ADEMY MOVIE —
'stess Sue Bowen en-
ains with top-natch
ll-length motion pic.
re features chosen

maximum aoppeal
women viewers —
locies  of romonce,
bmedy, dromo, mys-
ry, odventure.
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S5 P.M. NEWS &
EATHER — A lqte-
erngon summary of
S and weather pre-
ed by the area’s
st aond biggest TV
ws  Bureau. Deliv-
d by Lionel Schwon,
ansas  City’s No. 1
newscaster.

ON CHANNEL 9

KMBC-TV

Kansas City daytime television has gone “Big Time” in a
big way! KMBC-TV has introduced fresh, daring new
program ideas that have revitalized viewing and have made
daylight hours more highly productive for advertisers.

This format of daytime entertainment, new to Kansas City,
provides a versatile handling of commercials that answers
every sponsor demand. You name it—we have it: full
sponsorship of sparkling station-produced shows (5 min.,
15 min., 30 min,, full hours): fine syndicated film shows;
filmed minute-participations; live commercials; demonstra-
tions; sampling; audience participation testimonials;
station-breaks; IDs. Get the details now!

This page shows only four of the eleven exciting, new, well-
balanced programs that are changing the daytime TV picture

in the Heart of America. There’'s more — much more

behind the terrific impact of “Big-Time” Daytime programming
on KMBC-TV. It will pay you to get the full facts straight

— straight from us or your Free & Peters representative. Phone,
write, wire or holler — we’ll tell you everything about this
precedent-breaking new idea for daytime television selling.
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\ pa R Free x Peters, INc
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‘-J DON DAVIS, First Vice President
p JOHN SCHILLING, Vice Pres. & Gen. Mgr.
j GEORGE HIGGINS, Vice Pres. & Sales Mgr
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MOR!t GREINER, Director of Television

r.

b7

50¢ per copy e *8 per year

I







Who gets Key radio-tv director post at McCann-Erickson expected to be filled
McCann post? shortly. Appointment, reputed to be agencyman in similar post at one
of top 10 air media shops, was still unconfirmed at presstime. Job
is considered pivotal in agency's operation, with estimated 40% of
agency's total billings in air media. Agency is reputed to be billing
at rate of 3170 million, may end year in tie with Y&R for position
as number one radio-tv shop.

—SR—

!

J Alcoa’s first Look for new Alcoa product in January. Along with effort to sell

consumer product aluminum against up-and-coming competitors, firm is bringing out its
first consumer product, Alcoa aluminum wrap, in direct competition

\ i' with Reynolds Wrap. New product will serve as spearhead for all

; ' Alcoa consumer advertising; it will get big air media support, in-

cluding NBC TV Alcoa Hour.

—~SR—-

!

|

l

Early evening Audiences for the 7:30-8:00 p.m. weekday strip are causing worried |

CBS TV worries frowns at CBS TV. Despite complete revamping of these 5 half hours |

with new shows, ratings are below vear ago. ARB figures for October

| show average of 12.7 compared with 15.8 year before, a 20% decline. |

ABC TV's success in this time period (which was reason for CBS re- |
vamping job) continues with ARB rating ABC 82% higher this October

than last. NBC ratings are 33% down. During 8:00-8:30 p.m. weekday I

|

I

I

I

]

]

)

\

— e cmem

strip ABC ratings were up 115% while CBS and NBC were down 15 and
24%, respectively, in same time period.

'

f —SR-

| A/e headaches: "Jack of all trades"™ is most fitting description of today's account

[ doubled by tvn executive whose changing role in major accounts is becoming increas-
. ingly complex as result of air media growth. In 1955, a/e has to be
ol advertising strategist, showman, ratings expert, marketing and

1f merchandisingman, salesman and, of course, diplomat. For analysis of
lf most common current account exec headaches, see story page 34.

‘ | —SR—

. Color tv and Ever-tantalizing question whether color tv will be able to break down
!| department stores anti-air attitude of many large department and specialty stores is in
| wind again following announcement of NBC's new 39 million color plans.
l Of special interest is plan to convert WNBQ, Chicago, to world's
first all-color tv outlet. Admen peering into crystal ball point out
[ that local color tv will have it all over 4-color process in newspa-
| pers which is limited by quality of newsprint. This advantage, they
|
[

say, will interest those retailers of apparel and home furnishings
who have hitherto been married to black-and-white print.

SPONSOR, Volume 9, No. 23, 11 November 1955. Published blweekly by SPONSOR Publications. Inc. Executive. Faltorlal, A Ivertising. Clrculstion Offices. {0 E  {8th St . Nee
Yotk, 17. Printed at 3110 Elm Ave., Baltimore, Md. $3 a year In U.3 $9 elsewhere. Entared a3 second class matter 29 Jan. 1949 st Baltimore postof) ¢ under Act of 3 Mar, 1§0»



| REPORT TO SPONSORS for 14 November 1953

How to judge
viewer mail

Every market
is different

Coverage conflict
averted

Convention price
going up?

Godfrey’s

I
|
I
|
l
|
|
|
I
|
'
| master stroke
|
|
|
|
|
I
I
|
I
|
|
|

Ratings treated
like box score

Are protest letters from viewers cause for concern? One advertiser
who's expert on subject 1is Alcoa which sponsored E4d Murrow "See It
Now" for 3 years on CBS TV. Despite drumfire of critical mail (along
with plenty of plaudits) Alcoa found respect for its name rising con-
tinuously during sponsorship, based on opinion research. Alcoa also
found almost any subject is considered controversial by some. For
full story on Alcoa's experience with controversy, see page 40.

—SR—

Until development like video tape recorder makes it possible to orig-
inate shows in same time slot all over U.S. (via rebroadcasts region-
ally), close study of individual markets is essential for effective
timebuying. Case in point is "Lux Video Theater" in 2 widely sep-
arated markets, Houston-Galveston and Portland, Ore. Lux show is on
in Houston-Galveston at 8-9:00 p.m. Thursday when Pulse shows peak
homes-using-television. Rating for first week in October is a high
34.9. In Portland show is on at 10 p.m. when homes using tv is
lower. Rating is 20.4.

—SR—~

Danger of conflicting coverage studies during 1956 has now passed.
SAMS, which was planning study, bowed out late last month; NARTB had
previously indicated its own study couldn't commence until 1957.
Firms remaining in field are Nielsen, which has announced definite
plans to do NCS No. 2, and ARB. But it's unlikely both will go
ahead. ARB has based its pricing on inclusion of all 3 networks
among its clients and it's known NBC has no intention of buying com=
plete national coverage study in 1956. That will probably leave
field clear for Nielsen. (See story page 29.)

—~SR—

NBC TV is thinking of raising price set on presidential convention

coverage if no client is signed up within next few weeks. Reasoning
is that convention will loom as increasingly strong audience attrac-
tion with rising heat of competition for nomination in both partiess

—~SR—

Agencies with accounts using Arthur Godfrey shows are putting current
Godfrey biography in "Saturday Evening Post™ on "must" reading list.
It's first big favorable publicity for Godfrey since longer than most
of clients and Godfrey agencies like to remember. C(Consensus among
several admen involved with Godfrey shows: SEP piece is master stroke
in effort to silence Godfrey critics.

—SR—

Same o0ld pattern in evaluating ratings popping up again this fall.
Conversation about ratings frequently takes on aspect of football
discussion. Feeling seems to be that object of ratings is to see
who "beat" whom, with little thinking beneath surface to question of
client's objectives, cost-per-1,000, audience composition. As re-
search specialists point out, it's unimportant to isolate raw rating
of one show vs. another. "What's the use," commented one research
Vv.p., "when they virtually write off 'I Love' Lucy' as slipping with
a current 48% of the available tv homes!”

(Sponsor Reports coutinues page 151)

— — om—n e— . —— e— S e e— — s e e e —— e e e e e—— S

SPONSOR



14 YEARS WITH THE RIGHT WOMEN

the 9 5 0 club
For 14 years, The 950 Club has made life more pleasant

for hundreds of thousands of women—and men—who

have enjoyed the five hours of popular music played
daily from 1 till 6.00 P.M. In 14 years, it has built up
quite an audience, a prize package full of Pulse "firsts”,
and a list of advertisers who signify their satisfaction

with continved renewals.

The 950 Club is only one shining example of WPEN’s

great acceptance: more local advertisers and more Cal Milner and Larry Brown

national advertisers use WPEN than any other station The 950 Club Personalities

in Philadelphia.

The Station of Personalities

WPEN

Represented Nationally by Gil-Perna, Inc. PHILADELPHI A

950 on your dial

14 NOVEMBER 1955
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ARTICLES

Will tv's buying-blind era end in 19562

Ad agencies, sponsors have long been spending millions of dollars on the basis
of figures up-dated from the Nielsen coverage study of 1952, New Nielsen
study is due in 1956; NARTB study in 1957; ARB (tv-only) still undecided

Is radio overdoing music-and-news programing?

Too many stations are spinning disks without creative planning, say many admen,
attacking copy-cat tactics

Today's acceunt man: funnel for extra services

Second article in the five-part SPONSOR series on advertising headaches points
up role of the account executive as a man who must know merchandising,
marketing,, showbusiness

Raodio-print teannwork sells for Bon Mavche

Forced ino air media by newspaper strike, Seattle department store forged a
radio-print advertising link that has set sales records

Aleoa uses $3.6 million in tv to “get-out-and-sell*’

Company promotes its customers’ products to boost its own sales figures and
seeks high ratings to do the job

Don’t let fear of glare dull live tr commerceials

There are other ways besides excess spraying to reduce bothersome light reflec-
tions when you want your product to shine

Timebuyers of the U.S.

