
Salline, manager. network sales service;
Dudley Henry, manager. sales service.
Pacific Coast; Murry Salberg, man-
ager program promotion; Sherril Tay-
lor, co-director, advertising and sales
promotion.

Representatives  for CBS  Radio
Owned and Operated stations: Wen-
dell B. Campbell, v.p.. station adminis-
tration: Carl Ward, gen. manager,
WCBS. New York; E. Il. Shomo, gen.
manager, WBBM, Chicago; William D.
Shaw, gen. manager. KN\. Los An-
geles; llarvey Struthers. gen. manager,
WEEL Boston: llugene Wilkey. gen.
manager. KMOX. St. Louis; Jules
Dundes. gen. manager. KCBS, San
Francisco.

CBS TELEVISION FILM SALES
Shoreham, A-200-207: Sheraton-Park,
E-212, 214

CBS Film will exhibit all their pres-
ent programs as well as introduce sev-
eral new properties. Gene Autry, Gail
Davis, Dick Jones will be o hand. A
CBS color television set will be given
away as a door prize. Newsreels will
be shot of visitors interviewing Con:
gressional members and prints flown
home gratis to be shown in local news
programs,

Attending for CBS Film: Leslie Har-
s, v.p. and general manager; Fred J.
Mahlstedt. director of operations and
production; Wilbur 3. Edwards, gen-
eral sales manager: Walter Scanlon.
sales promotion manager: Howard
Kany. manager of News Film; Jack
Bush, manager of New< Film produc-
tion.

CBS TELEVISION NETWORK
Sheraton Park Annex., 11-400, 02. 0t
Representing CBS TV will be: J. L.
Van Volkenburg. president; Herbert V.
Akerberg. v.p.. station relations: Merle
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S. Jones, vp.. CBS IV stations and
general services; William 1lylan, v.p.,
network sale~: Leslie Atlass, v.p.. gen-
cral manager, WBBMTV_ Chicago:
Richard Salant. v.p.. general executive,
CBs. Ine.; Edward . Shurick, na-
tional director. station relations: Bob
Woaod, assistant national director, sta-
tion relations; Edward Scovill, central
manager, station relations; Robert
Jamieson. sales service manager, net-
work sales; Craig Lawrence. director
station administration: Sam  Digges.
gen. manager. WCBS-TV, New York:
lldmund C. Bunker. gen. manager,
WXIN, Milwaukee; James T. Aubrey,
Jr., gen. manager, KNXT, Lo An-
geles: Clark George. gen. manager,
CBS TV Spot Sales.

CENTURY LIGIITING

Shorehiam, Exhibit Spuce 21

Century will <show a complete line of
studio lighting and lighting control
equipment.

Five men will attend the convention:
Edward F. Koak. president: Charles
Shealin. Dick Murdock, Rallo Wil
liams. Frank Jacobs.

CIIERYL TV CORP,
Shoreham, F-202

Cheryl will provide literature about
20 post-war features including A Walk
in the Sun, 52 Wrestling from Canada
filmed hours available 1 June, and 52
Melodrome dramatic hours edited to
54 minutes. The latter were originally
silent high-budget pictures produced at
Paramount with 1nusic  effects  and
voice track added.

Si Lipson. president of the firm.
and John A. Lttlinger. its national
sales manager, will both attend the
comvention,

COLLINS RADIO CO.

Shorcham, Exhibit Space 31

Collins is planuming to exhibit its
Type 211 M Broadeast Transmitter.
20V.2 one-killowatt DBroadcast Trans-
mitter  with remote control  svstem.
212A-1 Studio Console, 21B-2 Studio
Console. 212Y-1 Remote Amplifier,
212071 Remote Amplifier. 127-2 Four
Channel Remnote \mplifier. and miscel-
laneous items of rack-mounted speech
equipment. The new item to be shown
will be the firm’s Tv-Microwave Relav
equipment.

Seventeen  Colhins  representaties
will attend,

COMMUNICATIONS PRODLCTS DIVI-
STON,; ALLEN B, DU MONT LABS
Shoreham, Exhibil Space 935 Suite G-600

DuMont will introduce  complete
color programing equipment facilities.
It will also present a complete line of
color terminal equipment and  test
equipment for handling incoming color
signals from network. film or other
pickup sources. The DuMont 25 kw.
or 50 kw. tv transmitter will also be
shown, as well as the transmitter con-
trol console, the new DulMont high-
quality color monitors. color stabiliz-
ing amplifier. color masking equip-
ment. color switching and mixing
equipment, the new nine-chamnel color
switch unit. and video control equip-
ment for both monochrome and color
tv equipment.

The following people will attend
from the Communication Products Di-
vision: R. E. Kessler; G. 2. Gregory,
F. S. Newman, D. Christie. 1. McCrae,
I Mate, D, Quinlan. These men from
the Tv Trans=mitter Department will
also attend: J. B. Tharpe. K. F. Peter-
son, C. E. Spicer, H. Bloomberg, L. C.
Radford. Jr., R. J. Myers. B. J. Klind-
worth, F. A, O’Connell. G. Winston, L.
Keys, J. P. Gallagher, E. G. Gramman,
J. Shearer, G. Wagner, I Bonvouloir,
F. C. Grace. H. Del Murvo. N. Ritter,
R. Bollen, L. Litchfield, ). Sims, D,
Stewart. These four men will be there
from the Research Division: R. Cava-
ragh, R, Tingley, J. Haines, R. Deich-
ert, and also, representing the Interna-
tional Division, J. VMorrisey.

CONRAC
Shoreham, F-208

Conrac will <how its utility video
monitors and tuners for “off the air”
monitoring of video and audio. Four
men will represent the company at the
convention: W. J. \loreland. presi-
dent; J. G. Jones, chiefl engineer: R.
M. Alston. sales engineer: W. B. Good-
man. credit manager
DAGE TELEVISION DIVISION,

THOMPSON PRODUCTS

Shorcham, Exhibit Space 3: Sheraton-

Park, E-106, 108

The Dage television exhibit will fea-
ture the vidicon color camera with
special emphasis on a convertible mon-
ochrome to color system which per-
mits the telecaster to protect his in-
vestinent in monochrome. The Dage
color for film programing consistz of
a three-vidicon ~vstem. The firm will
alzo show a complete lmv-pow(‘r tv
station. to <how that telecasters ean
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« mmpletel t tation for less
b

Dace men will attend the
convention: Jnn Lahey, general man-

u \efl Cox. Jr. direct sales man-
o J. W. Ahusky, chiel engineer:
( 1. Fathauver, chiel develop-

o . 11, . Crow. project

H. Garba. design engineer:
Charles Abney. sales engineer: tHarold
Ennis. svstem= engineer: CHff Schmidt.
engineer: Mort Zhmmerman. district
ales manager: Wainne Stewart. dis
tnct sales manager: John Mullen, dis-
trict <ales manager: Joseph Farnum.
district sales manager.

DRESSER-IDECO CO.
Shoreham. E-102, 104

Dresser will plan its exhibit around
tv and radio antenna towers. To en-
tertain visitors. a former Disney car-
toonist will <keteh their caricatures.

These men will represent Dresser:
J. M. Hogan. general sales manager:
J. IR, Hayden, industrial sales man-
ager: G. W. lles, tower sales represen-
tative: 3. E. Wilson, contract adminis-
trator: C. D. Byrd, sales promotion
manager: K. I Brust. manager of
California Division; John F. McVey,
sales engineer of California Division.

FLAMINGO FILMS

Shoreham, I°-207

Ilamingo film personalities will ap-
pear at the exhibit. Convention repre-
sentatives will be Sy Weintraub. David
Wolper, Ray Hamilton. Ken Rowswell.
Charles McGregor. 1ra Gottlich, Bill
MeDonald, Juhian Ludwig. Ken lsrael.

FLECTRO-YOICE
Shorcham, F-212

Electro  wall new  Imicro-
phones for braadeasting and telecast-

exhibit

mg. as well as new monitor speakers,
Howard Seuther, manager, and Louis
Burroughs. chiel engineer, will repre-
scnt the firm.

DU MONT TV NETWORK
Sheraton Park., 757-701

DuMont representatives at the con-
vention will inelade Ted Bergmann.
managing director: John 11, Bachem.
geveral manager: James L. Cadigan.
divector ol programing and produoc-
b. Cllii»]). divector ol
cigineering: Robert 1. Coe, director
ol <station relations: Edwin D. Koehler,
manager. station velations departiment :
S0 Woolfl teletran-
~«ription departinent: Leshie G Aries.
Jroocens manager. WTTG: Mal-ohu

AL Barleson. <hiel engineer, WTITG.

hon: Roduey

2}
vobert manager.
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GATE> RADIO CO,
Shoreham. Exhibit Space 30

Gates will show a complete new line
ol am broadcast transmitters, from 250
watls to 5,000 watts. Class IV local
250 watt stations will be particularly
mterested in a hrand new BC-250L 250
watt transmitter so designed that it can
at any time be increased to 1,000
watts.

Gates will also show a brand new
5 kw. transmitter, BC-5E. which does
not have any external
=till another new model to be exhibited
i~ transmitter model BC-1J. which is a
1000/5000 watt unit designed with
high fidelity performance. small in size
and simple to operate. There’ll also
be a series of other new models of
radio and television station equipment,
including a brand new remote control
system with 19 metering [unctions and
42 control functions. two new andio
products, inelnding a two-channel light-
weight remote amplifier.

Nine Gates executives will attend:
P. S. Gates. president; L. J. Cervone,
ecneral sales manager: \. L. Jochem.
director ol engineering: O. J. McRev-
nolds. Washington district manager:
W, W, Warren. Washington sales en-
gineer: J. M. Haerle. New York dis-
trict manager: E. J. Wilder. New York
sales engineer; Richard Spruill. Atlan-
ta sales engineer; J. R. Eickmever,
Quiuey sales department.

components,

GENERAL COMMUNICATIONS,

BROADCAST DIVISION
Shorcham, Exhibit Space 37

There will be 11 compouents to this
firm’s exhibit: minimum manpower tv
studio layvonts showing automatic and
maintenance [ree equipment: master
power supply svstem for tv stations;
individual regulated power supplies;
video and audio  preselect program
switching:
tems; stabilized amplifiers for video
and pnlse distribntion:  dial-operated
tv studio program monitoring svstem:
regulated relay power supplies: pre-set
light control panels for tv ~tndio light-

color camera switching svs-

ing: master program and utility moni-
tor~; andio control consoles for tv
maonitors,

These are the six men who'll repre-
cent the firm at the convention: Earl
D. Peterson. president and director ol

engineering;  Bill  Lenox  Dunbar,
broadcast equipment; Leslie G. Pum-
roy. sales engineer; D. A. Puerner.
engincering: Jolm C. lein. engineer-
ing; Charles Coleman. Jr., design en-

gineer.

GENERAL ELECTRIC
Shoreham, Exhibit Space 2; Sheraton-
Park, A-6035. 606, 611

GE will be exhibiting their 12 KW
high power uhf transmitter; 2-camera
portable eamera chain; “one-man op-
eration,” whieh includes transmitter
control and monitoring equipment, au-
ral and visual switching equipment. vi-
dicon film chanel, lide projectors, syn-
chrolite 16 mn film projector; a com-
plete line of switching systems includ-
ing relay plug-in audio eonsole.

Among those attending for Glo will
be W. J. Morlock, general manager,
technical produetz department. From
the broadcast equipment section: I. 1..
Chamberlain, geuneral manager; F. P.
Barnes. manager of marketing; A. F.
Wild. manager of sales; R. H. Jordan,
manager ol advertising and sales pro-
motion: C. J. Simon. manager prod-
uct planming: C. W. Michaels, man-
ager of marketing and administration.
W. G. Broughton, W. R. Chapin, J. W.
I. Cody. J. M. Comer, Jr.. J. H. Doug-
las, 11. W. Granberry, C. T. Haist, M.
M. Haertig, R. E. Lauterbach, G. F.
Oberrender, Jr., J. 1. Paiter. John
Wall. F. R. Walker, Glenn Webster. L.
K. Larkin will represent International
GE and there will also be representa-
tives from Canadian GE.

GENERAL PRECISION LABORATORY
Shorcham, Exhibit Space 1, Room F-204

General P'recision Labs is exhibiting
its new 3-Vidicon Color Film Chain,
along with the new cost-cutting idea,
making use of two cameras: one with
the GP’L Watson Vari-Foeal Lens with
zoom and focns run from the countrol
room. and the second camera mounted
on a complete remote control pedestal
providing remote control of pan and
tilt, lens change. focus and iris plus a
memory  of six  pre-sel  positions
switched by push Dbutton to correct
aim, lens, iris and focus.

Seventeen General Precision Labs
reps will attend: Dr. R. L. Garman,
Blair Fonlds. Dr. 1°. N, Gillette. N. M.
Marshall. 15, 11. Lombardi. J. W. Bel-
cher. M. J. Volpe, W. E. Smyth, F. A.
Himgerlord. Jr.. Ro H. Johnston. E. J.
Manzo. R. K. Thunsicker. A, I°. Brun-
dage. G Q. Herrick, 1. L. Pourciau,
\. C. laemer. Tom Gnllette.
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Advertisement

2
/3 of newspaper “Ad Noting™ less than 2.3%

_F

92% radio listening higher than that!

Pulse checks radio and newspaper habits

Nobody questions the effectivencss of
newspaper advertising to blanket (ocal mar-
kets and sell—uwith low noting ratings, too,
except for local advertisers such ax depart-
ment stores and big food and drug oullets.

In Salt Lake City. taking ouly the home
county for both newspapers and radio
rather than compariug the enormous com-
hined circulation of radio covering the en-
tire area ol broadcast—/Pulse’s study of
newspaper advertising was administered in
:_-xaclly the same nway programming on the
air is measured. Stations KALL. KDYL,
KNAK, KSL, and KUTA sponsoied the
project.

Net result? Two-thirds of the newspaper
“ratings” were under 2.5, whereas 92 ¢ of
the quarter-hour ralings for each of the
stations was greater than 2.5.

Pulse interviewers went to the lomes of
500 families—submitted for cliecking the
heavily traficked Thursday night food edi-
tion of the “Deseret News,” and the equally
important Friday moruing “Tribune.”
Hfomes were revisited i necessary, so that
all members of the family joined in the in-
terview. If only one person noted an adver-
tisement it was credited with having been
seen. Fvery precaution was taken to be
fair and objective.

96.8% of all homes read oue or botl
papers.  Maximum rating was accorded
only pages, or spreads, or dominant space
by department stores, whose messages in
essence are news about merchandise.

In the two big issues, only 15.6% of all
advertisements scored percentages better
than 9.9. FEvery advertisement for the in-
terviening dates of February 10 and 11 was
Pulse-rated.

PULSE, /nc., 15 West 46th St.,
New York 36

in Sali Lake City from interviews

\mong the findings of interest to adver-
tisers generally is the fact that large space
often pas<es unnoticed. \ <pecial Sears-
Roebuck supplement of 12 pages reaehed
but little more than oue out of five families.
A nationally famous food product adver-
tiser usiug two-column reminder blocks in
multiple inserlions was a signal flop, with
less than 14 noting. Color did not enhance
scoring.

withe 500 families ehecking page by page

What is the most significant thing in this
lesl?

If newspapers and their advertisers can
point out the long record of sales suecesses
in spite of [ractional noting of a reminder
message, certainly radio proponents nced
not defensively and timidly report their au-
diences, more than large enough to move
millions and billions of dollars worth of
merchandise.

prize!

R
more i 9Ha.

Attending NARTB Convention?

Please see me at the Sheraton Parls,
Suite 291, Jor details of this survey
and other Pulse activities

Pulse methods are <o accurate. resnlts so reliable. thal we can measure
even thie lowesl-raled programming or advertising.

Findings are accurate and repre~entative Lecause Pulse reports the whole
sample—does not have o edit, reject, or <truggle with the handicap of only
50 to 7097 returns, ax in diaries. Does not have to adjust for <ome 107¢

tape spoilage, plus another 10-20% rejection of =ub-<tandard diaries.

Pulse ratings are computed directly from the basic facts exactly as col-
lected! And householder reaction is natural. hecause there i= no artificial

prompling by signal. phone. or the compulsion of reporting for pay or

No “adjustment’—no “quality control” is needed for Pulse data. Sub-
scribers know that Pulse has the best and by far the largest sanmiples i the
radio and television industry. 1,250.000 homes interviewed last vear

oty

fCoelo—"

Director

“Largest sample outside U.S. Census, the service with the most subscribers”

1,250,000 FAMILIES INTERVIEWED IN '54—for '55 still more

e



FIARRY ~ GOODMAN PRODUCTIONS

dn Productions will show. for
-t time. A Word front the Stars,
a merchandising contest incorporating
nha clips from top lollywood movies
with local. ive emcee.  Another first
Jiowing will be Cyclone Malone, 65
arter-hour films for children and
teen-azers. The firm also intends to
run off commercials it has made for
various advertisers. and plans a “hush
hu<h™™ civeaway that “will have the
whole comvention talking.”

FFour men will represent the firm:
Harry =, Goodman, general manager;
Fverett F. Goodman. sales manager;
Stuart M. Wilson, production super-
visor; Monty Bailey-Watson, European
representative.

GRAY RESEARCH & DEVELOPMENT
Shoreham. F-114

Grav will demonstrate remote con-
trol. the Gray Telop I1l, Automatic
Opaque Projector, together with 3B
Telojector. The firm will also display
transcription arms and equalizers.

Newland F. Smith, v.p., and Chester
B. Hayes, gcneral sales manager, will
attend.

GRAYBAR ELECTRIC CO.
Shoreham, Exhibit Spaces 19, 20;
Rooms F.100. 102, 101

Graybar will show F3M Multiplexing
Equipment and tape programing serv-
ices for owners of fm stations and op-
erators of functional music distribu-
tion svstems under special communica-
tion authorizations. J. W. LaMarque,
general communications sales manager,
G. 1. Jomes, manager of electronics
and varions district managers
and electronics salesmen will attend
the convention.

sales.

GUILD FILMS CO.
Shorecham, D-200, 202, 800, 802

Guild will have the following new
shows available for screening: Confi-
dential File, The Goldbergs, 1 Spy,
Brother Mark, The Ina Ray Hutton
Show. The firm will alzo show such
current programs as Liberace, The Flo-
rian Zabach Show, Frankie Laine, 1t’s
Fun to Redure, Life with Elizabeth,
loe Palooka, Loonev Tunes, Vitapix
Weeterns, and Wrestling,

Guild will give a surprise sounvenir
gilt to all who sereen the firm’s new
Confidential File.

These men will attend the conven-
fion: Reah Kaufman. president; David
= the  president;
\ s Mendelsolm, divector of sales

avage,  assistant  to

promotion:  Manny  Reiner, v.p. in
charge of feature sales; Joe Smith, v.p.
in charge of syndicated sales; Karl
Gericke. assistant sales manager; Ar-
thur Gross, client service director;
Curt Kaufman, assistant client service
dircctor.

THE HARWALD CO.
Shoreham, C-201

Harwald will four different
products and distribute literature ex-
plaining these products: Inspect-O-
Film Editor Model K, for handling tv
films; Inspect-O-Film Model H, which
automatically cleans and inspects 10
mm. movie film; Protect-O-Film No.
100, a non-flammable film conditioner
wltich both cleans and protects 16 mm.
and 35 inm. motion picture film or film
strips: Protect-O-Film No. 200.

Robert  Grunwald, president, and
John L. Remke, sales manager, will
represent the company.

show

HOLLYWQOD TELEVISION SERVICE
Shorecham, G-204, A-500, 502

Hollywood will provide advertising
brochures and display boards listing
approximately 450 features. Westerns
and adventure shows currently offcred
te tv; also display boards showing the
firn’s “limmy” Award winner. Stories
of the Century. There will also be an-
nouncements about The Adventures of
Fu Manchu and Behind the Scenes.

Representing the firm will be Earl
Collins, president: Richard G. Yates,
v.p.; Jake Flax, sales rep; Sam Tabor,
sales rep.

C. E. TIOOPER
Sheraton-Park, 356, 358, 360

This research company will provide
literature about itx services. Attend-
ing the convention will be James 1.
Knipe. president: Fred 11. Kenkel, v.p.;
and Frank G. Stisser, Jr., v.p.

HOUSTON FEARLESS CORP.
Shorecham, Exhibit Space 22

Houston will exhibit the new jm-
proved Cinemobile Crah Dolly; the
new PD-7 Pedestal: the new labmnas-
ter photographie processing machine:
Cradle Teads for RCA. CGE and Du
Mont tv cameras The firm will also
provide literature about its products
and a speeial free convention souvenir.

These five men will represent the
firm at the convention: A. J. Kjont-
vedt, sales engineer; K. B. Elliott, v.p.;
J. L. Jiruska, eastern regional sales
manager; R T. Smith, sales engineer;
J. B. Olssen, sales engineer.

IHUGHEY & PHILLIPS
Shoreham, E-1035

Hughey will demonstrate a remote
lamp failure indicator system, show
tower lights, controls and accessories
for tv. am, fim and microwave towers.

These five men will the
company at the convention: J. 1{. Gan-
zenhuber. v.p. and general manager;
and sales reps M. ]J. Cudahy, H. J.
Geist, W. L. Hotz. It. L. Lang.

represent

INTERNATIONAL NEWS SERVICE TV
DEPARTMENT
Shoreham, F-209
INS will show Telenews daily news-
film, Telenews This Week in Sports,
news digest, as well as the INS Fac-
simile, demonstrating sound transmis-
sion with photos. Four men will repre-
sent INS: Robert H. Reid. manager of
the tv department; John M. Cooper,
radio-tv news director; IFred Method,
sales; llugo Seiler, sales.

KAY LABORATORIES
Shoreham, Exhibit Spaece 12, Sheraton-

Park, A-111-115

Kay Lab will exhibit a studio vidi-
con camera chain complete with a five-
ineh electronic viewfinder. The finn
will also show a vidicon film pickup
chain with slide and film projectors
and multiplexer. Also, Kay Lab will
preview a new remote vidicon camera
chain housed in suitcase type packages
to be portable, and a completely new
RETMA sync generator using extreme-
ly stable phantastron counters.

These men will represent Kay Lab at
the convention: Richard T. Silberman.
president and general manager: Rich-
ard 11. Applin. factory manager; John
P, Day, chief television engineer; Jo-
seph S. Szewzuk. engineer; Frederick
L. Ilorman. field rep; Robert E. Pat-
ton. field rep: Martin F. Whitcombh.
field rep.

KEYSTONE BROADCASTING SYSTEM
Sheraton-Park, A-T11-715

K3B will show coverage maps, ad-
vertising display and special 1954 con-
sumer's tabulation. Fonr KBS execu-
tives will attend: Noel Rhys, v.p.: Ld-
win R. Peterson, v.p.; Blanche Stein,
director of station relations; Charles
Hammarstrom, a’e.

(Please turn to page 75)
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It will pay you to take a closer look at Keystone

To sell more — you have to Tell more to more
people! It’s as simple as that. Lots of good busi-
nessmen have forgotten something very funda-
mental about advertising media. We’d like to
re-discover the principle for them right here and
now.

“Look for that advertising medium which
reaches the largest number of able-to-buy cus-
tomers per dollar expended. Then check a little
further and see what PLUSES you can buy with that
same advertising and selling dollar.”

# WRITE, WIRE OR PHONE FOR

CHICAGO NEW YORK

111 West Washington St. 580 Fifth Avenue

STate 2-6303 PLaza 7-1460

LOS ANGELES SAN FRANCISCQ
3142 Wilshire Blvd. 57 Post Street

DUnkirk 3-2910 SUtter 1.7440

L~~~ TAKE YOUR CHOICE

A hondful of stotions or the network . . .
o minute or o full hour . . , it's up to
you, your needs.

1~~~ MORE FOR YOUR DOLLAR

No premium cost for individuolized pro-
gromming. Network coveroge for less
thon '‘spot’’ cost for some stotions.

4~~~ ONE DRDER DOES THE JDB

All bookkeeping ond detoils ore done
by KEYSTONE, yet the best time ond
ploce ore chosen for you.

16 MAY 1955

COMPLETE MARKET

THE VOICE

If you will apply that mecasurement to KEY-
STONE'’S 814 HHOMETOWN AND RURAL RADIO STATIONS
— looking at their overwhelming coverage of this
great market of 60 million good customers you’ll
know that this “closer look” will pay large divi-
dends.

The story of KEYsTONE’s market and its pLUS
MERCHANDISING is told, not by KEYSTONE but by
contented advertisers whose names you know and
respect. We'd like to show you this SPECIAL re-
port ... Now! Send for our new station list.

BROADCASTING SYSTEM, inc.

iNFORMATION ANO RATES

OF HOMETOWN AND RURAL AMERICA
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check these current GUILD Hits: L ‘
o LIBE) ACE.SHOW o T'S FUN TO REDUGE:
| NIETY FEATURS RS GUILD FILMS

e JOHNNY MACK BROWN COMPANY, INC.
WESTERNS

. i A&t THEAT&Q ® WRESTLING FROM 460 PARK AVENUE L4 NEW YORK 22, N.Y." MUI’I’OY‘ Hi“ 8'5365
_ ! HOuwywoop IN CANADA: S.W. CALDWELL, Ltd., TORONTO




KLIEGL BROTHERS

Shorcham, Exhibit Space 14

KRliegl will <how v studio lighting
and switeh and dimmer control equip-
wment featuring the new 3 2 lens Fres-
nel. the new 750 Fre-nel. new slide
and effects projector. new 3 kw. klieg-
lizht. Herbert More. tv sales rep. and
Herbert \. Kliegl. v.p., will attend.

LANG-WORTII FEATURE IPROGRAMS
slhivrecham. F-100

Lang-Worth will stre~s the role of it~
Commercial Spot Service in building
local radio business.

Representatives at Convention: C. O.
Langlois. Sr.. president: John D. Lang-
lnis. secretary and sales manager:
Winnie O'Keefe. v.p.: Hugh Allen. Ed
{ardiner. Bob Hall. spence Caldwell.

LLANGLOIS FILMUSIC
shoreham. E-100

Langlois will exhibit television pic-
tures for which it supplied the musical
score, and will alro demonstrate tv
music librarv on disk for station use.
C. 0. Langlois Jr., president, and T.
A. Roseen, =ales manager, will attend.

M&EA ALEXANDER PRODUCTIONS
=horeham, E-205

MEA will exhibit itx film properties
including features, Westerns.

Arthur Alexander. Max Alexander.
Larry Stern and Ben Elrod, will be at
the convention for M&A.

MACIILETT LABORATORIES
Shureham, Exhibit Space 20

Machlett will show a complete line
of transmitting tubes from am, fm and
tv service. They will feature particu-
larly a new line of coaxial terminal
iriodes for high and medium power
liroadcast and communication applica-
tinns. R. Nelson, G. Whitney and L.
(iilbert, all Machlett sales engineers,
and H. J. Iloffman. v.p.. will represent
the firm at the convention.

MCATY
shorcham, 13-200

A “mysterious” plan, “Operation A
to W is the theme for NMCA’s exhibit.
(For clues. see story. page 92.)

Those attending the conferences for
MCA: David. Sutton, Wynn Nathan.
Lou Friedland. Frank Mincolla, Aaron
Beckwith, Robert Greenberg, John
Rohrs, Tom McManus, Jr., Raymond
Wild, Noel Rubaloff, Dale Sheets,
Charles Borwn, George Faust, lLee
Savin.
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MINOT TV

A new police adventure series, Vew
Orleans Police Department will be
screened at the convention.

Minot representatives at the confer-
ence will be Charles M. \mory. pre~i-
dent: E. C. Donegoan. v.p.; Leo Brody,
~alesman.

MUSICOLOR
Shoreham, C-202

Musicolor will exhibit some of the
apparatus the firm made while waiting
for color tv. The big news. however,
will be the demonstration of Colorobot.
which the firm will present to stations
so that they can have something to ~ell
o sponsors before and after they are
on the color network. The firin will
also exhibit Colorama. studio rear pro-
jection. and “Look-It!”", “now vou can
see music.”

Representatives at the convention
will be: John Burroughs, tv promotion
consultant: Otto Fried. consulting en-
gineer: Helen Spencer. A.1LD.; Edwin
S, Pierce, LAT.S.E; Maurice Welzel,
lighting consultant

MUTUAL BROADCASTING SYSTEM
Sheraton-I’ark, A-200

MBS will be vepresented at the con-
vention by Thomas F. O™\eil, presi-
dent; Johin B. Poor, executive v.p.:
J. Glen Tavlor, v.p, policv: LEarl M.
Johuson. v.p.. station relations: Robert
A. Schmid, v.p.. advertising, research,
public relations: James Wallen. v.p..
finance: Robert Carpenter. director of
~tation relations: Charles King. station
relations, Eastern region; ‘Thonias
Duggan, station relations. Western re-
gion; Franeis N. Zuzulo. director of
public relations: Robert Elliott, diree-
tor of advertising.

MUZAK CORP.
shermon-1"ark, B-111-115

Muzak Corp. will maintain a hospi-
talitv suite to discuss the opportunities
a VMuzak functional background music
franchise provides for stations. Iater-
views will be by appointment. Charles
C. Cowley, executive v.p.. and Fd
Hochhauser, Jr., v.p. and director of
merchandising. will attend.

NATIONAL AFFILIALED TELEVISTON
STATIONS
Shorcham, 1201
NAT> will provide literature to ex-
plain it~ all-channel <ervice, in con-
junction with General Electric. \ttend-
ing will be Joseph Justman. chairman
of the board; Berman Swarttz, trea-
surer: Richard Dohlerty, director of
management  services:  Glenn  Lord,
General Electric N VTS administrator.

NATIONAL BROADCASTING CO.
Sheraton-I’arkh. D-200, 203, 201t

NBC representatives include Sylves-
ter L. Weaver, Jr.. Robert W. Sarnoll,
Charle~ Denny. Hamilton Shea. Thomas
MleFadden. Jolim Reber. Charles Col-
lcge. Hank Shephard. Ravmond Guy.,
Richard  Close.  Jules  llerbuveaun.
Carleton D. Swmith. Joseph Goodfellow.
James Kovach. Jolin Rogers. Station
relations personuel attending conven-
tion are: llarry  Bamnister. Robert
\aron, Hamish  Melntosh.,  William
Kelley, Joseph Burhalter. PPaul Hancock.
Paul  Rittenhouse. Rayvmond O Con-
nell. Donald Mercer. Ogden Knapp.
\lan Courtney. Sheldon Hickox.

