OCTOBER « 1953

How the Supermarkets Are
Using Television page 20

"THE BUSINESS MAGAZINE OF THE INDUSTRY PROGRAM TRENDS page 29
| TENTH YEAR OF PUBLICATION

™ 12-53 R A

IBRARY
liNglANA UNIVERSITY

BLOOMINGTON IND

——————

THE SLIDE RULE
CAN'T MEASURE QUALITY

Statistics are of great practical value in television. A lot of shows are bought entirely
because of a good rating, a large share of audience, high-rated adjacent programs

and low-rated competing programs. That’s as it should be . . . for some products are sold
best through exposure to the largest possible number of people.

If sheer numbers determined successful advertising media though, we would have no
New York Times, no New Yorker, no three-sheet posters at the Rye station. Some
advertisers need a quality audience; theyv prefer to be surrounded with editorial
material of distinction.

The Television-Radio Workshop of The Ford Foundation was formed to contribute
programs of the highest quality to the American television audience. Since its inception,
eighteen months ago, the Workshop has produced two distinguished programs.

The high quality of these shows have appealed to millions of viewers, won unprecedented
acclaim by the press.

The Ford Foundation’s latest creation is “Excursion.” It is available for sponsorship
by a prominent American company. We would like to tell you more about “Excursion.”
Call John Lanigan, Circle 7-8300, Ext. 361.

TELEVISION

a service of Radio Corporation of America

www americanradiohistorv com
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quality felevision stafions

demand quality representation

Harrington, Righter and Parsons,Inc.

New York
Chicago
San Francisco

Television station representation—our ozly interest.

www americanradiohistorv com

WAAM Baltimore
WBEN-TV Buffalo
WEMY-TV Greensboro
WDAF-TV Kansas City
WHAS-TV Louisville
WTMI-TV Milvaukee
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the local TV gal
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|l ‘em...and sell ‘’em!

Most of these TV stations have an
outstanding program tailored to sell
women. It's put on by a gal who

really rates with the housewives . ..
one who is a leader in her community,
a really powerful saleswoman.

Her viewers believe in her. .. buy the
products she recommends.

They see her program faithfully

day in and day out.

One such program plugged a floor
cleaner wax. What happened?
Sales jumped 35% in 10 weeks!
That's not unusual. Other such
women's programs are piling up
sales records week after week.

The costs are low.
The sales impact is great.

REPRESENTED BY

Edward Petry & Co., Inc.

JEW YORK + CHICAGO + LOS ANGELES « DETROIT - ST. LOUIS - SAN FRANCISCO - DALLAS

Atlanta
WBAL-TV Baltimore
WFAA-TV Dallas

KPRC-TV Houston
KECA-TV Los Angeles
KSTP-TV . . Mp‘l’'s.—5t. Paul

Nashville
WABC-TV New York
WTAR-TV Norfolk

WTIVH-TV . . ... .. Peoria

Pittshurgh
WOAI-TV . . . .San Antonio
KFMB-TV San Diego

"KGO-TV ... .San Francisco
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How to

thaw out customers
for a

frozen food
plan!

This Spring, Radio and
Appliance Corporation, Nashville
distributor for Admiral Appliances,
decided to see if WSM-TV could develop
leads for Admiral’s Smart Living Food
Plan. The plan involved purchase of a large
quantity of frozen foods plus an Admiral
Home Freezer.

N DM RAL

The commercials on one half-hour program
were devoted to selling the plan with an
invitation for the audience to call a tele-
phone number for additional details.
Within two hours after the show 120 calls
had been completed! Jammed telephone
lines caused many other calls to be missed.
Calls were used as leads for sales follow-ups.

Out of leads from that single TV half hour,
Admiral sold fifteen Freezers ($429.95 to

$799.25) in the next two weeks and
salesmen are still working follow-up calls!

This is just one more example of the
unusual selling job which WSM-TV is doing
for a wide variety of products and services.
For documented success stories ask
Irving Waugh, or any Petry Man.

Nashville WSM-TV Channel 4
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""Have you ever listened to women taik? They
never say, ‘That’s a nice hat.’ They say ‘That's
absolutely the cutest hat I've ever seen.” Women
talk in hyperbole. So that's the way we've got to
ht]lkdr?’ them. It’s the only language they under-
stand.

Charles Denny, NBC vp for o&o, Tom McFadden,
spot sales director and Hank Shepard, spot sales
development—the men responsible for an impor-
tant step forward. Agencies can now audition
spot shows vig closed circuit and check on com-
mercial delivery. Second smart move—''network
within a network.,”” NBC o080’'s will exchange
locally originated shows,

Bravest man in TV—
Craig Lawrence, gen-
eral manager of
WCBS-TV, sets high-
est basic rate in US:
$4,800/Class A hour.

Underscoring ‘53 spurt in alternate sponsorship,
for wide coverage, Ekco buys 4 network shows at
once. Line-up of ABC shows, all bought on al-
ternate weeks: George Jessel, lamie, Quick as a
Flash, Comeback. Sparking Ekco’s plans: Board
Chairman Arthur Keating, left, and president
Benjamin A. Ragir, above right.

Television Magazine e October 1953

NETWORK TV BILLINGS—PIB

Aug. 1953 Aug. 1952

ABC $ 1,244 993 $ 1,198,029
CBS 7,783,813 5,190,934
DuM 657,746 845,780
NBC 6,589,409 5,618,643
TOTAL $16,275,961 $12,853,386

TIME PROFILES P&G . . . ROUND-UP OF RECENT DEVELOPMENTS IN NETWORK AND

SPOT . . . ADVERTISER ACTIVITY . .. HOW MANY STATIONS ARE THEY BUYING . . .

HOT KINES MEAN BIGGER AUDIENCES ON COAST

P&G PRESIDENT NEIL McELROY: “A HOUSEWIFE'S LOYALTY 1S EPHEMERAL”

The TV industry had an added incentive for reading Time of October
5th. The cover story was devoted to the company that spends about cne
out of every 15 dollars coming into the industry—Procter & Gamble.

Highlights of Time’s report—P & G president Neil McElroy defending
the soap opera: “ ‘The problem of improving the literary tastes of the
American people is the problem of the schools. The people who listen to
our programs aren’t intellectuals—they’re ordinary people . . . They use
a lot of soap.” ”’

Time on P & G’s advertising practices: “McEIroy belongs to the new
breed of scientific salesmen who base their selling not on emotional ap-
peal but on facts and figures. . . P & G learned long ago not to take any
assumption for granted. Once an advertising layout was proposed using
the traditional prescription symbol Rx, researchers found that 40 per cent
of the women they interviewed had no idea what it meant . . . McElroy
and everyone else at P & G constantly bear in mind the fact that woman is
fickle—and her memory short. She must be constantly reminded of the
product she loves . . . In the low-price field a housewife’'s lovalty is
ephemeral . . . The selling lures must be constantly changed . . . For years,
contests were P & G’s most successful promotions . . . But McElroy’s
admen think the days of contests are numbered, since prizes nowadays
have to be tremendous to raise much interest.”

About P & G’s own competitive brands, Time says: “Although P & G’s
practice of letting Ivory Soap dispute the claims of detergent Tide makes
little sense to many other businessmen, P & G’s McElroy thinks that it is
the only way to keep his soap salesmen on their toes. He is never happier
than when all of his products are busy fighting . . . for sales.”

P & G’s answer to disputes with the FTC: “Have you ever listened to
women talk? Women talk in hyperbole. So that's the way we've got to
talk to them.”

LONGEST NETWORK LINE-UP IS ADMIRAL’S 134 STATIONS

With all the new stations available to advertisers, how many are they
actually using for their network programs? Admiral has built DuMont’s
longest chain for Bishop Sheen—134 stations, which so far is the all-time
record. The twelve stations for Tidewater’'s Broadway to Hollywood is
DuMont’s shortest line-up. Average 1s 34. CBS-TV reports its longest
line-up 1is 106, bought by General Foods for Red Buttons (the show be-
gan with 42 outlets). Its shortest: Wrigley's link of 11 outlets for Gene
Autry. Together advertisers on this web average 63 stations. At NBC
the biggest chain is that used by RCA Victor for Dennis Day, 104 stations.
The shortest is Revere’s line-up of 20 outlets for Meet the Press.

TREND IN MEDIA SINCE 1950 FOR TOP 50 ADVERTISERS

In 1950 newspapers took 62 per cent of General Motors advertising
dollars; by the end of 1952, newspapers were taking 49 per cent of the
budget and network TV was taking a 16 per cent bite. General Foods put
34 per cent of its national dollars into magazines in 1950; three years
later magazines’ share was down to 23 per cent. Network TV had climbed
to 31 per cent.

The Big Switch to TV has caused most of the 50 top advertisers to
change the way they spend their advertising money as well as the amount
each medium gets. Analysis of what’s happened since 1950 on pages 38-40.

(Continued on page 9)
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YOU MIGHT GET A 1600-LB. BULIL. MOOSE* —

| BUT . . . You NEED wkzO-TV
| TO BAG TV AUDIENCES
IN WESTERN MICHIGAN

WKZ0O-TV AREA PULSE WKZO-TV gets more than twice as many viewers as
(27 COUNTIES) the second Western Michigan station, morning, after-

SHARE OF AUDIENCE noon and night. Here’s why:
WKZO-TV has a higher TOWER . . .

MON. — FRI. — APRIL, 1953 lower CHANNEL . . . greater POWER
. . . better RELAY FACILITIES . . .
8am.— : 6 p.m.— finer PROGRAMMING!
12 noon .m, 12 midnight
WKZO-TV is the Official Basic CBS Television Out-
WKZO-TV 62% (a) 52% (a) let for Kalamazoo-Grand Rapids. Its brilliant Chan-
nel 3 picture effectively serves more than 300,000 TV
STATION “B”| 269 259, (a) homes in 27 Western Michigan and Northern Indiana

counties—a far larger television market than is avail-
able In and around such cities as Rochester, New
Orleans or Denver!

Get all the facts and you’ll choose WKZO-TV, the
(a) Does not telecast for complete period and the share of aud- dominant station in Western Michigan and Northern
ience is unodjusted for this situation. Indiana.

OTHERS 12% % 23%

(80,000 WATTS VIDEO — 40,000 AUDIO)

KOLM — LINCOILN, NEBRASKA

\,
'% RIADERY == LUNGOLN BRIIASK A OFFICIAL BASIC CBS FOR WESTERN MICHIGAN

Ansociatod with
WhABD PEORIA, ILLINOIS

r'_,lnw“‘ /]/

lh—‘"’{’u She Jol 0 Seleo

, WKZO KALAMAZOO
" WHKZ0.TY — GRAND RAPIDS-KALAMAZOO

-

;’

WJEF — GRAND RAPIDS

WUIEF P — GRAND RAPIDS KALAMAZOO

Avery-Knodel, Inc., Exclusive National Representatives

*F. D. Fetherston and D. G. MacDonald got one this size on Magnassippi River, Quebec, in 1889.
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Dow Chemical makes an impressive entrance
into TV advertising. Ad manager Millard
Hooker (above) and MacManus, John and
Adams agency chose three multiple spon-
sorship vehicles for their network baptism.
Today, Kate Smith and Your Show of Shows.

How the networks see themsclves was re-
vealed at ANA Convention. Key word used
by DuMont’s Chris Witting: regional. He
emphasized network’s flexible line-ups. New
DuMont business along this line is R. 1.
Reynolds” purchase of 10 stations for Man
Against Crime in markets not cleared by
NBC-TV.

Robert Kintner, ABC president, told ANA
that his web plans to “‘add every station
that will give viewers a signal.”” Bonus
system or frequency discount plan, he sug-
gested, might help small market stations
get network advertisers support. ABC s
getting into the regional act too—Pacific
web of 12 stations was bought by Regal
Amber Brewing for Claim to Fame show;
first ABC west coast chain.

Establishing the place of film buying offices
is announcement by Bob Salk, director of
Station Films, tkat his outfit has handled
$250,000 worth of film, on behalf of 18
stations represented by Katz.

Television Magazine ¢ October 1953

Tangles ironed out of DuMont’s 7-sponsor pro football series at NY huddle. Huddlers: web
traffic mgr., Roy Sharpe; Ayer's Norton Cotterill with Atlantic Refining’s Richard Borden;
Miller Brewing’s Robert Conrad with Mathisson agency’s Ed Ball, Ayer’s Robt. Mortenson.

SAME TIME TELECASTS ON BOTH COASTS MEAN BIGGER AUDIENCES

Quick kines will mean bigger audiences on the west coast, as CBS-
TV and NBC both switch their scheduling. Now a 9:00 pm show out of
New York reaches Los Angeles at 9:00 pm PST, rather than during the
west coast dinner hour. Minor advantage is cut in cable costs; real gain
of course is in audience In some of country’s biggest and most elusive
markets. TELEVISION Magazine (November, 1952) traced what happened
to shows coming in to LA.

Projections based on performance of a number of shows indicated
kines telecast at 8: 00 or 9:00 PST picked up from five to 22 per cent more
audience than live shows going through at 5:00 or 6:00 PST. Biggest
drop due to time differences comes in spring and summer months.

MEREDITH BUYS 4TH OQUTLET: 4-DAY OLD KCMO-TV

Drive for multi-station owners to get full set of five outlets continues.
Latest is Meredith Publishing Co. which purchased KCMO-AM-FM-TV,
Kansas City, from co-owners Tom Evans and Lester Cox, four days after
the TV station began commercial operation (Sept. 27). Sale is reported to
have been in the neighborhood of 3 million, with the KCMO Broadcasting
Co. showing total assets of almost 1 million. This brings the total of
Meredith owned stations to 4 TV and 3 radio. Publisher also owns
WHEN (TV) Syracuse, N. Y.: WOW-AM-TV, Omaha, Neb. and KPHO-
AM-TV, Phoenix, Ariz.

RECENT SPCT ACTIVITY: A ROUND UP

White Sewing Machine Corp. allocated all its advertising budget into
first national TV campaign. The firm 1s using TV spot announcements in
major markets, one to four spots per day, five days a week. .. . Les Paul
and Mary Ford — first big name talent signed for TV spot campaign —
making a series of 5-minute musical films for Listerine Products to be
spotted 1n 35 markets on a 5-day-a-week basis. . . . Alliance Mfg. Co.
spending a half million dollars to advertise its TV boosters, uhf con-
verters and remote TV antenna control systems. Largest promotion cam-
paign 1n history, Co. now using 110 TV stations. . . . Vitamin Corp. of
America conducting biggest sales promotion drive in history. TV cover-
age Includes 20 and 60-second announcements as well as participation on
Paul Dixon and other network shows. . . . Hutchinson Chemical Corp.
expands AM-TV budget to $200,000 on behalf of automobile wax. Firm
will expand 10-minute film show to 60 TV markets. Schick Inc. buys
This Week In Sports, filmed program, to be run in six new markets. . . .
Ziv’s new TV series, I Led Three Lives pre-sold on 94 stations, represents
the largest sales in more markets than carry any of network TV’s 10
top-rated shows. Sponsor line-up: United States Tobacco Co. and Ronzoni
Macaroni Co. on an alternating basis on WNBT; Phillips Petroleum Co.
over 25 Midwest stations; Adolph Coor Brewing Co. over 10 Rockyv
Mountain area stations; Golden State Dairies over 8 Western cities:
Wiedemann Brewing Co. in 4 Midwest cities; Rainier Brewing Co. over 4
Northwest cities; National Premium Beer over 3 Central Atlantic cities;
Procter and Gamble; Cleveland Illuminating Co. and Marine Trust Co. of
Buffalo. . .. The Tea Council will spensor heavy spot TV hot tea cam-
paigns for 20 weeks in 12 major markets Oct. 26 to March 14. Series of
20-second and one-minute TV film commercials will be run. . . . Helen
Pessl Inc. sponsoring half-hour Little Lady Story Time over WABC-TV,
WBKB, WXYZ-TV, KECA-TV and KGO-TV.

(Round-up of network advertising and programming developments on page 12)

www americanradiohistorvcom .. _ly
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THE EXCITING NEW national
sales offices of NBC Spot Sales

in the RCA Building, New York,
are headquarters for a revolu-
tionary spot-buying technique
called Electronie Spot Buying.

It’s the dramatic use of TV to buy
Spot TV.

ELECTRONIC SPOT BUYING
enables advertisers to see live local
TV shows origimating at the stations
represented by NBC Spot Sales.
Now, over a closed circuit, you can
on specific occasions see local TV
personalities, station facilities,
your commercials on-camera and
even your markets—all without
leaving the NBC Spot Sales
headquarters.

EVER-INCREASING SERVICES:

A new sales office in Detroit . . . salesmen with
an intimate knowledge of our stations gained
through travelling more than 175,000 miles
since the first of the year to those markets . ..
copy clearance speciali-ts ... research staffs
that provide data for scientific time buying . ..
experts in TV film and -lide specifications . . .

all these added to Electronic Spot Buying
make NBC Spot Sales a better spot than ever
to do business.

Chicago
Cleveland
Detroct

SPOT SALES i
| N> ¥4 San Frianeiaco

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

Chariotte®
Atlanta®

* Homar Lowranee Associatea

representing TELEVISION STATiONS s representing RADIO STATIONS:

New York KSD-TV =i Lowis WNBC New ¥ork

WMAQ (hicags
o Angele: w b g tor !
Lioa Angelea WNB Wk ington KNBC Sam. Promidisn

Chavogo WRGB Scheneetady- WTAM Clameland
Phaladelphia Albany-Troy WRC Washington
Rostun KPTV Fovtlanid, Oregon K5D 5t Lowin
Clevaland KONA Honolulu, Hawaii KGU Honolwiu, Huwaii
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|
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This Fall

{as every fall since 1948)

} THE BIG TV SHOWS
. ARE BEING SEEN
AND HEARD IN

MEMPHIS
ovir WMCT !

Exclusively

GROUCHO MARX
ROBERT MONTGOMERY
| LOVE LUCY

TOAST OF THE TOWN
DRAGNET

MILTON BERLE

THE COMEDY HOUR
PHILCO PLAYHOUSE
KRAFT THEATRE
FIRESIDE THEATRE
PABST FIGHTS
GILLETTE FIGHTS
KATE SMITH

X xb b xb 3 Xe e b Kb 2 X X 5

These big shows, and others which space
won't permit our listing, are the shows
with PROVED RATINGS. Memphis listeners
and viewers are tuned to the established

CHANNEL 5 STATION—WMCT.
o
To Sell Memphis —You Need

WMCT

CHANNEL 5

MEMPHIS’
PIONEER TV STATION

Naticnal Representatives
=

The Branbam Company
Crwned snd Operated by
The Commercial Appeal

Altiliated with NBC
Alss ollilisted with CBES, ABC, and DuMont

FOCUS

(Continued from page 9)

" R N

RECENT NETWORK ACTIVITY: A ROUND UP

New to network TV this year are Dow Chemical, Pharmaceuticals,
Inc., Tappan Stove, Sherwin Williams, Bauer and Black, Duffy Mott,
Brown and Williamson, BB Pen, Adolph’s, Litd.,, Lewis Howe, American
Oil, Hamm Brewing, American Dairy Assn.,, Commercial Solvents. Back
into the network fold after a year or more’s absence are Congoleum Nairn
and Lady Esther.

Key network programming and advertiser changes announced during
past month:

Kraft TV Theatre presenting two different full-hour dramas on dif-
ferent networks (ABC-TV and NBC-TV) strikes another TV first—Kraft
is the first sponsor to present two different full-hour dramatic productions
weekly. . . . ABC-TV enters the field of daytime network programming
on an across-the-board sustaining basis with Turn To A Friend and The
Ern Westmore Show. ... Dow Chemical’s purchase of time on Today, the
Kate Smith Show and Your Show of Shows/All Star Revue marks the
firm’s initial entry into network television. . . . Gerber’s baby foods re-
newed and expanded its participation on the Kate Smith Show. . . .

Nabisco, which last fall cancelled all network TV advertising and
switched to spot, has joined the TV network roster again with the recent
purchase of two 15-minute segments of the Arthur Godfrey show. Slated
to start Oct. 26, Nabisco will occupy the 11:00-11:15 simulcast slot on
an every other day basis. This campaign is an addition to Nabisco’s
present sponsorship of Arthur Godfrey’s radio show on Friday.

Pharmaceuticals, Inc., signed for sponsorship of Juvenile Jury and the
Red Skelton Show. . .. NBC-TV’s Hallmark Hall of Fame series is the
first full-hour network drama show to originate from the West Coast. . . .
ABC-TV network launches $750,000 major advertising campaign to
herald its new fall programs and stars. . . . All available evening com-
mercial time on NBC-TV sold out with signing of Dow Chemical, Adolph’s
Limited and Lewis Howe for segments of Your Show of Shows/All Star
Revue. . ..