A current, 23-page version of the timebuyers list by cities that ran in the !1
July, 25 July and 8 August issues of SPONSOR. Complete data on accounts,
agency addresses and telephone numbers

The ageney in (ransition
Why are so many accounts changing agencies? Television is one great un-

settling force but there are other even more basic factors which this article
will set into focus

Advertising headaches: part three

SPONSOR series on problems of admen turns next issue to advertising managers
in companies using air media heavily

29

32
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36

38

41

42
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172 MILLIVOLT DAYTIME
SERVICE CONTOURS

WGMS-AM 570 KC 5000 w
WGMS-FM 103.5 MC 20000 W
T wwmat 630 KC 5000 W
WRC 980 KC S000W XA 4
WWO0C 1260 KC 5000w |
WOOK 1340KC 250w
wOL 1450 KC 250 W

g . WTOP ISOO KC 50000W -

Map by Federo! Grophics
[=

WGMS the Good Music Station

NOW BROADCASTING WITH HIGH POWER AND NIGHTTIME AM

M. Robert Rogers, President « Ilotel ITarrineton, Washington 4, D. . e EXeeutive 3-5676
REPRESENTED BY GOOD MUSIC BROADCASTERS and THOMAS F. CLARK
e New day half-millivolt contour covers:
1100 more sq. land miles than WTODP ; 3200 more than WDM.AL: 3300 more than
WRC: 7000 more than WWD(C

.



STATIONS

are powerful enough

and popular enough

to register audiences
in radio survey ratings
of both Los Angeles
and San Diego.

Of this top trio
KBIG is

* #1 in San Diego

* #3 in Los Angeles

* the only independent
* the least expensive

* the lowest cost per
thousand listeners

Any KBIG or Robert Meeker

Account Executive will show

you the documents.

The Catalina Station
10,000 Watts

74 OND;YAOLUR

JOHN POOLE BROADCASTING €O.

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

Nat. Rep. Robert Meeker & Assoc. Ine,

Frauk Thowpsou, Ted Bates, New York, com-
ments that specialized timebuying departments—
one for radio, one for tv—have been suggested as

a wuy to help the timebuyer cope with the flow of
facts. “Specialization has long taken hold among the
station reps, who often divide radio and tv selling
completely,” says he. “There also tends to be more
specialization in the media buying end where
large accounts are concerned. Some agencies are
evolving media groups with buyers for tv, radio and
print, whose work is coordinated by a media group
head. However, on small and medium accounts
there seems to be a demand for buyers versed in

all media. Generally, it adds to the client’s ad-
vantage (and to the buyer's efficiency) for one
buyer to coordinate radio and tv.”

Jan Gilbert, Product Services, New York, feels
strongly that radio and tv buying should not be
split. “But then I'm prejudiced, because my back-
ground has been in all-media buying where you have
a better concept of the over-all needs and objectires
of an udvertising campaign,” she says. “Of course,
the radio-tv buyer does face the problem of dupli-
cate effort, such as hating to see two reps from the
same rep outfit, to get radio and tv availabilities.
Still, the advantages and similarities between the two
air media outweigh the appeal of specialization. In
air media particularly you want to know exactly
how radio and tv will mesh in a campaign. You
don’t want to duplicate your effort in the same
market, but you might be using radio-tv differently.”

Bill Abrams, Leber & Katz, New York, feels
that radio reps are leaving one potential source for
business uncorered: “The radio reps rarely gear
their thinking sufficiently to the small-budget ad-
vertiser or the small agency. There are exceptions,
of course, and when they occur, we find an oppor-
tunity to put our clients on the air. Both CBS and
NBC Spot Sales have done a fine job of selling
radio creatively with small budgets in mind. The
main probleni the air media present for us is one
of maintaining both coverage and continuity of
advertising on the sort of money made available

by our clients. And we feel a good job of selling
by the rep, a good presentation, makes it possible
Jor us to point up the advantages of the air
media better to our clients.”

|
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‘IE BOSTON SUNDAY POST
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MAXIMUM
POWER

in December with a
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PLUS 14 HOURS OF OUTSTANDING LOCAL “LIVE”
PROGRAMMING FOR THE BEST TV BUY

call your I"eed Representative or Gordon Moore, I MU R-

TI" National Sales Manager, for current availabilities.
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PRISCILLA FORTESCUE

Priscilla Fortescue’s in-
fectious enthusiasm,
plus guest stars, and her
on-the-spot recordings
from all over the world,
sparks her listeners to
move your product off
grocers’ shelves in
Greater Boston!

Hyou want your share of
NEW ENGLAND'S | NO.1 MARKET

by Bob Foreman

How to prepare a job-getting resume

Since there is so much turnover in the agency business—
a deplorable fact to be sure—it might be worth a few sen-
tences for me to outline what older and wiser heads than
mine are thinking and have thought about one job-hunting
tool—resumes.

A man or woman looking for an account executive job or
that of an assistant account executive. they believe (and I
concur). should mimeograph his or her experience. This
data should be in reverse order—that 1=, most recent experi-
ence first and thence back to college or high school days.

Don’t relax! Presentation of these facts requires the
utmost ingenuity. What to leave out is as important as what
to include. For example, the individual reading through the
resume of the applicant is searching for relevant experience.
What is irrelevant is time-consuming and puts the job-seeker
at a disadvantage. But don’t be discouraged! Many things,
beneath their surface, do have a bearing upon the business.
For example—business manager of a college paper or year
book or running a Community Chest campaign in a local
area. In fact, any business-like activitv. However, the bald
statement that the person-looking-for-the-job has run such
activities or been involved in same is not enough. Clippings
regarding the success of the venture, a cap=ule description of
what specifically was done by the person concerned, outside
testimonials to the fact that these taskz were intelligently
performed and with perseverance should be included.

Another suggestion. Before making your approach why
not look through McKittrick’s and find out exactly what
accounts the agency has? If they are heavy in package goods
and your father ran a grocery store (in which you worked
for three summers), it’s amazing how important this factor
can be considered by agency personnel. Similarly a depart-
ment store. drug store or any other retail shop.

A word about friendship, or what is vulgarly referred to
a~ “pull.” Sure. this can play a part in the original place:
ment of a person. Social contacts do help get jobs in every
business. But thev won’t hold the job. So use what you’ve
got to get vour chance. If anvone in vour family has been
successfully engaged in agencv work or with zome account,
I certainly wouldn’t feel shy about bringing this matter up.
And get a letter from the individual about vourself!

(Please turn to page 64)

SPONSOR
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BUYS COMPLETE
COVERAGE OF THE
ENTIRE GULF COAST
MARKET ON
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One dot represents
2,000 peaple

The Texas Gulf Coast Television
Market 15 nearly twice the size of
the Galveston-Houston Metropoliton
market alone.

Galveston- Gulf Coost
Houston TV Morket*
Families 333,000 544 800
Income $2,075,371,000 $3,076,812,000 \
Sales $1,347,228,000 $2,091,153,000 ‘

KGUL-TV — the CBS Basic Affiliate for the Gulf
Coast Areo — completely covers the fastest grow-
ing major morket in the country.

More oudience every day means your
advertising dollar buys more
every day an KGUL-TV.

* Measured by
Research Department
of Televisian Magazine

GULF TELEVISION
COMPANY

GALVESTON, g
TEXAS y

Represented
Notionolly by .
CBS Television @

Spot Sales

N
o NOVEMBER 1955



Florida Citrus Commission
and its agency,

Benton & Bouwles, Inc.,
are Sold on Spot as a

basic advertising medium

To move Florida fruit. processed or fresh, the Florida ‘i

Commission puts more than 50% of its advertising budg ™
Spot Television. The use of day and night Spot mn seo¥
drives provides them with flexibility, economy and img:t
selected mass audience markets.

Spot Television and Spot Radio can sell for you, t-

whatever your product, whatever your desired audience 0




# BC Spot Sales Representative will show yvou how Spot can
“#her your sales messages in twelve major markets, accounting

5% of the nation’s retail sales.

SPOT SALES

30 Rockefeller Plaza, New York 20. V. Y.
h.(gow Detroit, Cleveland, San Francisco, Los Angeles, Charlotte*,

A8*, Dallas*

*Bomar Lowrance Associates

From lejt 10 right. abore, 1o <w~NN, Chairman
Advertising Commilice, SMARVIN H. WALKER, |
Chairman, PAUL s, PATTERSON, Director of Advertising.
Florida Citrus Commission; (back to camera), 1 \RRY
WARREN, ['ice President, Benton & Boicles, in charge
Florida operations: and RORERT €. W 00TEN, Chairman,
Florida Curus Commission.

representing radio stations:

w MQ ago. RNBC Sun . R&D
ington. D. wTam ( ROMO S wAvE L
weu M ! / ®RC A ko -~ NA TFRN

RADIO NETW ORKM

representing television stations.

KONATY Honclulu, Howadii, WRCA-TV New York, wnBQ Chi.
cago, KRCA Los Angeles, ksp-Tv St. Louis, WRC-Tv Fashungion.
D.C., wNBK Cleveland, KOMO-TV Seattle, XPTv Portland, Ore.,
WAVESTV Louistille, wRGB Schenectady-41bany-Troy.



BUSINESS EQUIPMENT TOUGH TO SELL?
NOT ALWAYS !!!

Read this letter and see . . . .

And 26 other sponsors AGREED that KERG’s “Operation Pioneer’’
(broadcast from the Lane County Fair) brought IMMEDIATE
results.

LET KERG GO TO WORK FOR YOU IN THE PACIFIC NORTH- |
WEST’'S 5¢th LARGEST MARKET.”

