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this Tremendous Growth in the Use of Spot TV? gth

FALL FACTS

BASICS

1948 1949 1950 1951 1952 1953 1954 1955

Number of Advertisers Using Spot Television, 1st Quarter of each year (Rorabaugh)

full advantage of the wide variance in r

]\/IOST advertising media have nice gradual
4 gional viewing habits to reach t

growth patterns. But not Spot Television.

It took off like a rocket, has been spurting by types you want unde
leaps and bounds ever since. For good reason: want.

The history of the Spot TV advertiser is that, 3. Merchandisability —Spot Te
once hg has tested the medjum, he expands his favorite advertising medium of the district
use of it, and does his best to keep the profitable manager. the wholesaler, | =
results under wraps. When he tries it, the ad- every field. And TV sta 1agc

vertiser who has yet to experience the power of follow-through w

this medium will find it has the following make a campaign doubly
characteristics : To the adve: »
1. Flef:ibility—ip expenditure per market, Congratulations on picki ng a winner.
choice of station, market, time periods, and To t} es whe
programming, and in contract requirements. We i g you the full story of

2. Adaptability —with Spot TV you can take Spot Television and helping you make

Edward Petry & Co., Inc.

NEW YORK + CHICAGO - 1LOS ANGELES « DETROIT . ST. LOUIS - SAN FRANCISCO -+ ATLANTA

TOP ARTICLES

Including for first time spo?
expenditures of top advertisers
aond these six major scctions:

SECTION
TELEVISION
SPOT NETWORK
PAGE 643k PAGE 86X
SECTION

TELEVISION BASELS

STARTS PAGE 113

N

SECTiNN
FILM BASICS
STARTS PAGE 133
SECTION
RADIO
4 sSPOT NETWORK
PAGE 154% PAGE 170;
—_—
SECTION
RADIO BASICS
STARTS PAGE 183
SECTION

TIMEBUYING BANCS
STARTS PAGE 209

« predictions

of developmen <« 2o ciger
appear on the e pogrs
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899% of stations
want tv set count

Color facil-
itics growing

ABC plan for
night radio

Storer has big
spot sales team

NBC TV's “comic
stable’’ plans

Less animation,
more “live’”

Special "Fall Facts Basics" survey of all U.S. tv outlets point. up
fact that broadcasters consider market-by-markect tv set unt
industry's most pressing needs. Survey showed: 44 of
sider project "urgent"; 45% consider it "important"; ¢
consider it "unnecessary" project. See page 68 for details.

—SR—

Same study also shows latest growth of tv color facilities among tv
stations. Equipped now for network color: 62%; by the end of

an additional 13%. Equipped for color film now: 17%; by t en r
1955: an additional 10%. Local color facilities lag bechind; some 5
of stations are equipped for local color telecasts. By the end of

'55: 2% mores For more on study, see page 70.
—SR—

"Saturation radio" is gaining firm foothold at network level. A}

Radio has unveiled new sales plan whereby 28 5-minute periods in

week night schedule will be sold to advertisers in groups of 10, 15,
20 or 25, It's not participation plan. Price per segment (in lots
of 10 shows) starts at $750. There are no additional discounts, no
limit to length of schedule. ABC claims plan is more than twice as
efficient as magazines in reaching households, more than 4 times tv.

—~SR—

Reorganization, expansion of national sales force gives Storer Sta=-
tions biggest such unit in spot field. Group has regular national
reps (Katz, Blair, NBC Spot Sales) but also has key sales executives
in New York, Chicago, San Francisco. Team is headed by v.p. and
National Sales Director Tom Harker, National Sales Manager Bob Woc
(N.Y.). Gayle Grubb heads San Francisco office. Lew Johnson, Paul
Evans manage Chicago branch.
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New NBC TV "countrywide search for promising new, voung comedians~®
accomplishes 3 things: (1) keeps active reserve of comedy talent to
replace those network-packaged comedy shows whose ratings are sag-
ging; (2) keeps talented newcomers out of reach of CBS and ABC tv
webs; (3) builds another hedge against "fee tv" by developing new
program formats. NBC TV also has parallel program to uncover new
comedy writing talent. Plans are under direction of program de-
velopment chief Leonard Hole.

-~SR-

Big rush into animated cartoon commercials in wake of upped Screen
Actor's Guild union scales in 1953 has been slowing noticeably, film
producers report. Sponsors have learned it's hard to find sub-
stitute for effective personal demonstration by "live"™ personality.
Day of "big cast" commercials is over; they've too expensive. Trend
is to fewer, and better, film commercial personalities.

SPONSOR. Velume 9. No. 14, 11 July 1955. Puhlished biweekly by SPONSOR Publleations. Ine. FExecutive. Editorisl, Advertis ng Cir latia OM ¢ (' F 49th 8t New
‘York 17. Printed at 8110 Elm Ave.. Baltimore. Md. $3 s year in U.S. $9 elsewhere. Entered ss second class matter 29 Jan 1949 at Baltimore pmtofi-e under Act of 3 Mar 1872
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Web radio
rates watched

Farm tv level
rising fast

Syndicators
get voice

""Go inside’ for

tv commercials

More Negro,
Spanish radio

Nielsen measur-
ing British tv

Nestle looks
at ad results

Admen are examining recent trend to single rate among radio webs to
see actual effect on costs. It's final cost rather than single rate
which is important. CBS Radio's new rate card, now being worked out
in detail, will have slight effect on costs, other than 5% inereass
in weekend rates. However, new MBS card provides cost reductiocns at
night of from 10 to 30%. NBC Radio is being watched carefully; it
is reexamining entire rate structure.

~SR—
Level of tv saturation on U.S. farms is rising more rapidly than is
national tv saturation, SPONSOR "Fall Facts" cheeckup amaeng networks,
independent researchers shows. Since a year ago, percent of farms
with tv receivers has shot up 21%; today, about half of a1l farms
can be reached with tv. Farm program tastes run ¢lase to those of
urban cousins, but with less interest in sports ewvents and more
interest in special "farm news" and marketing programs.

—SR~
Long-awaited tv film distributors association, neow being mapped out,
will provide syndicators with official voice, for first time. Steer=
ing committee is working up details for charter, rules of procedure,
budget. Heading committee is Dwight Martin, General Teleradio, with
the following aiding him: Ralph Cohn, Screen Gems: Frank Reel, Ziv:
Lou Friedland, MCA; Jay Williams, Official; Ned Koenig, Reach; Saul
Konkis, Studio Films; Dave Savage, Guild.

~SR—
Tv commercials can be more effective, researcher Horace Schwerin
feels, if camera is taken "inside" product or area in whieh product
works. In case of 2 rival drug products, one commercial showed
static "medical chart" of human system; in other, similar chart was
used but with animation to show how remedy worked. Rembrance was
twice as high for second commercial. 1In case of packaged meat
product only 3% of audience remembered point of "choice center cuts”
orally; 48% remembered when drawing of steer was animated.

—SR—
Two most talked-about radio specialties among timebuyers, reps are
Negro-appeal radio and Mexican-American radio, "Fall Facts" checkup
by SPONSOR found. There are now some 600 stations airing Negro
shows, about 140 with Spanish language. Newest trend: many inde-
pendent outlets are easing out of other language programing (Polish,
Italian, French, German) and are substituting Negro or Spanish radis
stanzas. List of advertisers buying includes most of blue-chips.

—SR—-
British admen have been receiving briefings this month from Nielsen
executives (including Art Nielsen himself) concerning latest
applications of tv audience research data to marketing problems.
Nielsen's British branch is now measuring viewing in London area,
using Audimeters (for minute by-minute data) and Recordimeter-diary
combination (for cumulative audiences, composition, etc.). Some 600
homes are in London sample. British NTI reports will be similar te
those produced by Nielsen covering U.S. viewing.

--SR-—-
Correlation between ad expenditures and results is getting hard look
from Nestle, which has had tremendous growth in advertising dollars.
Faith in advertising-results correlations is rare among national
advertisers, SPONSOR found during All-Media Evaluation Study.

SPONSOR
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The story is out
about deep

coverage in this

$5% billion market

NBC CBS DuMont

And, it's the advertising story of the year.
Here are more than three million people
with $5% billion to spend. And one station
—WGAL-TV —reaches this vast audience
for you. No time to waste—start your

product success story in this market now.

STEINMAN STATION
Clair McCollough, Pres.

Y. “
316,000 WATTS |

Representatives: M E E K E R T v' l N c.

New York * Los Angeles ¢« Chicago * San Francisco
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WGAI-'TVLANCASTER, PA.

Channel 8 Mighty Market Place

Harrisburg Reoding
York Lebanon
Honover Pottsville
Gettysburg Hazleton
Chombersburg Shagmokin
Woynesboro Mount Cormel
Frederick Bloomsburg
W estminster Lewisburg
Corlisle Lewistown
Sunbury Lock Hoven
Martinsburg Hogerstown
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| ARTICLES

The top tv and radio trends this fall

Culled from the 304 pages of the Fall Facts Basics issue, here are the most
important trends for fall radio and television in digest form

My advice on fall buying”’—network heads

The heads of televisicn and radio networks tell admen what they regard as
best buys for fall and which developments are most important to watch

Spot tv and radio budgets of major advertisers

For the first time, SPONSOR has compiled 1954 spot tv and radio dollar
expenditures of major advertisers, prints them side by side with spending in
four other major media (network tv and radio, newspapers, magazines)

“My advice on fall timebuying”’—rep executives

SPONSOR offers the thinking of 16 executives of station representative firms
who give tips on fall buying for radio and television advertisers

This is local programing 1955

You'll see where local television and radio programing is headed as you study
these charts drawn from SPONSOR's "Buyers' Guide to Station Programing”

How B&M set about testing tv

Reported exclusively in SPONSOR for ihe past six months has been the unique
Burnham & Morrill test of television using a small market where sales were
low and adding only television as a new factor in marketing

Timebuyers and their accounts

List of New York agency timebuyers gives accounts of each buyer. Chicago,
West Coast and other area buyers will be listed next issue {25 July)

Should commercials entertain?

Noble-Dury agency, Nashville, believes television commercials should entertain
as well as sell in order to hold viewer attention. This is how their philosophy
has worked out in practice for accounts ranging from meat packer to candy

B&W's (v (est nears its close

With next issue results in B&M television test will be virtually all in. Report
will cover 25 weeks of the scheduled 26-week tv test

How to make the switeh to filter tip

This is what happened when an established conventional cigarette converted to
a filter tip accompanied by heavy air advertising. A SPONSOR analysis that
takes you into the thinking of important advertising decision-makers

44

46

49

o4

36

37
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KTHS . o

saiLs INTo Cove, 1oo:!

Advertisers on 50,000-watt KTHS get a lot more than
Metropolitan Little Rock. They get cover-

age throughout most of Arkansas.
0.5 MV/M

KTHS drops a strong anchor in Cove, for example. ;

This little West Arkansas town has only 482 AR KANS AS
people — but combined with thousands of P
other towns and villages and farms, it helps
account for KTHS’s daytime coverage of

more than 3-1/3 MILLION people.

In Arkansas, KTHS is the BIG radio value—KTHS,
Basic CBS in Little Rock.

KTH

BROADCASTING FROM
LITTLE ROCK, ARKANSAS

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

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

£

' 50,000 Watts A
CBS Radio




Volume 4: The 4th year
Chapter I: Summer 1955

KBIG cclebrates 3rd birthday June 1 with
140 advertisers, 1955 running 229, ahead
of an excellent 1954.

RAB awards plaques in annual “Radio
Gets Results” contest. Three go to South-
ém California—all to KBIG, honoring
Sturdy Dog Food (Morning News), Sak-
rete Readymix Cement (Noon News),
Trewax Floor Wax (Spots). In 1954 also,
KBIG was the only Southcin California
station honored in this competition.

L.A. Advertising Women award Annual
Frances Holmes “Lulu” to writer Margee
Phillips for creative advertising writing
(I'on’s Grocery Homemakers News).

Radio-Television News Club of Southern
California awards KBIG news directo1
Larry Berrill “Golden Mike” trophy for
Most Enterprising News Show. For 3rd
consecutive ycar KBIG is only Indepen-
dent Station to receive a Golden Mike.

Sumumer iatings repeat Winter story: Of
only 4 stations powerful enough and
popular enough to cover all Southern
California, as measured by key markets
Los Angeles and San Diego, KBIG, the
only Independent, delivers by far the

greatest uumber of listeners per dollar
mvested.

The Catalina Statian
10,000 Watts

N YOUR
DIAL

JOHN POOLE BROADCASTING CO.
6540 Sunset Blvd., Hollywood 28, California
Telephone: HOllywood 3-3205

Nat. Rep. Robert Meeker & Assoc. ine,

Don Amsden, Allen & Reynolds, Omaha, Neb.,
[eels that the greatest opportunity in radio is
being overlooked—uweekends. For clients whose
natural interest lies in reaching the family as a
group weekends, he feels, are particularly
valuable. He says that clients tend to over-
emphasize the “golden hours” of early morning:
“The competition is terrific and so is the ‘din’
created by close spotting. But weekend radio, espe
cially in this inland region of the Midwest, with
its opportunity to reach the family at its leisure

is very attroctive—especially suited to the use

of saturation spot packages. Station rate cards are
finally shaping up in a new form which includes
more and more attractive packages—combina-
tions of minutes, chainbreaks and 1.D.s for clients.”

Peter M. Bardach, Foote, Cone & Belding,
New York, makes these predictions for 1955:

“A lot of clients and agencies may be surpised this
fall and winter es color set sales and circulation
really get under way. Most of the manufacturers
harve anrounced definite plans for color sets,”

savs he, “available late this sunimer at prices around
5700 and $800. Remember the days when a black
and white set cost over $400? People bought,
and that was when the nuniber of available programs
were a third compared with today. The upcoming
war’ between CBS TV and NBC TV for spectac-
wlar supremacy will l e won by the viewers. The
trend toward the magazine concept will grow since
only a few giant automotive and soap companies.
can afford weel to week exposure”

Samn B. Vitt, Biow-Beirn-Toigo, New York, says
that the magazine concept of tv progranring has
decreased the importance of personality selling.
“There’s no longer any exclusivity,” says he. “The
Garroways and Gleasons sell jor any and every-
body who buys their program. In our opinion,

this does not enhance believability. And the resulr
is that the viewer, more than ever lefore, has to
be reached by the merits of the product and not

the aura of the personality. e feel that this makes
for a new trend toward spot tv. The key to
moving products for many clients, and especially
in large market areas, today is penetration

rather than personalities” There harve been
studies showing for some products personalities
increase sales. But were these studies recent?”

SFONSOR
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TELEVISION

NETWORK
TV-RADIO

THE AMERICAN TOBACCO CO., INC
Lucky Stethke Cigareties

e ~ ey . vF‘\

. -
“Your Hit arade 2 b
ARMSTRONG CORK COMPANY . ?} [
Floor Cavering, Building Material

*Armstrong Circle Theatre’” ‘

BRISTOL-MYERS COMPANY y
“Ban'' Deodorant — Trudhay

“CArthur Godfrev T'ime"’ twe "T\"ﬂt)
“Garry Moore Show'' (segment)

CAMPBELL SOUP COMPANY
Campbell’s Saups

**Lassie"’

*‘Campbell Star Stage'’ (starting Sept. 9)

DE SOTO-PLYMOUTH DEALERS OF AMERICA
**You Bet Your Life,'” starring Groucho Marx

€. I. DU PONT DE NEMOURS & CO. (INC.}
*"Cavalcade of America’’

GENERAL ELECTRIC COMPANY
“*The General Flectric Theater''
GENERAL MILLS, INC.
Betty Cracker Cake Mices, other General Mille Produrt
**IBoh Crosby Show' (segment)
‘Robert Q lewis™ (segment!
‘Mickey Mouse Club'' tsegment)
e Ranger” (sexe
> George Burns & n Show

{ctartime Oct 1Y

THE 8. F. GOODRICH CO,
Life-Savvr Tubelrss Tires
“The George Burns & Gracie en Show
LEVER BROTMERS COMPANY
“Surf” All-Purpose Detergent
A T ;"l.l_Al__‘, | Y . "nr' [ n
MINNESOTA MINING & MANUFACTURING (OMPANY
“Senteh” Drand Cellophane Tnpe, Others
Lo i = Time't {sog
o &
REVLON PRODUCTS CORP.
“Satin-Set”

oy

¥

UNITED STATES STEEL CORP.
“United States Steel Hour"

WILDROOT COMPANY, INC,
“Wildroot ( ream O6l*

NEW YORK

g e

BOSTON RADIO
BUFFALO BRISTOL-MYERS COMPANY
CHICAGO ::';fa.." Deodarnnt
rin
CUBSEERID ‘ DE SOTO-PLYMOUTH DEALERS OF AMERICA
PITTSBURGH | “You .
MINNEAPOLIS gf"“f‘:f"' MILLS, IBC.
SAN FRANCISCO : ANger gment
LEVER BROTHERS COMPANY
SEATTLE “Surft AH-Purpose Detergent
HOLLYWOOD “Art 3
MINNESOTA MINING & MANUFACTURING COMPANY
LOSERNGEES “"Seatch” Brand Cellnphane Tape. Others
DETROIT : n
DALLAS -
auanra 88 BATTEN, BARTON, DURSTINE & OSBORN, INC
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Harvest

Each year America’s rooftops yield
a new harvest—a vast aluminum
garden spreading increasingly over
the face of the nation.

The past season produced a bumper
crop on all counts: 3% million new
antennas bringing the total number
of television homes to 34,567,000.

The average television family spent

more time watching its sereen than

ever—5 hours and 20 minutes a day.




Day and night CBS Television CBS Television advertisers invested

broadcast the majority of the most $165,268, t
popular programs and during the —a 207 greater investment than wa
past season extended 1ts popularity made on any other network

by enlarging the network to 209 By demonstrating television’s ability

ations—a 757 Incr ' . . .
ations—a 7o Increase In a yea to move our expanding national produe

5 BYe | Y ffleientiy
Today CBS Television delivers more Into the American home ost eff

homes for less money than any other CBS Television has become the world’s

network, and in comparison with largest single advertising medium.
’

its closest competitor, offers an even

better buy than it did a year ago. THE CBS TELEVISION NETWORK




WCAO

“Phe Vocce of Baltimone
features outstanding
local programming!

- =7
e’
Hi! NEIGHBOR
;e::nndLone and Lynn Carrolf
adcast  thjs po
pular
year old pProgram for women8

9 to 9:55 4, M.
Mon. thry Fri,

600
SERENADE

with
.'Ohn A;de’dmZn
uThe Music Md .
A TOP POP P. M. SHOW:
3:45 to 5:15 P- M-
Mon. thru Fri-

HEADLINES
IN SPORTS
with
Roger Griswold

One of ﬁ]e top sportscasters
In the East,

35:45 to 6 P, M.

'CBS BASIC = 600 KC
5000 WATTS

REPRESENTED BY RAYMER

10

th and

o MADISON

~PONSOR inuviles letters 1o the edilor.
Address 40 E. 49 Si., New York 17.

TIMEBUYING TIPS
The “Tips on timebuying from six
veterans” article in the 27 June iscue
was most interesting. Above all I think
it goes to prove that timebuyers are
really human beings and not just ma-
chines without feeling as many station
men and reps like to intimate from
time to time. Without exception all
six buyers stressed the nhnportance of
intangibles in timebuying. something
that all of us liere at Foote, Cone &
Belding try hard not to overlook.
My only complaint is the picture
vou used of Frank Silvernail. You've
inade one of the sweetest guys in the
husiness look like the devil himself.
Whoever wrote the article did a good
job. I am all in favor of humanizing
the timebuyer.
PETER M. BarRDACH
Radio & Tv Timebuyer
Foote, Cone & Belding
New York

® For a picture of Frank Silvernail in a more
natural pose, see page 210, this issue. And for
more ¥ps on timebuying see Timebuying Basics,
which starts on page 209,

| TV VIEWING
We are interested in learning how
’ many hours daily the average person
watches television. If you have any
| data on this subject or can refer us
| to other sources of information, we
would appreciate it very much. We
were referred to you by our local tele-
vision station WHAM-TV.
DoroTHY KANWISCHER
Librarian
Kemp Research Org.
“ Rochester, N. Y.

® The 1935 Television Basics, page 3, gives
the figure for daily average home viewing: near
4.5 hours.

WOOLWORTH
I am very much impressed with
your reprint on the story on the Wool-
worth Show from the 18 April issue
of spoNsOR. Would you please advise
the cost of 100 copies of this reprint?
We would like to mail them to local
accounts.
Howarp W. MEAGLE
Promotion Manager
Wwwv A
Wheeling, W. Va.

)
| ® 100 copies of the reprint cost $10,

PROCTER & GAMBLE

In the last four issues of spoNsoRr
there have appeared four articles on
P8G. These articles were both enjoy-
able and enlightening.

The agency personnel, especially
those affiliated with P&G, felt that we
should have some additional copies of
these articles for reference.

Therefore, 1 would like to request
copies of the four articles.

AL BRroOXNSTEIN
Research Department
Biow-Beirn-Toigo
New York

® The P&G series began in the 16 May issue.
Reprints will soon le available.

GUARANTEED CIRCULATION
The 2 May 1955 “Sponsor Asks”

discussed the pros and cons of “guar-
anteed circulation.” The concept of
a ‘“guaranteed circulation” inferred
that if the value of exposures are
achieved (i.e. delivered by the me-
dium). the charge stipulated would be
paid by the advertiser. If the figure
is not attained, a cost penalty is in-
voked: if the figure is exceeded, the
advertiser would be expected to pay
a premium.

Here are a few of the problems
which such a concept immediately
brings to bear:

1. Who is to establish the standard
for measurement? Is it to be the over-
all circulation of a magazine, or the
exposure to the advertiser’s ad in that
magazine? Is it to be the listeners to
the weekly schedule of a network op-
eration, or a specific program, which
an advertiser might buy? Or, would
it be the listeners to the advertiser’s
commercial within the program?

2. What organizations are to be ac-
cepted as the proof of ‘“guaranteed
circulation”? Starch? Audit Bureau
of Circulation? Nielsen? Would this
remove all competition from the mea-
surement field and establish a mo-
nopoly, or can many companies exist
in such an atmosphere

3. Who will establish the unit cost
criterion? Will this be the same in
magazines as it is in tv? Does a noter
to a full page ad in Life receive the
same amount of impact as a viewer
to an advertiser’s tv commercial?

4. Would such a system eliminate
the small budget advertiser in tv who
would buy an unknown program only
to find that its success and the pre-

SPONSOR



Vacation bound? Go by kilocycle

T his consumer-type copy is provided
by WMT, a radio station in Eastern
Iowa with consumer-type listeners—
more, in fact, in its 33-county primary
area than all other radio stations in
the area combined. For details see
the man from Kataz.
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This 1s
San Francisco...

where KCBS has “coverage

that counts !” Count
the mail received by KCBS
personality programs and
you find pulling power,
response in direct proportion
to our Northern California

population

KCBS

50.000 WATTS

Represented by CBS Radio
Spot Sales

12

mium he would have to pay would out-
strip his pocketbook? Would networks
experiment with quality programs
without mass appeal (such as Omni-
bus, See it Now, Meet the Press) if
they were to know that the relatively
low audience appeal would mean reve-
nue penalties? Would the media in-
sist upon greater control of editorial
content in order to maximize their op-
portunity of achieving their “guaran-
tees?”

5. What precedent is there in our
economy to warrant such a concept?
Does Procter & Gamble, in its manu-
facture and distribution of a new prod-
uct, guarantee to the retailer that it
will sell? Should the retailers’ sales
fall below a certain figure, does P&G
reimburse the retailer for any losses
which might be incurred? Are maga-
zines “guaranteeing” exposures to a
commercial message once the maga-
zine is brought into the home?

D. W. CoyLE
Director of Tv Research
ABC

OPEN MINDED
Please forward 10 reprints of your
outstanding article “Are you morning-
minded or open-minded?” in the 13
June issue, and bill us accordingly.
This is certainly another example of
SPONSOR ringing the bell. Keep up the
good work.
Joun R. MAHONEY
Commercial Manager

WIBG, Phila.

® There are no reprints of this article, but
copies of the 13 June issue are available at
8.50 for 1-10 copies, $.40 for 11-50 copies.

HANDLING FILM

We are endeavoring to set up a
standard operating procedure for the
handling, shipping and storing of film
commercials. While we have ideas of
our own which we will use, we are
trying to gather other ideas and sys-
tems to study and incorporate.

We would appreciate it greatly if
you would send us copies of any arti-
cles which you may have run in your
magazine which explain how agencies
handle, ship and store their film
commercials.

Traoyas S. CApDEN
Radio-Tv Director
Krupnick & Associates

St. Louis

@ The 8 February 1934 lssue of SPONSOR
carricd a story on film service firms. These firms
did about $53,000,000 worth of business In han-
dling filmed commercials for producers. agencies
and sponsors In 1931,

INVESTIGATE

I have been looking in sPONSOR for
the lyrics of Hank Fort’s song “Inves-
tigate” but have been unable so far
to find them. Can it be that I have
missed thein?

Max D. Pacuin
Legal Asst. to
Commissioner Bartley

FCC

@ Rcader Paglin ls referring to the song wrlt-
ten by 1lunk Fort, ASCAP and presented at
SPONSOR’s Tv Pioneer Dlnner. It dld not run
in the¢ magazine, however. The lyrlecs went, in
part, *“The problems that confront the tv indns-
try/ Are earning much concern from the FCC/
But simple solutions are now passé/ This 1s the
way . . . we do it today/ Investlgate . . . investl-
gate/ 1f the prohlem is small or the problem is
great/ We deliberate and procastlnate/ But investl-
gate and then we legislate.