ANBC FILM DIVISION
Shorcham, D-212, 214; 15-208

A\BC will have two new properties
at the exhibit for screening: Steve
Donovan. Western Marshal: The Great
Gildersleeve.

Eight NBC I'ilm executives will at-
tend: Carl M. Stanton. v.p. in charge
of the I'thm Division: Edgar G. Sisson.
director of the Film Division: 1.
Weller Keever, national sales man-
ager; lLeonard C. Warager, Eastern
sales manager; Daniel M. Curtiz. Cen-
tral sales manager: Clifford E. Ogden.
Western sales manager: J. 11. Smolin.
advertising and promotion manager:
Frederick Jacobi. publicity manager.

NATIONAL MUSITIME CORD.
Shorcham. E-T100

National Musitime will exhibit some
of it~ automatic tape station equip-
ment. play it~ preprogramed tape h-
brary mu-~ic for FV stations.

These three men will represent the
firm at the convention: Jerome K.
Levy. vip.: Robert Winston. vop.: Gor-
dou Myers. program director.

NATIONAL TELEFILM ASSOCIATES
Shoreham, 203, 205
NTA will <how ~ome of the “Fabu-
lous Fortn.” a package of theatrical
features starring ~uch names as \lee
Guiness, Jame~ Vlason. Stewart Gran-
(Please turn to page 78)
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A WEEKLY SERI|;

° STIRRING TV DRAMA!

e DARING PHOTOGRAPHY! _—r .*’.

® AUTHENTI( STAGING! OTTO KRUGER DON DE FORE

HOLLYWOOD STARS EVERY WEEK! T
. EVERYTHING to
make this the most talked
hout show on Television!

]
OWARD DL ELLEN DREW WALTER KINGSFORD
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DEMAND THAT ONLY

A BIG, NEW IDEA
COULD PRODUCE!

® OLYMPIA BEER 22 West Coost Markets
@ PICTSWEET 13 Morkets :
& BROMO-SELTZER 17 Markets

® WHITE KING SOAP 5 Morkets

@& GERITOL 5 Markets

& GENESEE BEER 3 Markets

® BANKS FIRST NATIONAL of Miomi © FIRST
NATIONAL of Atlanta ® NATIONAL BANK of Tuisa
‘@ AMERICAN NATIONAL BANK & TRUST (0. of
Chattanooga © SECURITY FED. SAVINGS & LOAN
(olumbia,, S. Carolina.

® UTILITIES ARIZONA PUBLIC SERVICE In
Phoenix, Yuma © NEW ENGLAND GAS & ELECTRIC
in Boston ® CENTRAL MAINE POWER (0. in Portiand
® NATURAL GAS COMPANIES In Pittsburgh e
PROVIDENCE GAS €O, & BLACKSTONE VALLEY GAS
& ELECTRIC in Providence ® MANUFACTURERS LIGHT
& HEAT CO. Wheeling, W. Virginla

® FOODS T10BIN PACKING (€0. in Utico,
Rochester, Buffalo ® MARMAT PACKING In Charlotte
® ACME SUPERMARKETS in Syrocuse © PEVELY
DAIRY In St. Lovis ® ASSOCIATED GROCERS in Billings
@ STRIETMANN BISCUIT in Huntington, W. Vo. ®
KOTARIDES BAKING in Norfolk ® HATHWAY BAKER-
IES in Providence ® WOODHAVEN DAIRY In Mobile,
Alaboma @ TEXAS COFFEE (0. Beavmont, Texas

® GASOLINE WISCONSIN OIL €O. in Mil-
wavkee © CONTINENTAL OIL CO. In Dallas @ BELL
Ol 0. Ada, Okichoma @ PHILLIPS PETROLEUM
in Greensboro, N. Carolina

® AUTOS FORD 5 Western Markets ® PLY-
MOUTH 2 Big City Markets ® PONTIAC 1 Market

AND MANY MORE

VISIT ZIV-TV CONVENTION EXHIBIT MAY 22-26
RM.A209, SHOREHAM HOTEL, WASHINGTON, D.C.

Every story is based on scien-
tific facts dramatically dem-
onstrated by your host . . ..

TRUMAN BRADLEY

VAILABLE in Spanish, French, German and [ltalian




enc Olivier, and including
a~ The Man Betceen., Tales
“ra o Captain’s Paradise.

N A il also announce the availa-
ot two new sindicated shows.
! Call and The New ldventures
¢ Juna Smith ~tarring Dan Duryea.
~evene NIV executives will attend
the comvar tion: Elv Ao Landau, presi-
dont: Olnver Ao Unger. executive v.p.:
Harold Goldman. v.p. in charge of
<ales: MMartin Roberts. director of pro-
motion and sales service: Edyvthe Rein,
w~sistant to the president: . Johnv
Cradl, Midwestern sales manager; Ed-

ward Grav. Western =alex manager.

NEMS.CLARKE

shorcham. Exhibil Space 5

Nems-Clarke will show the following
equipment at the exliibit: phase moni-
tors, field strength meters, tv rebroad-
cast receivers. video jack strips, video
patch cords.

The following men will represent
Nems-Clarke: K. B. Redding. adminis-
trative as~istantz R. . Grimm. chief
development engineer: A, 3. Clarke,
president; J. Gilbert. engineer: R. I
\lay, sales engineer.

A. C. NIELSEN €O,
shermon-Park, 690, 692

Nielen will feature details of the
Niel-en ™tation Index local area radio
and v audience nieasurement reports,
cwrrently available for cight markets,
Compamy will have data available on
~tations in Philadelphia. Boston. San
Francisco, Los Angeles. Chicago. New
York, Cleveland and Detroit.

I'ive Nielsen executives will attend
the convention: John K. Churchilt.
vper BT James, vopes William R
Whatt. vopo: Murry Harris, publie ve-
lutions director: David A, Travlor.
service execnlive,

OFFLCIHAL FLHLMS
Shorehawm, C-203, 205

Oflicial will exhibit the following
propertics: Dateline Iurope, Tlhe Star
and the Story, Overseas Adventure.
My Hewo, Seceet File, U.S.A., Col.
Vaieh of Seotlaqud Yard, This Is Your
Wusie, Teay and the Pirates.

Oflicial will have a delegation of 10
al the comvention: Herly Jafle, vop. in
charge of sales: Tlerman Rnsh. v
and  director of Western Division:
I'rank O Driscoll. Fastern sales man-
acer: Jack Garrison, Midwestern sales
manaver: Jav Willlams, manager of
station «ale~; John Newman. director
of advertising and  promotion:  Art
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Breecher, Jerry lLee. Jefl Davis and
Dave Abbott.

PIHELPS DODGE COPPER PRODUCTS
shorcham, F-113

Phelp= Dodge will show its Styroflex
and Spirahl coaxial cables. Three men
{rom the firm will attend the conven-
tion: V. Clunet. district manager;
. W. Lemly. manager of high fre.
quency cables: ] B. Lynch  sales
engineer.,

PIHILCO CORPORATION

Shoreham, Exhibit Space 27

’hilco’s Government and Industrial
Division will display tv film equipment
for monochrome and color. color tv
test equipment. and tv microwave for
color S-T-1, and remote pickup.

\ttending  the comvention will Dbe
J. D, McLean, vice president; Al
lagerty, Industrial sales manager;
I. F. Bartlett. supervisor broadeast
Sill('.\': .] l{ l)e\V()”. Sl]l)t'r\'isi)r Ccom-
munication sales: J. R. McKenna. in-
dustrial  product  manager; K. C.
Moritz. regional manager; W. I, Tait.
assistant
M. A Williams, regional manager;
J. F. Dawson, regional sales manager:
I.. J. Boss. regional sales engineer:
G. L. \shby, regional sales engineer;
R. . MacDonald. regional sales engi-

industrial sales  manager;

neer; J. [, Jolmston. regional sales
engineer: L. Kendall. regional sales
engineer:  C. M. Volkland. regional
. . o .

sales engineer: S, H. Wright, regional
«ales engineer: M. L. Gaskill, advertis-
ing & sales promotion manager: J. W.
Mintzer. advertizing departiment.

PLLSE, INC.
Sheraton-Park, 291, 293

Pulse will be represented by Sydnev
Rostow. director and Trma Rozlow. ax-
sistant service dirvector.

RADIO ADVYVERTISING BUREAL

RAB will give a new slide presenta-
tion and condnet a sesston on Wednes-
day afternoon at 2:00 par. in which
local and national spot and network
advertisers will explain why and how
they nse radio.

Representing RADB at the convention
will be Kevin B, Sweeney, president
and J. Norman Nelson,

RCA ENGINEERING PRODUCTS DIV,
Shoreham, Exhibit Spaces 24, 23
Rooms F-214, 2163 Sheraton-1’ark,
=100, 411

Among those attending will be
W. W. Watts, executive v.p.; T. A,
Smith, v.p, and general manager; J,
. Taylor, advertising. sales promotion
manager; A, R. Hopkins, manager.
broadcast marketing department: E.
C. Tracy, sales manager, broadcast
marketing department: D. Pratt, man-
ager, broadcast field sales; W. B.
Varnum, manager, broadcast equip-
ment sales; P. A, Greenmever. man-
ager, broadcast advertising and sales
promotion; W. H. Lowther. manager.
credit department; E. T, Grifkith, man-
ager, customer relations: M. A, Trainer,
manager, broadeast studio equipment:
H. Duszak, manager, broadcast trans-
mitter Equipment: N, McNaughten,
manager, market planning: J, 1% Hill.
broadeast field =ales. Northern Region.

RCA THESAURUS
Shoreham, G-100, 101

RCA Thesaurus will present several
recorded shows for display including
“The Grantland Rice Story.” “Frank
Luther’s Fun Show.” “Do-it-yourself,”
“Great Days We Honor.” A new local
merchandising, timeselling plan. *“*Stop
at the Store with the Mike on the
Door.”” Over-all theme will be *Stake
Your Claim in the Thesaurus Platinum
Mine™ to celebrate Thesaurns’ twen-
ticth anniversary.

Thesaurus will take pictures of visi-
tors. Prints will be specially mounted
and handed out in one minute. In ad-
dition. seven big prizes will he given
awayv including an RCA room air con-
dittoner. hi-fi phonograph and eloek
radio.

Attending for Thesaurus will De
Frank J. O'Donnell, advertising and
promotion manager: Donald Axt. man.
ager. commercial researchi: William F.
Reillv. central sales manager: William
C. Gartland. Western sales manager;
George Field, Northeastern sales man-
ager: Wallace Cochiran, Southeastern
sales  representative:  Gus  llagenali,
central Northeastern sales representa-
tive:  Robert Fender. Southwestern
sales representative,

RAYTHEON MANUFACTURING CO,
Shoreham. Exhibit Space 31

Raytheon  will display the KTR-
1000-A color microwave tv relay svs-
tem: the KTR.100-B. a cheaper model;
the ACL-3 euelink, and narrow-band
fim communications link: a color moni-
tor; a rack mounted audio channel
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TMAT3: amd an automatic standby
relay switch [or unattended sites.

Altending the convention for Rav-
theurn will be Daniel J. Webster, mar-
keling manager: Albert E. Keleher.
communications production manager:
lRichard G. McLaughlin. assistant com-
munications production manager; Ed-
ward Alpert, assistant communications
production manager; George A. Hinck-
lev, field application engineer; Wilber
{;. Small, exhibits manager: William
J. Monroe, district manager; llarold
I.. Herndon, district manager: Fmile
J. Rome. district manager.

SARKES TARZIAN INC.

Shoreham, Exhibit Space 35

Sarkes Tarzian Inc. Broadeast
Equipment Division will display their
new automatic slide projector which
has a capacity of 100 slides: a new
16 mm. film projector, 3-2 pull-down
long light application.

Attending for Sarkes Tarzian Iue.
will be Sarkes Tarzian, president: Bia-
gio Presti. sales manager: Mort Weigel.
general manager: Slim Fuller. chief
engineer; Gene Keith, engineer; John
Guthrie. engineer; Herschel Stanfield,
engineer; Gus Abott, engineer; Chuck
Tudor, purchasing agent: Ted Rhodes.
production supervisor.

SCIHHAFER CUSTOM ENGINEERING
shareham, G-201, 202

The Schafer Custom Engineers will
display remote control systems and fm
multiplex modulators and receivers and
will anounce successful operation of
low cost fm multiplex operation.

SCREEN GEMS, INC.
Shareham, D-219, 22]

Screen Gems Inc. will show film
clips, promotion material and mer-
chandising products for all of their
network and syndication programs.
These syndication shows include “Big
Playback,” “Jet Jackson,” “All-Star
Theater,” “Top Plays of 1955.7 Also,
in production is “Jungle Jim,” with
Johnny Weismuller.

Representing Screen Gems Ine. at
the convention will be Henry Gillespie,
Southeastern sales manager; John Mit-
ehell, vice president in charge of sales:
Henry S. White, director of advertis-
ing; Frank Young. director of press
information,

SESAC INC.
Shoreham, D-208. 210

Sesac will exhibit their transcribed
library’s catalog of Dbridges. moods
and themes which contains over 8.500
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individual listings in more than .-Joo
categories.  The catalog is designed
for usage by both radio and tv broad-
casters.

Representing Sesac at the conven-
tion will he Alice J. Heinecke: Evarard
S. Prager, assistant to the president;
Robert Stone. director of program ser-
vice; Jim Myers. director of station
relations; Max Lerner. legal depart-
ment; Louis I, Tappe. station rela-
tions; Sid Guber, station relations:
David R. Hilsten, Western counsel:
Harold Fitzgerald, field representative:
M. K. Vickrey, field representative:
Glenn Ramsey. field representative.

SPONSOR
Shoreham, F-603, 603

SPONsOR will be represented at the
convention by Norman R, Glenn. editor
and president; Bernard Platt. v.p. and
general manager; Jacob A, FEvans
v.p.t Miles David. editorial director:
Elaine C. Glenn. secretary-treasure:
Arnold A, Alpert, Midwest manager:
Charles L. Nash, assistant to the adyer-
tising director.

STANDARD ELECTRONICS CORP,
Shorcham, Exhibit Space 33; Rooms

F-101, 103, 105

Standard  Electronics  will display
their new model TH-614-2 tv trans-
mitter as well as a line of Amperex
tubes featuring the ANX9905R. which
is used in the transmitter.

Representing Standard at the con-
vention will be William H. Zillger, vice
president; Harry R. Smith manager.
tv engineering; William 11. Rappolt,
manager, customers service; Stanley .
Chaikind, manager, marketing; Harry
Craig, engineer. tv division.

STANDARD RADIO TRANSCRIPTION
SERYICES, INC.
sShoreham, E-103

Standard Radio Transeription Ser-
vices, Inc. will exhibit the followiug:
Owneyour-own  musical
libraries.  Standard  “Shorty-Tune-.”
Super Sound Effects; and their Mood
Music Library.

Attending the convention for Stan-
dard Radio Transeription Services. Ine.
are Milton M. Blink, president; Wal-
lace E. Stone. vice president.

transcriplion

STERBLING TELEVISTON (O
~horcham, €-201

Sterling will exhibit promotional dis
plays and literature on their film prop-
erties.

\ttending the comention for Nter-
ling will be Saul J. Turell, president:
Bernice  Coe. sales manager:  Ted
Pyrch, salesman: Flliott \brams: Mr,
and Mrs. Lee Orgel.

TELECHROME SALES CORI,
shorcham, Exhibit Space 32
Teleechrome  will  demonstrate it~
complete line of color v equipment and
packages for <tations:
ronverting  to

equipment for
network  color. Joeal
color programing. I'CC color signal
generation. station and field color test
instruments. az  well as  measuring
equipment,

Highlight of the Telechrome exhibit
will be the new 3-Vidicon Color Film
Chain which multiplexes three light
sources 10 mm.. 35 mm. or slide.
Three men  will Tele.
Charle- Riker, president

represent
chirome: 1.
and sales manager: J. Ravmond Pap-
kin-Clurman. director of engineering:
John A, Rado. chief engineer.

TELEPROMPTER CCRP.
Shoreham, Lxhibil Spzec 235 Roome
B-215. 217

Telel’rompTer will show its cueing
cquipment. rear-screcn equipment. au-
tomation and several new TelePromp-
Ter developments  and
TelePrompTer also expects to make
lwo  new

accessories,
announcements  involving
equipment mnovations,

The following ~even people will rep-
resent TelePrompTer at the conven-
tion: Herbert W, Hobler. v.p. in charge
of sales: James Blair, assistant national
sales manager; Selma Wickers, direc-
tor of sales service: Rayvmond Hagen.
Irving B
Kahn. chairman: Hubert J. Schafley.
v.p. of engineering: Bndy Vlasak. chief
technictan, Hollvwood: Joe Kovalehik.,
chief technician. Chicago.

Chicaco  repre-entative:
t

TELEVISION BUREAU OF
ADVERTISING
shoreham, A-500. 502

TvB will be represented at the con-
vention by Oliver Trevz, president:
Norman E. Ca<h. <tation relation~ di-
rector: Ravimond F. Nelson. uvational
spot ~ales divector: Dr. Leon \rons,
research director: Gordon Hellermann.
sales development director: Ri hard A,
Moore, co-chatrman of the hoard

(Please turn to page S1
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RALIYIE W,
rice pesudent,

it admen should
anow ithout NARTB

These activities affeet advertisers. agencies

AL‘r(’ the nivriad activities of the NARTB of anv concern to the advertiser?
Though few admen realize it. the answer is ves. While inost NARTB func-
tion~ aflect ~tation~ and networks primarily, they have an indirect effect on
advertiser insofar as anvthing that has to do with the effliciency of a station
affect~ the price and effectiveness of advertising.
In addition. <ome NARTB activities directly impinge on advertising. To

&? ‘/q

THAD 11, BROWYN
rice president, Television

MEAGIER
rice president, Radio

HARDY JOUIN F.

fovernment [lelations

Government Relations. Ralph W,
Hardy, vice president: The government
relations activities of the hroadcasting
industry, alwavs—in theory at least
a two-wav streel. have become literally
~o during the past months. The rising
crescendo of calls within the govern-
ment for regulating legislation. which
spurted upward with the advent of
nationwide televizion. has continued
on apace. At the same time. economic
forces within the industry itzelf have
generated direct calls on Congress and
the administrative agencies for investi-
gations, hearings and =ome specific
control devices.
Government

relations  phases  of

NARTRB’s work are coordinated by a
small and compact department. In
actual operations. every member of the
NARTB staff and broadeaster~ all over
the country are frequently called upon
experts.”

as “‘government relations

ED BRONSON
director, Telerision Code Afairs

RICHAKRD ALLERTON
manager, Research Departm

|

b

what extent they do is hrought out at right in a summary of NARTB activities
by its department heads. Tere are some highlights of the summary which shonld
be of interest to sponsors and agencies.

NARTB’s close conuections to the Washington scene, for exaniple, bring it
face 1o Tace with federal attempts 1o regulate the content of air advertising and
to control the time which can be (](*\nl((l to air a(l\(*rlmng, with the current
ivestigations of networks, nhf, the “advertising industry,” air programing and
juvenile delinguency.  Most concerned with these problems 1s the Government
Relations Department under Viee President Ralph W. Hardv, who points out
that the NARTB “has been on the front line of defense against arbitrary and
diceriminatory advertising restrictions,”

The NARTB has been fighting outside restrictions on advertising in another
way the voluntary way - via the Television Code and the Standards of Prac-
tice for Radio Broadeasters. Both set np eriteria for programing and commer-
crals winchy if they cannot be legally enforecd. still operate as a deterrent.

The Asociation’s Publicity and Informational Services go bevond press
releases and poblications to members and the press. This group promotes pnb-
lie attitndes in favor of advertising,

One of the great needs of v advertising — a continuing civeulation study s
Leing worked o throngh the Research Department. This department has also
conducted a «urvey of heer and wine advertising and prepared a report on the
subjeet for the House Commerce Committee.
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Fach need arising in the government
calls for a speciahzed treatment in
response.

In specific ways. NARTB has been
active on legislative problems covering
almost every aspect of broadcasting.
and, m addition, advertising matters
as well. Pressure is still felt in Wash-
inglon on the content of advertising,
and the relative merits of govern-
mental regulation vs. voluntary self-
regulation.  In general, there is wide-
spread  support  for the industry’s
Standards  of  Practice  for Radio
Broadeasters and for the Television
Code. 1t i< clear from eritical com-
ments made botlr in and out of hear-
ing~ that many legislators would Jike
to sce much more
more precise “policing” methods to
secure more universal adherance to the
provisions of the Standards and Code.

rapid action and
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Those who would regulate advertis-
ing of special types of products and
services have not subsided in their
pressure on govermment, NARTB has
been ou the front line of the defense
against arbitrary and discriminatory
advertising restrictions. It is generally
agreed that the recent nationwide sur-
vey on the advertising of alcoholic
beverages on radio and television has
resulted in a very positive reaction on
the “Hill.”

The whole distributive function of
American enterprise has been charted
in direct testimony and cross examina-
tion of broadcasting industry witnesses
who appear before government bodies.
This heavily underscores the need for
continuing campaigns to educate both
government and public.

NARTRB’s primary efforts are direct-
ed toward maintaining our American

amendments to federal labor laws: (8)
investigations on the eflect of mass
media on juvenile delinquency: (9)
revisions of the election laws with par-
ticular reference to the allowable ex-
penditures for use of radio and tele-
vision; (1) legislation affecting the
right of radio and television to enjoy
free reporting access to public pro-
ceedings along with other media; (11)
i estigations into “false, misleading
or fraudulent advertising” on radio
and television.

Publicity and Information, Joseph
Sitrick, manager: The readers of srox-
sOR are well aware of the importance
of keeping abreast of developments in
radio and television. At the same time,
they know how difficult it is to keep on
top of today’s fast-moving and com-
plex activities.

This is one of the principal reasons

ance of the medium,  For instance,
there have been a number of criticisms
vorced recenthy at out tv Westerns and
their effect on children.  In an effort
to get the facts. we made a studv of
the situation. including a trip to the
West Coast to talk first-hand with the
producers, writer~ and stars of the<e
programs. We found, among other
things, that Western folklore 1s a vital
part of our cultural heritage. that the
distinction hetween good and bad and
right over wrong is a positive influ-
ence for good on vouugsters and that
the ofl-stage activities of Western
stars provide good examples for chil-
dren in such matters a< health. religion
and safety.

Another instance 1= the muatter of
juvenile delinquency. where we have
worked with police departments and
educators in attempting to <eck out the
causes of juvenile delinquency and to

VINCE WASILEWSKI
chief attorney,
Legal Department

CHARLES TOWER
manager, Employer-Employee
Relations Department

A. PROSE WALKER
manager, Engineering
Department

WILLIAM TREYNOR
manager, Ntation
Relations Department

JOSEPII SITRICK
manager, Publicity and
Informational Services

system of broadcasting. Confining
government regulation to proper areas
and proportions and securing Inaxi-
mum freedom with responsibility for
the private ownership and operation
of radio and television stations call
for eternal vigilance.

A topical listing of the kinds of leg-
islative itemns currently active reveals
the scope of Congressional interest.
Here is a sample group: (1) regulat-
ing by law the amount of program time
to be devoted to advertising; (2)
changing the provision of the Commu-
nications Act with respect to political
broadcasting; (3) barring alcoholic
beverage advertising from radio and
television—and other media; (4)
standard time provisions for all Amer-
ica; (5) investigations pertaining to
uhf, vh{ and network status; (6) re-
vision of federal copyright laws; (7)
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NARTB has a Department of Publicity
and Informational Services: to keep
the industry, the public and the gov-
ernment fully informed of the Associa-
tion's activities on behalf of American
radio aund television.

We are working with the television
Information Committee and the vice
president for television on a number
of projects to promote public accept-

C. E. ARNEY,
JR., NARTB
secretary-trea-

surer (left)

HOW ARD M.
BELL. assis-
tant to the
president

(at right)

determine what radio and television
can do to help prevent it.

Our findings in these matters are
passed along to the industry. the pub-
he and a special list of opinion lead-
ers, including government officials, col-
lege presidents, school superintendents,
civic and professional men and women
and many others.

(Please turn to page 90)
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Principal assignment




One of the first responsibilities of a
major television station is to lend a hand
in community affairs wherever help is
needed. Like this. ..

The New York City Board of Education
had 720 teachers who were seeking a small
number of appointments as public-school
principals. Normally, it would have taken
about 40 class visits and some $12,000 to
select those best qualified. But this time
WCBS-TV lent a hand.

Two grade-school classrooms were
transported lock, stock and blackboard

to a WCBS-TV studio. Teachers and pupils
went through their paces as usual, except
that this time television cameras were
looking in. Blocks away, all 720 candidates
observed the closed circuit broadcast . . .
wrote their reports. And the Board of
Education was able to accomplish in a few

hours what used to take months.

This extra-curricular assignment is a
good example of the sort of activity which
has brought these new honors to WCBS-TV

1n recent weeks:

OHI0 STATE AWARDS. First award for Camera Three;
Special award for On the Carousel.

ALFRED 1. DU PONT AWARD. Special award for public
service programming.

VARIETY SHOWMANAGEMENT AWARD. Plaque auard
for Education with Showmanship.

WCBS-TV’s leadership in public service

only matches its leadership in other schools.
Fifteen million viewers consistently vote
WCBS-TV the “most popular’” among all
New York television stations. Which is why
the smartest advertisers rate us “most

likely to succeed’ at selling their products.

WCBS 'TV New York
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( ontinued [rom page T9

TLEEVISION PROGR AMS OF
AV RECA
Shoreham, B-202, 204

TP plans to show their fatest prop-
erlies.  among Black Beauty,
Count of Monte Cristo. \ “Hats off
to FPV Winners” promotion will give.
away new Stetsons in daily drawings.

\irong Michael
<lerman. executive vop.: Kurt Blum-
bera. assistant v.p.: Bruce Fells, West
Vineent Melzae,

them

those atlending:

Coast Division v.p.:

Wa-hineton acount execuhve.

TOWER CONSTRLUCTION €O,

Shorebam. Exhibit Space 7

Tower will show a microwave tower
model, radio and tv tower models, and
Three men  will
represent the firm at the convention:
Frank Little Jr.. sales manager: M.
M. Lasenskv. owner: \. C. Tilton,

passive  reflectors,

LNITY TELEVISION CORD.
Shoreham, E-107

Unity will show <alex and promo-
tional material of Unity Catalogue {fea-
ture= and other types of motion pie-
ture<, The firm will be represented by
the following six men: Bill Young,
Vie Bikel, Len Firestone, Noah Jacobs,
Vreche AL Mavers. Jerry Weisfeldt.

VITAPIN CORYP.
Sheraton-1’ark. B-100

Vitapix activitiex are covered else-
where in this issue (see film stor

~tarting on page 50).

Vitapix convention representatives
will be Fdward L. Hall v.p. and general
manager; Fdward J. DeGray, director
of station relations: Jane \nn MeGet-
Irick. ~ecretary.

WORED BROADCASTING SYSTEM
Shoreham, B-201, 203

World. which 1.000)
radio stations. has a “Let’s look at the
future”™ theme for the Conmvention.
W oorld feels radio stations need a new
~timulant to exeile both hsteners and

SCTVICES  OVer

sponsors, World's exhibit will present
new plans for the future of local radio
deigned to open “new moneyv-making
opporhimities” fsee story page 61,
World will be represented by Robert
W Foedhieim, vape: Pierre Weisl gen-
cral manager; Dick Lawrence, sales
manager; Jim Weathers, Western divi-
ST Ken Josephe Robert
Montgomerv., Gree Beeser and 1lerl

nmrand e
‘ RIS
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FREDLERIC W. ZIV CO.
Shoreham. A-208

These are among the radio programs
Ziv representatives will be <elling at the
Convention: The Eddie Cantor Shouw;
I Was a Communist for the FBI (star-
ring Dana \ndrews); Freedom USA
tstarring Ty rone Powery; The Mystery
Strip {Boston Blackie  and  Philo
ance); Mr. Distriet Attorney {star-
ring David Brian).

‘Representatives at the Convention:
Alvin Unger. v.p. in charge of sales:
W. B. Philley, sales promotion director.

Z1V TELEVISION PROGRAMS

Shoreham. A-209

Ziv will point 1o its record in pro-

duction and syndication of film pro-

grams sold in over 100 markets.
Among its fover-1007  shows are:

Cisco Kid, over 125 markets; Favorite
Story, over 100 markets: / Led 3 Lives,
over 110 markets: Vr. District At
torney, over 100 markets: Corliss
Archer, over 125 markets; The FEddie
Cantor Comedy Theatre. “seen in more
markets across the country than any
ether televizion show™ " : Science Fiction
Theatre. over 100 marketz, A
show joining the other Ziv properties
is Highway Patrol. starring Broderick
Crawford.

Representatives at the Convention:
M. J. Rifikin, v.p. in charge of sales:
Al Goustin, Eastern division manager.

new

AVERY-KNODEL

Sheraton Park, 48€

JOIHN BLAIR & COMPANY
and BLAIR. TV

Sheraton Park, C 200

BOLLING COMPANY
Sheraton Park. 3537-361

BRANHAM COJMPANY
Sheraton Park. A 211

CBS RADIO SPOT SALES

Sheraton Park. H 600, 602,
604

CBS TV SPOT SALES
Park. 11 600, 602,

Sheraton
601

HNENRY 1. CHRISTAL COM.
PANY
Sheraton Park. 656, 638, 660

FORJOE

Woodmere

N g ) ']‘,l‘l\l'ﬂ
< < g f 4
FREE & PETERS

Vavilower

HARRINGTON, RIGHTER &
PARSONS
Sheraton Park. B 200

WHERE REPS ARE LOCATED AT THE CONVENTION

HEADLEY-REED

Sheraton Park, E 100, 103,
101

GEORGE P. HOLLINGBERY
Sheraton Park. C 100

KATZ

Mavflower

MEEKER TV
Sheraton Park., A 500

NBC SPOT SALES
Sheraton P’ark, D 200, 203,
201

JOIIN E. PEARSON
Statler

EDWARD PETRY & COM-
PANY

Sheraton Park Annex

PAUL 11, RAYMER
Statler

VENARD., RINTOUL &
McCONNELL
Sheraton Park. B 508, 510

WEED & COMPANY
Sheraton Park. B 200

ADAM J. YOUNG

Statler

SPONSOR
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the biggest
mail count
ever recorded

IN PHILADELPHIA RADIO-TV HISTORY

Let Scott Do It brings in 204,306 adult
replies from twelve announcements!

What pulling power! From just twelve prize-
contest announcements—one per day—on his
Let Scott Do It show—9:00-10:00 a.m., Monday
thru Friday-——and with no other promotion,
Alan Scott drew 204,306 replies! It figures, too

this phenomenal pulling power of Let Scott
Do It. According to the latest ARB and Tele-

pulse, this morning show for homemakers rates
almost twice as high as competition.