Toni and General Mills alternating sponsorship of new CBS-TV day-
time serial Valiant Lady, replacing GM’s former Bride and Groom. . . .
Seeman Bros., Inc., sponsoring 15-minutes of Il Buy That, twice a week
on CBS-TV, ... Derby Foods expands sponsorship to Sky King on ABC-
TV weekly. . . . Pontiac Dealers of America purchased Dave Garroway
Show, Friday 8:00-8:30 pm. . . . Lever Bros. purchased a television par-
ticipating schedule on NBC-TV’s Today calling for a minimum of 104
segments starting Nov. 11 and continuing for 52 weeks. . . . American
Chicle Co., maker of Clorets and Dentyne, in addition to co-sponsorship of
Rocky King on DuMont, co-sponsoring another DuMont show, Colonel
Humphrey Flack. . ..

Borden Co. taking the Tuesday 3:30-45 pm of The Kate Smith Hour
starting Oct. 31. . . . Welch sponsoring a portion of the Howdy Doody
Show, 5:30-6:00 pm on NBC-TV. . .. Armour and Co. (Dial Soap &
Shampoo) in alternate week half-hour of Your Show of Shows. ... ABC-
TV Leave It To The Girls under sponsorship of Ex-Lax, Inc. ... Tappan
Stove, General Mills, and Englander Beds each sign for a quarter hour
of the Bob Crosby Show; American Dairy Association has two quarter
hour segments weekly. . ..

Parliament and Viceroy — first filter-tip cigarettes on network TV;
Parliament signed for alternate-week sponsorship of Pantomime Quiz
on DuMont Tuesday nights following Bishop Fulton J. Sheen. Viceroy
continues sponsorship of the ABC-TV show Orchid Award. . .. With the
cancelling of the CBS-TV packaged Pentagon USA, Philip Morris keeps
10-10:30 Tuesday slot for scheduling of Philip Morris Playhouse. . . .

Remington-Rand shares What’s My Line sponsorship with Stopette
on an alternate week basis. . . . American Home Products bought half
sponsorship of new John Daly news strip 7:15 pm across-the-board. . . .
Pan American Airlines signs as alternate sponsor of Meet the Press,
NBC-TV Sunday, 6:00-6:30 effective early in January. . . . Sweets Co.
of America (Tootsie Roll) replaces Tootsie Hippodrome with Paul White-
man TV Teen Club on ABC-TV/. . ..

Television Magazine ¢ October 1953
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98% of all U.5. TV stations
use Houston-Fearless equipment

B8 = BLTTER SHOWS

are produced with

HOUSTON-FEARLESS EQUIPMENT

B
-

Top flight television showmanship is dependent not
only on capable writers, producers and cameramen,
but also on reliable studio equipment that will pro-
duce any desired camera effect smoothly and quietly
with a minimum of effort . . . and on efficient film pro-
cessing equipment that opens vast new sources of
program material. That's why 98% of all U.S. tele-
vision stations, as well as motion picture studios in.
Hollywood and throughout the world, rely on
Houston-Fearless for matchless quality, proved per-
formance and absolute dependability.

In addition to building many models
not shown here, Houston-Fearless of-
fers extensive engineering and manu-
facturing facilities to produce special
television and photographic equip-
ment for your particular requirements,
Write for information and catalogs.

HOUSTON
~\  FEARLESS
VRS Corporation  [PEETEEE

Los Angeles 64, Calif.

£ "\ e = Please send catalegs on [] Friction Head [] Triped
\ ; [ Tripod dolly [ ] Panoram dolly [] TV Cranes
b e [] Camera pedestals [ Film Processors

[] Parabolas [[1 Remote control parabola

_City. ...
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MARKETS AND MEDIA

Who's buying the new markets . . . Openings se

Stations started in September

45 Stations on September 1-October 1 San Diego, Calif, KFSD-TV 10 Longview, Tex. KTVE 21
. Springfield, 1. WICS 20 Louisville, Ky. WKLO-TV 21
Market _ Sration  Chammel o ingfield, Mo. KYTV 3 Massillon, Ohio WMAC-TV 23
Albuquerque, N. M. KGGM-TV 13 Tucson, Ariz. KVOA-TV 4 Meridian, Miss. WCOC-TV 30
Ashtabula, Ohio WICA-TV 15 Waterbury, Conn. WATR-TV 53 Milwaukee, Wisc. WOKY-TV 19
Bakersfield, Cal. KERO-TV 10 West Palm Beach, FlaWIRK-TV 21 Newport News, Va, WACH 33
Buffalo, N. Y. WRES-TV 59 Wilkes-Barre, Pa. WILK-TV 34 Norfolk, Va. WTOV-TV 27
Butte Montana KOPR-TV 4 Winston-Salem, N. C. WSJS-TV 12 Oklahoma City, Okla. E?\D/%Tv ;z
' KXLF-TV 6 WTOB-TV 26
Cambridge-Boston,  WTAO-TV 56 : Panama City, Fla. = WJDM 7
GEO';S 9 ’ October and November Openings Parkersburg, W. Va. WTAP-TV 15
Cedor Rapids- WM Ty 2 s D o ntwercar cocnmcorted . Phoenix, Ariz. P
Waterloo, lowa _ many of these stations will probably not meet
Chambersburg, Pa. WHCA 46 their scheduled opening dates; a few will sign on Pocatello, Idaho KWIK-TV 10
Colorado Springs, ~ KRDO-TV 13 one or two months later. Portland, Ore. KOIN-TV 6
Colo. OCTOBRER . Providence, R. I. WPRO-TV 12
Columbia, S. C. WNOK-TV 67 e Station Channel Rockford, I[I,. WREX-TV 13
Eimira, N. Y. WECT 10 Albany, N. Y. WROW-TV 41 St. Clogd, Minn. WIJON-TV 7
Hampton-Norfolk, Va WVEC-TV 15 Albuquerque, N. M. KOAT-TV 7 St. Louis, Mo. KSTM-TV 36
Hannibal, Mo. KHQA-TV 7 Billings, Mont. KOOK-TV 2 dalisbury, Md. WBOC-TV 16
Harlingen, Tex, KGBS-TV 4 Bismarck, N. D. KFYR-TV 5 Salt Lake C_Ify, Utah KUTV 2
Henderson, Ky. WEHT 50 Boise, Idaho KTV 9 Tulare, Calif. KCOC-TV 27
Johnstown, Pa. WARD-TV 56 Butte, Mont. KXLE-TV 6 WGCO,.TGX- KANG-TV 34
Kansas City, Mo. KCMO-TV 5 Cedar Rapids, lowa  KCRI-TV 9 Wheeling, W. Va. WLTV 5]
Knoxville, Tenn.  WROL-TV 6 Charleston, W. Va.  WKNA-TV 49 | WTRE-TV 7
Lansing, Mich. WILS-TV 54 Colorado Springs, KRDO-TV 13 Winston-Salem, N. C. WSJS-TV 12
Macon, Ga. WMAZ-TV 13 Colo. York, Pa. . WNOW-TV 49
Memphis, Tenn. WHBQ-TV 13 Columbia, S. C. WIS-TV 10 Yuma, Arizona KIVA-TY H
Meridian, Miss. WTOK-TV 11 Co|umbus’ Ga. WDAK-TV 28
Milwaukee, Wis. WCAN-TV 25 Danville, Va, WBTM-TV 24 NOYEMBER
WOKY-TV 19 Eugene, Ore. Eugere TV 13 .
Minneapolis-St. Paul, WMIN-TV . Eureka, Calif. KIEM-TV 3 Anchorage, Alaska KFIA 2
Minn. WTCN-TV Evansville, Ind. WFIE 62 Battle Creek, Mich. WBCK-TV 58
Monroe, La. KNOE-TV 8 Fall River, Mass. WSEE-TV 46 " Bloomington, L. WBLN 15
Peoria, Il WTVH-TV 19 Festus, Mo. KACY 14 Charlotte, N. C. - WAYS-TV 36
Quincy, 111, WGEM-TV 10 Ft. Dodge, lowa KQTV 21 Champaign, 11I. WCIA 3
Reno, Nev. KZTV 8 Greenville, N. C. WNCT 9 - Columbia, Mo. KOMU-TV 8
Rockford, IlI. WREX-TV 13 Harrisonburg, W. Va. WSVA-TV 3 Columbus, Ga. WRBL-TV 4
Sacramento, Calif. KCCC-TV 40 Indianapolis, Ind. WNES 67 Denver, Colo. KLZ-TV 7
St. Joseph, Mo. KFEQ-TV 2 Johnson City, Pa. WIHL-TV 11 Durham, N. C. WCIG-TV 46
Salinas-Monterey, KMBY-TV } 8 Knoxville, Tenn. WROL-TV é Eau Claire, Wisc. WEAU-TV 13
Calif. KSBW-TV WTSK 26 Flint, Mich. WTAC-TV 16

Managers of New TV Stations

T. V. Cassell
WECT Elmira

Donald Molony
WEHT Henderson

Howard Lane
KCIN-TY Portland

John Rivers
WCSC-TY Charleston

Mrs. Frank Megargee
WGBI-TY Scranton

Colin Sclph James Cole Harry Maynard Clark Hogan Themas Chisman George Coleman, GM
KEYT Santa Barbara WFTY  Duluth WCIA Champaign WOSH-TV  Oshkosh WVYEC-TY Norfolk WGBI-TY Scranton
14 Television Magazine ¢ October 1953
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uber and November . . .

Ft. Lauderdale, Fla.  WITV 17
Ft. Wayne, Ind. WKIG-TV 33
Great Falls, Mont, KFBB-TV 5
Harrisburg, 11 WSIL-TV 22
Houston, Tex. KNUZ-TV 39
Ithaca, N. Y. WHCU-TV 20
Kearney, Neb. KHOL-TV 13
Lake Charles, La. KTAG 25
Lebanon, Pa. WLBR-TV 15
Lewiston, Me. WLAM-TV 17
Midland, Tex. KMID-TV 2
Neenah, Wisc. WNAM-TV 42
New Orleans, La. WIMR-TV 61
Pensaccla, Fla. WEAR-TV 3
Pittsburg, Kan. KOAM-TV 7
Pittsburgh, Pa. WTVQ 47
Princeton, Ind. WRAY-TV 52
Rochester, N. Y. WHEC-TV 10
WVET-TV
St. Paul, Minn. WCOW-TV 17
Salem, Ore. KPIC-TV 24
Steubenville, Ohio WSTV-TV 9
Temple, Tex. KCEN-TV 6
Tulsa, Okla. KCEB 23
Valdosta, Ga. WGOV-TV 33
Waterloo, lowa KWWL-TV 7
Watertown, N, Y. WWNY-TV 48
Worcester, Mass. WWOR-TV 14
Yakima, Wash. KIT-TV 26
Who's Buying the New Markets
Battle Creek, Michigan
WBKZ-TV
Network: Amarican Chicle Co., American
Tobacco Co., Charles Antell, Armour & Co.
Avco Mfg. Co. (Crasley), B. B Pen Co,
Bayuk Cigars, Hazel Bishep, Brown Shee Co,
Brown O Willigmson Tob. Co, DuPont Ne-
rmours, Ex-Lox, Gemex Co., General Electric,

Ceneral Mills, Good Foods, Gruen Watch Co,
lronrite, S, C. Johnson & Son, Kellogg & Co,,
(Continued on page 59)
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Stewart Spencer Marshall Pengra
WCOS-TV Columbig, 5. C. KSTM-TVY St. Louis

Ear! Reineke
WDAY-TVY Fargo

Frank Myers
KCMC-TY Texarkana
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OLD DUTCH BEER . .. OMAR BREAD ... OVALTINE ... PERT ... PLAYTEX HAIR CUTTER
++ .+ POC BEER . . . PRESTONE . . . RED TOP BEER . . . REMINGTON ARMS . . . ROBIN
HOOD FLOUR . . . RYBUTOL . . . SARAN-WRAP . . . SHINOLA . . . SLUMBERON MAT-
TRESSES . . . STERLING SALT . .. SUGAR SMILES . . . SUNKIST . .. SUN OIL . . ., SUN-
SHINE BISCUIT . . . SWANSDOWN CAKE MIXES . .. SWEL CHOCOLATE FROSTING . . .
TAYSTEE BREAD . .. TV TIME POPCORN . . . USI ANTI FREEZE ., . VICKS COUGH DROPS
.« . VICKS COUGH SYRUP .., VICKS VAPORUB . . . TIP TOP BREAD . , . WHITE ROCK
... WIEDEMANN BEER . , . WILLIAMSON CANDY ... WONDER BREAD . . . NU SOFT ., .
ALCOA ... ALKA SELTZER ... ALL .. . ALLIANCE TENNA-ROTOR . .. AMAZO DESSERTS
.+ . SUPER ANAHIST, .. ARRID ... BABO ..., BARDAHL ... BEEMAN'S GUM . . . BOND

BREAD . . . BORAX , .. BORDEN'S . . . BOSCO . . . BULOVA , . . BURGER BEER . . .
BURKHARDT BEER . . . BUTTERFIELD PRODUCTS . . . CAMAY . . . CAMPBELL'S CATSUP
++ . CHASE AND SANBORN COFFEE . . . COCA-COLA . ., COCO WHEATS . . . DANDEE
POTATO CHIPS . . . DRENE . . . DUZ . ., FAIRMONT FOODS . . . FERTILEZE . . . MRS,
FILBERT'S MARGARINE . . . FLORIENT AERO-SOL , . . FOLGER'S COFFEE . . . GERBER'S
BABY FOOD . . . GLEEM . . . HAMILTON WATCHES . . . HUDNUY . . . IDEAL DOG FOOD
... IVORY FLAKES ... JOY ... KASCO DOG FOOD . .. KELLOGG'S . . . LA FRANCE . . .
LYSOL . . . MYSTIK TAPE . . . NATIONAL BISCUIT . . . NEW ERA POTATO CHIPS . . .

“a man is known by the
company he keeps” _:... ...

And these typical sponsors are all in good company. Their busi-
nesses, representative of a wide variety of products, are showing
better profits due to the overall selling job achieved through
their use of WBNS-TV.

Effective use of participating announcements, spot film shows
and local programming has resulted in an ever increasing and
diversified clientele for this station. WBNS-TV can be the an-
swer to your sales problems, too, in the Central Ohio area.

luh s - Iv COLUMBUS, OH10
CHANNEL 10

CBS-TV Network. Affiliated with Columbus Dispuich cnd

WBNS.AM. Generol. Sales Office: 33 North High Street

NORTHERN TISSUE . . . OHIO BELL , . . ABEL SEAT COVERS . . . WHIRLPOOL DRYERS

.+ . BLUE CROSS . . . BLUE VALLEY BUTTER . .. BOSTON STORE . . . GEO. BYERS SONS
INC, . . . DIXIE MARGARINE . . . CARLILE FURNITURE . . . CENTRAL OH!O FEDERAL SAV-
INGS AND LOAN . . . CITY LOAN . ., COLUMBUS AND SOUTHERN OHIO ELECTRIC CO.
. . . COLUMBUS TRANSIT CO. ... DAVID DAVIES . .. REARDON PAINT . .. DIAMOND
MILK . . . DOLLAR FEDERAL SAVINGS AND LOAN ... DONALDSON BREAD . . . FELBER
BISCUIT . . . FIRST FEDERAL SAVINGS AND LOAN ... GAMBRINUS BEER . . . GRAF FOLD-
DOOR . . . GRANAT BROADLOOMS . . . ISALY'S DAIRY . . . MONETT FURRIERS . . .

KAUFMAN MOTORS . . . C. D. KENNY CO. . .. KOOL VENT ALUMINUM AWNINGS . ..
LAZARUS DEPARTMENT STORE . . . DAVID LYLE APPLIANCES . . . MARZETTI'S SALAD
DRESSINGS . . . MEDICK FORD . . . MIDWEST PET FOODS . . . MODERN FINANCE . . .

MCCLURE-NESBITT MOTORS . . . OHIO FUEL GAS CO. ... OHIO NATIONAL BANK . . .

MARATHON OIL €O. . .. PICKERINGTON CREAMERY . . . RESTONIC MATTRESS . . . RICH
FOOD PLAN . . . ROGER'S JEWELERS . . . SCHIFF SHOES . . . SCHOEDINGER FUNERAL
HOME . . . SEYFERT'S POTATO CHIPS . . . SUMMER'S AND SON ., . . MAIN FEDERAL
SAVINGS AND LOAN CO. . .. SWISHER INSURANCE . . . TROWBRIDGE STORAGE AND
MOVING CO. ... UNION DEPARTMENT STORE . . . VAN HISE FURNITURE . . . WEATHER-
SEAL .. . BOB WHITE OLDSMOBILE

WWW americanradinhictorn com o
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Good Look...

Here’s a sample—a tiny sample, actually, of the country as a
whole ... beautiful scenery, lots of it ... people, homes, TV
receivers . .. buyers, buying points...with a television
tower or two somewhere in the distance, radiating entertain-
ment and commercial messages—"live” and film.

Right now .. .television is perhaps advertising’s richest medi-
um . .. people look, see, go out and buy.

No wonder television experts work constantly to improve
programming technics—to reach more people better.

Take a good look at your own operation—specifically in
reference to film. Are you using it—wisely—well2 Rightly,
film means greater production and distribution flexibility—
lower costs for studio and advertiser. .. an end to the limita-
tions of studio walls and time zones.

For complete information concerning film, its selection and
processing, together with details of special Eastman services,
equipment, and materials, address:

Motion Picture Film Department

Eastman Kodak Company, Rochester 4, N. Y.

East Coast Division Midwest Division West Coast Division
342 Madison Ave. 137 North Wabash Ave. 6706 Santa Monica Blvd.
New York 17, N. Y. Chicago 2, Winois Hollywood 38, California

Agents for the distribution and sale of

Eastman Profegsional Motion Picture Films

W. J. German, Inc.,

Fort Lee, N. J., Chicago, i, Hollywood, Calif.
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“I Like TV

BU f. . .” William R. Baker, Jr.
Benton & Bowles Board Chatrman

Looks at Television Today

OR some time I have been labeled by some a

“prejudiced” buyer, one who plays favorites with
the broadcasting channels at the expense of other
media. I have even been accused by friends of lean-
ing so far toward radio and television that magazines,
newspapers and other important media are not given
the same opportunity to show comparable results,
with like concentration and continuity. This simply
1s not so. At one time our Agency was exceptionally
heavy in radio—but today our billing percentage In
individual media is not so different from the average
of all advertising. Yes, we at Benton & Bowles like
every medium so long as it is producing.

TV while still new is too expensive to be a novelty;
has grown so large so fast that it can keep its place
as an advertising medium solely by its ability to page
and sell people at a satisfactory cost per thousand.
This is required to stay in business and the older
established media have had their ups and downs
with this simple buying law since advertising was
a pup.

So while I'm enthusiastic about television as an
advertising medium I deny any charge of favoritism
and welcome this opportunity to put down a few
very personal thoughts on the subject.

The “but” of the title has to do with the seeming
drawbacks to TV. These are the complexities of the
medium, the huge costs involved ‘in using it, the
extra work and expense for the advertising agencies
that shows up in reduced profits. All these draw-
backs could, for the faint-hearted, end up with some

Television Magazine e October 1953
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Benton & Bowles is the third ranking agency in AM-TV billings.
Speaking entirely as an individual, Mr. Baker considers the com-
plexities of making the medium work successfully for the advertiser
and agency, with an aside on the case for the agency’s 15% commission.

advertisers and some agencies missing the boat. Real
mngenuity i1s required to get the smaller advertisers
aboard, via the feet-wetting process. But aboard
they very well should be if their products lend them-
selves as well to this “demonstration” medium as do
SO many.

So the agency people go to work—and the work
load is big! A single newspaper advertisement in a
large list of papers, at a cost of say $50,000, is one
thing. The supervision of a half-hour television show
with properly integrated live or film commercials at
a ¢éomparable dollar cost is quite another factor for
the same agency!

Yes, TV simply must deliver the goods. For it
finds plenty of resistance and cost to be overcome in
many quarters.

The ever mounting costs within an advertising
agency have been spelled out in recent years by some
spokesmen for our business. It's not hard to convince
most of the smart advertisers today that they have
been getting far more for their 15% in the last decade
than they ever obtained in the previous three. This is
due of course not only to the arrival of radio and tele-
vision but to all manner of research expenditures
{particularly in broadcasting).

It is due also to merchandising, field trips and the
general inflation of all salaries. An advertising agency
can price nothing upward as its customers do and
the only answer to the squeeze 1s more and more vol-

{Continued on page 56)
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SUPERMARKETS :

UPERMARKETS and their suppliers are puttit

a lot of money into TV. This in spite of the fa
that most co-op funds have been allocated by agra
e ‘ ment to newspaper advertising.