Should politlcos be assizned their equal tlme?/
Should tv shows delete any theme of crlme/ To
help combat the juvenile delinquency?/ Should
we make it for “pay” or give It for “free?” In-
vestigate,” . . . etr,

BUYERS' GUIDE

I want to comment on your 1955
Buyers’ Guide. This is an excellent
compilation of program material,
which should prove very useful and
helpful to many buyers in the business.
I am sure they share my sentiments.
You are to be congratulated on another
fine contribution to the industry.

ARTHUR S. PARpOLL
Director of Broadcast Media
Foote, Cone & Belding

New York

The Buyers’ Guide certainly contains
much valuable information. As some
of us here reviewed its contents the
other day, the remark, “I wish we had
this book last month” was made sev-
eral times.

Tuappeus S. KELLY
Radio-Tv Supervisor
McCann-Erickson
New York City

Congratulations on a terrific book
listing all of the various types of pro-
grams and also, thanks for the nice
job you did with the radio and tv
farm directors. I appreciate this a
great deal. This should serve as a
ready reference for a good many peo-
ple are constantly calling me for such
information.

PHIL AramPI

Farm & Garden Director
WRCA

New York

(Please turn to page 303)
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1

WHAT IS "HARD SELL

2 A COMMERCIAL THAT WHISPERS,
= OR ONE THAT SHOUTS?

A SHORT COMMERCIAL,
= OR A LONG ONE?




3~ A FUNNY COMMERCIAL, OR A
m SERIOUS, FACTUAL ONE?

IN TV

as in practically everything else, what is one advertiser’s
‘meat, may very often be another’s poison.

At McCann-Erickson, we approach each individual TV
advertiser's problem, as an individual problem.

And we have found, more often than not, that when the
inventiveness and creative skills of able people—thoroughly
seasoned specialists in all phases of TV

. - - combines with the wealth of experience gained from placing
over one billion two hundred million dollars of advertising . . .

the usually inevitable result is the kind of hard-hitting TV that
sells products, service and ideas with force and efficiency.

4 A GENTLY PRODDING MESSAGE,
L OR ONE THAT SLEDGE-HAMMERS
THE STORY HOME?

MCCANN-ERICKSON, ec.
ADVERTISING

New York, Boston. Cleveland. Detroit. Loutsville, Chicago,
Houston, Dallas. Portland, Los Angeles, San Franaisco



KSDO
TOPS AGAIN

In The Billion Dollar
San Diego Market

For years we've been telling the same
story . . . KSDO is tops in San Diego. Just
in case you like fiddling with ratings —
here's the whole ball of wax as reported
by Mister Hooper.

HOOPER RADIO
AUDIENCE INDEX
Months: MAY-JUNE 1955

TIME:

KSDO Station #2
Mon. theu Fri.
8 am-12 noon 25.5 1.4
Mon. thru Fri.
12 noon-6 pm 24.2 17.1
Sunday
9 am-12 noon 26.6 9.7
Sunday
12 noon-6 pm 57.0 9.3
Saturday
8 am-6 pm 37.2 15.1

KSDO “KASH BOX”

absolutely the biggest Label-Pull
in San Diego

135,000 LETTERS
135,000 LABELS

in less than 6 months.

Write — Call
For Availabilities

KSDO

1130 KC 5000 WATTS

S. NATIONAL BANK BLDG.
SAN DIEGO 1, CALIF.
BEImont 2-2041
KSDO

1730 K € 5000 WATTS

Representatives

John E. Pearson Co.
New York—Chicago
Daren McGavren—San Francisco
Hugh Feltis—Associates—Seattle
H. Quenton Cox & Assoc., Portland
Walt Lake—Los Angeles
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by Bob Foreman

Fall program pivoet: tv’s 7:30-8 “feed-in’>’ bleck

Having conditioned myself over s0 many months and pages
to avoid the factual in favor of the conjectural, I find it diffi-
cult to tailor this tract to the particular editorial slant of the
issue. However, I will attempt to marshal a few “fall facts”
as they have appeared hefore me and as they seem to hear
upon the coming season of television.

The more ohvious items, mentioned in this series before,
include the decided trend toward family-type programing.
This concept made its hat out of the straws in the wind of
this present season’s activities in television; to wit, Lassie
and Disney and a few other isolated cases in point where the
programs have by their virtue and time slot attracted sizeable
numbers of children and adults in about a 50-50 proportion.

CBS intelligently inspected this and then applied the re-
search to its program-structure by the adroit method of clear-
ing out Monday through Friday from 7:30 to 8:00 p.m.
Next season the aim is to fill this half-hour strip with family
shows, shows which will not drive the youngsters away, shows
which will get them to keep the dial CBS-wards and bring
Mom and Pop into the room to watch the show too. An ideal
climate for the advertising of many products; an excellent
technique to assure large numbers of homes tuning in and a
sizeable viewers-per-set figure. With one possible exception,
it seems to me the properties lined up will achieve same.

Since NBC programing at that time next year presumably

will be about as it was this year, the new look at CBS, of

course, pits this network solidly against ABC. What the out-
come will he is hard to say. Whether Disneyland or Rin Tin.
Tin or The Lone Ranger will suffer remains to be seen. Sets-
in-use should climb, however, making it possible for the pro-
grams on hoth networks to prosper. Nevertheless, NBC, with
its decidedly different programing (mews and 15-minute
musicals), may hold onto most of its audience, making for
three happy sponsors per half hour. 7

However, if CBS steals the show. it will hurt ABC’s rize
not only at 7:30 but in the shows that use these slots as feed-
ins. The CBS plan could force NBC to alter its programing.

Another fact, reported as a whisp of smoke on the horizon
some months ago in these pages, was the “adult Western”
binge. Pardner, we’ll see plenty of 10-gallon hats and =ix
shooters in our living rooms this fall, adorning shows that

(Column continues page 18)
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This space is expensive

How well are you using it ?

YOUNG & RUBICAM, INC.
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New York Chicago Detrot San Francisco Los Argee:  Ho ywood  Mer're

Tcrerto

Mex'coCYy

17



%,
| BATON ROUGE .

in the
SOUTRH’S

/175/3.# yfo/m/y
marker?

POPULATION
1940 ... .. .. 88,415
1953 ....... 197,000 |

RETAIL SALES

1940 ... $ 20,251,000
1953 ... $184,356,000*

RANKS 92nd 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 in
this rich petro-chemical
market, select WAFB-TV,
Baton Rouge’s first TV
station, with highly-rated
network and local shows
from 6:55 am to midnight.

Tom E. Gibbens
PRESIDENT & Gen. Manager

Adam J. Young, Jr., Inc,
National Representative

*East Baton Rouge Parish,Survey
of Buying Power, 1954

Channel?8

BATON ROUGE, LA.

AGENCY AD LIBS (Continued)

are adult to varying degrees. In each of these cactuscapers,
it is safe to say that the amount of gun play will be in inverse
proportion to the amount of plot and it is to be hoped that
characterization will, at least here and there, live up to the
description “‘adult” by appearing in tones of gray instead

of all black or all white.

There will be more spectaculars and more competition
for name talent and name writers than there was even this
passing year. All of which means budgets are still in for
a hike—as they have to be to accommodate such boosts.

It’s entirely possible CBS may have its first competition
for daytime audiences what with NBC’s new moves and sales.
However, the CBS lineup of personalities and easy-goin’
formats will still be hard to beat and they fully deserve the
lead they’ve gotten which they mean to hold on to if they can.

I wishh 1 had a tireless editorial curiosity which would
compel me to delve into how many new advertisers are sched-
uled to take the plunge into network tv. On the surface, it
looks like there won't be many new names or logotypes before
the cameras; instead the big users seem to be getting bigger.

Spot and local-program television is bound to increase
since good network time is harder and harder to come by.
Furthermore, the quantity as well as quality of product being
offered for sale on a market basis, both first run and rerun,
is far greater in quality as well as quantity.

They tell me that video tape is getting closer by the minute
and next year it would be exciting news to find some in use
if only on a once-in-a-while trial basis.

As for color, it still seems a long way off mainly for
economic reasons. But the General at NBC has a cutie up
his sleeve and he may darn well be right about doing his kid
strips in full color for it’s the kids, he believes, that can
hurry the hues along for all of us.

Which brings me to radio. I honestly believe that we'll
see more and more advertisers rediscovering the medium.
Some really creative programing, adapted to the problems
of the day, is bound to pay off. Our methods of checking
this elusive medium should be sharper by next fall, and our
ability to buy it more flexible. Both of these fall facts should
contribute to radio’s rebirth.

In conclusion, it should be a rewarding year, all in all,
for advertiser and audience alike and a hectic but interesting
one for those engaged in any phase of broadcasting. * * *

Letters to Bob Foreman are iwcelcomed

Do you always agree with the opinions Bob Foreman ex-
presses in “Agency Ad Libs?” Bob and the editors of SPONSOR
would be happy to receive and print comments from readers.
Address Bob Foreman, c/o sroNsor, 40 E. 49 St.

SPONSOR




Big Mike is staking out claim to some 100,000 addi-
tional families as a result of KFAB's switch to NBC
from CBS. These listeners represent, in round num-
ber, those lost to other CBS stations with overlap-
ping primary areas . . . three CBS stations in a
300-mile line. KFAB is the only NBC station in the
same area. The situation is even more favorable to
KFAB when you compare the ""CBS frequencies’ . . .
570—WNAX Yankton, 590—WOW Omaha, and
580—WIBW Topeka. It's simple arithmetic that
the CBS audnence will now be split three ways.

[t all adds up to the fact that fhree in a row gives
NBC-KFAB an even bigger show."

Free & Peters will be glad to tell you how they feel
sbout it. So will General Manager Harry Burke.

11 JULY 1955
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THE AIR UNIVERSITY—at Maxwell Air Force Bose, is one of many great military installotions STATE CAPITOL BUILDINGS—showing the new $3,000,000 state
in the service area of WSFA-TY, This Montgomery base olone, last yeor, provided a office building which flanks Alaboma’s historic State Capitol.

$52,000,000 baost to the economic grawth of the New Sauth.
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{PICTURED BELOW] largest indoor arena in the world, Alabama’s Coliseum in
Montgomery seats 13,000 with vision unblocked by supporting pillars because
of its unique suspended concrete roof. Strikingly new in design, the Coliseum
is proving a great aid in the expansion of agriculture and industry in the
New South!




NORMANDALE—o $2,500,000 svburban shopping center—boasts 200,000 square feet of vitro modern
stores ond parking for 5,000 cors. One of Mantgomery's newest centers, Noarmondale includes o com-
plete department store and medicol building as well as the largest super market in Alobamo

Changeth...

giving way to the NEW"

The Old Order . . . the era of Crinoline skirts and Mimosa-
fringed mansions . . . is now replaced by an industrial and agricul- y |
tural growth remarkable in any section of the country. Vibrant - '“:“':ﬁ".'T
growth, boundless energy, optimism and opportunity are the ) AA G_;_,,{"‘"-

Order of the New.

WSFA-TV serves this area from the capitol city of Mont-
gomery . . . serves a population of 1,118,643, producing retail sales
in 1954 of $667,339,000.00. A keynote to the tremendous develop-
ment of this area is the fact that Metropolitan Montgomery out-
ranks in retail-sales-per-household such cities as Birmingham,
Mobile, New Orleans, Baltimore and San Diego. The pattern of
this area is tailor-made for television. And WSFA-TV's coverage
is a new, un-duplicated audience receiving ‘“Class A" television
service for the first time.

An increasing list of advertisers are recognizing the “changing
order’” . . . and are now reaching and selling this new market on

WSFA-TV in Nlontgomery' Alabama' New, unduplicated, regianal caverage with 316,000 watts,
fram o 1,040 faot antenna, 21 miles south of Mantgamery.

Favarable terrain, plus quality programming, puts WSFA-
TV's picture in homes all the way ta the Gulf Coastt

WSFA-

MONTGOMERY, ALABAMA

HOYT ANDRES, Station Mgr. ¢ JOHN HUGHES, Sales Mgr,

Channel

TELEVISION

WSFA-TV MARKET DATA

Population 1,118,643
Total Retail Sales $667,339,000.00
Consumer Spendable Income $963,398,000.00
Note: In retail-soles-per-household, Montgomery Metropoli.

ton orea outranks Birminghom, Mabile, New Orleans,
Baltimore, Cincinnoti ond San Diego.

Owned ond operated by THE OKLAHOMA PUBLISHING CO.
The Daily Oklohaman, Oklohama City Times, The
Former-Stockman, WKY, WKY-TY & WSFA

Represented by THE KATZ AGENCY, INC.



KOWI

OMAHA
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on KOWH

<L TR

Even if yjou pick blind- folded
you can’t miss the right key

-
UL

-CONTINENT BROADCASTING COMPANY

President: Todd Storz

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

- e m o mE W mm mEwmom

‘Hooper Continuing Measurements. 8 a.m.-6 p.m. Mon.-Sat.,
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Every Omaha daytime quarter hour
—save four—belongs to KOWH. In
18 quarters, KOWH has more than
half the available audience.* Aver-
age a.m. audience: 46.6%%: afternoon,
49.4%; all-day 48.39%2. You can't
buy a bad time. Now 1s the ume for
KOWH to come to your aid. Call
for an H-R man, or KOWH General
Manager, Virg Sharpe.

Feb.-May. 1955
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1. New on Television Networks

SPONSOR

Amer Chicle, LIC, for Dentyne
Amer Chicie, LIC
Amer Oil Co, Balt

Amer Motors, Detr
Amer Tobacco, NY, for Lucky Strike

Armour .& Co, Chi

Borden: NY

Brown.:G Williamson, Louisville, Ky
CBS-Col, NY

Dow Chemical, Midland, Mich
Ceneral Foods, White Plains
Gihson: Creeting Card Co, Cin
Gillette;, Boston

Hamm Brewing, St Piul

Hazel Bishop, NY

Inter’natl Cellucotton, Chi, for Kicenex

Internatl Cellucotton, Chi, for Kleenex
S. C. johnson & Son, Racine, Wis

5. C. lohnson & Son, Racine, Wis

Liggett & Myers, NY
Maytag Co, Newton, 12

Pet Milk, St Louis
Pet Milk, St Louis

Pharmaccuticals, Newark, for Ceritol,
Serutan, RDX
PGC, Cin, tor Lilt, Prell

Procter & Camble, -Cin, for Lilt
Procter & Camble, Cin

Procter & Camble, Cin

Prudential Insurance, Newark

RCA, NY

R. ]J. Reynolds Tobacco,Winston-Salem,
NC, for Winstons

SOS, Chi

Schick, In¢, Stamford, Conn
W. A. Sheaffer, Ft Madison

Swift & Co, Chi

Toni Co, Chi

Toni Co, Chi

Warner-Hudnut, NY, for Quick Home
Permanents 1

Westinghouse Elec, Pittsburgh

‘Whitehall Pharmacal, NY

AGENCY
D.F.S, NY
Ted Bates, NY
Joseph Katz, Balt

Ceyer Adv, NY
BBDO, NY

FCGB, Chi

YGR, NY

Ted Bates, NY

Ted Bates. NY

McManus, John & Adams,
Bloomtficld Hills

YGR, NY

Stockton, West & Burk-
hart, Cin

Maxon, Detr

Campbell-Mithun, Manpls

Raymond Spector, NY

FCGB. Chi

FCGB, Chi

Needham, Louis & Brorby,
Chi

Needham, Louis & Brorby,
Chi

Cow, NY
McC-E, Chi

Cardner, St Louis
Cardner, St Louis

Edward Kletter, NY
B-B-T, NY

B-B-T, NY

YGR. NY

B-B-T, NY

Calkins & Holden, NY
KGE, NY

Wm Esty, NY
McC-E, SF

KGE. NY

Russel M. Seeds, Chi
McC-E, Chi

Leo Burnett, Chi
Weiss & Celler, Chi
KGE, NY

McC-E, NY

B-B-T, NY

STATIONS

NBC
NBC
cBs

ABC
NBC

NBC
NBC
ces
ces
(o1
ces
ABC
NBC
ces
NecC
NBC
NBC
NBC
ces
CBS
CBS
NBC

ces

ABC
NBC
ces
CBS
CBS
CBS
NBC
(o1-33
CcBS
NBC
ces
ABC
CBS
NBC
NBC
cBS

CBS

B2
104
45

full
150

126
B1
138
5
68
15
full
134
30

127
104
97

69

123
M9
126

87

108
127
150
138
59

82
81

50
97
119
full
76
101
150
i

59

net

nct

net
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PROGRAM, time, start, duration

Cacsar Presents, M B 9 pm 4 July 13 whg

Summer Theatre, alt T 9-9 30 pm, § July, 8 whs

Windows, summer replacement for Person to Per
son, alt T 9 30-10 pm; 21 june, 14 whks

Datcline Disneyland, Sun 7 30 % pm, 17 July only

Your Play Time; replacement for Your Hit Parade
Sat 10.30-11 pm. 18 June: 12 wks

And Here's the Show: summer replacement for
Cobel. 3 of 4 Sat 10-10 30 pm 9 July 13 whs

Make the Connection; reclacement for Justice Th
8 30-9 pm; 1 July; 13 wks

Undercurrent; summer replacement for The Linc
Up: alt F 10-10 30 pm, 1 July, 13 wks

Arthur Codfrey's Talent Scouts, alt M B 30 9 pm
27 Juno: 52 wks

Arthur Codfrey Time; Th 11-1
26 wks

Johnny Carson Show, alt Th 10-10 30 pm 7 [uly

wk$

Dateline Disneyland
pm, 17 July only

Highlights of the Week 1n tha World ot Sports
F 10-10°30 pm; 1 July' 9 wks

Windows. summer replacement for Person to Per
son: alt T 9:30-10 pm; 21 June, 14 wks

The Dunninger Show, Sat B 30-9 pm; 2 july

wks

Cameco Theatee: alt Sun 10-10 30 pm: 3 July B
wks

Summee Theatee® alt T 9-9:30 pm, S July B wks

Robert Montgomery Prescnts the johnson's Wax
Summee Theatee; alt M 9:30-10°30 pm 4 July
10 wks

Spotlight Playhouse; summer replacement for the
New Red Skeiten Show; alt T 9 30-10 pm, 21
june; 14 wks

Tv's Top Tunes, Sat 10-10:30 pm; 9 Juiy. 55 wks

To be announced; ait T B-B:30 pm; 12 July 52
whks

And Here's the Show: summer replacement for
Cobel; 3 out of 4 Sat 10-10:30 pm, 9 july.
13 wks

Spotlight Playhouse; summer replacement for the
New Red Skelton Show: alt T 9.30-10 pm; 21
June; 14 wks

Masquerade Party; alt W 9-9.30 pm; 13 july, 52
wk$

Cameo Theatre, alt Sun 10-10:30 pm; 3 july; B
wks

Those Whiting Cirls; alt M 9-9.30 pm; 4 July; B
wks

Undercurrent; summer replacement for The Line-
Up; alt F 10-10:30 pm; 1 Juiy; 13 wks

Down You Co: alt Sat 9:30-10 pm: 11 June; 4 wks

Carry Moore Show; alt M 10.15-10.30 am; 2S July

Caesar Presents; M B-9 pm; 4 July; 13 wks

18 am [ June

fuly 17, 1955, Sun 7 30.9

The Bob Cummings Show; Th B-B:30 pm; 7 July: |

52 wks
Carry Moore Show; alt F 10:30-10:45 am; 15 july.
§2 wks
Robert Montgomery Summer Theatre; alt M 9-30-
10:30 pm; 4 July;: 10 wks
To be announced: alt T B-8:30 pm; 19 July, 52
whks
Dateline Disncyland. Sun 7:30-9 pm; 17 July only
Carry Moore Show, alt F 10:30-10°45 am. 15 Julv
Dollar a Second, T 9:30-10 pm: 5 July: 8 wks

Your Play Time; replacement for Your Mit Parade,

Sat 10:30-11 pm- 1B June: 12 wks
Studio One Summer Theatre: M
june; 13 wks
Down You Co; alt Sat 9:30-0 pm: 11 June

11 JULY 1955

In next issue: New and Renewed on Radio Veticorks: Broadcast Industry Executires;
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2. Renewed on Television Networks

SPONSOR AGENCY j STATIONS PROGRAM, time, start, duration
Borden, NY ) D-C-S-S, NY CBS 71 Carry Moore; F 11:15-11:30 am; 8 July; 52 wks
Chrysler Corp, Dodge Div, Detr Crant Adv, Detr | ABC 175 Break the Bank Sun 10-10:30 pm; 3 July; 52 wks
Chryster Corp, Dodge Div, Detr ‘ Grant Adv, Detr ABC 119 The Dansny Thomas Show; alt T 9-9:30 pm; 12
. . July; 52 wks
Colgate-Palmolive, Jersey City Ted Bates, NY CBS 130 The Millionaire; W 9-9:30 pm; 6 July; 52 wks
Chun King, Duluth JWT, Chi | CBS 73 Carry Moore; alt Th 10:15-10:30 pm; 14 July; 52
General Mills, Mnnpls D-F-S, NY CBS 88 Vahint Lady; M, W, F 12-12:15 pm} 1 June; 52
wks
Hawaiian Pineapple Co, San Jose ) N. W. Ayer, SF CBS 64 Houseparty; F 2:45-3 pm; 29 July; 52 wks
Knomark Mfg, Bklyn, for Lanol-White Emil Mogul, NY ABC 115 Masquerade Party; W 9-9:30 pm; 26 June; 13 wks
Thos. ). Lipton, Hoboken | Ted Bates, NY CBS 75 Ar;l_;ur Codfrezy s Talent Scouts; alt M 8:30-9 pm;
. . June; 52 wks
PGG, Cin, for Tide & Prell Benton & Bowles, NY CBS 123 On Your Account; M-F 4:30-5 pm; 4 July; 52 wks
PGG, Cin, for Spic & Span, Cheer, Joy B-B-T, NY CBS 11 Search fsor Tomorrow. M-F 12:30-12:45 pm; 4.
. Juiy; 52 wks
PGG, Cin, for lvory Flakes, Cheer YGR, NY CBs 115 Brighter Day; M-F 4-4:15 pm; 4 July; 52 wks
PL':SC. Cm(.: for Oxydol, Dreft, Ivory Benton & Bowles, NY CBS 102 Welcome Traveler; M-F 1:30-2 pm; 4 )uly; 52 wks
now, Camay
PGC, C,in, for Ivory Soap, Duz, ) Compton, NY CBS 93 Cuiding Light; M-F 12:45-1 pm: 4 July; 52 wks
GCleem, Crisco ‘
Schlitz, Milw Lennen & Newell, NY CBS 122 Playhouse of Stars; F 9-9:30 pm; 1 )uly; 52 wks
. . . (after 7 Oct 9:30-10 pm)
Toni, Chi Leo Burnett, Chi . CBS 76 Carry Moore; alt Th 10:15-10:30 pm; 7 July; 4
wks
Wm. Wrigley, Jr., Chi Ruthrauff & Ryan, Chi l CBS 11

Gene Autry; 7-7:30 pm; 9 July; 52 wks

NAME

FORMER AFFILIATION ’

3. Advertising Agency Personnel Changes

NEW AFFILIATION

Bruce Armstrong
Elias B. Baker
George W. Bamberger
G. H. Bobertz
Charles W. Butler
Richard N. Confer
Ruth Davis

Mike Donovan
George F. Drake
James Eysler
Richard ). Farricker
John P. Fineran

Henry C. Flower, r.
T. Robert Garry
John GCaunt

Porter Harder

Robert E. Healy
Murray Hysen
Walter A. Lawrence

Harry A. Lee
Kenyon lee

Myron S, lLewis

N. R. Lorman
William ). Lyons
James K. Maloney
David B. McCall

Joel McPheron
Samuel W. Meek
John E. Mosman
Arthur Napoleon
William Patterson
Stan Pforr

Gail M. Raphael
Stanley Resor
‘Thomas P. Rhoades
Norman Rose
Arthur R. Ross |
Thomas ). Ross
Theodore W, Schwamb
John H. Sheldon
Lloyd Stackhouse
William ). Stenson
Henry P. Stockbridge
Norman H. Strouse
Felix M. Sutton
Sylvan Taplinger

Bill Tuttle

Alex M. Victor

W. W. Woodbridge Jr.
Parker Wood

Sherm Wright |

YGR, NY

Cunningham & Walsh, NY

Gardner Adv, St. Louis, acct exec
Clark & Bobertz, Det, vp

Gardner Adv, St. Louis, asst acct exec
Campbell-Mithun, Mnnpls, acct exec
Norton & Condon, NY

BGB, NY, asst media dir

Ruthrauff & Ryan, Chi, exec planner
Wm. Weintraub, NY

Kudner, Detr, mgr

Westinghouse Elec Supply Co, NY, gen adv & sls prom

mgr

). Walter Thompson, NY, v.p.
Emil Mogul, NY, asst mdsg & mktg dir
Crant, Hllywd, r-tv dir

BBDO, NY, media dir

McCann-Erickson, NY, vp & gen mgr
Crey Adv, NY, group supve

Fuller & Smith & Ross, NY, acct supvr |
Philippine Adv Assoc, Manila & Tokyo, pres

McManus, John & Adams, Det, vp
Hudson Pulp G Paper, NY, adv dept
Product Services, NY, dir of mdsg &

BBDO,

Lennen & Newell, NY, art dir

David ). Mahoney, NY; copy chief
Geyer Adv, NY, vp

). Walter Thompson, NY, v.p.