SAVE WITH ‘‘45-12 PLAN"’

You can Let Scott Do It for you under the
multiple discount “45-12 Plan.” 45% off when
you run twelve spots in any seven-day period.
That means you get a $170 live spot for just
$93.50, 34¢ per thousand viewers!

Want to reach more housewives at lowest cost-
per-thousand? Let Scott Do It! Call Alexander
W. Dannenbaum, Jr., WPTZ sales manager,
at LOcust 4-5500; or Eldon Campbell, WBC
sales manager, at PLaza 1-2700, New York.

=1

)

FIRST IN TELEVISION
IN PHILADELPHIA

. Ve

WESTINGHOUSE |
BROADCASTING COMPANY, INC.

WPTZ*KYW, Philadelphio. WBZ4+WBZA*WBZ-TV,
Boston; KDKA*KDKA-TV, Pittsburgh; WOWO,
Fort Wayne, KEX, Portland, KPIX, San Francisco

KPIX represented by Thue Katz Acency, Ixc.
All other WBC( Stations represented by

@ FRrEx & PETERS, INc. )
— ~ |

85




NARTB PREVIEW

( ontinued from page -17)

FOC and a uniform law for Daylight
Fime.

Problems: ~o far, 1955 has been a
vear of major stresses in the radio-tv
mdustrv. and admen will find that
these forces will play their part in
<haping the outcome of the NARTB
camention,

Congress and the FCC. for exam-
ple. have been probing everything
from alleged network or station mo-
nopolies to television fihnm contracts
aud  pav-asvou-look television.  the
NARTE tand mam private organiza-
tions) have been exploring ways to
hold the line on rate-cutting. avoid
“bait-and-switch’” advertising. and keep
radio-tv  entertainmemt and  records
“clean.”

Costs of doing business have soared
as evervthing from the price of vac-
uum tubes to the price of Jackie Glea-
<on has spiralled nupward. Competition
for the advertiser’s air dollar was nev-
er kecner. Many old-line concepts of
programing and pricing have been
scrapped.

These industry problems were obvi-
cusly behind many of the replies spox-
SOR gol to a pair of questions in its
survey:

“What problems that vou face will
vou be most interested in discussing
with other broadcasters?” And,

“What are the greatest problems you
see facing the industry as a whole?”

Here. in panorama fashion. are the
kind of opinions and thoughts on ra-
dio-tv’s problems vou'll be hearing
next week at NARTDE s annual meeting.
(Identifications are here omitted since
most of these broadcasters have heen
quoted and identified earlier in this
report.)

» “How to increase radio sales vol-
ume in the face ol rate-cutting compe-
tition. and the dangers of restrictive
tegislation.”

e “The reluctance of some broadecast-
ers 1o realize how effective their nie-
dium is and can he.”

o “Costs!”

o “The growing problem of off-color
‘leer-ies” in records.”

¢ “Governmental control of program-
ing and advertising.”

e “Convincing networks and time-
buvers of the practicality of using uhf

THE MOST POWERFUL RADIO AND TELEVISION COVERAGE IN THIS REGION

—_

P

V=

™ a DOUBLE Ringer... |/
in the Detroit Areal /| §

CKLW raodio covers o
15,000,000 popula
tian in 5 imporlant
slates. The lowes! casl
major stction buy in
the Dectroil area.

800 kc. Radio
50,000 Watts

Hotional Rep.
Adam J Yeung; k., Inc.
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I

CKLW-TV penelrotesa

populalion grand total
area of 5,295,700 in
which 85% of all
families own TV sels,

Channel 9

325,000 Watts

L E. Compaav, Fras.
Guardian Bldg., Defrolt

television on an honest cost-per-1.000
basis.”

e “The problem of “inixed” tv mar-
kets. They should be changed 1o all-
uhf or all-vhf.”

e “The high cost of AT&T line
charges.”

e ‘Senatorial investigations . . . and
pay-as-you-see plans.”

e “The over-abundance of radio
transmitters in certain markets.”

e “The decline in radio network and
national spot sales.”

e “Procuring a greater share of local
advertising  budgets:  §800 million
won't run this industry!”

e “Encroachment of Government
through lack of vigilance and true
‘public service’ programing.”

e “Excessive talent costs. Many are
ridiculous.”

e “Lack of ideas in top spots in the
industry, and unwillingness to accept
ideas from the grass roots.

* * * * * * * *

¢s, . . there i~ no evidenee that the BBC,
after 30 years of conseious effort, has
been able 10 develop any eonsistently
higher standards of diseriminalion
among British listeners and viewers
than has been atiained in the United
States wilh a compelitive svstem of
broadeasting . . . evidence shows 1hat
the people served by BBC’s monopoly
and by America’s uncoordinated com-
petitive stalions, like and dislike the
same types of programs.®®
DR. BURTON PAULU
Former Senior Fulbright
Research Scholar
BBC

* k * * * * * *

The Good Old Days: Many a broad-
caster was a bright-eyed young huck
when he attended his first YARTB
conveution. years ago.

Today. these same broadcasters have
a great deal more dignity for them-
selves and their industry.

Possibly, they have less fun.

sroNsor asked broadecasters: “Are
the conventions of recent vears as
imuch fun ax those of earlier years—
and why?”

The answers help to shape a picture
of the average radio-tv station chief
today.

IFor the most part. hie looks back on
the carlier YARTD couventions with a
certain wistfnl fondness, as though life
was less complicated in those days. the
wine more sparkling and the pace of
the convention nmueh more relaxing.

Here’s what the broadeasters said:
e “Theyre getting bigger and I'm

(Please turn to page 90)
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Is This
“COVERAGE”?

THIS HALF
(13
" NEBRASKA’S

OTHER »
BIG MARKET. %

YOU’RE HALEF NAKED IN NEBRASKA COVERAGE
IF YOU DON"T REACH LINCOLN-LLAND

.
42 rich commties with a population of 612,250
v V=g 207.050 familics. KOLN-TV reaches over
N L e Y / Slelee 125.00( licated by any other station!
93 j e Seler Slaleons 25,000 families unduphcated by any other station!

WKZO — KALAMAZOO 200 1 i -
WKZO-TV ~~ GRAND RAPIDS-KALAMA N N T
WJEF — GRAND RAPIDS he KROLN-TV
WJEF-FM — GRAND RAPIDS-KALAMAZOO

tower iz 75 miles from Omaha!

Ui NRE A Thiz Lincoln-Land location ix farther removed from
KOLN-TY — LINCOLN, NEBRASKA S .

Associated with the Omaha market than iz Cineinnati from Dayton,
WMBD — PEORIA, ILLINOIS

Buffalo from Rochester or Luncaster from Phaladelphia.

KOL“ -!Tv cOVERS LINCOLN-LAND—NEBRASKA'S OTHER BIG MARKET

CHANNEL 10 ¢ 316,000 WATTS ¢ LINCOLN, NEBRASKA

j DUMONT

Avery-Knodel, Inc., Exclusive National Kepresentatives
16 MAY 1955 87




EVERY

but some grow faster than others. Anf

it seems that's not enough. People are noi
month—a gain of 40% over radio sald

it’s a unuque endorsement: the U.S. find

day a new radio set i1s bought eveiﬁ

|

l'



wedium grows some each year,

hile the average radio family has 2.2 sets,
wywng nearly a muillion new radios a

wst year. I'rom our viewpoint at CBS Radio,

wdio so entertainung that every shopping

uh pesple buying so many new sets, radio today- is all over the house—and as big as all outdoors.

hife tefevision has moved into the parlor, radio has moved ecerywhere else...into 97 million places where it does not compete
ith tefevision. Less than a fourth of all radios are now in living rooms. Some 18 per cent are in dining rooms and kitchens,
i per cent are in bedrooms and “other rooms,” 24 per cent are on the go in the family car, 9 per cent are in public

aces ... And wherever peaple are, whatever they are doing, they listen most to the CBS RADIO NETHORK.




PULSE SURVEY TELEVISION AUDIENCE INDEX
HARE OF TELEVISION AUDIENCE ~ NOVEMBER. 1954
o 1T Yy STAT I

TiME TV [WREX-TV 1A o [omer

SUNDAY = e
1°00N 600 P.M'35.3‘ 63°¢ 19 18

SUNDAY N

600 PM.  Mdugh | S0.7°

MON. THRU FRI.
1S 12 00 Noon St

MON THRU FRI, .
07 Noon 500 PM | 22.8

MON. THRU FRI !
tdnight 5017

E00PM

 SATURDAY
12 00 Noon 29

SATURDAY o
1200 Neon  6:00 M 37.7%

SATURDAY -
6GOPM.  Mdnght  946%

WEEKLY AVERAGE SHARE
AND AVERAGE TUNEIN

1 NOON 6 GP M
NOON 660 P M MIDNIGHT

TWREX-TV  169.67%) 59°% :6167%
TSTATION B 0 | 173, 2067°%
ALL OTHER TV 2303 | 233° |17.67

rvu T hase [ 2703 ] susee

“REX” rules supneme in
this riclt tudustrial auwd
agricrhural areaq,
“REX"chanuels only

the best CBS aud
1BC vetwork shows

to liis well over

1.000.000 .\'ul'jwls.

WREX-TV

TFIT FOR 1 KINGT
ROCKFORD ILLINOIS

(HANNE[@

).M.BAISCH ,General Mgr.
Represented by HR TELEVISION, INC.
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NARTB PREVIEW

(Continued from page 80)

eetling older.”
e “loo large. Less fun. More work.”
e “lLess. We are all getting older.”
e | don't appreciate the parties so
much.”
e “The answer iz ‘no.” Conventions
are too large and the opportunity to
be  with  friends  diminished very
much.”
e “Our industry has grown up—
more business and less playing seems
to be the rule.”
e  “No. Too confused. what with film
peddlers and the like.”
e “Yes—in the sense that T have no
more ‘convention hangovers’.”

When. exactly. were the haleyon
days of convention-going?

spoNsor asked. “What conventions
do vou look back on most fondly?”

Answered ~ome of the senior broad-
casters:
e “3t. Loui~ when Mark Ethridge
teld ofl the FCC!”
e “The pre-war meeting at Atlantic
City when RCA ran itz first tv demon-
stration.”

e ““The very early ones when our one
and only problem was ASCAD.”

e “St. Louis and Lawrence Fly's
remark about a mackerel.”

1018 . . . and
* % %

e “Los Angeles .
none of vour business why!™

FILM AND NARTB

tContinued from page 63)

est. “We may even do a world pre-
miere in Washington for the trade,”
said Sales V.p. Don Kearney. who
will he in charge.

Official: Adventure film=~ rule the
roost at Official Films® exhibit. Two
new ones—~Robin Hood and Scarlet
Pimpernel—are lated

for showing.
Alzo due to be stressed strongly in
Official’s selling will be the reruns of
Foreign Intrigue for which Official has
already signed more than $£200.000 in
station business. By summer. Official
will have all three eyeles (of 39 epi-
sodes cach)  of the nade-in-Lurope
suspense series, according to V.p, llar-
old 1lackelt.

General Teleradio: Two shows re-
cently landed for the G stable will he
featured in the firm’s NARTB activi-
ties  Uneomumon Valor, a documen-
tary ~eries on the Marine Corps, and
Ganghusters, tv version of the famed

radio series. Production is well under
way on a cyele of 20 for each title.
Heading up the General Teleradio
group will be President Tom )"Neill
and V.p. & Director Dwight Martin,
Release of Gangbusters to svndication,
incidentallh. has had to wait until a
theatrical film version made its rounds.

Flamingo: The two newest Flamingo
Stars of the Grand Ole
Opry and Hollyiwood Previeu—will be
shiowcased at NARTB. Sy Weintraub.
exec v.p.. told spoxsor. Of these.
Weintraub felt industrvites would find
Preview particularly interesting. “We
are cooperating with Hollywood ma-
jors, not fighting them, in this series.”
he said. “The series will be strictly
first-run, and fresh every week since
we're building it around film elips
from the newest Hollywood movies.”

properties

Sterling: A new quarter-hour adven.
ture show. T'ropic Hazard, will be high-
lighted by Sterling at the NARTB Con-
vention, in addition to other regular
film properties in the firm’s list. Ster-
ling will alzo be selling the syndicated
properties of TeeVee Companv. with
which it has merged. New sales gim.
niicks: Sterling now guarantees buyers
that the new film series it handles will
be up to the level of the pilot or
screening  prints, doesn’t charge the
Luver if it doesn’t measure up.

New feature packages: Virually
all of the feature film business is done
directly between distributors and sta-
tion film buvers. Stations theun offer
clottings in the films as availabilities.

In recent months, however. admen
have begun to take more notice of fea-
tere film packages. and to keep track
of who’s buying them.

There are two reasons for this:

1. Despite hold-outs by most of the
Hollvwood majors (who still ave hun-
dreds of millions of dollars worth of
features locked up in the vaults) fea-
ture film packages in tv have been get-
ting bigger and fancier.

2. Timebuyers who have kept close
tabs on these packages are sometimes
able to move quickly, huying up choice
availabilities in feature movie shows
almost as soon as a station has signed
for a new package. The payoff for the
advertiser comes when the show rat-
ing. as a result of the strong draw of
the new films, takes a hop upward.

Here are some of the new feature
packages that will be showcased at the
NARTD exhibits:

NTA: In a long-term arrangement

SPONSOR




IN THE SCRANTON, WILKES-BARRE, HAZLETON MARKET

1953 FIGURR
PROYE WGBITY
NOUR BEST BIY

Look at your latest February 1955 ARB ratings and you'li
see a most amazing switch in the great Northeastern Penn-

sylvania area. You'll se¢c how overwhelmingly the lead has
shifted to WGBI-TV.

|

WGBI-TV presents the highest rated show in the entire
market.

WGBI-TV s first in total quarter hours of viewing 9 A.M.

to sign off.

WGBI-TV is ahead of the second station during this same Represented
period by 43 quarter hours (while on the air) exclusively by
and leads all of the remaining stations contbined. BLAIR TV . Inc.

WGBI-TV carries five out of the top 10 shows and also has
the highest rated local newscast and late film
theatre.

In any category WGBI-TV's leadership is impressive. B l A I R

If you want to sell in Northeastern Pennsylvania. you
had better be on

| Dominating the Scranton-Wilkes-Barre-Hazle-
1on market. And soon 10 be the flighest Powered
- Station on the CBS Network with 1 million wallts.

16 MAY 1955
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“at mohes a cash outlay of more
thar <1 mithon. National Telefilm As.
~ocrates Last month made deals with
twe top British production firms «Rank
and Korda-Lopertt and several inde-
pendert= for a package of 10 feature
fihns. Many are as recent a~ 1953 and
1051 vintage. mcluding such titles as
Captain’s Paradise, The Man Between
and Breaking the Sound Barrier: many
have only recenthy completed their first
theatrical runs,

Now tabbed “Fabulous Forty ™ pack-
age by NTAL the ilins will be sold at
fairh
particularlv those in the largest tv

~ubstantial prices to stations,

Stations who sign for the
group are expected to make a large
focal publicity splash with them. Avail-
abilities in the group will be far from
routine.

“Fabulous Forty™ will be a spotlight
attraction at the NT'\ convention ex-
hibit. keved promotionally to the firmn’s
theme of “What's Cookin® at NTA?™
with the use of trailers. hrochures, and
gimmick giveaways.

General Teleradio: The GT firm has
already scored major sales successes
with its 30-feature package of films ac-
quired from Bank of America. New
York admen will recognize it under

markets.

Newest, Most Modern Radio and

Television Facilities i

n the SOUfh!

Aready the dominaut (VHEF) station in a 69-county market
in N, Co N G, Gae and Tenn.,, WEFBC-TY now has the ad-
vamtage of location in its new building with WEFBC-AM and
IFM. Now more than evere WEBC-TV. “The Gimit of South-

ern Skies."" can give you coverage of one of America’s great

Illllrkl‘lﬂ n llll‘ S(llllll(‘ﬂ.il.

“The Giant of
Southern Skies™

Ask ns or WEED for rates, market
data aud

assistance.

NBC NETWORK

WEBC-TV

Channel 4 Greenville, S. C.
Represented Nationally by
WEED TELEVISION CORP.
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the title “Million Dollar Movie” used
in itz showings on WOR-TV, where it
has been sold ont at premium rates.

This original package will be fea-
tured in G'T's convention exhibit. Sales
stress will be on the high ratings the
package has already racked up in sev-
cral markets.

In addition. according to V.p. & Di-
rector Dwight Martin, General Telera-
dio will also unveil at the NARTB
meeling a similar package of A-budget,
first-tv-run movies. Al presstime, he
told sPONsOR:

“We can’t say how many fealures
we'll have, where we’re acquiring them,
or if they’ll he Hollywood or British
products. We're completing our final
negotiations, and want to spring the
package as a big surprise at the con-
vention.

“But I can tell you that it will be
one of the biggest and best feature
film packages that has ever been
brought to tv. I certainly think any
spot tv advertiser will want to consid-
er availabilities in these films.”

MCA-TY: “We are keeping our
plans a top secret for the NARTB Con-
vention.” saidd Wynn Nathan. ~ales v.p.
for MCA-TV's film svndication opera-
tions. “We've titled the affair ‘Opera-
tion A to W™ and are handling the en-
tire thing as confidentially as
would a military secret.”

But. like all military secrets. the
leaks have already started.

vou

According to sources ¢lose to MCA-
TV, one of the major highlights of
MCA-TV?s “Operation A to W™ will
be a top-flight film package composed
of 123 Gene Autry (the “A” in the
slogan) and Roy Rogers features. The
fihus, although shown in theaters. are
first-run for v,

The films have been carefully edited
to fit into a one-hour format. making
the whole thing as much a “program™
package as it 1= a feature group.

So far. MCA-TV has signed up more
than &L000,000 in station sales of the
package, although the advertising-pro-
motion campaign didn’t break until 2
May and the package wasn't a=signed
to Nation Program Sale~ V.p. Lon
Friedland until 25 April.

Among the «tations that have al-
ready signed for the package are sev.
cral which have long heen hold-outs
against Jocal-level film programing and
reruns.  Included in this group: Wal-
ter Damm’s WTMI-TV. Milwankee.

The Autrv-Rogers pachage was also
a highlight of the pre-NARTB wmeeting

SPONSOR




lf you are ,laymg
" for keeps... @

Follow UNION PACIFIC with HOMER BELL..
PICTSWEET and WHITE KING SOAP with
SCIENCE FICTION THEATRE...

52 weeks on Denver’s Best TV BUY

The SRO sign is out most days on Corky’s Club.

Denver’s highest rated kid show...likewise on MILLION
DOLLAR MOVIE, now playing the HYGO Package.

And KBTV’s sensational 4-PLAN is still the West's greatest
spot package buy.

Time buyers hunting “Uranium” occasionally
find spots near Wednesday night fights,-Disneyland,

and Danny Thomas.

There is “Pay Dirt” in KBTV’s Market...
Spendable Income $1,753,608,000!
‘Retail sales...$1,451,810,000!

000,

CH&NNEL

\Y J. o%
: | L
DENVER ..‘.

1089 Bannock * JOE HEROLD, General Manager ‘

= Free & Peters, Inc. .
2¥
N National Representatives

.0..‘.




AND A

PROVEN
TV AUDIENCE OF

DAYTIME*

12-6:00 p.m.

NIGHTTIME

6:00 to Midnight

Fringing the outskirts and getting to
the heart of a market are two different
and once again Pulse has
proved that to sell the TV audience
in Metropolitan Shreveport with its
$408,148,000 spendable income

you need to be on the Shreveport TV

things . . .

station.

*Serevoport Telepulse January 23-29, (955.

Chan nefd 12
FIRST IN

SHREVEPORT, LOUISIANA
Paul H. Raymer Co., Inc.

NATIONAL REPRESENTATIVES

New York o Chicago s
Los Angeles e

4 ®

Detroit
San Francisco
Atlantas
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in Atlantic City, 19-21 May, of the en-
tire sales force from the 22 I[I.S.
branch offices of MCA-TV.,

Timebuyer- will probably see the
Autry-Rogers films in several differ-
ent types of program slottings, accord-
ing to MCA-TV officials. Because of
their hour length. they can be pro-
aramed as a weekly Western Theatre
shiow, or as an across-the-board strip,
or as a feature show.

Other film feature packages that will
be stressed at the NARTB meeting:

Guild Films: The sizable collection
of features acquired {rom MPTV. in-
cluding those recently bought up by
Walter Mack’s Cantrell & Cochrane
beverage firm.

Hollywood Television Service: The
recent “Diamond Group™ package of
TS, as well as its 20-feature “Spar-
kler Group.” The Republic Pictures-
owned firm now has well over 200 fea-
tures and 116 westerns in various pack-
ages.

Unity: The recent “Lucky 13" pack-
age of late vintage feature films. most-
Iv top British produets.

Vew sales plans: Two selling ar-
rangements will be spotlighted at the
NARTB meeting next week. Vitapix
and NATS,

Iitapix: Some new details of the
tieup between Vitapix, a station-owned
confederation of tv stations, and Guild
Films will be announced at the Wash-
ington comention:

I. New Vitapix executives kd Hall,
executive v.p., and Ed Degray, station
relations  director (both formerly of
CBS) will be on hand to discuss Vita-
pix plans with station men and visitors.

2. Vitapix hopes to sign up another
half-dozen stations in a< many mar-
kets, bringing the total number in the
group to about 63.

3. Vitapin stations will have a two-
week “first refusal”™ on all new Guild
properties  «Goldbergs, Confidential
File, I Sov. ete) and all existing Guild
which are
coming up for renewal whether or
not the show has a sponsor or is al-
ready running on another station.

shows (such a< Liberace)

. The original deal whereby sta-
tions gave to Vitapix as “option time”
4 total of 10 hours of day and night
prrograming mav be trimmed back to a
total of five hours weekly,

5. Reps who have worried that the

Vitapix arrangement might by-pas=~
them need worry no more. After a
1547 deduction for agency commission
on multi-market Vitapix purchases,
there will be a 157 commission to
reps. Vitapix will take 5% of the gross
as a service charge. Station: actually
wind up with at least 059 of the
aross, a bigger chunk than they get
from networks.

6. In order to keep from tangling
directly with networks, Vitapix is like-
ly to announce that its nighttime pro-
graining slots will be in the 9:30 p.m.-
and-later periods. Even so. existing
network shows probably won’t be
bumped out by Guild-Vitapix shows,

7. At least one or two new Guild
film programs, tailored to adult view-
ing tastes in these late-night hours,
will be unveiled. All Guild properties.
however, will be related to the Vitapix
setup in any Guild sales pitches.

NATS: National Afthliated Television
Stations, Inc.—a ticup between equip-
ment maker General Electric, several
tv stations. and National Telefilm As-
sociates—will also have some aces up
its sleeve for the NARTB convention:

1. NATS will announce the latest
total of stations who have signed up.
According to a NATS ofhicial. the
group is “large” and “includes vhf
and uhf stations. independents and af-
filiates.” SPONSOR’s guesstimate: about
20 outlets.

2. There will be a close haison be-
tween NATS and General Electric. GE
will devote part of the space in its own
big exhibit to NATS, will also have
Glenn Lord on hand as GE Adminis-
trator of the NATS plan.

3. NATS cxecutives, at the personal
tevel, will be talking to station execu-
tives, and may sign up more outlets
for the NATS group. Some new “film
network” plans that will parallel the
Guild-Vitapix ticup may also be an-
nounced.

. The contractual relationships for
film shows hetween YATS and Nation-
al Telefihn A-sociates will he clarified.
These may concern new NTA proper-
tie like Police Call and New Adren-
tures of China Smith, as well as the
“Fabulous Forty™ feature package. In-
dustrv sources also predict that the
NATS stations will have a “first re-
fusal” arrangement with NTA on new
properties. NATS may also announce

SPONSOR
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GET TO THE HEART '
OF YOUR SALES PROBLEM

/\/"\%\%} @/ You get to the heart of your sales problem—

fast, with WFMY-TV. Telecasting to some 325,000
TV homes in the Prosperous Piedmont section of
Nerth Carolina and Virginia, WEFMY-TV has the true
pulse of this mighty industrial area. No station or group of sta-
tions completely covers the Prosperous Piedmont as does WFMY-TV.
Too, WFMY-TV is the only CBS television affiliate serving this $2.3 billion market
where there are over 2 million customers for your product. With full 100,000 watts power
.. plus nearly 6 years experience programming to this 46 county gold mine . .. WFMY-
TV gets to the heart of your sales problem—{fast!
To get your share of sales in the Prosperous Piedmont, call your H-R-P man today.
£ 3

wimy-tv
CZ/J/MZ

GREENSBORO,

Represented by
Harrington, Righter & Parsons, Inc.

Now In Our
Sixth Year New York — Chicago — San Francisco
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~ome new film properties of its own.

5. Driails of the financial aid NATS

and G are prepared to offer televi-
sion outlets. particularlv  ubf-ers in
“mived” markets. may also be re-
vealed.

0. The role of the NA'TS group in

mwulti-market film spotting by adver-
tirers will al~o be discussed. It's ex-
pected that ~ome form of over-all dis-
count ~tructure for a gronp purchase
will be stressed.
7. The NATS executive group on
hand will inclnde: Joseph Justman,
board chairman: Ely Landau. execu-
tive s.p.: Oliver Unger. v.p.: Berman
Swartlz. secretary-treasurer: and Dick
Doherty. director of management ser-
vices. The GI2 haizon group will in-
clude: Glenn Lord. administrator: Jim
Creamer. financial administrator.

In addition to these two major de-
velopments in sales plans. other syndi-
cators are expected to reveal new “li-
brary™ plans whereby stationz will con-
tract for a large librarv of syvndicated
<liows or features on an unlimited-play
hasis. These svndicators inelnde: Gen-
cral Teleradio, Gmld. Official. Sterling.,
Unitv and Flamingo. R

Muzak

D MEMO from Ed. Hochhauser, Jr. %

NARTB ACTIVITIES

1Continued from page 81)

In our institutional promotion of
radio and television, we attempt to ex-
plain the role and value of advertisers
and commercials. In a recent Fact
Sheet. “The Benefits of Television
Commercials.” we pointed out that ad-
vertising alone made it possible for uz
to get outstanding programs in our
homes free of charge.

“While the primary motive of ad-
vertising is sales.” we pointed out, it
is also true that in the process of per-
forming this motive. the majority of
advertising imparts learning and un-
derstanding. Advertising is the main
vehicle through which Americans ob-
tain news and information about prod-
ucts. improvements and services which
contribute to their comfort, conveni-
ence. safety. health and welfare.”

We described further how advertis-
ing performs in the public interest by
incorporating {requently and without
charge appeals for charity, safety,
blood donations, civil defense recruit-
ment and many other pubiic services.

CORPORATION

S. O
Lee Little of KTUCc, Tucson say \
npAfter only 4 months, our MUZAK \’,
cy/ franchise is proving a most WY
o0 our -

profitable supplement 1t

station operation.”

Broadcasters... MUZAK offers yau a
once-in-a-lifetime opportunity to in-
crease your station's income by putting
you in the functional music business.

Far aver 20 years, functionally engi-
neered “Music by MUZAK' has been
a proven management technique of

Mozak, feg. 1S Par. O

MUZAK Corporation — 229 Fourth Ave.—New York 3, N. Y,
ORchard 4-7400

J—

America's most successful companies —
companies concerned not only with
plant and office efficiency and Bro-
ductivity, but also with employee
morale and sense of well-being.

There's a ready market for MUZAK
in your city.

As o convenience to broadcasters interested in finding
out more about MUZAK offitiotions, MUZAK hos ar-
ronged for Hospitality Suite B411-415 ot the Sheroton-
Park Hotel during the N.A.R.T.B. Convention in
Washington. We'd be pleased to see you there. An

advance appointment is suggested.
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Television Code Affairs, Ed Bron-
son, director: The Television Code Re-
view Board of NARTB and the Code
Board staff have completed a most sue-
cessful and active year since conven-
tion time last vear with the Code en-
joying greater industry support than
at any time in the past.

The list of Code subscriber stations
is 247 at this writing, an increase of
uearly 10092 over a year ago. while
all four television networks continue
to subscribe to and support the Code.

The Code Board in this past year
lias stepped up greatly its program of
monitoring television programing and
advertising both in the network field
and at the local station level.

This monitoring programing is con-
ducted among Code subscribing sta-
tions and networks only and is for the
information and guidance of the Code
Review Board and the individual sta-
tion or network to which such moni-
toring mav relate.

Supervision of monitoring is by the
director of tv code affairs and his
assistant. Charles S. Cady. By retain-
ing a private research firm to assist in
thix activity, YARTB has increased
monitoring more than 3007 each
month and local reviewing has Dheen
stepped np nearly 5007,

Much of this monitoring has been
devoted to the length and good taste
of commercials, While room for im-
provement still exists in these cate-
gories. a great deal has been accom-
plished in the past year. Also, atlen-
tion has been given to program quality
as it relates to the Code with added
impetus hemg given to walching over
children’s programing.

The Code has been the subject of
inquiry on Capitel I1Iill. where both
the House Committee on Interstate and
Foreign Commerce (in connection with
the Bryson Bill hearings) and the Sen-
ate Sub-Committee on Juvenile Delin-
quency sought to delermine the aceept-
ance and effectiveness of the Code,

An additional and expanding Code
Board stafl activity  concentrates on
film nzed on tv. Producers and dis-
tributors have been contacted by the
stafl in an effort to better acquaint
them with the Code. the Code Review
Board and the need for eare in the de-
velopment of the product they offer to
Code snbsernl ers.

During this past vear the Code
Board has conducted a pilot stmdy of
viewer atlitndes  covering both  pro-
araming and adsertising, designed and
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NOT A SHADOW OF A DOUBT

---about radio coverage in Mid-America

As our rotund friend, Mr. Mid-America indicates, it's a big,
rich, expanding market, completely covered by one big
station — KCMO Radio.

Take a look at radio listening in the November-Decem-
ber, 1954 Area Pulse. Or glance through the 1954
composite Conlan “Study of Listening
Habits” for Mid-America. You'll see
there’s no doubt that KCMO is

the radio buy for
Mid-America.

Within KCMO-Radio’s %
mv, contour you reach 213
Mid-America counties .
and with KCMO’s 50,000
watts at 810 on the dial
you get more Mid-America
listening homes than any
other Kansas City station.
Take Mr. Mid-America’s
tip: Cover the whole
market better with
KCMO-Radio.