EUGENE is OREGON’'S SECOND MARKET ... . essential to national
advertisers.

*SM 1955

1 e i , [Cj('ul(’r
j/w /)u.ﬁino.u C(lm/mun

1130 OAK STREET — EUGENE, OREGON
Phane 5-3381

RVICE AGENCY TOR REMINGTON RAND

- ——
-
AUTHORIZED SALES AND SE

September 21, 195%
Radio Station kK ERG
©.0. Box 506
Eugene, Oregon
men:
. ring our

e
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Contact

ESTINN . 5000 WATTS
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SPONSOR invites letters to the editor,
Address 40 E. 49 St, New York 17.

BGM TEST

I have followed with great interest
SPONSOR’s  running account of the
B&M media test. The wav [ feel,
1alings and audience measures are in-
adequale and the ouly true measure
of a media’s worth is whether it sells
anything and how much it sells. |
want to compliment sSPONSOR for its
part in the study and especially the
Burnham & Morrill Co.

I think the whole studyv should be
a guide for other manufacturers that
have their doubts about television.

I would like to have a dozen re-
prints of the August B&M article.

Cyrus D. CRrITEs
Director of Research
WAVE, Inc.
Louisville, Ky.

® SPONSOR plans to follow up the B&M series
with at lcast one wore report on how the com-
pany is faring in Green Bay after its tv campaign.

COFFEE AND TEA

We are writing to request your im-
mediate assistance in a matter of great
urgency and importance to us.

We are seeking information on the
subject of coffee (and tea) sales, mer-
chandising. sales promotion methods;
and advertising—and would like to
examine any articles which you have
published, bearing on this subject,
within the past several vears. If it is
possible for you to send us clippings
of such articles, this service will be
creatly appreciated; if clippings are
not available kindly give us titles of
articles and dates published.

EbpwarD PRAGER
Edward Prager
Advertising Agency
Baltimore
® SPONSOR published «iv pertinent case his
tories in 1933 and 1931: 1 May 19533, 16 Novem-

ber 1953, 8 February 1931, 19 April 1951, 14
June 1931, t Octoher 193514,

JAPANESE ORIGINAL

I read with a great deal of interest
in vour “49th and Madison” column
of October 17 the letter from Y. Nihira

SPONSOR

e



FBK 5A CRAMENTO

\

\
~ FRESNO

M)

BAKERSFIELD

Inland California’s Beeline stations,
purchased as a unit, give you more
listeners than any competitive com-
bination of local stations ... and at
the lowest cost per thousand!
(SAMS & SR&D)

|

ERESNO

KMJ has MORE LISTEN ERS than any competitive sta-

tion, daytime or nighttime, according to May ’'55 Pulse survey
of seven major cities in Fresno area.

ks has MORE TOP RATED SHOWS . o out

of the 10 most popular programs in the Fresno area are KMJ
shows, reports latest Pulse.

KMJ hos WIDER COVERAGE than any competitive

station, daytime or nighttime. (SAMS)

SACRAMENTO, CALIFORNIA ¢+ Paul H. Raymer, National Representative

14 NOVEMBER 1955

13



IN CINCINNATI ...
EVERYBODY LOVES MUSIC, NEWS AND SPORTS

|

THAT’S WHY EVERYBODY LOVES o

TR

w\_

NO DOUBT ABOUT the ap-
peal of Music, News and
Sports! And Cineinnati’s 1s¢
Station for Musie, News and
Sports 1s WSAI-Radio!
IF YOU WANT the station
with the confidence of more
local merchants, with spec-
tacular rating inereases from
sign-on to sign-off, and with
Cineinnati’s most popular
ar salesmen, vou amust huy
the station that sells (inein-
natians— WS\ I-Radio.

/" AVERAGE SHARE OF AUDIENCE

SUNDAY through SATURDAY
6:00 A.M. — 12:00 Midnight

=

* Yes, 'SAI our Weatherbird says, “There’s always
fair weather for bigger sales on WSAI-Radio!”

National Representatives w : ; “
for the new sound in Cincinnati s

Weed & Company

SHERWOOD R. GORDON, PRESIDENT AND GENERAL MANAGER

THE NEW SOUND IN CINCINNATI HAS A CASH REGISTER RING! —
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of Tokyo, Japan. Would it be possible

for me to get the original from which

you reprodueed the cut? T wonld very

muelt like to have it for my files.
Hanry Wayne MoManay
Vice President
WeCann-FErickson Ine.
Vew York

e Origlnals trom which SPONSOR lnsteations

Ave prepared are occasionally asailable, We are
huppy to oblige reader MeMaban,

FM FOR AGENCIES

bu an article entitled “Ad ageney
promoted itsell via [ radio.” you
sav: “What is thought to be the first
test of an fin station asx an advertising
medivm for an advertising ageney s
being conducted on KDFC. San Fran-
cisco.”

For the record. 1 think vonr might
he interested to know that onr agencey,
\pplestein.  Levinstein  and  Golnick.
ran a campaign about a year ago on
the local fm station, WITII-FM, for
several months.

A number of friends told us they
leard our commercials. and there
were other favorable comments. al-
though no direct action.

This. of course. is the pattern for
a great deal of self-advertising done
by agencies, namely : direct action and
immediate business—negligible: good-
will - considerable, plus the fact that
agency advertising does help presell.
so that when a call is made on a pros-
pective client. the selling job 1s infi-
nitely easier.

MoORTON LEVINSTEIN

Applestein, Levinstein and Goldnick

Baltimore

NEGRO SECTION

I am doing a thesis at the Univer-
sity of Texas on programing to the
Negro market and I am finding it
rather difficult to secure =ufficient data
on the subject. Having read several
articles in your magazine pertaining
to the Negro market. | should like to
inquire as to the availability of re-
prints of those articles. If reprints are
available I would like to have at least
cne of every article you have printed
on this subject or related to it,

[ would appreciate it if yvou would
advise mie of the quantity of reprints
available and the total cost. Also.
vour policy regarding such requests
(cash in advance. c.o.d.. bill. ete.).

Larry E. JoxEs
KTXYV

Austin., Tev.
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WFBG-TV |

channel 10

/3
@
B
Ci
with ABC, NBC
N -

You need only buv WFBG-TV to cover all of central
and Western Pennsylvania. With maximum power of
316,000 watts, WEFBG-TV blankets the rich, heavily-
populated areas between Pitsburgh and Harrisburge.
In addition to the 537,452 tv sets n 1ts coverage
area, vou get a bonus of 131,356 television homes n

Metropolitan Pittsburgh.*

WEBG-TV | -

Altoona, Pa. ) |BC, N

Represented exclusively by H- R Television, Inc

*Videodex January 13, 1933 Gi WEFBG-T ¢ in
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Living dangerously . .. in New Orleans

You can do a lot of living in New Orleans’ lot of past . . .
but in radio it’s dangerous. Not could be. Is

Beeause until as recently as two years ago the heretofore
showed a radio station named WTIX smaek on the bottom
of an eleven station market.

Then Mid-Continent took over and ten months later WTIX
was New Orleans’ number 1l-rated station.

[t’s been at or near the top ever since.

A drastic upset in time-buying habits has followed this
upheaval in the New Orleans listening habit. How old is your
New Orleans story? That old? Call Adam J. Young, Jr., or
WTIX General Manager Fred Berthelson.

oo

-CONTINENT BROADCASTING COMPANY

President: Todd Storz

KOWH, Omaha WHB, Kansas City WTIX, Ne\; grleuns
Represented by Represented by Represented by ;
H-R Reps. Inc. John Blair & Co. Adam J. Young, Jr. New Orleans 16, La.
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1 New on Radio Networks

SPONSOR ' AGENCY STATIONS
A State Inst;nce. Skokie, Il Christiansen Adv, Chi MBS 553
€ er Products, NY SSCB, NY ABC 340
€ 1s Pub, Phila BBDO, NY NBC 198
€ Frgidaire div, Dete Kudner, Detr NBC 198
G ral Foods, Assoc Products, White Grey, NY NBC 198
ans
G Buick Div, Flint Kudner, Detr MBS 48S
G=ral Tire &G Rubber, Akron D'Arcy, NY ABC
Wmark, Chi Fo%tc, Cone & Belding, NBC 198
hi
Mis, Upham, NY | Lewin, Williams & Saylor, ABC 40
Newark
¥ nen Co, Morristown, NJ Grey, NY . NBC 198
Wicr Products, Jackson Cordon_Best, Chi ABC 1332
Siura Co, Phila Hicks & Greist, NY ABC 332
§ ebaker, So Bend BGB, NY NBC 198

: Renewed on Radio Networks

SPONSOR ' AGENCY ; STATIONS
€ stian Reform Church c'f:""' Jordan, Stoetzel, MBS 235
hi
Bin Clirence Manion, Chi Victor Adv, So. Bend CBS 204
MBS S26