Maxon, NY

Free-lance writer

Crant, NY, mng dir r-tv

Bozell & )acobs, Seattle, acct exec
Ruthrauff & Ryan, NY, wp

). Walter Thompson, NY, pres

Hudson Motor, Detr, dir of publ rels
Doyle, Dane Bernbach, LA, copy chf
Tv writer, proder

Ruthrauff, &G Ryan, NY, vp

Edwards Food, LA, sls prom & adv mgr
Kudner, NY, special assignments

Bozell &G Jacobs, Seattle, asst mgr
Weiss & GCeller, Chi, timebuyer

Ogilvy, Benson & Mather, NY, dir of mdsg
). Walter Thompson, Detr,/mgr, dir vp,
Wm. H. Weintraub, NY
Hirshon-Carfield, NY

Ruthrauff G Ryan, NY, vp in r-tv
Western Adv, LA

Botsford, Constantine & Cardner, Seattle, vp & mgr
B,S, F & D, LA, vp

Bowman & Block, r-tv dir

sls prom

Cunningham & Walsh, NY, acct exec

Carl S. Brown, NY, vp & acct exec

Same, acct group supvr

Same, also gen mgr

Same, acct exec

McCann-Erickson, LA, acct exec

Product Services, NY, publ dir

Same, assoc media dir

MacFarland Aveyard, Chi, vp & creative dir
Peck Adv, NY, acct exec, member creative group
McC-E, Detr, vp G acct serv group hd

KGE, NY prom dept mdsg specialist

Same, vice chmn of the bd
Erwin, Wasey, LA, acct exec

Same, vp in chg W Coast r-tv
Same, SF, acct exec

Same, exec vp

Geyer Adv, NY, project dir, res

KGE, Chi, vp in chg Chi office

). Walter Thompson, SF, Pacific area mgr
Same, Miami, hd Miami office
Biow-Beirn-Toigo, NY, assoc acct exec
Same, vp & member of plans bd

Bozell & Jacobs, NY, asst to vp in chg r-fv
Same, also vp

Same, vp & creative dir

Compton, NY, acct group

Same, vice ¢chmn of the bd
Biow-Beirn-Toigo, NY, mgr of r-tv
Biow-Beirn-Toigo, Hllwyd, mgr r-tv

Same, vp in chg r-tv, E Coast

Same, vp in chg creative serv

Lennen G Newell, NY, vp &G copy group hd
Same, chmn of the bd

Campbell-Ewald, Detr, dir of publ rels
Same, acct exec

Campbeli-Ewald, NY, E mgr, r-tv

Lennen & Newell, NY, vp & acct exec
Erwin, Wasey, LA, sr acct exec

Same, Detr, acct exec rep

Same, vp G asst gen mgr
Campbell-Mithun, Chi, chief r-ty timebuyer
YGR, NY, acct exec

Same, NY. pres

Biow-Beirn-Toigo, NY, copy group hd
Peck Adv, NY, dir of r-tv

Fuller & Smlth G Ross, N, hd r-tv dept
Francis D. Gonda, Hllwyd, r-tv dir & acct exec
D-F-S, SF, vp & gen mgr

Same, exec vp

Wm. A, Melrod Adv, Buffalo, vp in chg r- tv

NAME

4. Sponsor Personnel Changes

FORMER AFFILIATION

NEW AFFILIATION

R. E. Anthony
Archibald Douglass Jr
James S. Fish

B. A. Graham

R. P. CGwinn

H. A. Hebberd, Jr
Durwood Markle, Jr
Henry Schachte

Pabst Brewing, Chi, dir of personnel & distr rel

Leyla Sefa
Maxwell Silverstein
H. R. Warren, Jr
Paul H. Willis

Erwin, Wasey, LA, sr acct exec

Sunbeam, Chi

Sunbeam, Chi

Stokely-Van Camp, Indpls, adv dept
BBDO, NY, contact

Lever Bros, NY

Standard Oil Co of NJ

Clamorene NY, art dir

Stokely-Van Camp, Indpls, adv dept
Carnation Co, LA, asst vp & gen adv mgr

Same, gen sls mgr

Sicks' Seattle Brewing & Malt

GCeneral Mills, Mnnpls, dir of adv
Salem, chmn of bd

Same, pres & gen mgr

Same, asst to vp in chg mktg

Brecher Bros Leather, NY, ind rels mgr
Same, adv vp
Zotox Pharmacal,
Same dir adv
Same, gen sls asst to vp
Same, vp in chg adv

Stamford, Conn, adv mgr
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WHQf IS IOWA’S

FAVORITE RADIO STATION

FOR SPORTS AND SPORTS NEWS

=

2 -
- A _El 1 e I B —

WHO WMT  KRNT  KWWL  KI(D KCRI
26.8% 165% 71.7% 44% 39% 32%

THE facts above are a tiny fraction of Iowa’s listening
habits and preferences— now brought up to date in the

seventeenth annual lIowa Radio-Television Audience Survey,
by Dr. Forest L. Whan.

You should have a copy, because this completely authoritative
study can remove the danger of guess-work or “hunches”
from your promotion plans in Iowa. Please write us, or

Free & Peters.

WHO is glad that our own interests are also best served

when you know the full truth about radio and television

Bl

Affiliate
FREE & PETERS, INC., National Representatives

in Towa.

11 JULY 1955

KIOA KGLO  wsu! KROS
24% 19% 19% 1.8%

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

F/ /
!

D.‘ Moines . » . so,m WICB
Col. B. J. Palmer, Presiden:
P. A. Loyet, Resident Mernger
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Big budget or small, your prospects are higger and hetter when vou put vour money on
WXIN. Milwaukee’s new CBS Television station. At card rates which are onlv 3077 1o 5077
as high as the cost of the other stations (maximum di~counts applied). wAIN

in a matter of weeks to be the best buy—by far—in the compact seven-county Vhheaikee
marketing area. In terms of s1ation breaks. for example. WAIN (whose average rating-
have gone up 16.17) averages 1387c more viewers per dollar than the second station
average ratings have dropped 21.4%). . .and 3527 more viewers per dollar than the
station (whose ratings have dropped 36.57¢). Specifically, WXIX station breaks deliv,

an average of 19 viewers per penny! Putting it another way, that’s a co~t of onlv 5

per thousand!

Join the more than 300 local, national =pot and network spansor- who are now investing

their advertising dollars on WXIX, and get more for vour monev in Milwaukee.

WX I X Vilwaukee CBS Owned Represented by CBS Televician Spot Sales

o Tecopn »o

Rptey trom SRD~. Mar 1935

Varcd Ma




CAPITAL TYPES #5
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THE CIVIL SERVANT

Card-file memory that goes
back to McKinley. Favor-
ite song: "I Wish I Could
Shimmy Like My Sister
Kate." Three-time winner
of the Sack Race at the
annual office picnic.

Perennial winner at serv-
ing the interests of ad-
vertisers in the Washing-
ton market is WTOP Radio.
with (1) the largest aver-
age share of audience (2)
the most quarter-hour
wins(3)Washington's most
popular local personal-
itiesand(4)tentimes the
power of any other radio
station. WTOP represents
the best for advertisers
because it represents the
best in broadcasting.
That's why advertisers
looking for capital sales
results depend on Wash-
ington's top station.

WTOP RADIO

Represented by CBS Radio Spot Sales

Roger M. Greene

Director of Advertising
Philip Morris & Co., New York

Wr. Spomser

“When Casey Stengel sends in a new pitcher, it doesn’t mean that
the guy going out was no good. Perhaps a change of pace is
advantageous.”

That’s how Roger Greene, Philip Morris & Co. advertising direc
tor, sums up PM’s decision to drop / Love Lucy after more than five
years, and the firm’s switch to spot tv and outdoor advertising. He
explains this tv event by saying that “spot tv seems like the answer
to our problems today.” Working closely with Television Bureau
of Advertising, which proposed a spot tv schedule, Philip Morris is
still spending more in tv than in any other medium.

The new spot tv campaign, already on the air in one city, is the
brainchild of Biow-Beirn-Toigo’s executive v.p., John Toigo (see
“The two Toigos,” sPoNSOR, 7 and 21 March 1955). Greene went
out to the West Coast to give client okays during the production of
commercials (by Universal).

“We feel that it’s wrong and often phony for an advertiser to
insist that his product or all action surrounding his product receive
undue stress in a commercial,” says Greene. “Take these new com-
mercials of ours—people smoke in these films almost exactly as they
would off-camera. They don’t make exaggerated motions and don’t
grin into the camera.”

Done in pantomime, the films show such everyvday occurrences as
a wife tying a man’s bow-tie. a husband helping a wife zip her dress,
two young people reading together on a beach. In each instance,
there’s a jingle and a voice-over emphasizing that PN\’s are “gentle.”

“Among our contributions to these cominercials was client availa-
bility,” says Greene. “It’s easy to buy something from a storvboard,
but in the medium where most of our monev is spent. we feel it's
important not to tie the producers’ hands with preconceived notions.
We're right on set to okay what goes on.”

He smokes all PM brands, is quiet-spoken, weighs what he says
carefully. He sums up his life (some four and a half decades of it) :
“I've spent all my life in Connecticut, some 20 vears with Philip
Morris.” He lives in Weston. Conn.. with his wife and three children.

As advertising director of Philip Morris & Co.. Greene works with
a different agency for each of PM’s three brands: Biow-Beirn-
Toigo for Philip Morris. Benton & Bowles for Parliaments, Leo Bur-
nett for Marlboro. * ok ok
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| - - with "“\\
CBS Shows |
/ and

Established Local
Personulities

|

//
Your lowa campaign starts with Des Moines . . . state
capital and largest city . . . the shopping and distribution
center . . . salesmen’s home base. And your lowa
campaign starts with KRNT-TV, the showmanship station
with CBS shows that run away with the ratings
sweepstakes, PLUS Central lowa's favorite personalities

with established audiences — and proved power
ta move merchandise!

Face the facts! The same showmanship savvy that always
gives you the biggest Hooper and Pulse ratings in Des
Moines Radio is now also running the newest know-how,
go-now operation . . . KRNT.TV.

KATZ HAS ALL THE FACTS FULL POWER, 316,000 WATTS

11 JULY 1955 #




BEFORE
you buy

television
time
in

California

look at the facts

on

KSBW-TV

Channel 8
ABC, CBS, NBC

Exclusively
serving
central coast area
of California

Population 474,933
Tv homes 110,879
Spendable income $789,703,000

W

RADIO TELEVISION
1380 KC| [Channel 8
SAUNAS - MONTEREY
CALIFORNIA

CBS, NBC, ABC, DuMONT
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by Joe Csida

Big shows to make *54-°55 specs look low budget

As unbecoming as it may be to sneak a bow for our pre-

dictions for last season, we just can’t resist . . . just a small,
quick one. For in a couple of areas our slightly nicked crys-
tal ball revealed some fairly accurate glimps=es into the fu-
ture. Like, for instance, we said that television was being
saturated with situation comedies both live and film and that
many of these would come upon hard times. How true this
turned out to be iz indicated by just one web’s fall program-
ing line-up. At CBS TV, out of 18 shows going on the air.
only five are situation comedies. '

We also pointed out that some of the ketter shows featuring
country music would find large, loyal, sponsor-profitable
audiences. Ozark Jubilee on ABC TV, against some really
rugged competition. has indeed found same to be true.

So with a new fall upcoming we drag out our spheroid and
dim the lights once more to see what September 1955 may
hold. On the most elaborate and expensive program level, a
repeat and an extension of what took place last autumn seems

‘to show clearly. Largely inspired by the eagerness, nay, the

urgent necessity to sell color television, the networks (and
notably NBC TV) delivered the most spectacular, costly and
often entertaining shows yet presented. Color, for many rea-
sons, will require the same kind of promotion throughout
1955 and 1956, and the result will be spectacular program-
ing in tint to make some of the best previous efforts seem like
low-budget productions.

On these highest levels programing will be stimulated by
vet another development: The current tussel between fee and
free television. It becomes increasingly clear that the major
video networks will trv to meet toll tv’s argument that free
television can’t afford to bring viewers top Broadway show
and motion picture attractions by putting on a number of just
such attractions. This, it would seem, is exactly what’s be-
hind current (as of the time this is written) negotiations be-
tween a couple of the top webs and Alexander Korda for the
multi-million dollar Sir Laurence Olivier production of
“King Richard, III.” This also account- for reports that
NBC’s Pat Weaver is considering bankrolling one or more
top legit productions with the idea of presenting the opening
night performance as a tv spectacular. There is little doubt,
according to the visions coming through in our crystal globe.

that fall will see acceleration of efforts in this direction.
(Column continues page 32)
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Pulse Pounds it Home:
“Clearly Nashville’s
#1 TV Station”

= <2 - al’ke*;
7 k shows in HEIEIE |
a-wee

e-
@ Of the top 10 onc
TV

10 are on WSMT N

@® Of the top 10 multi-weekly shows in this market
10 are on WSM-TV_.*

E o
' f the top 25 shows in this market, 23 are
. @ Of the | ) i

e
Periods Measured, b4 also —

Vlew,'ng time (

-~ WSM.Ty has 4 larger audie
Nashville TV

stations combined *

* Survey by The Pulse, Inc., April, 1955

SM'TV Channel 4

NBC-TV Affiliate @« Nashville, Tennessee
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\Showplace
In

Serving. .

MOST OF
MARYLAND
AND

THEN SOME!

ON MAXIMUM POWER
TELEVISING COLOR

SUNPAPERS TELEVISION, BALTIMORE, MD.

Represented by THE KATZ AGENCY, Inc.
New York Detroit, Konsos City, Son Froncisco,
Chicogo, Atlonto, Dollos, Los Angeles

BALTIMORE
TELEVISION|

SPONSOR BACKSTAGE (Continued)

One hardly need liold a seance to see that the motion pic-
ture industry this fall will plunge into video as it has been
inevitable for a number of years that they would. Sparked
by the work ABC has done in this direction, not only with the
highly successful Walt Disney alliance, but in several other
ways, the leading Hollywood filmmakers this autumn will
make their greatest impact in the tv medium since its incep-
tion. The Warner Brothers Present dramatic series and the
MGM Parade, hoth slated for ABC, will only be two exam-

ples of the celluloid capital’s active participation in tv.

Before 1 September, for example, it should surprise no one
if, in addition to products specifically made for tv, a huge
chunk of important theatrical film material reaches the na-
tion’s video screens. It is only a question of time hefore
someone like Howard Hughes makes a deal to let loose the
vaultfulls of feature-length films for televizion. And that goes
whether the current dickering hetween the Hughes group and
Tom O’Neil and Elliot Hyman pans out or not.

It is, of course, pertinent to any preview of the fall, that
ABC has made substantial strides toward becoming a third
major network, in a way which no previous web has ever
challenged CBS’s and NBC’s supremacy. For, in addition
to such influencing factors on top-level programing as the
color drive and the free vs. fee fiasco, ABC’s newly developed
first line competitive position will force meaningful changes
in programing activities at the two long-time top nets.

The Mickey Mouse Club full hour, for example, has long
since stirred NBC to reevaluate and make plans for changing
and strengthening their Howdy Doody, Pinky Lee and other
shows. And as ABC develops power in other programing
types, these same healthy stirrings will take place.

Not fully appreciated in the ABC surge, and in its over-all
influence toward better and stronger programing on all webs
and all stations, is the American Broadcasting-Paramount
Theatres move into the record business. NBC has long had
its RCA Victor division, and CBS its Columbia records, and
while there is no direct operational tie between network oper-
ations and record activities, programing is quite frequently
and favorably effected by the family relationship. Apart
from corporate kinships it has become increasingly apparent
that the record-musie business and the television business can
aid and abet one another with ideas, promotion, etc.

Our crystal ball shows a clear picture of ABC, with its new
record division, making substantial contributious in this area,
too, toward better programing.

And talking of records, we believe the fall will find disk
jockeys moving more strongly into the national programing
picture than ever before. CBS’s deal with Chicago’s greatly
talented Howard Miller (with his radio web show kicking off
18 July, to be followed by tv later) will go a long way toward
proving the soundness of program of this genre.

We have run out of space, so some of the pretty pictures in
our glass globe will have to hold, but the wrap-up vision
which appears to us for the fall is that advertisers and agen-
cies will have a greater choice of more strong and exeiting
programs than they’ve ever had before. Xk
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Tom Tinsley, President
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Radio in Baltimore is

The only way to reach every family in the
Baltimore Trading Area is by radio. Radio offers
98.6% penetration of the whole Baltimore met-
ropolitan area. No other advertising medium of-
fers anything like this penetration. The only way
to get your message to everybody is radio! Yes!—

Radio in Baltimore is

BIG"E

And the big bargain buy in Baltimore radio is
W-1-T-H. Top Nielsen circulation in the home
county goes to W-I-T-H. Combined with low,
low rates, W-|-T-H delivers more listeners-per-
dollar than any other radio or TV station in Balt-
imore. Ask your Forjoe man for the whole story!

IN BALTIMORE BUY

National Representatives: Forjoe & Co.

R. C. Embry, Vice President
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" agency profile Theodore J. Grunewald

Radio-tv director
Hicks & Greist, New York

There may come a time in the near future when Ted Grunewald,
Hicks & Greist radio-tv director, will earn the title among admen as.
“the agencyman willing to handle almost anything.”

For one thing. he helped cook up a scheme involving a three-ton
elephant which trampled all over a client’s product for some demon-
stration tv commercials (Sandran floor covering).

“Our aim is to be undismayed,” Grunewald told sPONSOR, then
went on to mention some of the recent events at Hicks & Greist that
he’s taken in stride. “About a year and a half ago. when I joined
the agency, our air billings were $100,000. As of last month, we’ve
been billing at the rate of $2.1 miilion, with a good chance we’ll
hit a $3 million total in air media for the year.”

The rapid expansion of the agency’s air media business keeps him
hopping to and from studios and around the country to stations
when time clearance or production problems arise. Grunewald does
hope to be in or near his Briarweod, Queens, home in October.
when he turns 31. He lives there with his wife and baby daughter.

Hicks & Greist air clients range from network tv sponsors. like
Dixie Cup Co., with Super Circus, ABC TV (alternate Sundays
5:30-6:00 p.m.) to network radio clients like Glamorene, (Arthur
Godfrey, CBS Radio. Fridays 10:15-10:30 a.m.} Also, Glamorene,

Sandran, Broil Quick. Servel are heavy users of spot radio and tv.

“Today radio is a better buy than it’s ever been,” Grunewald
says. “And often strong independents are the best buys. Currently
I'm very interested to see the effect of Monitor. It could easily
change the whole structure of radio programing.”

To him the most important trend in television is the rivalry be-
tween the networks and various programing innovations emerging
as a result. He feels “‘set penetration won't warrant color for a
while in my opinion,” but added that the agency is currently
making a new Glamorene animated cartoon commercial in color to
study color’s potentialities. “That boosts the cost by 209 .” Grune-
wald notes. “but we feel the expected long life of the commercial
warrants it. Besides, we'll show it at sales meetings and possibly
in theaters.” * K %
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It’s Christmas in July, September, o
January and all through the year for your 4

product and market with TV’s freshest, -~ 3
most exciting new variety revue ... SHOWTIME.

All tied up and ready for delivery...

‘An excfting and startling new experience in TV musicals.

The greatest array of “BIG NAME"” talent ever assembled for local and
regional sponsorship...the biggest 30 minutes in television. Reads like a
1l who’s who in Show Business and delivers an entertainment package unmatched
. in television today. Every week a brilliant new star-studded cast works
{ for you, delivering great songs, hilarious comedy, top orchestral arrangements and
I thrilling dance routines ... Stars like: Teresa Brewer, Ralph Flanagan,
Peggy Lee, Tennessee Ernie, the De Castro Sisters, Frankie Carle
and many more great audience names, all M.C."d by TV’s newest comic sensation...

Here’s a show you’ve been waiting for...a show of
| top network calibre kept within a low budget for
| local and regional sponsors.

SHOWTIME is BIG TIME...in every way but cost,

| combining all the elements that build high ratings and sizzle
i sponsors’ sales upward.
l

SHOWTIME is YOUR TIME to get...for 39 great shows! | Mail to:

Do your Christmas shopi . [ STUDIO FILMS, INC., 380 Madison Avenue, New York 17, N.Y.
)y r shopping now! ‘

‘L For complete details write, wire, phone or mail the Name____
attached coupon for all facts today.

Fizrr. I

@) STUDIO FILMS, INC. [
: Producers and Distributors of Television Films [
: 380 Madison Avenue, New York 17, N. Y. Markets interested jnis____

| - Phone: OXford 7-2590
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10:305m 10:00pmy 10:30pm 7 :00pm
P ) 9.8 4.0 —
Guy Lombardo. MCA-TV Fim, Guy Lombardo 172 2.8 52 Kl |
] ) o 5 L Cege KIw-ty
Filas Inc. (Mu) :;03;,:1‘, 9;(])\4\;)‘." <-30pm
_' ] - - . . . '. ‘ .3 3
Mayor of the Town, MCATV Film, Gross 17.1 9.3 192 28 I
5 e TG oo
Krasn e ( D ) ‘;et‘igp:\ '2‘:3:.\,‘);1‘1 ln“:(](l)[()lm l‘:]"‘(]m:)‘;'n
o - 9.2 | 19.2 14.7
Favorvite Story. Ziv (D) 16.3 AT | T— wibk-te
o 6:30pm | 9:30pm 4:38om N
. - 15.1]1 12.2 21.7 14.0 18.4 10.0
e The W lustl('r‘. ces F‘Im' Joel Malone (M) 15.5 krte whz-tv kron-tv wjibk-tv king-tv wmar-tv
10:00pmj 11 :00pm 10:30pm 10:30pn. 10:00pm 11:00pm
o 10.7 19.9 | 13.2 124
Star and the Story. Official Films, Inc. (D) 14.6 Kits kron-ts | wsboty .
10 -00pm T:00pm | 10:30pm 9:30mm
. 13.8 11.3 13.4 15.3 ¥
& | Dounyg. Fairbanks Presents.  ABCFiims (D) | 13.3 W e Kstp-ts Kent t¥
10:30pm 10 :30pm 10:30pin 9:30pm
_,- . . 7.8 7.9 6.7 17.3 19.0 [
r The Faleon., NBC Film (D) 13.0 - - e i
10:30pm T:00pm ] ~30pm 9:00pin 10:3vpm
' _ 6.3, 17.7 2.7 20.1 :
G w Gene Antry,  CBS Film (W) 13.0 keop | wrae 1 o A
7:00pm § 6:00pm €:.30pm 6:00pm
Bhow type symbols: (A) adventure; (C) comedy: (D) drama; (Doc) documentary; (K) kids; Mas. While network shows are fairly stable from cne month to another in the markets in

(M) mystery;

market

(Mu)

musical;
telecast in four or more markets.
ratings listed above.

(W) Western. Films listed are syndicated, half-hour length,
The average rating is an unweighted average of individual
Blank space indicates film not broadcast in this market 1-7

which they are shown. this is true to much lesser extent with syndicsted shows. This should
be borne in mind when analyzing rating trends from ome month to another In this chart. *Refers
to last month’s chart If blank. show was not rated at sll in last chart or was in other than

oM ared



| {1lm shows

specially made for tv

| 3. BTATION MARKETS

- Clave. Columbus M ilw Phila St L

1

2.8TATION MAKKETS

Biem. Chartotte Dayton New O¢

19.5 234 252 11.4 229

wiel whie tv wimj ty wega Uty ked tv
10 30pin 9.3 b .W0pia T upn 1O 0gn

219 6.5 184 23.7
wnbeg wivw  weau tv ked
7.00mn n 7w 304
9.9 237 224 102 19.7
wWens wiw ¢ wimi tv wpts TUNAY
10:30pm  9.30pm 9 30 10 Jopm 10:00pm
19.4 16.0 13.9
wWowd whns tv weny ¥
T 00pm 10 JOpm LLopm
14.7 20.0
witn tv wimj tv
10:00pm 11 Opm
30.4 9.4 17.5
wbns tv cau tv  ksd tv
R:30pm 10:30pm 10:00pm

147 247 9.5 22.7

wiw-¢ wilx wftl ksd tv
11:00pm 9:00pm 7:pm 9:4ipm

9.2 16.9 7.2 199 185

30.8 62.0 26.5

waht whiv  whhe 1y
~ i 8 N Moy

36.0 57.5 22.0

swhre tv whte whlo (v
H pL im

59.8 27.8 29.8

whty  wlw ol sty
i Y ] dpn

35.5 25.5

whree v whin tv
pm il
21.0 40.8
wabht vilsu - v
G pm ) 1
28.8 34.8
whre tv whin.ty
N 30pm
45.0
wilsu tv

11 04101

23.8 32.3 13.8 32.8

wnbk whas-tv  wivw  weau-tv ksd-ty waht abty win-d  wdsu ty
§:00pm 6:00pm  6:30pm 7:00pm £:00pm | 6 00pm A 5:.00pm 5:00pm
21.0 154 27.4 10.7 17.5]127.3 52.3
wews wbns tv wimj-tv  wptz ksd-tv wabt walsy tv
9:00pm  10:30pm  7:00pm 11:00pm 10:00pis ] ¥ O0pm 9:30pm
13.3 17.8 15.9 56.3
wiw. ¢ wtmj tv LTI wdsu-ty
S:00pm 4 30pn i pm 30pin
12,5 46.8 20.0 47.5
o weau ity whte  whin-tv wdsg-(v
0:30pmn T:Mpm 10:15p 9:30p
27.4
wimj§-tv
T Nopm
14.4 13.0 54.3
wews weau-ty whiy
10 -00pm 7:00pn 0:0
50.0
wdzu-ty
1 13.0 13.0 39.5
whntz ksd ty widsu- (v
10 .30 n A
| 22.2
whbns-ty
9:00pm
18.5 14.3
wnbk w e
7.00pm dsu-ty
1 1.7 18.9118.0 12.0
} wyel Kad-tv J whre-ty wiw d
‘ 10:30pm :3opm | 9:30pm L Wpm
¥
10.7 155 19.4
wtvn wptz kwk-tv
5:00pm 10.30pm 10:00pm
18.0
whio-ty

4‘,

top 10. Classificstlon as to number of stations In market {s Pulse’s own.

8
|
|:

Pulae determines number by measurlng which statlons are actually re-
celved by bomes In the metropolitan urea of a given market even thoug!
l ntation ltself may be outside metropolitan area of the market.

SETS..

RETAIL SALES

An “ISLAND” Market . . . in an exclusively UHF area.