Kansas City’s most

powerful station for Mid-America
J .
| EXPANDING kﬂ:

KANs As | missodf

. ==

‘ 50°°f’-5 50,000 watts at 810 I:(c.

-4
KC MO 10,08 Kansas City, Missouri

National Representatives: The Katz Agency < ~Affiliated with Better Homes & Gardens and Successful Farming

g
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THE REPRESENTATIVE

Re-elected regularly on
a strong platform advo-
cating prosperity. Is
against sharks. Carries
alot of weight in smoke-
filled rooms. And in the
Washington area., one
radio station carries a
lot more weight than any
other. That station is
WIOP Radio with (1) the
largest average share
of audience (2) the most
quarter-hourwins (3) Wash-
ington!s most popular
local personalities and
(4) ten times the power of
any other station. In
Washington, WTOP repre-
sents the best for ad-
vertisers because i
represents the best in
broadcasting. See our

WTOP RADIO

Ropresented by CBS Radio Spot Sales

approved a new Code Seal (now re-
leased for use by ~ubscribers). devel-
oped a ~ound film of the Seal for sub-
scriber use. produced and distributed
new promotion material on the Code.
and held special meetings with repre-
semtatives of the advertising  profes.
sion. such as the American Associa-
tion of \dvertising Agencies, to dis-
cuss questions of mutual interest.

Research. Richard M. Allerton, man-
ager: Broadeasting is a complex busi-
ness. The most sueeessful stations and
networks are those whose programs at-
tract the best audience to whom the
sponsor can direct his message.  To
acliieve this success, a manager has
many decisions to make about adver-
tising. programing. employee relations
and all the rest. The Research Depart-
ment, working with the other depart-
ments of NARTB. attempts to provide
management with the Dbasic informa-
tion 1t needs to make these tmportant
decistons,

Space does not permit a detailed re-
port on our activities for the past year.
Lot the following list is indicative of
the projects in which we are involved:
e  Amual cost study for radio and
television stations.  Management finds
these  factors in the DBroadcaster’s
Profit lquation valuable ax a check
against ils own operations.
¢ Amual film survey for television.
conducted. processed and incorporated
in the annual Film Manual prepared
by the Television Department.

o Sales practices checklist 1o help
management,

¢ Surveys on different types of sta-
Lion msurance,

e Survey of the entire industry on
Leer and wine advertising.  The Re-
scarch Department prepared the re-
port to the Committee on Interstate
and Foretgn Commerce of the House
ol Representatives.

¢  Questionnaire for the Television
Code Board pilot study of people’s at-
titudes toward television.

e \Methodological tests which, it 1=
expected. will lead 1o a television cir.
culation >ln(l).

e Report to membership on trends of
revenue, expense and income of radio
slations. a contiming panel study. in-
aungurated this vear.

o Televizion Accounting Manual.
which will e ready sometime later this
year.

At the request of the Task Force on
Paperwork Management of the Com-

mission on Organization of the Ex-
ecutive Branch of the Government
(tHoover Commission). the Research
Department surveyed a representative
cross-section of the industry to secure
their recommendations in respect to
government reports.  This work lead
to the Federal Trade Commission in-
stituting a new sampling technique at
an indicated <aving to the industry of
about 8077 in the work load of re-
porting on advertising continuities to

the FCC.

Engineering, A. Prose Walker, man-
ager: The technical requirements of
broadcasting are of vital interest to
advertisers since the most carefully
planmed and executed sales campaign
is only as good ax the medium used
for its presentation.  While NARTB
cannot represent stations in their in-
dividual problems. we are concerned
with maintaining the proper balance
between adequate regulation to protect
and the over-regulation which can
stifle the growth of a nationwide sys-
tem of broadeasting.

Included in special lingineering De-
partment activities last year were:

(1} Membership on engineering
standardization committees which ef-
fect lower costs to xtations through the
use of standard partz and techniques.
thus making costx lower for advertis.
ers as well,

(2) Projects with industry commit-
tees to encourage the grm\‘th of tele-
vision in small markets. which broad-
ens the advertisimg market.

(31 Appearance on behalf of the in-
dustry  before  government  agencies
such as the Federal Communications
Commission and the Air Space Sub-
committee. which makes recommenda-
tions on the height of broadeast an-
tennas, which, as it affects the extent
ol coverage, is of prine importance to
the advertiser.

(1) Efforts to ebtain IFCC permis-
sion 1o nse remote control in all radio
stations. another cconomy that keeps
ad costs down,

(51 Preparation of  publications
dealing with new and different ap-
proaches 1o comnon problems in engi-
neerving o make American radio and
television technically the world's finest.

(6) Information through Associa-
tion publications  on industry-wide
technical — questions — especially — the
regulations of the FCC.

The culmination of our activities
comes yvearly with the NARTB Broad-

SPONSOR
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Time on WMAQ, that is. And 165 the

n'g/zt way to run a railroad!

Mr. E. E. Gordon, Passenger Traffic Manager of the Chicago & Eastern Illinois Railroad,
recently wrote a letter about how right his company’s time-buys are on WMAQ:

“We want to convey our appreciation for the immediate response that we recerved from
advertising our services over your station. Mr. Henry Cooke on the morning program, as
well as Mr. Howard Miller in the evening, along with Mr. Joe Wilson's sport broadcast,
made a very effective story from the announcement that described our new wrain service to
Florida, that was reflected so successfully in inquiry and wltimately in actual sales. Consider-
able mterest was created as a result of then personal efforts. We are presently contemplanng
extending the program . ..”

Messrs. Cooke, Miller and Wilson are three of the manv home-grown, top-rated WMAQ
personalities ready to make sure for advertisers that

THE PAY-OFF IS AT THE POINT OF SALE!

And they’re backed to the hilt by WMAQ's strong promotional and merchandising support.

There's a personality and a time that's just right for yowr product or service. Al aboard!

WMAQ [ e e

represented by NBC SPOT SALES a service of @




<~ Ingineering  Conference. when
~tation engineers meet for a practical
downeto earth discussion of the pres-
ent-day operation of radio and tele-

vVistonh ~lations.

Legal. 1 ince I asdewski. chief attor-
ney: The Legal Department of N ARTDB
lla~ a~ it~ primary  obligation, of
course. the furmishing of legal advice
to the DBoard of Directors, oflicers and
all departments and committees of the
\~sociation. lu the course of this ac-
livity, it consulis with all department=
of the \swociation, with, perhaps, the

WHLI

OF LONG ISLAND"

DELIVERS

The vast buying income of big, rich
NASSAU COUNTY

greatest single activity being in the
area of government relations. In this
field. it cooperates with and advises
members of the NARTE «taff concern-
ing legislative proposals and the ac-
tions of governmental agencies. It
participates in t 2 preparation of testi-
for varic =< congressional com-

‘:ll"lany of which have a

sact upon advertising,
» or indirectly.

The y 1 Departinent also keeps in-
formed ¢ developments in the state
legizlatures. especially as they relate to
taxation proposal~ on advertising and

niony
witlee hear'>
widespre 7
either

“THE VOICE

POPULATION

BUYING INCOME

Food Store
Auto Store $
Houschold, etc. $

1,033,000~

Total $2,219,351,000 9th among U. S. Counties
Per Family $ 7,698 4th among U. S. Counties

RETAIL SALES $1,063,285,000
$ 311,509,000
178,404,000
58,304,000

389% increase since ‘52
1489 increase since ‘40

17th among U. S. Counties
12th among U. S. Counties
20th among U. S. Countics

18th among U. S. Counties

Sales _\I:mug/ A, May 1035
“L. L Lighting Co. Pop. Iist.

One Station — WHL] —

time audience in the Major Long Island Market than
any network or indepcndent station!

has a larger day-

ulse Survey

m e e e e - -

WHLI::

HEMPSTEAD
LONG ISLAND,  N. Y,
Paul Godofsky, Pres

broadcasting. During the past three
months, there have been bills in the
legizlatures of lowa, North Carelina
and South Carolina proposing either
a sales tax or a gross receipts tax on
radio and television sales. The NARTB
cooperates with state associations of
broadcasters in opposing such 1nea-
sures. supplving briefs and background
information and strategy suggestions.
It appears veryv likelv that, in their
seareh for additional sources of reve-
nue. the slate and local taxing authori-
ties more and more will be attempting
to impose taxes on advertising and
media,

The departmment makes available to
broadcasters various memoranda and
publications concerning particular
fields of law, such as copyright, libel
and slander. information on program-
ing as it relates to the lottery laws. ete.
—all of which, we are informed, sta-
tions find useful in their dealings with
advertisers and agencies.

In addition, attorneys of the Asso-
ciation act as counsel in connection
with matters pertaining to the Radio
Standards of Practice and the Tele-
vision Code.

Station Relations, William Treynor,
manager: The NARTB now lists 1,903
members: 1,237 am stations, 323 fin
slations. 207 tv stations, three radio
networks, four tv networks and 125
associate members.

This represents an 8.1% increase in
membership since last year’s conven-
tion. During the past five vears,
NARTB has enjoyed a 19.4% rise in
overall membership, with additions ap-
plying to all categories except fm,
where the figures have been propor-
tionate to the number of these stations
operating.

The primary functions of the Station
Relations Department are membership
service and member solicitation. An
operating stafl of four representatives
is eniploved  manager, assistant man-
ager and two field representatives—
whose time is devoted to “in the field™
contact with all the broadcasting sta-
tions throughout the countrv.  This
allows a direct presentation of the
mulliple  managenient  services  that
NMARTB membership aflords.

The Station Relations  Department
distribntes a monthly industry events
recap, the Brief Case, 1n addition to
hsting upcoming NARTB and state
broadeasters mieetings, pertinent “11117
and executive actions and NARTB ac-

SPONSOR
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HEAP BI6 HUNK

e/ o RICH MICHIGAN
WKH Mx"\‘}) MARK[”

5

FLINT,

JACKSON, MICHIGAN g

et
Big wampum here! 809 of Michigan’s 6-billion
dollar buying power is covered by Knorr Broad-
Q..\(\ casting Corporation’s 4-power-packed stations. And,
folks listen, continuously . . . in their homes . . . in
< their cars . . . to the stations that broadcast what
they love most . . . NEWS, MUSIC and SPORTS!

BUY ANY 2 OR MORE
OF THESE POWERFUL
STATIONS AND SAVE
10% FROM RATE CARD

WKMH-Dearborn-Detroit
WKMF-Flint, Mich.
WKHM-Jackson, Mich.
WSAM-—Saginaw, Mich.

N

You Buy Michigan’s Biggest Buying Power Through... | K N O R BMGMW C O R P.




t. - bheation highlights all
ta Inlls that affect
cadeasting industry. Brief Case
»as a dree monthly service to
advertising agencies

introduced

<~ availal
dvertiser~ and
1} on lt't]l](‘~l
Another s assIstance in
the homdling of the physical arrange-

ment= {or the As<ociation’™s annuaal se-

function

M~ district or regional meetings.
Por the fall of this year eight regional
conferences are planned and it is ex-
pected that a number of leading adver-
tise rs will participate.  These regional
conferences will be held in Chicago;

Raranac o N. Y.: New Orleans;
Roanoke. Va.: San Francisco: Colo-
rado  Springs,  Colo.: Des  Moinex,
and Dallas.

Television., Thad 1. Brown., vice

president: X strong. vigorous and un-
fettered television. accepted as a wel-
come and desired guest in the Ameri-
can home. becomes a vital and suecess-
ful advertising medium.

The YARTB Television Department
with the advancement of tele-
vision broadea<ting on all fronts as
a busine-~. a~ an art form. as an in-
portant means of public expression

deals

102

and communication and—of basic im-
port—as a desirable contributor to the
pattern of American familv life,

It i= within this scope that the poli-
cies effected by the Televizion Board
and an informed television member-
ship are tran-lated into action,

It is to these ends that NARTD tele-
vision activities in research, law, gov.
ernment, employee-emplover relations,
public affairs and engincering must be
cuided and correlated.

As a new and potent industry and
art form always at the attention of the
public, and necessarily licensed by the
federal government, televizion is con-
stantlv under cloze and probing scru-
tiny. The television broadeaster, there-
fore, both individuallv and through
this Association, must be especially
well-informed and constantly vigilant
in the protection of the industry and
of the public interest.

All things necessary and proper
must be done to promote the rights of
licensees and of the public involved in
this greatest of all mass means of com-
munication.

By =0 doing not onlv are the pub-
lic and stations benefited but also the
sponsors whose advertising funds and

it's a matter of record!

WCUE spins more pop platters, more
often; plays the sweetest music, all day
long. WCUE gives the home folks more
news, more often; reports on their neigh-
bors, brings the whole world into their
homes. You're right on CUE . . . it’s

a mateer of record.

more MUSIC
morc NEWS
more OFTEN

\Wene

Akron’s only independent _we're home folks
Tist ELLIOT, Presidens

John E. Pearson Co., Notiongl Representalives

cooperation in eucouraging the Dest
customs and practices help provide a
strong and healthy medium.

Radio. John F. Meagher, vice presi-
dent: The vice pre<ident for radio at
NARTB i~ charged with carrying out
the directives of the president and
Board of Directors in all matters re-
lating specifically to radio broadcast-
ing. Further, he is expected to initiate
and develop such additional projects
as will lead to increased henefits to
radio broadcasters.

In performance of his duties. he
works very eclosely with the various
service departments and acls as a co-
ordinator in those situations where
more than one departinent is involved
in a particular project. In effect, he
serves as liaison between the radio
membership, as represented by the Ra-
dio Board, and the department heads
supervising specific areas of service.

Because it was decided several years
ago to establish a separate organiza-
tion for the promotion of radio as an
advertising medium, the activity of
NARTB in matters directly related to
selling and advertising has been lim-
ited. However, the parent organization
still retains its responsibility with re-
spect to the advancement of the Stand-
ards of Practice for Radio Broadcast-
ers.

It should be recognized that all
NARTB endeavors in behalf of radio
broadcasters must mevitably result in
benefits to the advertiser. All efforts
designed to heighten the stature, effi-
ciency and eflectiveness of radio
broadeasting must ultimately payv divi-
dends to the advertiser.

Employer-Employee Relations,
Charles Tower, manager: The -
ployer-Employee Relations Department
is concerned with the “people™ prob-
lems of broadcasters. Our purpose is
to make available materials and infor-
mation which will help broadecasters to
do a better job in this kev area of
managenient responsibility.

In fulfilling this task, EFERD is a
service  departmment for broadeasters
and thus is unlike other departments
of the Association. To the extent that
we help =olve their day-to-day prob-
lems, we are successful. 1f we are not
Lielpful, we fail.

There are many aspects of manage-
ment’s  personnel responsibility.  We
try to help out in some of them. Our
major effort is in the field of union-
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“My ddeal Bep~

says Bill Kennedy of
Ted Bates, New York

“gives me straight information on his

avatlabilities and his stations.”

JEPCO

keeps in constant touch with its
stations. Its weekly newsletter to all
its stations is famous throughout the
industry. Its salesmen are trained to

know their stations, markets, and

availabilitics. They are trained to
sell time as conscicntiously

as though they are the buyer.

John E. Pearson
Companyg

RADIO AND TELEVISION STATION REPRESENTATIVES |
NEW YORK ¢ CHICAGO o MINNEAPOLIS « DALLAS
LOS ANGELES * SAN FRANCISCO
N
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Charlie Dayvis

Star of
“Alabama Star Time"”’

Il am to 2:30 pm, Monday-Friday

Stars Sell on

Alabama's
greatest RADIO station

WP

Birmingham

One of the station’s best-liked an-
nouncers, Charlie Davis hosts 3%
hours of recorded music, interspersed
with news, weather and comment. He
endears himself to his mid-day audi-
ence of home makers by giving them
music to "“sweep by”, and to give a
hft to doing the dishes. His easy
manner and excellent choice of plat-
ters (he’s a musician himself) keep
‘em listening,

You can SELL

Your Products
to Alabama folks

If you TELL

them on programs

they enjoy hearing

Represented by

John Blair & Co.

Soatheastern Kepresentative:

Harry Cummings
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management relations- -principally be-
cause this is a highly complex area
where nutual =elf-help is essential.
Selection. training. compensation, staf-
fing and organizational problems oc-
cupy an important share of our inter-
est and of our time. Cost=. particular-
Iv labor costs, are of real concern to
~tation management and thus are of
concern to us. too. In fact. we are in-
terested in all the adiministrative prob-
lems of management—those problems
relating to the performance of work by
people.

On the national =cene. the depart-
ment itsell with and
regulations governing the relationship
and their em-
plovees, like the Wage-Hour Law and
the Taft-Hartley Act. Where we think
these laws and regulations issued pur-
suant to them are oppressive or un-
realiztic, we work for improvement in
the laws and better interpretation. ***

COncents laws

between  hroadeasters

RADIO PROGRAM SERVICES

tContinued from page 0:1)

Subject:  “What radio
means to me.” Listeners will compete
for a whole raft of prizes (deluxe trips
to Europe, llollywood, ete.). World
will provide outlet= with plenty of pro-
motional item= (car cards, counter dis-
plays. stickers, tags, streamers and so

execntn es.

on} they can use in hoosting and pub-
licizing the contest. Stations will even-
tuallv submit entries to show how well
they handled the contest locally. The
tie-ins of the contest aren’t limited to
material in the World Library. al-
though of course World is stressed. In-
stead. according to World executives,
“the emiphasis will be on  stressing
the power of radio today throngh a
‘Big Litule Man’ visval identification
symhol.”

RCA Thesaurus: The main stress at
the Thesaurus exhibit will be on a
merchandising plan called “Shop at
the Store with the Mike on the Door,”
mentioned carlier. Thesanrns will pro.
kits,

trackh™ recordings by Thesanrus stars.

vide special promotion “volce
newspaper mats. tie-in stickers. decals,
and other aids. At presstime. Thesan-
s had 120 sations lined up to par-
ticipate in the promotion. and more
arc expected to jnmp on the band-
wagon at the comvention. These sta-
tions. in tnrin, have lined np merchan-
dising displayvs. tie-ins and cross-plngs
with local grocery and drng ontlets,

and department stores. There aren’t
any prizes; the service is a continuing
promotion designed to boost audience

and revenue—for local radio sta-
tion~. A~ in the World promotion, the
campaign works to Thesaurus’ benefit
because promotional announcements
and gimmicks have all been prepared
using the voices and faces of top-name
Thesaurus talent.

National Musitime has a tie-up with
Lang-Worth, with whom it will share
an exhibitor suite at the conveniton.
Much of the lLang-Worth music has
transferred to Dbig (14-inch)
double-track tapes which will be han-
dled a~ part of the Musitime operation.

lieen

In addition to the tapes of “back-
ground” music—which run as long as
several honrs at a clip  Musitime sells
special automatic Ampex tape play-
back equipment and other broadeast
ccar for fm stations. The package
price for a tape franchise starts at
some $75 per month: tape equipment
start~ at 8750 and goex to $5,000 or so.

With the aid of the tapes and special
equipment, stations can operate for
hours on end on a semi-automatic
hasis. freeing station personnel. * * %

Covering tha entire
Horthwesl Iram Spokane

KGA

THE ONLY
50,000 Watt Radio

Betwcen the West Coost and
the Great Lakes.
sales

Gives your
message the power

punch it deserves.

in just 14 wecks:

71,495

rcceived on

letters KGA’s
KASH BOX! Thot's a 14
week average of

5,106

Potential Customers for your
product through KGA!
Contact:

Reps.: Everett-McKinney, Inc
New York, Chicago,
Los Angeles, San Francisco

Box 141 - Spokane, Wash.

SPONSOR
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IFFERENCE

between
A PROGRAM SCHEDULE

and

A PROGRAM SERVICE

A howling blizzard last March 27-28 dropped 20 to 30
inches of snow over the 20-county area served by WSYR.
Highways were blocked. Schools closed. It was one of
those times when Central New Yorkers realized how
> much they depend upon radio . . . how surely they rely
on WSYR.

WSYR’s locol progroms poured forth a steady stream of
information about conditions in every city, village and

Represented hamlet in the orea. The voices were those of fomilior
Nationally personalities who hove become, over the years, the
by trusted doily componions of o greot share of the 428,000
’ radio families in WSYR’s coveroge areo. . . .

THE Folks like F Editor D Doubled Ti
o . . . Folks like Form Editor Deacon Doubledoy . . . Time-
HENRY 1. CHRISTAL keeper Elliott Gove . .. Newsmen Fred Hillegas, Bob Nel-
COMPANY son, Rod Swift and Carl Zimmerman . . . Jim Deline and

His Gang . . . Women's Editor Jennie-Belle Armstrong.

WSYR’s superior locol progrom service, performed by
‘ | people who know — and are known by — the com-
* A munities they serve, is o powerful reason for WSYR's
commonding leadership in o morket with $2 billion

buying power.

N B C in Centrol New York

YRACUSE - 570 KC
/

=
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HERE THEY ARE!
TOP kATED

transcribed
RADIO SHOWS

Foley and his Qzark
Jubilee network
Stars with

audience building
appeal

Mirthiul, musical
variety plus Lhe
songs of the old
Pea-picker”
himself

There’s only one
“Smilev” and he's
at his best in

Lhis show

® fime tested St
mats designed to capture and hold the

appealing for-

greatest number of hsteners .. network
qualit, production . . . al low budgct cost
ng a \p()nml wanls ... at a

prlu he can afford’

PO]( (()\1l’l I'TP INFORMATION

t} 3 audicence-getling shows,
l REE AUDITION DISCS and costs, con-
tact:

John B. Mahatfey ® E. E, Siman, Jr,

RADIOZARK

ENTERPRISES, INC,
SPRINGFIELD, MISSOURI « PHONE 2.4422

NEW YORK CHICAGO MINNEAPOLIS
Plara ) 3346 State 2.7494 Lincoln 5689

LOS ANGELES SAN FRANCISCO
C 8 Suller 5568

New developments on SPONSOR stories

Sce: Spon-or Speaks

Issue: 18 April 1955, page 128
o o Subject: Confusion hetween network and lo-

cal radio

The tendeney to judge radio on the basis of declining network
billings while ignoring the more promising local picture has plagued
the medium in recent years.

One outstanding example was the headline “Fading Radio™ placed
by the Wall Street Journal over a story about network business
carlier this vear. Trade reaction was sharp, indicating that radio-
men are becoming hep to the problem and fast on their feet in cor-
recting the impression that webs are the =um total of the am medium.

Result: the Journal ran a story by the same reporter on 29 April.
The headline “Local Radio™ was followed by “*Many Stations Show
Hometown Ad Gains.” As if to show they weren’t entirely wrong,
The Journal ended the first hieadline deck with “Network Sales Dip.”

Among those apparently responsible for the Journal's presenting
the full picture were llugh Boice, Jr., of WEMP, Milwaukee; Charles
Balthorpe of KITE, San Antonio, and the SRA.

Balthrope’s complaint to the financial paper paid off. The story
started off with a phrase from a KITI billboard: “We confess,
while you were away. we spenl many pleasant hours with your
wife.” The billboard is loeated on the highway from San Au-
tonio’s airport to the eity and tells the traveling Lusinessman in
an intrigning way that KITE has his wife’s ear while he's on the
road. The story also mentioned that KITE. among other radio
outlets, had more business during the first quarter of 1955 than
thie first three months of last vear.

The Journal story summed up the trends that have been taking
place in local radio during the past few years, such as the greater
use¢ of mmsie. news and weather reports. increased merchandising
services. announcement packages at night. efforts 1o establish am
outlets as respected communily stations,

Among thoze quoted in the story were Robert Leder, general
manager, WINS, New York: L. R. Rawlins, general manager,
KDK\, Pittsburgh; Daniel W. Kops, viee pw\u]ent WAVZ, New
Haven; Tim Elliott, president, WCUE, Akron: James Gaines, viee
president. WOAIL San Antonio; Davis Myers, president, WFGM,
Fitchburg, Mass.; M. M. Rochester, general manager, KSEL. Lub-
l)()(‘l\’. 'l‘(‘,\;.

Other stations mentioned were KCBC. Des Moines: KMIPPC. Los
Angeles: WOLF. Syracuse: KFMJ, Tulsa; WKAP, Allentown, Pa.:

WCAU. Philadelphia: WHDIIL Boston. * Kk oK
' TH!S STORY DREW PROTEST . €O "JOURNAL FOLLOWED WITH THIS
1 . . .
Fading Radio Local Radio
{ Listener and Sponsor Many Stations Show

Hometown Ad Gains:
Network Sales Dip

{ NBC Readies New \Weekend Akron’s \WCUE Reports 109,
Program Format: CBS, Rise Over '54; Tulsa’s
ABC Billings .\\lso Dip KEFMJ Runs 89 Ahead

Soap Opera Holds Its Own News, Musie and \\eathcr

Desertions Spur Some
Sharp Reshufflings

By JosEPH M. GUILFOYLE
Stoff Keyorier 6f THE Wat SAREET JOUANAL

By JoserH M Gurinrovir
3/ Peporter of Taa Wart Stere? Jarnsst

WW LH”{JQW‘WWWM

M&‘ T e it L A S A b K 2GR

SPONSOR




markets

and

This great food chain knows that
WW ]J-TV produces eye-catching programs;
knows, too, that the station offers valuable
association with other business leaders.
That’'s why Big Bear is sponsoring “The
Little Show” following “News by Williams”
for Richman Brothers and Norge, and pre-
ceding “Tonight” with Steve Allen’s gilt-

edged roster of participants.

Hour after hour, day after day, one big
name follows another on Michigan’s First
Television Station. You belong in this good
company. For program ideas and availabil-
ities, phone, wire, or write your nearest

Hollingbery office or WW]J-TV direct.

P S The lovely lady’s name is Hellen
« U, Hartwick—a WWJ-TV discovery.
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BIG BEAR

“the little show”

11:15 P.M. MONDAY THROUGH FRIDAY

In Detroit . . .

You Sell More

on channel

4L WY

NBC Television Network
DETROIT

Assaciate AM-FM Station WW)J

FIRST IN MICHIGAN ¢ Owned aond Operoted by THE DETROIT NEWS
¢ Notionol Representatives: THE GEORGE P. HOLLINGBERY COMPANY
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OIL

AGENCY @ Martin Rhode, =Sae,

‘ll ’I.I,l
pecial hams for Easter.
breahing all records in the area.

television by the sausage com-

=158,

PROGR AN : Cardinal Theatre

TV

results

RELISHES

SPONSOR: Wynn Oil Distributors AGENCY: BBDO, L.A.

CAPSULE CASE IISTORY:  For several years the Wynn
Orl Distributors looked for a way to develop an effective
advertising campaign in central California. After spon-
soring Tabloid News on Tuesday, Wednesday and Fri-
day from 6:55 to 7:00 p.mn. for several weeks and then
at 6:25-6:30 for a total of 13 weeks, sales increased 70%.
The commercials were done live by the local Wynn sales
manager. The 13-week schedule cost $2,730.

KJEQO-TV, Fresno, Calif. PROGRANM: Tabloid News

CARS

SPONSOR: Capitol Pontiac Co. AGENCY: Direct

CAPSULE CASE HISTORY: The Pontiac dealer /or
Springfield, Capitol Pontiac, recently assumed sponsor-
ship of a Saturday night feature filin program. The Sun-
day morning [ollowing the first announcement (live com-
mercials are used) over 300 people were in the car lot,
although it did not open until Monday morning. The
general sales manager reports the placement of 10 orders
Jor new and used cars, a total sales volume of $20,000
and 19 prospects. The cost of the show (no other adver-
tising was used) was $150.

WICS-TV, Springfield, 11l PROGRAM: Capitol Pontiac Pow Wow

RUGS

SPONSOR: Vlr, Schlorer’s AGENCY : lavenson, Phila.

CAPSULE CASE MHUSTORY:  Using one announcement o
weel. on Fun House featuring Pete Boyle, Mrs. Schlorer’s
promotes a contest. Viewers are invited to tear out a
Pete Bovle cartoon [rom the newspaper, color it and mal
it to the show. Vo purchase is required. but a bonus
prize is awarded if a label is attached. More than 6.000
entries were received after three announcements and over

of them had labels attached. FEach announcement
‘.

PROGRAM: Fun Honse

SPONSOR: Persian Rug Renovating Co. AGENCY: Direct
CAPSULE CASE ITISTORY: Vartan Kuchukian, owner
of the Persian Rug Co.. had a heavy inventory of do-
mestic rugs and decided to use WISE-TV to promote his
summer sale. e bought 15 announcements on various
mghttime shows during one week. The cost of his televi-
sion advertising (he did no other advertising) was $300,
while his total sales was $6,000. Kuchukian commented:
“ . .ace did a dollar volume 20 times greater than the
emount expended for the advertising!”

WISE-TV, Azheville, N, C. PROGRAM: Announcements

BLUE CROSS

CHARGE ACCOUNTS

Y K: Mun a4 Bl res AGENCY © Direct

, Vinnesota Blue Cross, to
conmtribinte 1o highway sefetyv, developed a Scotchlite-
coated verston of their jamons emblem to attach to car
bumpers as a safety reflector. The emblem wcas offered
on three noan newseasts, two VW pun, news reports. The

IS >

N

PROGEIR VM, Nows 1~

SPONSOR: Sears. Roebuck & Co. AGENCY: Direct

CAPSULE CASE THISTORY: Sears was skepli(‘al about
television advertising when they bought a half-hour of
the Saturday night Sunset Valley Barn Dance for six
weeks. The commercials were devoted to encouraging
people 1o open charge accounts. The first week over 100
new accounts were opened: the number increases eacl
week. Sears’ skepticism has diminished—they have signed
Jor another 12 wecks. The cost of each show. including
live talent of over 10 people, is $435.

KRSTPITY, S Paul PROGRAM: Sunset Valley Barn Dance




Dig these CRAZY words of warmth

from the ‘Big Freeze’

(AML} ”'”-.,_’
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Mr. John H, Fugate
General Manager, KATY
620 Beech Street

Lattle Boik  Arkansas

Dear Jobhn

Thank you {or your letter of congratulations. Naturally, be:ng elected
President of The National Frozen Foad Distributors Assyciation 18 an
honor which pleases me, largely because it causes letters Like yours

1 especially appreciate your letter because the television industey and
the frozen food industry were both born on the dead run, and at aboug
the same time. Each has helprd the other to grow to thriving propor
tions, and will continue to do so, I'm sure, because both fields are
bringing a better way of living to the people of Arkansas

1 believe that we were among the farst (if not the very first) television
users in Arkansas. 8o naturally, television has meant a lot to us, We
always rely heavily on 1t because 1t produces results. Of course. when
1 say "television'”, I mecan KATV since 1 always think of KATV first
whether I am thinkang as one of your vicw@®®br one of your advertisers

Thanks again, John, and here's hoping that television and frozen foods
€njoy many more years of outstanding success

Yours truly,

VOGEL’S  INC
I

o

Sam M. Yogel

MOoBTOm POT Pits

“Aw gee! Does he mean us?”