{'ed Motors, Dectr Campbell-Ewald, Detr

. Broadcast Industry Executives

NAME | FORMER AFFILIATION
Ee Accas ABC, ad: pub, prom director, NY
A Clay Adams

Fik C. Atkinson, Jr.
fries T. Ayres

ABC. rad-tv co-op mgr
ABC, NY, vp in charge of radio network

k H. Baker KMTV, Omaha, prom mgr

El Belford KFWB, Hollywood. merchandising director

Crles W. Besosa A. C. Nielsen. Chi, acct exec

Ly Buskett KLAC, LA. general mgr

Cishaw Bonner MCA-TV, NY

Lian C. Cass Adam Young. NY

# Chioda Westchester County Publishers, White Plains, adv-sales
staff

bert L. Coe DuMont. sta rel mgr

1) Cole KFMB-TV, San Dicgo. promotion

J» Condon KTAC, Tacoma, acct exec

# Constant KBAK-TV. Bakersfield, Calif

Lrard Corwin WWOR-TV. Worcester

I Crumley | TELEVISION Magazine, NY, rescarch director

Liel M. Curtis \ NBC, Chi, gen sales mer

lrard ). De Cray Vitapix Guild Films, NY, station relations director

Ir Devine KVOO-TV, Tulsa, promotion mgr

les C. Dodgson WHIO, Dayton, regional sales

I\ Durgin

WNMNAR-TV, Baltimore )
ABC. asst to adv., pub, prom director, NY

trison W, H. Eagles
Jr H. Eckstein

I Enis KELP, El Paso

Iry B. Frank, )r. DuMont. NY, natl spot sales
lvd B. Gibson WBBF. Rochester, sales mgr
Vliam C. Cillogly. ABC-TV. Chicago, acct exec
ly Cordon Muzak, Wash, D. C., mgr

lhard H. Gravett

KFRC. San Fran, sales
1A, "Buzz' Hassett,

WMT-TV, Cedar Rapids, tv sales director
K.
lene D. Hill

|

14 NOVEMBER 1955

WORZ. Orlando, general mgr

PROGRAM, time, start, duration

Army-Navy football; Sat 1:15 pm to concl; 26
Nov

When a Girl Marries; M & F 11:45-12 am, 21
Nov: 26 wks

One Man’'s Family, M-F 1015.10°30 pm

Fibber McCee & Molly; M-F 10-10:15S pm. B & 9
Nov, 1S & 16 Nov, 6 & 7 Dec

One Man's Family; M-F 10:15-10:30 pm: 25 Nov
9 Dec

Weekday, M-F 10 am-6 pm; 7 Nov; B wks

Gabricl Heatter; 7:30-7:45; 1 Nov & 3 Nov

Detr Lions vs Green Bay Packers; 12 noon to
conclusion; 17 Nov

Monitor;, 19 Nov-1B Dec

Wall Street Final; M-F $:55-6 pm; 31 Oct. 52
wks

Weekday; M-F 10 am-6 pm; 7 Nov; B wks

Breakfast Club; segment on F 9:35-9:40. 6 Jan

Breakfast Club; seg on Th 9:40-9:4S; 17 Nov;
13 wks

Top Ten Plan & Monitor; wk of 20 Nov

PROGRAM, time, start, duration
Back to God Hour; S 9:30-10 am; 27 Nov-
1B Nov 1956
Manion Forum of Opinion; S 9:30-9:45 pm: 6
Nov-2B Oct
Lowell Thomas; M-F 6:45-7 pm: 31 Oct; 52 wks

NEW AFFILIATION

Same. sales development director

CBS TV, NY, film prod operation dept, mgr
Same, radio sta rel, eastern regional mgr, NY
NBC, NY, radio network hd

Same, acct exec

Same, also director of adv and publicity

Same, vo, rad-tv dept

KCBQ. San Diego, general mgr

TPA. NY, acct exec

H-R Re~s. NY, sales

WFMY-TV, Creensboro, NC, promotion director

ABC TV, sta rel, regional mgr

Same, tv director

Same, asst mgr

Same, vp

TPA, NY, acct exec

Adam Young Television, NY, research director
Same. NY, castern sales mgr

ABC Radio, NY, station relations director
Same, commercial mer

Hoag-Blair, NY, acct exec

ABC Radio, NY, vp in charge of radio network
XETV, San Diego. merchandising-prom mgr
Same. adv-prom di-ector

KNOE, Monroe. La. program mgr

ABC TV, NY acct exez

WHAM, Rochester. sales

Same. castern sales mgr

KSC)-TV. Pucblo, Colo, natl sales mgr

KNBC. San Fran, acct exec

KDUB-TV Lubbock. Texas, natl sales director

WCTO, Haines City. Fla, mgr

In next issue: New and Reneiwced on Telerision (Netwcork); Adrertising Agency Personnel Changes;
Sponsor Personnel Changes; Station Changes (reps. neticork. poicer):
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Ernest R.
Stern (3)

Edythe
Xein (31

John H
Eckstein (3)

Gene
Accas 13

[o I 4
Myers (3}
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Newr: and renew

3. Broadcast Industry Executives (continued)

NAME [ FORMER AFFILIATION NEW AFFILIATION

I
Pctie Houle | KLAC, LA, traffic i Same, sales service rep I
Edwin R. Huse WXYZ, Detr, acct cxec Patterson-Richards Stations, West Va & Ohio, ¥
Andrew P. Jaeger Procter TV Enterprises, NY, vp in charge of sales { Ziv TV, NY, sales rep
Dick jensen WCCO-TV, Minncapolis-St. Paul, nat! sales rep | Same, regional sales rep
Maitland jordon KJR, Seattle, mgr I KOMO-TV, Seattle, mgr
Edward E. Kash Henri, Hurst & McDonald. Chi, sr producer WEEK, Peoria, station mgr
Henrietta Kieser Bozell & )acobs, Omaha, vp | AWRT, Heart of America Chapter; pres
Marian Y. Komar KLAS-TV, Las Vegas, commercial mgr Same, gen mgr
{. L. Kaufman Crant Adv, Detr, vp UPA, Burbank, adv-publicity director
Lou Kravitz Filmack Studios & Trailer Co, vp in charge of sales & adv Lewis & Martin Films, Chi sales director
L. A. Larson WISN-TV, Milwaukec, commercial mgr Same, asst mgr
Boyd W. Lawlor WIP, Phila, station mgr WWCA, CGary, station mgr
Anthony Leighton ABC, NY, publicity Same, asst publicity mgr
Marvin Levey WEDF, Flint, sales prom mgr Same, commercial mgr

Edward J. \
Do C e

(L:Iig)slgn B"s) Jim McEaneney Weed & Co, Detr Everett-McKinney, NY, sales staff
Henry H. McMahon Yankee Network, Boston, sales service Same, retail merchandising director
Robert S. Mandeville Everett-McKinney, NY, eastern sales mgr H-R Reps, NY, sales
joseph O. Meyers NBC, NY, central news chief | Same, news manager
Ken Morton KOOL-TV, Phoenix, asst mgr Same, statien manager
Edward A. Montanus NBC, NY, central sales supervisor | Same, central sales mgr
Dana S. Murray J All-Canada Radio & TV, Toronto, program div Same, radio program div mgr
Bernard Musnik Crosley B'casting, NY, vp in charge of sales, Eastern div Ziv TV, NY, new business development
0. W. Myers Cerity Broadcasting, Bay City, vp Same, also WNEM-TV, Bay City, general mgr
Benton Paschall WNOE, New Orleans, gen mgr KBAK, Bakersfield, Calif, gen mgr
Richard J. Passage KYAK, Yakima, commercial mgr Same, mgr
john GC. Ponic Fawcett Pub, NY, adv-sales rep ABC TV, NY, sales dept, acct exec
Doug Peterson WCCO-TV, Minneapolis-St. Paul, sales service rep. Same, natl sales rep
Bill William H. Quinn A. C. Nielsen, NY, acct exec | Same, vp in rad-tv div I
Crumley (3) Edythe Rein Natl Telefilm Assoc, NY, asst tres Same, vp
Erwin Rosner WPEN, Phila, local sales mgr Same, gen sales mgr
Adolph L. Seton | ABC, NY, asst publicity mgr | Same, publicity mgr
James T. Shaw Henri, Hurst & McDonald Adv, Chi, rad-tv director Ziv TV, NY, sales rep
Mary Smith I Trendex, NY Same, vp
William E. Spahr ‘ Montana State University, rad-tv program director KFBB, Great Falls, Montana, adv-prom director
William H. Spencer WCOL, Columbus, mgr Same, vp
Joseph Stamler \ WABC-TV, NY, acct exec Same, sales mgr
Ernest E. Stern ABC-TV, NY, publicity mgr Same, LA, adv, prom, pub director
Robert F. Tait All-Canada Radio & TV Winnipeg Same, western supervisor
Kit Tyson WBAL, Baltimore, wrtr Same, asst program mgr
Leonard C. Warager NBC, NY, eastern sales mgr Same, administrative sales mgr
William H. Bill Warner Ziv TV Programs, NY NBC Film Div, NY, sales rep
Quinn (3) Ray Watson WKRC-TV, Cincinnati, asst director Same, producer-director
V. Byron Williams WTRF-TV, Wheeling, asst program director Same, program director
Philip H. Weil i CE, NY GE, NY, rad-tv dept, district sales mgr
4. New Firms, New Offices, Changes of Address
Adrian Bauer Advertising, Philadelphia, has reorganized as The National Television Film Council has established per-
Adrian Bauer and Alan Tripp, Inc. manent offices at 1639 Broadway, New York
Burroughs Corp, Detroit, has .ar_moun_ced the establishme.n.t of North Advertising, a new agency, will open 1 December at
John tams?neefsesnse Contract Adminisiration branch for military 430 N. Michigan Ave, Chicago. Don P. Nathanson will
Devine (3) KGZR, Los Angeles, has moved to new offices at 419 South be its president ,
Robertson Blvd, Beverly Hills Radio Advertising Bureau, New York, has moved to 460
Lowe and Hall Advertising, with head offices in Greenville, Park Avenue
$C. has opened a branch in Asheville W. A. Sheaffer Pen Company has opened a branch plant in
CBS Radis Spot Sales, NY, has moved to 460 Park Ave as of Utrecht, Holland
31 October
5. New Agency Appointments
i SPONSOR ! PRODUCT (or servive) AGENCY
win = — —ea
Rosnes {3) Diamond Crystal Sait Co, St Clair, Mich | salt Ogilvy. Benson & Mather, NY

Elgin Softener, Elgin, IlI water conditioning equipment Phil Go:don, Chi

Jacquelin Cochran, NY ! cosmetics Al Paul Lefton, NY
McCormick & Co, Baltimore tea and spice importers Lennen G Newell, NY
Pabst Brewing Co, Chj | Pabst Blue Ribbon Beer Leo Burnett Co, Chi |
Purex Corp, South Cate, Calif Purex liquid bleach Foote, Cone & Belding, LA
Oakland Zone Chevrolet Dealers, Oakland Chevrolet cars Campbell-Ewald, NY
Revlon Products, NY Touch & Glow liquid make-up BBDO, NY

— ———————— f
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STRUCK OIL IN
INDIANAPOLIS

WXLW chonged its broodcast frequency on Morch 12, 1955,
to 950 on the diol. To help Indionopolis oreo motorists con-
vert their outomobile rodios to the new frequency, WXLW
ond 63 Texaco service stations in metropoliton Indionapolis
promoted free push-button conversions. Eight one-minute
spots o doy onnouncing the WXLW-Texaco rodio frequency
conversion began March 5, 1955, ond ron through
April 22, 1955.