FIRST in per capita income in Indiana
SECOND largest population in Indiana
THIRD highest home ownership in U.S.

Call MEEKER TV for Availabilities!

Primary
Affiliate

Serving

SOUTH BEND-ELKHART

Here’s WNDU-TVY's all UHF market
FAMILIES....206,600

$783,927,000

169,000 UHF equipped

'



B Pioneer Station Representatives Since }§32

Mree & ETER§ it |

¢

CHICAGO
230 N. Michigan Ave.
Franklin 2-6373
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Today, adverusers judge good and bad advertising in terms of sales results.
National Spot Radio can";g'ct sales —and not stop with building consumer demand
or gaining good will. We have the Formula For Selling Americans Today that

demonstrates “how’ to use the medium.

This presentation has proved so exciting that many top agencies and
ST "
advertisers have arranged meetings with their management men, plans boards,
account executives and creative staffs, as well as their media people. And a great

many have asked for repeat performances, for further inspiration and study!

i

EAST, SOUTHEASY
WRBZ-+WBZA  Boston-—Springfield

WGR Buffalo
KYw Philadelphia
KDKA Pittsburgh
WFBL Syracuse

WCSC Charleston, S. C.

WIST Charlotte

WIS Columbia, S. C.
WPTF Raleigh—Durham
\WDB) Roanoke

MIDWEST, SOUTHWEST

WHO Des Moines
WOC Davenport
WDSM Duluth—Superior
WDAY Fargo

If you know how to use it R

KMBC-KFRM Kansas City

KFAB Omaha
. o . . WMBD Peoria
We want to show vou "how"” — with our new = e e e e
‘ 2 a2 =
N = =0 KFDM Beaumont

Formula For Selling Americans Today. \We're ready KRIS Corpus Christi

WBAP Ft. Worth—Dallas

to demonstrate, individually or in group meetings KENS San Antonio

with planning and creative people — as soon as you MOUNTAIN AT WesT

give the word. Why not call or write us today? KBOI Boise
KVOD Denver
KGMB-KHBC  Honolulu—Hilo
KEX Portland
KIRO Scattle
DETROIT ATLANTA FT. WORTH HOLLYWOOD SAN FRANCISCO
Penobscot Bldg. Glenn Bldg. 406 W. Sevenstb St 6331 Hollyurood Blhd. Russ Building
Woodward 1-4255 Main 5667 Fortune 3349 Hollywood 9-2151 Sutter 1-3798

51,000
5,000
50,000
50,000
5,000

5,000
5,000
5,000
50,000
5,000

50,000
5,000
5,000
5,000

50,000
5,000
5,000

50,000
5,000

5,000
1,000
50,000
50,000

5,000
5,000
5,000
50,000
50,000
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L W 1B | IV |
I. New stations on air*
| | SETS IN
CALL CHANNEL ON-AIR ERP (kw)°**| Anteans NET STNS.
OITY & 8TATE LETTERS | KO | OATE Visusl | (f)°** | AFFILIATION ' ON AIR I A P T E N R
Comles Bceastg Co., Katz
DES MOINES, IOWA KRNT-TV 8 20 June 316 623 CBS  WHO.TV 302,000 {les Beaste Co. o
Gardner Cowles, pres.
Iobert Dillon. v.p.
Il. New construction permits*
1 ] | " ] i SETS IN 1
caLL CHANNEL | | ERP (kw)** | Antenna STATIONS ' RMITEE, MANAGER, RAOIO REPY
CITY & STATE i LETTERS NO. | OATE OF GRANT | o : (1) ros ! ON AIR MARKETt | PE €,
Carlshad Beste Corb. Taylor
CARLSBAD, N. M.! 22 June 1.43 382 None NFA g e Ol
Norman R. Loose, v.p. & treas.
I11. New applications
» ] 1 4 ] r ]
CITY & STATE CHANNEL OATE | ERP (kw)e* Antenna ESTIMATED | EiSTYEAR | TV STATIONS SREUTC AT R e
NO. FILED Visual (fty*e° CosT OP. EXPENSE IN MARKET -
2 Midwestern Bestg Co. Holman
CHEBOYGAN, MICH. 4 20 June  5.16 434 $88,406 $43,990  None Midwestern Beste Co
B 0 x s co RE *Both new eDp.’s and stations going on the alr listed here are those which occurred between
. . 2 June and 18 June or on which information could be obtained in that perlod. Stations are
U. §S. stations on air._______ e T 420 considered to be on the air when commerclal operation starts. °*°*Effective radlated power. Aural
power usually {s one-half the visual power. ®**Antenna height above average terrain (net
D=0 above ground). tlnformation on the humber of sets {n markets where mot designated ss being
Markets covered. 2528 from NTC Research. consists of estimates from the stations or reps and must be deemed approxi-
mate. §Data from NBC Research and Planning. {In most cases. tbe representatives of a radio
- . 3 o g station which {s granted a c.p. also represents the new tv operation. Since at presstime it 1s
L. S v sets (1 J""" 5‘)) """00’"""§ gencrally too early to confirm tv representatives of most grantees, SPONSOR lists the reps of
. - B the radic statims in this column (when a radin station has been given the tv grant). NFA: Ne
l. S ty homes (1 June ’.).)) Jl,200,000§ figures available at presstime on sets in markef. 1No construction will commence until antenna
site and structure are approved for air navigation safety. 2\Will pick up and rebroadcast pro-
grams of WPBN-TV, Traverse Clity.

Demonstrate the Product, We Always Say

40

Channel 5—ABC
100,000 Wats
BLAIRTV

And who can make a better pitch for
U.S. Keds than the pooch that delights
half a million kids on Seattle’s most
popular afternoon TV strip, KING'S
CLUBHOUSE WITH STAN BORESON?

To get extra sell into KING-TV
campaigns, we insist on talent tie-ins with
client products. KING-TV personalities
provide a big plus. They’ve had a five-year
headstart on the competition—and they
work before Seattle’s largest TV audience.

So, whether you're selling tennis shoes
or toothpaste, the place to go is
KING-TV. In the Pacific Northwest,
that’s where sales begin.

FIRST IN SEATTLE

KiNG-TV

SPONSOR



The Only

MAXIMUM POWER

Station Between

DALLAS AND MEMPHIS - - - - 423 miles
TULSA AND NEW ORLEANS - - 553 miles

TULSA ,.
R //ff;EMPHB

TEXARKANA

DALLAS

C- v

| I ,
TEXARKANA .
TEXAS—ARKANSAS

Cianet 6_

100,000 \
WATTS

CBS—ABC o;ﬁ:ns
~ INTERCONNECTED

Represented by
VENARD, RINTOUL and McCONNELL, Inc.

Walter M. Windsor, General Manager



EVERY DAY
EVERY WEEK

EVERY MONTH

* The average audience is increasing with
a | each report. According to Telepulse, KGUL-

| TV’s share of audience . . . sign on to sign
’ | ' off . . . increased 15.3% in May over April
f | 1955.

(Telepulse, Houston-Galveston Metropolitan Area May 1955)

'*1 i NOW-MORE THAN EVER-THE
"BEST BUY IN TEXAS”

ksul 7V

GULF TELEVISION COMPANY GALVESTON, TEXAS

REPRESENTED NATIONALLY BY
CBS TELEVISION SPOT SALES

-\
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|
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-~ HOW TO USE FALL FACTS BASICS

HERE'S YOUR GUIDE TO 9TH ANNUAL BRIEFING 1SS

TOP ARTICLES appear w smmediately following pages. They melude o geport
which for first time veveals spot tv and 1adio expenditnres of major adsertiser
tips on full buying from network and vepresentative fivip heads; an analyvsis of

local vadio and tv programing. For fnll deseription see ... PAGE 1

SECTION TELEVISION: This is your over-all laok at both af the video medio, spot ond network,
R including complete fall network tv lineup. Section starts. .. ....:...... PAGE 63

. \ TELEVISION BASICS: Compiled in an 11-page section ore the key stotistics which
SECTION ‘ sym up the size ond cost of tv, 1955. Section starts. . . . . . PAGE 113
SECTION . FILM BASICS: You'll find facts here on the extent film is used; oudience for reruns;
SECTION plus tips on buying syndicoted film shows. Section starts. ..., .. v......PAGE 133
SECTION RADIO: The over-all picture i spot ond net rodio, including buying frends in spot
= radio; anolysis of fall network progroming. Section storts..... ... .. PAGE 133
SECTION RADIO BASICS: Chorted in 13 pages, lotest focis on rodid’s size ond reoch; costs
. : compared with other media; spot, net billings. Section starts. .. ... .. ..PAGE 183
SECTION TIMEBUYING BASICS: A book within o baok af 40,000 words, condensing the

13 seminars held under the ouspices af RTES, New Yark. Section storts. . PAGE 209

FOR SUMMARY OF THE TOP TREMIDS REVEALED IN THE 304 PAGES OF FALL FACTS BASICS, TURN PAGE



The 20 TOP TRENDS this lall

These are major developments digested from 304-page Fall Facts Basies

This is your over-all look at fall television and radio as digested from
sronsor’s coverage of each of the air media divisions. 1t's designed
to give you a quick hriefing on developments reported in this biggest
issue of sPONSOR's listory. Previous page shows complete contents.

ES

TR

SPOT TV TRENDS

(Complete report starts page 64

LI,

ot e o

1. Nighuime tv is tighter than
ever. New v stations have heen add-
ed but not enough to ease the squeeze
in most of the major markets which
advertisers crowd. Furthermore. high-
grade network programing resulting
from the rivalry hetween the webs,
among other factors. has attracted a
rush of new clients into nighttime spot
television. adding to pressure.

2. L.D.s are more popualar than
they have been, because they can
still be cleared during Class A” time.
However, even 1.1).’s are getting tight.
Another popular buv today s minutes
and 20-second announcements during
the evening hours just preceding and
following network option time.

3. Film commercial trend is to-
ward live action. There’s a notice-
able trend back to live-action filin
commercialz using limited number of
actors, as contrasted with big rush to
animated cartoons that followed the
SAG reuse paviment agreement of 1953.

4. A U.S. tv set count is under-
way, expected to be complete by
early fall, The U.S. Census has un-
dertaken this job for ARF. will deter-
mine the number of tv sets in the
homes surveved for census purposes
Networks and TvB ave footing the bill.
But this won't give admen the facts
they need on sets within each market;
census will break set penetration down
by regions only. NARTRB. however. is
working hard to get its long-planned
set count and circulation study under-

44
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way and that will provide market-by-
market figures.

5. Syndicated film is $60 million
business. Despite heavy competition.
sale of film produced for tv as well as
features has shot up. (For coverage
of film in addition to Spot tv section,
see Film Basics. page 133.)

NETWORK TV TRENDS

(Complete report starts page 86)

Iy

HEHIOU10 0 e

1. Programing developments are
highlighted by decline of situation
comedies and rise in outdoor ad-
venture shows. These two nighttime
trends are joined by two others which
started last season and are being con-
tinued this fall, namely. more 90-min-
ute extravaganzas and shows produced
by movie studios. In davtime tv. the
outstanding program developments are
the lessening importance of soap op-
eras. and the increasing importance of
personalitv-tyvpe shows.

o

2. Clearances are improving.
Among the top 100 markets. 25 have
gained or will gain over the summer
an additional station as compared with
last September. But full competition
between the three major networks in
the top 100 markets is still not possi-
ble. Ouly 23 of them have three or
more vhi or three or more ubf sta-
tions. Washington is tackling the difh-
cult allocations problem through ex-
pert comnittees and hearings to see
how much de-intermixture of uhf-vhi

markets can be accomplished.

3.

This i a result of increasing set sat-

Costs are continuing to rise.

uration, competition between the net-
works for stars. rising program pro-
duction and union scales, but the fo-t
advertisers are waiting in line to get
in testifies to the effectiveness of tv
and the fact that its eost-per-1.000 js
compeltitive with other media.

4. More alternate-week sponsor-
ships feature buying trends. With
buying not quite finished for the fall,
there are 00 alternate-week
scheduled. In October last year
were 58 alternate-week sponsor-

sponsor-
ships
there
ships. Single show sponsorships have
down from 83 last vear 1o 60 so
far this coming season.

gmle

5. Major programing changes are
nnderiway, particularly on CBS TV.
(For complete charts of fall nighttime
and daytime network television line-
ups. see pages 90-95).

iy

e 11 tsnnpssatbintieny

SPOT RADIO TRENDS

(Complete report starts page 154)

" st asbatn el

l. Morning-only buying is giving
wav (o more balanced approach,
Advertizers

ingness to

this fall are showing will-
buyv zll time periods in
many cases. Nighttime radio has been
made more attractive through rate re-
ductions and admen are less concerned
with television competition. What's
being considered today is just what the
radio buy itself delivers rather than

what's going on in tv at the same time.

2. Bayers view spot radio as bet-
ier buy now than it’s ever been
if i's used creatively. Manv of the
points sellers of time have bheen mak-
ing over past seasons are beginning to
ke reflected in views of buvers (see
quotes from buvers in text and dis-
play of spot radio pages).

SPONSOR



3. Specialized programiug contin-
wes Lo grow. Negro, Mexican- \mer-
ican are probablv fastest growing <pe-
cialties. Negro progranming is cavried
by at least 590 <tations this vear,

. SPONSOR predicts spot radio
billings will continne rising, Ba-ed
on its research in each bhranch of the
air nredia, SPONSOR in s is=ne makes
predictions of trends underway aud
trends 1o come, The indications are
spot radio will continue growth which
has carrvied throngh Vs big surge.

5. Stations hace recvamped pro-
graming structures to  coineide
withe listening  habits.  There ave
more “service” packages of news, traf-
fic and weather reports. Empliasis on
local and regional news coutinues,

e e

NETWORK RADIO TRENDS

(Complete report starts page 170)

srasaL et

s

L. Buying patterns are becoming
more flexible. The flexibility offered
by network radio can be dnided into
three types: (1) a greater variety in
the length of announcements, (2) flex-
ibilitv in the size of station lineups.
(3) more chances for “scatter buving.”

2. Changes in programing will be
featured by tiwwo contrary trends.,
long shiows and strips. Both trends
permit sale of low-cost short units.

3. Adrertisers are less interested
in single-show sponsorships and
more interested in cuwmulative au-
diences. The decline in listening dur-
ing any one period of time is reason.

d. New rate cards will stress the
single rate. \ctually, the single rate
had been in effect hut had been hidden
by complicated discounts. ABC ha-
had single gross rate since last vear.
VMuatual stituted single eross rate and
single discount on 1 July. CBS has
worked out single rate card. NBC 1=
expected to {ollow zuit.

5. Networks are still experiment-
ing with a variety of program
ideas. ABC is seeking answers through
research; CB3 is stressing stars, i~ al-
so showing interest in d.j.’s: MBS is
starting shows to give the web a “per-
sonality”: NBC may adapt the Voni-
tor concept to weehday =, R

1T JULY 1955

PROGRAYM EVOLLUTION

Situation comedy trend touched
off by CBS TV "l Love Lucy"
is waning even though "Lucy’
itsolf stayed on top this past
season. Imitators clogged air,
were dropped left and right
this year. For comments on
nexi fall's tv programing see
columns, pages 16 and 32,
and Net tv starting page 86.

WEEKEND RADIO

'Monitor,” new NBC Radio
weekend-long program, puts
spotlight on weekends. [t
spurs trend already underway
to sell weekends harder. In
picture executives of Miller
Brewing and its agency fete
“"Monitor" announcement buy.
(L. to r.} Vernon S. Mullen,
Jr., ad mgr.; Edward Boll,
Mathisson, Milwaukee; George
W. Diefenderfer, central div.
mgr. radio net sales, NBC;
Carle Rollins, NBC salesman;
George Gill, Miller r-tv exec.

FIRST BUYING TEXT
Over past season admen and
industry executives made im-
cortant contributions to field
of timebuying with talks before
RTES Timebuying and Selling
Seminar. Show after 12th ses-
sion are Gordon Gray, WOR
v.p., moderator; Dan Denen-
holz, research & sales promo-
tion head, Katz Agency: Moax-
well Ule, research v.p., K&E.
(They discussed ARF ratings
report.} At right, Claude Bar-
rere, chairman RTES seminar
committee. 40,000-word digest
of seminars starts page 209.




TELEVISION AND RADIO

A

ABC President Robert E. Kintner
suggests  advertisers increase air
epending, warns them not to for-
get radio’s efficiency and economy

N\BC Pre<ident Sylvester 1., Weav-
er urges radio-tv combination buys
like “Color Spread” for excite-

ment and “Monitor” for repetition

““y (

(vice to admen on Lall buying

CBS TV, notes that

J. J. Van Vo'kenburg, president,

never before
have advertizers invested
work tv so early in

7

Tv and radio presidents offer variety of tips on two changing media

For greater clarity, sPONSOR arvanged comments (and portraits above)

of network presidents according to those heading both radio and tw

webs, those heading tv only. those heading radio only. In their

statements they speak as salesmen to buyers of radio and tv time.

TELEVISION AND RADIO

Al
r \

Robert E. Kintner, [)re;i(lent ABC:
If I were an advertiser, | would, in
the coming season, do what most na-
tional advertisers are doing—raise the
proportion of my advertising budget
invested in broadcast media. But, un-
like many advertisers, I would make
certain that a fair share of my total
network broadcast budget was ear-
marked for network radio. In allocat-
ing a balanced radio and television
budget 1 would be following the lead
of some of the country’s leading ad-
vertisers—the Carnation Co., General
Mills, Pabst Brewing Co., Firestone
Tire & Rubber Co., General Motors, to
cite a few—and thus assure the great-
est return on my broadcast investment.

One mistake many advertisers make
is not buving radio. or buying radio
as an afterthought. with the result that
they make a network radio investment

46

way out of line with the television
buys. Television has so quickly be-
come the dominant national advertis-
ing medium that many advertisers
tend to think that tv takes care of all
their broadcast needs—and in so do-
ing overlook the size, economy, effi-
ciency and flexibility that make net-
work radio such a perfect complement
to network television.

In television, the basic problem is
not how much to buy, but rather how
to buy most wisely. For maximum
cost efficiency, 1 would invest in one
or more regular weekly or alternate-
week programs, rather than a costly
once-a-month “‘spectacular.” My rea-
soning is this: The average half-hour
program is ahout 5077 more efficient
in homes reached per commercial min-
ute per dollar invested than spectacu-
lars. which arc at best luxurv pur-
chases. Moreover, in four weeks the

tvpical half-hour television program
delivers over 28.000.000 hotne visits

compared with 11,659,000 for a spec-
tacular.

The regular program offers greater
frequency and continuity, steady “pro-
mot-ability,” greater impact and spon-
sor identification. | would carefully
consider these sound, durable values,
as opposed to the almost hypnotic ap-
peal of the “splash.”

One other factor 1 would consider
as an advertiser. T would not buy a
television program or franchise be-
cause of the “label” it bore. No net-
work has a corner on the market for
sound network television buys. The
mere fact that there will be so many
new programs premiering this fall on
all networks would indicate to me that
I should certainly shop all networks.
Failing that. 1 might be investing in
“pasts” rather than in “futures.”

TELEVISION AND RADIO
A .

—

Sylvester L. Weaver. p‘resident
NBC: Advertising people this fall will
again be hard at work cutting through
masses of resistant data to get at the
hard core of results. But what results

SPONSOR
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Jor, Pu
shaow

“hows

fed Berzmann,
\lnl)l.

suys  every-week
is ~till basic to 1v, seces live
the way out fas

(U1

managing  diree-

will you be looking for? Do you want

the kind of exeitement that gets your
product talked about in millions of
homes? Do you want to build your
prestice an.ong opinion-forming. lead-
er~hip group=? Do you want to gal-
vanize your dealer organizations by
underlining your ad program with
Nlashes of color?

Whether you want any onc of these
1tesubts, or all of them. or still others
besides. you will need a flexible ser-
vice which can be shaped exactly to
vour We at NBC believe we
have the answer in a new concept call-
ing for the combined uze of television
and radio for the maximum advertis-
ing effectiveness and efficiency.

This thinking is a natural outgrowth
of two other developments in sales pat-
terns. The first of thes<e is the Color
Spread, which we developed this year

needs.

as we realized what a powerhouse we
have in color. We planned Color
Spread for use this fall as an extension
of our magazine concept which wonld
permit both large and small advertis-
ers to get in on the impact of color
and the spectaculars. The second con-
cept is Monitor. our weekend radio
serviee. which offers the most flexible
sales plan ever devised by network
radio. Like Color Spread. Monitor uses
the magazine concept and. in this sense,
radio has learned from television.
By gearing both television and radio
to modern selling. one arrives almost
inevitably at the “combination™ con-
cept —the coordinated use of both me-
dia. Here vou have the onlv non-
duplicating combination of national
advertising you can find. Suppose vou

11 JULY 1955

RADIO

Arthur  Hull Hases,  precides
CB> Radio, points out har chent.
who do not v radio <hut thew

sehves off from onedhird of market

MBS President Thoma- F. O N
advises albvort sers 1 1ake wivag
racho’s flexvibiliny and b

- 1

use Color Spread and Monitor a~ your
forms from each medium. On Color
Spread you get impact and demonstra-
tion at the time of your choice the
right time for your product. You gen-
erate exeitement ahout your product
in the trade and at the same time you
sell it on the air. Through Monitor,
on the other hand, vou get flexibility
and repetition of brand-name selling.
The combination of the
gives you the impact of color. excite-
ment in the distribution chain. as well
as on-the-air. brand-name saturation.

This kind of value-pattern in adver-
tising is bound to grow and grow. It

two forms

rules out any undue emphasis on cost-
per-1.000. You can buv advertising
for very little cost-per-1.000 on some
television shows, or in radio. or in
three-sheets, or sky-writing. But if
vou evaluate vehicles like the speetacu-
lars and Color Spread on a eost-per-
1.000 basis, you are missing the point
completely. For such an evaluation
does not take into account the dealer
excitement. the talked-about quality.
the newness interest—the very things
that the spectaculars and Color Spread
are designed to produce.

The spectaculars. Vonitor. and Color
Spread all buttres<s the trend we started
in 1949 with oar plan for rotation of
advertising. In the future we will ~eek
to place even greater numbers of ir-
regular attractions on top of our regu-
lar shows. We will bring our audi-
cnces opera. ballet. ‘the circus. ice
shows and entertainment of all kinds.
as well as great national and world
events. The adverfiser who buys info
a certain blue-chip as<ociation-pattern

of adverticements will get his ads on
a specific night along with other fea-
And he

have agreed to it before we «heduled

tures during the year. will
it, but in a pattern that makes sense
for him and the audience a< well.
The trend iz toward the 90-minute
the  big-time
shows such as our Wade Wide W orld
z-n(l

speetaculars, one-shot

the telementarie~. the electreni
magazines such as our T-/{-T, the «ix-
second billboard announcemnent~ and
network radio’s custom-built weekend
cumulative audiences. These are ali
healthy  advertising and -prometion
trends which we believe will help se-
cure the place of television and radio.
complementing each other. a~ the most
flexible media ever put in the <ervice
of the advertiser.

TELEVINTON
Al

J. J. Van
CB="TV: At no period in the pa-t have
~o many advertirers imvested in
work television <o far in advance of

the fall ~eas=on.

Volkeuburg. president

net-

Thev have made their fall televi<ion
plans particularlv earlv this vear in
order to assure for themselves the hest
program= in the best possible tlime
periods. This applies not only to night-
time television but to davtime a~ well.
and clearlv establishes the advertisers’
erowing recoznition of davtime tele-
vision’s tremendous values in reachine

iContinued nei( page)
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the housewife at the very tinie she is
making up her shopping list.

Furthermore, advertisers recognize
that this fall television will exert a
greater influence over Americans than
cver before.

By October there will be more than
306,000,000 television families—4,000.-
000 more than a vear ago. Of equal
importance, this larger audience will
spend even more time watching tele-
vision than last when the
monthly average reached as much as
five hours and 33 minutes a day—an
all-time high.

Americans will devote so imuch more
time to next fall because
there will be so many great new pro-
grams to see. Day and night. the net-
works are planning startling new se-
ries, revealing new, intriguing pro-
gram concepts and introducing famous
names. new to television, including
established performers, writers, pro-
ducers and directors drawn in increas-
ing numbers from the stage and mo-
tion pictures.

Those advertisers, planning well in
advance, can look forward confidently
this fall to the most productive selling
season in television’s history.

season

television

TELEVISION

r A N

Ted Bergmamn., managing director.
DTN: Spectaculars may continue to
come and spectaculars may continue
to go. but the hard core use of the
television medium at the network, 1e-
gional and local level will always he
contained in the sponsorship of the
half-hour drama in the nighttime and
the quarter hour in the daytime. Due
to their ability to garner viewers week
after week and year after year, these
programs constitute the efficient “bread
and butter” advertising and entertain-
ment effort.

Television station operators and ad-
vertigers alike have discovered at least
one of the facts of life regarding our
great ubiquitous industry: as a result
of this awareness, the live show. in
quantity and frequency, is fast joining
the brontosaurus. Live studio pro-
graming requires lots of people behind
the caniera in addition to real estate
and equipment. Once a live show is
aired, it is gone forever. Unless the
audience was there at the precise 1no-
ment, no amount of merchandising
effort will recover the lost sales. The

48

answer is obvious—and so is the ob-
jection—-film and its high cost. But
need it be high? Suppose. Mr. Spon-
sor. someone told you that your live
program could be filmed for a small
{raction above its current live costs?
Suppose further, that this film could
be replayed under your sponsorship
for free? Third, fourth, fifth, etc. runs
of the same program could then be
had with a small cast repayment. What
would you say?