“Us, he does. son . . . Mr. Sam M. Vogel, President of the National Frozen
Food Distributors Association tells us that KATV has had a large hand in
expanding the wonderful frozen food industry!”

“Man. those are real cool words from the National President! If KATV
can help make a hot item ont of such cold stuff . . . just think of what they
can do for other advertisers!”

“That’s Lecause KATV is the hottest station in a real cool market. son . . .

an advertizer just can’t go wrong on KATV!™

For the hotrest deal in Arkansas see: Studios in Pine Bluff & Litile Rock FFor the hottest deal in \i1kansas see:

Bruce B. Compton

Avery-Knodel, Inc.
National Sales Manager v National Reps
I s

CHANNEL 7 e

16 MAY 1955

TELEYISION a(twmOax

John H. Fugale, General Manager
620 Beech Streey, Little Rock. Arkansas
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Can a show with intense audience appeal

distracting too much from the commercial

COMMERCIALS MUST FIT IN

By Vietor Seydel
Vice President in charge of radio & 1v
Anderson & Cairns, Y. Y.
This question ob-
viously canont be
answered in o a
few words ax
here are 2o niany
mvolved
doubr if
could

facets
that |
anyone

completely agree.

In many  ways
this= question is paradoxical because
anyv program that has the intense andi-
ence appeal indicated by the question
probablv would have a large and loyal
following, The important thing, how-
ever. would be to find a solution 10
the problem if such a sttuation <hould
evisl.

Nevertheless, it s possible that a
program with intense audience appeal
conld reate a negative reaction for the
chient’s prodnet. Towever, 1 know of
no hmportant examples that exist 1o-
‘neies and have

dav, us ae SPONSors

Lo very conscious of atmosphere
and compatability as they concern the
redation<hip of commereial content 1o

program content,

I anv opinion. the indnstry - has
1 cuicndons strides (considering
th [ront vears that have been
an the creating and prodne.
mz of 1o de commercials that not
only ienl’s prodouct, bt at
the ( Lave the necessary in-
aredis of <howman<hip.  Granted

ob alwavs casy for the ageney
wl went has a Tnnited budeet. i
] : of commercials. hoth

as <hown that the

backfire on the sponsor by

industry is well aware of the faet that
there must be compatability between

commercial and program atmosphere.

SHOW MUST CONDITION VIEWER
By Murray W. Gross
Assistant Advertising Manager
Hudson Pulp & Paper Corp., N.Y.
As advertising
men, we must
consider v pro-
grams as vehicles
to deliver a sell-
ing message to
the viewing audi-
The effec-

tiveness  of the

ence.

program is
cauged by the sales which it produces
per dollar of cost.

We have all experienced. or have
heard of. programs with low cost-per-
1000 homes reached which have failed
in their primary - objective mass
movement of goods. Assuming the ex-
istence of a sound and well-conceived
copv platform and a “quality” audi-
ence (thal is. one composed of indi-
viduals who are logical prospects for
tlie sponsor’s products) it is obvious
that sales snecess depends 1o a large
extent on the ability of the entertain-
ment portion to condition the viewer
o he is receptive o a commercial.

Tv viewers fall into a wide group
ol categories. Inclnded among these
ave the dispassionate viewer, the de-
voted fan. and the intense viewer who
= almost i a ~tate of psychie tension,
The last of these provides a very poor
prospect. The “interrapting” commer-
cral i~ a niinor traumalic expertence to
i Tt shocks him out of the program
environment into which he has pro-
jected Bimself. and transports him 1o

a forum on questions of current interest

to air advertisers aund their agencies

’

another world.  Many individuals do
not have the ability to adjust their be-
havior to this rapid change in environ-
ment.  Accordingly, if they have just
viewed a sordid scene and are then
subjected to a commercial, their only
thought about the product which they
may retain is a sordidness from the
program with which they are still emo-
tionally involved.

Fven an “integrated” commercial
delivered by the leading performer
may backfire. This when the
actor. because of the realism of his
performance, has been cast by the
viewer in a role which is completely
alien to the product which he tries to
promote.

Unless the mental set of the viewer
i~ sufliciently flexible so that it can
readily adapt to the change from en-
tertainment to commereial. the effec-
tiveness of the selling message is con-
siderably reduced.

is so

It appears, then,
that the greater the degree of intense
audience appeal and emotional in-
volvement. the less the likelihood for
proper registration of the commercial
message. unless special techniques are
developed to overcome this handicap.

MAKE COMMERCIALS DRAMATIC
By Terry P. Cunninglham
Director of Advertising
Svylvania Eleetric Products, N. Y.

[t has heen prov-
en conclusively
in a wide number
of sttuations that
advertising com-
mercials must bhe
as dramatic and
attention - getting
in their approach
as the entertain-
ment that precedes and follows the

SPONSOR




commercial. Today it is vitally -
portant that serious thought be given
to the commercial lead-in. We con-
sider this matter so important that we
spend a greal deal of time figuring out
ways to bring in the commercial.

A show with a highly intense andi-
ence appeal can distract the audience
to such a degree to render the com-
mercial almost iuneflective unless very
special attention is given to the tech-
nique of leading-in to the commercial.

One of the most successful methods
we have discovered Lo date is to study
very carefully the last four or five
paragraphs of the show seript preced-
ing the cut-in for the commercial.
Many times these last few paragraphs
will suggest a way of sliding into the
commercial with a situalion similar
enough to the show itself as to appear
a part of the show script.

This method can be used most fre-
quently when commercials are live.
It is a technique used, for example, on
You Bet Your Life program in an
extreniely eflective way in spite of the
fact that most of the commercials are
fitm. On Beat the Clock, comnercial
announcer Bill Shipley will pick up
M.C. Bud Collyer’s lines as though they
were a part of Bud’s script. Quite fre-
quently, Shipley will walk onto the
center of the Beat the Clock set and on
some occasions he will actually carry
on a conversation about the product
with the contestant who is waiting to
perform the next stunt.

If there is a sudden drop off with
a definite change of pace, you can be
very sure you are going to lose a high
percentage of altention value. After
five years of broadcasting, I am con-
vinced that commercials must be able
to compete with your show if they are
to produce results.

Commercial must compete

Though a sponsor may be for-
tunate enough to have latched
onto a topilight show, if he wants
it to do the best possible job for
him commercially he must blend
his sales message into the show,
according to SPONSOR's panel.
With a topnotch show the com-
mercial problem is heightened,
says the forum; it is then neces-
sary to Dbring the commercials
up to the level of the show so
that they may successfully com-
pete with the program countent.
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HUNGRY FOR SALES ?

— then here’'s food for thought
about Buftalo —

WGR-TV is proved in survey after survey to be
the “favorite’” station, In the 24 weekday quarter
hour segments from & PM to midnight, WGR-TV
leads in 21, WGR-TV delivers your audience. (Pulse)

WGR-TV Buffalo, completely serves the nation’s
14th largest market. Covers 447,938 “able to buy”
homes in Western New York State plus a bonus

of 407,619 Canadian set-owning friends.

Serve yourself some sales . . .
sell Buffalo thru

WGR-TV

CHANNEL BUFFALO

NBC BASIC

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

11




GENEVIEVE
SCHUBERT
Time Buyer
Compton
| *\Adverﬁsing,lnc.
| says . . .
o|
MY

“In the last 8 years
we have placed lots
of television business
on WNHC-TV inevery
season of the year...
Spring, Summer, Fall
and Winter. The re-

sults in the Southern I

New England cover-
age area have been
very successful. In my
opinion, WNHC-TV
does the selling job
... expertly.”

ﬁ

Compare these facts!

15 County Scrvice Area
Population 3,564,150
Houscholds 1,043,795
TV Homes 934,448

See Your KATZ Man

Serving Hortford & New Hoven areos

I

N —

agency profile

“One of the troubles with television is the fact that techniques be-
come dominant over ideas.” <ays Bill Bernbach.

A vouthfulldooking man in his forties. Bernbaeh works in a mod-
ern, colorful office. As he talks, he's likely to point to some of the
more memorable full-page color magazine ads his agency has de-
veloped to prove a point, explaining how this or that print concept
was translated into tv.

“I's good advertising to integrate a theme with air advertising,
window displays, print in order to multiply the impact. Our ap-
proach 1o advertising lends itself to any medium. Essentially, the
idea is. ‘Don’t trick a reader into looking at an ad.” By the same
token. we don’t use ‘blind leads’ in tv.”

One parlicn]ar advertising campaign that Bernbach cites as typical
of the ageney’s philosophy is the Levy’s Jewish Rye Bread advertis-
ing. The print ads show three shices of this bread, the first one nib-
bled at, the second hu]f(*al(‘n, the third virtually Complelel\' con-
sumed. VMain copy idea is that it’s so good, evervone’s cating it.
In the tv commereial, one slice of luead almost covers the screen,
until bites of it (lisa])peax and reveal the name Levy’s

Today close to $3 million of the agency’s §12 million over-all
bhillings are in radio and tv. The trend. savs Bernbach, iz toward
continuoush increasing u-c of television.

Bernbacl’s aim, for the ageney. is “to grow onlv as fast as we
can absorb the husines=.” e feels that over-expansion can he a
real danger in a service industry. The safe ratio, he feels. is eight
to 10 people per million billings.

“\s an agenev. here’s how we feel: We have never given in to
a client for the <ake of keeping an acconnt. A client tends to forget
what he told vou 1o do, bnt he looks at the results.”

Bernbach started the ageney abont five and a halfl vears ago with
two partners. one accomnt (Ohrbael’s) and £600.000 in ]n]lmgs. It
was his second venture into ageney-founding: a few vears ecarlier.
he. Bill Weintraub and Panl Rand had started the William Wein-
iranh \genev.

When not hatching advertising ideas for his elients, Bernbach
likes to get awav completely from writing. “I've found that adver-
tising can be a wonderfnlly ereative ontlet. T feel no need for writ-
ing not-to-he-finished plays or novels. . . .7 R

William Bernbach

President
Doyle Dane Bernbach, New York

SPONSOR




\ | A SNAKE IN THE GRASS
1s worth a shot in the dark

cowboy rounding up stragglers at dusk tiouslv investigated. It was the snake, prac-
met a rattlesnake on a grassy mesa. He ticing strikes from damp grass.
drew and fired just as the rattler struck. Both v % x

missed. The snake slipped on the damp grass
and [ell short by several feet; the shot went
wide by two inches.

Have vou checked up on your competition
lately?

The snake slithered away among inacces-
sible boulders. The cowboy called it a night
and made camp. At the break of dawn he got
up and started a little target practice. Hearing
a dry rattling sound around a bend. he cau-

NBC and DuMONT AFFILIATE

AM: 10,000 watts, 710 kc. TV: Channel 4 « Represented nationally by the Katz Agency {
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BATON ROUGE . '

£ ¥
WATCH YOUR SALES

*3 SOUTH’S

fastest ymr/}/q
marker?

POPULATION
1940 ... .. .. 38,415 MR T

1953 .. 197,000

RETAIL SALES FIGURES

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

RANKS 92ad IN EFFEC-
TIVE BUYING INCOME

HIGHEST PER CAPITA
INCOME IN LOUISI
ANA

WORLD'S MOST COM
PLETE OIL CENTER

CHEMICAL CENTER OF THE SOUTH
DEEP WATER PORT

To sce your sales reach their
greatest heights an this rich

petro-chemical market, sclect
WAIB-TV, the only TV sta
tion 1in Baton Rouge, with
programs from all 4 nctworks,
ind  our own  highly-rated

cal shows

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

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

*Fast Balon Rouge Parish, Survey
of Buying Power, 1954

Chanpel 28

BATON ROUGE, LA.

(Continued [rom page 10)

creases geometrically when such a tie is present.

It is this group, smaller by millions, but more explieit by
all the adjectives in Funk & Wagnallz that causes the ma-
jority of headaches superimposed upon those actually neces-
cary to tv.

Give a distributor or dealer or plant manager in Ele-
phant’s Breath, Arkansas, a seven dollar a weck participa-
tion, out of his own hudget, in a television program and you
have transformed the man into Brooks Atkinzon. Suddenly
his knowledge of aesthelics, electronies and the procedures
of star-booking is worthy of atlention at every bar i town.
Certainly a letter or two to the home office is in order. If
you're within earshot or where the mails can reach you.
brother. you’re going to hear lrim out. <o be prepared.

Gentlemen, and their ladies, whose whole lives have heen
devoted to making erizper doughnuts or selling lawn mowers
are suddenly taken with their =avvy alout the qualuy of tv
humor and the intricacies of plotting situation comedy. Their
knowledge concerning the relative merits of laugh tracks and
the clarity of kinescopes would puat both Pat Weaver and Dr.
Du Mont te shame.

For vears now I've been unable to figure out what I'd do
if T ever retired. The prospeet of spending a life of leisure
was one that held very little appeal. As of this momemnt,
though. I've found the answer; hence, I amn now working
desperately to achieve a wealthy state of unemplovment.
Having achieved this, I <hall tour the country in a large
trailer. dropping in al every possible kind of distributor and
local husinessman to spend a few hours with him. telling him
what the heck i= wrong with hiz produect, his method of pro-
duction and his sclling techniquez. The less T know about
his operation, the more specific my comments will be. T am

going to have a wonderful time! *okok

Letters to Bob Foreman are welcomed
Do you alicays agree acith the opinions Bob Foreman ex-
presses in “Agency Ad Libs?™ Bob and the editors of sSPONSOR
would be happy to receive and print comments [rom readers.

Address Bob Foreman, c/o sroxsor, 10 E. 49 St,

SPONSOR
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LOOKING?

INDIANA

OHIO

This is WAVE-TV's coverage
oreo, based on engineering
studies ond mail response.

g

KENTUCKY

If you're looking for the key to the
biggest TV audience in Kentucky
and Southern Indiana

CALL YOUR REGIONAL DISTRIBUTORS!

Ask each, “What Louisville TV station
do you and your friends prefer?”

Try it. You'll open the door to a clear picture of
viewing habits in this area.

WAVE-TV

CHANNEL 3 LOUISVILLE

FIRST IN KENTUCKY
Affiliated with NBC, ABC, DUMONT

NBC) SPOT SALES

Exclusive National Representatives
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WLBC-TV

— MUNCIE
S INDIANA
«=AJ_\

N f\fﬂv
\
g

317 hours per week

4§ Muncie is 1st
- in the nation in
s HOURS PER WEEK
SPENT VIEWING TV
| WLBC-TY is Ist
choice in
| MUNCIE FOR
TV VIEWING
They really ga far TV in Mun-
cie as praven in a recent na-
tion-wide survey made in 34
cities by the American Research
Bureav. The average Muncie
family spends 31% haurs per
week watching television . . .
more hours per week than any
ather city | WLBC-TV leads in
Muncie according ta the No-

vember A.R.B. Report, telecast-
ing from 7 A.M. ta 11:30 P.M.

CBS-NBC- DUMONT-ABC NETWORKS

CHANNEL

a9

INDIANA

MUNCIE,

(Continued from page 20)

a national ~ales manager and a national promotion manager
{'Imlll of which 1t had).

Chris fingered Diek for the job. and Dick has evolved some
pretty basic approaclies as to what the ew job calls for.

“Following through,”™ says Dick. “on Chris’ 1dea that the
ouly prodnet broadeasters have to sell is programs, I came
to the conelusion that programs, fundamentally. are just one
thing: ideas. I've tried, therefore, to ereate a eontinuing
climate of creativity at all our stations throughout all of our
programing perzonnrel, from cameramen, directors and an-
nouncers to program chiefs—a climate in which ideas ecan
flourish. botlt quantitatively and qualitatively.

“Among the specific ways we developed were: First, our
own Program Seminars. The first one was for radio only.
last November; then this tv and film seminar vou attended,
plus a one-day session held the next day for program man-
agers and production supervisors of live shows.”

Dick is planning two radio and two tv =eminars per vear
a~ a regular schiedule. t might be interesting for me to point
ont jnst how far Westinghouse goes in listenig to pitchex
from “ontside program men.” On 11 April, from 9 a.m. to
5 p.m.exaelly 11 tv film programers had an opoprtunity 1o
address the WBC boys. They were Sy Wemtraub of Fla-
mingo. Jake Keever of NBC TV Film Syndication, Milton
Gordon of TV Programs of America, Don Kearnev of ABC
Film Syndication, Aron Beckwith of MCA-TV, Dave Savage
of Guild. Ed Hall of Vitapix. Cv Denegan of UMM. Bill
Edwards of CBS TV Film Sales, Herb Jafie of Oflicial and
\l Goustin and Bnrt Lambert of Ziv.

Tho~e 11 represent a pretty snbstantial picture of the tv
ilm prodnet around at the moment. and vou may be sure
the Westinghouse guvs had asx good an idea of what was
available and Trow and why they ought to use it, as anv group
of station men i the conntry by the time they got tlirough
that Mondayv evening.

Just to make sure the boys dont mizs too mnch between
seminars Dick has st hired Bill Kaland. and one of Bill
jobs 1=~ to ~ct up a v film clearing honse, which will he con-
tributed to by WBC headquarters men as well as all WBC
filmi huvers and program managers,

This Kind of carefnl attention to programing obviously
rebonuds 1o the benefit of broadeast advertisers. Lots of
stations. of conrse. beside WBC. do it but lotx more counld
do o more of 1. ol

SPONSOR




SPONSORSWARMTO AP

Because ., .. it’s better
and it’s better known.

"Plane

Case History No. 8

Jason Pate, General Manager of
WASA, Havre de Grace, Maryland,
had just finished a sandwich at his
desk when the call came shortly after
1 p.m.

A plane had crashed near town—
no details.

Pate yelled to News Director Bob
Gray to get ready with the portable
transmitter. Then he called The AP
bureau in Baltimore.

“Plane down,” he reported.
“On my way to find it.”

By 1:25 p.m., WASA had aired
the first spot broadcast that a plane,
apparently blinded by ground fog,
had crashed into the Susquehanna
River just off Havre de Grace.

Twenty minutes later, searchers
made their first find. Pate hurried to
the ncarest telephone.

“They’ve found a C.A.P. cap float-
ing in the river, and several tickets
to an air show we had up here,” he
told The AP. “It could be the C.A.P.
plane that was scarching for another
plane that disappeared yesterday.”

Small boats dragged the river for
hours. The light was beginning to
fade when one of the craft dragging
the bottom hooked the wreckage.

Pate called The AP while Gray
kept WASA'’s listeners informed.

A cranc hauled the twisted mass
near the surface but was unable to
hoist it clear of the water. Even so,
two persons could be scen strapped
in the open cockpits of the two-
seater. The victims were identified

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

On my way to find it.”

Ja<on C. "ate

tentatively by C.A.P. personnel.

Pate called The AP, and Gray
broadcast another bulletin.

Then, a floating derrick lifted the
craft from the water, and positive
identification was made.

By 6 p.m., WASA had the story
wrapped up for its listeners and,

If your station is not yct using
Associated Press service, your AP
Ficld Representative can give you
complete information. Or write—

Robert Gray

through The AP, in the hands of
every other AP member in the arca.

Jason Pate and Bob Gray
are Lo (:_f the many thon-
sands of active newsmen
who make The AP better. ..
and better knowen.
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Salt Lake radio has greater impacet than newspaper ads

Five Salt Lake City radio stations
sponsored a Pulse survey to determine
the strength of radio advertising com-
pared to newspaper advertising.  The
results. according to Pulse President
Dr. Svdney Roslow. show that radio
exerl~ a far greater hnpact than news-
l)\ll)(’l'_‘.

Stations KALL. KDYL, KNAK,
Rsl. and KUTA announced the re-
sults to a group of more than 100
radio. ageney and business executives.
The 1mportance of the survey is “that
for the first time a newspaper adver-
tising rating ~urvey was made on iden-
tically the same basis a< a radio sur-

vev,  stated Dr. Roslow.

He cited figures from the survey in-
dicating that radio advertising had a
much higher recall than the print ads.
Summing up, Dr. Roslow stated. “the
point I feel this survey makes is that
vou just don’t get big numbers of read-
ers on an individual newspaper ad.”
The survev found that though 96.977
of all homes polled read one or both
of the papers available, that did not
result in any ad being noted by any
large proportion of readers.

“Radio i

Dr. Roslow declared

s a
dynamie, Ihve medium in Utah,™ * * %

Radio success stories given off-beat touch in WMT booklet

W MT, Cedar Rapids, has an offbeat
booklet called “Hearing 1x Believing™
whieh gives radio results with a lLight
tonch.  One story. for example. s
called “It Isn't Just the Sentiment.”
1~ deseribed as a moving story about
plain. ordinary people . .
ple. wholesome people
head in the bunch.”

llere’s how the story goes:

“The average Glemm Miller fan is a
quivering wreck after the first three
hars of “Sweet Floise”™ aud a <hnilar

. good peo-
not a fat.

thing happens to the average business-
man who can’t <hut Ins ca<h drawer
without ~pilling twenties. To  meld
these emotional phenomena and realize

a few coins for onr own ditty bag.

Norfollk RCA tube sales

rise after (¢ promotion
“Televicion Servicemen’s Week™ was
teeently heralded in Norfolk by the
RCA Tube Departinent in a nine-day
all-ty campaign over WVECTV, They
put on 80 announcements plns 360
1D featuring a statuette symbolizing
the tv and radio servicenan, The Nor-
folk campaien was part of a nation-
wide one v RCA with an identical

thene
The them the campaign was the
responsibility: and integrity of the sei-
Origimally | the campaign was

118

WAT’s Ford Roberts deviced the two-
hour Glenn Miller extravaganza. So
we line up five record dealers to eo-
sponsor the show with RCA and it goes
on the air. Thix is on a Saturday af-
ternoon.

“That afternoon—while the
music is simmering—one of the five
dealers sells all eight of his Glenn Mil-
ler albums at $24.95. Also, he is club-
bing off teen-agers who want to buy the
cheaper singles and putting ont brush
firecs. which are cansed by the teeth-
enashing of the irate who came late.
The other dealers got a good response
ali. the bitter irony of it

all =0 did some dealers who were not
* %k Kk

=ame

too. and

even mentioned.”
~cheduled to be a co-op venture by five

local distributors and RCA. via news-
papers. WV EC.TV offered <uch a com-

WVECS-TV

NATIONAL BT EL £V1SI0N
SERVICEMEN'S® WEEK™

Television Serviceman's Week used such 1.D.'s

plete package. that the plan was di-
verted to tv with exceptionally fine re-
sults as typified by dealer statements.

Harold L. Bean, sales and promotion
manager for the Radio Equipment Co.,
wrote to the station thanking them for
their help. le stated in part, =. . .
Therefore. we may assume that the
offer of tv spot~ to our dealers in lieu
of advertising in other media provided
us with a margin of 20 to 25% over
other RCA distributors in the Norfolk
area. . . .

“. .. We believe that sueh an ae-
complishment is noteworthy even in
the tv industry, and we are quite proud
of it. Therefore, we thought that vou
and your organization should be no-
tified and credited for the grand job
that was done.” * k ok

Briefly . ..

Normally when a radio station has
to shut down temporarily for replace-
ment of equipment, they announee
<omething like. “we leave the air tem-
porarily because of technieal problems
over whieh we have no eontrol.” When
KOLD. Yuma, Ariz.. went off the air
for an hour to install new equip-
ment. Jim Hawthorne, former Holly-
wood comic who now owns the station,
sold the time to a local sponsor. The
sponsor, a local mattress dealer. got
the benefit of several plugs during the
week for “an innovation in broadcast-
ing; one hour of absolute silence.”

Other Hawthorne gimmicks to liven
up station breaks have produced sueh
gems as “Attention flving saucers!
This is KOLD, Yuma. We're friendly!”
or “Stop staring at vour radio! Turn
it on! This i« KOLD, in Yuma.”

* #* *

The unique flexibility of radio was
effectively demonstrated recently by
Shreveport’s KENT when they broad-
cast a lunch hour bank robberv almost
as it happened.

A man entered the bank at one of
its busiest hours and told the teller that
he had a bottle of nitroglycerine that
he would drop if he didn’t get the
money he demanded. The teller hand-
cd over 81.300, and the bandit fled.
\~ hie raced from the bank. two poliee-
men took out after him.

\ bank customer called KENT and
in a few minntes, Boh Shiplev, news
director. was on the scene with a re-
mote telephone hook-up to broadeast
the news. Asx Shipley was broadeast-
ing, the police bronght the captured
thief back to the bank and Shipley

SPONSOR




described and identified the nian for
the radio audience. The entire story
was wrapped up within 10 minutes af-
ter the robbery had been committed.

The broadcast was tape-recorded.
and it was played back after Shipley’s
regular 12:30 p.m. newscast. Station
officials commented that no other me-
dium could have covered the event <o
thoroughly or rapidly.

*#

Viewers of KLOR in Portland, Ore.
don’t have to consult their program
guides to find out what they can watch
on Channel 12. All they need do is
watch the “KLOR Band Wagon Bus.”

The station has made arrangements
with the transportation company in the

Specially painted bus plugs KLOR tv shows

city to turn one of their buses into a
rolling programing reminder. A regu-
lar commuter bus, painted light blue
and red, carries the station’s call let-
ters plus cards promoting individual
shows.

* * *

The United States Brewers I'ounda-
tion has formed a council 10 “assure
continuance of the highest standards
of advertising among beer companiex”
by reviewing commercials that are ob-
jected to on the grounds that they are
detrimental to the industry at large.

The panel was formed to safeguard
the standards of the advertisements
over air media as well as those in
print.  Primarily an advisory group.
it will strive to persuade brewers to
modify advertisements they consider
“Inconsistent with the public interest.”

* * *

KIRO, Seattle, actually rents floor
space in a variety of retail outlets and
guarantees the advertiser that he will
get all the merchandising support he is
promised. according to KIRO spokes-
men.

When an advertiser contracts with
the station for a certain minimum
amount of time, he is guaranteed dis-
plays in 05 super markets as well as
other merchandising aids in stores and
newspaper tie-in advertisements. * *
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Consistently

first choice in the
Columbus Market

20
top pulse
rated programs

ASK
JOHN BLAIR

radio

COLUMBUS, OHIO

CBS for CENTRAL OHI&

119




@ |

IOWA BTATE COLLEGE

IOWA

flmanac

—
Y

u ’ SERIES 1

BIG RESULTS FROM CHICKEN FEED

Towa Farmers call their egg. sale receipts “chicken fee,ti” but this income alone exceed:
the value of California’s citrus crop.

|
WOI-TV gets big results from “chicken feed” too. Lowést cost per thousand, highe1

Telepulse, maximum power and coverage add up to Channel 5 dominance in Central
Iowa,

WOI-TV

AMES-DES MODOINES
CHANNEL S

100,000 WATTS
CBS ABC DUMONT
REPRESENTED BY
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BEKINS ON RADIO AND TV

(Continued [rom page 37)

est number of ‘average’ people so that
they will connect Bekins with moving
or storing at the right time.”

The company’s strategy: Bekins puts
64% of its budget into radio and tv.
mainly program sponsorship. in order
to promote its service. Bekins himself
the company’s advertising
(through Brooks Advertising Agency
in Los Angeles) with the following
philosophy: “The sponsor owes it to
his audience 10 entertain them as well
as to impress them with his commer-
cial message. and so. wherever possi.

guides

ble. Bekins sponsors programs.”

Another 249¢ of the budget goes
into newspaper advertising, 12 for
direct mail.

Bekins is currently sponsoring two
different radio programs on a 23-sta
tion lineup covering California, the
I'acific North- and Southwest. One
program is ffollvicood Music Hall. a
taped hat-hour musical show, that the
firm has been sponsoring either live or

taped smce 1917, The other iz the
Frank Goss \News program three times
weekly at 5:45 p.m.: both shows are
on the Columbia Pacific Radio Net-
work.

In May 195k when Al Brooks, agen-
cyv president and account superviszor
for Bekins, bought this news program.
he said: “Testing and survevs of 10
markets showed that radio delivers
audience at a lower cost-per-1,000 than
television. This news program is aired
at 5:45 pan., a time calculated to catch
the vast number of Weslerners driving
home from work and their wives who
are (or ought to be) busy in their
kitchens preparing dinner.”

Since October 1951 Bekins has also
been sponsoring Ken Murray’s Where
Were You?, a syndicated half-hour
MCA-TV package. in 16 tv markets.
Bekins bought the show through June
and expects to put it back on again in
fall. Although it’s been on tv for onh
eight months. Bekins executives sav
that the show has paid off beyond their
expectations in ratings and tangible
evidence in the wayv of mail and or-

l.ll.'rb. d= “('” ds ])I‘()llll\l.\ fr()]]] 1many
o Bekins we
The <how get~ a family-type

therefore fits into Bekins
pattern of reaching as many “average
people” as possible.

From time to time. the Brooks
agency has made map- or booklet-offer-
ings on the air in order to test the mail
pull of radio and television. In one
test, made in 1950, radio pulled 12.000
requests for a free Houschold llints
Booklet.  Tv (with
pulled 6.000.