The 63 Texaco service stotions averaged 50 to 60 rodio
conversions for eoch of the first ten days of the promotion!
The IMPACT on Texaco's soles figures during thot period?
Here's what the “SELL STATION" did for Texoco!

"Qur March, 1955, gollonage increased 10.07 per cent
over Morch, 1954, at those stations participating in the pro-
gram. During the same period, according to state tox figures,
gosoline consumption was up only 5.95 per cent.

"During April, 1955, those stations participoting in this
joint progrom enjoyed on increase of 22.43 per cent over
the saome month in 1954; whereos, occording to state tox
figures, overall consumption was up only 6.92 per cent.”

So says Mr. H. L. Knearl, Assistant Division Sales Promo-

tion Manager of the Texos Company, Indionopolis, in his
letter to WXLW of July 15, 1955.

ASK TEXACO!

14 NOVEMBER 1955
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Ylowe ODuwl sure’ i-no <ali- lmli('_\ for
an advertiser who wants to wo pi‘lw's fast
Far better to hop aboard the fa<testemoving, most
cllective medinm there is = <pot television —and
ride it foe all 10's worth.

That's exactly what the General Baking Com-
pany did when it wanted to introduce Grossinger’
Rye Bread inthe Phitadelphio market. Gros<inger’s
was unhnown therel and local hrands were firmly
established. How to move i fast? On BBDO'-
adviee, the chient hought a Twelve Plan <ehedule
on W CAL-TY L And what happened then? To quote
BBDO’s own words: “In five weeks we hit the
sales quota we had expeeted to achiieve i 13 weeks.
After seven weehs we passed all other rve breads
and moved into first place in the marker.,™ /nd . ..
al a cost per thousand viewers of ouly 31 cents!

No fable this. 1Cs another true case lhistory
which illustrates so well why more than 300
national spot advertisers are enrrently using sehed-
ules on one or more of the 12 television stations
(and the regional network) we represent.

Good spot to be in!

OCDBNS Television Spot Sales

Repre~enting: W(BSTV New York, wcAL-TV Philadelpha,
WTOP.TV Washington. WBTV Charlotte. WBTW llorence,
wMBR.-TV Jack-onville. wxix Milwaukee. waByM TV Chicaro,
ksLrv Salt Take City, KGULTY Galveston-Houston, ROINTYV
Portland. KAN\T Los Angeles (BS TELEVISION PACIFICNETWORK



CERTAIN THINGS
STAND OUT!

Yes, certain things are all-
important to the advertiser.
Like the dynamic sell-power
of the JOE FLOYD Stations . . .
the two-market impact you get
for your one smart buy . . .
the spending power of these big
multiple markets.
What a terrific spot for you!

THE BIG TV COMEO

® ABERDEEN

WATERTOWN o D
» HUROH o

78% of total South Dakota Market,
western Minnesota, northwestern lowa

JOE FLOYD, President
Evans Nord, Genl. Mgr. e Larry Bentson, V.P.
NBC Primary

Represented by H - R TELEVISION
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Wr. Spomser

Executive v.p.

RCA Consumer Products, New York

“It’s a damned <sight easier to breed ninks than ake color tv
sets,” says Robert Seidel, RCA Consumer Products’ executive v.p.;
about the current pricing of color tv sets.

“But the same people who are buying Cadillacs, cruises and trips
to Europe will want color sets. And the time will come when all net-
work transmission will be in color.”

An energetic. friendly man with a long career in merchandising
and retailing to back him up. Seidel sits in a Rockefeller Center
office overlooking most of Manhattan. some of New Jersey. Queens
and the Hudson. He feels most comfortable when flanked by an
RCA tv set. hi-fi unit and the new portable RCA radio-phonograph.

“The trend toward color has been established.” says he. “Take
Chicago. Starting next April all shows originating out of our Chi-
cago oo station will he in color.”

Seidel puts a lot of persuasion and advertising into RCA sales
promotion. This year alone RCA Consumer Products will be spend-
ing some 20 million (including the co-op budget) on selling the
public on its line. Naturally enough. RCA is a heavy radio and tv
advertiser on NBC. with numerous commercials on Monitor, Dragnet
and Plavhouse, as well as Berle. Producer’s Showcase.

“If T were still a retailer. I'd stock up on any product that’s being
advertised on tv.” he comments. “There isn’t a manufacturer of a
product in No. One position who can afford to stay off the medium if
he wants to hold on to his advantage.”

RCA’s tv sets have held that choice position for some time against
new and established competitors alike.

“Sure. I'm =old on the power of tv.” adds Seidel. “But the secret
of advertising effectiveness lies at least partly in media hatance.”

Demonstration-minded. Seidel illustrates his comments with charts,
a quick walk to his office hi-fi set. which he’ll turn on full-blast to
play a bell-clear, if deafening. rendition of Star Dust. a switch over
to the new portable radio-phonograph on his bookshelves for a few
bars of modern jazz.

1 was excited about RCA before I ever came here in 1949.” savs
he. flipping proudly through color catalogs of the RCA line. “You
should sce our apartment (Sutton Place. Manhattan) : We've got two
tv sets and half a dozen radios in 4V rooms.” * kK

SPONSOR

Robert A. Seidel
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You're In

LADIES’

Channel 2

in Detroit

s Why Do America’s
Top Advertisers Choose Ladies’ Day?

1:00—2:00 P. M. Manday thraugh Friday

The list of outstanding advertisers shown at left do not buy “blue sky" claims.
Their agencies include many of the sharpest time buyers in the business. Their clients
have been on Ladies’ Day in the past 90 days for purely mercenary reasons, as
they should be.

They buy because Ladies’ Day is tops in ratings . . . tops with Detroit-Southern
Michigan viewers. In the last 6 years, more than 65,000 women from over a thousand
women's clubs in Southeastern Michigan and Canada have appeared on Ladies’
Day, the only program of its type in the Detroit area.

These advertisers are on Ladies’ Day because Chuck Bergeson's versatile
showmanship means more sales for more products in more than 1,500,000 Detroit-
Southern Michigan homes.

Want to make your sales soar in this big-spending mid-western market? Use the
selling power of Ladies’ Day or other potent participating programs™ on WIJBK-TV
with its maximum power of 100,000 watts, 1,057 foot tower and top CBS and local
programming on Channel 2.

*such as Nightwatch Theatre, Early Shaw, Cartaon Classroom, or Sagebrush Sharty

JBK-TV

CHANNEL & DETROIT




When that 1 buy is WJAC-TV, Johns-
town, you not only steer your way into
the rich Johnstown area, but you
coast right into the Pitt:burgh and
Altoona markets, as well!

Latest Hoopers show WIJAC-TV:

FIRST in Johnstown

(a 2-Station market)
SECOND in Pittsburgh
3-Station market)
FIRST in Altoona

(a 2-Station market)

—
o

Smooth the way for more sales with
the 1 buy that covers 3 . . .

 SERVING, MILLIONS FROM
~ ATOP THE ALLEGHENIES

r“;;‘/ ‘\'

JOHNSTOWN - CHANNEL 6

o

Get full details from your KATZ man!
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by Joe Csida

Dees everyone dig Noel Coward?

It is more or less the custom of this corner to make pass
mg comment on anything widely hailed as new, differemt and
exciting. And certainly the two-person spectacular presented
on CBS TV, Saturday, 22 October, 9:30 to 11 p.m. EDST,
was so hailed. Together with Music, you’ll recall it was
called; and Mary Martin and Noel Coward were its stars.

I go along. 1t was new. different and, I’'m sure, to a cer-
tain segment of the population, exciting. Dear, dear Noel
was just the sweetest thing. The elderly elf pranced and
danced and managed, in his songselling, nuances which no
mere man could possibly muster. Only the brilliant Coward
could sing lines like “rolling in the hay” and conjure up a
picture of a sweating farmhand tossing restlessly in a wagons
ful of dried grass.

There i=. of course, virtually nothing in showbusiness that
Coward has not done. For these many years he has delighted
legit audiences, night club mobs< and record collectors with
his sharp wit, his wonderfully incisive words and musie, his
supreme gloss and glitter. And now that he has brought his
endearing qualitie< to television, only the unsophisticated.
the uncultured and the uninitiated will fail to cry with deep
emotion and abandon: “Hip, hip, hooray! Do let us spend
another evening with Noel soon.”