Ol course, everybody says “show
me” and that is just what we are do-
ing. Ninety-four organizations con-
sisting of advertisers. agencies. film
producers and broadcasters have pa-
raded through the Du Mont Tele-
Centre in New York viewing demon-
strations of the Du Mont Electronicam
since our initial unveiling of the sys-
tem: and with the exception of a few
hard bitten cynics (there are always
a few of them around), the enthusi-

read newspapers. These people repre-
sent more than a third of the U. S.
buying publie. Radio is the only me-
dium most of them ever come into
regular contact with,

Needless to say, radio provides far
more than this huge “exclusive audi-
ence.” With sets now in 967 of U. S.
homes, radio reaches practically every-
body. On the average, it reaches nine
families in 10 for more than 17 hours.
every week. And despite the number
ol new stations that come on the air
every month, it is the network stations
and the network programs which at-
tract the largest audiences. Even in
the most highly saturated television
markels, listéners prefer network ra-
dio. Of the top radio programs in
television’s 24 biggest markets, 897%
come fromn networks, 107 originate
locally at network stations, and 1%
come {rom independents.

If the amount of time invested by

Complete coverage of network television and

radio appears in suceeeding Fall Facts Basics

sections.

> Network television starts page

86, including complete fall programing lineups.

»Network radio appears starting page 170

R

asm for this live television program-
film method has been unanimous.

We live in an age of progress. We
work in an industry dependent upon
progress. The Du Mont Electronicam
is the result of progress. It will not
only contribute efliciency but, also,
better programing and the resultant
better access to viewing audiences.

RADIO

Arthur Hnll Hayes, president CBS
Radio: The national advertiser who
does not include radio in his schedule
automatically shuts himself off from
a third of his market. Today, there
are still 30 million people who do not
see television, 37 million who do not
read magazines, 18 nmillion who do not

s S
Mg w.%ﬂ‘.ﬂ AN 3 Y
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the listener isn’t sufficient demonstra-
tion of network radio’s continuing
bigh popularity, consider the amount
of money invested by advertisers.
Sponsors are currently spending $130,-
000,000 a vear for time alone to sell
on network radio.

What the advertiser should bhuy on
radio depends entirely, of course, on
what he is trying to do. One of the
most attractive things about network
radio is its flexibility—the way time
can now be purchased in nearly any
size or combination of sizes, to meet
special advertising needs.

Some advertisers see their major
problem as that of reaching vast num-
bers of different people throughout the
week. General Motors. for example,
is sponsoring 18 five-minute newscasts
spread throughout the week on CBS
Radio. and the cumulative effect of

(Please turn to page 290)
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—H /‘( 6CO\ ’ | Another milestone

- SPONSOR brings advertisers

: o N1V
FIRST industry estimates of o
spot expenditures [Dier 15 300,000

- il "2,
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< 12,
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. SPONSOR estimates point up need for regular reports of spot spending by

advertisers to give admen full pictnre of the way media dollar is divided

D pages following appear the first published  almo-t equal the total (gro~~) reported for the
estimates of the spot radio and tv expenditures of  other media. Liebmann’s major media are thu-

many of the country’s leading adverti~ers as gath-  eompletely unnoticed in the “top 1007 hsts cu--

ered in a survey over many months by sroNsor.  tomarily published.

They attest to spot's dramatie rise to majm‘ stature How mi,\lm(]i“g ~uch li~ling.~ can he i nt

as an ad medium. from the fact that the Bulova Wateh Co. 1~ mi~~ing
The figures help in part to fill the great void in  entirely from the ANPA.PIB “top 100.” Yet thi-

spot statistics. No list of ad spending can be ac-  acecount ~pends~ an estimated 86.500.000 for ~pot tv

i curate. SPONSOR’z spot figures show dramatically.  alone—an amount greater than the total fhgnres of

without inelusion of spot expenditures. A good ex-  over 60 of the “top 1007 ba~ed ANPA-PIB.

ample i shown in the caze of Liehmann Breweries. The spoxsor listing make~ no pretense at bheing
Lichmann appears on the very bottom of the “top  complete. It wa~ undertaken to encourage further

1007 U.S. advertisers list based on expenditures in  effort to provide an industrywide ~ervice that would

newspapers. magazines and networks. As reported  give ~pot it~ proper place in the media picture. From

for these media by ANPA and PIB. Liebmann's  this pioneering effort it i apparent that despite the

1954 budget is set at $2.608.326. But sPONsOR esti-  many problems and obstaeles, it is possible to com-

mates that Liebmann’s ecombined spot tv and radio  pile ~pot dollar expenditures. }

budget came to $2.350.000 for the same period. sPONsOR learned during its rezeareh that mo-t ’
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Rank

17.
18.
19.
20.
2110
22.
23.
1)4

) =

25.
26.
27.
28.
P23
30.
J1I.
32.
33.
HE B
335.
36.
37.
38.
39.
40.
41L.
42,
43.
41
43.
16.
A47.
48.
19.
a0.

KOURCES  Bureau of Advertising of ANI%A,

advertizers and agencies would wel-
come regularly published spot esti-
mates  with enthusiasm.  Most  are

aware of <p0t= growing size and im-
portance. but a surprising number are
not. By no means untypical is this ad
manager’s commnient: “We have so
many divisions. it would take a lot of
tine to do the accounting joh. We
iust haven't done it and we don’t know
ourselves what we spend in spot.”

Said another who complained of the
same problem: I haven’t the vaguest
idea—when you find out what our
spot expenditures were last year. please
et me know.”

FO R TH E F I R S T T I M E = 1954 advertising expenditure | '

Advertiser

General Motors Corp. . ... .. ...
Procter & Gamble Co. . ... .....
Colgate-Palmolive Co. . .. .. ...:.
Ford Motor Co. 5090
General Foods Corp. .. ... ... .».
Chrysler Corp.
General Electric Co.
Lever Bros. Co. . ... ... ..s..v:4
Gillette Co. .
R. J. Reynolds Tobacco C()a . . S
General Mills Ine. .. ...
American Tobacco Co.
Distillers Corp.-Seagrams Ltd. ...
Liggett & Myers Tobacco Co. . ...
P. Lorillard Co. ... ....... 30 ® e o
National Dairy Products Corp. ...
American Home Products Corp. . .
Campbell Soup Co.
National Distillers Products Corp.
Swift & Co. g y
Schenley Industries Inme. . ... ...
Goodyear Tire & Rubber Co. .. ..
Sterling PDrug Inme.. .. . . .0 v oo s e
Quaker Oats Co.
Kellogg Co. . ............... .
Pillsbury Mills Inc. . ... . ... ..«
Bristol-Myers Co. ,
Miles Labs., ... .. ... e ens
Standard Brands Inec.
Westinghouse Electrie Corp.
Philip Morris Inc.
American Motors Corp.
S. C. Johnson & Sons ... ..
Radio Corp. of America .., ... .
Studebaker-Packard Corp. . ... ..
Philco Corp. . .. ... . it cvew
Borden Co.
Amer. Telephone & Telegraph Co.
Armour & Co.
Texas Co.
Coca=-Cola Co.
E. 1. du Pont de Nemours & Co. .
Carnation €Co. ........ . cvon.ua.
Serntan Co. ‘
Monsanto Chemical Co.
Nestle Co. .. ..., . ... cv.. =
Firestone Tire & Rubber (‘0. .
Int’l. Cellncotton Prodnets Co. ...
Johnson & Johnson ..,... ...
Eastman Kodak Co. .. ...

...... “ o ® . .

A s 8% a w s o

...................

In many places sroxsor found a
ready sympathy for its endeavor to
develop spot figures. and the amount
of co-operation by various companies
was greater than anticipated.

Basis for spot tv spending estimates
of three soap companies was N. C.
“Duke” Rorabaugh who makes regu-
lar estimates of spendlng by soaps and
other products based on his Rorabaugh

Spot figures melude produe

The sources from which SPONSORJ
We‘

obtained the estimates above muist

remain confidential. For
niost part, they can be assumed to
be substantially correct. Where no
information at all is available, the
words ‘‘no estimate’’ appears. In a num-
ber of cases the amounts were so

small as to be considered negligivle.

Report on spot tv activity.
referred to are:

Colgate and Lever Bros.

Rank order of advertisers in the list
below is based on their expenditures
in newspapers. supplements. magazine

PIR with SPONSOR estlmates for spot.

Companies
Procter & Gamble,

Estimates of ““under $25,000 fall into
Blank means that
the company is known to have used no
Liquors, which are by custom
barred from radio and television, are
described as ’

spot at all.

this category.

not eligible.’

Automobile

Total Newspapers General and Network Network Spot. Spot
in 4 media only- and Supplements Farm Magazines Radle Televislon Radio Television
$72,036.827 $37,391,415 $20.560.238 $ 3,780,932 $10,304.242 S$3.000.000+4- $5.000.000 \‘:
49,836,201 7,251,400 6,543,905 12,339668 23.701.228 S§1,750.000 S$10.500.0 "
33,607,968 10,990.682 3,713,779 4,813,770  14,089.737 81,750,000 $3.000.000 ¢
32,518,927 17,999,652 7,802,561 774,408 5,972,306 83,000,000 $6.000.0 le
32,418,050 9,351,441 10,037,913 3,300,129 9,728,567 no estimate $3.200.000 I*
29,751.899 11,787,596 7,276,136 1,867,212 8,820,955 $§3,000.000 $1.500.0 »
21,262,506 3,792,542 9,558,916 949,500. 6,961,518 $200,000 $220.000 i
21,050.751 6,803,797 2,561,151 4,171,376 7,214,427 S8750,000 $1,250,000 ‘u
20,744.721 2.296.936 1,344,955 5,562,378 11,510,452 —— &
~.. 19,500,175 3,100,393 2,799,914 1,770,940 11,828.928 S1.600.000 $1,900.000 y;
% 18,098,358 3,186.138 3,557,233 3,724,388 7,630,599 $375.000 $750.000 |
17,663,577 2,623,775 4,028,033 1,526,617 9,485,152 $500.000 S$600,000 !
16,416,836 9,815,375 6,601,461 - not eligible not eligible i
15,148,774 3,628,065 2,467,438 2,291.452 6,131,819 ____ e —] y
13.954,647 1,202,477 2,781.481 3,300,830 6,669,859 no estimate $1,200,000.§
13.008,123 3,338,891 2,972,715 812,300 5,881,217 $400,000 $910.000 g
12,655,874 1,587,823 2,058,815 3,474,699 5,534,537 $1.500.000 $1.500,000 §.
11,767,988 1.567,374 5,081,057 573,195 4,546,362 S$100.000 $500.000 ,
11,527,200 6.718,375 4.808,825 not eligible not eligible ||
11,038,835 2,971,310 2,117,914 3,048.726 2,900,885 mno estimate. no estimate i
9,441,430 6,157,600 3.283,830 not eligible not eligible §,
8,978,809 2,267,630 4,743,546 333.622 1,634,011 no estimate no estimate |
8.919,299 2,822,348 1,854.212 3,518.756 723,983 S1.500.000 $1.000,000 §
8,799,180 2,136,409 2,726.988 1,570,399 2.365,384 S8$200,000 no estimate §
8,746,510 1,059,120 1,513,361 1,910,402 4,963,627 wunder 8$25.000 no estimate§
8,183,782 907,095 1,516,827 2,049,177 4,010,683 wunder S25.000 under S25
8,255,450 922.532 3.010,210 1,484,437 2,778271 S8$350.000 no estim .ltﬁ
8,109,116 319.010 921,639 6,172.592 695.875 mno estimate $4.000.000
7,926,186 3.740.8377 3.048,647 1,136,662 S$250,000 S$1.600.000
7,862,273 2,184,427 2,056,236 - 3,621,610 no estimate no estima
7,691,243 1,245 847 1.652,886 1,126,951 3.668,559 S1335,000 $91,000
7.492.520 4.015,528 1.958.167 40,477 1.478,318 no estimate no estimat
7.213,065 1.626,338 1.007.496 1.865.201 2,714.030 no estimate no estinaty
7.210.115 1,569,702 2.866,555 883.275 1.890.583 S$1.000,000 $300.000
6.748.754 5.121,118 1.329,396 - 298.240 no estimate no estimat
6,598,872 1.319.976 1.200,514 1,316,962 2.731.120 neo estimate no estimate
6,431,896 2.811.797 1.636.358 - 1.983,741 87350.0600
6,399,801 85.825 5,198.394 815,582 = ° - i -
6,397,025 2,413.162 2,107,475 661.509 1214579 no estimate no e'stinmtdI
6,168,586 2,172,663 2635,722 881.582 478619  S950.000 i e
6.082,929. 1,558,936 1.701,464 459,609 2.362.920 $2.000.000 $2.000.000
5.714.859 818,794 4,154,877 = 741.188 no estimate no estimate
5.548.371, 1,652,413 814,902 1,887,465 1,163,561 no estimate no estimmate
5.266.153 396,192 3.864 A 4865797 no estimiate no estimate
5,236.117 4,101,841 865.129 .= 269,117 no estimate $900.000
5,223.567 3.314,852 1.307.751 116.206 1,424,758 8750.000 8750,000 |
3,144.177 _ 949,385 1.870.252 766.935 1.557.315 no estimate no estimate
5,037.912 1.635,247 2.557.869 107,966 436.830 no estimate no estimate
4,991.653 878.393 3.915.499 — 200.763 under $235.000 S125.000
4,829,543 1,708.188 3,121.055 - —_ — N



|
% . .
| are estimates of net spending

ompany cstimates include¢a-op expen-
iturcs, for purposes af comparison with
he newspoper figures, Newspoper ex-
renditures reported above, however,

o not distinguish between company and
caler shares, but are estimates of total
ollors, while SPONSOR's ¢pot estimates
lake inta occount only the compony
karc. Note thot when spot figures are
dded to o company’s tatal ad dudget it
s t'kely to change that firm’s ronking
which paints up the pressing need for
uzh estimotes to camplete the picture.
ost figures shown include product on
bosts, are estimated actual expenditures.

Pleose note:

six major media |

Advertiser

National Risenit Co. . ... ... ...
Aveo Mfg., Corp. .. ... . . .... .
Wm. Wrigley dr. Co. ... .... ...
Socony-Vaennm Oil Co .. ., ...
Rexall Prag Co. . . ... .. ... ...
Andrew Jergens Co. ... ... ...,
Helene Curtis Indostries Inme. . .
Kaiser Motors Corp. b f
Jos. Schlitz Brewing Co. ... ...
Gulf Oil Co. . ... ... .. ......
Brown & W lllmmuyn Tulmvvu Co.
Scott Paper Co. . .., . .........
B. F. Goodrich Co. . ;. +v.:. ..
Hiram Walker A
Sunbeam Corp. . ... ... .. ... _..
Anheuser-Buseh Co.
Pepsi-Cola Co. !
Standard 0il Co. of Indiana . . ..
Florida Citrns Commission . ...
Wesson 0il & Snowdrift Co. . . ..
Pabst Brewing Co. ... ........
Sylvania Electrie Prodnets Ine..
Borg-Warner Corp. . . ..., .....
Huazel Bishop Ine. . ... ... ...
Pet Milk Co.
(‘0rn Produets Refining Co. . .
U. 8. Steel Corp. ... ... ... ™.
Alummum Co. of Ameriea , ...
Dow Chemical Co. .. ... .... ..
Best Foods Ime. . .. .. ... ... ..
Donbleday & Co. .. ... ..... ...
Pradential Ins. Co. of Amer. .,
II. J. lleinz Co. NN o
Clorox Chemical Co. .. ..... ...
Consolidated Cosmeties Ine.
Eastern Airlines Ine. . ........
Brown-Forman Distillers Corp.
Admiiral Corp. ... .,...

Sun 0il Co.
Carter Products Ime. .. ... ...
Union Carbide-Carbosn Corp.
Armstrong Cork Co. . .... ... ..
Greyhonnd Corp. .. ..... . ....
Lamhert Co. . ... ... ... .......
Paa American World Airlines lue.
Nallmark Cards Ine. .........
Standard 0il Co. of N. J. .. ... ..
American Airlines Ime. .. ... ...
Mutual Benofit 11, & A. Assn. ...
Liebmann Breweries Ine. ... ..

aud farm wmagianes, network adin
and telesvicion i o AN
and PR AY

to revise the order

1 1‘“‘ (R} et n Lol
cach adsertiser. In arder _

tine st of the top 100 adyertivers in
«F major n

n \

spot ~pending for all of ail-

vertisers, F \

tivers do not even <how up at the hol
tom of the st of adverti~ere be
their spewding in
zinex amd networks 3«
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Tolal

In 4 media only

§1.819.290
1,556,286
1.166,112
1,135,708
1.105.875
1.251.797
1.250.333
4,163.257
1,089,019
4.075,774
4.061.370
3.952.610
3,756.122
3.734,098
3.665,415

3.576,767
3,563.175
3,551,239
3,172,384
3,416,146
3,383.602
3.230,912
3,219,405
3.186.621
3.180.780
3,172,761
3.153.626
3.153,197
3. 149,142
3.134,340
3.061.392
2,977.389
2973.712
2.883.106
2.855.218
2.819.776
2,812.308
2.802.698
2,795,322
2.789.3314
2.747,507
2.718.383
2.701.251
2.683.935
2.665.457
2,641.382
2.635.322
2.628.108
2,617.097
2.608.326

on four medio ot left ond does not include expenditures in spot radio and spot tv

Newspapers General and Nelwork Network Spet
and Supplemenis Farm Magazines Redlo Teievinien Radis
$2.351.007 S 719369 S 660,115  §1,055.594 $2350.000
1,379.852 1,623,208 338.116 1,211,807 S150.000
1.696,520 131,027 1,723.700 612,195  nmo estiniate
2.389,393 1.683.026 363,289 S N6G00.000
85.981 2231977 623,739 L164.175  S300.000
1.110.117 1,441,390 195,195 1172095 S135.000
1,952,681 1.057,291 220,710 1019618 S135.000
1,389,091 1.057,138 1.717.028 no estimate
1.186.560 1.073.497 1.828.992 no estimate
2.0:18,2.12 326.136 T 1,701,396 no estiniate
677,537 1,154.213 132,311 2,100,306 S300,000
287.126 1.157,416 2.208.068 no estimate
7358514 2.026,194 991,071 S250.000
1.821,078 1.913.020 not eligible
141,207 1.332,391 18,365 1,870.452
1.693.231 93.190 1,790.31¢ Y noestimate
1.513.614 850.806 1.168.755 S313.000
1,169.876 81727 1.258.817% 710819 S750.000
591.612 842.236 1,043.832 991,671 T =
1.097.355 1.092.595 1.256.196 no estimate
372,795 427.109 32.100 2,551,298 no estimate
789.859 698,848 1,712,205
722.908 2,039.212 _— 1537285 no estimate
285.218 39916 18,365 2.813.092 no estimate
274,548 - 769,980 2.136.252 no estimmate
1,061,707 1.716.863 266..433 127.758 no estimate
277,645 1,170,775 1105206 __
70,772 1.762,303 1,320.122 no estimate
224,109 792,901 2.131.832 no estimate
923.361 1.463.510 — T17.166 no estimate
2.087.931 911.426 29.586 2419 no estimate
1.239,630 8.525 820,519 908,715 wunder $235.0040
1.231,857 1,458.863 282.992 no estimate
2.330.131 322.675 by
1.,707.173 172.147 217.039 758839 no estimate
2.819.776 S100.000
1,503.530 1.308.778 not eligible
139,465 1.182.811 151.516 1,028.876 no estimate
1.610,937 222,127 962.258 no estimate
10,211 5.225 961.538 1.779360 S110.000
939.235 1.780.77 27500 mo estimate
_ 1.509.017 1.209.366 no estimate
1.716.26C 733.092 = 221.899 no estimate
368.156 1.107.280 316,939 361,510 mo estimate
1.130.703 1.060.334 — e R 171420 no estimate
66.053 210.111 336,598 1.778.620 no estimate
2,389.288 66.266 23.268 1565 8$1.5300.000
2.133.662 191,746 N1.5300.000
1.203.130 39.220 523.350 831397 ____
2.135.829 2497 P 8750.000

Spet
telgvision
$2350.000
S2.000.000
S800.000
$1.5300.000
£300.000
S33.000
S8§73.000
no estimate
no estimate
no estimate
8$7.500,000
no estimate

no ¢stimate

no estimate
S$689.000
SI1.100.000

_—
no ¢espamate
no estimate

no estiniaie
no estimate
no estiniate
no estimate

no estimate
no estinrate
S1.800.000
no estimate

no estimate

no estimate
S65.000

not eligible
no estimate
no estimate
S600.000
no estimate
no estiniate
no estimate
no estimate
no estimate
no estimate
$1.5300.000

$1.600.000
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16 reps tell admen what they consider best buying

opportunities in spot tv and radio this fall

Representative firm executives whose
statements appear below alphabetically
by firm name give admen what they
consider their best buying tip for fall.

Lewis H. Avery, president, Avery-
Knodel: Don't overlook the self-rein-
forcing possibilities of radio and tele-
vision in combination. Here in the
broadcast media. is the greatest op-
portunity to influence public opinion
of your product or your service that
has ever existed for advertisers. Tele-
vision delivers its powerful impact by
monopolizing the two major senses,
while radio is everywhere reinforcing
and reminding the prospect of the op-
portunity the advertisers’ product or
service offers. The adroit use of both
media will pay off at the best odds.

Johu Blair, president John Blair &
Co.: So far as radio is concerned.
there are two important facts for the
advertiser to bear in mind. One is

that. because of the growth in set own-
ership. better local programing and

other factors. there is more listening

to the radio being done in 1955 than
there was in 1944. The second impor-
tant fact is the strong trend toward
self-service in retailing. which means
that brand identification is more im-
portant than ever. Spot radio is the
universally-heard advertising medium
which allows. at low cost, the hourly.
daily and weekly repetition of brand
name and sales story which builds
Lbrand name recognition, and forces
the sale at the point of purchase.

So far as television is concerned.
its sales impact is too well-known to
need repeating here. The important
single fact for the spot tv user this
fall to bear in mind is that more ad-
vertisers are going to use more of it
this year than ever before, choice avail-
abilities are limited, and the adsertiser
who buys early for fall use will have
a better chance at a top schedule.

These are rep executives whose comments appear starting above: . Lewis H. Avery, pres.
Avery-Knodel; 2. John Blair, pres. John Blair & Co.; 3. George W. Bolling, pres. The Bolling
Co.; 4. Merle S. Jones, v. p. in charge CBS TV Spot Sales; 5. H. Preston Peters, pres. Free &
Peters; 6. George P. Hollingbery, pres. George P. Hollingbery Co.; 7. Frank E. Pellegrin,
partner H-R Representatives; 8. Scott Donahue, sales manager for television, The Katz Agency.

7.
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Geovge W. Bolling. pre<ident, The
Bolling Co.: Formula bhoving and pre.
conceived station selection, often de-
ter the experienced binyers from ex.
ercising their own capable judgmen,
thus preventing the advertiser from ae-
guiring many valuable franchises. The
real virtue of suceessful radio and tele-
vision depends apon live, vibrant, vo-
cal hnman beings who lend their in-
dividual personalities to the advertis.
er’s messige,

Henee, progrinns differ from one
another beecause of the persouality of
the talent. Stations alko differ from
one another becanse of the eudeavors,
judgnient. aud reflected  personalities
of their nanagement. The experienced
buver knows these differences. Use his
judgment. Trust his decizions.

Mervie S, Joues. - m cha rge of
CBS TV sSpot Sales: Recenmtly |
looked over several rating analysesx

for daytime <aturation schedles pres.

cuthy on the air on stations represented
by CBS Television Spot Sales. One of
these. a  schedule of 21 announce-
ments, delivers a total of 158 rating
points weekly. reaches 86¢ of the en-
tire market in four weeks. Aunother
19 announcement campaign delivers
151 rating points in one week. reaches
81 of the t1otal television audience
it four weeks. The costs-per-1.000 are
equally impressive: 66c and 73e.
These two cases are typical of the
vesults heing attained on all our sta-
tions with daytime television. a “buyv”
which can’t be bettered in terms of
effectiveness and economy.

H. Preston Peters. presi(lenl’. Free
& Peters: Spot broadcasting is so

broad in s COVCTARE, SO lm\zi‘lllll n
its ~ales elfectiveness, mad <o Henibl
in s arse that 11 1= <ometimes nsed on

Lo bolster results i specilic areas or
coertain seasons.  The fact that it e
Hiver<” in sales and advertisivg inpes
stons when veed even on Hantle
basis snepest< that  there are mam
siales opportnnities missed in advertis-
ing campaign planning i ~pot hroad
casting’s place a~ a national advertis.
ing medium is neglected.

One reason for <uch a lack of un
derstamding of national <pot hroadeast
ing may have been the difliculty in
finding true potential coverage aud
estimating pos<ible cosls  information
which is readily available for other
media. To help advertisers acenrately
extimate what advertising dollar~ will
buy in national spot radio, and there-
by take advantage of new xales oppor-
tunities, we recenthy published a Spot
Radio Guide—with the \. C. Nielen
(:()l”l)ﬂn'\ Aas C()“ill)()rﬂt()r.‘.

George I'. Hollingbery., president
George P. llollingbery Co.: Sponsors
and buyers in both radio and television
are trying to buy the wost circulation
they ecan for the dollar. We at the
Hollingbery  Company know that a
good personality i~ ~ometimes more
mmportant than rating poits aud re
ommend personalities he credited with
from five to 10 extra rating points in
making a decision.

Frauk E. Pellegrin. pariner. H-R
Representatives.  Inc.:  Advertisers
should be prodded by their agencies
this fall to reexamine all media buys
in print and outdoor media. Tele-
(Please turn to page 292)

9. Sidney J. Wolf, pres. Keystone Broadcasting System; 10. Robert Meeker, pres. Robert Meeker
& Assoc.; 11. Tom McFadden, v.p.——director NBC Spot Sales; 12. John E. Pearson, John E. Pear-
son Co.; 13. Lloyd George Venard, pres. Yenard, Rintoul & McConnell; 14. Wythe Walker, pres.
Walker Representation Company; 15. Joseph J. Weed. pres. Weed TV; 16, Adam J. Young
Jr. pres. Adam J. Young Jr. Inc. Their comments provide over-all look at spot trends.