Al Brooks has personally handled
the Bekins account for 18 yvears, He
frequently discusses strategy and spe-
cific buys with Milo Bekins, who super-
vices all advertising for the firm. How-
ever, the account been such a
steady one in radio and v, that the
stations have come to regard Bekins
as an advertizser who puts on audience-
getting show~. Thi« attitude. combined
with continuoux testing. accounts for
the radio and tv ratings Bekins is <o
happy with. (IUs interesting to note.
incidentath. that the average Brooks

viewers use “when
move.”

audience,

fewer stations

has

3 2 2 % ¢ oo
I. New construcetion pevmils*
CALL CHANNEL ERP (kw)** Antenna STATIONS SETSIN* MIT MANAGER. RADIO REP*
ARKET PER EE. . EP
CITY & STATE R NO. LT W (EES0h e Visual ORER ON AIR 00
Tueson Tv Co.
TUCSON’ ARIZ. 9 19 Apr 57.5 190 KOPO-TV 38'605 0 E Ingram & Kathleen Ingram. owners
KVOA-TV
FORT PIERCE, FLA. 19 19 Apr 17.8 270 None NFA Gene T. Dyer, sole owrer
kevada Telecstg Corp.
RENO: NEV. 4 19 Ap' 27.5 —170 KZTV 17'250 Robert C. Fish., iole owner, pres
A. Laurere Tuma, vp
Basin Tv Co.
EPHRATA, WASH, 43 4 MOY 13.2 660 None NFA Cezscade Bestg, owner
Thos. C. Boslic
II. New applications
A A i T CHANNEL OATE ER® (kw) * Antenna ESTIMATED ' op wengl TV STATIONS RO = X I 13
NO. FILEO Yisual tft) COST 0P EXPENSE IN MARKET
Maui Publ Co. Ltd
MT. HALEAKALA, 12 20 Apr 30 5910 $80,000  $42,000 None LB GoDI (el G
MAUI,! HAWAII . oo 8 .
r a9 [N orp
CAGUAS, PUERTO RICO 1 20 Apr 2.67 1177 $35,809  $60,000 None e CEl L0 CL O ey
B 0 x s c 0 R E *Rath new « p s and tis - dng oon o are oare tl ™ Tre ' rtween
22 aprl anl T May oor [RX) 1noroat (e afre o | = \
comldered to he on woalr wo o mnnier 14 STAL WY start kY T Frw o A ral
{. 5. stations on air 129 power usual'y i+ «(ne lalf the visaal powor « *Anten 4 aht abne v axe terraln not
abme groun V. tInfernatinm  n o the nunber of <ots I wark ¢ w e e 1t o mated a5 clne
.”(H’I\'(’ls (‘Ol'(’r('(l' A 2(;' from NTC Re earch const 1~ s mmates frun the <tatl o rrep ool t e e ms) appresl

U, S. tr sets (1 Apr. "35)

['. 8. tr homes (1 Apr. 35

35.5301.000
33.660.000

mate

gEencra ly ton early to

Plan
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Get the NEW
STANDARD

have

advertising facts
at your fingertips

When you want competitive infor-
mation about the leading business
firms spending 95¢ out of every na-
tional advertising dollar — keep the
new 1955 STANDARD ADVERTIS.
ING REGISTER handy!

Here you'll find 14,000 leading
adverticers with 60,000 executives
hsted by title — the advertising
agency handling the account —
amount spent — extent of distribu-
tion — over 15,000 brand names!

Let us send you all the facts about
the new 1955 “Red Book”. A line on
your letterhead will bring them to
you by return mail.

- The Register Contains ———

e The Advertiser, < Printing Buyer
Address, e Advertising Agency
Capitatization Handling Account

s Producis wilh e Account Executives

Teade Kames o Advestising Media
e Cotporale Used
Executives o Advestising
e Advertising Appropriations
Manager e Character, Extent of

Distribution

THE AGENCY LIST

Stondord source of informotion |“,\
about 3,000 U.S. ond Canadion od-

vertising agencies with doto on i

e Sales Manager

—

fneyff

their recognition, perstonnel, ond
over 30,000 ciients. Iwsued three
times o year — the AGENCY LIST
is port of STANDARD'S complete
service or moy be purchosed
sepoarately.

F Write for colored 4
fee iftustrotnd  booklet "%,
iving full informotian obout the \ N
TANDARD ADVERTISING REG- /
ISTER and Supplementary Ser- Sq
vices, It's yours for the osking. /

MATIONAL REGISTER PUBLISHING CO., INC.

130 West 42nd St. 333 N Michigan Ave.
New York 36, N Y. Chicago 1. Illinois
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acconnt  has been with the agency
~heghtly vver 12 years.)
Lt B -

Al Brooks first recommended radio
to Bekins in 1937, The company ex-
perimented  with  an  announcement
campaign in Los Angeles, San Diego
and San Francisco, liked the results,
kept up the effort until October 1941.
At this point the firm switched to a
program bmy. Bl Henry News, 5:30-
5:45 pm. on CBS, added two other
markets  Iresno  and  Saeramento.
News programs had top listenership
over the war vears. Bekins kept the
~how until 1948,

Bekins hked radio. wanted to ex-
pand its coverage. In 1947 the firm
triecd out a half-hour 1nusie show,
Hollywood Music Ilall, on the ABC
Western Network, and originating out
of KGO. San Francisco, This show
brought the kind of response Bekins
was looking for. The firm expanded
the orchestra from nine to 22 men,
moved the program to a 25-station
CPRN lincup Tuesday evenings.

In 1953 the program was changed to
a record show to make it possible for
Bekins to fit television into its sched-
ule. However, the program continues
on the air between My Litle Margie
and the fack Benny repeat, and the
client is satisfied with the level of rat-
ings it maintains.

It actnally took DBekins six vears
to find itsell in television. Bekins
took the plunge into tv with its two-
hour sponsorship of the Pasadena
Rose I'arade on New Year’s Day 1948.
over KTTV, Los Angeles. It was a
one-shot, of course, and Bekins felt 1t
was too carly in tv history to follow it
up with regular programing. Two
vears later. the firm sponsored a Snn-
day afternoon show, At Home With
the [larmons, 2:00-2:30 p.m. over
KUJ-TV . then KFI-TV. A vear on the
show at the time indicated that day-
time tv audiences in the area were still
too meager to justify the cost. Bekins
pulled out of tv for cloxe to two years.

In fall 1933, Bekins put The Holly-
wood Music Hall on Live over KTLA.
Losx \ngeles, showed kines in 15 other
markets, Bekins tried the format as a
half-honr 1v show through May 1951,
but fonnd that the same show delivered
at a cheaper cost-per-1.000 over radio.
Iowasn't until October 1951, when the
firm bonght Where Were You?, the
hatf-honr Ken Murray film, that De-
kins feht it had fonnd it~ niche in tele-
vislon.

Al Biooks feels that there are sev-
eral reasons why the Ken Murray show
is pulling better ratings than the music
show Dbefore it. Mainly, says he, the
program has a broader mass appeal
than a musical program has. Further,
the fact that it’s on film gives the
agency more flexibility in placing it,
and therefore a chance to get better
time slots.

Sometimes Bekins plugs its radio
and tv shows in newspaper ads and
direct mail, but mostly not. The firm
figures the two media have to do the
job themselves, with the substantial
help being given by many of the sta-
tions. In fact. the agency recently sent
around a query, and found that almost
every station carried program an-
nouncements and newspaper ads to
promote the tv program.

Several (KTTV. Los Angeles;
KPTYV, Portland, Ore.; KPHO-TV,
Phoenix: KING-TV | Seattle: KMJ-TV.
Fresno; KIDO-TV. Boise; KGO-TV,
San Francisco: KFMB-TV, San Diego)
reported various other promotion such
as ads in program listings. publicity
mailings to local newspapers. Over
and above these promotions. KTTV
also arranged for poszters on the sides
of the Puritas Water Co. trucks in Los
Angeles, not to mention 150,000 uri-
tas Water bottle labels that now bear
an announcement of the program, Sta-
tions KING-TV and KIDO-TV sent
out special mailings announcing the
program, and KPHO-TV plugged the
show in a widely distributed house
organ,

Bekin’s 1955 budget represents a
15% increase over the $375,000 bud-
get in 1954, Several factors contribute
to the growing emphasis upon adver-
tising. Dekins’ leading regional com-
petitor, the Lyons Van & Storage Co.,
also uses the air media for advertising,
though to a lesser extent. This firm
also uses a combination of announce-
ments and programing.

Here. however. are some of the fac-
tors that contributed to greater empha-
sis upon advertising in the industry as
a whole:

There are perhaps 4.000 firms today
who are engaed in interstate hanling.
These are, of course, rigidly regulated
by the Interstate Connmerce Commis-
sion. Some 49 of them, officially desig-
nated as Class 1 movers. gross more
than $200,000 a vear. More than 60%
of the 1951 revenue of these top 49
was accounted for by five giant com-
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1895 with six horse-drawn wagons and

a ~torv brick building. Bekins to-

d woas LOOO vans and 62 buildings.
It calls itselfl the world’s largest inde-
pendenthy owned moving and storage
v. At one time it had been an

agent of one of the five interstate gi-
ant= mentioned above. today handles
its own cross-conlinental ro]a) sy =tem,
Sinee movers, like vailroads  and
truckers. are a highly regulated serv-
ice mdustry, they are not allowed Iy
the LC.C. to take large chunk profits.
In fact. the industey’s over-all operat-
g ratio is up around 93.5%7, that i~.
every dollar of revenue represents V8.5

Becanse of this {ac-
tor. advertising budget~ have been

cents of expenses,

SOUTHWEST VIRGINIA'S

traditionally low in the moving busi-
ness.

In 1954 for example. Allied Van
Lines =pent £290.000 in national and
consumer magazines. This vear. be-
cause of heightened competition. the
company expects to spend  Dhetween
§350,000 and $375,000. This. despite
the fact that industry sources say the
telephone directory still acconuts for
707 of traceable household moving
and storage business for most firms,

“There i= a noticeable increase in
the uxe of radio and television in the
household  goods moving industry.”
savs James C. Connell. advertising and
sales manager of Allied Van Lines.
Allied itself does not use network ra-
dio or tv. but its ageuts use spot radio
and tv. “The increasing use typifies
the industry’s growing enthusiasm for
tte airwaves.” says Connell. “So [ar
this vear 65 of Allied Van’s 040 agents
are using spot v, compared with 42
last year. 122 agents are
buving spot radio. as against 70 in
19517

Both North American and  Aero
Mavflower use network radio: May-
flower spent about 8450.000 in the me-

Stmilarly

£0s1€€/L RADIO STATION

For 31 years
WDBJ has been
the MOST LISTENED
TO—MOST RESULT-
FUL RADIO STATION in

Roanolke and Western Virginia.

Ask Free & Pelers!

Established 1924 + CBS Since 1929
’- AM . 8000 WATTS » 960 KC.
‘ FM . 41,000 WATTS « 94.9 MC
ROANOKE., VA. ¢

Owned and Operated by the TIMES-WORLD CORPORATION
FREE & PETERS. INC,, National Representatives

dium last year, aud reportedly spends
at the same rate m 1935, In New York.
some local and regional movers have
nsed spot radio. “Bud” Brown, ad
manager of Neptune Storage Co., New
York (which calls itzelf one of the two
largest individually owned moving
compantes, compiarable to Bekins with
its fleet of 300 vans) uszed local radio
in Westchester about three years ago.
\eptune. however, doesn’t promote lo-
cal household wmoving today; uses
newspapers (o stress commercial mov-
ing. Lincoln Storage and Moving Co.
in New York. continues to place three
o1  more commercials  weekly on
WOQXR. New York. as they have done
for the past eight years.

I’s not =urprising. however. that the
two top West Coast outfits, Bekins and
its compelitor. are far more aggressive
in their advertising. In 1951 Caki-
fornia ranked No. One amoug the 48
states for the number of interstate
moves, both into and out of the state.

Industry research shows that com-
petition for inter-state and long-dis-
tance moving business has inereased
since World War Il for several rea-
SONS:

1. Decentralization  of  industries
mito less sensitive  areas—This  has
meant a boom in the Far West and
Southwest. particularly.  Four out of
10 moves last year occurred hecause of
job changes within the same company.
Three out of 10 interstate moves re-
sulted from change of jobs to different
Furthermore. the people
who're moving around these days are
workers. bhut middle-
class persons. imminenthy qualified for
paving the 3318.21 average cost of the
532-mile average move. Eight out of

companies.

not migratory

10 interstate moves last year were
made by proprictors. salesmen. busi-
ness offictals and professional people.

2. Decline in government business

Just a few vears ago, whenever a
G.1. was transferred from one base to
another. Uncle Sam sent along his fam-
Iy and  honschold  goods at governu-
ment expense to keep up his morale.
The  Eisenhower administration  ent
this program considerably, by raising
the requirements for getting vour fam-
ih moved on Uncle Sam’s expense ac-
This has heightened the com-
petition among the big hovs for the

conrnt.

civilian business.

\ lot of the interstate haunlers have
felt the pineh from the government cut
back., Allied has 2697 of s traflic in

military business. For the last {four
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The Original
ALAN FREED

Radio Program Avail-

able to Advertisers and

Stations 5 One Hour
Shows Weekly—A
2007 rating increase in
6 months on New

York’s WINS —-

Alan Freed's Rock 'N
Roll  Partv

building phenomenal

currently

audiences in Baltimore,
Kansas City, St. Louis
and many other mar-
kes.

For Particulars —

W. B. GRAHAM

& ASSOCIATES, INC.

160 Lexington Avenue

New York 17, New York

-1872
Velephone ORegon 9 187

126

vears, its traflic has been 21 1o 20,
government-paid. North American u~ed
to carrv 15 wmilitary. now has only
387¢ compliment= of Unele Sam. Some
of the smaller outfitz, oddhy enough.
will be affected even more drastically,
Shorth after World War 11, Security
of New Orleans had 807 ¢ government
hauls:  \tlas carried 507%
busines=.

military

These government entbhacks came at
a time when operating costs have heen
continuously, while 1.C.C.
clamped down on profits. In the five
vears prior to 1953 Mayflower and
Greyvan for example watched their net
income dwindle though the gross reve-
nue spiraled upwards. In Mav 1953
LC.C. approved a 7€¢ rale increase.
but the Clazs I carriers still showed an
aggregate net profit of only SL3 mil-
Hon for last year’s $140 million gross.

rising

Becanse of these factors, the indus-
try as a whole has been pushing up its
advertising appropriation. R

PROCTER & GAMBLE

{Continued from page 33)

circulation the company wants, This
means a parting of the wavs between
P&G and davtime tv. the theory runs.

With at least one of these points the
bovs on the eighth floor of Cincin-
nati’~ Gwynue Building are in agree-
ment  P&G is out for ratings. Said
Gail Smith. associate manager of the
advertizing production  division, who
directhy snpervises all media and pro-
graming activities: “We're after ar
culation,  That means we want the
best ratings we can get. For example.
if we had 10 shows. we would want
them to rate front one to 10 at the top
of the heap.™

But as to any so-called long-range
media  aim. Advertising Production
Bivision Manager A. N. lHalverstadt
points ont: At P&G there is no =uch
thing as one media philosophy as such.
That is because we operate on the
brand principle.
has it individual operation. its indi-
vidual

Each of our brands
marketing and  advertising
needs.  There are as many media
pomts of view, thervefore, as there are
Naturally, the media people
try to serve the various brands the
best they can and bring to them a fund
But that is as
We do not have gen.

Lrands.

of common experience,
far a~ it goes,

eval advertising principles which are

absolutely applicable to all produets.”

Halverstadt explains that the ad bud-
get for each brand is a fixed percent-
age based on the past year’s volume
and estimated volume for the coming
vear. The products which bought
nighttime this season, he maintains,
stmplv had the extra money available
for expanded v coverage, and since
they are mostly products which appeal
to a wider group than the housewives,
reded nighttime exposure. One of
them. Pin-It Home Permanent. only
went national toward the end of 1934,
and entirely “new”™ money was invest-
ed in its promotion.

Whether or not there is a profound
media strategy underlyving moves of the
100-man plus advertising departiment.
this yvear’s nighttime splurge appears
indeed to be the result of a combina-
tion of rather mundane faetors, such
as specific product successes. market-
ing needs. organizational peculiarities,
the dynamics of the competitive situa-
tion and the restricted tv scene. It
secems to represent an expansion of
the need for advertising rather than the
begining of a major shift of money
out of daytime tv or other media.

The first, and foremost factor in the
move to nighttime. is the ever-rising
sales curve. Today Procter & Gamble
stands at the peak of a 108-year ca-
reer which has known little but steady
growth.  After 65 vears of uninter.
rupted dividend payments, the com-
pamy s consolidated gross sales for the
fiscal vear ending 30 June 1954
equaled $911.050.019. more than dou-
ble the $424.349,000 of its nearest
competitor. Colgate-Palmolive Co. This
year's volume may possibly put P&G
into the billion-dollar company ranks.

The significance for television of
this continued growth is clear. Since
P8G s advertising budgets always rise
with sales, there should be an increas-
ing supphy of ad funds in the near
future. And =ince the company’s allo-
cations to tv 1= roughly two-thirds, the
total tv budget should wax in propor-
tion. Soap. it should bhe remembered,
i< the most universal of commodities.
The companies seek the largest possi-
ble tonnage. This reqnires great vol-
nmes of advertising to the largest pos-
sible audiences, Maximum circulation
and high ad frequeney are the ains:
and for this it~ major medium is tv.

Continued expansion in the use of
television seems certain as new brands
vie with old and with those of outside
competitors for prime tv time. This
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El Paso

population jumps
169% since 1950

A booming market means boom.
ing sales! And El Paso is boom

ing in population in
business in sales

| And. in El Paso, KROD-TY's popu-
larity is booming, too with

the top CBS, ABC and DuMont
network shows and consistently
good local programming

about

about KROD-TV.

Ask your Branham man

El Paso

KROD-TV

CHANNEL 4 ("<1>
EL PASO TExas ¥

CBS - DUMONT - ABC

AFFILIATED w th KROD-600 ke (5000w )
O rtated by £ Pase Times, Inc

Rap. Natiomalfy by the BRANHAM COMPANY

IN EVANSVILLE INDIANA
WISE
BUYERS

CHOOSE

Complete Coveroge WEHT covers ALL
of the nich Indiana, Llihnois, Kentucky
Tr State

Unduplicated CBS-TY Coverage
Fringe arca VHF reception of olher sla
tions does NOT include CBS nctwork

Rcalistic Rates WEHT's reafislic cost
per thousand, has budgel-minded accounls
parlaying smarl buys inlo sales every day.

Represented by
MEEKER TV, INC. — ADAM YOUNG
ST LOUIS

was essentially the problem as 1951
was drawing to an end—the question
was how to get quickly into 1nore
likeh -looking shows that promised to

deliver laree audiences,

The show search: Finding the new
program was the job of I’ro('ler. \\
Camble Productions. Inc., a subsidi-
ary established to service the radio-tv
needs of the various brands. As an In-
dependent legal entity, P&G Produc-
lions signs contracts. buys and sells
Lroadeast properties. coordinates the
work of the seven agencies handling
the brands. supervises the shows and
production of commercials. Tts v llez‘ld
i< William Craig. its radio chief Wil-
liam Ramsev. Both are known strictly
as “Bill” in the trade. They have
seven leutenants between them.

When Bill Craig. Gail Smith and
media director Panl Huth came to New
VYork last fall to hunt for tv shows.
they were representing a group of spe-
¢ific brands: Blue Cheer, a washday
detergent: Lilt Hlome Permanent; Prell
Shampoo:  Pinlt Home Permanent:
Gleem Toothpaste: Spic & Span. a
cleanser for woodwork and walls.

What complicated their problem was
that sintultaneously the brand mana-
cers of all these products were pressing
for ;11)()(] v exposure.

\ote that four out of the =ix prod-
ucts histed fall inte the toilet goods
category. whicl are sold to teenagers.
career '(girls and working mothers as
well as the housewife who is home in
the afternoon. For this group the de-
mand for evening time was iescapa-
ble. However. the two P&G shows then
running at night were carrying their
full brand complements. Gleem was,
in fact. alveady sharing The Loretia
Y oung Show with Tide. which could
Lardhy he expected to move out entire-
Iv. Nor was there amy room on Fire-
side Theater. which was carrying Ivory
Jar. Crisco and Spic & mpan.

New vehieles were therefore the onh
solution.  Gleam latched on o Jackie
Gleasor. Prell got This Is Y our Life.
Lilt copped I Love Lucey. Pin-It landed
Topper. Spie & Span. a product with
relatively low frequeney of purchase
whicl apparenthy does not need  the
~ame  freqneney of exposure ax the
heavy-duty ~oaps. hitched an oceasion-
al vide on The lackie Gleason Shouwe.

The major chunks of tv tinie went
to Cheer. which a P&G spokesman
proudhy claims to be number two in
the detergent field. vight behind the

company ~ own Tide. (Nighttie has
become important to volume washday
soaps as well as to toilet products.
Paul Huth told sPoxsor, because of the
need to reach all homes. including
those of working women.) The brand
is =ponsoring two shows: The Lineup
and My Favorite Husband.

After speaking at length with the
men most directly involved in the pur.
chase of these shows, Gail Smith and
Bill Craig, sponsor has the impres.
sion that the final schedule is the re-
sult as much of accident as design. It
is doubtful that there was any blue.
print to begin with.

As Gail Smith put it: *We were after
circulation.” and he emphasized the
point with a wave of his ommipresent
slide-rule.

The danger of attempting to read a
carefully planned media campaign into
the present nighttime schedule is indi-
cated by the strong possibility that the
P&G hneup will look substantially dif-
ferent next season.

For example. the Jackie Gleason deal
was strictly for the short haul. since
the show is changing format and going
under Buick sponsorship in the fall.
Gleem and Spic & Span will have to
seek elsewhere.

Pin-it, now sponsoring Topper. will
have to seek clsewhere if CBS TV
agrees< with alternate sponsor R. J.
desire to substitute the
Mickey Spillane series.

The home permanent. incidentally.
got 1ts first 1955 exposure via a two-
month ride on Caesar’s Hour NBCTV.

It iz common knowledge. too. that
all ix not well with My Favorite Hus-
hand CB3S TV, which has not been able
to get bevond the middle twenties in

Reynolds’
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“Now don't tell me you stayed
home to listen to KRIZ Phoenix,
too?"”
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In New England...

TAP A ONE BILLION DOLLAR
SUMMER MARKET

on

WBZ+WBZA

This summer, four to five million
people will spend their vacations trav-
eling through New England’s six great
states. They’ll spend about one billion
dollars. And 67% of these people will
be New Englanders.

In addition to this vacation travel,
New Englanders take to the road
most every weekend during the sum-
mer. Cape Cod, the White Mountains,
the beautiful Berkshires, 5000 inland
lakes and 2500 miles of ocean coast-
line make New England a real sum-
mer paradise within easy reach of
New Englanders everywhere.

There’s only one media that can
reach ’em wherever they go Radio.
And the only radio voice that can
reach ’em anyplace in New England
is WBZ+WBZA. Special summer pro-
gramming, plus hard-hitting audience
promotion plans, will mean big sum-
mer audiences for WBZ+WBZA ad-
vertisers. Get the complete summer
story from Bill Williamson, WBZ+
WBZA Sales Manager at ALgonquin
4-5670 or Eldon Campbell, WBC Na-
tional Sales Manager, PLaza 1-2700,
New York.

~ MAINE ¢

.ﬂ;’—.. L5 BT A

CONN.

WBZ +WBZA WESTINGHOUSE BROADCASTING COMPANY, INC.
BOSTON +SPRINGFIELD WBZ+WBZA « WBZ-TV, Boston;, Kyw « WPTZ, Philadelphia;
KDKA « KDKA-TV, Pittsburgh; wowo, Fort Wasne;
51,000 Watts KEX, Portland; KP1X, San Francisco
KPIX represented by THE KaTz AGENcY, INC
Al other WIBC stations represented by FrRee & PETERsS, INc.
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CHANNEL 11

FIRST IN
COLORADO
SPRINGS, TOO

Covering Colorado Springs and Pueblo
for CBS, ABC, and DuMont
television networks
NATIONAL SALES OFFICE
KKTV, PUEBLO, COLORADO

Represenlied by GEO. P. HOLLINGBERY
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in the market-
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the ratings race. \ possible casualty
here could <end Cheer as well search-
ing anew.

With the exeeption of the Glea~on
program. which P&C shares every
week with other clients. all the new
P&G shows are alternate-week sponsor-
ships. This means that PRC may not
necessarily have first call on a time
period should the show on hand prove
unsatisfactory. The purchases, in other
words. do not necessarily mean that
P&G has staked out franchises.

s one timebuyer elose to the sub-
ject explains it: “These buys are a
recognition by PG that it is no longer
possible to build real franchises in tv.
The networks a= is well known are in-
sisting more and more on control of
tine petiods and shows. Furthermore,
it i« no longer realistic in the soap
business to think in terins of estab-
lished time periods that deliver lasting
sponsor identification over the years,
for the simple reason that today prod-
uct life is short. Sponsor identifica-
tion for ~oaps  with rare exceptions—
ix a foolish goal.”

The flexible character of the pres
ent PXC schedule is implied in the
stated views of Smith and Craig on
their program approach this season.
I'or a company that had lavi<hed so
much time and atltention on its own
film properties. Fireside Theater and
The Loretta Young Show, PRG has
changed course by (1) buving into
rather than helping to create proper-
ties, by (2) accepting tv vehieles with-
ont the direct control which it main-
tains over all previous shows. Fur-
thermore, it could not be said that any
of the new shows bore the P&G stamyp
as did those already going for the com-
panyv. That is, none of them are in
the strictly feminine appeal category.

Smith and Craig had to agree there
1= no program philosophy at work. no
fixed standards which say a show has
te be of any specific type. The concept
15 one of reaching the biggest possible
faomily andience without ¢oncern for
pmpoimtimg the women who are P8&G's
enstomers. T PRG gets the home at
night. 11 yeasons it has the woman.

This acconnts for the variety of pro-
gram conlent. It accomts for the ap-
pearance of The Lineup. a detective
~how, on the PSG rostev. Althouneh the
program rates well somehow it does
not scenr what one would expeet 1o
find PG sponsoring. espectally with
a washdayv product hike Cheer. But ap-
pearances are deceiving, The <how is

opposite the NBC fights on Friday
nights, gets a good female audience ac-
cording to Pulse.

To say that the 1951-55 schedule
does not necessarily represent a fixed
pattern is not to suggest that P&G’s
heavy wooing of nighttime tv is a
short-term romance. On the contrary,
the indications are that P&G is here to
stay as a major evening advertiser.
Actually next season’s schedule may be
even heavier that this vear’s.

Do not be surprised, moreover. to
find ABC TV emerging as a serious
contender for P&G billings. (Negolia-
tions have been under way for some
time, though no deals seemed to have
been set al presstime.)

P&G vs. PAG: Behind the growing
demands of P&G product men for more
tv vehicles lie two basic trends: the
creation of new brands in the soap
field: the expansion of the nou-soap
produet divisions.

“Our business that
never stops going ahead,” the company
endlessly tells itz 23.000 emplovees and
49,000 stockholders. The essence of
the xoap advertiser’s problem is the
over-powering reality  of  produet
change. It iz but eight vears ago that
the first effective heavv duty detergent,
Tide. was introduced nationally. Yet
today. total detergent sales are greater
than those of washday soaps: soap
volume fell 10-15‘¢ again last vear,
while detergent sales continued to
mount.

business 15 a

In P&G’s case the transition ean bhe
svmbolized by Duz. Remember when
the slogan “Duz does evervthing” was

—no need to worry about juvenile
delinquency, Dad—I1 listen to KRIZ
Phoenix all day long.”
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es > Please send copies of TV Dictionary/Handbook as checked below:
==
- [] 1-9 copies—32 each ] 10-49 copies—$1.50 eoch [J 50 or more—3$1.25 ea.
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> =
< - Company
)
= = Address
=)
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= 5 Cll\' Zone tate
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”” BEAT.S’
‘EMALL
X% (BGAIN)

According to
Morch 1.7
Telepulse,
KTVH hos
15 of top

15 weekly
ond 9 of 10
top multi-
weekly shows

KTVH's dominance of the TV audience
in the rich mid-Kansas area. Do it now—by
contacting a KTVH representative, today!

240,000
warrs  CgS BASIC—DuMONT 12 ]
Represenied Nationally by H-R Representatives, Inc L)

KTVH, pioneer station in rich Central
Kansas, scrves more than 14 important
communities besides Wichila, Main
office and studios in Hutchinson; office
and studio in Wichita (Holel Lassen)
Howard O. Peterson, General Manager,

. N TS
Quad-City

Employment
is up and Steady!

Employment at the large farm im-
plement plants and at some 300
other factories is keeping pace
with increased production sched-
ules. Forecasts of a busy pros-
perous 1955 in the Quad-Cities
have materialized into an active
buying market of 1/, million peo-
ple.

The Quad-Cities offer you a good
marketing opportunity. WHBF is
"The Quad-Cities' Favorite™.

CBS FOR THE

TELCO -.I.ﬁ. ROCK BLAND, ll.l“l
Reprasantad by Avery-Keedal, Inc,
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Licard from coast to voast? Todav, it
shares one CBS TV serial with Ivory
Flales~. while Tide and Cheer get the
hig nighttime treatment.

So important has new product de-
velopment hecome in the destinies of
the soap companies. for example.
Procter & Gamble built the Miami
Valley Laboratories. staffed it with 110
eraduate  chemist~ and  engineers,
equipped it with the latest and most
advanced tools of research. How much
the company expects to learn on the
new laboratories is clear from Board
Chairman Richard R. Deupree’s em-
phasi= on the importance of product
development:
know how many of us
realize the constant change that is
going on in brands on the market.
Better than half of the business of the
company in houschold products today
is in brands that were not even on the
market 10 years ago.

“Some of our newer brands such as
Tide. Cheer and Gleem. have shown
remarkable strength, but the pomt |
am trying to make is that no brand
It must either move

“1 don’t

can stand still.
ahead or drop behind. and we
always be alert to manufacture hrands
that continue to have a greater appeal
to the housewife.”

Clearly. as brands come and go. the
advertising pafterns  emploved must

must

change accordingly.

Perhaps the most important stimulus
to greater brand proliferation is the
concept of competing brands within
the P&G faniily.
say soap experts,
ing flactors:

This concept arises.
out of these market-

1. The dalmost static consumption

level. 1t may be true that total soap
and detergent sales (excluding hand

soaps) have risen, from 1.85 1L000,000
1009 1o 3.959.000.000 Ihs. in
But the popnlation has also in-
from 90.700.000 to 157.000.-
000, freures tell
the revealing storv. In 1909 it was
19.2 1hs. In 1919, 3t wax 21.2. By last
vear it had only rizen a trifle to 2101,
Thus there has heen o hig increase in

Ibs. in
1032,

creased,
capita use

The per

per capita nse for over a generation.
tFigures  from  The
Americann Soap  and

\s=ociation  of
Gheerin Pro-
ducers. Ine.s

2. Growth comes through competi-
tive advantage. Leaving aside the far-

tors of population inerease; yvou can

enly do a bigger bnsiness for vonr
Lrand by lurimg ¢nstonters away {rom
B tal A

anothey hrand, (That’s the mevitabl

consequence  of the pes sales

ficure noted above.)

vapita

3. There’s little braud loyalty. Soap
advertising over the vears has condi-
tioned the American woman to look
for new developments. She is a born
and often wonderfully
responsive lo couponing. ‘((‘alisli(:all):,
you cannol rely on her continued prod-
uct loyalty. but must assume that
sooner or later slhe will fall for the
Llandishment= of a  competitor. It
ntight as well be your brand. therefore,
that +he succombs to. So long ax you
arc “losing business 1o yourse™ vou
are not losing patronage.

experimenter,

+. Auy one brand reaches a satura-
tron poiut. There is a level at which
additional promotion for a given brand
does produce a sales increase
economically You wmay then
be better off to start a new brand from
scratch. It may, in other words. be
cheaper to obtain the same volume
increase with a new brand that starts
from zero than to raise sales of the
established brand further.