The 15-city Trendex for the three separate half hours of
the show do create the su=picion that there may well be vast
numbers of unsophisticated, uncultured and uninitiated peo-
ple hidden in remote sections of this country. In its first
half hour Together with Music topped Jimmy Durante on
NBC with a substantial 21.3. But in the second half hour
(10:00 to 10:30) again=t George Gobhel’s 23.7, Mr. Coward
and Miss Martin 1allied a 17. In the last 30 minutes, against
the Lucky Strike Hit Parade, the spectacular got back a litite
more than a point, but <till ran second hest to the top seven
~ongs, 21.1 to 18.7.

There wasn't (to get to the non-Coward aspects of the
show) anything spectacular about Mary Martm. She was
just plain, old. everydav great, as she always is. She sings
a <ad song sadder. and a gay song gayer and any song bet-
ter than any lady around. voice or no voice.

(Please turn to page 70)

SPONSOR
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WLW radio offers a great new
programming concept

It's here—"The World Now"—WLW Radio's spectacular new programming TN\\\\\W\\\\
operation that takes you to every town or country, day or night...to /

bring you on-the-spot news, interviews, happenings...interest-packed .Z

people, places, and things that are vital forces in "The World Now ~—
Yes, WLW Radio has a crew of roving reporters, announcers, writers ~

editors to cover the water front, home front, world front and back—to bring e

you the newsy-est, most entertaining programming in broadcast stol .Q'&%
And this human-interest, cover-all programming spearheads a

sensational new '"Certified Audience Plan" unprecedented in 6@8 7L

the entire broadcasting industry!
So tune your ad dollars to WLW Radio for "The World Now"
programming punch with the smash "Certified Audience Plan!"—

14 NOVEMBER 1955
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Here's another Crosley first — revolutionizing broadcast media! WLW Radio
now offers you a smash "Certified Audience Plan'' with announcements to
deliver the greatest possible unduplicated home coverage. You get a
pre—-determined audience at a low one dollar per thousand home broadcasts
or even less...certified by the official NIELSEN REPORTS!

This sensational, unique '"Certified Audience Plan'" is spearheaded by
WLW Radio's new dynamic programming operation "The World Now"— plus the
famous Crosley power-packed merchandising and promotional services.

WLW's big new "C.A.P." will give advertisers the greatest selling
package ... anytime...anywhere — proving the ears have it!

So tune your ad dollars to WLW Radio for the only "Certified Audience
Plan" in any broadcast media backed by '"The World Now'" programming!

CROSLEY BROADCASTING CORPORATION, A DIVISION OF \
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COLOSSUS OF THE'CAROLINAS

No stranger to awards, WBT Radio starts its 34th year
by winning five firsts and one second out of seven categories in the
1955 North Carolina AP News Broadcasting Competition.

Alert, imaginative, mature, WBT's news service to its 2,500,000
listeners typifies an overall program service which‘ﬁins an average
share of audience attained by few American stations
(47%%—1955 Pulse of Charlotte).

Relate this radio rarity to your own selling
problem by calling WBT or CBS Radio Spot Sales.

4. "Big Bill"" Ward, Sports, Superior; 2. J. B. Clark,
Special Events and Documentary, Superior; 3. Phil
Agresta, State and Local News, Superior; 4. Jim
Patterson, Commentary, Superior; 5. Jeanne
Alexander, Women's News, Superior; 6. Jack Knell,
Comprehensive News, Excellent.

JEFFERSON STANDARD BROADCASTING COMPANY
CHARLOTTE, NORTH CAROLINAG




M} 14 novemeer 1933

52 .‘\;/ﬁ- L( 2 \ 2o
¥ F/,o_)\‘\ﬂ —:\/}‘@4 - %ﬁ%’ \ - y{/({‘ N \
R APV LAl

N e
COVERAGE STUDY STATUS AT A GLANCE 2 %
2755
PROBLENM: There has not been a comprehensive vcoverage study siner NG
19532, Agencies spending millions of dollars in tv ave panting for detailed ‘ \’
and up-to-date data on whe views where on what U S0 television stations, =
ol
. O
TWO SOLUTIONS: A, C. Nielsen, which did a national radio-ts coverage
stndy in 19532, will do similar one for 1956, \RB ha< proposed a =1.2 3F
million study with 500,000 home sample to cover television stations only,
: )
DISPUTE: Two of three tv networks are cool to national coverage study [\
at this time. NBC urges concentration of research funds in arcac where @D\
data are needed most, wants to wait for NARTB industry-backed  ~tudy. B\,
=K
‘ i “rJ.*J‘
FUTURE: NARTB has set 1957 target date. Meanwhile, \RB will go = Yop ==
ahead with study of 300 small markets. An ARB national ~tudyv scems unlikely S ‘ :k__
without the support of the tv webs, which must put up most of the money = {3
e
. >

)
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nymo-hlimd era end

At least one national coverage study looks definite.

though not everybody wants one at present time

by Alfred J. Jaffe

T he long drought in data about tv
set saturation and station coverage may
be drawing to a close.

It can’t come too soon for admen
who have been ladling out millions of
dollars in video while working with
projections from out-dated studies,
fancy guesstimates and piecemeal re-
search,

At least one national set count and
coverage study seems assured for 1956
with A. C. Nielsen Co. having stated
it will definitely so ahead with its
Nielsen Coverage Service No. 2 cover-
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ing both radio and tv (for previous
developments see 22 August 1955 issue
of spoxsoRr). It will be the first such
study in four vears.

Meanwhile. after vears in which ef-
forts to provide a comprehensive.
county-by-county picture of tv have re-
mained virtually dormant. the cover-
age-sct-count pot iz boiling over. with
these other research developments all
having come to a head in recent weeks:

1. ARB has laid before the networks
its plans for a 500.000-interview sam-
ple. 1.2 million tv study for next vear.

The future of ARDs study lies entirely
with the tv webs. If the networks go
along with ARB. there will be. unless
Nielsen reverses itself. a repetition of
the NC3-SAMS Lattle in 1952, (In an
case ARB will do another “Abilene-to-
Zanesville” studs of small tv markets
with about twice as many cities coy
ered as in the first study. which hac
data on about 150.)

2. ARF is exploring the possibility
of turning out detailed tv set count
fizures based on the recent June study
of the Census Bureau. ARF is seeking
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TV SET COUNT (Continued)

a formula whereby the Census Bureau
data could be broken down into coun-
ty-by-county figures.

3. NARTB has taken itse out of
the 1956 picture. It expects, however,
lo start working on a national tv sta-
tion circulation study next year. The
tiade association has set up a 1957
target date for release of its study, de-
tails of which have long been a closelv
guarded secret. Clair R. McCollough,
president and general manager of
WGAL-TV, Lancaster, Pa., and an im-
portant figure in NARTB efforts to set

up an industry-supported tv set count
and circulation study, has said there is
no doubt in his mind about the study’s
getting under way next year.

4. SAMS has withdrawn from the
coverage picture. It abandoned plans
for a 1956 radio-tv coverage study and
has returned provisional contracts to
stations (mostly radio) which signed
up for a second SAMS study.

5. One of the efforts to fill the need
for information until a comprehensive
field study is undertaken was made re-

cently by the Edward Petry & Co. rep

firm, which released tv set data pre-
pared in cooperation with Television
Vagazine and Sales Management.
Symptomatic of the long drought in
tv. data and the problems of getting
accurate research at reasonable cost is
the fact the tv networks are split wide
open on how to get coverage data dur-
ing 1956. NBC favors interim meth-
ods until the NARTB group can show
what it can provide. CBS favors a
national coverage study as soon as
possible and veers toward Nielsen.
ABC is taking an it-depends-on-a-lot-

PR W) S
T = ””)5‘:

NBC’S BEVILLE IS AGAINST NIELSEN OR ARB COVERAGE STUDY, URGES

Because so few radio-tv researchers are
willing to talk at length for the record on the
burning current subject of a national radio-tv
coverage study, a frank, outspoken view, in
SPONSOR’s opinion, merits special attention.
The opinions below, in question-and-answer
form. are those of Hugh M. Beville, director
of research and planning for NBC. Beuville,
a widely respected figure in the broadcast
industry, views the rapid and complex
developmen:s in research from «a
parlicularly strategic vantage point.

e In a recent speech before the Radio and Television
Executives Society, you expressed some views on the ques-
tion of a national radio-tv coverage study. Is it correct to
say you are agatnst such a study at present?

A. ot exactly. It's more a question of what informa-
tion we can expect to get in relation to what we pay for.
[ don’t think anyone is against the idea of getting more
station coverage and circulation data. But [ don’t feel it's
possible at this tiime to do a sufficiently accurate county-
by-county coverage study at reasonable cost . . . and, I
might add, one that would he widely accepted and used and
be provided on a continuing basis.

00 Why do you feel this way now? Weren't you all for

the Nielsen Coverage Service #1 in 19527

¢4. Yes. that's true. We bought both the radio and tv
material from NCS #1. As a matter of fact, I might say
we were the initiators of NCS #1. We put up $300,000
for it. That’s a lot of money. even for NBC. But we were
disappointed in the acceptance of NCS #1 hy advertisers
and agencies. We found they were more interested in rat-
ings. We got little use out of the radio data, but somre use
out of the tv material, even though the tv part of the study
was secondary at the time. The NCS tv data was maiuly
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confirmatory of the coverage and set estimates we were
already using. Then, there’s another thing. These one-shot
coverage studies have their limits. You make a study—and
then what? In a short time, the information is outdated.
In fact, it’s obsolete before it’s published because these
studies can take as long as a vear.

Qo There are a lot of people calling for an up-to-date set
count and coverage study. Doesn’t that indicate a need for
that kind of information?