10.
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Program trends of 779, of radio, 867, of tv ontlets shown in ‘Buyvers’ Guide®

Churts on these pages map out for agencymen and sponsors the
patterns of today’s local-level programing specialties in the U.S.
Based on a survey of all U.S. radio and tv outlets. the job of sifting
these facts for the recently publi-hed 200-page 1955 Buyers’ Guide
involved eight months of work. More than 50,000 local air facts had

to be compiled. PRESTIGE?

IR MRS et

Highlights of the study: 9277 of the responding radio outlets carry SU% AT e e s of 508w ]
popular music shows, and more than 109 of stations carry 75 or more L =
: ~Q07 . T T i
pop music hours per week. Some 7877 of stations now carry concert R e o ‘m
music, up from "54 level. Other stepped-up specialties: farm program- T ™ I"
ing. Negro radio, news, religion. il ~ERE

Two charts below, compiled by Project Director Karolyn Richman,
show broad trends of radio. highlights of tv programing throughout
U.S. Chart at right shows state-by-state portrait of radio programing ‘
at local level. broken down Ly specialized program appeals to audi- =~oeE, WITH &
ence segments. It shows how states often vary in programing tastes. PR

Profile of local radio programing based on SPONSOR’s ‘“Buyers’ Guide”

% Total % Total
Respondents Respondents
1954 1955 1954 1955
Davtime stations—snnrise 16 SUNSCL  oiiiiieiniiseeesis .. 33%* 29¢; * Stutions scheduling local farm pregramis . 61% 70%
Stations on air to midnight ..o, 51+ 54 * Farm specialists (3 wkly hrs or more) 41 31¢,
R Stations programing past midnight 18%:* Te* Stations scheduling homemaking programs .......... 469 61%
Stations on air 21 hours per day ... S5C:* S * Stations programing to a Mexicun-Amcrican
A Stations affiliated with national networks ... 509 509, . audiencc : ] 7% 7%
D | Iodenendens stations T som s f Sulons prosremioe to ower Morcign leutiyy N
Stations programing popular music c.oceeciiicienininnn. 88, 927, Stations prograniing to s Neri) andignes = 259 200, =
I Pop music specialists (753 wkly hrs or more) ... 8% 12% ! Stations offering play-by-play sports. ...... . 35% 59
O Stations programing concert music ...o.eeiono... veevines 61 G0 8% Stations scheduling daily new-casts ... . 929, 98
Concert music specialists (10 wkly hrs or morce).... 9% 23% Stations subseribing ta a national news rervice....... 82 96 %
Stations programing folk music ............. Criereeerneenanne 66 % T Stations subscribing to a tramseriptian lihrary
Folk mmsic specialists {10 wkly hrs or more) ... 11, 16 9, service i ... 1o RO, SV D, . 67% -81%
Stations schednling religious programs .....c.cveee... 540, 83%
Religious specialists (10 wkily hrs or more) 6 17T% *Totals exclude Canadian respondents

1954 based on questionnaires from 1568 stations: 55% of U.S. stations and 33% of Canadian stations on the air as of April 1, 1954
1955 based on guestionnaires from 2172 stations: 77% of U.S. stations and 66¢; of Canadinn stations on the air as of April 1, 1955

Profile of local television programing based on SPONSOR’s “Buvers’ Guide”

T
No. of Stations % Total No. of Stations % Total
E Frograming (1955 only) Responding Respondents Programing (1955 only) Responding Respondents
L Stations offering daily local newseastsi......... 364 96 ¢ Stations scheduling afternoon films .ooeveniiee. 0 228 609,
E Stations offering local newsreel coverage........ 191 50% Stations scheduling early evening films ........ 125 33%
. Stations offering daily sportseasts ... KEOOOCoo000s 319 859 Stations scheduling late evening films ..., 318 83%
V Station= offering play-by-play sports coverage 130 34% Stations programing (at lcast partly) for a
I Stations offcring loeal homemaking programs 319 96 ¢ specialized  audience  ..ooiiiivvveveveniiniiien,, 35 9%,
S Stations offering local ehildren’s programs.... 351 924, Stations affiliated with national networks ... 124 91%*
Stations offering variety shows . OO0 265 70G, Stations affiliated with natienal sales repre.
l Statiens featiiring hillbillscwestern variety.... 131 36% SEHIRTIVES  tiiiiiiiiieiiiiii e arteie e eee sreeenendesaasans $36* 99, *
O Stations offering farm service programing...... 207 369 Statiens with vhf channel allocations .......... 326% 20, *
. Station~ offering syndicated films ... 312 82% Statiens with uhf channel allocations ...oo....... 125* 286G, *
N | Stations offering daily feature films o 361 95 %
L | Station~ scheduling moeuing Glnts oo, 6.1 16% *Bascd on total of 451 stations ou air as of April 1, 1953

54 SPONSOR




How trend toward radio station specialization varies hy states

No  ®y this Btatiens smphasizing thews tight gregr m appealn
of sta- s ot )
f(ons re- slate /7

porting total Cencert Farm F alh Forsign Menfean Negre Rel g
v v No. ‘e No. ®e N, L Nes. ‘e Ne S Ne Ne N

ALABAMA S8 65 b T 12 a2l) U b L o AT |
ARIZONA 20 ¢o}) }o(15) 3 (13) b2 I 4 5 12 tiny 110
ARKANSAS 39 (78) 1 ¢ 2) 17 3 7 «18) i) ( ) 0 t5Dh 5
CALIFORNIA 120 (38 b1 (30 26 @210 1% (13) 32 (260 51 (3lv 28 42X )
COLORADO 30 7Ty 8 (260 11 (46) 6 20 1 (1H T 2 ' o3

- CONNECTICUT 26 93) 8 (31 2 (4 ( Y 1t 151 ) 3 (1 3 (D

T DELAWARE 7 1000 2 8 2 (28) () () () 2 428 1 (n
DISTRICT OF COLUMBIA 8 (89 3 (31) 2 (23 2425 { 3 202
FLORIDA 8) 8y 25 B 7T (& 13 (16) 6 (7 ¢ % 38 G7T) 3 @ 12 h
GCEORGIA 66 (750 11 (1Y 9 (3 25 (38) 2 ( 3) ( p 38 375 2 0 b 2 g
IDAHO 18 (18 6 (331 11 (61) 2 Iy 01 6 )
ILLINQILS 69 (78) 13 (19 29 (12) 6 (8 8 (1 [ I ) 1 o 9 113
ENDIANA 1T (82) 6 (13 21 (15 3 (6 5 (10) ( T 1) 2 4y 6h LD
IOWA 45 (86) 8 (18) 27 (60) 3 (D 6 (13 (Y 1 2y 6 (13) 3 p
KANSAS 31 (75 8 (23) 13 (i 3 015 2 (6 () I @3 3 200 |
KENTUCKY 40 (78) 4 (1O 1+ (33) 19 (7 1 (3 () 15 38y ) 120)
LOUISIANA a1 (7 5 (12) 6 (1} 9 (22) & (19) ¢ ) 23 36y T 1Ty 9 2
MAINE B (93 2 {13r 6 (10 T B A R v () | 2 01
MARYLAND 2 (92) 4 (13 12 (15) 5 (19)  + (15] 8 (3 1+ (5 1 15
MASSACHUSETTS 16 (87) 19 4 T (15 () 25 (53h ) 3 060 011 (217 3 ( 64
MICHIGAN 55 (71) 19 (31 17 (31) 1 (2) 16 (29 ( Ly (25 1F (250 12 22
MINNESOTA 36 (753) 7 (19 15 (42) 9 (25) 10 28 4 ( 1y 2 (5 7 (19
MISSIsSIPPI 35 (61 5 (14) 7 (200 10 <28 1 (3 (3 26 (71 1 (3 (200
MISSOURLI 50 (83 6 (1) 2+ () 11 200 5 (9% (. 7 (13¢5 (9 13 (2h
MONTANA 18 75) 3 (17) 7 (3% 1 (6 2 (1l ( t ) () 5 128
NEBRASKA 23 (83 3 (13) 14 (61) () 3 (13 . ) (Y 3 (13 5 a2
NEVADA 6 (50) 2 (33) 2 (33 () { (3 3 (0 1 On i
NEW IIAMPSIIRE, 8 (66) 3 (38) 3 1(38) I (13) 5 (63) ) C) 1 3 1 a3
NEW JERSEY 20 (1000 8 (40) 3 (139 1 (5 10 (50 L) 10 KB 3 23 3 115
NEW MEXICO 26 (81) 10 (38) 4 (15 6 (23) 2 1 8 14 (361 0 1 (kb2 8
NEW YORK 93 (84) 32 (31 29 (31) 3 (3) 36 (39 ( % IT (18r 16 1172 O
NORTII CAROLINA 89 (77) 11 (12) 31 (3H) 30 (33) () () &% 6O () 22 12
NORTII DAKOTA 16 (1000 2 (135 10 (63) 3 (18 1 (6) ( () () 5 i
(31 110] 65 (83) 16 1(25) 25 (38 g (9) 18 (27) C 1 20 (30 10 (130 15 W23
OKLAIIOMA 34 (700 2 16) 18 (3 5 (7Y 1 U 34 €7 8 123y 2 6 10 12
OREGON 38 (7Y 10 (26) 3 (34 3 (& L (3) () ()Y 12 (31 3 (B)
PENNSYLVANIA 99 (79) 25 (25) 28 (28 1 (1) 35 35 C Y 18 a8 13 1 11 11h
RHODE ISLAND 10 (90) I1¢ 10) 1 (1, () 6 160) ) I 10
SOUTH CAROLINA 44 {80y 5 (1Iy 10 (23) 12 (27 1 &2 € ) 31 3T 2 w12 Ji
SOUTII DAKOTA 16 7y ¥ (W) 7 GO ()Y 1 (1; % 202
TENNESSEE 510 (72 5 (10) 15 (29 22 13) T 2 Y 25 3y 4o 16 31
TEXAS 149 (72) 21 (16) 48 (32) 38 (25 8 (50 36 (38 59 (0 20 13y 22 WA
UTAll 16 (81) 9 156) ¥ (25 ( 1+ 3 (19 2 113} 1 ¢ 60 5 (31}
YERMONT 12 (92) 3 (25) 6 (50) () 3 125 ) #)
VIRGINIA 53 (83) 13 25) 5 (28) 13 125+ 2 9 21 (39 4 11 1200
WASIHNGTON 19 82) 8 16 12 2y 3 (6) S5 (I} 2 b boeg)y 11 22 12 2h
WEST VIRGINIA 31 (H 6 119 9 (29 8 (26) 5 (16 ) T2 Y9129
WISCONSIN 50 (76p 9 418 28 1360 I 1w 16 (32) ) 1t 81 116)
WYOMING 3 (30) 1 113) 2 123 (] ) 1 13y ¢ )

SOURCE: 1955 *Buyers’ Guide to Station Programing,” published by Sponsor Services Inc.

Local radio specialties: Chait above pnints up fact that special- for exampls, while 60 of -tativn- in lowa feature farm <how-,
ized radio programing is closely related to geographic location. Nesre radio i~ -trong in the deep South toften. miore than 306 of
accordding to the interest, tastes of population. Only 8% of radio ~tations will offer Negro ~how-) wlnde it i~ a rarity in Rockies and
outlets in Flocida make a featured specialty of farm programing, npper Midwest. “Specialty ~tation-" are defined in ch.rt at lefi,

l»



Are you plunni
media test for [

2

B&M results show you can relate media to sales

Advertisers considering media tests
for fall will find the experiences of the
Burnham & Morrill Co. of Portland,
VMe., valuable as an indication that
clean-cut correlation of advertising
and sales can be attained simply.
B&M over the past several months has
been testing television (as reported in
issues of sponNsorR from 7 February
through the present). It chose as its
test market the Green Bay. Wis.. re-
gion where it’s sales had always been

e

mnl RIOB I MBI

minimal because the people of the area
were not conditioned to its type of
hean—the high-cost, oven-baked va-
riety. And it has been able to see a
significant sales rise clearly attribut-
able to television in the 23 weeks of
testing reported to spoxsor thus far.

There’s nothing to confuse the pic-
ture in the B&M test. It used no ad-
vertising in Green Bay last year. This
vear it turned to a $12.500 26-week
tv campaign. Meanwhile no other fac-

z
sk

B&M SALES SECOND HALF OF JUNE 1954 vs. 1955 i
18 oz. 27 oz2. brown bread
LA S 1954 vs. 1955 1954 vs. 1955 1954 vs, 1935
AREA A (50-mile radius of Green Bay) i
1. WANITOF OC, F'IS. 0 25 75 0 0
2. OSHKOSH, FiS. 80 40 60 30 0 0 :
3. APPLETON, WIS. 80 190 75 100 0 100 :
4. GILLETT, WIS. 40 20 150 50 10 0
E 5. GREEN BAY, I'IS. 280 3530 485 260 0 170 :
: 6. VENOMINEE, MICH. 0 0 0 0o 0 :
" TOTALS A 180 800 795 333 10 270
AREA B (50-100 mile radius of Green Bay) :
E 7. FOND DU LAC, WIS. 50 50 0 10 0 0 :
‘ 8. STEVENS POINT, WIS. 70 60 90 0 0 0
9. TAUSAU, ¥'IS. 100 0 30 0 0 0
10. NORIWAY, MICH. 70 330 0 375 0 60 g
11. SIIEBOYGAN, I'IS. 20 80 10 60 0 20 z
12. IFISCONSIN RAPIDS, W'1S. 30 30 10 10 0 0
TOTALS B 340 570 140 435 0 80
TOTALS A & B 820 1,370 935 %90 10 350
: Grand total second half June 1954: 1,765 DOZEN CANS

Grand total second half June 1935: 2,710 DOZEN CANS

tTelevIsion campatgn began 24 January 1955

56

1955 SALES AFTER 23 WEEKS

OF TV: 16,874

1954 SALEs FOR SAME PERIOD
3,300

(NO TY):

tor had changed in the market. Ergo
it’s television which has made sales
jump.

In each issue of sPONSOR since 21
February a report has appeared on
B&M sales compared with the same
period last vear without television.
With some exceptions the pattern has
been one of substantial increases for
each period. In the period currently
reported for example (see box at left).
B&M sales for the second half of June
this year were 2,710 dozen vs. 1,765
dozen last vear.

These statistics do not tell the entire

story, however. Last year B&M gave
grocers a d0c per case promotion al-
lowance during the latter half of June.
And there’s no allowance this year.
[t’s apparent therefore that exceeding
a previous sales level which had been
swelled by a promotion allowance rep-
resents important progress. And more-
over B&M sales for latier-June of 2.710
dozen were 1,000 dozen over the first
half of the month, an unexpectedly big
jump since 1,700 dozen had begun to
look like a plateau point for the prod-
uct.

The B&M test campaign is carried
on WBAY-TV. Green Bay. and con-
sists of six weekly aunouncements,
mainly in afternoon and morning time.
No merchandising or point-of-sale fol-
low-through has been used.

Sales are reported to SPONSOR exclu-
sively as soon as they are tabulated by
B&M's broker in the territory, Otto L.
Kuehn Co. of Milwaukee. The figures
represent sales at the wholesale level
in 12 communities in the area covered
by the station. * k k

For back copies of SPONSOR
covering the entire test period,
write to Sponsor Services Inc., 40
E. 49th St., Newc York 17, N. Y.

SPONSOR




TIMEBUYERS OF THE U.S.

listod by citios. agencies and accounis

During the past several years the nmuber of nen wod women engaged o timebuy ing has

vastly inereasedl. AL some il agencies tmebuying persounel has donbled and tripled overmght.

Furthermore, timebuying personnel is known for frequent <hifts from oue account o another

as well as frequent shifis 1 job~ ouside the ageney. The confusion in who handles what account,

in ‘i\]‘lll h.‘IH III'H"-"'I:L i “hll i.‘i He'w 'ih ore ()f lll(‘ l)l'()l)l(‘lll* ()f N ])l'()l)l(‘lll-l)(“(‘l ill(lll*lr'\. S()lll(‘

station representatives have worked hard to maintain thorough up-to-date hist~ of timebuyers.

Recently one such hist, prepared by Jolm E. Pearson Co.. was generousty made available to sroxsor’s

readers.  This list contains breakdowns of ageney account ~upervisors and timebuyers by

eitics and acconnts. We publish this JEPCO hst in two parts. On the pages that follow are most

New York hstings. Next issue (25 July) remaining New York and other ety Hstings will appear.

AGEMCY, ACCOUNTS. ADORESS & PHONE TIMEBUYERS

AGENCY, ACCOUNTS. AODRESS & PHONE TIMEBUYERS

R RRATE

ANDEHSON & CAIRNS

IR Wadisan leeso (22400 MU 8-3800

Rootes Motors
Martimson's Coffee & Tea VIC SEYDEL

ATHERTON & CURRIER
120 Levlngton dew, £17), 1LE 2.8795

Brylcreem )
Cuticura Soap } '_';'_“_:E!:_T
Sot's Eamuleian | R
NoOWLOATER & SO
i Hackefellar P f20), 00 nati2ing

SUPFRATSOR — CHENRE B AL Wil by

Eleairic Companees Ay, Pem. )
Atlantic Reblining
b 1)

IL G Bemieds | sy, Frovasy
Yol sty 5 Deabpiisdn y G LE

Nkl IR Ty [remlanifs |
Bruzaiiee Lo, of erth Aol | oppyswp

Charbs b oOHites | Wiy
Yarclbes of Lrounlog

S FERAISOT RICTARD BENHERY

135 Brew. Caollée

Mamiearh Dy, — Ehirwslier
Unived Nir Tane=

P HICHAD
LN HL MY

Kmanse | aols ]
seahrook Farms | paygy, grzes.
| wste Biking i NEM{-FE

Loy M facoiring

Chosler | preex
PPl ponitly Covong | IARTR NS

Hell Telephone
VElinris Reld

Michizan Bell |
Roasieleny §

MARGE
FRFEYW LN

[Resinelly

TEW BATES & OO,
630 Fifth dve. (20}, J adton

ST FRYISOR = 1T sMAd 0

Colgare-Calmodive : !;’!:"':I
PIvental Coan, Etagon Pooslus, | L
Fatmoliv e soap. Palmolive shave | Besrdan®
Cremy &1 ntiond | !I"ll::I:t

*Asalslani

11 JULY 1955

_ . Wi
Continental Baking ' gypengnr
Robh Grafl®

SUPERVISOR  NED MIDGLEY

Brown & Williamson 1 2'},"\"\”“.

S ] JOUN
(Kools) i-‘.'l Y

NORM AN

Viceroy X Tube Rose Snaffy 1 AL
( FUHESTER

[$A]]

11 S0ON
Dan
Monahan®

(ty sets & receivers)
Standard Brands (Roval Desserts,

CBS (. bia, Inc.
I olumbia, Inc T
T
Blue Bonnet Margarine) ‘

SUPERVISOR — M AC DUNBAR

Amernican Chicle  Beeman's Pepsin, ? hON
Chiclets, Rolaids) s CITAPM AN

Analiist ¢ Anahist, Mist-o-plus. ) eppr
Super Anahist) ) SLAYRAUGH

Carter Products (Carter's Pills. ) ¢ ywirnroN
Nair. Arrid sprav Deodorant) { 1HEGINS

FRAMK

awles & MR Candi ll
Hawley X Hoops (MM Candies I s TN

SUPFRVTSOR — JOHN [IAIGHT

Mmerican Sngar Refining Domino,
I ranklin & Sunny Cane Sugars)
Cantrell & Cochranc |
Super soft Drinks l RILL S ARNER
Grocery Store Products Cream of Jack
Rice. kitchen Boinquet | Dovcherty ®
AMinute Maid  frazen fruat juices
\Mortan Packing  frozen meats & pes |
Dromedary cake mises

LYNN BAKER. INC.

720 Fifth ftee. (19), JU 6-390101

MARY .

Pus "N Boots Cat tood R KRR

BBDO
383 Madisen fve. (17), FL 53800

GROUP HEAD  ELENORF NCANL N

AGENCY, ACCOUNTS, ADDRESS & PHONE TIMEBUYERS

American Safets Razor
Boistal Nvers Ban
Iectrolux L FTENORF
Geueral Hledtric Tamp Din r“ thes
General Buabing
GROUP T1EAD

HOPME MARTINDY/

American [obacco
CARIKIE

Nebr o TonE
Revall Drug J

GROT PP 1EEAD \RT BERI N

Bon Am
Miss JAURIF
Rem ngton ATms syt

General Mo Is (Betty Crochery J FIr FLEIU

Suif, Breeze, Swan
Desoto

1thel
Reador'sDhigost

I ever Brothers

MIss MICKERY
MeMICIIARL

GROUP HEAD  TROWBRIDGE FITINAN
Armstrong Cork
Dullont  Cavalcade \ General e
U.Sosteel gripe.t
Ihim ton \Watch  FLEIMAN
I WA
GROUDP HEAD TED MALTOWEK
C. mpbell scap
alont Joron Jeran
. MY
Ceoemitich Rabber T
e ek | I
N Yo sta e Dept of € )mmer
MIT DRED
Res PADOY A

GROLP [EAD B2 100 TUAND

b e oan
Lntcl ¥ 0t
I s~ ¢.v m

Mo ne Nar
MILBRED
PADON A

GROUP P AD AMTTDTEDY LRERIIARD
(urn< Publ«h ng Satur as byenng | spyReia
Pxt,Tales Hmcl una . Hrday { DORD

CROUP HEAD GERTRUDE SCANT AN

K\Y
W Idront RRES FR
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AGENCY, ACCOUNTS, ADDRESS & PHONE TIMEBUYERS

VICTOR A, BENNETT
511 Fifth Ave. (17), MU 7.2186

; | EDWARD
1 KAIIN

Longines-AVittnaue
BENTON & BOWLLES

444 Madison fre. (22), MU 8-1100

General Foods

ASSOC. MEDIA DIRECTOR-M. DONOVAN
ASST. MEDIA DIR. (cereals) — 1. MAIION
ASST. MEDIA DIR. (cotfces) — B, BAI DWIN

Diamond Crystal Salt

Gaines Dog Food }TO'“ MAIION

Post 1'oasties )

Post Tens

Raisin Bran
Sugar Crisp

Bran Flakes
Corn Fetti

Grape Nuts
Grape Nut Flakes
Krinkles

Wheat Meal

. BILL
MURPIY

Instant Maxwcll House Coftee ).

General Foods- | GRACE
. PORTERFIELD
Inst. & Misc.

THESE ARE
AMONG PEARSON
MEN WHO GATHERED

TIMEBUYERS LIST

Bliss Coffee
Regular Maxwell House Coffee
Yuban Coffee

BREN
BALDWIN

Procter & Gamble

ASSOC. MEDIA DIR. — LEE RICH
ASST. MEDIA DIR. (case goods) —RAYMOND HFALY
ASST. MEDIA DIR. (drug brands) —1.EE CURRLIN

. ] BERN KANNER
Tide } Grant Jacks*
Joe Fannelli*

Ivory Snow } rONY LEE

]

Crest | DON FOOTE
J
1

Zest L JOE FANELI

Secret ] jay
Canada (All Products) ( WASSERMAN

o

Prell & Pin-1t }T(').\l CARSON

J

> Assictant
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AGENCY, ACCOUNTS, ADDRESS & PHONE

TIMEBUYERS

Whirl 1 BEN DAVIS

Diversified Produ(‘ls‘ (l)

ASSOC.
ASST.

MEDIA DIR. — M, KIEBLER
MEDIA DIR. —S. ITAVEN

Benson & Tledges
Florida Citrus :fx‘ﬁ::-\l 1
Johnson & Co. | =

Norwich Pharmacal (Pepto-Bismol
Buckeye Cellulose

Grove l.abs

Mutual of N.Y.

P'ream

Pepperell Mfg.

HELEN
KOWALSKY

Carling Brewing

Diamond Match ll)l(lK TREA
Gen. E]cctricJ

Contimental Qil FR"\".“‘(
LIONETTE

Diversified Products (2)

ASSOC. MEDIA DIR. — E. BOWMAN
ASST. MEDIA DIR.—~ D. HARRIS

RUSS

JOHN E. PEARSON
President

American Express |
Assn. of American Railroads |

Cigar Inst. of America
BOWMAN &
HARRIS

(temporarily)

French Govt. Tourist Office
Railway Express
Studebaker

1BM

BERMINGHAM, CASTLEMAN & PIERCE
136 East 38th St. (16). LE 2.7550

Griffin  Polishes fBOB ROWELL

BIOW.BEIRN-TOI1GO
640 Fifth Ave. (19), PL 9-1717
V.P. & DIRFCTOR RADIO/TV — JOHN KUCERA

ISABELLE
Yhils e T ZIEGLER
Philip Morris Tobacco Co. Ltd. CERARD VAN
Armstrong Rubber { yoRSON

Sol Israel*

American Home Products
Bond Clothing Co.
Knickerbocker Beer

Nat'l Shawmut Bank

AL SESSIONS

Pcpsi-Cola
Hudson Pulp & Paper ( SAM VITT

Vice President, N.Y.

AGENCY, ACCOUNTS, ADDRESS & PHOKE

TIMEBUYERS

LEN

B A\Y
cnrus Watch TARCIIER

SUPE RVE()_R — ETHEL WIEDER
(ENNETIL
Procter & Ganble (Fluffo, } ;EARE‘S'

Spic & Span, Shasta) Dorothy
Iloughey®

SLATION RELATIONS MGR.— DON SEVERN

CAYTON
9 East #0th Si1. (16), LE 2-1711
1y
5 D CRANDALL
Chesebrough Mfg. Co. DONNA
QUIGLEY
CIIRISTOPHER, ALLEN CO.
30 East 60th Si1. (22), MU 8-9445
. LOUIS
VR : . FIGENWALD
Various 1\.131.1 Order Accounts LUCILLE
DREIIER

CARL S. BROWN CO.
630 Fifth Ave (20), PL 7-1610

MEDIA DIRECTOR — HERB STOTT

Sterling Drug (Dr. Caldwell, Fletcher’s
Castoria, Z B 1 Baby Powder) | ROSE MARIE
Colonial Sugar [ VITANZA
Hal Oj

BILL WILSON
Vice President, N.Y.