5. Your competitors add 1o the
pressure. \’aturally, vour competitors
are subjects to the same markeling
conditions and will find it advisable to
apply similar solutions. In the end
compelition stmply grows more fierce.

Under such conditions. the aim is
high total tonnage. Here is how it
might work out in a specific instance.

nol
enough.

Let us sav that in a given market

Colgate’s FAB is number one. P8G’s
Tide  number two. lever's Rinso

uumber three. Along comes P8G with
a new detergent. Cheer, which it pushes

heavily. Cheer catehes on. takes eux-
tomers awav from the three leaders.
It may be fourth in volume. but its

sales together with those remaining to
Tide may be enough to give the parent
ontfit, DSG. l()ld] volume leadership
of that market.

An actual case of this kind might
be in the making in the toothpaste field.

\t the present time. Colgate leads
nationally. followed by  Cleem, with

Pepsodent probably third. &G will
shortly nnleash a dentifvice na-
tionallv which is now being market-
tested in Since At is a

1ew

three arcas.

THE EASIEST WAY
TO SELL THE BIG NASHVILLE

NEGRO MARKET

USE ALL-NEGRO STAFFED

WSOK

SPONSOR




Monday evening, March 28, thousands of South-
erners sat tense before their television screens
observing the surgical removal of the diseased
lower left lobe of a man's lung.

The Fulton County Medical Society and the
American Cancer Society, Georgia Division,
selected WSB-TV to document this the first

ATLANTA

WSL'tv / The great Area station of the Southeast

“live” television account of a local operation
for a lay audience. Purpose of the program was
to emphasize the importance of early detection
and treatment of lung cancer.

When adequate and professional television
assistance is required by local interests it 1s
worth noting that their first choice is WSB-TV.

NBC affiliate. Represented by Petry. Affiliated with The Atlanta Journal and Constitution.
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reastied most effectively through . ..

KPHO-TV < KPHO

Channal 5
First in Arizona since ‘49

5 IN DRUG STORE SALES

a former <oap man puts it: “The profit
per box s tiny. You can get Kkilled
hefore vou know it.”

The <oap firms keep close tabs on
They hike to play cagy.
will admit when pressed that each

cach other.
hut
has a good idea what the other is do-
detail of broadeast sched-

And they check

ing. every
nles. and <o forth.
sales nsing the same source—Nielwen

Food and Drug Index.
Ty growth: From PRGs Drng Prod-

vet- Division. established in 1931, will
come many of the products of tv's

melspelitnn manket

in population and 45th in retail sales

—= ol
s Y T L

Drug Store sales are high above the
national average, because Phoenix is
a health-and-beauty conscious city.
Phoenicians are consistent and gener-
ous purchasers of products that pro-
mote health, good grooming, comfort
and general well-being.

For the most complete and economical
coverage of this profitable market,
tell YOUR sales story over KPHO, and
KPHO-TV. Judged strictly by results,
KPHO and KPHO-TV can be your big-
gest sales-builders, too!

- YOUR

Dial 910 = ABC Basic-

Hi Fidelity Voica of Arizona
AFFILIATED WITH BETTER HOMES and GARDENS o

REPRESENTED BY KATZ

Richard
summing up last year’s ex-

future.  Board  Chairman
Deupree.
perience. explains: “In our Drug Prod-

nets Division. we have continued to
progress and have been particularly
fortunate in the marketing of Gleem
Toothpaste. which hax won a very
cood acceptance around the country.
We have every reason to helieve that
thi~ Drug Products Division should
continue to grow and assume an im-
portant part in the carnings of the
company.

Of the 29 brands now nationally ad-
vertised on tv and fall
into the drug or toilet 2oods category .
And of <ix nnder market test at the

present time. two belong in this group.

radio. seven

This testifies to an important shift
in P&G interest. Fhat interest is doubt-
less heightened by the fact that the
profit margin for a toothpaste, for ex-
amiple. i considerably  higher than
it s for a packaged soap. How much
of present company =ales i= represented
by the drug division i~ kept under
wraps at Cincinnati. but there ix no
question that the dollar volme s
~izeable.

How the view that
P&G 1s just a soap company is vevealed
by the lesser known fact that Crisco.
along with other ~hortenings, accounts
for about 257 of all P&G earnings.

innaeurate s

\ceording to well-informed  trade
sources. the food division, too, s dne
It is of interest that
two of the products currently under
marhket test are in this division.

for expansion.

\nother way of seeing the import-
ance of the non-soaps to P8G is to note
that of the xix test produets only two
belong i the =oap category. The cur-
rent test produnets cited to sPoNsoR by
PG are : (1) Zest, a synthetie deter-
gent bar: (2) Dash. o controlled suds-
ing that  may be the
company s answer to Monsanto’s \ll
(Colgate recently  launched its own
sudlessc AD 2 (30 Fhuffo, a <hortening:
4ty Whirl, a hgumid shortening: (5)
Seceret. a home permanent: (61 Crest,
a fluoride toothpaste.

While the soap and food divisions

Heor oo
detergent

can reasonably be expected to have a
honsewife orientation to a conziderable
degree. the drug items. as already indi-
cated. naturally lean toward nighttime
tv with itx wider range of women cus-
tomers. In addition. &G has {found
that ~oaps and foods, too, need some
nighttime exposnre. Add the tv pres-
sires of competing soap chients and

{Please tarn to page 137)
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W %ou/ _/4l/ai/aé/e
from SPONSOR
SERVICES INC.

» .BOWSKS“
1  ALL-MEDIA EVALUATION STUDY
155 Pages $4

This book gives you the main advantages and
drawbacks of «ll majorr media . . . tips on when
to use each medinnn . . . yardsticks for choosing
the best possible medinm for cach produet ... how
top advertisers and agencies use and test media
... plus hundreds of other media plans, sugges-
tions, formulas you can put to profitable nse.

2 TV DICTIONARY/HANDBOOK

48 Pages $2
i The brand-new 1955 edition contains 2200 defini-
tions of television terms ... 1000 more than pre-

vious edition. C‘ompiled by Herbert True of Notre
Dame in conjunction with 37 ether tv experts,
TV DICTIONARY, ' HANDBOOK also contains
a sceparate section dealing with painting tech-
niques, artwork, tv moving displays, slides, ete.

3 BUYERS GUIDE FOR STATION PROGRAMING
$2

The 1955 GUIDE gives you, in one handy source,
the programing profiles of radio and tv sta-

i tions. In addition, you’'ll find separate directories
i of stations specializing in classical musie . .
Eit after-midnight ... folk music...music and news...
sports ... religious ... farm ... foreign langnage
-

... Mexiecan .., American ... Negio ... film, ete.

4 HOW DIFFERENT RATING SYSTEMS VARY IN
THE SAME MARKET 15¢

Ward Dorrell, of John Blair (station reps),
shows researchers ean he as far as 2009% apart in
local ratines.

=
(-

LA

B TEERE T T D ORDER FORM s Bomn wo o
SPONSOR SERVICES Name
40 East 49th St.
New York 17, N, Y. Firm
Please send me the 1 .\ddrcss
SPONSOR  SERVICES

. encircled by number City Zone State
©  below:

{1 Enclosed is my payment of $
: 123 4 56 ] Send bill later.
7891011 12 Quantity Prices Upon Request
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12 SERVICES TG HELP YOU
MAKE THE MOST OF
RADIO AND TELEVISION
OPPORTUNITIES

5 TIPS ON HOW TO MAKE GOOD
TV COMMERCIALS 20c

Anecdote-packed article on how to get most for
least.  Aimed at beeinners, but nseful for vet
erans, 1oo.

6  WEEK-END RADIO 25¢

[astener’s-per-set increases 25¢ on the weck-
end; ont-of-home listening jumps 109,

7 NEGRO RADIO HAS COME OF AGE  40c

20 pages of facts and tips on how te use Negro
radio suceessfully.

8 HOW IS RADIO DOING IN TV MARKETS 20c

Results of olitz Study.

9 HOW 6 BIG SPOT CLIENTS USE RADIO 20c

Pall Mall, Esso, Mennen, Shell, American Air-
lines, Life.

10 ALL-NIGHT AUTORAMA SELLS 300 CARS
20c¢

Car dealer scores by adopting charity “telethon ™
idea to auto sales,

BOUND VOLUMES

11 VOLUME FOR YEAR 1954 $15

Every information-paeked issue of sroxsor for
1954, bonnd in sturdy leatherette. Indexed for
quick reference, bound volumes provide you with
a permanent and nseful guide.

12 BINDERS 1—$4 2—$7

Handy binders provide the hest way to keep yonr
file of sroxsor imact and ready to use at all
times. Made of hard-wearing leatherette, im
printed in gold, they’ll make a handsome addi
tion to yeur personal reference **library.™
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saven league
boot coverage

It takes a giant voice to cover this giant land... the rich
105 counties lying between Houston ... Waco ... San Angelo
...Del Rio...Brownsville.

The powerful 50.000 watt daytime voice of KENS 680 kc.
dominates this vast area of 109,737 square miles and its

population of 4,271,400 — accounting for a yearly income of
nearly $6 billion!

With CBS and top local programming, the accumulative
audience of KENS shows first or in photo-finish-for-first place
In ALL rated time segments — Pulie of San Antonio, Nov, 1954

13€

S
L 10 kw .-|3
k_ A NIGHTS /)
SAN ANTONI1O, TEXAS =

Ask FREE & PETERS, Inc.
for details.

SPONSOR

Ity
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PROCTER & GAMBLE
(Continued [rom page 133)

those of other clients seeking outlets
in the crowded tv medium. and the
problem of obtaining good shows and
time slots becomes acute.

Obviously, P&G must gear itself
media-wise for the new product era
its labs are helping to bring about. A
network source sees significance in the
new P&G alternate sponsorship. “If
the shows prove successful.” he says,
“P&G will be in a position to snap them
up for other eompany brands when and
if they become available.”

But at P&G headquarters, they shake
their heads at such speculation and
deny that there is anything afoot except
the day-to-day moves brought about
by various brand efforts to get maxi-
mum circulation. Company executives
admit that no clear pattern has yet
emerged. There is a common view of
P&G as an all-wise company that fol-
lows a meticulously detailed media
plan with confidence and precision.

* * * * * * * *

¢¢Radio is sonnd becanse it gets results.
Yes, radio gets resulls immediately,
dramatically, economically. One of the
more revolutionmary changes in the in-
dustry which has ocenrred during the
past six years, is the decline of com-
mereial network radio in comtrast to a
plhicnomenal increase in the sale of time
to local advertisers.%?
JOIIN F. MEAGIIER
Vice President

NARTB, Washington, D. C.
¥ ¥ X x x x x x

But like most companies, P&G has not
been immune to the shifting tides of tv
programing. There is no certainly in
Cincinnati in this area and it is ap-
parent that there is divided thinking
on programing questions.

In the scales, too, are being weighed
the relative merits of nighttime and
daytime tv. network and spot radio.
Whether the company will ever arrive
at a programing and media philosophy
on tv as consistent as its davtine serials
on radio, no one can say now.

In the meantime, while the “shake-
out” years perform their work of
selection, the company’s guiding star
remains the slide-rule. Over and over
again vou hear the two-beat refrain
bouncing off the pale walls of the
simply-furnished P&G offices—*“circu-
lation™ and “frequency.”

These are the cardinal P&G precepts.
How the company applies them to its
spot and daytime network operations

will be dealt with in the articles to
follow. * * %
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FEE TV

(Continued from page 39)

the birth of fee tv will be anguish,”
Goetz predieted. “But when advertis-
ers discover il iz not as bad as it
seemed and that there are still appar-
ently quite a few people who are will-
g to continue watching George Gobel

-in other words that they are not los-
ing their entire audience to subscrip-
tion tv—then another thing will hap-
pen: the sponsors with second- and
third-rate shows will begin to think
very seriously about improving the
quality of these shows. The really top-
flight entertainment and educational
programs on free tv will hold a good
part of their audiences, but the second-
rate shows will have to improve or go
out of existence.”

“] am not terribly concerned about
box office tv from the point of view of
the advertising director of the Ameri-
can Nafety Razor Co.,” asserted Goetz.
“I think that news and news-type pro-
grams and sports event telecasts, the
type of shows we sponsor, will be less
hurt by fee tv than other kinds of pro-
grams might be.”

Somewhat more concerned about the
“inevitability” of fee tv is Roger Pry-
or, vice president in charge of radio
and tv at Foote, Cone & Belding, New
York, who feels that “Subscription tv
poses a threat to the availability of tel-
evision as an advertising medium. If
it can make possible enough superior
oflerings of a distinctive and horizon-
widening nature for which a sponsor
could not afford to pay, then it might
very well push aside advertiser-
financed tv.”

Aside from this view of the possible
long-range development of the situa-
tion. Pryor made a more immediate
appraisal in terms of costs: “Any form
of subscription tv will inevitably re-
duce the available audience for adver-
tisers. Naturally, il a sponsor’s audi-
ence circulation is reduced, his costs
must also be reduced. Therefore, fee
tv must bring down costs for advertis-
ers because it will divide the audience.
The continued coexistence of subserip-
tion tv with sponsored tv as we know
it now will depend on the advertiser’s
ability to purchase network tv at prices
which will still deliver to him a reason-
able cost-per-1.000 in the remainder
of the audicnce.”

Pryor pointed out that fee tv “places
in the hands of a =mall group of peo-
ple a tremendous power without any

FAIRBANKS
HITS 48%
SHARE-OF-
AUDIENCE
IN NEW
YORK

Throughout last year, ‘“Douglas Fair-
banks Jr. Presents’’ topped all syndi-
cated shows in the nation’s top mar-
ket: New York. Its average rating was
18.5, share-of-audience over 409%.
This year, it's doing even better. In
January, almost every other viewing
home in New York was watching this
show! (ARB)

“DOUGLAS

ABC FIl.M
SYNDICATION, INC.
7 West 66th St., N. Y.
CHICAGO - ATLANTA - HOLLYWOOD - DALLAS
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Now it costs loss

{0 soll
MINNEAPOLIS
ST. PAUL

Maximum power at minimum
cost — choice availabilities.

ASK 316,000
watts on
H-R Channel 9

ONices, Stvdlas, Transmitler
FOSHAY TOWER
Minnsapolis

Repratanted Notionally by H-R TELEVISION, INC,

ATTENTION, RADIO
SPONSORS

NOW YOU CAN REACH
THAT BIG RICH
CHICAGO BILLION DOLLAR
NEGRO MARKET

121,500

LATEST FIGURES
“JAM WITH SAM”

The disk jockey show that
is the tallk of the t1own

Monday Thro Sainrday—

9:30 P.VL-12:00 V.

WGES_ .000 Wans —

1390 Ke.

PARTIAL LIST OF SPONSORS
ARMOUR— Carnation—Caocen-Cola
Fbhony Magazine—Ilinois Bell
Telephone  lueky Strike
Miller Tligh Life

WRITE, WIRE OR PHONE FOR
AVAILABILITIES

SAM EVANS PRODUCTIONS

203 N Wabash Ave  Chicagn, Il
Phonc Decarboarn 2 0664
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- they may change their attitude.

I think that
inuch legi<lation has =till to be enacted
to protect the public against those who
might abuse this power. | also =ee the
po==ibilities of all kind~ of ‘hootleg’
pav-as-vou-go tv. What about people
who decide to charge guests a fee to

legizlation to control it.

watch a  subseription gshow?  What
about bartenders who might tack a

v charge onto a customer’s bill? Any
fairlv expert electronic engineer can
hook up an almost unlimited number
of sets on a single system.”

Pryor is certain that some form of
subscviption tv will be approved: the
degree to which it could affect spon-
sored video would depend entirely on
the degree of its acceptance by the
public and the extent to which it counld
monopolize the prime air hours, he
This view is shared by
most of the adimen who see subscrip-
tion tv in the cards at all.

p()inls out.

Goetz's fecling that fee tv will be a
spur to mmprove free tv was echoed
by another sponsor.

“Subseription tv may prove to he a
very constrnctive thing for advertis-
ing. that will tend to raise the csteem

and appreciation of the sponsor in the -

consumer.”
Gross,

mind~ of the ventured
Mnrray W. assistant advertis-
ing manager of Hudson Pulp & Paper
Co. “Right now, many people resent
commercials  but if they are made to
realize that the programs cost money
and that it is the commercials that help
pay for the program they see [ree.
Also,
fee tv will bring a competitive factor
mto the business which will force the
sponsor to pay more altention to his
own programs. If fee tv proves feasi-
ble and economical. it will grow and
will be a stimmlation and a challenge
and a measnring rod for our own el-
forts.”

The view that toll tv might bring the
viewer to a new appreciation of com-
mercials was also expressed by Wil-
ltam B. Templeton. viee president and
direetor of radio and tv. Bryan Hous-
tor. New York. in SPONSOR recently (7
Febrnarvy 19351, Templeton went a
step further and conxidered the nlti-
mate  possibility  of fee tv that 1t
might get <o big that it wonld do away
witlt commercially sponsgored video.

Templeton revealed a stannch faith
~lating that
“vou «till
can’t loze the sponsor hecause the spon-

in advertising’s ingemnty.
even in sneh an eventuality,

cor will find some way to compete and
present better spectacles. H fee tv does

go over with a bang, vou can rest as-
.\Ul’C(] that it will be one of the biggest
cperations in the world becanse every
ad agency nran will be in it- -with a
hox top deal.”

Less optimistic 1= the radio and tv
director of one of the big agencies, a
gentleman would rather “‘go
South” than face the fee tv in action.
He said subscription tv must hurt the
sponsor and cited as his reason:

“Today, the tv medium hax achieved
a fine balance for advertisers with the
present viewers available there is just
about enough of an audience to make
a sponzor’s investment worthwhile.
But if you invite another competitor
into the mediuni, you immediately up-
set this balance and the advertiser has
to get hurt.”

\\']]O

He further feared: “Snbscription tv
I going to give an additional impetus
to the big, heavy-monied advertisers
who are the only ones who will be able
to compete with the lavish, superior
box office tv shows. These advertisers
will simply pour more money into their

TRIED by a
”IO MAN”Jll RY

Yes, 10 of the current accounts
on Bob Trebor’s "DAY-
BREAKER” Show have been
sponsors for 3 or more years,
Several for 4145 years on this
5-year-old show.

The verdict of this 10-man
jury is justified! From morning
to night WVET gets results
in the Metropolitan Rochester-
Western New York Market,
3rd largest in America’s first

State,
5000 WATTS

1280 KC

"'I-Ll

IN ROCHESTER, N. Y.

Represented Nationally by
THE BOLLING COMPANY

SPONSOR




video efforts in order to aceomplish
their purpose of competing for the au-
dience. But where will this leave the
medium-sized and little guy who
doesn’t have all that loot? That's
right- -ont in the cold.”

One dubiously positive value that
this adman sees in the whole thing:
“You will sure as hell know for the
first time what actual rating a show i<
getting—the money take will tell the
story.”

Stanley I. Pulver, nmedia manager
for radio and tv, Lever Bros., sees two
possibilities for fee tv if it is approved.
Says he: “lIt could possibly wind up
as an admixture with commercial tv—
that is. fee tv programs would compete
with sponsored programs in prime
time, or the subscription shows may
be placed in such times or circum-
stances as not to compete or interfere
with sponsored tv. But the entertain-
ment would have to be very good in-
deed in order to get people to pay for
it.

In a recent statement to SPONSOR (7
February 1955). Sidney W. Dean Jr.,
a vice president at McCann-Erickson.
New York. set forth his belief that fee
tv can peacefully coexist with spon-

RaTINGS ARE NICE

RESULTS ARE BETTER

Here's a word from a sponsor . ..

DAVISON-PAXON
Atlanta Ga.

"...From 10 spot an-
nouncements on WEAS, we
have received over 1500
pieces of mail....Best

results from any sta-

tion, net or independ-
ent in either Florida

or Georgia..."

WEAS

50,000 WATTS
1010 K.C. DECATUR, GA.
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sored tv if (1) it gets it own exclusive
stations in eacli market and (2) it de-
velops itx own programing for profit
from “the many types of able-to-pay
but morc selective audiences for cul-
tural interests, adult and extension cd-
ucation. and special events,”

He saw a huge income potential for
pay tv, cited a possible potential of
“as much as $10 billion in a few years.
This compares with commercial tv’s
81 billion income from time and pro-
gram sales. This new source of income
should be a major stimulant to crea-
tive tv.”

The general feeling among the polled
admen was that subscription tv, if it
ever becomes a rcality, is quite zome
time off. Emanuel Katz, president of
Doeskin Products, New York. stated:
“Box office tv is nothing to be con-
cerned about for several years to come.
Even after it is approved by the IFCC
and starts to mnake an appearance, for
about the first five years anyway it
will have a very limited audience.”

One agency execntive saw it a little
closer, prognosticated: “l think it is a
two- to three-year-off proposition—
and it will certainly be chaotic!”

Whether or not it comes early or
late, here are sonie facts admen should
know about fee tv:

There are three proposed pay-as-
you- tv systems. Leader in the field is
the Zenith Radio Corp. with its Phone-
vision, which it began to develop in
1931. Originally a system which de-
pended on the transmission of a signal
over telephone wires (hence its name)
in order to unscramble a tv image, it
has since evolved mto a method where-
by a decoding device is installed on a
tv receiver; to work this properly, the
subscriber must obtain special infor-
mation by mail. phone or vending ma-
chine. The subscriber is then billed
periodically for the programs he has
seen (which have been electronically
computed), or, if he wishes, he can
have a coin hox on his decoder and
really pay-as-he-sees.

leading Zenith as president iz Com-
mander E. F. McDonald, who lhas been
perhaps the most vocal and persistent
figure espousing subscription television
down through the years. Spearheading
the firm’s hard-hitting pnblicity drive
for many years has been Ted Leitzell.
Zenith’s director of public relations.
Since 1950, Dr. Millard €. Faught.
bired by McDonald as economic con-
sultant to Zenith. has become the most

RHEINGOLD
SPONSORS
“FAIRBANKS"”

AGAIN ...
3rd YEAR
IN A ROW!

In January, almost every other view-
ing home in New York was watching
“Douglas Fairbanks Jr. Presents',
(ARB, January '55)! Rheingold Beer
is so impressed, they're sponsoring
Fairbanks regionally for the 3rd
consecutive year. Many markets
available for first run. "Nuff said!

“DOUGLAS
FAIRBANKS .r
PRESENTS"”

E,\ >
m'N“ON ‘r\DQRS. 6(
C . M'IHO

ABC FILM
SYNDICATION, INC.
7 West 66th St., N. Y.

CHICAGO » ATLANTA » HDLLYWOOD . DALLAS

139




60%

of the homes
in western

Montana
watch TV
o

that means

KGVO-TV

Missoula, Mont.
Sells 'em
regularly!

MAGNIFY YOUR SALES
IN THIS STABLE $140,000,000.00

c®s MARKET
KGVO-TV A Unive:sity City
MISSOULA

MONTANA

L J
|Rich Lumbering and
i Agricultural Area

E;LLF‘QHAF Pape

167 Moﬁnginous Miles from Spokane

gives you

All 3

Market ...
Coverage--.
Programming

Confeet u2
o oni] goar
Juba Blnlr man

TODAY!

00 KILBCYCLES + 20,508 WATTS - ABC NETWBRK

CHICARD 7

articulate <pokesman for the sy~tem.
Faught sees fee 1v hasically as an elec-
tronic distribution service which would
liroaden the market for cultural com-
modities. By giving tv a second source
of revenue, le savs, it would make
many more stations economically pos-
sible could not  gel
along on advertizer support alone
and by thus widening the tv audience
it would increase tv's usefulness to ad-
vertisers,

Another organization which has ap-
plied for an FCC go-ahead on its fee
v system is the Skiatron Electronics &
Television Corp of New York. This
firm is reported to have spent some
S750,000 aud five years in developing
its  Subscriber-Vision  svetem. This
system In home operation works very
similarly to that of Zenith: tliere is
also the decoding device but instead
of dial-setting, there is an electronical-
Iy-treated 1BM card which the sub-
then

stations which

seriber inseri~ into a slot: he

* *x * * * * * *

eeWe have been aware for a long time
that the economic destiny of television
lics in a subscription service. Advertis.
ing revenue alone is not going to be
able to support all the television sta-
tions that are needed for a real, nation-
al service. AH of the finanecial tronble
that stations have eneountered this past
year are traccable to that fact—there is
simply not cnongh advertising money
to go around,?®
. C. BONFIG
Vice Pres. iu charge of sales
Zenith Radio |

* * * * * * * * |

puslies one of several buttons which
action punches a hole, completes an
clectronice eireuit and results in the un-
scrambling of coded signals.

Arthur Levey. president of Skiatron,
asserls that technical problems of the
system have been licked. The firm is
all ready to go ahead with its intro-
duction in New York ax soon as the
FCC gives the green light -which he
confidently expects by this fall. He
says that they have worked out a plan
with Western Union whereby the Jatier
will handle processing of subscribers’
applications. Promotion for S-\' will
stress At “all you have 1o do is call
Western Unton and they will take care
of your request.”

Prospects would send in &1 with
their application. which is a service
charge covering ull or part of the pro-
arams nscd during the first month
(like a charge for phone service cover-
ing <o urnny call<y. There is no charge
for the decoder or for its installation

-the co=t of the de-
coder is amortized through the service
charge, says Levev. The costs of the
programs themselves would range from
10¢ to S1—the lowest fee bringing in
educational progranis, the highest such
choice items as Broadway plays and
championship fights. First-run movies,
savs Levey, would run at the rate of
cne or two a month at the mnost. not
posing such a threat 10 the local thea-
tres as the thealre-owners ~eem 1o feel,
he contends.

The third company 10 develop a
home box-office svstem is International
Telemeter Corp. of Los Angeles. 807
owned by Paramount Pictures Corp.
Telemeter uses a simple coiu-box meth-
od of operation  the subseriber simply
turns to the proper chaunel on his tv
sel. inserts a designated amount of
coins in the box and the scrambled
picture clears up. Installation of the
device. according to Telemeler yice
president Paul McNamara, would cost
from $10 to %20, and the minimum
monthly program charge would run
&2 or 83.

(spoxsor provided further details
on the Zenith and Telemeler opera-
tions in its article on fee 1v. 19 May
1052 issne.) * ok Kk

KSD
KSD-TV

Tipiil

FOR SPOT ADVERTISERS

NBC AND NBC-TV
NETWORKS

te the subscriber

National Advertising Representative:

NBC SPOT SALES

THE ST. LOUIS POST-DISPATCH
BROADCASTING STATIONS
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4-NETWORK RADIO
(Continued from page 42)

ing” the appearances.

Besides Tatham-Laird and Leo Bur-
uett, the Chicago agencies whiclt heard
the network radio story were BBDO,
FC&B, karle Ludgin. McCann-Erick-
son. Needhan. Louis & Brorby; JWT,
Geoffrey Wade and Weiss & Geller.
Presenting the storv for the nctworks
were John Curtis, ABC: Frank Nes-
bitt, CBS; Henry Poster. MBS, and
Howard Gardner, NBC.

Here are some comments from Mid-
west admen wlio saw the presentation:

Paul McCluer, general manager,
Ceoffrey Wade Advertising: “To a for-
mer radio network sales manager, it
was refreshing to welcome representa-
tives of the four network sales depart-
ments officially united in a common
cause. The presentation in our judg-
ment was very much worthwhile, crisp,
condensed. and to the point.

“Geoffrey Wade Advertising is still
cne of the largest buyers of radio net-
work time. and we believe a summary
of the presentation should be pub-
lished and made available to all lead-
ing advertisers, as well as their agen-
cies.”

14

4
:Z)on (4 /orge[ me
(n o[od _/4nge/ed ”

/eememéer f/le ol) _/4 o[)ah'n

$454,000,000 Spendable

Income

500,000 Population
Spanish Radio Preferred

KWKW Most Listened To
Station

Belden Market Survey
Available

PASADENA-LDS AMGELES
\ Spanish Languoge
Station

s
M- G

reprosentatives:

New York—Richard 0'Connell. lac.
San Franclsco—Broadcast Time Sales
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Louis J. Nelsonu. media director,
Geoffrey Wade Advertising: ~Judging
[1y the statistics, there i« no doubt that
radio has a very broad coverage to-
day. Our problem in living with its
decline, however, is the reduced amount
of time that the average family is
spending with it compared to teleyi-

ston viewing.”

John de Bevee, media director. J.
Walter Thompson: 1t was a real plea-
sure to attend the joint presentation
on radio bv the four networks. The
fact that the competing nctworks
worked together. pooling their re-
search and thinking, was in itself
unique and resulted in an exceptional-
ly strong story.

“Of special interest to me were the
thoughts presented on the variety of
ways that radio can be used today.
The development of new concepts can
do much toward getting increased ad-
vertising usage. Radio has become
verv flexible and the size of its circu-
lation 1s even greater than has becn
helieved. according to newest research.

“Certainly the facts show radio to
be an important vehicle. with many
interesting facets.”

George A. Bolas, radio-tv director,
Tathamn-Laird: *“We certainly believe
that the participation by all four net-
works in a joint radio presentation is
a most constructive and helpful step
towards achieving a better understand-
ing of the problems and opportunities
present in today’s radio picture. 1f
there ever has becn any honest doubt
that competitors could ever collaborate
to a common end. this feeling would
he disspelled by anyone who had the
privilege and opportunity to witness
the four-network radio presentation.
We can honestly say that it was a re-
warding expericnce for those people
in our media and contact departments
who attended that session.

“We have used network and spot
radio with great cffectivencss in the

- past years and arc continuing to use

it on a somewhat reduced basis in the
future. We know that if vou can reach
a large enough audience with a well
conceived radio sales message. vou will
have an excellent opportunity to ~ell
enough prospects to return a profit to
the advertiser.

“We belicve that network radio to-
day is a confused combination of im-
portant opportunities and declining
values. There is no doubt that davtime

CITY AFTER CITY

TS TIME SPOT!

Yes, in Atlanta, Detroit and San An-
tonio (to name a few) Racket Squad
rates #1 in its time period. Here are
more cCities where it tops competition:

DAYTON 22.8 62.1% share
FT. WAYNE 49.4 84.2% share
GRAND RAPIDS 229 55.6% share
HOUSTON 30.5 71.4% share

{Rating source ARB, Feb., 1955)

Some markets are still available ...
reserve yours, before someone else
does!