In many areas the extent of TV use is directly pr¢
portional to the availability of co-op funds. A numbg
of the chains and independent supers feel that thg
cannot afford TV on their own but, by using co-g
money wisely, can successfully sell their stores g
well as the manufacturers’ brands. |

A spot check of 24 markets shows 35 chains i
these areas using television in one form or anothe
The range is from top spender National Tea’s $600,
000 a year to practically nothing for those riding i
on the co-op funds or exchange deals on displa
space for TV time.

All of the six largest food chains are in TV. A & F
Safeway and National Tea have used practically n
cooperative money. However, Safeway and A &1
have exchanged display space for spot announce
ments. The bulk of A & P’s TV use has been vi
display-space-for-time trades.

But display space in A & P stores has a tremendou;
dollar value which could be bartered for cooperativi
funds for any medium.

At least five of its divisions are using television
mostly in the form of spot announcements featurin
their own products. 1

] m"-‘ll'ﬁ;‘[i‘-‘_ﬁgdl 3l

| Reproduced by permission.
| Copyright 1952 The New Yorker Magazine, Inc.

A &P

Despite frequent queries from its sales-
men, A & P has no plans for creating @
TV counterpart to its pioneering A & P
Gypsies. The subsidiaries of the food
chain——Jane Parker, Ann Page, the cof-
tecs—have used TV spots intensively
in eight markets, but the project was
abandoned two years ago for budgetary
reasons.

TV s now being used by five of the
chain’s qgeugraphical divisions which plan
and place their own advertising.

Paris and Peart, the A & P agency, pre-

pares and  stockpiles film  commercials
for the house bronds and institutional
pitches. Theswe are shipped to the units
whing TV whien necded. Commercials for
produce,  meats, and  local specials  or
worvices are hardled by the individual
chivinions,

All timebuying is done locally, with TV
plans wubject to main office approval.

In Milwaulboe, a weelkly five-minute TV
Weathorman program is used, plus par-
tipation, in local progroms.

I Schenectady, the Paul Killiam Show,
with o oot based on old comedy
20

films, Sundays, 6:45-7:00 pm an WRGB
plugs store brands, meat and produce.

in Birmingham, A & P buys participa-
tions on WBRC-TV’'s Joan Meadows
kitchen show. In New York and Chica-
go, the A & P units participate in ““facili-
ties exchanges’, giving display space
and getting spot time on WABD, WABC-
TV and WNBT in New York and on
WBKB and WGN-TV in the Windy City.

SAFEWAY

Safeway launched its first main New
York TV campaign recently with Safe-
way Theater, an hour and a half feature
tilm show on WPIX. Telecast Friday
night, the live commercials are devoted

to the chain’s brands, departments and
services with no co-op tie-ins. Its pre-
vious use of TV in the New York area
came via merchandising plans  with
WCBS-TV, WNBT.

Safeway has 45 stores in the Salt Lake
area. It began using TV in February
1953 with sponsorship of Life of Riley
on KDYL-TV. TV budget of $486 was
used to plug store’s brands and depart-
ments. Live commercials, integrated
with the program, start with a bridge
from the story line and swing into dem-
onstration. George Wilson, advertising
manager says, 'We think TV is a very
fine advertising medium for reaching a
mass audience.”’

KROGER STORES

Finding the cost of split network sponsor-
ship of Allan Young Show in 1951 too
high and the results too intangible,
Kroger withdrew from network television.
Via spot, Kroger hos been experimenting
with cooking shows in several markets
and is now trying nighttime programs.
Co-op maney is used on Kroger's vehi-
cles, but display space is never tied in

Television Magazine e October 1953
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fo-op Money Key to TV Use

safeway 1s another one who has had a long-time
dicy against co-op money. Several of 1ts autono-
mus zone operations are using TV on either a pro-
qgm or spot basis.

Jational Tea, the largest spender, with an annual
wlget of $600,000, plugs its own store brands, meats
ul produce.

'he other three in the Big Six— Kroger, American
Bires and First National—all use co-op funds.
{roger stores which used split network sponsor-
do of the Allan Young show in 1951, felt the vehicle
i not prove out, dollar-wise. Recently, the chain
bt tried daytime cooking shows in several markets
gl is now testing half-hour films.

indication of television’s effectiveness is the lon-
urity of its use. First National is in their fourth
ar on Fun with Food over WBZ-TV in Boston.
Merican Stores are also in their fourth year over
WAU-TV in Philadelphia.

Analysis of supermarket TV use shows a decided
peference for programs rather than spot announce-
#nts. While cooking shows, as would be expected,
+ widely used, there is a definite swing out of the
ltchen into nighttime dramatic and music programs,
nny of them syndicated films.

National Tea says it’s doing well with weekly ID’s
lturing current specials, but Piggly-Wiggly in Lub-

bock found ID’s could not be merchandised and have
been more successful in sponsorship with across-the-
board newscasts.

Station merchandising operations, such as Chain
Lightning, Teledizing, are prevalent in every market.

For the small manufacturer, these tie-ins force
distribution. For the large manufacturer, they mean
strengthened promotion. For the stations, the plans
are a time selling tool. For the grocery chains, the
exchange means free advertising, the only kind of TV
that some of the outlets feel they can afford.

Another measure of what food chains and their suppliers ore gaining from
TY is found in TELEVYISION Magazine’s survey in New York supermarkets.
Purchasers were asked if they recalled seeing or hearing advertising for the
brand they bought, and if so, in which medium.

Product Summary

Per cent of those interviewed recalling ads in each medium

Survey TV Radio Newspapers Magazines  Other
Coffee

June, '52 299, 279, 249, 189 2%

Feb, '53 56 5 19 19 1
Cereal

Sept, '52 48 16 16 13 7

April, '53 43 9 14 34 0
Soaps, Detergents

Nov, ‘52 43 20 13 9 15
Frozen Orange Juice

Jan, ’53 49 3 14 14 4
Beer

May, ‘53 42 19 10 29 0

with the show. The chain prefers to
keep a free hand in selecting its best-
selling brands for in-store promaotion.

In Roanoke, Krager has used an evening
pragram on WSLS-TV plus weekly one
minute spot on Thursday based on the
day’s big newspaper ad. After opening
and closing slides, the camera focuses
on a copy of the ad, picking out the
specials.

PIGGLY WIGGLY, D & H

Davis and Humphries started on KDUB-
TV, Lubbock, the night the station
opened. Says vp H. E. Humphries, "We
found our initial placement of a satu-

Television Magazine e October 1953

ration 1D schedule wonderful in
theory, but there was not enough time
to merchandise items. However, our
placement of a five-minute newscast five
nights a week proved to be very effec-
tive., When that was backed up with
four spots weekly on heavy buying days,
the results in sales and response were
even mare gratifying. Our addition of
an hour Sunday at 5:00 pm was, frankly,
done with much misgiving about its abili-
ty to produce sales in ratic to the ex-
penditure. To our pleasure we found it
produced a very strong response. |t was
valuable to us both in sales and good-
will. We give much of the credit for its
success, advertising-wise, to Jimmy
lsaacs’ presentation of our cammercials.””
Mr. Humphries cites four cases of direct
response to TV: despite four weeks of
display it took a one-minute spot to get
frazen waffles moving; TV earned a 600
per cent increase in sales . . . Cinch
cake mixes sales soared 53 per cent . .
Instant Royal Pudding took the lead
from My-T-Fine after TV plugs, scored
increases as high as 218 per cent .

Sunsweet Prunes did 23 per cent better

with TV backing than it did during the
traditional peal months for dried fruits.

PORK LOINS
£a

L&

—

FOOD BASKET

With three supers in San Diego, Food
Basket sponsors Smokey Rogoers General
Store, Monday, Wednesday and Friday,
4:45-5:00 on KFMB-TV. Integrated
commercials by Smokey and the an-
nouncer occasionally bring in department
managers as ‘guest experts.” Produce
and meat items are prepared and eaten
during the show and pictures of the
feast are featured in Food Basket's news-
paper ads, with tune-in plugs. The
Phillips-Ramsey agency made a survey
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of store shoppers ta ched k etfectiveness
and found 39 per cent of the morning
shoppers had ceen Food Basket's TV od:
after only ftour programs:

Pfl";ie]e"nr i ”:" L ‘l|.’_|.:- L‘_:»' f',[ ! M f"-'-' S,

“Qur first expenence on TV was during
the opening of one of our new super-
markets We wanted to be sure of com-
plete coverage during the opening, and

employed this rnew medium for this pur-
pose. We had no real plans for continu-
ing in television at that time, but the
results as megsured by sales and cus-
tomers’ comments have been so grati-
fying thaot TV is now an established part
of our advertising program.”’

e 3
= N[
-
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ASSOCIATED GROCERS

Two half hour cooking shows on which
music is mixed with home economics are
used for the A-G of Colorado 94-store
group on KFEL-TV. Commercials are
largely cooperative. “'Associated Grocers
of Lubbock ond the South Plains have
sponsored a full hour of wrestling on
KDUB-TV as part of our advertising
compaign to sell our private label Shur-
fine Foods, os well as the many related
products carried in our stores,” said A-G
od manager Gerald G. West. “Television
has proved to be an effective medium
for food advertising for us in this areaq,
increasing the sales of food featured
weekly, as well as introducing many new
customers to A-G Stores.”

AMERICAN STORES

Divisions of this major chain ore using
TV in four markets. Spots are used in
Syracuse and Wilkes-Barre and a half
hour program is sponsored in Baltimore.
In Philadelphia there are two half hour
programs running on each weekday.
Lunch with Uncle Pete and Snooper runs
12:15-12:45 across the board. Snooper,
a squirrel puppet helps Uncle Pete mc
old time movies, beamed to the audience
of 600,000 school children who come
home for lunch.

The other half hour strip, 1:00-1:30 on
WCAU-TV, hos o different format and
title each day of the week. On Monday
Shop and Sing, an audience participation
vehicle, starts off a weekly contest in
which viewers are phoned and asked to
identify the Product of the Week. Final
prize is awarded on the Friday segment.
Tuesday, Marion Kemp's Kitchen takes
over and Wednesday the vehicle is Reci-
pe Contest. Shop and Save ties in with
the Thursday newspaper ad. Friday the
program becomes Gladys Webster, with
the accent more on entertainment thon
homemaking.

Americon aoes in heavily for the use of
cooperative TV funds. Usually six par-
ticipate in a half hour progrom. Mare

22

TV is used in Philadelphia than else

wh._ re. Ame rican .r,-ll res sp kesmen 5aY,
because more co-op funds are available
for this top market American’'s store

distributed magaozine s, notably, called
TV Life

SUPER YALUES STORES

In Minot, N. D., Super Value has used
tour minute spots 1n o two-week period
to feature ts own brands and depart
ments tor its one outlet (n Minot. The
spots ran gs participations in the Cis
Hadley homemaking show on KCJIB-TV.
After selling 50,000 pounds of water-
melon and doing well with ather items
plugged, the supermarket began plans
for a more extensive TV campaign and
incidentally 1increased its radic budget.

FURRS, INC.

This Southwestern chain sponsors Story
Theater, syndicated dramatic film, on
KOB-TV Thursday evening for its one
Albuquerque outlet. Live and slide com-
mercials plug Furrs” Food Club, brands,
specials, trading stamps. Some are in-
stitutional pitches.

Furrs in Lubbock has used Time for
Beany on KDUB-TV, plus minute spots,
chain breaks and a half-hour program.
Jack O. Stone reports that his organi-
zation and its cooperating manufacturers
have measurably increased their sales
over the previous non-TV periods.

FOODLANDS SUPERMARKETS, LIMITED

Hawaii's largest food chain with five
stores in Honolulu, sponsors Movie Quick
Quiz on KGMB-TV, 5:45-6:00 pm across
the board. This syndicated film vehicle
carries an opening plug for Foodland and
a brief institutional close, stressing ser-
vice and cleanliness. Each stanza carries
two 1V2 minute live commercials for co-
operating brands, rotating 11 local and
national advertisers. Pitches are done by
Kini Popo, well known disc jockey, in
grocery or kitchen set. Foodland gener-
al manager reports, "My store managers
tell me that hundreds of women are com-
ing into the stores in response to the
show. All participating food jobbers and
representatives are very happy with the
results achieved.”

FIRST NATIONAL

Homemakers Service in New Yeork pack-
ages cooking schools in over 600 cities.
They are cooperative merchandising ven-
tures for national advertisers tied in with
one food chain in each city. In Boston,
First National is in its fourth year os
sponsor of this cooking school; it’s also
in its fourth year of sponsarship of Fun
With Food, WBZ-TV, which is actually o
TV version of the school.

O R R R RERREEDEEEEEmm..

First Narional s the only chain which
uses the School home economist as the
basis of a TV program. Monday through
Thursday, the two-hour free sessions are
presented by First National in auditon
ums and meeting halls. The lesson is
built around demonstration of the co
operating advertisers’ products. On Fri
day, instead of Cooking School, the heme
economist becomes the star of Fun With
Food Co-op advertisers for TV are
scheduled by Homemakers Service. Usu
ally eight plugs, ranging from 30 seconds
to 90, are worked into the program. The
chaoin also uses time for its own store
features and specials. Similar sef-up has
been used on WNHC-TV, New Haven
J. M. Duane, od manager of the Som-
merville division, points to success of the
venture in terms of mail pull and 3 8
Hooper of the TV program and the hun-
dreds of women brought into the school
sessians.  Both  projects are promoted
with in-store display and are coordinated
with the chain’s newspaper advertising.

KING SOOPERS

A relatively new chain with seven stores
in the Denver area, King says it "has
gone all out for TV an KBTV, via
filmed comedy ond newscasts, Its four
vehicles call for a weekly budget of
$2,108. Amos ‘N’ Andy runs Tuesday
night; Abbott and Costello on Friday.
Local News Roundup goes across the
board at 5:56 and News of the Day
takes the 10:00 pm slot four evenings
a week. One minute films plugging focd
prices for the day after telecast are shot
locally. Denver personality, Grady Frank-
lin Mapes, does the commercials. S & H
Green Stamps, used by the stores, get
frequent plugs.

JEWEL FOOD STORES

New run of the station schedule on
WGN-TV Chicago calls for 1,200 spots
each year. Launched this September, the
plan includes minutes, 20 seconds and
ID’s.

TOM THUMB SUPER MARKETS

Football is the theme of this chain’s 15-
minute program on WFAA-TV, Dallas.
Matty Bell, Director of Athletics for
SMU, presides Thursday at 9:00 pm.
Live commercials highlight one praduct
each week.

RED OWL STORES

Eastern Division, with 172 outlets in its
Wisconsin, Michigan district, reports
““great response from customers on the
quality of the fitms featured’ on its Red
Ow! Family Theatre, WBAY-TV, Green
Bay, according to ad manager R. J. Rud-
lik. Demonstration commercials are used

(Continued on page 50)
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Third in a series on unions; this month
the American Federation of Musicians

 Petrillo - Words & Music

“ The Government owns the air, but who pays the musicians ? "’

O the television industry the AFM—a three letter

synonym for James Caesar Petrillo—Is not only
the largest musicians’ union, but one cof the most
irascible in the entertainment world.

Compared to other unions, the American Federation
of Musicians has probably caused more broadcasters
to turn pale, major studios to gquake and smooth ex-
ecutives to rumple with anxiety tensions—all thanks
to melody master Petrillo and his formulas.

Like most union leaders, Petrillo was ambitious as
a boy. He did everything, from traditional selling of
newspapers to, at the age of 14, leading a four-piece
band.

Chicago in the 1900’s was overrun with racketeer-
ing, labor wars and gangsterism. Petrillo, in this en-
vironment, learned to fight. One story has it that he
took on a team of nine and in the course of two hours

beat them up, one at a time.

Unlike Petrillo, the AFM had a less hectic origin.
Formed from a group of highly talented musicians,
the union was, at first, a benevolent and fraternal
organization designed to encourage mutual admira-
tion.

In 1881, the American Federation of Labor, anxious
to enroll musicians, brought the AFM into its fold
and changed their focus from exclusive interest to
economic concern.

Television Magazine e October 1953
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At the age of 22, Petrillo, already in the tough cir-
cle of union politics, was elected president of a com-
petitive organization—the American Musicians Union.
Failing to be re-elected the following year, he quit
them and jJjoined the AFM. In five years he was
elected vice president of the union’s Chicago local.
Ambition and fight were paying off.

From that point on, Petrillo and the AFM have
been faced with many fights, all, from their point of
view, for the purpose of bettering the musician’s lot.

Major battle during the hectic days that followed
their partnership has been against technology.

The first action by Petrillo came shortly after his
election to the presidency of his local. This move was
to require radio stations to pay musicians. Before,
musicians had used the airways primarily for its
publicity value to them. As Petrillo says, “We won the
fight.”

Things moved fast from then on. Having won the
battle with the radio stations, the local went on
strike against the theaters. Under threat of a similar
strike, Petrillo completed the task of unionizing
hotels. Wage increases were won from restaurants,
theaters, operas and symphonies.

In 1924 Petrillo’s home was wrecked by a bomb. In
1931 he was held up and robbed of $1900. In 1936 his
bullet-proof car was found to have bullet marks in

(Continued on page 52)
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This month: cigarettes and evap-
orated milk. One thousand inter-
views were conducted during July
for TELEVISION Magazine by The
Pulse, Inc. in TV homes in 12 coun-
ties in Metropolitan New York.
Because of the nature of cigarette
buying, interviews were used rather
than our regular pantry checks.
Persons interviewed were given a
selected list of programs and asked
to check off those they have viewed.
Respondents were asked to name
all the brands that they were fa-
miliar with in each category, and
which brand they used. Correla-
tions of the data answer two im-
portant questions: How successful
is a program tn making the spon-
sor’'s name known? How successful
is a progrom in keeping or con-
verting consumers?

BRAND STUDY: Lucy leads

Despite the torrent of cigarette advertising pouring forth from all media, the
TV vehicles used by the tobacco companies are definitely accomplishing the job of
making their brands better known and of converting and keeping customers.

Compared to the cigarette makers, there is a small amount of advertising for
evaporated milks, and fewer nationally known brands. In this field, too, TV has
made consumers more aware of TV brands and has converted familiarity to use.

CIGARETTES: FAMILIARITY — Viewers of each cigarette-sponsored program
were more familiar with the advertised brand than non-viewers were.

The record-breaking I Love Lucy scores the highest index among cigarette pro-
grams, 387. Lucy followers mention Philip Morris almost three times as often as
non-viewers. (Last winter there was much general comment because Philip Morris
sales had slipped, despite its sponsorship of the highest-rated show in TV. This study
indicates that Lucy actually does a good job of selling the brand name.)

USE—Among viewers of Camel News Caravan, there are 124 per cent more
Camel smokers than there are among non-viewers. The news program has a higher
use score than any other cigarette program studied, coming out considerably ahead
of Camel's Man Against Crime.

Interesting is the performance of two Philip Morris vehicles. Among Racket
Squad watchers, 60 per cent more smoke the sponsoring brand than do non-watchers.
The far higher-rated Lucy does not do as well, having only 29 per cent more brand

Familiarity with Cigarette Brand

Non Index of

Brand Program Viewers Yiewers Familiarity
Chesterfield Dragnet 725 64.7 112
Camel Man Against Crime 71.9 59.4 121
Philip Morris I Love Lucy 46.1 11.9 387
Philip Morris Racket Squad 448 - 37.8 119
Lucky Strike Robt. Montgomery Presents 50.5 50.0 101
Pall Mall Big Story 543 40.9 133
Chesterfield Perry Como 7.7 68.7 104
Old Gold Chance of a Lifetime 211 15.5 136
Came! Caemel News 720 60.4 119
Lucky Strike Private Secretary 50.4 50.1 101
Old Gold Two for the Money 20.1 14.8 136
Chestertfield Godfrey and His Friends 71.2 64.8 110

Presence of Brand in Home

Non
Brand Program Viowers Viewers Index of Use

Chesterficld Dragnet 217 13.9 156
Camel Man Against Crimc 9.4 6.6 142
Philip Morris I Love Lucy 7.2 5.6 129
Philip Morris Rockat Squad 83 52 160
Lucky Strike Robt. Montgomery Presents 6.6 6.2 106
Pall Mall Big Story 13.3 7.8 171
Chestertield Perry Como 22.8 163 140
Old Gold Chance of a Lifetime 3.7 1.4 "

Camal Camel News 121 5.4 224
Lucky Strike Private Secrotary 8.1 5.8 140
Old Gold Two for the Monoy 2.0 1.7 v

Chestertield Godfrey and His Friends 20.9 1.9 176

4
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niliarity, Camel News is ahead in use

smokers among viewers. Projecting this to Lucy’s vast audience indicates that the
‘program is selling the brand at a good clip, but still has a large unconverted audience.