WALKER

BUCHANAN & CO.
1501 Broadway (36), BR 9-7900

Eskimo Pics MILDRED
Paramount Pictures ( INGVALL

CALKINS & HOLDEN
247 Park Ave. (17), PL 5-6900

MEDIA DIRECTOR — THOMAS YOUNG

Oakite
Stokely-Van Camp Food | TivfOTHY
Prcen [ O'LEARY

Prudential J

HARRY B. COIIEN ADVERTISING CO.
41 East 42nd St., OX 7.0660

HEAD TIMEBUYER—BETH BLACK

Block Drug (Amm-i-dent, Green Mint,
Py-co-pay, Nytol)

Groves Labs (Four Way Cold Tablets, BOB KELLY
Fitch Shampoo, Fitch 1deal Hair Tonic)
Glim
Black Draught | ARTIIUR
ITARRISON

Utica Club Beer

IRA GONSIER
Lydia Pinkham

SPONSOR

.




AGENCY. ACCOUNTS, ADDRESS & PHONE TIMEBUYERS

COMPTON ADVERTISING INCL
201 Madison Ave, OX 7.2400
IHENRY CHOCHESNY

IEAD OF bEPI

G COORDINATOR  REPPLIY JONLS

rurter & Guamnble

(rivee

Ivory Flakes *’(;" LA BAY

Dasle ] gonerr
Mene s LYDDFL,

Dus | gewer
Gleent } MILLIGAN

Ivory Soap | rpeLny
Stetling Drug (Lirrin) | CORDANI

Sandard  Brands l CENFVIEVE
Personal Produdds (Yes Tissnes) ‘ SCHURBFRY

Chase & Sanborn Cofee )
Inscant Chase & Sanborn Collee l};“ SEMEL
Tenderleal Tea | AL RITTER

Instant Tenderleaf |(‘;I]

MARTIN

MK, Goetr Brewing L
¢ CRIR D ANSES

RAY HENZE

decpount FExcecutive, \.Y.

ROBERT CONAHAY & ASSOCIATES

270 Park Ave., KL 5-6017

DOROTHY E.

“hesapeake & Ohi
Chesapeake & Ohio 4 LB SCO

CUNNINCIEAM & WALSH

260 Madison fve. (16}, M{' 3-4900

P & MEDIA DIRF(L_I'Q‘{—-.\'F.\\'\I\\' F. McFVOY
GROUP MEDIA HEAD \\'II.I.I_\.\_I \WHIHIE

Colgate-Palmolive l CHARLES
Eversharp | IMELFRICH

J. AL Folger 7 JIM DUCEY

E.R. \(]l\ibl) l WILLIAM
Universal Pictures { WINTE

N

Northwest Airlines J\CK GIEBFEL

GROUP MED'YA HEAD - JEROMF FENIGER

HOWARD
SPOKES
[ JONN
1 MORENA

Liggeit & Myens

*Assistant

11 JULY 1955

FRANK REED
Fice President, (hicago

AGENCY, ACCOUNTS ADDRESS & PHONE TIMEBUYIKS

CGROTIY AT DY HIEAD Jourus 11 oiNNItlnl
Supet Conla Jhin
LI IRY M S
GROL P MYDEY 1L AD TDWARD BAC/ZTEWNR])

Samshane Bsant

JOF GAVN

DANCER-FITZGERALD-SAMPLE
347 Madison tae, (17), OR 9.0600

ASSOC NMEDEA DIREC JTOR RN TORGE RSON
RANK
American Chadle :l(l‘\llhl-'l‘l‘
Nestle’s [ CEICERE DE
NINEES
} 1o
Geaeral Mills | o 1) pioRsT
Guild Wine [ LIONFI.
FI R~
ANSOC, MEDIA DIRFCIOR IRVING STOAN
Procter & G (O MINS PAT
rocter amble (Oxvdol) ol

JINE BOWDEN

Procter & Gamble (Dreft) } pppr saway

CLIFF

Best Foods (Nucoa) HOTH 43

GENE

g ‘s Mavonnaise .
Hellman's Mavo BC N 1K

[ewin-Howe Tums

' 11 LIVCR STACK
B. 1. Babbitt | \ AL RUTTER
Peter Paul J

ASSOC MEDIA DIRFCITOR — FD SCHERICK

Faislall Brewing  jisp NFUILLE

ASMNOC. AMEDIY DIRFCTOR —TOUIN HISC HFR

HHANRK
MORIARTY
LOUI-
DORKIN

sterling Drug  Baver Aspirin

STAMLEY

e Caldwell D ~.
Centaur Caldwell IS PR

Fice President, Minneapolis

AGENCY ACCOUNT AUDHKLEIH & Pi-NT T MEBUYIHS

D'ARCY ADVEREBISING 1)

LU0 Park tee. (22, I°4 X

HERSCHEL Z, DEUTS¢ 1 & (0O,

5 Madisan fee, (22, L Y- (T80

SMADETFINS
YRR AN
Daroiles

DONERTY, CLEFFORD, STEERS &
SHENEFIELD
330 Fifth toe. (1), HI 90883

\TEDLA DiRECE TOR DON QUINN
\ .......... ~ I les
Boistol \ \Y| R
M JHIONY
GIRsnN
({1}

noB BAIRD

Vice President,

tilnnta

Borden™s Instant Collee  pF 1, vy NOR

& (:(”‘;
(20, (0

DONATHL K

1270 Sixth fre. 32002

PAROEYN
TIREIAY]
ILARIARA
JUINES
FYRL YN
JOINES
FRFD Me.
LAFFFRTY

DOWD. REDFIELD & JOINSTONE

301 Madison M1 B-1275

B weton Muils Camen I w cr

fre. (22).

Block Drug Omega Oy JEAN GINON

s
' .["\Vl)\ LYNN

DOYLE. KITCHEN & McCORMICK

301 Fifth frve. (17}, Ml 72000
. ® \RRF\
Mathieson Chemical ROTAT



AGENCY, ACCOUNTS. ADDKESS & PHONE
ROY S, DURSTINE
655 Madison dre. (21), TE 8-1600

TIMEBUYERS

strong 1leart Dog Food ) 1y, ANNE
Flako g Mae MANUS

ELLINGTON & CO.
535 Fifth Ave. (17), MI' 71300

DIR. RADIO/IV INFBUYING  DAN KANE

Celanese )
Cities Service | FAYNE
McKesson & Robbins fS\lA‘l'lll-fRS
Red Star Brand Yeast J

WILLIAM ESTY (O,
100 FEast 12ud S:. (17), OX T-1600

ITEAD TIMEBUYFR — RICHARD GRAFHL

Ballantine Beer } JACK HHOUSER
Colguate- Pa'molise (lab, Vel, I LYNN \,\""S“N
. 'RANK
Ramid Shave) | ypapron
Geuera! Mills (Sua~ar Tets, | 199 CLINTON
i L GRNT
o , \o‘ft a-Silk L0 AR
Natioal Carbon (Evercady | poyy ping
Batterics, Prestone Anti-Frecse) | TOM IHIOL.
Pacquins Hand Cream | FINGSITEAD

R. J. Reynolds ] Slt\l[‘S().V

ERWIN, WASEY & CO.
4120 Lexington Ave. (17), LE 2.-8700

MEDIA DIRFCTOR — KEII11 SHAFFER

Admiral ]
Barbasol |
Du'aney Irozen Foods [ AL DAVIS

Musterole J

FOOTE, CONE & BELDING.
247 Park Ave. (I7), MU 8-5000

DIRFCTOR OF MEDIA — ARTIIUR PARDOLL

B.OAC. )
I ¢ver Bros, (Spry. Shie'd) 5"""”':
B BARDACH
Rhicingold Beer ]

Paper-Mate Pen g[’ﬁ,\‘f\‘}
SIMMONS

ALBERT FRANK.GUENTHER LAW

131 Cedar St., €O 7.-5060

Kiplinger's Changing Times | ®9TTY
pling g nmnes | NELSON

FULLER & SVMITIiI & ROSS

230 Park Arve. (I7), MI 6-5600

Aluminum Corp. of America 1

Commercial Sotvents Corp. |
Hercules Powder Co. | BERNIE .
Sherwin-Williams Paint Co.'i LRSI

Westinghouse J

GEYER ADVERTISING
711 Fifth Ave. (22), PL 1-3300
Amcrican Home Products | gprry
American Motor { FOWELL
Kelvinator ) )
Kiwi Polish | CAROL

) . SLLEE
Tetley Tea J ILEEPER

GREY ADVERTISING AGENCY
430 Park Ave. (22}, PL 1.3500
SUPFRVISOR — HELEN  WILBUR

*Assistant
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- SUPERVISOR ON NESTLE PROD.

AGENCY, ACCOUNTS, ADDRESS & PHONE

TIMEBUYERS

AGENCY, ACCOUNTS, ADDRESS & PHONE TIMEBUYERS

X : TR . 1 PIIL
Block Drug (Polident, Sentrol) [ BRANCH

J
Chock Full 'O Nuts ) ypAR10ON
3-Dav Deodorant Pads 5 JONES

o Sewing Machines L JOAN
Neochi Sewing Machines f RETMAN

M. 1L TACKETT CO.
9 Rockefeller PL (20), (1 619350
American 1obaco )
Herberr Pareytons
[Tershey Chocolate Co. J

| AIDA
STEARNS

HICKS & GREIST
420 Lexington Ave., MU 6-6800
Glamorene Rug Cleaner 1 EILEEN
Dixie Cup ,’CL“I\IL\GS
Lewst Vacoum Cleaners
Broil-Quick Rotisserics | yiNCENT
Servel Refrigerators [ DARATO
servel Air Conditioners ]

BRYAN HOUSTON
10 Rockefeller PI. (20), PL 7:6190

MEDIA DIRECTOR ~ HAROLD DOBBERTEEN
JOHN ENNIS

Colgate-Palmolive (Halo.]
Chlorophyll Toothpaste, Ajax Cleanser,
Cashmere Bouquet Cosmetic Line, JOIN
Cashmere Bouquet Soap, Cashmere [ COLLINS
Bouquet Beauty Bar, Toothpowders- J

Regular, Ammoniated, Chlorophyll)

Nescafe ) prances
Nestle's Instant Coflee | JONN

Shave Creams ‘|

Veto | \
J. P. Stevens [BO“ Gl

Gunther Beer J

CITARLES W. 1IOYT CO.
380 Madison Ave. (I7), MU' 2-2000
American Home Products ]
(G. Washington Coffee) |
Colgate-Pa’molive (Kirkman Soaps)
Mail Pouch Tobacco [”“UC LAY
Merek |
Monticel'o Ihug (665 M1ndeucts) J

LAWRENCE KANE
171 Madison Ave., MU' 5.-7216

,

Waverly Fabvies Lrogw NEEFUS

KASTOR., FARRELL, CIIESLEY &
CLIFFORD
100 Madison Adve. (16), PL 1-1400
Dr. Pietce’s Proprietaries ]

Teris Hair Tonic L y\cK PETERS
Lite-Dict Bread |

KENYON & ECKIIARDT

247 Park dve. (17), MU 8.3700
NIFDIA l')lRF;CT_OR—]()\l}PH P. BRAUN
ASST. NIF!)I.'\ DIRECTOR — PHILIP KENNEY

Atnerican Maize (AMAZO) L yiARY DWYER

Ford Motor | oy
[.incoln-Mercury ( Network Spot) }\'lSC.-;Rl)l
Hudnut Cosmetics | VIARY DWYER

LOU

Mennen (Men's Line) | RESNED Y

N alion3 A ] ] LARRY
artonal Biscuit }lm.\'l.\'o
J

]{C‘\ 1 Ll'c"
Schick s KERWIN

KELLY, NASON
247 Park dve. (17), ML 83300

ARTIIUR

Ileury Heide DERMODY

Rumford Co. J

American Express 1

EDWARD KLETTER ASSOCIATES
515 Madison Ave. (22), PIL 1-1990

RADIO/TY BUS. MGR. — HERBER'I

Pharmaccuticals, Inc.

GRUBER

Serutan LRUTH BAY ER

Journal of Living J

KUDMNER AGENCY

575 Madison Ave. (22), MU 8-0700

Gieneral Motors (Buick) }{:’;:&l("

- 3 Ann
I'exaco Products j Gardiner

e LJOTEN
Sl J} MURPHY

LAMBERT & FEASLEY
430 Park Arve. (22), MU 8-6461

MEDIA DIRECTOR — JOE BURLAND
l.ainbert Pharmacal Co. LLIAM

; W A

Philgas HINVAN

Phillips 66" Gas and Qil

C. J. LaROCIHIE AND CO.
247 Park Ave. (17), PL 5-7711

RADIO & TV NGR.—-STUART D. LUDLUM

U % Fobacco | goBBI BERGI

LENNEN & NEWELL
380 Madison Ave. (17), MU 23100
MEDIA \('I’ER\'IQOR_—- GEORGE KERN
Colgate- Palmolive (Lustre-Creme, ]
Pruf) L
Dorothy Grav Lid. JEAN JAFFEE
1 ehn & Fink Products (lLvsol) J

MEDLA SUPERVISOR — ¢ \. BROCKER
Fmerson Drug ( Bromo-Sc'tzer) 1 RICHIARD IL
schlitz Brewing fE} MAN

NEDLA SUPFRVISOR — WILTTAM D SMITH

P. Lorillaid Co. Inc. } {\I:‘)‘l)l?fl,lt;r

DAVID J. MAHONEY
261 Madison Ave. (16). OX T-0180
Garrett & Co. (Virginia Dare Wines,

Garrett Wines) ] ROGER
sparks-Withington (Sparton [ BUMSTEAD

raidio &ty sets) J

CONKLIN MANN & SOV

312 Madison dve. (I7). VA 65577

Americn Cyvanamid- )

Iine Chemicals Div. } DICK MANN
I ederle Laboratories Div, J

George \W. [ielm Co. (Viking Snuff) }BOB PALMER

SPONSOR




AGENCY, ACCOUNTS, AOORESS & PHONE TIMEBUYEHS

MARSCIIALK & IPPRATT CO.
A Db of MeCaun-Frlchson
535 Sth tce, (17), V1 62022

MEDIY DIRFCTOR FUGENE J. COGAN
N
Fase L LEONARD
H1NRY
CLLLEF

J. ¥ MATIHES

2600 Muadison dre. (L6), LE 2-T150

Caada Doy
Luden’s

Catholy Chienneal | s, FDS A S
Northam \Warten . CATHEART
Fure 1 ood
Wagner Baking }

MAXON

12 East Sidrd N0 (22), 14 97076

DIRFICTOR O RADIO X 1V FD AWIHHIELNM

Clinton Toods

General Flectric (6 rec ri\cn] LEORGE

4 it
& replicement tibes) J PIHISER
]

Gillette ' pyy wrONE

T Hens ) yoy
ot Foint §{ MAGHIRE

McCANN-ERICKSON
S0 Rockefeller 1I'l. (20), JU 61100

RADIG/ TV _Sl'l"Fl_l\'V\()R AL PEFTCAVAGE

Crowcell Colliey
1olmes & Fdwards silver Co.
Lehn & Fink L FRANCES
o . YELTHRYS
Norwegian Canners \ssn. | >
Seeck & Kade (Pertussin J
RADIO 1\

SEPFRVISNOR — TFD RKELTY

Congoleum-Nairn
Fsso L PODESTER
stancard Oil of N. 1. | PALL CLARK
National Biscuit J

Barrett Division ( \llied (Illcmical)1
IANE

RADIO TV SUPFRVISO®  WITEIANM PELLENZ

Chesebrough ) gonert
Owens-Corning [ ANDERXON

\lcnnen 1
Pacilic Coast Borax | CHARLES
CWILLARD

Nostle's J
RADIO I\

SUPFRVTSOR = MURRAY  ROFFIS

\merican Safety Razor
B. F. Goodrich |

1owd Rubber I M RRAY

Juuket Brand Foods [IH)I'HS
Westinghouse |
Colimbia Records J

C. L. MILLER CO.

521 Fifth Ave, (1T). MU 2.1010

Corn Prodncts ¢ Karo Svrup, Linit 1 MRS, RITA
Starch, Mavzola. Niagara Starch) y DRISCOLL

EMIL. MOGUL CO.

250 West 57th St. (19), JU 2-5200
BUS. MGR. R.\l)lp & TV —1FSIIE DUNIFR

Raveo Scat Covers
Block Drug (Alkaid, Minnipoo b II)I :\\l b
Shampoo, Poslam) J bh

Fsquire Boot Polish } FLAINE
Manischewitz Wine j SCITACHNE
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AGENCY, ACCOUNTB. ADORESY & PHONE TIMEBUYE NS

MOREY 1L MY & JOHINSTON],
50 Fifth Ao, (£), 16 4.2240

AALIIIEY N
SIEANATEAY

Ml Refian

MORSE INTERNATIONAL
122 Fast I20d St (17), O\ T.2100
MEDEY MANAVGIR ORRIN ELIRISTY

Viek € lienncal
Cough Dogs, Cough Saup,  E0YY
Me kil
St ko, Seatorrh

Vaponnh, Va G nol

JOIIN FoMURRAY ADV. AGENY

22 bast th St (£ ), LEF Z2-BOOO

Winteladl Plavnacal gy 0y waees

NOBLE, ALBERT, SIDNEY ADVERTISING

32 Vanderhilt Vve, (17 ), M1 0-HTHY

Mbed Chenical & Dve ) gy
Nitrogen Division s FLItET SN

OGILYY, BENSON & MATHER, INC,
589 Fifth dve, (17), MU H-61006

MANAGER MARTIN RANF

1elewa Rubenstein
Lever Brothers L1 RANK G
eVt lr(?llun A S
(Rinsa) J

Lever Brothers (Good Luck) 1 g\
Pepst Cokr (Schweppes) s Jazow ez

UMARTIN

Melville Shoe Corp. (Thom MoAn L MANE

LI

Phili Tiv Co. Ltd. « Dunhi
Philip Morris Co. Ltd. ¢ Dunhills) WERSEILING

PARIS & PEART

370 Lexington dve, (17), MU 9.212}%

MEDIA ANMANAGER WEYMOUTIL SININS
Great AL P lea’
Joe Lowe Carp. (Popsicle, Fudgicle)
Rockwood & Company (chocobte
spratt’s (dog food
PARKER ADVETERISING
11 West {2n0d Nt (30 ), ON 33505
Better Living © yavg gRATRE

J

15 tap hite L CTTAREENE

White House Co.
HiesT

To be continued next issue (25 July).

include » Remainder of New York agencies.

ALENGY ALLO NTm ALOHM A PHONTS sk vl

[T ] '

ftrats 1) N

PRODUS T ~ERYICL s RO

1T laer %0k S0 17 MO T @y

»

te
RUAGCH, BATES & MATTOON
T2 Lifvh tem Pl T.T070
MIEDEN DIRIC TOR RICIIY 1 “
Y I T
{
0] ] [}
FLETCHER Do RICITARDS
10 Rochefoller PL(20), J 065400
| ' \
s hata b\
le tw « Dy vt ke JIM R
Nl bR ia
RUTHRALFE & RY AN
105 Levingten tee (172, HI 06000
ANITRE)
L FD O1TONTE
LN IET S
VING
Del e\

CHNIE N TTE
COItRE 11

BEN SACKRHETM AGENCY

2 Wear STth S0 (1), 'L 12200

I3 RRY

' -
Pov Tet Come Bl as

SCHEIDELLER. BECR & WERNER

187 Park tre., Ml H-BH00
SEPERY R VER Y BRENNEN
AMaalattan N 4 Sweetheart, Protes \\\\I::I
[BRRYR ]
M s RENYSNOT DS
REGGIE SCHULRBFL. 1N,
T East ITth N, Ml 5-TTHS
PRISIDINT  REGGIE SCHEIRID

LY
Umited Automol ¢ W L s ( ~LETIVAN

Listing will

» Doston

B Philadelphia » Baltimaore » Washington. D. C. » Riclhmond

> Chicago » Cincinnati » Clevelawd » Detroit

» Milwaukee » St. Louis » Minueapolis » Atlanta

» Dallas » Los Angeles ™ Sau Francisco
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each |

071¢

)
different

Harrington, Righter and Parsons, Inc.

New York
Chicago
San Francisco

television —the o#/y medium we serve

62

the unique facilines of Harrington,

WAAM
WBEN-TV
WFAMY-TV
IWTPA
IWDAF-TV
WHAS-TV
WTAJ-TV
WMTW
WSYR-TV

"

N\
W
Ng 2

Fingerprints are different for no apparent reason — but
the finest TV stations acquire t/err personalities

from the needs and interests of the areas they serve.

It stands to reason that quality TV stations

want individualized representation. For them,

Righter and Parsons have meant quality representation.
If their league 1s yours too, then vou’ll want

to find out what quality representation really offers.

Baltimore
Buffalo
Greensboro
Harrisburg
Kansas City
Louisville
Miltcaukee

Mt Washington

Syracuse

SPONSOR
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1955 FALL FACTS BASICS -SECTION

€™ |

v & "y
Rivalry for choice nighttime availabilities 15 at all-time high
in fall buying. Film commercial business booms in multi milhons:
spot film programs, features may top $60 million. Dune this fall:
more “film networks™ in spot field. Spot coverage starts page 6 ¥

- ] u | S Y.
‘ ‘_lr| = t Y

Clearances are improving as more stations go into major markets,
Network costs are still soaring merrily npward: this fall’s “super
spectacular:"" will break all money records. There are more alter-
nate week shows than ever. Network coverage <tart~ page 86
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® Spot television will get the research tools it needs to build solidly

as a major medium within one year. NARTB will push its television set

count and circulation study, filling tv’s greatest research gap. And publi.

cation of dollar spending by spot advertisers is in offing. (For first list

of spot spending by major clients as compiled by SPONSOR see page 49)

® Watch early evening. The 5:00 to 7:00 p.m. period will be eagerly

sought after this fall, probably second only to nighttime Class “A* block

® Spot tv campaigns will last longer. Clients will strive for greater con-

tinuity, compensating for costs by sharing spot-placed show sponsorships

and by buying announcements in more available and less expensive periods

bo

® You can’t assume for foreseeable future that nighttime will become

easy to clear. But major clients with plans for extended campaigns will
find it possible to clear time they want even where smaller clients fail

L RN
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Availabilities

Q. Is spot tv time still tight at
night?

A. Tighter than ever, is the conclu-
sion from a group of over 70 time-
buyers and representatives surveyed.

Reasons:

(1) Addition of new stations hasn’t
progressed on a large enough scale in
the major markets to mean much. And
({2) meanwhile the rush of new clients
into srot tv has accelerated. One factor
in keeping demand for nighttime spot
at fever pitch is network programing
conpetition. The better the shows. the
ereater the demand for adjacencies.

As things stand now, best bets are
[.D.’s during prine evening time, al-
though they too are becoming increas-
ingly hard to get. Also. it ix soniewhat
easier to place 20-second announce-
ments and LD.s in fringe evening
time, an hour before and after network
programing. During those periods.
timebuvers can get minutes in most
inarkets.

There has been a trend toward heav-
ier late night buving around such net-

€4

work programing as NBC TV’s To-
night, and within late movies. Time
within those periods is still obtainable.
however, In most markets.

The radio-tv business manager of
cue of the top five agencies cominents
that the toughest job in tv today is the
problem of clearing a good evening
half hour for syndicated films. “We
stil recommend half-hour film pro-
grams to be placed market by mar-
ket on a spot basis. but with the nn-
derstanding that there may be a long
wait (from 13 to 26 weeks) to get
the time.”

Generally, timebuyers feel that night-
time tv is easier to buyv into for the
lieavy-spending 52-weeks-a-vear adver-
tiser, than for the seasonal or small-
budget client. Savs the head buver of
ene of the top three radio-tv agencies:
“Nighttime tv tends to be SRO for the
small advertiser particularly. The big
ones with enough monev to buy for
year-round. can eventually get in.”

Q. What's the daytime picture?
A. Timebuyers can virtually write

thetr own ticket.

This is the consensus among buyers
surveyed: (1) Morning and afternoon
is wide open. (2) Early evening is be-

coming more popular, though there’s

etill the rush into prime nighttime. The
5-7:00 p.m. period may be con-
sidered the big bargain of fall 1955,
and may tighten up considerably by
September. (3) There’s considerable
interest in Saturday afternoon football
end special sporting events hy adver-
tisers with male-appeal products. and
orders are being placed early. (4)
Cereal. soft drink and candy advertis-
ers have a stronghold on the kid pro-
eraming blocks. late weekday after-
noons and Saturday mornings. Since
these times are becoming increasingly
popular. thev're also tighter than last
vear. (3) There’s little rush to buy
Sundays. (6) The ABC afhliates are
emerging as real contenders in the
daytime picture because of the late-
afternoon Disney Mickey Mouse show.

Daytime tv is still a different me-
dium from nighttime tv. For one thing.
there’s a far greater turnover of adver-
tisers. Some clients go into the fringe
times in the hope of moving into night-
time eventually. Other advertizers go

SPONSOR
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into dantime in erder to tell a vome
plete copy story and get the henefit of
fall minnte denmonstrations, which are
ot of the question dming Class < \7
tunc.

There are certain bivs dinring week-
days that arve snapped np st For

exanple:  dayvtime  winntes next 1o

hish-rated afternoon films, Andicuce
stndies have shown that many women
tendd to regnlate their honsework
such o way as o free a conple of
hours of the afternoon for v viewing
(particularly  2-1:00 pon. before the
Kids come home and it's time 1o start
cooking ).