REED HADLEY, starring in...

RA E
SQUAD

Produced by
Hal Roach, Jr.

ABC FILM

SYNDICATION, INC.
7 West 66th St,, N. Y.
CHICAGO - ATLANTA - HOLLYWOQD - DALLAS
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< ho ding up exceptionally well
< ~ull delivering a
ft to many advertisers. \ighttime

handsome

more  dificult 10 use
due to the obvious
Al that would
be needed to prove the value of day-

«dio - mmu b
ctlectiv el

i1 roads of television.

todan

time radio would be for anvone to tn
1o buv a large list of spots on the
largest markets in the country between

C30 and 9:00 aan,
<oon learn that radio mav be weaker

\dhvertisers would

at certain hours of the dav. but it has
never been stronger than it is as far

a~ the morning hour< are concerned.

ERES A MARKE

‘Our marn eriticism ol the radio
presentations of today is that they are
too general. They tend to sell the mil-
lions of families with radios. the mul-
tiple-set  families. the increased car
listening and ~o forth. They point np
the tremendous audience that i< avail-
able to the radio advertiser. The only
[ullacy of this i« that the figures usu-
allv preseuted represent the total au-
dience delivered throughout all hours
ol the day by 1otalling the audience of
all =tations for all hours. Obviously
no advertizer in the country can afford
to buy radio or anyv other medium on

2% ABOVE
U.S. AVERAGE!

Fhrowcthen tarms alone, cach Kansas Fav Gand v wound up

the vear with $8,530 10 the bank
abore the national average!™

after tares! That's H2%

What '~ more, WIBW delivers this entive market-——all tied
up inca single package. Year in and vear out, every Whan
sivey consiztently shows that these hig-income farmers
Histen more to WIBW than any other radio station.

We've got the Tisteners, They've aot the cash. Give us the
word and we'll give vou the sales,

Conxuiner Markets, 19570,
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TOPEKA,
KANSAS

Ben Ludy, Gen. Mgr.
WIBW & WIBW.TV in Topeka
KCKN in Kansas City
Rep: Capper Publications, Inec.

that basis. In our opinion. the need 1=
for very specitic approaches and sug-
gestions as to how one advertizer with
an average hbudget can reach a large
cnough group of people through the
use of radio to warrant the expendi-
ture being made in that medium as
against any other. We believe that this
i a job for people exclusively involed
in the radio broadcast field. and that
theyv should not expect the advertizers
o1 agencies to switch their expendi-
tures  from other productive media
hack to radio except on specific propo-
sitions with s¢pecific and pertinent au-
dience data and cost=.”

Otto R, Stadelman. vice president
and media director, \Needham. Louis
and Brorby: “Gale Blocki (of RAB.
Chicago) called me =ome time ago to
tell me ahout the organized effort of
the four networks to present radio to
a number of agencies in New York.
He was anxious to know if our agency.
along with other Chicago agencies.
would be interested in seeing the pres-
catation. ., .

“In my estimation the presentation
was enlightening and interesting and
comments from others seem lo \'el'if)‘
this opinion.”

Sexmonr Bauks. media director. Leo
Burnett Co.: “Right now. we feel. ra-
dio i still in a period of transition
not altogether unfavorable to it. Tele-
vision penctration. having saturated
the major urban markets. i now mov-
g strongly into the small town and
farm areas. \ectually. the small town
and farm areas now show the highest
rate of tv growth. both in terms of
new tv-homes and new stations.

“An anahvsis of radio ratings in tv
ond non-tv homes will show a spread
of two or three to one for davtime
~hows to close to 10 or 15 to one for
nighttime programs. In other words.
daytime programs with ratings of 7
o1 & i non-tv homes will have ratings
of possibly 2 in tv homes; and. it is a
rare nighttime program  other than
news- which has a rating of more than
1 in tv homes.

“Thus, current network radio audi-
ences are  being  sustained  strongh
from non-tv homes: but the reservoir
of non-y Tomes is rapidly emptying.
When thi< process is complete. the lev-
cl of radio ratings and audiences will
be substantially lower than they are
ln(]ﬂ).

“Amy discussion of radio efliciency

SPONSOR
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today must realize that the character
and size of the audiences are still
changing and remarks which may he
true today may not be valid a year
or two from now.

“One of the most interesting things
about radio today is that it is rapidly
becomning. if it has not already become,
a personal medium and therein seems
to lie its greatest strength.

“Programing, too, seems to also re-
veal this trend toward individual pat-
terns of exposure for radio. Daytine
radio has come to be more and more
dominated by the daytime serials
whose primary psychological role, it
seems to us, is to give individual wom-
en guidance; they are not addressed
to the family as a whole. Situation
comedies and variety programs, which
tend to have a broad family appeal, are
~hifting to tv. . ..

“Another indication of the individ-
ual nature of radio is the rise in listen-
ing to non-affiliated stations at all
hours of the day. with the chiel fare
here being a disk jockey or other local
celebrities.

“To sum np, right now we feel that
daytime radio is still a relatively good
buy for an advertiser who is inter-
ested in broad national coverage, es-
pecially if he can combine radio with
tv in simulcast operations. On the oth-
er hand. we can certainly <ee. in the
not-too-far distant future. a period
when tv penetration will certainly Dbe
somewhere in the neighborhood of 80-
907 of U.S. homes. [Under these con-
ditions, when the non-tv home will
have virtually disappeared, network
radio will come to have. we feel, an
entirelv  different look than it now
possesses. It may virtually cease at
5:00 p.m.: and, even for daytime, it
may exist only in the form of a wide

vartety of partial. sectional networks.”™
* %k

40 E. 49TH ST.

(Continued from page 17)

GOVERNMENT AND UHF

sPONSOR of April 4th reports on page
two that the government has dimmed a
“shot in the arm” to the study and
correction of inequities of televicion
domination.

First, it should be established that
the Ulf Industry Coordinating Com-
mittee and the unentrenched television
stations have not sought artificial mea-
sures of government intervention in
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business practices of the indns~try, How-
ever, this segment of the indnstry is
eonvinced that orderly processes will
evolve a genuine nationwide competi-
tive system. Or else. there mu<t be un-
fortunate regulation to accompli=h true
competition of service to the \merican
public,

Second, it should be recognized that
the investigation initiated by Nenator
Bricker over a year ago, and Senator
Magnuson recently, was neither sug-
gested nor stimulated by broadcasters
despite the plight of many operators.

The Senator Potter hearings, the
Plotkin and Jones Reports resulted
from government realization of a con-
dition that prevented the creation of
a nationwide competitive tv system,
Broadcasters were not responsible for
any of these activities by government.
But they did report the existing condi-
tions bv unchallenged facts when the
appearance of broadcasters was so-
licited.

Y our report that the government has
dimmed the prospect of correction of
the current situation is quite inaccu-
rate. . . .

lHearings are scheduled to be con-
ducted shortly on the entire phase of
competitive nationwide tv. Further-
more. recently the FCC introduced
rule-making procedure looking to-
ward isolation of ubf stations from
vhf stations in no less than four mar-
kets. This recognized tangibly the
continually voiced disparity between
vhf and uhf when uhf stations are com-
pelled to compete directly with multi-
ple vhi stations.

This seems quite different from your
report that the tv problem is receiving
dimmed attention. In fact, this fore-
casts that action may be expected to
accomplish competitive nationwide tv
before stringent measures of regula-
tion become necessary. And no broad-
caster advocates such a result except
as a last resort for solution of the cur-
rent domination by a limited number
of facilities.

Frep WEBER

Vice Chairman

Uhf Industry Coordinating
Comumittee

Wash., D. C.

® The item referred to read as follows: “Hopes
hy Du Mout that government actiou would pra.
vide whot in the oarm to web were dinaued by
cautions FCC statements to Senate Conuneree Cam-
mittee . . . FCC said it was againat ‘artificial’
measures to get network <hows< to nh «tationa”
This referred to ene proposal far remedy of the
problewm only, not to any final outcome of studiees
naw underway.

-
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i
YOUR STAR....
YOUR HOST...

YOUR

SALESMAN:
DOUGLAS
FAIRBANKS .-

To alt moviegoers in the country{and
that’s just about everybody) ‘‘Fair-
banks' is a magic name. It promises
action ... danger . . .excitement. And
“Fawrbanks’’ lives up to that promise
as producer-host of every show, star
of one out of four in the sponsor-
proven TV film series:

“DOUGLAS

ABC FiLM

SYNDICATION, INC.
7 West 66th St., N. Y.

CHICAGO « ATLANTA « HOLLYWOOD « DALLAS
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" INDIANA'S

SELL
STATION

' NEW POWER!
NEW SOUND!
NEW SPOT —
950

WXLW sells becouse 1
Haasicrs are sold on WXLW! :
And now, with on all new M
5000 watts of power,
the finest saund tronsmis-
sian in the state, ond a
new lacatian on Indiana
radia dials, WXLW
saturates the stote’s
multi-millian dollar
centrol ond southern
markets. Dawn-to-
dusk WXLW gives
listeners what they
want: music oll day
lang and news every
half haur. Yes,
Indiano’s tap per-
sanalities and mike
solesmen keep ‘em
buying. Mare than
a millian new
Hoasier clients A
are listening!

TELL THEM
ABOUT IT
— ON

WXLW!

“ASK YOUR
" JOHN PEARSON MAN]| ¥

W

INDIANAPOLIS

THE HOOSIER STATE'S
600D TIME DAY TIME STATION”
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Robert Jay Bartan will be installed as
president of the Radio & Telerision Executives
Society for 195556 on 18 Mav. He is v.p. in charge
of publisher and writer relations and resident
counsel of Broadcast Music, Inc. RTES member
for seven years, Burton served the Society as first
v.p. in 1954-55, succeeds Roger Pryor of Foote,
Cone & Belding as president. RTES election
ballots boosted Eltiot M. Sanger (FQXR) to first
v.p.; Merte S. Jones (CBS-TV) to second uv.p.
Claude Barrere (BMI) continues as RTES secretary.

Don Belding., chairman of the executirve
comimittee, Foote, Cone & Belding, was honored by
The Advertising Council 5 May for his contribution
to Council’s 13-year forest fire prevention
campaign. FC&B has created all advertising
materials since campaign began. Honored with him
was Russel 7. Eler, ad manager, Sunkist Growers,
rolunteer coordinator of campaign. Testimonial
took place at California Club in Los Angeles,
where Belding heads FC&B office. It's estimated
that over $60 million in broadcast time and ad
space harve been contributed to project.

Normau W. Glenn, rvice president, Doherty,
Clifford, Steers & Shenfield, has been appointed
director of radio-tv programs and production.

Ile is a member of the ARF ratings committee,
has been in charge of broadcast planning at DCSS
since joining in 1951 and will continue in that
capacity. Glenn is also acount supervisor for
Ladies” Ilome Journal. Before joining DCSS,
Glenn was on network sales staff at ABC. fle
had previousty sold ads for Collier's. Ile was
made a vice president of DCSS tn 1953,

Jane Dalion. president. American Women in
Radio and Television, chaired sessions of group
during 1th annual convention in Chicago 5-8 Vay.
rs. Dalton has her own programm on WSPA,
Spartanburg, S. C. Opening session of convention
was on “Ratings The Real Pavoeff” inchuding
panchists Ohiver Treyvz, president TvB. and 1ugh
Beville, research director, N BC. Banquet speaker was
Vitkdred VieAfee [orton, RCA board member and
former president of Wellestey College. She hailed
global impact of radio, tv as communications media

SPONSOR



ddvertisement’”

but you can buy Loyalty!

By John Pepper and Bert Ferguson

Think how many times you’ve heard

some executive exclaim, “I can’t buy

loyalty!”

He often means loyalty of perconnel.
He can also mean lovalty of customers.
The principle is identical. Lovalty is
supposed to be an elusive intangible
which nobody has a right to count on.
much less be confident of obtaining

with money. But is this true?

We believe you can buy yourself a
piece of lovalty that is established,
It is the

most concentrated, intense lovalty that

demonstrated and reliable.

ever ran up a sales record. And you

can buy it at a reasonable price.

New Social Foree: We use the word
The
loyalty you can buy permeates a mar-
ket that's

around.

“concentrated” deliberatelv.
all in one place. not scattered
This is a market of Negro
consumers—1,230,724 of them right
in our area—who had never been di-
rectly reached until radio station WDIA
became the first in Memphis to pro-
gram exclusively for them with Negro
voices and music. We call it the

“Golden Market.”

When you reach these people—as
you can, with WDIA —vou’re getting
your sales story across to a Negro mar-
ket greater than that of New York, De-
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troit or Philadelphia. For right here
are ten percent of all the Negroes in the
whole United States.
the first advantage

WDIA get~ you.

Strong Group Feeling:

And that’s only
vour choice of
We used

the word “intense” from experience.
The fact that WDIA programs entire-
Iy with Negro voices and music has had
an electrifyving result on audience rat-
Since 1951, WDIA

has held unchallenged the top position

ings in Memphis.

on both Pulse and Hooper surves for
“total number of " daytime listening.
And that's

come of which have heen on the air

in a field of eight stations.

over twenly-five years.

WDIA talks in tones and accents its
Negro listeners find familiar and wel-
is written with

come. Its continuity

an ear for these accents. WDIA's music
i< unmistakably Negro music. So, while
other groups are changing and s<hifting

around, WDIA’s

This is their station. As

listeners stay tuned in
—f{or good.
far as they’re concerned, it's the only
station.

Amazing Results: [t i< this combi-
nation of tailored programming, group
pride and complete acceplance which
Yet
still more to the WDIA picture.

we imply when we say “loyalty.”
there’s
and that’s coverage. Loyalty boosted
WDIA in just one step from a 250-watt
station to a 50.000-watt station—the
only 50,000-watt station in town. Now,
vou apply that amount of power, with
a specialized approach, to the market
that concentrates one-tenth of the \e-
groes in the 1.3 And—regardless
of what yvou hope, the response may
still surprise vou.

For there is vet another factor in
And that’s the

habits peculiar to this group of people.

vour favor. buying

They make monev a quarter hillion

But thev spend more
They'll

spend eighty percent of it, on consumer

dollars in 1955.
than the average. actually
goods, Look at Memphis, for instance:
forty percent of the people in the Mem-
phis trading area are Negro. This fact
in itself is worth remembering. But

that forty percent. which WDIA can
command for vou is buying wav more
than its share. They buy 56.8 percent
of the salt in Memphis. 53.4 percent of
the women’s hosierv. L5 percent of
the girls’ dresses. 018 percent of the

flour. They buy quantitv. and quality,

We frankly don’t know of a market
anywhere with the same potential as

“Golden Market” of WDIA.

already produced enviable results for

this 1t has

such advertisers as

Swansdown Cake WMixes, Pal
Blades., Colgate Dental Cream.,
Super Suds. Kool Cigarettes.
Carnation Milkk, Fiteh Sham-
poo, Sinclair Gasoline.

We'd really
what WDIA has accomplished in the

particular line of product that interests

like best to show you

you. H you'll drop us a note about it,
we'll be glad to send you right back
some documentation on WDL\’s per-
formance in your own line. We believe
the facts about WDIA's

ket and appeal have a very important

unusual mar-

bearing on the problems which you en-

counter in the South.

WDIA is represented nationally by

the John E. Pearson Companv.

L /H-r. =
Presidens
m

C(nnal Manager

Bris Flrrran—

Commercial Manager

145




- TA

¥

WANSAS CITY

\

/KYTV
W

SPAINGTIELD MO

ST LOuIs
-

&
w
2

T RITILL ROCK

— I

Pk /
g Memms

In the BIG
WIDDLE of a
BILLION § $

MARKET!

283.600

FAMILIES WITII

$1.1416.950.000

SPENDABLE INCOME

(Sales Management May 195+

7410

TELEVISION SETS IN AREA
(Televi R t

R

L.

AA

vay to rcach ALL

QY

LEBAM

I

LINGBERY
CHICAGO

\\ ADVERTISERS’

ADBC ICim o« 137
ALINS .
V&
As I'ress
13M1
[ R io 2
12vans 1rod
A
( d

one
Me e
Mid-C inent

Mutual

Muzak

NBC IMilm
Nat'l Register
Penrson
I'recision I7ilm
I'ublic Service
lvu1un

IOV ISquip
Rudiozark
Raeburn

Sarra

Stars
Steinman
TI’A

17. S, Steel
Westinghouse

World .
Young & NRubicam
Ziv

CIK LAY, Detroit

IKATV, Little Rock
KDBIEET-TY, Sacramento
K116, Tlollywood
KETV, Denver o
IKCMO, Kansas City, Mo..
KICNS, Ran Antonio
IKISY D, Minneapolis

KG A, Spokane

KOGNC, Amarillo
WKGUL-TV, (Galveston
KaGVoO, Missoula
KIXTV, I'ueblo

IKMDBC, Kansas City, Mo.
IKMOX, St. lLouis
KOLXN-TV, Lincoln
K1'110, ['hoenix

KR1Z, Phoenix :
KROD-"T'Y, 1 Paso
IKSBW-TV, Salinas, Cal.
KSD, 8t louis

IKS D)y, San Diego
KRLA-TV, Shreveport
IKSTI’-TV, Minneapolis
KTIIS, Shreveport
KTVH, IHutchison
KVOO-TV, Tulsa
KAWKAW, Pasadena
KYTV, Springfield
WATRDB, BDaton Rouge
AVAL'L, Birmingham
WAVE-TY, Louisville
WBAY, Green DBuy, Wis,
WBBM-TV, Chicago
WDHBNS, Columbus, O
AVI3Z, WHZA, Boston
WOBS-TY, New York

WOTIS-TY, Charleston, W,

WoU'le,  Akron

WDBI, Itoanoke
WDIAN, Memphis
WICHT-TA, Henderson
WI1SM I, Milwaukee

WHBC-TV, Greenville, X0 C,

Wi, Syracuse

AVICMY-TV, Greenshoro, N,

WGBI-TY, Seranton
WGR-TY, Duffalo
WIHIADM, Tlochester
WL, Rock Island. 111
WITLT, TTempstead
WO, Des Moines
WIDW, Topeka

WITII, DLaltimor
WIKMII, Dearborn

AW LDBC-TV, Muncie
AW, Ch 20

AVMAQ, Chicogzo

AWMT, Cedar Rapids
WN AV, New York
WXNTHC-TY, New 1laven
WOI-TV, Ames, Towa
WITZ, 1’hiladelphia
WRIEN-T'V, 1lockford
WsDTV,
WRBT-TY, South Bend
WEM-TV, Nashville
WSROI, Nashville
WSYIR, Syre

WIENC, Min 3
WTOIP, Was

WAVEST, Rncel 0]

Lainta

INDEX

139, 141, 143
130
16

FE ORI

Bl Rl SV SRR
WL

DICKENS JEROME W RIGHT
(President)
WPAT. Inc.

LIKE MOST
“Newsworthy”
BROADCASTING
EXECUTIVES
MR. WRIGHT'S
LATEST
BUSINESS

PORTRAIT
IS BY...

Jean Racbunu

Photographers to the Business Executive
565 Fifth Avenue, New York 17 Pl 3-1882

SPONSOR

e

T ee—mm



Did you smear it on the cat?

If that’s how you tested your Advertising Council campaigns, she licked the
right ideas. Just look below at the job done by four of the many hundreds of
campaigns you've created since 1942. And by you, we mean all the agency |
account men, writers, artists, and media people who have given the '=:-H},;_
Advertising Council their time, talent, and space for free. But the job’s not finished, C"Qi;
so don’t give away your cat. You'll need her to test ideas for new Advertising Council
campaigns to help solve some of America’s most pressing problems.

B N\ o $%00(,
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Helped drop death rate Created Smokey, the Helped raise the number of local citi-  Recruited 350,000 volun-
for all accidents to  Fire Preventin’ Bear, who zens’ committees working for Better  teer skywatchers for the
lowest figure on record.  helped reduce forest fires. Schools from 17 to 9000 in 4 years.  Ground Observer Corps.

The Advertising Council, Inc., 25 West 45th Street, New York 36, N. Y.
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ALIFORNIA IAND WESTERN NEVADA)

a

These inland radio stations, purchased as a unit, give you more
listeners than any competitive combination of local stations .
and in Inland California more listeners than the 2 leading San
Francisco stations and the 3 leading Los Angeles stations com-
bined . . . and at the lowest cost per thousand! (SAMS and SR&D)
In this mountain-isolated market, the Beeline serves an arca
with over 2 million people and over 4 billion in spendable income.
(1954 Consumer Markets)
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KFBK o SAC'\RAMENTO

N
I{Mj o FRESN\E)

X, KER" © BAKERSFIELD
&,
}7

\

M cClotchy Broadcosting Cowygposmsy

SACRAMENTO, CALIFORNIA « Paul H. Raymer Co., National Representative
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Do women look
at daytime tv?

WBC plan may
ease paperwork

SRA’s Flanagan

plans to retire

One-shots pull
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Du Mont future
clouded

Radio strength
shown by ABC

Admen favor
recognition

16 MAY 1955

REPORT TO SPONSORS for 16 May 1955

(Continned from page 2)

Ohio U. study of degree to which women pay attention to tv—especially
daytime tv—makes point that large percentage of women do other
things while tv set is on. Study, however, does not make clear to
what extent set was turned on by children in first place. A tele-
phone coincidental survey among Columbus housewives by Joseph Ripley
of university's Dept. of Speech, study shows that during 4:00-6:00
p.m. period more than half of women tv "listeners" are in other room
while set is on, thus indicating to Shipley that daytime tv is
divided-attention medium. Study does not show extent to which chil-
dren are viewing intensively during those 2 hours.

—SR—
50% of present mountain of paperwork resulting from today's short-
term saturation spot campaigns could be eliminated if buyers, sell-
ers will follow simple plan, Westinghouse Broadcasting Co.'s Eldon
Campbell, national sales manager, feels. The plan: Agencies agree
once to abide by conditions of standard 4 A's contract. Then they
place orders with reps by simple phone or informal notes, forget
about contracts.

—SR—
Thomas F. Flanagan, SRA managing director, will retire from active
duty with SRA within next few months. He will continue serving SRA
on long-term consultancy basis.

—SR—
While every-week show is still basic form of tv programing, one-shots
have shown strong ability to pull audiences. Top 2 shows in latest
Nielsen Top Ten (two weeks ending 9 April) are one shots—"Academy
Awards" and "Circus Highlights" shows, both on NBC TV. Ratings were
57.5, 57.2, respectively, with audiences topping 18 million homes in
both cases. Top every-week show was perennial favorite "I Love Lucy"
with sponsors Philip Morris, P&G copping over 17 million homes.

—SR-—
Future of Du Mont's network operations is clouded over by 2 factors.
P.I.B. figures for March show web's gross billings down to $628,625,
compared to $1,205,526 for March of 1954. (Four-network tv totals
were up 32% during same month compared to previous March.) In addi-
tion, efforts are being made by minority stockholder group to force
web's parent company, Du Mont Labs, to liquidate network operation.

—~SR—
Network radio study from ABC Radio designed to show "how the radio
of today differs from the radio of yesterday" is making rounds. Radio
coverage, says ABC, is 44% greater than that of decade ago; also
radio today offers 263% more auto radios. Some 14% more homes use
their radios in the mornings than tuned in 10 years ago, and about
same number listen in afternoons.

—SR—
Though air media have no agency recognition system—are thus not af-
fected by pending Justice Dept. suit against system as practiced by
print media—agencies and stations strongly favor some kind of recog-
nition. This was brought out in SPONSOR story 6 November 1953 (see
"Should air media recognize agencies?"). SPONSOR postcard survey at
that time showed nearly 85% of agency and station executives approved
some sort of agency recognition system by air media.
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Before the Convention begins

This will be a big NARTE Conven-
tion. Of that there ¢an be no doubt.
The Washington. D. €. locale alone
cguarantees extra interest. extra exelite-
ment. and an extra-big attendance.

This will mark the first appearance
of a U'readent of the United States at
a broadecasters” comvention. Vembers
of Congress and I'CC Connnissioners
will have a fuller opportunity to talk
with broadcasters and hear their prob-
lems on a grass-roots basis than ever
Lefore.

Judging from the number of time-
buvers. account execulives. and  ad
manager who have told sroxsor they
will be on hand. the 19355 Convention
will be <ignificant al~o for the number
of buvers it attraets.

The agenda will contain many  ses-
sions of top importance to sponsors
For example:
the Television Code Connnittee report.
Advertising
Television Bureau of Advertising ineet-

and ageney personnel,

Badio Bureau  meeting.

ing. And. of course. there's the corri-
dor discussion~ wheve things yvou never
learn at home get plenty of airing.

* »* *

Local programing: 1955

If von were 1o travel the length and
Lreadtlt of the nation for a solid vear.
vou couldn’t hope to come up with as
much what
are programing today as i< to be fonnd

information on stations
in the pages of the 1955 Buvers” Guide
to Station Programing. This $roNsoR
Services Inco purhlication, which 1= now
in the mails to spoxsor subscribers,
vives a detailed breakdown on pro-
sraninz at 7770 of the radio stations
and 867 of the v
Uinted States: an
0700 of adio and 607,

i Caneed

~tation< i the
additton 1t covers

of 1v ~tations

150

Wiathin its pages yvou can find at a
glance how many hours of programing
of amv Lype is carried over each of the
~tations responding to detailed ques-
tionnaires. As vou pore over the some-
50.000 programing facts to be found
in Buvers’ Guide, these are some of
the programing trends which emerge:

Music continues to grow on radio.
More than one ont of 10 stations car-
ries 75 hours or more music hours per
week: 929¢ of radio outlets carry pop-
ular music shows today compared with
607 last year.

The musical upbeat isn’t confined to
strictly pop records. Today 787 of
stations carry light and classical con-
cert music compared with 61°¢ a year
ago. It's interesting to note that while
most of the stations carrying concert
music are in metropolitan areas, 18/
of farm stations now air this type of
nmsic compared with only 37 laxl
vear.

In television there are interesting
programing shifts as well. The Buyers’
Guide survey shows that more stations
are programing late-night feature filin
sllows—847¢ this year compared with
717 last year. I'arm programing over
television stations is showing steady
erowth ax well. The stations with farm
shows total 507 this year vs. 47
last.

These are but a few of the facels of
radio and television programing Buy-
ers Guide covers. Individual categon
listing~ cover folk music, foreign-lan-
guage programing, Negro and rehgi-
on~ programiing  among many others.

* * *

Fee tv and free tv

The Federal Communications Coms-
nii=sion will need the wisdom of Solo-
mon. the vision of Joseph. and the
courage of Daniel to =afely navigate
the treacherous shoals of a lengthy.
tedions fee v hearing and emerge with
the right decision.

For here is an issue that. in its hasie
implications, is more important than
anything that has yet come before
the IFCC.

The issne s the affect of a <yvstem
of fee tv on a system of free v, Can
the existing system of commercial ra-
television.
broadeast coneepts of a democratic na-
tion, live side by side in the same

dio and expressing  the

liousehold witlh a =systenmt that ix not
free? Will advertisers be adversely
allected by the competition [or top-
andience sports events and entertain.

Will fee tv outbid free
tv whenever a feature or event looks
good enough? Might fee tv, with its
staggering box office potential, become
the tail that wags the dog?

The battle lines are being drawn.
On all sides there are polls of the pub-
lic, pressure politics, and endless de-
bates. This is all in the great Ameri-
can tradition.

There ix much to be said for fec tv.
Many of the arguments of its propo-
nent= are lelling indeed. But the basic
consideration is= whether the American
system of commercial broadcasting can
remain strong when a fee tv system
becomes its competitor — whether we
want our system of free tv to remain
hasically unchanged.

The responsibilities of the Commis-
<ion are greal. Twice in ten vears it
has seen fit to foster hroadcast develop-
ments which. in retrospect, we believe
the Commission would change if 1t
could. VFor what happened after the
advent of commercial fm and commer-
cial uhf could happen after the adop-
tion of fee tv—onh worse.

menlt features?

TO LINCOLN UNIVERSITY

Our thanks to Lincoln University for rec-
ognizing SPONSOR along with such pub-

lications as Life, Minneapolis Tribune,

Christian Science Monitor, Look and oth-
ers in its annual awards for ‘‘significant

contributions to better human relation.’”

*

For Signdficam Contrrbolions Yo
Belier Human Relations

The Curators of Lincoln University
and

The Faculty of the School of Journalism
salute
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Extra Program Versatility
from NEW RCA TS-11A Switcher

The TS-11A is a “nine-input’”’ switcher designed to handle com-
posite or non-composite video switching for color or monochrome.
Two rows of push buttons feed a manual fader assembly; a third
row feeds a preview channel. A program transfer switch is provided
to interchange the preview and fader busses with the output busses
so that the fader section can be used for previewing fades, lap dis-
solves and superimpositions. This makes it possible to use the fader
channels for rehearsals while the preview channel handles the
“on-air” signal. The fader assembly feeds a mixing circuit and
three output amplifiers which are a part of the TS-11A, eliminating
the need for installing elaborate distribution amplifier systems
external to the switcher. The new switcher is free of microphonics
and low frequency tilt and bounce, so that a stabilizing amplifier
need not be added as part of the switching system.

For further information about this exclusive RCA development get in touch
with your RCA Broadcast Sales Representative. In Canada, write RCA Victor
Ltd., Montreal.

The TS-11A Switcher is supplied with an RCA console
housing (M1.26266-B), 0 TM-68 moster monitor and
power supplies to farm o complete versotile system.

RCA PIONEERED AND DEVELOPED COMPATIBLE COLOR TELEVISION

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DIVISION CAMDEN, N. J.
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Kansas City’s
Most Powerful
TV Station

Primary CBS-TV Basic Affiliate

o

The local boys (and girls) are making good in a bia
when it comes to top-rated TV talent in the I\’.‘ﬁ
City market. Here’s how the latest Telepulse &
KMBC-TV hometown personalities and producut

Top-rated Newscaster — network or local
Lionel Schwan with “News at Nine”

Top-rated Weathercaster — network or loca
Jim Burke’s “The Weather Story”

Top-rated Sportscaster — network or local
“Sam Molen’s Sports”

Top-rated Local Women’s Show
Bea Johnson’s “Happy Home”

\

Top-rated Local Kids’ Show
“Comiclub” and “Commander 9”

Top-rated Evening Movie
“Premierc Playhouse”

If you’d like to send your product to the top in K
City, schedule your television advertising on top-:
KMBC-TV shows. Your Free & Peters Colone
sell you the time that sells the market. Contact

!

for a contract.

KMBC-TV *.

Kansas City’s Most Powerful TV Station ¥