EVAPORATED MILKS: Familiarity with Carnation was higher among viewers
of its Burns & Allen program than among non-viewers, as was familiarity with Pet
Milk among viewers of 1ts Original Amateur Hour. Use was higher as well. Among
Burns & Allen viewers, one out of three use Carnation; among non-viewers the brand
is used by one out of four. Amateur Hour had come on for Pet Milk a short time
before the interview period. Even so, viewers of the new program used Pet Milk
15 per cent more than non-viewers did.

NOTE: The index of performance, for both familiarity and use, serves as a com-
parative measure of effectiveness. If the proportion of buyers among viewers and
non-viewers is equal, a program may be sald to have no effect in getting people to
buy the product. In such cases, the index of performance would be 100. The greater
the effect of the program, the higher the percentage of buyers among viewers.

Here i1s how the index is computed:

percentage of viewers of a program
using brand advertised
INDEX OF PERFORMANCE = - 100
percentage of nan-viewers using
brand advertised

Familiority with Miik Brand

Non-TV bronds mentioned by sample

Borden
Nestles
AGP

Presence of Brand in Home

Non-TV brands used by sample

Nestles
Borden

AGP

Brand Program Viewers
Pet Original Amateur Hour 46.3

Carnation Burns & Allen 78.6

Brand Program Yiewers
Pet Original Amateur Hour 8.5

Carnation Burns & Allen 334

www americanradiohistorv com

Non Index of
VYiewers Familiority
37.1 125
59.9 131

Per cent fomihar

233
218
21.6

Non

Viewers Index of Use
7.4 115
23.1 145

Per cent using brond

6.9
6.1
5.3
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Bulk of $335,000 capital went into equipment. Control room above seats 25 students in addition to working space for pro-

fessional and novice engineers.

The Country’s First Educational TV Station

EXAS can well raise its 10-

gallon hat to one of its greatest
accomplishments . . . the nation’s
first educational television station,
KUHT, Houston.

Although the full significance of
KUHT’s efforts cannot be meas-
ured as yet, they have already
racked up valuable know-how at a
time when most educators are only
theorizing.

Devoted solely to education by
the University of Houston, KUHT
telecast its first official picture on
June 8, after test patterns and pro-
gram experiments which started
in May. Since then, KUHT has pro-
grammed 21 hours per week with
its program schedule extended to
40 hours with the start of the fall
semester.

Cost of getting on the air for
KUHT was $325,000 of which all
was spent on equipment, with
some of the facilities of the Uni-
versity’s radio station being re-
modelled. Funds for the operation
of the station were furnished by
the University with the exception
of one $10,000 contribution by
Emerson Radio.

Major objective of KUHT is the

presentation of formal instruction
to extend the University’s facilitios
to communily needs and interests

Althouph present enrollment ot
the Tiniversity of Houston is about
15000, cotimates by the station
supgpgest that at least 100,000, un-
able to come to the campus, will
be abile 1o receve mstracetion, Full
recorirecs of the University will be
tced wnathe ealueal subjects in-
cluding driama, e, ])ll})]lll‘ af-
26

fairs and forums being presented
under the guidance of noted
authorities.

As part of the fall schedule,
eight courses, from biology to
psychology, will be offered to the
community. Many of these courses
which carry credit, are being
taught, insofar as the lecture
course 1s concerned, only by tele-
vision.

Not overlooking technical or
visual techniques for their pro-
grams, KUHT under the manage-
ment of Dr. John C. Schwarz-
walder, Chairman of the Depart-
ment of Radio and Television, has
set up facilities which many com-
mercial stations would be proud
of. :
These

facilities include one

Commissioner Freida Hennock and U. of H.
acting president McElhiney at opening

KUHT gives 8 courses via TV, shut-ins can buy books, turn in assignments by mail

transmitter building, a 300-ft.
free standing tower soon to be re-
placed by one 700 ft. high, a con-
trol room with space for 25 stu-
dents, an announcer’s booth, a
studio 37'x26°, a film room, two
storage rooms, one news room, one
maintenance room, one design
room, three offices, one makeup
room and three classrooms.

Studio facilities are standard
with three cameras. In actual
practice, for the present, one of the
cameras, with an 1.O. head, is be-
ing used for film pick-ups until a
new film scanner is delivered. Pro-
grams are done back to back with
flats sometimes utilized on both
sides for peak efficiency.

Operating budget for KUHT 1is
$105,000, with approximately 60

Manager, Dr. Schwartzwalder, head of AM-
TV department, checks with producer-director

Television Magazine ¢ October 1953
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TELECOURSES
HOUSTON
KUHT — CHANNEL 8

FALL SEMESTER, 1953

AGRICULTURE 326

Dairying and Dairy Herd Management. Lectures
and demonstrations on TV plus seminars and field
trips. CREDIT: 2 SEMESTER HOURS

AGRICULTURE 425

Soi! and Pasture Management. improved methods
for owners or managers of large and small acre-
age. CREDIT: 2 SEMESTER HOURS

BIOLOGY 131

Life Sciences! The scientific facts and principles
of biology applied to everyday living. CREDIT:
3 SEMESTER HOURS

ENGLISH 23]

The Humanities—World Literature, Art and Music.
The basic cultural course to provide a working
knowledge of the fine arts, CREDIT: 3 SEMESTER
HOURS

MUSIC 131

Listening to Music. Designed to increase the en-
joyment and understanding of great music of all
periods. CREDIT: 3 SEMESTER HOURS

PSYCHOLOGY 231

Psychology and Life. The study of human behavior
and the individual’s adjustment to problems of
everyday life.

RESIDENCE CREDIT requires registration on the University campus and includes regular seminar meetings
on compus. CORRESPONDENCE CREDIT requires registration by mail and all lessons and purchase of
books will be handled by mail with special arrangements for shut-ins, for final examinations on campus.
TV HOME STUDY registration may be by mail. Students receive outlines of courses, printed pamphlets,
work sheets, and approximately cne study assignment will be graded per month. Academic credit is not

allowed for television home study.

per cent set for salaries. On the
payroll are 28 persons, nine of
whom are part-time employees.
All but eight of the full-time em-
ployees double as teachers in the
radio department. Personnel in-
cludes, in addition to Dr. Schwarz-
walder, four producer directors,
one chief engineer, six engineers,
one traffic manager, one art direc-
tor, one film director, two writers,
two secretaries and nine student
assistants.

The most successful program
has been Beginning Psychology
taught by Dr. Richard I. Evans.
Lecturing to an average audience
of over 20,000, Dr. Evans has been
receiving a steady flow of mail
containing questions and com-
ments, all in praise.

Mail pull on this program has
more or less established a pattern
for future shows. Least effective
have been those programs in which
attempts were made by the station
to follow commercial formulas in
their formats. As the result of this
knowledge, KUHT now feels that
courses containing subject matter
of high scholastic content can be
popular.

Says acting President, C. P. El-
hinney, ‘“It’s been said that edu-
cational television is the most im-
portant development in the history
of the human race since the inven-
tion of the printing press. We at
the University of Houston are de-
voting ourselves wholeheartedlv
to determine the true potentials of
this great new medium.”

On regular college courses, KUHT will stick to straight classroom approach. Beginning Psych
has pulled most mail; least mail comes to shows with “commercial” format

Television Magazine ¢ October 1953
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KUHT PROGRAM SCHEDULE
Monday, Sept. 1llj, 1953

}:00=1 230 -
IT'S FOUR - Women's House
keeping.

ly:45-5:00
BOCKLAND - Children's Show

5:30-5:45

Latest news from AP wires
prepared by Radio and Tel-
evision Students.

5:45-6:00
Sports news shown by news
department.

6:00-6:30

MUSIC APPRECIATION -Music
121. Designed to increase
the en joyment and under-
standing of great music

of all perlods.

6:30-7:00

PHOTOGRAPHY 225 - This
course includes composi-
tion of a subject, model-
ing and body structure.

7:00-7:45

BIOLOGY 131-The scientif-
ic facts and principles of
biology applied to every-
day living. Lecture today
is, "Is it 'scientific!'?"

8:00-8:30

ART SHOW - Introduction of
the entire Art Department
faculty & discussion of the
types of art classes offered.

8:30-9:00

NAVY SHOW - Navy reserve film
with live introduction ex-
plaining different phases of
reserve tralining.

9:00-9:30

ALUMNI ALBUM - Alumni Asso-
cilation shows the history of
the University.

9:30-10:15

PSYCHOLOGY 231 - The study
of human behavior and the
individual's adjustment to
problems of everyday life..
Lecture today is "Bogus
Psychologies,"

10:15-10:30
NEWS IN FOCUS-Latest news.

27
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WEWS... winner of the 1952
George Foster Peabody Award
for outstanding local public

service by a television station

“Grve Light and the pmpl(’

will fond therr own way”

WEWS ¢cr.evELAND

SCRIPPS-HOWARD RADIO, INC.
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WHAT SHOWS ARE THEY BUYING?

Trends Since 1951 ___ analysis of fall line-up by program type and sponsor

DVERTISERS are putting their network money

where they can spread their costs by multiple and
alternate week sponsorship. Daytime variety is their
first choice, with 39 companies riding on six shows.
Because of the 27 sponsors currently on Today, the
news category has a total of 35 sponsors. Still on the
rise, situation comedy carries advertising for 32 bank-
rollers, using 24 shows.

Quiz and audience participation programs have the
next longest sponsors roster—31 advertisers using 23
shows. Close behind is comedy variety; 29 advertisers
have bought 13 programs. Twenty-seven advertisers
are banking on straight drama, putting 24 shows into
the field.

With more sponsored programming being net-
worked than ever before, the number of different
vehicles at presstime stands at 169. The total number

of sponsorships: 279, (counting P & G's two shows in
the dramatic category as two sponsorships and the
eleven advertisers using the daytime Godfrey show as
eleven, and so forth).

Variety, comedy and musical, are being used more
than they were last season, according to the three
year programming trend charted below. Interview
formats and children’s shows are attracting more
sponsorship coin as is drama and mystery. In terms of
hours on the air, daytime variety is down, whereas
daytime serials and audience participation vehicles
are on the increase.

Advertisers have increased their use of those cate-
gories which last year averaged the highest ratings.

A complete listing of all network commercial pro-
grams, by category and sponsors, appears on the fol-
lowing pages.

THREE YEAR PROGRAM TREND: Pulse

ian-.‘fuae 1952 . Jan+§!‘phé.'1.95"-l
: Vi ¥ -

Fall 1953 Jan-June 1953 . ‘
{scheduled) _ L i

CATEGORY Hrs/wk Hrs/wk Av. Rating Hrs/wk Av, Rating Hra/wk Av. Rating
QUIZ & AUDIENCE PARTICIPATION  28.00 28.13 104 |  21.92 9.1 | 133 106
DRAMA & MYSTERY 23.25 19,13 __‘1_9.? 21.92 17. 1 19. 4‘;1.‘6 17.3
DAYTIME VARIETY 14.00 18.92 9.0 T a7t EEd L 5
NE WS 16. 00 15. 79 5.8 13.50 © 5.4 3. 21 11.6
KID SHOWS 15. 75 12.70  12.4 16,38 10.3. | 2475 1.0
COMEDY - SITUATION 12, 00 10.25  22.6 6.7% 118 L B0k 144

' COMEDY - VARIETY 11.50 9.08  29.8 132.46  23.8 29.50 14.3
FORUMS & DISC USSION e | ese - 4o 692 4% | aom 7o
SERIAL STORIES 8.75 5,33 9.5 6.25 6.5 | z.50 4.9
INTERVIEWS 10.75 | s.z8 8.2 8. 88 6.0 | 678 6.5
EDUCATION & SCIENCE 2.25 5,17 5.4 1.83 4.0 3, 63 4,4
BOXING sis | em 110 2.67 23.8 1.83 @ 25,2
MUSICAL VARIETY 12. 00 4,50 = 1.7 12,67 9.3 121 12.7
WRESTLING 1.50 417 127 3.42 91 - | Ade 8.8
WESTERN & SERIAL 4,50 ey dme | L7 80 3,00 18.4
RELIGION 2.00 2.75 4.6 3,17 3,2 2.08 2.9
TALENT 2.50 1.79 183 | &4 1.4 %63 173
OTHERS 6.00 9. 62 14. 01 25,51

TOTAL 182,25 168. 46 181. 67 166, 63
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WHAT PROGRAMS ARE THEY BUYING

*DAYTIME VARIETY

Shared sponsorship opportunities
make daytime variety advertisers
#1 choice. 39 companies have
bought into six shows, each one
carrying at least two bankrollers.
Godfrey has 11 sponsors, Garry
Moore, 10. New entry: Bob Crosby.

Bob Crosby 5/w {1/ hrs.) 30
American Dairy Assn. 2 seg.
Tappan Stoves 1 seg.
General Mills 1 seg.
Englander Beds 1 seg.

Paul Dixon 5/w 60
Vitomin Corp. 1 seq.
River Brand Rice Mtlls 1 seg.

Arthur Godfrey 4/w (/4 hrs.} 75-90
Kellogg 2 seg.
Knomark 2 seg.

Int’l Cellucotton 2 seg.
Snow Crop 2 seg.
Star-Kist Tuna 2 seg.
Lever Bros. 2 seg.
Pillsbury Mills 4 seg.
Liggett & Myers 2 seg.
General Motors 2 seg.
Toni Co. 2 seg.
National Biscuit 2 seg.

Garry Moore 5/w (1/4 hrs.) 30
Masland Rugs | seg.
Hoover Co. 1 seg.
Cats Paw Rubber 1 seg.
Pillsbury Mills 1 seg.
Purex Corp. 1 segq.
Best Foods 1 seg.
Swift & Co. 1 seg.
Norge Division, Borg-Warner 1 seg.
Converted Rice 1 seg.
Kellogg Co. 1 segq.

Omnibus (/4 sponsorship) 90
Greyhound
American Machine & Foundry
Scott Paper Co.

Kate Smith 5/w (4 hrs.) 60
James Lee 1 seq.
Consolidated Cosmetics 1 seg.
Dow Chemical 1 segq.
Gerber Products 1 seg.
Corn Products Refining Co. 1 seg.
Deoeskin Products, inc. 1 seg.
Londers, Frory & Clark 1 seg.
The Simoniz Co. 1 seg.
Berden Co. 1 seqg.

#*COMEDY-SITUATION

Second in advertisers’ favor. 32
companies are sponsoring 24 shows
—twice as many as were on last
fall. Nine of these have alternate
week bankrollers. Nine new vehi-
cles have entered the ratings derby.

Bonino 30
Philip Morris alt. weeks
Lady Esther alt. weeks

Burns & Allen 30
Cornation alt. weeks
Goodrich alt weeks

Colonel Hemphrey Flack 30
Americon Chicle Co. alt. weeks
(Co-sponsor) alt. weeks

Dennis Day 30
RCA Victor

Stu Erwin 30
General Mills

Ethel & Albert 30
Sunbeam

I Love Lucy 30
Philip Morris

| Married Joan 30
General Electric

Jamic 30

Duffy Mott olt. weeks
[keo Products, Inc. alt. weeks

My Favorite Husband 30
fnternational Silver alt, weeks
Simmons alt. weeks

My Friend Irma 30
Brown & Williamson

My Little Margie 30
Scott Paper

Our Miss Brooks 30
General Foods

Ozzie & Harriet 30

Hotpoint alt. weeks
Lambert Co alt. weeks
Pride of the Family 30
Armour alt. weeks
Bristol Myers alt. weeks

Private Secretary 30
American Tobacco

Topper 30
R. J. Reynolds

Where's Raymond? 30

American Cig & Cig ait. weeks
Sherwin Williams alt. weeks

*QUIZ-AUDIENCE PARTICIPATION

Cross the board sfrips in daytime
and multi-sponsorship make this
third most favored category. There
are 23 shows in the group, working
for 31 sponsors. Only two fall de-
butantes, but some are summer
holdovers.

A Dollar A Second 30
Wine Corp. of America

Anyone Can Win 30
Carter Products alt. weeks

Beat The Clock 30
Sylvania

Chance of A Lifetime 30
P. Lorillard

Double Or Nothing 3/w 30
Campbell Soups

Down You Go 30

Carter Products alt. weeks
Helen Curtis alt. weeks

‘Il Buy That 2/w 30
Seeman Bros. 2-15 seq.

I've Got A Secret 30
R. J. Reynolds

Life Begins At 80 30
Serutan

Art Linkletter 5/w 30

Lever Bros. 3-15 seq.
Pillsbury 4-15 seqg.
Kellogg 2-15 segq.
Green Giant 1-15 seq.

Groucho Marx 30
DeSoto-Piymouh
Name That Tune 30

Speidel alt. weeks
Block Drug- alt. weeks
Name’s The Same 30
C. A. Swanson alt. weeks
S. C. Johnson alt. weeks

On Your Account 5/w 30
Procter & Gamble Tu W F 3-30 seg.

On Your Way 30
Welch's Wine

Place The Face 15
Toni

Quick As A Flash 30

Thor alt. weeks
Ekco Products, Inc. alt. weeks

Strike It Rich 5/w 30
Colgate-Palmolive-Peet M W F 3-30 seg.

The Big Payoff 5/w 30
Colgate M W F 3-30 seg.

Twenty Questions 30
Bauer & Black

Two For The Money 30
P. Lorillard

What's My Line 30

Stopette alt. weeks
Remington-Rand, Inc. alt. weeks

Pantomime Quiz 30
Parliament alt. weeks

*COMEDY-VARIETY

Fourth in advertiser preference,
with 29 sponsors signed for 13

breakdown by categories

Red Buttons 30
General Foods

Colgate Comedy Hour 60
Colgate

Jackie Gleason Show 60
Nestle Co. 1 seq.
Schick 1 seq.
Scheaffer Pen Co. 1 seg.

Godfrey & His Friends (1 hr.) 60

Liggett & Myers 1 seq. week
Pillsbury Mills 1 seg. alt. weeks
Toni 1 seg. alt, weeks
George Jessel 30
Ekco Products, Inc. alt. weeks
B.B. Pen Co. alt. weeks
Gemex Watch Bands alt. weeks
Bob Hope (alt. with Berle

every 4th week)} 60
General Foods

Red Skelton 30
Pharmaceuticals, Inc.

Toast of the Town 60
Lincoln-Mercury

Paul Winchell 30

Procter & Gamble

Your Show of Shows (alt. 3 out of 4 with
All Star Revue) 90
RCA Victor-Armour Co. 9:00-9:30 alt. weeks
SOS-Benrus Watch 9:30-9:45
Griffin-Scheaffer Pen 9:45-10:00
Schwayder Bros. 10:00-10:30
Cats Paw Rubber 10:00-10:30
Jahnson & Johnson 10:00-10:30
Lewis Howe Co.-Adolphs Limited

10:00-10:30 alt. weeks

*MUSICAL VARIETY

Ten companies are sponsoring nine
shows. Crosley becomes alternate
sponsor of Hit Parade. Other new
entry is Juke Box Jury, partially
sponsored by Hazel Bishop.

Perry Como Show 3/w 15
Liggett & Myers

Eddie Fisher 2/w 15
Coca Cola

Jane Froman 15
General Electric 1 seq.

Dave Garroway Show 30
Pontiac

Hit Parade 30
American Tobacco alt. w/Crosley

Juke Box Jury 60
Hazel Bishop 1 30 min. segment

Arthur Murray 15

Consolidated Royal Chemical

Dinah Shore 2/w 15
Chevrolet
Fred Waring 30

General Electric

*KIDS SHOWS

On the rise, non-western kids shows
carry 21 advertisers on 11 programs.
Three space operas; three circus for-
mats; one new entry. Three are
strips.

Rod Brown 30
General Foods

Tom Corbett, Space Cadet 30
International Shoe Co.

Ding Dong School 5/w 30

Minnesota Mining T 1-30 seq.
Scott Paper Th 1-30 seq.
General Mills Fri 1-30 segq.
Howdy Doody 5/w 30
Colgate 2-15 seg.
Continental Baking 1-15 seg.
Kellogg Co. 2-15 segq.
Ludens 1-15 seq.
Standard Brands 2-15 seq.
Welch Grape Juice alt. 1-15 seg.
International Shoe alt. 1-15 seg.
Gabby Hayes 5/w 15
Quaker Oats M & F 2 seg.
Minute Maid Th 1 segq.