A, There is definitely a need for information. But the
question is: what kind of information? I want to stress
at this point that that is the key to the problem. Now,
you mentioned two things—set count and coverage study.
I think a set count is two-thirds of the problem and I'm
talking about a tv set count. The tv side is more important
than radio right now because the picture is changing more
rapidly. Now, as you know, the Census Bureau made a
survey of tv homes in June, with the financing coming
through the ARF from NARTB. the tv networks and
TvB. There will be another one in January and we hope
to have such nationwide set counts every six months in
the future.

0. But this doesn’t provide county-by-county figures:
Aren’t they mmportant?

A, Yes. they are. But the ARF is exploring the possi-
bility of breaking down the Census Bureau figures into
county-by-county data. This would be done mathematically,
through some kind of formula. It’s true the results would
be estimates but 1 prefer good statistical estimates to esti-
miates based on inadequate sampling. We hope to have
them by early next year. One virtue of these ARF figures
is that they have the support of the tv networks. the TvB

and the NARTB.
0- You said that a tv set count is two-thirds of the

SPONSOR
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of-Tactors stand but is decidedly cool
foward a national coverage study at

without the webs if it wislies,
Watching these developments on the

to a carefully selected sample, asked if
interest in i mational radio sy coverage

o

thi= timne,

The interim methods proposed by concerned.
NBC are detailed by Thugh M, Beville,
its director of research and planning.
below. NBC's attitude, as well as that
of ABC's, appears to put the ¢nictus
in ARBs big stndy sinee the research
firm has priced the study so that the
nets pay 707 of the cost. On the
pther hand Nielsen, while it would feel
the abzence of network support. has
the finaucial resources to go ahead

money for

A
L{‘[ J“—” l =

proldem?  1loes that mean you don’t feel coverage data

stacks up as particularly important?

fl, Let e give you a little background on that. You
must realize that radio and tv coverage problems are dif-
ferent, There was a good reason for the interest in radio
station coverage in the past. The power of radio stations
differs tremendously. You have 50.000-watt clear chan-
nels and you have 250-watt outlets. Then you have differ-
euces in ground conductivity. And then the important dif-
ference between day and night signal strength of radio
stations. These dilferences are much more pronounced
for radio than tv and, of course, it's very itmportant to
know the details of these differences. Radio engineering
data can’t give it to vou. Now, with tv it is quite different.
The FCC set up regulations for power. antenna height
and so forth and these tend to equalize the geographical
reach of i stations. Engineering contours are easy to
estimate and are relatively accurate for measuring tv cov-
crage. The trouble is that there is too much outmoded.
comventional thinking on the subject of coverage. People
think about tv in the same terms as radio and they are not
the same. NCS #1 would never have been done were it
not for radio.

(" Then. vou don’t think tv station coverage data is
necessary ?

A_ Again. 1 want to stress that it’s a matter of what kind
of information and of what cost. Let me put it this way.
Do you think any advertiser wants to know what New Y ork
City stations get into Manhattan? Or Queens? Or Brook-
I:m? Or. take any big market. Is there any doubt about
which stations cover los Angeles. or Chicago? Now. vou
can sav that doesn’t show which station iz listened to most.
But what are rating services for? [ maintain we do not
need coverage data for areas where we have rating reports.

We made a study to find out what percent of tv homes
are covered by rating services or some kind of coverage
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sidelines, ndmen are, of conrse, vitolh
While <ome important re- <0 or “uil.” The
searchiers go along with Besille on the
idea of concentrating on getting data
in “problem™ areas rather than lay ont
national <tudy,
found a majority of research exeentives ing ™
panting for data as soon as possible.

This pavallels the findings of a Niel-
~en gnestiomaire sent to both buyers
and sellers of air time.
uaire, which Nielsen said was sent ont

w@ ) AR e AL P

SPENT WHERE NEEDED MOST UNTIL AN NARTB

stndy was “intense,”” Cmoderate.” Ceo-
rescarch firm told
~roNsoR retnins from 80 agencies rep-

of the held

“litense’ ine-

1esenting o cross-section
<howed 907,
»

terest i a tv o ~tidy and 857,

CaApressing
SPONSOR CApress.
intense’ interest an a radvo ~<tndy,

The rescarch firm had  previonsly
teported that 7277 of the replies from
radio stations and 86°

from ty

of the replies
The guestion. stations indicated intense in-

(Please turn to page 113
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STUDY COMES ALONG
service. and when 1 say coverage service now | mean

things like the ARDB \bilene-to-Zanesville <tudy. Well. we
found out. for example, that 587 ¢ of the tv home~ in New
York State and 937 of the ts

covered by some kind of local

California are
rating or coverage study.
You know there’s a lot of conecentration of tv homes in cer-
tain states and in urban arcas.

homes

For example. 717« of all
househo!ds are located in Standard Metropolitan Areas, as
defined by the Census Bureau. It's in these SV \'s
vou find the rating services naturallv. Now. in many areas
there are only one or two stations. In Utah there are only
two stations. hoth in Jalt Lake Citv. There i< not much of
a problem in deciding what tv station to buy to cover Utah.
The same situation prevails in most of the western half of
the country. Actually, there’s an awful lot of information
around. more than the agencies realize. 1 know we've heen
putting out a lot of it.

where

0- Well. what information is it necessary to get right
now?

f_l, There are <till plenty of areas where there i~ a need
for up-to-date tv data. I'm talking about the arcas where
several stations operating in different markets overlap and
the areas represzenting the outer reach of a station’s ~ignal.
Alco. areas where there i~ no rating information. \RB’s
Abilene-to-Zanesville ~tudv  provided helpful data and
they're going to do another one in January including even
more areas. Why throw away a lot of money on a national
survey that provides a one-time -nap-hot of coverage?
Let’s use the money now where it'li do the most good until
we get a study that will be provided on a continuou~ basis
and that has the support of the entire industry.

0- You're talking now about the NARTB's plan for a

regular tv set count and «tation circulation mea~urement?

Ao e

Out of that we hope to get more information
( Please turn to page 12:4)
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radio overdomg musi

Too many stations are spinning disks without creative planning, sayin

The programing bread-and-butter of
radio today is music-and-news. But not
all buyers are happy about this post-tv
trend.

“The only way to tell a lot of radio
stations apart these days,” grumbled
the chief buyer for an auto account
last week, *‘is by listening real hard for
their call letters at station-break time.
Otherwise 1t’s often the same records
spun by same-sounding guys who are
reading the same newscasts from the
same wire services.”

It’s true there are many switches on
the formmula. Some stations air lhill-
billy music and farm news. Some use
classical recordings and special news
analysis. Others rely on dreamy mood
music and soft-voiced news.

But fromn the major network pro-
gram headquarters to small-town 230-
watters, the basic music-and-news
formula is king. A study based on
SPONSOR’s latest Buvers’ Guide to Sta-

tion Programing indicates that more
than half of the hundreds of thousands
of program hours beamed annually by
U.S. radio stations is composed of a
program marriage of popular music
and news. (See photographic bar chart
below).

As the trend mounts, many admen
are beginning to ask themselves a few
pointed questions, such as:
® Is the formula making stations lose
their identity and causing them to
sound like so many peas in radio’s
pod?
® Although music-and-news has shown
itself to be a natural “companion™
medium, indoors and out, are there
some important segments of the radio
population being overlooked in the
m&n barrage?
® Js radio developing into a promo-
tional medium for the record business
and song publishing field—at the spon-
sor's expense”’

And-ne

POP MUSIC, NEWSCASTING NOW O

WHAT RADIO STATIONS PROGRAM TODAY.

PHOTOGRAPHIC BARS ON THESE PAGES Sh#

iy

BY TV AND THE INFLUX OF POSTWAR INDE Ak

STATIONS, RADIO HAS MOVED INCREASILL

DIRECTION OF MUSIC AND NEWS (SEE EL

- ¢

Folk Muve
14.5¢

Concert Music

12%,

Popular Music

45.19,
32 SPONSOR

All programing types total
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o

1111

v, attacking copy-cat taetices

L3

What they think: <ponson s()“glu
the opinions of buvers of radio, of
rescarchers, and radio
This seemed te be the

broadeasters,
performers.
CONSCNSIIS T

the act is a staeh of records (oflten
gotten free from pinggers or promotion
men), a Clist” or “poll” of popular
recordings sneh as those in Bilboard
or Partety, and AP and or LP wire

i 1 Music-und-news is here to stav.  news, At lea<t, that's all it seems o
As a program attraction. it has proved take,
itself tops. when handled  properly. 1. A small but important local
Being timely and nonpictorial, it can  counter-trend is developing. Admen are
lock horns suceessfully with even the  discovering, on analyzing many a
, biggest television programs, and will  broadcast audience of music-and-news
probably continue to do so. shows, that i's a young audience.
2. Admen like music-and-news. I Afternoon blocks attract the teenagers
feel much safer when a 52-weck spot  particularly. Seme buyers with prod-
. radio contract is riding in a popular  ucts to cell to older listeners are dnck-
3 music-and-news show,” is a feeling ing the m&n approach and are hnnting
! often veiced by admen who shoot for other vehicles. Some stations are buy-
di wide audiences with both radio and ing up syndicated radio transeriptions
be television, and programing them in blocks or
3. Newcomers to music-and-news strips.
imitate established stations in  the
¥ music-and-newes field, not always with The networks: Dick Pack, program-
. commendable results. The temptation  ing chief of the Westinghouse stations
i< caz . All that’s needed to get inte  and a former executive of WNEW  the
'-Og!-”l:\N HALF OF ALL THE HOURS IN RADIO N

;£

, LST SURVEY MADE FOR sPONSOR'S "BuUuvers® Guibg.™
LB HOW
A MEN FORMULA. SOMIE ADMEN FEEL TSAMENESS” Is

VR,

/|
o

Ul

M COME FROM CROSS-SECTION OF STATIONS REPLYING

LOCAL DPROGRAMING

WHILE

Newscasts

11.39,
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IS KEYSTONED TODAY

buvers”
LAUDING WELL-PLANNED JMUSIC-ANVD-NEWS {
()p

hest-Rnoswn wdu ~tation nr the bospyess
~tated recently

Dra Wl large seale prodnction
in radie a thing of the past. Lyen
wtworks have o hard thne comprting

with the more glamorons tv, Bot there

is a inlpurlanl ml <omewhat new
function for radio,

*This function is to le a Dac
ronnd agaim-t which np in
morning. cat bre N8 o the
or do the chores at | . h
filed by intelligent pre ing on the
mnusic-and-news lrvel.”