A lamilvaviewing” period that s
being encouraged Iy network
graming. but which is <till building

pro-
advertiser  demand s
T-0:00 o time
N\NBC TV's Today show and the

currenthy revamped CBS TV Worning

where
concerned  is the

slowly
~lot.

Showe have managed to raise this pe-
nod out of oblivion.  Advertiser re-
sponse to it iz still slow. but demand
for minutes and 20°x duoring early
nmorning is certainly up over last fall.
Avatlabilities. however. are varied and
good.

Buyers are keeping an eve on fall

daytime  plans. particularly at \BC
where soap vpera is being deempha-

sized n favor of participation shows.
tFor a chart of the fall television line-
up, day and night. see pages 9095,

Q. [Is there anysignificant change
in the unit of time that advertisers
are seeking for their fall tv cam-
paigns?
A. Several trends are beginning to
emerge.

1. LD.s. although considered a
challenging form of commercial to do
right by many agency copy depart-
ments, continue to increase in popu-
larity. particularhh  for established
products and as reminder copv: this
is a reflection of the tight nighttime
situation.  And more agencies are
learning to pack a lot of sell into those
few seconds. as in the case of notahle
i.D. campaigns like Maxwell Hou-e.
Kools, Schaefer Beer and Bulova. (.\
proposal for an LD. campaign was an
iportant factor in winning an account
for an agency recently. Benton &
Bowles suggested Florida Citrus Com-
mission spend about 82 million for
I.D.’s in a presentation in competition
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HOW BUYERS VIEW SPOT TV FOR FALL

(S

JEREMY D. SPROAGUE
Cinmnngham & Waldi, New Yook

“If vouve been noticing the big trend
toward 1.Ds. don’t think of it in
terms of availabilities onlv. LD«
are far eheaper. abont 607 of 207,

beside~ being more available.”

ORRIN CHRISTY

Morse Tuternational, New York

reevalnatine
| Class "3"
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“Currently client= ar
the lower-rated. lower-
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ratings need not mean ~ales eflective
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with five other agencies- and got the
business.)

Up to a year ago the advertiser who
used I.1).’s had to imprint the station’s
call letters on his film commercial. As
more tv stations went on the air, the
expense became considerable.  Adver-
tisers complained about this added ex-
pense to the 4A’s, and then in June
1954 Station Representatives Associa-
tion stepped into the breach with a
new proposal: the full-screen 1.D.
This allowed advertisers the full screen
without station call letters for eight
seconds. followed by two seconds of
video for the station’s identification.
Since the end of June 1954, acceptance
of the SRA standard [.D. has reached
virtually 100% among tv stations.

2. As local daytime programing has
improved. timebuyers have become
more intercsted i1 women’s participa-
tion shows, local sporting events, local
quiz and tips programs. There’s still
a lot of skepticism to be overcome, he-
cause few local tv personalities have
been on the air long enough to make
as much of a name for themselves with
the agencymen as the more established
radio personalities. However, daytime
minutes within participation shows are
in greater demand certainly this sea-
gon than last.

Buying tips

Q. When’s the right time to start
shopping for a fall spot tv cam-
paign?

A. Right now, if not sooner. In ra-
dio. traditionally the heaviest buying
month was August. In tv, buying
started later because the fall cam-
paigns generally went on the air later.
But the trend has been to earlier and
earlier placing of orders. Now fall tv
buying is in full swing during July;
availabilities are looked over as early
as June.

This trend toward requesting avail-
abilities earlier is found at large
agencies and small. It seems to be the
result of two self-contradictory condi-
tions: (1) the continued scarcity of
Class “A” nighttime availabilities; (2)
the fact that many new stations are
eager for cales to amortize the expen-
diture of building the station and
therefore have extended the customary
30-day period during which avails are
lield to 60 and even 90 days in some
instances. This means that a timebuyer

66

can place an order in June on some
stations to go on the air during Sep-
tember,

BBDO’s Gertrude Scanlan, who buys
for Wildroot, buys evening tv only.

Says she, “l try to place orders as

carly as possible in July to go on the
air in the fall. That’s one way of get-
ting good schedules.”

Kenyon & Lckhardt timebuyer Tomn
Viscardi says that availabilities for fall
were being requested carly in June at
K&I: “It’s been done a little earlier
each year. Today a buyer really has
to get on line a couple of months
ahead at least, if he’s trying to get a
new account into nighttime.”

Walter Bowe. SSCB timebuyer, be-
lieves a nighttime tv advertiser today
has to buy on a 52-week basis: “If he
relinquishes a nighttime franchis~,
there’ll be five advertisers hehind hiin
waiting to get on the air. and willing
to buy longer schedules.”

Q. What are buyers doing in or-
der to get good nighttime tv slots?
A. There’s no one answer, hut a
good rclationship with reps and sta-
tion men is always important. Says
D-F-S* CIiff Botway: “lt’s a question
of negotiating with reps and knowing
station managers.”

“1f you decide to build to a certain
quota of frequency as times open up
over the space of several months, you
van generally work up to the desired
schedule,” says Ogilvy, Benson & Ma-
ther huyer Ann Janowicz. “Late fall,
the peak scason, is the toughest to buy.
It’s best to start in July or August to
build a nighttiine schedule. But for
advertisers with short-term aims, this
is an expensive investment.”

Cunningham & Walsh buyer Jerry
Sprague says that, though stations
generally seem to favor large clienis
with prime nighttime avails, they do
like to get in new accounts. Adds he:
“Priority lists are important in getting
into nighttime tv. Generally, one has
to take what one can get and then wait
to improve one’s schedule as time goes
on. Of course. while you’re waiting,
voure frequently in touch with the
rep and station.”

Opinion differs about the priority
lists.  Some buyers feel that buying
Class “B” in the hope of getting Class
“A” is the soundest way of building
franchises. Others maintain that once
au account’s on the station, the rep has
little reason to improve their schedule

and is more likely to sell the good
times to new clients.

Rates

Q. How much of a rate increase
can advertisers anticipate for fall?
A. Among 157 stations responding
to a sPONSOR survey of the 420-plus
U.S. tv stations. 80 stations plan to
maintain their rates at the present lev-
el. The 44 stations that are putting
through rate increases for fall. plan
to raise rates by an average 20%.
One station anticipates an increase of
50%%, six are planning increases of
25%. Only two stations mentioned
that they were planning to lower their
rates (daytime). Both of these sta-
tions are in former one-station mar-
kets.

Reps state that generally, tv rates
will be “a little higher” this fall. They
feel the increases will be spread
equally over morning. afternoon and
evening. a survey indicated. The in-
creases will occur mainly in markets
where number of tv homes is growing
and for stations which are increasing
their power.

Q. Are there any volume-pur-
chase plans in spot tv?

A. There’s a substantial increase in
the number of “plans,” which offer
discounts to clients for buying a cer-
tain minimum frequency quota per
week. These station “12 Plans” and
“3 Plans” and other forms of incen-
tives are designed mainly to encour-
age advertisers to go into daytime tv.
Discount offers range up to 45% off
the one-time rate.

Business ontlook

Q. What is the business outlook
for tv stations in fall 1955?

A. There was a 30% increase in
1951 spot tv billings ($189 million)
over 19533 (145.4 million). All but
three of the 157 respondents to SPON-
SOR’s station survey expected to see
substantital increases in local. national
spot and network business. Ninety-five
stations are expecting a 10-25¢ 1in-
crease in national spot business on the
basi~ of orders placed so far for fall
amd apparent trends.  Eighty-four

SPONSOR
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380 Modisan Ave.
New York 17, N. Y, Chicogo 1, lllinais
OXford 7-3120
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FRFRR  TELEVISION

FRANK HEADLEY, President
DWIGHT REED, Vice President H
FRANK PELLEGRIN, Vice President

CARLIN FRENCH, Vice President :

PAUL WEEKS, Vice President :

Horold lindley, Vice Pres.
6253 Hollywood Bovlevord

Hollywood 28, Colif.
HOllywood 7-1480

35 E. Wocker Drive

RAndolph 6-6431

Jomes Alspough, Mgr. Clorke R. Brown, Mgr.
155 Montgomery Street 452 R0 Gronde Notionol Bidg. 101 Morretto Sireet Build'ng
Son Froncisco, Colif. Dallas, Texos

WORKING
PARTNERS

Orders are "sweet music” to radio and TV station

owners and they rightly expect their representatives

to produce them. But to do this takes skill and the
selling “"know-how" that comes only with long
experience. We feel that H-R is unusual in this

respect because this organization was founded by a

group of working partners all with long and
successful backgrounds in this field. And —as we
have grown—only those with similar backgrounds
and ability have been odded to our staff. Thus
today, as when we started, “We Always Send a
Man to Do a Man's Job."

Bill McRoe, Mgr,

Allonta, Georgio

Rondolph 5149 Cypress 7797

Jack lee, Mgr,

520 Lovett Boulevard
Room No. 1D
Houston, Tesos
Justin 1601
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In Portland, Maine . . .

They Watch

and in northern New England . . .

WCSH-TV . . . MOST

per ARB study for Cumberland County

May 25-31, 1955

Number aguarter-honr neriods when station leads

- WCSH-TV Station “B” Station “C”
Mon. thru Fri. 9 2 ﬁ?;"'&?.f“ (Station not
7.00 AM-12 Noon 8 Statton T

. - on air

Mon. thru Fri. 67 59 0 '(l‘::"i\:"‘(glfo
12 Noon-6.00 PM ;‘I‘:‘)i” on
Sun. thru Sat. 100 3714 * 21y *
6.00 PM-11 PM

(*two-way ties count as one-half)

-

PORTLAND

_

100,000 watts

Represented by WEED Television

stations anticipate increases from 5 to
209 in local business. The stations

| generally consider local advertising

their bread and butter for daytime.

Tv set count

Q. What's being done to provide
advertisers with an updated na-
tional tv set “census’’?

A. Present figures showing the num-
ber of tv sets and tv homes in the na-
tion are, at best, projections based on
estimates that are a couple of years old
by this point.

New figures, however, are on the
way.

The Advertising Research Founda-
tion has worked out an arrangement
with the U.S. Census officials to com-
pile facts on tv ownership as the Cen-
sus goes about its periodic task of up-
dating its “total U.S. families” fig-
ures. The studies will be underwritten
by three of the leading tv networks—
ABC, CBS and NBC —and the TvB
and NARTB.

This ARF-Census study will show:
the total number of U.S. homes
equipped with tv, the percentage of
multi-set tv homes, and the relation-
ship of certain income and geographic
factors to tv ownership.

| Q. What's being done to provide

admen with market-by-market or
county - by - county television set
totals?

A. The ARF-Census study men-
tioned above won't provide local-level
information; the sample is too small,
researchers feel. to show figures for
individual markets. The best the ARF-
Census job will do in this respect is to
show how tv sets are distributed by
major geographic regions (East, Mid-
west. Rockies, Pacific. etc.).

The NARTB. however, has plans

afoot to fill the local-level research
gap.

At the recent NARTB board meet-
ing in Hot Springs. Clair McCollough;
chairman of the association’s tv board,
placed a market-by-market set count
at the top of the priority list of board
activities. McCollough now hopes to
see an NARTB set count go into the
works for next spring. Just what
method will be used to count the num-
ber of tv sets in the thousands of U.S.
counties is still not finalized by NAR-
TB’s research committee.

SPONSOR




———

-—

NEN NAME VV I \] VV SAMIE FAME

il BliCOMIE

WISN-TV

MILWAUKEE

WTVW, Hearst’s top tower, top power station in
Milwaukee, will shortly become WISN-TV | as

authorized by the FCC.

For 33 vears Hearst-operated WISN radio has been

recognized as a leader 1n the broadcast industry.
Now WTVW joins its sister stations to provide
advertisers with the best radio-tv combination in the

great Milwaukee market.

By anv name, WISN-TV 1s Milwaukee’s top television buy.

ABC & DuMONT NETWORKS
Owned and operated by the Hearst Corp.
1105 ft. Edward Petry Co.-National Representatives

CHANNEL 12 b - ML AURKEE

11 JULY 1955
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Q. Do tv broadcasters feel that
an industry set count and/or cir-
culation study is an important
project?

A. Yes indeed. A survey by spon-
SoR in June 1935 of all U.S. tv sta-
tions shows the following breakdown
of replies: 445 consider such a proj-
ect “urgent”; 45 consider it “im-
portant”; and ouly 119 consider it
“unnecessary.”

Q. Would stations be willing to
supnort such a project financially?
A. Opinion gathered in the same
checkup is more equally divided. Of

the stations who cited answers on their
questionnaires concerning station sup-
port of a set-count and circulation
study. 379 said “yes” they would sup-
port it; 319 said “no” they wouldn’t;
and the remaining 3277 said “mnaybe”
they would help pay for it.

Outlook in general: Nearly 90% of
stations feel that a set count and cir-
culation checkup is a vital set of tv
research data. But only about a third
of the outlets are willing. at this point,
to lelp defray the costs. As adver-
tiser and agency pressure for such a
study increases, however, this picture
may change.

BASIC TV MARKETS _

HUNTINGTON « ASHLAND . CHA,RLEé.TON
IRONTON « PORTSMOUTH

WHTN TV

Not Claiming. .. lst Audience  Nor Admitting

Originally

LI

HUNTINGTON, W. VA.
'BASIC ABC AFFILIATE

3 rd.listening

position

But for the.,« 1 st time WHTN ..., B[ings a

g———

3grd T.V. Service

With RCA's 'lst—»Slotted

AND 316,000 Watts

Biggest . (254) foot Delivering Power
Antenna ... Maximum ..
Newest 1 ,300,000 Ohio Valley 3 States — West
program people in the  Industrial Virginia
Service for Market Of Kentucky

Ohio

ki

MAXIMUM POWER « LOWEST RATES e DESIGNED COVERAGE

ABC-DuMont Ed Petry Company
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Color statns

Q. What is the status of color
tv set penetration?

A. Industry estimales are that 150.-
000 to 160.000 color tv sets will be
produced this year. and that well over
one million sets will be in use by the
end of 1936. FFrom then on, manufac-
turers predict a rapid upsurge in pro-
duction and a sharp decrease in prices.
RCA’s prices. for one, have already
taken a downward dip since last year,
from $1,000 for a 15-inch set then to
$795 and $895 for a 21-inch set now.

Q. What is the status of color
equipment at the tv stations?
A. sPoxNsoR surveyed all the nation’s
v stalions to gel the answer. Close to
15 of the slations, representling every
lype of market and area replied.
Here’s a breakdown on color equip-
menl among the respondents:
1. Network color: Right now 627%

and transmit color shows, another
13% will be by the end of 1955, 6%

more by 1950.
| 2. Color slides: 177 of the stations
are equipped to handle color slides
now; 119 more will be able to by the
end of the year and 21 by the end of
1956. Most of them don’t expect to
inake additional charges for color.

3. Color film: Some 1777 of the tv
stations replying are equipped today
to handle color film, and another 10%
expect to be able to by the end of this
year. There’'ll be another 219 with
color film projectors in 1956. Again,
most of the stations don’t expect to
make additional charges, but some will
ask for 1092 more.

4. Live local color shows: Only

5 of the stations replying can orig-

inate color shows today; another 2%
will be able to by end of 1955; 15%
more by end of 1950.

Film syndication

|

’Q What’s the status of the tv
tilm program business today?

"~ A. Here are highlights which show
where the film business (syndicated
~hows and features) stands now:

1. Dollar volume: The conservative
estimates of several leading film dis-

Ctributors put the combined total of
film program and feature gross busi-
ness this year at the 360 million mark.

2. Financial stability: The tv film
field 15 a bonanza for some, a financial

SPONSOR
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BUSINESS

GREAT

FROM UP
= - HERE!

And it's no wonder! From 1685’ above average terrain, Egbert,
the Channel 8 Electron, gets a clear shot at THREE recognized metro-
politan areas and their surrounding trade territories. So whot? So
1685’ will be the effective height of WFAA-TV’s antenna when those
steel jockeys complete their Texas-sized construction project.

What does this mean to you?

1. Inside the new Class A" cantour will be Dallos and Fart
Worth — Narth Texas neighbors wha accaunt far mare
retail dallars than the natian’s 12th ranking metrapalitan
area.* Add Waca's business (it's within Class "B’ ronge)
and that of the smaller cammunities in the WFAA.TV picture
— and you have one af the mast impartant markets in

these United States!

2. Already the tower is taller than any ather structure in the
state. By October, WFAA.TV's 316,000-wait signal will

blanket this majar cancentration af populatian and wealth

To Egbert, the Channel 8 Electron, business looks great — for spon-
sors who use WFAA.TV to cover this lush market in one easy operation.

Dallas - Fort Worth — $1,643,940.000
Minneapolis - St. Paul — $1,551,460,000
Saurce: SM’s Survey of Buying Power,
May 10, 1955

RALPH NIMMONS, Station Manoger
EDWARD PETRY & CO., Notional Representotive
Televisian Service of The Dalios Morning News

7
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loss to others, The big firms who have
sunvived the earliest, blue-sky  dayvs
now control the lion's share of the
business. But many firms in the field
are hanging on by the skin of their
teeth. or else are concentrating on
some specialized field of programing
(sports, news, do-it-yourself).

3. Program time share: At the local
level, film programs (svndicated serijes
and Teature pac! agest account for no
tess than 307 of all the program
hours, network and local. telecast by
the average v outlet. according to the
annnal studv by NARTEH of v fihn
programing (see “Iihm Basics.” page
133).

4. Film pricing: With the market
flooded with film properties. the price
range of different film shows in the
same market, or for the same film
show in different markets. can he fan-
tastic. At the network level. a really
good film show can commaud its pro-
duction costs plus a profit to the pro-
ducer (the half-hour average is around
£35,000) on the first run. In the larg-
est markets, the price may run from
22,500 up to £5,000 weekly for the
top first-run fihm shows,  Bul prices
are often arrived at between distribu-

H

tors and adverticers, or distributors
and ~tations, by sheer bargaining and
more  often fall in the $2350-8500
cialegory.,

Q. Are there any notable trends
concerning time clearances for
syndicated tv film shows?

A. The general situation regarding
spot tv availabilities has heen dis.
cussed earlier in this section (see page
G4.) But there are some other angles
that apply particutarty to tv film
shows:

. Scarcity of nighttime slots: The
networks are virtually sold out on most
nights between 7:30 and 11:00 p.n..
Lastern time so there aren’t many
half-hour slots left on network afhli-
ates for syndicated film shows al the
local level in the East. Rockies and
Pacific areas. In addition. a number
of network shows (Today, Tonight,
Morning Show, etc.) operate in mar-
ginal time periods. cutting further
into “film time.” (See chart in “Film
Basics” section.) 'the late-night “film
time’ =ituation is somewhat better in
the Midwest. where network show line-
ups generally finish off at 10:00 pan..

an hour earlier than the Eastern ones.

Distributors, however, are fairly op-
timistie about the chances of clearing
good time slots for tv film programs
this fall. There are several reasons for
this optimisni. For one thing, slations
make more money (up to 705% of the
advertiser’s dollar) from a muhi-mar-
ket spot film deal, as compared 1o the
station’s “take” from a network show
(30-40°¢ of the card rate dollar).

For another. stations in large two-
station markets still bargain freely
with the networks, relinquishing a
time clearance only if they can get
something in return. Occasionally this
“somnething” will be a station’s refusal
to carry a nelwork show so that it can
air a film show locally. Pure Oil, for
instance. cleared a spot film lineup
carlier this year in which all of the
32 stations carrying its Badge 714
( Dragnet rerun) scheduled it hetween
7:00 p.n. and 10:30 p.m. in the peak

viewing hours.
ll Al = FUGUHLA
Fili basics gives vital statistics

of $60 million film industry
See page 133,

THE ANSWER IS ALWAYS THE SAME
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KSL-TV

Salt Lake City

The buy that’s BEST

in the Mountain

W est!

Represenled by CBS-TV SPOT SALES

CBS-TV in the Mountain West

SPONSOR
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The GREAT HOOSIER HEARTLAND

RETMA SET COUNT
OVER 650,000

Grade A Coverage

' Indianapolis ¢ Terre Haute
»
Grade B Pop. * 1,922,150

(SRDS —Consumer Markets)

PIONEERING
SINCE 1949

In INDIANAPOLIS - TERRE HAUTE - BLOOMINGTON
Low Channel 4 — 1000 Ft. Tower — Maximum 100,000 Watts

Offering Most Complete Merchandising Service in Indiana

|

WTTV Channel 4 Owned and Operated by Sarkes Tarzian

Represented Nationally by MEEKER TV, Inc.

New York * Chicago * Los Angeles - San Francisco

11 JULY 1955 73
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2. Fim “networks”: The idea of
offering film programs for sale with
cleared-in-advance time slots has long
appealed to film distribntors.  Only
one firnn. o far, has been able to make
it work: Guild I¥ilms, which has a tie-
up with the 00 or so stations who
share ownership of Vitapix Corp.

Late last month, the Guild-Vitapix
combine made its first “film network™
sale. The show. Confidential File, will
be aired this fall on the Vitapix mem-
ber stations, and about 50 more non-
affiliates. One of the alternate-week
sponsors 1s Bardahl, long a big user

of spol tv campaigns for ils motor
additive.

As SPONSOR went to press, time clear-
ances for Confidential File were very
good, thanks to the Vitapix contracts
which ecall for sonte five liours weekly
of “option time” on member stations.
All time clearances for the half-lour
show so far are between 7:00 and
10:00 p.m. in such choice markets as
Joston, Atlanta, Syracuse and Denver.

Although the Guild-Vitapix arrange-
ment is competitive with the major
networks, it works closely with the sta-
tion reps, who receive their usual 15%

316,000 WATTS

LOUISIANAS TALLEST TOWER

1,200 FT.

YES, SHREVEPORT’S FIRST TV STATION, KSLA
will soon bring FULL-POWER coverage to the billion

dollar Ark-La-Tex market!
experience to its credit . .
ance, and afhliations with CBS and ABC . . .

With 19 months telecasting
. Pulse-proven audience accept-
KSLA on

FULL-POWER is your BEST TV BUY in SHREVEPORT

this fall!

LOOK AT THIS EXPANDED KSLA MARKET!

Present Power Full Power
Populationt 472,700 1,178,450
Sets In Use* 86,500 134,473
Spendable Incomet $562,596,000 $1,275,069,000
Retail Salest $394,237,000 $ 876,193,000

Established Clients will receive six months low rate protection.

SEE YOUR RAYMER MAN NOW FOR FULL DETAILS!
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commission on multi-market Vitapix
deals. Vitapix takes 57 of the gross
as a service charge. Slalions wind up
with at leas 05 of the gross dollar.

Another potential film network is
currently in the works. National Affi-
liated Television Stations, Inc.—a tie-
up of film distributor National Tele-
film Associates. General Electric and
some 45 vhi and uhf outlets—has just
opened a Los Angeles office, and is
surveying available tv films. NATS
states 1t expects to have some 75 “aflli-
ates” within a month or two.

NATS has all the ingredients with
which to build a film network a la
Guild and Vitapix. NTA is a big film
distributor (Police Call, China Smith,
{eatures. etc.) ; General Flectric has a
big stake in the future of uhf (GO%
of the NATS group are high channel
stations) ; and many of the NATS
stations have hankered after more na-
tional business, either spot or network.
One large contract would probably

| start a “film network™ in a hurry.

At the moment. however. NATS’

" executive director, Berman Swarttz is

concentrating on surveying the prob-
lems of member stations and checking
on what type of film properties (from
NTA and elsewhere) would be avail-
able for multi-market deals.

Q. What program trends are de-

veloping in new first-run fall syn-
dicated tv film shows?

A. Although most syndicators and
distributors will tell you privately that
the huge supply of rerun shows from
both network and syndication sources
is making the job of selling new shows
doubly difficult, about three out of
four syndicators are launching brand-
new shows this fall.

In general, the level of production
that distributors have been shooting
for 1s that of top network calibre.
“There’s no such thing as ‘network-
type’ and ‘syndication-type’ shows any
more.” said TPA v.p. Michael Siller-
man. “With network programs going
into syndicated reruns and shows from
major film distributors winding up on
the networks, there are only good, fair
and bad film shows.”

As to type, the great majority of
new shows from film companies are
in the “outdoor adventure” category.
or at least utilize ingredients of such
programs.

Here are some of the highlights:

Screen Gems: A new SG western,

SPONSOR
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Spot tr

Tales of the Texas Rangers, will run
in a network-level campaign for Gen-
eral Mills. Also upcoming: Patti Page
Show for Oldsmobile in a big multi-
inarket lineup.

Ziv: The next Ziv release, probably
in straight non-network syndication,
will be an action adventure series,
U'nderground.

TPA: Three new shows are in the
works: Count of Monte Cristo, Thun-
der (adapted from “Black Beauty” and
likely to be retitled). and Tugboat
Annie.

MCA TVT: Possibly with its eye on

the current suecess of filtmed medical
dramas, fromr Medic to Not As A
Stranger, MCA will put Dr. Hudson’s
Secret Journal into syudicated sales
this fall,

NBC: With Western Marshal recent-
ly released, NBC Filin Division will
soon be showing the prints of a film
sertes based on Philip Wylie’s Crunch
and Des fishing stories. The series is
being shot in Bermuda.

Official: One of the first to see a
tv film gold mine in adventure shows,
Official has already sold Robin Ilood
to Wildroot and Johnson & Johnson for

": -I ;f?i e

Auctioning the ﬁrst baskets of tobacco at the opening of the annual
tobacco market in Winston-Salem, N. C,, the world’s largest tobacco

center . . .

in the heart of WSJS-TV coverage . . .

where tobacco

growing, marketing, and manufacturing contribute to the big buy-
ing power of WSJS-TV’s Golden Triangle,

THIS GETS BIG COVERAGE EVERY DAY |
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