Lithof il 30 shows. Increased coin is eased by Sk)I’D;(ril;? Foods. Inc —
Life with Father & Mother 30 cost-sharing. Two new entries: Smilin’ Ed’s Gang 30
S, C. Johnson s ; Brown Shoe Co.
Mk Reom for DEdHy 0 P & G’s Paul Winchell and George Space Patrol 30
American Tobaeco alt. weeks Jessel for Ekco, Gemex and B.B. Pen. Ralston-Purina
Speldel alt, weolks All Star Revue (alt. 3 out of 4 with Super Circus 60
Mama 30 Your Show of Shows) Q0 Kellogg 1-30 seg.
General Food (See Your Show of Shows for sponsors) Mars 1-30 seq.
Mcet Mr. McNutley 30 Jack Benny (every 3rd week) 30 The Big Top 60
Goneral Flectric American Tobacco National Dairy
Mr. Peepaors 30 Milton Berle (Bob Hope every ath week) 60 Tootsie Hippodrome 30
Reynolds Motal Buick The Sweets Company
Listed for vuch prograom is lengih of telecast in minutes, #/w mecans number of telecasts during one week. On multi-sponsorship shows, all advertisers_signe'-"
o date are lisied; this doesn’t nocessarily mean show is sold out. V4 hr or 14 hr appearing after program title indicates segment size in which show is sold.
i oseq andicutos aumbor of these units per week used by advortiser.
30

TR a————
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169 network shows sponsored for fall with advertiser and segment

*DRAMA & MYSTERY

Twenty-seven advertisers are using
24 dramas, making this one of the
biggest categories, New shows are
plentiful—Kraft's second hour-long
Theatre, US Steel Hour, Letter to
Loretta, Medallion, Philip Morris
Playhouse. Hallmark expanded its
half hour show to 60 minutes. Four
pairs of alternating sponsors.

DRAMA

Armstrong Circle Theatre 30
Armstrong Cark

Big Town a0
Lever Bros

Cavalcade of Americo a0
DuPont

City Hospital 10
Carter Products

Comeback a0
Sealy Inc. alt. weeks
Ekco Products, Inc alt. weeks

Fireside Theatre 10
Procter & Gambie

Ford Theatre 10
Ford

Four Star Playhouse 3
Singer Sewing Machine

Hallmark Theater 60
Halimark

Kraftt TY Theatre 2/w &0
Kraft Foods

Letter to Lorctta
Procter & Gamble

Lux Yideo Theatre 3
{ever Bros

Medallion Theatre 3
Chrysler

Mirror Theatre 30
Revlon

Rabert Mont omcrv Presents ¢
Americar Tobacco alt, weeks
5 f: Jahnson alt. weeks

PhHlp Morris Ployhouse
Prilip Marris

Pepsi Cola Playhouse
Pepsi Cola

Playhouse af Stars 10
Schiitz

Studio One &0
Westinghause

TY Playhouse &0
Philco alt. weeks
Goodyear alt. weeks )

TV Soundstage 10
Campbell Soup

US Steel Hour alt. weeks 6
U. S. Steel

You Are There 10
Electric Companies alf weeks
F"rur!eﬁu-:l alt. weeks

MYSTERY

No new programs among the 12 1n
this category. Fifteen advertisers
are using mysteries, four via shared
sponsorship. New to nighttime net-
work 1s Simoniz, which is picking
up the alternate week of Big Story
which this vear will plug Pall Malls
every other week.

Big Story i0

American Cig & Cig alt, weeks
Simoniz olt, weeks

Danger 10
Block Drug )

Drognet 30
Liggett & Myers o

Inspector Mark Saber 30
terling Drug )

Rocky King 10
American Chicle
Kreisler

Man Against Crime 30
R. J. Reynolds

Man Behind the Badge 10
Bristol Myers E

Martin Kane 30
U. 5. Tobacco

The Plainclothesman 30
Larus
Carter Products .

Suspense _ 30
Electric Auta-Lite =

Treasury Men in Action 10
Borden Co _

The Web 30
P, Lorillard
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*SPORTS

Fall line-up of network shows has
four series of football games and
four rider programs., Eight network
advertisers are paving the freight.
Some of the entries are co-oped in
non-network markets. Four adver-
tisers are using four boxing pro-
grams, all holdovers,

BOXING:

Biue Ribbon Bouts 4
Patst

Cavalcode of Sports 45
Gillette Satety Razor Co

Grcotest Fights 5
Ch F ah Mig

Soturdcv nght F:th’s 45
Bavuk Cigar L«

FOOTBALL:

Gome of the Week 5

Falstatf Bre g
NCAA Footboll Game

Genaral Motors

Post Football 19
Pantiac

Pre Football 15
Oldsma bl

Pro Football
W iosr ngr 15

Pro Football ) 160
te If\ ' 114 I [ ' ¢

Rcd Bnrbcr 15

Al

Sporrs Showcom: i
American Hamo Products

ANEWS

The 27 sponsors currently  using

I'oday pu sh up the tutal of news

sponsors to 35 Aswde  from  this

strip, elght advertisers are using
Vhitehall's John

SEVEeN newseasters

Daly show s sole newecomer, Other

sponsors are holdovers

Corm.'l Nz-vu Caoravan $/w

J He JIS LY

Boh Conndmc |
Mutual of Omaho

John Daly & the News 5/w
W hitehall Pharmical o sponsafship

Douqlns Edwcrd'i & News 5/-1 1
Genoral Mot 1 eq

Scn H‘ Now Jg
Alurminurn Co

Sunday Mews Special 1
Morwich Pharmoaceutical

Today 5/w
Multiple sponsarahip

Walter Winchell |
'.lr'-.‘"'| ‘!l'l Il ¥ JI! r"l':"".
Carter Products it woeks

*INTERVIEWS

Nine sponsors riding on elght shows
Person to Person bowing in on split
reglonal  sponsorship, with  Amoco
preking up the eastern check, Harmm
Brewing, the western, Other pro-

grams are holdovers, as are other

SPOTISOrS,

Broadway to Hollywood 10
Tide Water Oyl

Mcet the Press 10
Revere Caopper & Brasa

Orchid Award 15
Brown & Williamson ‘

Person to Parson 40
American Qil Co, eastern
Hamm Brewing western

Sports Spot 15
Goneral Cigar

This is Your Lite a0
Hazel Bishop

Welcome Travelers 5/w 30
Procter & Gambile 5-15 seg.

You Asked for it 10

Rasefield Packing

www americanradiohistorv com

K*WESTERN

With many westerns sewed up by
syndicated film, there are only three
sponsored oaters on the networks.

All are holdovers carrying long-

tinie sponsors,

Gene Autry 30
Wirigley

Lone Ranger 10
General Mills

Roy Rogers 30

General Foods

*SERIALS

Four sponsored vehicles, same as
last vear; two under the P & G ban-
ner, one for American Home. Toni
and General Mills are new to this
catepgory,  They  share  the only
debuting serial which has picked up
sponsors, Valiant Lady.
Guiding Light 5/w 15
Practer & Gamble
Love of Lite 5/w |5
American Home Products
Secarch For Tomorrow S/w
Practer & Gambile
Valnunf Lady 5 w 15

'y y
e sl \"\ I { seg

*FORUMS AND DISCUSSIONS

Four advertisers using four shows
in this group. Back on mtumk
again is Leave [t to the Grirls, now
plugging Ex-Lax, Pharmaceuticals,
Ine. comes into network ranks on
Juvenile Jury.

Chronoﬁcopc l/w |

g iries YWoiltrauer Wateh o

Juvenile Jury 10
Pharmaceuticals [

Leave It Io the Gnris Rl
Ex Law In

This I3 Show Business M
v hick

*TALENT

No shared sponsorship in this group

four advertisers are using four
shows., Sole newcomer 15 Lorillard's
Judge for Yourself.

Judge for Yoursalf 0
P Lartllard

Original Amateur Hour 0
Pet Ak

Talent Scouts |{4]
Liptan Tea

TY Teen Club 0

ThHe Sweets Co af Amernica

*RELIGIOUS

Faith for Today 30
Vaice of ['I\_,!l‘lp"l"l'}

Lifo 1s Worth Llving 10
Adtmiral

*EDUCATION & SCIENCE

Zoo Parado J0
Quaker Oats

*MUSIC

Yoice of Firestone 30
Firestona Tire & Rubber

31
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~ She’s about to spend $204.000000
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...In the
daytime

It’s part of her daily routine to reach

for a television dial ... for a shopping list
...for the things on shelves she wants

to buy. All wn the daytime and usually

in that order.

She’s one of the nation’s 26 million
housewives who —each day —spend 26
million hours with daytime television,

and 204 million dollars at the store.

And one of every three of these dollars

1s spent in the markets of the 10 stations
represented by CBS Television Spot Sales.
They’re stations that since 1951 have—

...doubled 1n daytime audiences—
with 13,500,000 different viewers

... doubled in daytime economy—

with costs-per-M as low as 34 cents

...tripled in participation of sponsors—

with close to 2,000 messages weekly

So talk to your customers in the daytime—
and show them—before they spend all

that money. Dollar for dollar, you’ll get
your biggest share through the stations

represented by. ..

CBS Television Spot Sales

Representing wcess-tv, New York ; weav-tv, Philadelphia :
wToP-Tv, Washington ; wBTv, Charlotte ; wMBR-Tv, Jacksonville :

waBT, Birmingham : wBsM-Tv, Chicago . KGuUL-Tv, Galveston-
Houston ; KsL-Tv, Salt Lake City ;: KNXT, Los Angeles and
CTPN, €85 Television Pacific Network.

www americanradiohistorv com
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MILLIONS
IN LOS ANGELES . . .
ALL EXCLUSIVELY ON

KTLA

Los Angeles is sold on KTLA and its Star
That's Why They can sell Your Product

BEST!

KTLA Offices and Studios * 5451 Marathon-St., Los Angeles 38 ¢ HOIllywood 9-3181

PAUL H. RAYMER COMPANY « NATIONAL REPRESENTATIVE
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TARTHUR GROSS, GUILD FILMS INCw

=OUR 7-WEEK OFFER OF AN EXCLUSIVE LIBERACE RECORD
WITH EVERY NEW SAVINGS ACCOUNT OF TEN DOLLARS OR MORE
HAS JUST PASSED ONE MILLION DOLLARS IN DEPOSITS.
CONGRATULATIONS TO L IBERACE AND TO GUILD FILMS FOR

A WONDERFUL TELEVISION SHOW
‘M & READE

BANK  PHOENIX ARIZONA=

ADVERTISING DIRECTOR

VANNEY NATIONAL

THE COMPANY WILL APPRECIATE SUUCERTIONS FROM ITH PATRONS COMTEANING (T8 BERVICE

How to Get a Million $

UT five program men in a room,

turn on the set to Liberace and
the chances are that all five would
walk out on the show. When it was
first offered, if anyone had men-
tioned the program as a possibility
for bank sponsorship, he would
probably have ended up Iin a
straight jacket,

If ever there were an example of
how little one’s own personal
tastes mean, it is in the Liberace
film show. For here’s a program
that has escaped the wrath of few
big city newspaper critics. In spite
of this, the program has consis-
tently wrapped up some of the best
ratings ever earned by syndicated
programs. What’s more, it is doing
an outstanding job for banks.

The Valley National in Arizona,
with the help of the “Continental”
of the keyboard and a strong give-
away, has chalked up over one
million dollars in new deposits.
There’s a lesson in this bank’s use
of television for every advertiser,
whether it be a major food com-
pany or local merchant. Most ad-
vertisers, with a show like Liber-
ace would be satisfied with the
high rating and the knowledge
that their commercial story was
getting over to a large number of
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people. But Mort Reade, the bank’s
advertising director, is a firm be-
liever in the school of “advertis-
Ing impressions aren’t enough.” A
natural for him, therefore, was the
give-away that came with the
show.

The give-away was a special re-
cording by Liberace of Dark Evyes
and Brahms Lullaby, not avail-
able in the stores. During the pro-
gram’s commercials, the record
was offered to anyone who opened
a new savings account of $10.00 or
more with the bank.

On May 19, live announcements
of the offer were made on at least
one of the two commercials each
week, on stations KPHO-TV,
Phoenix, and KOPO-TV, Tucson;
following up on the television-only
announcement, counter cards and
photo of Liberace were placed in
25 of the bank’s branches.

Seven weeks later, the stagger-
ing sum of over a million dollars in
new deposits was chalked up
directly to the record offer.

The average account opened on
the give-away was $750, with
many five figure accounts opened
for the same reason.

Following the television offer,
the bank promoted the give-away
via newspapers and radio as well.

WWW americanradiohistorv com

$7,500 for 13-week
campaign brings bank
a wmillion dollars in
new deposits . . ... ..

in the Bank

Interesting is The Valley Na-
tional’s previous experience with
television. Like so many other
banks the inclination was to turn
to a show of an institutional na-
ture; in this case, a half hour panel
show. But the program just didn’t
have sufficient entertainment val-
ue,

Therefore, when word got
around what Liberace was doing
for other banks, and when adver-
tising director Reade had a chance
to study the ratings the show had
already built up in other cities, it
didn't take them long to switch to
Liberace.

Because rating histories and in-
formation on how a fAlm show
does against various kinds of com-
petition is now available as it is
each month in TELEVISION Mag-
azine’s Film Buying Guide, it is no
longer necessary to buy a syndi-
cated program *“‘blind.”

The Valley National Bank, with
a budget about equal for print and
television, has just signed for an-
other 26 weeks of the Liberace
show. They feel, conservatively
that their TV advertising is well
on the way to racking up a second
million dollars in deposits for
them.
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P 1t has always been
a KPIX policy to build
audience through
consistent promotion.
Newspaper, local magazine
and outdoor advertising
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Contests are favorite audience building technique—viewers must watch to win

How to Page an Audience

Crosley’s method : grass-roots
'Cdmpaz'gns and contest promotz’om

to build viewer loyalty

N the Ohio Valley there are his subscribers are anxious to hear of contests to keep viewers tuned

more than 700 newspapers, most
of them country weeklies. At
least once a year, each paper 1s
visited by a representative of the
Crosley stations. In 1951 The Mys-
tery Girl started making the
rounds of the papers. No longer a
mystery, she still makes regular
calls, pointing out news angles in
the station’s activities.

Everyone who comes to watch a
program at the stations fills out a
card on which he notes the name
of his favorite newspaper. The edi-
tor of that paper receives that card
and throughout the month in hun-
dreds of Ohio Valley newspapers,
WLW devotees will see their names
and a note that they had been
guests at one of the stations.

More than that, the newspaper
editor so informed of his readers
interest receives other publicity
with an acute understanding that
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about WLW events.

This is just one facet of what is
probably the most aggressive audi-
ence promotion effort in the coun-
try.

While everyone is familiar with
the many merchandising plans of-
fered by stations to help sell the
advertiser’s product, in compari-
son, little has been said or done
about concentrated campaigns to
“page’ an audience for a specific
program or to keep the viewers
dialing regularly to a station or
network.

The four WLW stations (in At-
lanta, Cincinnati, Columbus and
Dayton) consistently use all the
standard techniques of audience
promotion — tune-in  announce-
ments, car cards, window displays,
studio visits. What makes the op-
eration unique is their work with
newspaper editors and their use

www americanradiohistorv com ==

to their channels,

The viewer loyalty built up by
WLW stations’ campaign probably
accounts for much of the success of
such personalities as Ruth Lyons.

On paper, the WLW stations
spend $1,250,000 a year on audi-
ence promotion. About $725,000 of
that goes for on-the-air promotion,
which means principally book-
keeping ‘‘expenditures” for sta-
tion time. A half million dollar
cash outlay is still a sizable adver-
tising budget.

For each outlet, 15 to 20 per
cent of all unsold time is reserved
for public service use; the remain-
der is put to work by the Client
Service Department in Cincinnati
and its men in each of the other
Crosley markets for promotion.

It takes a fulltime ‘“‘timebuyer”
to place the on-the-air schedules.

(Continued on page 62)
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Three Ye
1951

advertisers }

T the rate the 50 top advertisers have been

spending during the first six months of 1953, the
total advertising pie will be larger than last year.
TV expenditures for 34 of these toppers are on the
Increase; 21 of the 50 are increasing network radio
budgets and 31 have increased general magazines,
Equally as important as dollar expenditures 1s the
pattern of share of advertising going into measured
media since 1950.

In 1952, magazines and network TV took more of
these advertisers’ dollars than they had in 1951,
Newspapers held steady, but network radio con-
tinued to skid. Both dollar figures (including pro-
duction as well as time and space costs) and share
of total measured budget for the 50 top advertisers
are charted on the following pages. Had spot broad-
casting allocations been included, the emphasis on
television would be more apparent and, too, the drop
in network radio would be offset slightly by spot AM.

In 1952, the increased expenditures of newspapers
and magazines tended to be small in comparison (o
television’s multi-million dollar boosts over 1951.
Led by Procter and Gamble, the heavy users of
network TV continued to up their budgets. The
accelerated rate of spending has continued through
the first six months of 1953, indicating that by the
end of the year TV will have completed its race
to becoming the Number One Medium for the top
advertisers.

Industries vary in their spending patterns, and
indeed, individual companies develop advertising
habits which depart from industry-wide norms.

Procter and Gamble upped its TV 87 per cent

The three giant soap corporations led the big
bracket spenders in placing increased emphasis on
network TV. Procter & Gamble, network television’s
top supporter, upped its 1951 outlay by 87 per cent
last year. Most of the increase was the result of a 44
per cent cut in newspaper’s share of the budget.

Greater advertising expenditures in 1952, adding
the increase to the web TV kitty, was the pattern
followed by Lever Bros. and Colgate which increased
network TV investments by 137 per cent and 84 per
cent respectively. If network TV spending continues
at the same rate established for the first half of 1953,
P&G and Colgate will top last year’s outlay.

Though taking a lower share of the budget in
1952, newspapers were still the number one medium
for Colgate and Lever Bros. This is without taking
their spot expenditures into account.

The cigarette industry continued to give television
a big play. With one exception, network TV took
a major share of the leading cigarette companies’
advertising dollar. Philip Morris spent 32 per cent
of its budget for web TV (newspapers, 33 per cent)
in 1952. Not included is this company’s ambitious
Median share of total measured budget going into each medium $2 million Spot program.

38 Television Magazine e October 1953

. 5



www.americanradiohistory.com

fledia Trend: The Big Switch

their  media

difted

Reynolds upped TV expenditures through a gener-
1 budget increase, holding other media spending
pnstant. American Tobacco sliced its radio outlay
y over a million dollars in 1952. Also reducing net-
rork radio were Philip Morris and Ligget & Myers,
oth of whom increased newspaper and magazine
dvertising. Lorillard maintained its interest in radio
ut added $700,000 to its slight 1951 newspaper
udget to introduce Kent cigarettes.

For 1953, TV expenditures are even higher than
952.

The automotive industry continued its traditional
mphasis on newspaper and magazine advertising.
i\n across the board sweep of the six automobile
ompanies that rank among the top fifty advertisers
vas registered by the magazines, all increasing ex-
enditures for periodical advertising.

Newspapers still dominate car advertising, in spite
f reductions in 1952 expenditures.

Only GM made substantial increases for net TV,
vith an 183 per cent boost over 1951. Radio con-
inued its minor role for the auto corporations.

Nine of the twelve food companies in the top
ifty advertisers showed increased expenditures for
elevision network programs in 1952. General Mills,
n the highly competitive cereal, cake-mix and flour
narket, more than doubled its 1951 budget for
elevision.

In several cases, increases accompanied a cut in the
AM budget. Only top food advertisers to reinforce
ietwork radio were Quaker Oats and Kellogg’'s with
ninor increases for 1952. Shifts in emphasis for
nagazines and newspapers varied according to In-
lividual companies.

Unusual was the similarity of the pattern es-
ablished by the five appliance corporations. Four
yut more money into web AM in 1952 than in 1951.
All raised TV outlay; all reduced newspaper spend-
ng considerably. Only in magazine advertising did
hey vary.