Network radio is meanwhile trving
to walk an interesting path: while hold.

'« that have
given it network prestige in the past

particularly worldwide news coverag
and star personalitic= 1t ha~ at the
same time been borrowing liberally
from the music-and-news sales pattern
along with soine mmovations in short-

(Please turn to puge T4h

ing on to ~omr of the thi

Coming: SPONSOR’s 3d

annual “Buayers” Guide™

“A Sears catalogue for time-

that’~ how one

ageneyman  de-cribe-

spoNsOR'~ annual “Buver

Gumde.”

buving aid, based on an ex-

Other types

17.19,

Next edition of the

tensive sunvev of the local
radio and tv programing of
all

Canada. = In

U=

the

outlet in and

\\‘()l'l\‘.

Publication date: February.
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PART TWC

OF FIVE PARTS

Today's account ex
umnel for expanding servie

cuty

Tv account man must he marketing-merchaudisiug expert as well as adman

Today the typical large advertiser
with a stake in tv expects his agency's
stafl to serve as marketing. sales and
merchandising consultants as well as
advertising strategists. The tv sponsor
is spending millions a vear. He feels
he’s gol to insure this investment by
thorough merchandising and exploita-
tion, and he wants to feel that his ap-
proach to marketing and sales prob-
lems is in harmony with his advertis-
ing effort. The ultimate responsibility
for the various services the agency per-
forms for today’s client falls upon the
shoulders of the account man.

This 1= the second of a sroxsor

series analyzing the effect the growth
of the air media has had upon agency-
men, client admen. reps and station
personnel—the new and old headaches
that complicate their job. In the 31
October issue SPONSOR analyzed the
problems of the timebuyer in 1955.
The third article in this five-part series
will deal with the headaches of ad
managers.

“Tv didnt just add the headaches
of one more medium to worry about,”
the account executive for a major cos-
metics advertizer told SPONSOR, be-
tween a series of phone calls from his
client and from within the agency

ADVERTISING HEADACHES

4 series of urticles designed to put in perspective

the air media problems of :

I. Tiwmebuyers oeeceeencnne e e R———— 31

1. levpunt vreculives........
1. 1d

IV, Representatives

mauagers........

V. Statioa

CXCCULINOS i, Boccona tococo 260

Ortober

othis issue

.28

.2 December

Vorrwuber

Devember

checking with him about (1) a whole
saler convention. (2) the new tv com
mercials and (3) a magazine campaig
about to break. “Tv actually force
account executives more and more int:
fields other than advertising. To do .
top job in 1955 a guy should probabk
have spent five years each as a show
man. merchandiser, district sales man
ager, media director, researcher, a
well as in the many phases of adverti:
ing he was always expected to know.

So complex are the functions ane
responsibilities of today’s account ma
for a major advertiser that some of th
top air media agencies have developes
two-man teams of account executive
to service a client. The team is ofte
composed of one man who's the advel
tising expert. and another who's pri
marily a marketing and mechandisin,
man.

However. it is still far more usua

for one account executive to bear al

of the headaches implicit in servicin;
a particular air advertiser.

SPONSOR's survev of account men re
vealed that while their background
vary considerablv. account executive
tend to work on a particular categor
of accounts even when they chang
agencies. [or example, the accoun
man for a beverage at a major radic

SPONSOI
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tv ageney has been in the ageney hsi-
ness for seven years, working always
on either food or beverage aceounts.
Prior to coming into agency work he
worked in sales and sales management
within the food industry.

Some account execntives have come
ont of the media department, otliers
out of copy, more ont of market or
radio-ts researcll, but once they're in
account work, they become specialists
i products, e.g. loiletries, foods, hard
goods, automobiles. The trend to spe-
ctalization seems far more ingrained
than ever becanse of the increasing
complexities in sales and distribution
set-ups within caclt industry.

Here then are some of the most com-
mon complaints and worries that ac-
count men face:

Selling top management on te:
Because of the tremendous cost of a
fy ecampaign, top managenment on the
client’s side has becowe intimately in-
volved  with advertising plan-.  Very
often the account executive has to jus.
tify the ad manager’s and the agency’s
recomniendations to men who are not
advertising men at all.

“It makes for a rough communica-
tions problem sometinies.” said one
account executive who had just spent
two solid days in meetings with top cli-
ent executives. “You're trying to sell
the president of the company on the
merchandisability of the network show,
but he’s a financial genius. and all le
wants to know is how come it costs so
much,”

“We feel that for an impulse-pur-
chase item like cigarettes an announce-
ment campaign is very effective.” said
the account man on a major brand.
“But you talk cost-per-1.000 and fre-
quency impact to the chairman of the
board till you're blue in the face and
he says. *l don’t care. I want George

Gobel.” "

Bepartment heads bypassing
a e’s: When there’s a struggle for
power within the agency. or if the
head of one department i~ consider-
ably stronger than the head of another.
it's frequently the account executive
who suffers most. In the first place, it
makes it harder for him to make ax
objective recommendations as he
might want to. Furthermore. the de-
partment head may he tempted to go
over the account exec’s head to the cli-
ent directly.
(Please turn to page 128)
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When reps or slolion men run oround the a/e’s end 1o the client direct,
il's the occounl mon who’s left holding the boll. He's the one who's
got fo go bock to the od manoger ond justify ogency strolegy over agoin.

i
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It's The occounl mon’s neck thol’s woy 'oul when show rolings foll down
one week. Clienls wha're "'rotings-howks”” hove him on the corpel regu-
lorly to exploin the rolings when their show dips below the week before.

All loo often on account execulive finds himself cought between client
ond stor — the former asking for an unreosonoble number of personal
oppeoronces, the stor refusing to listen to the occounl man’s pleoding.
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Ratdio-prme teamwork hreaks
siles records Tor Bon Marche

Forced back into air media by newspaper strike, Scattle department

store now puis 109, of its ad budget inio radio

/_'_’ost local retailers move grad-
ually and smoothly into air advertis-
ing—once thev’ve been sold on the
idea.

But when Seattle’s Bon Marche de-
partment store oved into it, it prac-
tically catapulted through the door.

It was July, 1953. The store was
getting ready for one of the largest
retail promotions of the year. Then—
a strike that was to drag on for three
months hit the Seattle Times, the
city’= eveuing newspaper and a pri-

Men's wear <ale,

Radio-tt combined 1o help give store big-
gest Father’s Day sale- among all 75 stores in Allied Stores chain.

mary advertising medium  of Bon
Marche.

As the Times's presses stopped. Bon
Marche’s advertising toppers--Sales
Promotion Manager John Keeler, Ad-
vertising Manager Shirley McKown,
and Account Executive Peter Lyman
of the Frederick L. Baker agency
started reaching for the phones. An
advertising schedule had to be bhuilt

but quick.

With a small mountain of merchan-
dise to move. the trio had little choice.

and some television

They bought wup practically  every
available news period, local program
and spot announcement slot on the
city’s seven radio and one tv outlets.
Then they stopped long enough for
black coffee, and started writing air
copy on the specials due to he featured
in the storewide sale.

Overnight, Bon \Marche — which
hadn’t used radio or tv in any amount
since 1919—was practically saturating
Seattle’s airwaves. And. overnight. Bon
Marche executives got a liberal edu-

Warchouse sale. plugged heavily via radio and tv, cracked Bon
Marche's 56-year record for weekly gross with more than £500.000.

s, k'_-:
[}
. (]
J I AFRANCE 10 i

7 E
{ "‘ C;‘ji
fLilV P2 2 AR
S L
s\ .

a0 ¥
s e K
e ¥ P [

A P

U -~
| -
£ B
I M M
- 1
s S\

i

R

e




e

cation in the selling power of the two
tocal air wedia.

Succesy story: The 1953 ervisis had
a happy ending niedia,
For two weeks, the store (actually,
there are [our Bon Mavche stores in

for the air

the arca) pounded awav i radio-tv,
and in the c¢ity’s non-struck ntorning
paper, the Post-Intelligencer. 1nstead
ol dropping off, store sales edged up
nicely, and executives and adumen of
Bon Marche catch
breath.

started 1o their

Air media, and particularly  radio,
have been high on the store’s wmedia
list ever since.

In 1953, Bon Marche spent about
§20,000 on the air.

In 1951, the figure jumped o a to-
tal of $£50.000,

In 1955, the air budget figure will
bé over $60.000. By the latest local
estintates. this will be about 1077 of
the store’s entire advertising appropri-
ation—about 2's times a~ high a«
the “normal™ percentage for depart-
nient store air advertising as checked
by the National Retail Dry Goods As.
sociation.

Currently, Bon Marche's radio hlne-
up in Seattle looks like this:

s Four five-minute “Blue Sireak Bul-
letin” newscasts daily on 5.000-watter
NOL. plus announecements.

¢ Three five-minute

news  periods

S

— —
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