4

ow expenditures were compiled

To gross media expenditures as reported by PIB
ind the Bureau of Advertising were applied the
sroduction cost factors developed by the McCann-
frickson Central Research Department for its con-
inuing index of advertising expenditures. To news-
>aper figures, 6.9 per cent was added for production;
0 magazine gross investments, 11.5 per cent. For
‘oroadcast media, production expenditures were added
1.0 net time costs. On radio 66 2/3 per cent of gross
‘:ime was taken as the cost after frequency and
tvolume discounts; 57.5 per cent added to this net
' represents program expenses. On television, the net
‘was set at 75 per cent of gross (except for 1953
“which was estimated at 86 per cent). To these were
‘added 1.428 for production in 1950, and 86.2 in other
I years.
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expendz’tures

Lo

The 50 top

make television

way  for

Where the $ went—time and space PLUS production

1952 1951 1950
Expend- Expend- Expend-
iture Share iture Share iture Share

1. Procter & Gamble

Network TV 19,836,999 37.2]1 10,584,893 20.02 1,189,635 3.27
Newspapers 8,523,679 1599 15,157,554 28.66 10,476,856 28.79
Magazines 7,921,548 1486 8,089,488 1530 5,461,838 15.01
Network AM 17,030,541 31.94 19,049,520 36.02 19,257,447 S2.93
Total 53,312,767 52,881,455 36,335,776
2. General Motors
Network TV 6,994,793 15.87 2,475,282 611 2,218,098 4.68
Newspapers 21,648,908 4911 25,436,149 62.76 29,498,062 62.28
Magazines 14,155,900 32.11 11,888,696 29.33 14,954,605 31.57
Network AM 1,281,132 299 732,964 1.81 693,272 1.46
Total 44 080,733 40,533,091 47,364,037
3. Colgate-Palmolive-Peet
Network TV 11,524,498 33.45 6,270,063 22.89 1,768,248 9.07
Newspapers 12,922,351 37.51 11,590,283 4231 9,618,888 49.20
Magazines 5,669,711 16,46 4,564,953 16.66 4,045,035 20.69
Network AM 4,338,335 12,59 4,968,786 18.14 4,118,120 21.06
Total 34,454,895 27,394,085 19,550,291
4. General Foods
Network TV 10,305,192 31.33 8,003,024 25.28 2,354,272 9.06
Newspapers 8,672,795 2637 8,418,685 2659 6,858,296 26.39
Magazines 7,403,772 2251 8,035,613 25.38 8,905,542 34.26
Network AM 6,503,202 19.77 7,206,109 2276 7,874,021 30.29
Total 32,894,962 31,663,431 25,992.131
5. Lever Bros.
Network TV 9,227,440 2979 3,894,435 1537 1,357,496 6.26
Newspapers 13,767,171 44.44 12,333,273 48.67 10,289,423 47.43
Magazines 1,241,246 627 2,171,101 857 2,884,918 13,30
Network AM 6,042,048 1950 6,939,813 27.39 7,160,630 33.01
Total 30,977,905 25,338,622 21,692,467
6, Ford Motors
Network TV 4,281,445 18.88 4,222,601 21.65 4,249,301 16.70
Newspapers 11,608,856 51.18 11,470,108 S8.81 14,524,199 57,09
Magazines 6,641,556 29.28 3,812,097 1954 5,919,543 23.27
Network AM 150,823 0.66 — —_ 747,666 2.94
Total 22,682,680 19,504,806 25,440,709
7. Chrysler
Network TV 2,250,267 10.44 1,764,668 789 1,033,680 4.78
Newspapers 12,510,279 58.05 14,451,907 64.65 14,648,989 67.75
Magazines 5,800,263 2691 5,212,170 23.32 4,989,755 23.08
Network AM P91,641 4.60 924,023 4.13 949,248 4.39
Total 21,552,450 22,352,768 21,621,672
8. R. J. Reynoids
Network TV 10,507,183 50.26 6,966,671 4017 3,426,099 2116
Newspapers 3,561,171 17.04 3,990,186 23.00 5,739,386 35.45
Magazines 3,295,534 15.77 3,038,495 17.52 2,962,601 18.30
Network AM 3,540,171 16.94 3,349,598 19.31 4,061,780 25.09
Total 20,904,059 17,344,950 16,189,866
9. General Mills
Network TV 5,525,784 28.54 2,631,683 1696 1,086,499 7.09
Newspapers 4,318,581 2231 3,560,253 22.94 3,609,998 23.56
Magazines 3,061,553 15.82 2,520,612 16.24 2,410,507 15.73
Network AM 6,452,426 33.33 6,808,293 43.87 8,203,967 53.55
Total 19,358,344 15,520,841 15,310,971
10. Seagram Ltd.
Network TV 19,993 0.12 60,999 0.40 110,234 0.80
Newspapers 9,789,781 58.42 8,736,028 5677 7,691,922 55.49
Magazines 6,946,952 41.46 6,590,825 42.83 6,059,576 43.71
Nefwork AM —_ —_ — — - —
Total 16,756,726 15,387,852 13,861,732
11. General Electric
Network TV 3,929,290 22.65 3,022,020 14.63 1,449,630 9.41
Newspapers 3,965,364 22.86 6,493,368 31.43 4,492,945 29.16
Magazines $,123,109 52.60 10,880,473 52.67 9,425,318 61.17
Network AM 326,968 1.89 260,637 1.26 41,593 0.27
Total 17,344,731 20,656,498 15,409,486
12, Americon Tobacco
Network TV 8,264,080 46.31 4,155,924 2820 1,985277 15.53
Newspapers 3,106,149 17.40 3,129,979 21.24 2,232,431 17.46
Magazines 4,029,574 22.58 3,987,858 27.06 4,274,059 33.43
Network AM 2,446,618 1371 3,464,748 23.51 4,292,287 33.58
Total 17,846,421 14,738,509 12,784,054
13. Liggett & Myers
Network TV 7,012,496 4488 4,928,438 36.74 2,240,658 21.58
Newspapers 974,031 6.23 281,259 2.10 470,536 453
Magazines 3,413,002 21.84 2,605,571 19.42 2,200,835 21.19
Network AM 4,225,332 27.04 5,598,856 41.74 5,473,223 52.70
Total 15,624,861 13,414,124 10,385,252
14, Gillette
Network TV 5,210,516 37.41 2,779,156 28.43 1,848,955 21.32
Newspapers 2,866,690 20.58 1,810,059 18.51 1,309,659 15.10
Magazines 1,459,567 10.48 1,228,600 1257 1,334,770 15.39
Network AM 4,389,734 31.52 3,959,094 40.49 4,177,716 48.18
Total 13,926,507 2.776,909 8,671,100
15. Sterling Drug
Network TV 703,665 5.85 801,640 6.64 163,522 1.34
Newspapers 3,120,927 2595 2,550,838 21.13 2,131,849 17.46
Magazines 1,519,943 12.64 1,470,876 12.19 1,949.999 1597
Network AM 6,682,992 5556 7,246,640 60.04 7,963,001 6523
Total 12,027,527 12,069,994 12,208,371
16. Schenley
Network TV 1,028,312 849 1,072,571 798 521,404 4.4
Newspapers 6,792,530 56.10 7,053,928 5251 6,378,920 53.98
Magazines 4,286,991 3541 4,424,652 32.94 4,290,466 36.31
Network AM —_ 881,946 6.57 626,184  5.30
Total 12,107,833 13,433,097 11,816,974
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Continued—3 year media trend of top 50 advertisers — — — — — — — —

1952 1951 1950 1952 1951 1950
Expend- Expend- Expend- Expend- Expend- Expend-
iture Share iture Share iture Share 1ture Share iture Share iture Share
17. Philip Morris 34 Armour . :
Metwork T IR 312 3 2254 2020 21 69 20 B&E { Metwork 7 2 i T 4 4 E.9 114 996 ¢
Nowspapers 4. 069 224 133 .04 000 980 2F 17,4 ] : lewipapers 74 84 4 H24 37 & 2,289 ; 43 40
Magazines 1,012,320 B.23 455 8 43 325 33 I Magazine 2,631,949 40 7€ 85,209 25 14 66,9
Metwork AM | 746,656 2638 4,6B4.070 45046 4, 23] A7 G MNetwaork A 195,349 21 4] aul, 4.
Tatal 2 307 512 T 394 Q) 119 54 1a & 4 5 i ¢ d 46
18. American Home Prod. 35. Firestone
Metwork TV ) 9B4,299 26 80 747,651 & 70 72,241 170 Metwork T 24,914 2929 167 25 &4 683,405 20.64
Mewspapers 2,170,850 1950 3,010,531 2699 043,001 ] Mew OB, 606 15 4 S 8 &7
Magazines 463,611 1315 1,417.549 1271 1. 4668501 1453 Magazine: 2,515,576 47 /, 786 4543 4 93 ¢
Network AM 45155)7 40568 5 97H 4¢ Al 5.403.277 53 4¢ Metwork AM 40 748 12.58 { 3 ¥ 331,374
Total 11,134 277 171,154 182 10,1 19,54 Tata ARD B44 WRT-Y i 311 403
19. Campbell Soups 36. S, C. Johnson
Netwaork TV 2,100,855 19217 24 033 743 150 2" twark TV | 711 319 4 - #
Newspapers 1. 282063 11.70 1,121,425 10.11% MNewspapers 1,013,859 18.16 1.&74 117 44 4" 1 IA7 410 4B 5%
Magazines 3912761 3571 1, 840 B94 34,64 4 .38 Magazine: 653,317 11.7 1572229 41 93
Network AM 3,660,942 33.41 5,302 883 47.82 6,10« 56.63 Metwork Al 2,135,149 38,24 5 0.20 89,517 1384
Total 10,556,621 1'1.08%,23° 10,781 Tatal ), 584,036 1,749,269 2,814,43¢
20. NMational Dairy Prod. 37. Texas
Network TV 4,111,699 36,03 2,955,026 2337 2829976 28 2: Netwark TV 2,246 896 3938 | 629,192 4 120,336 5 2¢
Newspapers 2,831,063 24 8] 1,466,312 27 41 ; ] Mewspapers 4 1 2% i 1 297 »_a. ) 6F
Magazines 2265035 2599 4,471 ,8B87 3537 M ine : 11 i . | 3 685 &G
Network AM 1:502,738- 1317 1,750,974 13.85 1 560 &31 5.54 MNMetwork AM 2 608 283 266,058 (- P 108, 1646 13.4
Total 11,410,538 12,644 1Y 10.029,370 Total 5,705,730 4,062, 394 2,287,045
21, Swift 38. Coca Cola
Network TV 494 866 4 94 : At 118,787 1,19 Metwark TV -
Newspapers 2,890,022 28 87 2,918,460 2926 Mewspapers | 5
Magazines 3,322,335 3319 3,830,879 3B.41 Magazines 5,605 43 B4
Network AM 3,302,105 3299 3,104 676 31,13 tletwork AM 1,078,184 2105
Total 10,009,328 9,972,802 Tatal 5,122,269
22, Westinghouse 39, Wm. Wrigley
Network TV 4,863,226 45.56 2,909,761 3984 140,580 2.76 Network TV 704,338 13.59
Newspapers 1,489,156 1395 2053,156 2810 2,574,089 30.56 Newspopers 1,928,400 37.21
Magazines 3,431,819 3215 2327972 31856 2,716,115 43.53 Magazines 404 343 7 EQ
Network AM 891,103 8.35 15,070 0.20 160,387 315 Network AM 2,145,143 41 39
Total 10,675,304 7,305,959 5,091,171 Total 5,182,224
23, P. Lovillard 40. Du Pont
Network TV 5,264,834 5024 4,280,461 46.30 206,305 3.44 Network TV B7.731 1.64
Newspapers 751,495 7.17 76,125 0.82 834,314 13.93 Newspapers 1,302,301 2522
Magazines 1,638,626 1564 2,005,093 21.69 2,206,851 3684 Magazines 2,978,602 57.69
Network AM 2,823,668 2695 2,883,639 31.19 2,742,968 4579 Network AM 694,347 13.45
Total 10,478,923 9,245,318 5,990,438 Total 5,162,981
24, Miles Laboratories 41. Amer. Tel. & Telegraph
Network TV 706,475 7.76 852,961 952 544,790 5.58 Network TV — — - ~— St =
Newspopers 312,552 3.43 337,952 3.77 460,525 472 Newspopers 31,991 00.64 58,816 1.34 346,344 7.50
Mogozines 723,793  7.95 585,391 6.53 478,632 4.90 Mogazines 4,125,673 82.83 3,442,777 7854 :.,__r.'/'i,l)ftl 73.17
Network AM 7,365,974 80.87 7,184,990 80.18 8,279,443 84.80 Network AM 823,435 16.53 882,104 20.12 893,188 19.34
Totol 9,108,794 8,961,294 9.763,390 Totol 4,981,099 4,383,697 4,619,473
25. Goodyear Tire & Rubber 42. Nash-Kelvinator
Network TV 1,986,465 2088 1,399,607 20.78 730,617 15.50 Network TV 1,184,266 23.18 1,692,421 3049 1,175,378 20.19
Newspapers 1,790,762 18.82 595,537 8.84 677,199 1479 Newspapers 2,052,462 40.17 2,132,757 38.43 2,362,531 40.58
| Magazines 5,187,642 5452 4,262,339 63.29 3,286,097 69.71 Mogazines 1,872,484 36.65 1,724,971 31.08 2,283,304 39.22
Network AM 550,762 5.79 476,756 7.08 — — Network AM — — — — — —
Total 9,515,63) 6,734,239 4,713,913 Total 5,109,212 5,550,149 5,821,213 —
26. National Distillers 43, Borden
Products Network TV 1,006,129 20.77 750,758 14.89 94,371 2.40
Network TV — — 90,717 0.81 — — Newspapers 1,797,740 37.10 2,093,521 41.51 1,709,283 43,43
Newspapers 4,928,323 56.13 6,724,470 59.73 4,386,325 56.76 Magazines 2,041,440 42.13 2,198,711 43.60 2,016,291 51.23
Magazines 3,851,480 43.87 4,442,130 39.46 3,341,982 43.24 Network AM —_ — — J— 115,525 2.94
Network AM — — — — — — Total 4,845,309 5,042,990 3,935,470
Total 8,779,803 11,257.317 7,728,307
44. Avco
27. Bristol-Myers Network TV 1,625,717 33.68 1,449,007 29.31 564,878 13.46
Network TV 2,218,457 2418 1,533,741 1770 1,115,749 13.94 Newspapers 1,264,334 2619 1,648,521 33.35 ],649,882 39.24
Newspopers 2,441,407 2661 1,583,282 18.28 1,724,125 21.54 Magazines 1,738,028 36.00 1,845,600 37.34 1,985,604 47.31
Magozines 2,630,763 28.68 3,309,394 38.20 3,464,394 43.28 Network AM 199,526 413 — — - -
Netwaork AM 1,882,440 2052 2,237,010 25.82 1,699,495 21.23 Total 4,827,605 4,943,128 4,197,364
Total 9,173,067 8,663,427 8,003,763 . .
45. National Bisc.
28. Quaker Oats Network TV 623,313 13.77 479,928 9.49 — —
Network TV 2,667,270 3001 2,964,190 34.73 730,482 8.68 Newspapers 1,014,770 22.42 1,088,717 21.52 1,524,522 29.96
Newspapers 2,795,422 31.46 2,778,382 3255 3,772,928 44 .84 Magazines 1,394,600 30.82 1,531,798 30.28 1,365,681 2684
Magozines 2,120,057 23.86 1,565,633 18.34 1,248,404 14.84 Network AM 1,492,999 32,99 1,958,443 38.71 2,198,124 43.20
Network AM 1,303,658 14.67 1,226,286 14.37 2,662,309 31.64 Total 4,525,682 5,058,886 5,088,327
Total 8,886,407 8,534,491 8,414,123 .
46. Jos. Schlitz
29. Philco Network TV 1,933,468 43.05 2,031,401 50.82 478,188 16.48
Network TV 3,727,474 41.34 2,475,867 27.58 2,109,839 2850 Newspapers 627,300 13.97 149,101  3.73 169,791 5.85
Newspapers 1,214,442 13.47 3,546,964 3951 2,537,145 34,28 Magazines 1,511,496 33.65 1,160,537 29.03 1,517,796 52.31
Magazines 1,430,659 15.87 1,254,834 13.98 1,057,486 14.29 Network AM 418,923 9.33 656,332 1642 735,734 25.36
Network AM 2,642,114 2931 1,699,357 18.92 1,697,561 2293 Totat 4,491,187 3,997,371 2,901,509
Total 9,014,689 8,977,022 7,402,031
47. Johnson & Johnson
30. Pillsbury Network TV 718,101 17.09 98,730 2.35 — —
Network TV 2,729,195 31.55 650,539 7.37 206,305 3.05 Newspapers 808,820 19.25 671,573 1597 929,428 22.58
Newspapers 1,048,588 12.12 2,103,416 23.83 1,613,561 23.84 Magazines 2,674,104 63.65 3,435,592 81.69 3,187,093 77.42
Magazines 2,413,414 2790 2,189,309 2480 2,206,851 32.60 Network AM — — — — — —
Network AM 2,459,889 28.43 3,883,767 4400 2,742,968 40.52 Total 4,201,025 4,205,895 4,116,521
Total 8,651,086 8,827,031 6,769,685
48. Packard
31.  Kellogg Network TV 38,937 1.00 422,681 11.08 585,855 21.82
Network TV 5,007,543 56.39 3,231,934 39.78 1,023,444 17.10 Newspapers 2,993,428 7651 2,591,915 67.95 1,526,559 56.85
Newspapers 1,017,138 11.45 1,712,235 21.08 2,297,875 38.39 Magazines 880,092 22.49 785,685 20.60 572,907 21.33
Magoazines 955,694 10.76 1,407,693 17.33 2,204,119 36.83 Network AM — — 14,146 0.37 — ==
Network AM 1,899,187 21.39 1,771,739 21.8]1 459,843 7.68 Total 3,912,457 3,814,427 2,685,321
Total 8,879,562 8,123,601 5,985,281 .
49. Iinternational
32. Standord Brands Cellucotton
Network TV 978,723 13.18 742,701 10.00 60,849 1.03 Network TV — — — — — —
Newspapers 4,609,570 62.08 5,101,179 68.66 4,839,764 81.57 Newspapers 1,982,272 50.64 901,434 2983 1,083,279 35.16
Magazines 1,837,090 24.74 1,586,035 21.35 1,032,771 17.41 Magazines 1,932,284 4936 2,120,970 70.17 1,997,983 64.84
Netwaork AM — —_ — — — — Network AM — — — — —= Ly
Totnl 7,425,383 7,429,915 5,933,384 Total 3,914,556 3,022,404 3,081,262
33. Radio Corp. of America 50. Studebaker
Netwark TV 2,692,306 38.47 1,486,965 17.96 1,902,749 23.93 Network TV — — — — — =
Newspopers 1,869,373 2671 2,989,729 36.10 3,387,259 42.40 Newspapers 2,036,261 52.17 2,590,696 62.35 2,843,680 57.24
Magazine 1,613,902 23.06 1,433,428 17.31 1,710,065 21.51 Magazines 1,866,685 47.83 1,564,211 37.65 2,049,694 4].26
' Network AP £22,701 11.76 2,371,174 28.63 950,557 11.96 Network AM — — — — 74,416 1.50
Total 6,998,282 8,281,296 7,950,630 Total 3,902,946 4,154,907 4,967,790
40 Television Magazine e October 1953
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The MOST/ PO WE%FUL‘TRA\NSMITTER
IN_ THE FABULOUS SOUTHWEST!

™

o Canizozo

I

| SIERRA
Hot Springso . Tul .
i e Tularosa
o Hillsboro — ¢ Alamogordo. -ED

Y oSanta Rita J x|

F SILVER CITY oS " b"‘.!
LUNA ’:‘

TLordsburg ~ CARLSB,
S N S P S e
Mesquite ‘ 1
Antho "' IEl -]
"OETH CULBERSON
Tt PASO |
NOW YOU’LL SELL EVEN MORE

‘ on CHANNEL 4

KROD-TV has been operating on full power — 56,300 watts, since August 1st,
from the finest transmitter location in the Southwest, atop Mt. Franklin, 1585
feet above downtown El Paso.

This means EVEN BETTER COVERAGE of the Fabulous Southwest. This
means EVEN BETTER PICTURES in an enlarged KROD-TV Trading Area.

This means that more of the best programs — locally and on the CBS, DuMont
and ABC networks will reach an even greater audience.

Naturally you’ll sell EVEN more on KROD-TV because you’'ll reach more
prospects. -

Planning a TEST Campaign? El Paso is the perfect test market. It’s
more than 400 miles away from any city of equal size or larger. It is
the center of distribution for the Fabulous Southwest.

It’s the Nation’s largest trade territory with a total population of over
half a million. Write us for complete details on our amazing, low-cost
testing plan.

RODERICK
BROADCASTING CORPORATION

Dorrance D. Roderick Val Lawrence
Chairman of Board Pres. & Gen. Mgr,

Dick Watts
Gen. Sales Manager

Affiliated with KROD — 600 Kc — CBS — 5,000 Watts Nationally Represented by the
and the El Paso Times BRANHAM COMPANY

WWW americanradiohistorv com
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TELEVISION:

THEATRES

-

How the Electric Companies

use TV for Public Relations

Campaign

OR the advertiser with a stockpile of industrial

films, for the trade association or corporation con-
sidering TV for public relations, for the local adver-
tiser or business group looking for a prestige vehicle
—Better Living Theatre, presented by the Electric
Companies Public Information Program, offers an ex-
ceptional formula.

The “better living” theme has been used in other
joint public relations activities of the Electric Com-
panies.

To use television as a means of telling how electric
power has helped change our way of life, the public
relations counsel for the group, Bozell and Jacobs,
drew upon the large library of excellent films that
were originally prepared by various organizations for
non-TV purposes. These films, most of which cost be-
tween $75,000 and $100,000, were contributed by the
companies that made them. To free these documen-
taries for TV use, it was necessary to renegotiate with
the unions. This additional cost was borne by the in-
dustries involved.

In order to keep this series as a public service, with
no commercial overtones, identification of the com-
panies that made the film was deleted, where possible.
A 13-weck program was created by linking the indi-
vidual films with a standard opening and closing,
featuring Peter Roberts as commentator.

To amplify the significance of each industry’s story,
the program begins with a panel discussion by out-
standing leaders in the field represented, such as
Philip D Reed, chairman of the General Electric
board, . K Ginna, Chairman PIP, Gwilym A. Price,
president of Westinghouse.

42

Among the industries participating: steel, oil, elec-
tronics, transportation, brewing, baking, food, and
insurance. The subject matter has ranged from traffic
problems and water conservation to the contribution
of night lighting to American recreation. No matter
what the industry or problem, the implication of each
film is that electric power has in some way contrib-
uted to “better living”.

Better Living Theatre started on the ABC-TV net-
work on July 5, 1953. It is carried sustaining, as a
public service. The original line-up was 13 cities live,
13 delayed. By the end of the year, the series will be
running on 73 stations.

Since its debut, the Electric Companies Public In-
formation Program has received requests for out-
side showings and requests from stations to carry the
show. “The response has been tremendous,” an organ-
ization spokesman said, * and that’s being conserva-
tive,

“We’ve had letters from city officials, like the
Mayor of Bethlehem, Pa., who wanted everyone in
his town to have another chance to see the films. A
PTA group in Honolulu wants to show the series to
its members. A top executive of the electric industry,
after seeing a documentary on the need for more
engineers, wrote to suggest that it be shown in every
college in the country. Letters have poured in from all
over—from board chairmen to the housewife.”

These films, dramatizing the role of industry for
the public, have found a large and valuable new
audience through TV.

For additional information on availabilities, write to Mladin Zarubica,
account executive, Bozell & Jacobs, Inc. 2 West 45th Street, New York 36.

Television Magazine o October 1953
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UMMER STORM The drama of a power company in action in the
ice of an impending storm. The story of the many activities in its
ght to keep essential services in action. The discussion panel in-
udes Gwilym AL Price, president, Westinghouse Electric Corporation
id R. E. Ginng, Chairman, Steering Committee of the Electric Com-
nnies Public Information Program,

FREEDOM AND POWER Dramatically woven into the thread of the
film story is the dominant theme of pioneering and the achievements
of free men. The same dynamic spirit that rolled westward with the
covered wagons is demonstrated in an entirely different field, opening
up new frontiers in the world of science. This film, created in car-
toons, is discussed by Philip D. Reed, Chairman of the Board, Gen-
eral Electric Co. and Peter Roberts,

HINING HEART Draomatizing how a film is made to inform em-
loyees about their company and their relationship to their company.
1 this case the company involved is one engaged in making steel.

J. Hanley, president, Allegheny-Ludlum Stee! Carporation adds
mphasis to the necessity for such information in modern industrial
zlations.

1 L] TAAD
[T

'AND A VOICE SHALL BE HEARD Made by the March of Time for
‘Seneral Electric, it is an enactment of an atomic attack and the re-
‘actions of the city of Syracuse, N. Y. to the dropping of a bomb on
‘their city. Ray Johnsan, executive vice president, General Electric,
“underscores the necessity af civil defense arganizations to communi-
“ties throughout the country.

Television Magazine e October 1953

MARK OF € The beginning of the baking industry shown in the story
of o Hessian soldier in the Continental Army of George Washington.
This man started the American baking industry as we know it. He
nat only baked but also recruited many Hessians to the Revolution-
aries’ side. The discussion panel—A. von Gontard, vice president,
Anheuser-Busch, Inc., and E. E Kelley, president, American Bakers
Association with commentator Roberts.

HIDDEN WORLD The tremendaus shortage of engineers today is the
basis of this dramatization of the careers open to young people. Here
the many aspects af engineering open to those who can be encour-
aged ta take up this profession are discussed. W. A. Raberts, presi-
dent, Allis-Chalmers and Bayard L. England, president, Atlantic City
Electric Co. endarse this plea far new yaung engineers.
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Advertisement

‘ I. Y. story hoard

A column sponsored by one of the leading film proa’ucers in television

SARRA

NEW YORK: 200 EAST 56TH STREET
CHICAGO: 16 EAST ONTARIO STREET

Busy little bakers pull the switch that starts loaves of Braun’s Town Talk Bread a’rolling in this
cartoon-plus-live-action TV series by SARRA. They slap on the lobels and paint the “Town Talk”
on the wrapper to get over the brand name with a bang. Happy people enjoying bread, and a
gay theme song deftly sell quality. The films were so planned that photographic illustrations for
a tie-in newspaper campaign could be economically made at the some time. Created by SARRA
for Braun Baking Company, through Ketchum, Macleod & Grove, Inc.

SARRA, Inc.

New York: 200 East 56th Street
Chicago: 16 East Ontario Street

With this Crosley introduction for “Your Hit Parade’” SARRA performs the difficult feat of
displaying 21 major appliances and still keeping viewer interest high. The trick is turned with
animated musical notes and a rollicking, hard-selling theme song by the “Hit Parade” orchestra
and chorus, high lighting each product as it is shown . . . finally focussing on the Crosley TV
set with the message: “Your Hit Parade — see it on a Crosley.” Produced by SARRA for
Crosley Division, AYCO Manufacturing Corp. in cooperation with Batten, Barton, Durstine &
Osborn, Inc.

SARRA, Inc.

New York: 200 East 56th Street
Chicago: 16 East Ontario Street

In a series of TV commercials for Chesterfield programs and spots, SARRA combines the
“Milder” story with the theme: "FIRST with Young America.” Happy scenes of charming young
people in action against beautiful outdoor backgrounds are skillfully interwoven with the factual
evidence of medical reports and college popularity surveys. Package and point-of-purchase
display give strong product identification. Produced by SARRA for Liggett & Myers Tobacco Co.,
through Cunningham & Walsh, Inc.

SARRA, Inc.
New York: 200 East 56th Street
Chicago: 16 East Ontario Street

Packed with Kid and Mom appeal is this chucklesome new series of TV spots made by SARRA
for Hostess Cup Cakes. Cute cartoon characters in fast-paced action animate a “Quick energy”
and “Reserve encrgy’’ nutrition story. Homao shots of blissful eating and a stop-motion display
of the cake whet the appetite; a point-of-purchase grocery scene is the sales clincher. Produced
by SARRA in coopcration with Ted Bates & Company, for Continental Baking Company, Inc.

SARRA, Inc.

Now York: 200 East 56th Street
Chicago: 16 East Ontario Strect

44 Television Magazine e October 1953
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HE commercial approach that sells a man a bar of soap 1s not the

approach that will make him buy a $2,000 car. Obviously, differ-
ences in purpose, price, and longevity affect the way a consumer thinks
about buying. In our study of effectiveness of television commercials we
found that many commercials failed to sell because they overlooked
these attitudes.

Advertisers tend to underestimate consumers’ reluctance to change
their buying habits and their previous experience with products; they
forget the widespread feeling that “one brand is as good as another,” that
no big decision is involved in selecting a brand for an inexpensive item.

We have discussed this fallure to grasp the consumer’s point of view

’f in previous articles (TELEVISION Magazine, June, July, September

1953). Here we would like to suggest a number of ways, based on analy-
sis of our depth interviews, in which several types of products can best
be presented to viewers.

The Price
Is
Right ...

Since beer-drinking is associ-
ated with relaxation and friend-
liness, the mood and tone of the
commercial should be relaxed and
friendly

Essential, low-cost and frequently
bought items

Don’t over-inflate the impor-
tance of your product beyond that
assigned to it by consumers

Avoid claims likely to run  Minor appliances and household
counter to the experience of those items
who know your product

Avoid claims that will prove to
be untrue after the viewer has
. . tried the product
Fourth in series Avoid antagonizing viewers—

particularly housewives—with lyr-
By G. Maxwell Ule

ical and poetic expressions about
vp & director of

The Language of
TV Advertising

Bring the commercial as close as
possible to satisfying the con-
sumer’s need to personally ex-
amine the product

Build confidence in the offer by
a presentation which redounds to
the reliability and honesty of the
seller

Use humor and entertainment
cautiously: they may work against
confidence

matter-of-fact products
In selling food products, suggest
recipes which emphasize the con-

research venlent, the easy and quick to

Joseph C. Franklin,
director copy research,

Kenyon and Eckhardt

prepare

Television Magazine e October 1953

Beer

Viewer interest 1s highest 1n
beer commercials that are enter-
taining, portraying believable peo-
ple (types familiar to the viewer)
drinking beer in natural settings

Beer is a friendly product and
beer advertising is most accepted
when presented in a friendly way

Whether the selling message 1is
entertaining or serious, the tone of
the presentation should be easy-
going to be most effective

www americanradiohistorv com .

Cigarettes

Brand awareness of the leading
brands has reached a saturation
point

Few smokers believe that one
brand is less harmful or irritating
or milder than other brands: per-
sonal dissatisfaction with present
brands leads to trying others

Televiewers feel that they are
spectators on the sidelines watch-
ing advertising contests between

(Continued on page 58)
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Send
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TELEVISION MAGAZINE'S | FILM BUYING

GUIDE

With the ratings and competition of nine syndicated shows, TELEVISION Magazine completes a survey of over 45 syn-
dicated film series. (For information on shows covered in previous issues, call our Readers’ Service Department.) Next

month we will begin rechecking these shows, as well as reporting on the new ones. Ratings: August Videodex

DALLAS-FT. WORTH LOS ANGELES PHILADELPHIA
g Kenn‘edy, WBAP-TV—Th 9:30 11.6 KHJ-TV—Mon 7.30 10.1 WCAU-TV—Th 7:00 14.4
lninologist KRLD-TV KNXT WPTZ
into the Night 7.4 Summer Theatre 12.8 Esso Reporter;
WFAA-TV KECA-TV Sports; Weather 7.9
Religion in American Kit Carson 12.8 WEFIL-TV
Life 6.9 Walsh Looks Em Over;
News; Weather 52
ATLANTA DALLAS-FT. WORTH MILWAUKEE
Feless WAGA-TV—Fri 4:30 4.7 WBAP-TV—Mon 6:30 8.2 WTMI-TV—Sat 12:30 9.8
Felick WSB-TV KRLD-TV
Howdy Doody 8.0 Talent Scouts 23.4
WLW-A WFAA-TV
Circfe 8 Ranch 6.4 Voice of Firestone 8.4
BUFFALQ DETROIT LOS ANGELES SAN FRANCISCO
Hirt of WBEN-TV—Mon 11:30 9.7 WXYZ-TV—Fri 10:30 6.7 KTTV—Tu 10:30 7.4 KRON-TV—Mon 10:30
City WWJ TV KNXT 13.6
Man About Town; News 4.5 KPIX
Sports 3.1 KTLA Rocky King 7.6
WIBK-TV Your Town 3.6 KGO-TV
Featurette: Sports 2.5 Mayor Robinscen 1.5
DETROIT LOS ANGELES NEW YORK SAN FRANCISCO WASHINGTON
ristry WWJ-TV—S5at 4:00 1.4 KNBH—Sun 3:00 1.4 WNBT—Sat 3:15 1.6 KPIX—Sun 12:15 1.4 WNBW-—Sun 1:15 1.9
a”arade WIBK-TV KNXT WPIX KGO-TvV WMAL-TV
Movie Party 8.7 Adventure 10.1 Baseball 11.6 Western Film 3.1 This is the Life 3.3
WXYZ-TV KHI-TV WOR- TV KRON-TV WTOP-TV
Green Thumb 3.2 Baseball 8.7 Action Theatre 2.7 Bible Stories 1.4 Sunday Theatre 1.9
BOSTON CINCINNATI CLEVELAND COLUMBUS
& of WNAC-TV—Sat 9:45 am WCPO-TV—Sat 12:30 2.0 | WXEL—Sat 10:15 1.2 | WTVN—Sat 9:45 0.8
o West 26 WKRC-TV WNBK WLW-C
WBZ-TV Circle 12 Ranch &7 Red Wagon 2.9 Breakfast Party 1.6
No programming WLW-T WEWS
Western Film 4.3 Cabbages & Queens 2.7
DETROIT LOS ANGELES PHILADELPHIA SAN FRANCISCO
3 nt WWJ-TV—Th 9:30 12.2 KECA-TV—Tu 8:30 7.0 WPTZ—Tu 10:30 10.0 KGO-TV—Tu 8:00 10.7
ess WIBK-TV KTTV . WCAU-TV KRON-TV
‘ Your TV Theatre 13.9 Terry & Pirates 13.6 Death Valley Days 11 Mirror Theatre 20.9
WXYZ-TV KNBH WFIL-TV KPiX
Motor City Fights 9.0 Break the Bank 10.9 PAL Fights 8.7 Sylvania Features 12.2
ATLANTA LOS ANGELES PITTSBURGH
¥ Ruggles WAGA-TV—Sun 10:00 9.4 KECA-TV—Th 7:00 4.9 WDTV—Sun 7:30 40.7
WSB-TV KNXT _
Summer Theatre 9.6 Pantomime Quiz 9.7
WLW-A KTTV
News; Chas. Antell 2.6 Pet Exchange 7.6
BIRMINGHAM BOSTON DALLAS-FT. WORTH PHILADELPHIA
¥ Week WBRC-TV—Sat 10:00 4.0 WNAC-TV—Sun 6:30 12.0 KRLD-TV—Fri 9:00  10.4 WPTZ—Fri 11:00 5.3
Rports WAFM-TV WBZ-TV WBAP-TV WCAU-TV
Chance af a Lifetime 12.0 Playhause 14.7 Favorite Story 12.3 News & Weather 6.8
WFAA-TV WFIL-TV
The Goldbergs 7.2 News & Weather 4.5
BUFFALO PITTSBURGH ST. LOUIS
Ytory WBEN-TV—Sat 2:00 14.4 WDTV—5Sun 10:00 20.2 KSD-TV—Tu 12:15 pm 9.8
e
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TIMEBUYING: a monthly guest column

Genevieve Schubert, timebuyer at Compton

Advertising handles buyz'ng choves for

four Chase & Sanborn brands (Coffee,

Instant Coffee, Tenderleaf Tea &

Instant Tea) and Personal Products

Program Sponsorship Versus Spot Announcements

N the course of buying our fall

campaigns for several different
products, an interesting question
has presented itself with surpris-
ing frequency—is program spon-
sorship more effective than spot
announcements?

The problem isn't new, but it
has as yet no absolute and easy
solution for many advertisers, and
recent developments make it more
urgent than in previous years. The
question has come up repeatedly
on a network or national level,
and more often, of course, on a
local basis. The considerations in-
volved in network program spon-
sorship are many and complex—
closely interwoven with overall
media and sales strategy. We will
keep this discussion on an individ-
ual market basis, and will attempt
only to present the pros and cons.

Good spot time is scarce

The scarcity-——in fact, the non-
existence of good spot availabili-
ties in many cities, make 1t neces-
sary for the buyer of a campaign
that has been planned on the basis
of one-minute and 20-second an-
nouncements, day or night, to look
at everything from five-minute
news or weathercasts to half-hour
dramas. Nighttime half-hours can
be found in most markets, but the
choice is extremely limited.

The availability of more and
more first and second run half-
hour film programs, offered by
packagers and stations, makes it
possible to compete with network
shows on a selective market basis.
The cost of a nighttime half-hour
—time and program—will usually
buy from five to seven Class A an-
nouncements weekly, although
stations will sometimes set a more
reasonable package price on a

Television Magazine e October 1953

film series they have purchased.

Which will sell more of your
client’s product? If you say that
product sell is not the time buy-
er’'s job and that field belongs to
all the people who conspire in
creating the commercial-—then you
buy strictly on a media premise,
that you want to reach the great-
est number of your potential cus-
tomers most frequently for the
fewest dollars. Much depends upon
your appropriation, and the smaller
it is, the more it must be stretched.
Unless you have a specialized
product—one that requires hard
sell and has no mass appeal—you
will do better with straight spots,
aiming for the highest ratings,
when you can afford, let us say,
five daytime announcements a
week.

An average spot schedule will
far outreach an average program
statistically. For example, five
nighttime 20-second spots with an
aggregate weekly rating of 60.0 to
75.0 are reaching more people than
a thirty-minute show once a week,
rating 15.0 to 20.0. (We must as-
sume that you can tell your story
well in 20 seconds, and better in a
minute.)

Announcements more flexible

In a period of four weeks, the
frequency of the chainbreaks in
each home reached will be at least
double that of the program-—con-
sidering the program one com-
mercial unit. During the course of
a long-term campaign, spots can
be shifted and improved, to reach
a new or larger audience. Expen-
ditures can be reduced or increased
with seasonal variations in sales.
There is always the great comfort
of the two-week cancellation priv-
ilege.

WWW americanradiahistary com L&

Now the arguments begin. How
much do you discount the ratings
of spots between programs—for
dial twisting, leaving the room,
inattention, confusion with adja-
cent I.D.s and program commer-
cials? (Not too much, apparently,
since there are success stories
built on just such campaigns. The
question 1s—how much?)

Impact of programs

Do not three full minutes of
commercial, plus opening and clos-
ing billboards, “inside” a show,
reach every person represented by
your rating at least once during
the half-hour, with greater impact
and longer sell? Doesn’t direct
identification with the source of en-
tertainment, the program title, the
master of ceremonies or the cen-
tral character increase the memor-
ability of your commercial? The
stars of some package shows will
produce a film commercial at com-
paratively low cost. This is prob-
ably the nearest approach to the
integrated commercial possible in
a local film program, short of
building your own live show.

Local five and ten-minute pro-
grams, particularly news and
weathercasts, while generally
lower-rated, provide the possibil-
ity of combining many of the ad-
vantages of program sponsorship
with the frequency of spots. And,
like the half-hour show, they are
more merchandisable than an-
nouncements,

If you have an experimental-
minded client, and are able to set
up two nearly-ideal test markets,
using spots in one and a program
in the other, the results might
prove interesting—but first you
must devise a fool-proof method of
selecting these markets and inter-
preting results.
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SUPERMARKETS
(Continued from page 22)

most frequently, many of them to plug
meats and produce. Red Owl pitches its
own brand in addition to cc-op brands.
“Store managers,”’” Mr. Rudlick said,
““report that customers express favor for
the type of commercials whereby products
are demonstrated. Red Owl is experi-
menting with TV as a medium of adver-
tising for their food stores. In addition
to the program in Green Bay, Red Owl
has a similar program in Sioux Falls.
There, because of lack of live camera,
commercials are done on film."”

With six stores in the Sioux Falls area,
the chain sponsors Red Owl Theatre
feature films, Sunday evening on KELO-
TV to plug store brands and meats. A
store supervisor is interviewed by staff
announcers as part of the commercial.
Red Owl spokesmen say their experience
with TV has been short but, “"We do feel
it has definitely aroused and increased
awareness of Red Owl and the products
we feature. Where less and less cus-
tomer contact is possible, TV fills the
selling gap.”

SUPER-VALU STORES

Morris, Sewall & Co., with 90 Super-
Valu stores and 400 affiliated outlets in
the Gulf area, considers its sponsorship
of Don Mahoney and his Kiddie Troupers
on KGUL-TV, Galveston, a success in
terms of sales and public relations. An
average of 500 children audition for the

talent competition each week. Entry
blanks are picked up at Super-Valu
stores. Time plus program cost: $325.

Live commercials feature cooperating
brands and Black and Gol!d Stamps.

B & C STORES

For its six stores in the Detroit areq,
daytime is used by B & C for six live
one-minute participations on WXYZ.-TV
each week.

NATIONAL TEA

For its 94 stores in the Detroit area, 12
O'Clock Comics on WXYZ-TV is used by
National Tea. Program runs Monday
through Friday, 12:00 noon to 12:30.
In Chicago, National uses 22 ten-second
spots on WNBQ, plugging the same spe-
cials throughout the week. Clifton Ut-
ley’s newscasts, 5:50 to 6:00 pm across
the board, advertise the meat depart-
ment. Range Rider on WNBQ plugs
Taste Top Bread, o store brand. Lucky
Seven Ranch, Saturday morning, WBKB,
sells NATCO preserves. Kid’s Karnival

Kwiz is also used to reach children;
Natco the Clown, who mc’s the show,
makes personal appearances all over
town. Shoppers” Matinee every week-

day afterncon on WBKB sells the chain’s
macgazine, Everywoman’s, and plugs the
products that are advertised in the book.
Fotal Chicage TV budget for TV 1953
w600,000, making National one  of
thee  largest  eetail  adverticers tn the
racdium

MILLER'S SUPERMARKETS

For e 20 <tores, in the Denver areaq,
Miller by three  10-minute neowscasts,
five wpol announcements and one syndi
cateed Ailre (Badge 714, nee Dragnet)
cach weel v KFEL-TV,
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CENTRAL MARKETS

The Schenectady chain uses a 15 minute
show Friday afternoons on WRGB, fea-
turing Dorothy Spira who handles com-
mercials as well as guest interviews and
local news. Central’s brands are adver-
tised, but the show concentrates on
special weekend buys. Program has been
running for three years.

WRIGLEYS

Cisco Kid rides for this 65 store chain,
Thursday at 7:00 pm, WXYZ-TV. Also
used on this station are four participa-
tions in Fern Melrose’s Charm Kitchen.
Meats, produce and cooperating national
advertisers are plugged in the live com-
mercials.

BIG BEAR

In Detroit the 27 Big Bear stores sponsor
a feature film, Wednesday, 1:00 pm.
Wednesday and Friday, 5:00-5:30 Big
Bear sponsors Auntie Dee; both pro-
grams are on WXYZ-TV. Co-op com-
mercials, as well as plugs for stores’
meat and produce departments are done
live,

In Columbus Big Bear uses an auction
format involving participation of the
home and studio oudiences.

‘am - /ﬂm Mon thru Fri-W LW-L
P ¢ gwmmﬁ

DOROTHY LANE

This remotes on

three
WLW-D to publicize the opening of a

chain  used
new location in Dayton. 25,000 custom-
ers were clocked in during the first
week. Dorothy Lane is also tied in with
WLW  Stations” merchandising plan.
Store windows carry displays for WLW-
advertised products, and chain gets air
tfime.

HANDY ANDY SUPER MARKETS

The San Antonio chain sponsors Yester-
day’s Newsreel on WOAIL-TV. Commer-
cials on the 15-minute film show feature
brand names, via live demonstrations,
plus a TV ltem of the Week.”’

Handy Andy has used remote telecasts
ta advertise openings of new stores.
After using the show for three years, ad
manager, Jerry Spengler, says, ‘"We can-
sider TV and newspapers as separate
media, each producing sales results in
its own right. However, when we com-
bine the use of television with newspaper
advertising, we find that our results are
greater than can be obtained from the
use of each medium individually.”

MARSH MARKETS

With 19 outlets in eastern Indiang,
Marsh sponsors Ziv's TV Theater on
WLBC-TV, Muncie, at a time and pro-
gram cost of $225 weekly. Marsh plugs
its own brands and departments with
live commercials and also makes use of

co-op tie-ins via film. Complete self-outs
on advertised brands have been recorded
the day following a telecast.

President Ermal W. Marsh states, “"We
believe that TV is an excellent medium
to publicize the many unusual features
of a supermarket operation such as ours.
It gives us an opportunity to display our
exclusive products . . . and to promote
the many distinctive services offered by
our firm.”

IGA

Through John R. Figg Wholesale Grocery,
70 IGA stores in Bloomington and vicini-
ty use a half hour film program on
WTTYV. Weekly price tag: about $450.
Figg and WTTV have a joint merchan-
dising program for brokers and manu-
facturers. The wholesaler traces tre-
mendous sales increases directly to TV—
normal yearly sale of Lipton‘s Tea is
six tons; one program in one week sold
three and a half tons of Lipton’s.

For the 65 stores in the Seattie areq,
IGA has been using two afterncon pro-
grams on KING-TV, Market Magic and
Vanity Views. Co-op advertising and
store brands were plugged. Greatly in-
creased store traffic resulted from the
“mystery grocer’” contests in  which
prizes were offered for identifying the
unnamed IGA man. To reach the larg-
est possible audience, IGA recently
switched from daytime to an evening
variety show, Borenson ond Barduhn.

GRAND UNION

Grand Union has been using a home-
making show on WABC-TV and an eve-
ning program in New York, plus regular
weekly spots to plug specials in Albany
and New York., Cooperating brands are
featured along with the Grand Union
brands, meat and produce.

ALBANY PUBLIC MARKET

This company has used a pm one-minute
participation in TV Showcase, Friday at
6:30 pm, for its two stares an WRGB,
Albany-Schenectady. Live and film spots
are used.

EVANS SUPERMARKETS

With 12 stores, Evans uses minute spots
on WSAZ-TV, Huntington, plugging
their own brands. QOccasionally national
brands are tied in. Ad manager, George
Randolph feels results have been very
good.

HENKE AND PILLOT

Henke and Pillot, Houston's second larg-
est chain with 23 stores, sponsars Boston
Blackie and Darts for Dough, both in
evening hours, on KPRC-TV. Darts is
an audience participatian quiz with cash
prizes going to contesting civic groups.
Cammercials are handled live by the MC
girl vocalist or announcer; some films
are used. Meats and produce are oc-
casianally plugged; most of commercial
time goes ta co-op brands. Rabert N.
Aylin, president of the Aylin Agency in
recounting some of Henke and Pillot’s
TV results said, ““Where else but on
television cauld you sell 10,000 straw-
berries per second . . . or 1,200 pair
of overalls with one twenty second
annauncement?’’

Television Magazine e October 1953
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SUPERMARKETS
(Continued from page 22)

most frequently, many of them to plug
meats and produce. Red Owl pitches its
own brand in addition to co-op brands.
“Store managers,”” Mr. Rudlick said,
“report that customers express favor for
the type of commercials whereby products
are demonstrated. Red Owl is experi-
menting with TV as a medium of adver-
tising for their food stores. In addition
to the program in Green Bay, Red Owl
has a similar program in Sioux Falls.
There, because of lack of live cameraq,
commercials are done on film.”

With six stores in the Sioux Falls areaq,
the chain sponsors Red Owl Theatre
feature films, Sunday evening on KELO-
TV to plug store brands and meats. A
store supervisor is interviewed by staff
announcers as part of the commercial.
Red Owl spokesmen say their experience
with TV has been short but, “We do feel
it has definitely aroused and increased
awareness of Red Owl and the products
we feature. Where less and less cus-
tomer contact is possible, TV fills the
selling gap.”

SUPER-YALU STORES

Morris, Sewall & Co., with 90 Super-
Valu stores and 400 affiliated outlets in
the Gulf area, considers its sponsorship
of Don Mahoney and his Kiddie Troupers
on KGUL-TV, Galveston, a success in
terms of sales and public relations, An
average of 500 children audition for the
talent competition each week. Entry
blanks are picked up at Super-Valu
stores. Time plus program cost: $325.
Live commercials feature cooperating
brands and Black and Gold Stamps.

B & C STORES

For its six stores in the Detroit areq,
daytime is used by B & C for six live
one-minute participations on WXYZ-TV
each week,

NATIONAL TEA

For its 94 stores in the Detroit area, 12
O'Clock Comics on WXYZ-TV is used by
National Tea. Program runs Monday
through Friday, 12:00 noon to 12:30.
In Chicago, National uses 22 ten-second
spots on WNBQ, plugging the same spe-
cials throughout the week. Clifton Ut-
ley’s newscasts, 5:50 to 6:00 pm across
the board, advertise the meat depart-
ment. Range Rider on WNBQ plugs
Taste Top Bread, a store brand. Lucky
Seven Ranch, Saturday morning, WBKEB,
sells NATCO preserves. Kid’s Karnival
Kwiz is also used to reach children;
Nateo the Clown, who mc’s the show,
rmales personal  appearances all  over
town,  Shappers” Matinee every week-
day afternoon on WBKB sells the chain’s
maqgazine, Everywoman’s, and plugs the
products that are advertised in the book.
Fatal Chicagn TV budget for TV 1953:
2400,000, making MNational one of
thie largest  retail advertisers in the
rl|l‘l|ILJrs|

MILLERS SUPERMARKETS

For i 20 ctores in the Denver areca,
Miller Buys three f0-minute newscasts,
five wpot announcements and one syndi
cated  filer tHadage 714, nee Dragnet)
cach o weel on KEEL TV,
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CENTRAL MARKETS

The Schenectady chain uses a 15 minute
show Friday afterncons on WRGB, fea-
turing Dorothy Spira who handles com-
mercials as well as guest interviews and
local news. Central’s brands are adver-
tised, but the show concentrates on
special weekend buys. Program has been
running for three years.

WRIGLEYS

Cisco Kid rides for this 65 store chain,
Thursday at 7:00 pm, WXYZ-TV. Also
used on this station are four participa-
tions in Fern Melrose’s Charm Kitchen,
Meats, produce and cooperating national
advertisers are plugged in the live com-
mercials.

BIG BEAR

In Detroit the 27 Big Bear stores sponsor
a feature film, Wednesday, 1:00 pm.
Wednesday and Friday, 5:00-5:30 Big
Bear sponsors Auntie Dee; both pro-
grams are on WXYZ-TV. Co-op com-
mercials, as well as plugs for stores’
meat and produce departments are done
live,

In Columbus Big Bear uses an auction
format invelving participation of the
home and studio audiences.

‘am - lpm ﬂan *hru f; ‘WLW-I

DOROTHY LANE

This chain  used three remotes on
WLW-D to publicize the opening of a
new location in Dayton. 25,000 custom-
ers were clocked in during the first
week. Dorothy Larne is also tied in with
WLW  Stations’ merchandising plan.
Store windows carry displays for WLW-
advertised products, and chain gets air
time,

HANDY ANDY SUPER MARKETS

The San Antonio chain sponsors Yester-
day’s Newsreel on WOAI-TV. Commer-
cials on the 15-minute film show feature
brand names, via live demonstrations,
plus a “TV ltem of the Week.”

Handy Andy has used remote telecasts
to advertise openings of new stores.
After using the show for three years, ad
manager, Jerry Spengler, says, ‘"We con-
sider TV and newspapers as separate
media, each producing sales results in
its own right. However, when we com-
bine the use of television with newspaper
advertising, we find that our results are
greater than can be obtained from the
use of each medium individually.”

MARSH MARKETS

With 19 outlets in eastern Indiana,
Marsh sponsors Ziv's TV Theater on
WLBC TV, Muncie, at a time and pro-
gram cost of $225 weekly. Marsh plugs
its own brands and departments with
live commercials and also makes use of

_——;

co-op tie-ins via film. Complete sell-outs
on advertised brands have been recorded
the day following a telecast.

President Ermal W. Marsh states, “We
believe that TV is an excellent medium
to publicize the many unusual features
of a supermarket operation such as ours,
It gives us an opportunity to display our
exclusive products . and to promote
the many distinctive services offered by
our firm.”’

1GA

Through John R. Figg Wholesale Grocery,
70 IGA stores in Bloomington and vicini-
ty use a half hour film program on
WTTV. Weekly price tag: about $450.
Figg and WTTV have a joint merchan-
dising program for brokers and manu-
facturers, The wholesaler traces tre-
mendous sales increases directly to TV—
normal yearly sale of Lipton’s Tea is
six tons; one program in one week sold
three and a haif tons of Lipton’s.

For the 65 stores in the Seattle areq,
IGA has been using two afternoon pro-
grams on KING-TV, Market Magic and
Vanity Views. Co-op advertising and
store brands were plugged. Greatly in-
creased store traffic resulted from the
“mystery grocer’” contests in which
prizes were offered for identifying the
unnamed IGA man. To reach the larg-
est possible audience, IGA recently
switched from daytime to an evening
variety show, Borenson ond Barduhn.

GRAND UNION

Grand Union has been using a home-
making show on WABC-TV and an eve-
ning program in New York, plus regular
weekly spots to plug specials in Albany
and New York. Cooperating brands are
featured along with the Grand Union
brands, meat and- produce.

ALBANY PUBLIC MARKET

This company has used a pm one-minute
participation in TV Showcase, Friday at
6:30 pm, for its two stores on WRGE,
Albany-Schenectady. Live and film spots
are used.

EVANS SUPERMARKETS

With 12 stores, Evans uses minute spofs
on WSAZ-TV, Huntington, plugging
their own brands. Occasionally national
brands are tied in. Ad manager, George
Randolph feels results have been very
good.

HENKE AND PILLOT

Henke and Pillot, Houston’s second larg-
est chain with 23 stores, sponsors Boston
Blackie and Darts for Dough, both in
evening hours, on KPRC-TV. Darts is
an audience participation quiz with cash
prizes going to contesting civic groups.
Commercials are handled live by the MC
girl vocalist or announcer; some films
are used. Meats and produce are oc-
casionally plugged; most of commercial
time goes to co-op brands. Robert N.
Avylin, president of the Aylin Agency in
recounting some of Henke and Pillot’s
TV results said, ““Where else but on
television could you sell 10,000 straw-
berries per second . . . or 1,200 pair
of overalls with one twenty second
announcement?’’

Television Magazine ¢ October 1953
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COUNTS MOST!

WAVE-TV Delivers:
66.7% GREATER COVERAGE AREA

than any other television station
in Kentucky and Southern Indiana!

19.8% GREATER CIRCULATION

’) than the area’s leading

NEWSPAPER!
627.3% GREATER CIRCULATION

than the area's leading

\ NATIONAL MAGAZINE!

N (WAVE-TV’s superiority as of July 1, 1953, and still growing!)
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In television, Tower Height is by far the biggest
factor in delivering a strong, clear picture to

N fringe areas. Low Channel is next most im-
portant, and Power is third.

. N WAVE-TV's new tower soars 1585 feet above
sea level—much the highest in this area, and
“ \/ _ 419 feet higher than Louisville's second station!

WAVE-TV’s Channel 3 is the lowest in this

area!

WAV E-TV’s 100,000 watts of radiated power

is the maximum permitted by the FCC for
4 - Channel 3—-is equivalent to 600,000 watts from
our old downtown tower on Channel 5!

Ask Free & Peters for all the facts about
WAVE-TV’s amazing new coverage and about
the great WAVE-TV television market.

LOUISVILLE’S

WAVE-TY
Chlannel 5

FIRST IN KENTUCKY
Affiliated with NBC, ABC, DUMONT

Free & Peters, Inc, Exclusive National Representatives

According to FCC curves, WAVE-TV
now effectively reaches 8559, more
square miles than previously . . .
54.6% more people . . . 51.5%
more Effective Buying Income —
gives you far greater coverage than
any other TV station in this areal
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PETRILLO: AFM

(Continued from page 23)
its rear window. Rumor had it
that in 1933 Petrillo had been kid-
napped and ransomed by the
union for $100,000.

It was during all this turmoil
that the small man (5'6") began to
cast his big shadow, for in 1932 he
was elected to the executive board
of the national union.

From this new position he faced
his first union fight with a major
adversary. This opponent, a hardy
fighter with a strong record of
many wins, and much in-fighting,
was John L. Lewis.

Petrillo, who fears no man—
only microbes—was equal to the

cerity must be reviewed. With a
childhood composed wholly of
hard knocks, it is inevitable that
the result should look, act and
speak like a tough man. His sin-
cerity is in no respect diminished
by the impression he gives. His
belief in the face of progress is
direct. He feels that musicians
play themselves out of jobs when
their performances can be repeated
without their appearance. His in-
tegrity in pursuit of this belief is
unquestioned.

In 1936, in line with his beliefs,
Petrillo announced the intention of
his union to not permit its members
to make recordings or transcrip-
tions without permission from the
local.

to accompany the film. With the
music on the sound track, the
studios were able to pay the mu-
siclans and be done with them
while their work toured the coun-
try. The theaters were relieved of
their employment burden. The dis-
placed musicians were out of jobs.

How the union’s ineffectual ef-
forts to counteract progress have
changed to the present and more
powerful resistance requires an-
other inspection of James Caesar
Petrillo.

In 1940, at the age of 48, Petrillo
was elected president of the na-
tional union. His stature had
grown from leadership of a band
of four to a group of over 200,000

musicians. His earnings had leaped
from next to nothing to well over
$50,000, plus an amount for ex-
penses and income tax payment
which entitles him to the title of
highest paid labor leader in the
country.

With Petrillo controlling the ba-
ton, the playing of music by pro-
fessionals was almost wholly con-
trolled by the AFM.

Where before, the AFM could
offer little bulwark to the in-
creased use of music on sound-
tracks by Hollywood, a new situa-

(Continued on page 54)

executive board of their
This drastic action was an effort to
end the menace and threat to em-
ployment which, according to
Petrillo, had been brought about
by canned music.

That these moves were similar
to the union’s earlier battles, with
Hollywood and its sound tracks,
serves to clarify today’s situation
in regard to the AFM’s view on
television. Says Petrillo, “Tele-
vision is motion pictures all over
again.”

Before motion pictures added
sound, theaters had used musicians

situation. The situation was a
union raid by the CIO. Just as the
AFL had earlier looked for a
musicians union with which to af-
filiate, Lewis was then on the
prowl for the American Musicians
Union, Petrillo’s original outfit.
By one simple action Petrillo
met the move, head on. He waived
initiation fees. In no time at all
2000 members joined his local—
nearly all of them from the AMU.
But, Petrillo’s main interest and
major fight were against progress,
not unions, and it i1s at this point
that his environment and his sin-

“There’s a new TV station on the air.”
“That's News ? "

“In Eastern lowa, it'’s news.”

It's WMT-TV—on the air Sept. 30—the first station in the United States to go on the air
with maximum 100 kw power. Anticipated coverage (because of 703" antenna, gently
rolling terrain, maximum power, and carrying ability of Channel 2)—100 to 125 miles

in all directions.

CBS and DuMont Affiliate
National Rep: The Katz Agency
Mail Address: Cedar Rapids

WMT-TV

Channel 2 o 100,000 watts
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“BUTTE..... iful”

BUTTE
America’s RICHEST Secondary Market
A BUTTE of a Test Market!

NOW HAS
A BUTTE of a Television Station
KXLF - TVé6
with
A BUTTE of a Rate ($§100 Hr.

for time and facilities.)

A BUTTE of a Buy (209, Savings
with other XL Stations.)

A BUTTE of a Network (NBC-DuMont )

MONTANA’S FIRST!
on the air August 14, 1953.

The @
Stations

PACIFIC NORTHWEST BROADCASTERS w THE WALKER COMPANY
SEATTLE, WASHINGTONR SAN FRANCISCO 5, CALIF, HOLLYWOOD 28, CALIF. MINNEAPOLIS 2, MINN. NEW YOLIRX 17, N. Y. CHICAGO I, !LL.INOIS
Jon.gl Building 116 New Montgomary St. 4381 Hollywood Blvd. 1487 N.W. Nat. Bank Bldg. 147 Madison A~anue 160 North Michigan
MUtual 3377 EXbrook 2.8031 Hollywaod $-5408 GEneva 9631 Murrayhill 3.5810 Andover 3.5771

WWW ameri
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PETRILLO: AFM
(Continued from page 52)

tion was emerging. In addition to
Petrillo controlling the union, and
the union controlling most musi-
cians, added power was garnered
through many fights and wins
with record companies, radio sta-
tions and networks.

As commercial television com-
menced, this new power was evi-
denced with new-found grace by
Petrillo. Films made for theatrical
release, which had been played out
and were now available for the
new market of TV, drew his atten-
tion. Here he displayed a milder

nature for, in 1945, he banned mu-
sicians from performing on live
television. At first glance this
move seems comparable to his
irascible actions of the past and
was rumored to be in behalf of
Hollywood and their efforts to
wrest control from the broadcast
industry. This limited the type of
programming available to live TV
audiences.

Almost as though it were part of
the same plan, Petrillo in 1946
made an agreement with Holly-
wood which had another effect on
broadcasters. It banned films which
contained sound tracks with music

Now—A Second Printing to Meet Your Demand

“22 Television Talks”™

Transcribed from the

BMI TV CLINICS

Sold out in its first edition, “22 Television Talks,” the bible of TV
information, is back in supply again. The twenty-two subjects embrace
all important aspects of television programming.

WHAT RADIO AND TV
EXECUTIVES SAY—

“In our opinion, the finest book
published on TV. The TV men
whose talks and comments fill
this volume get right down to the
level of every individual now in
the industry or about to enter it.”

GEORGE HIGGINS, KMBC,
Kansas City, Mo.

“BMI’s ‘Twenty-Two Televi-
sion Talks’ is a reading must at
KXLY TV.”

ED CRANEY, KXLY-TV,
Spokane, Wash.

“The book pools the knowl-
edge of today’s TV leaders. It
gives inestimable benefit for
present and future TV person-
nel.”

HUGH O. POTTER, WOMI,
Owensboro, Ky.

“Anyone interested in TV
should read ‘Twenty-Two Tele-
vision Talks’. They are an edu-
cation within themselves — a
must.”

R. W. ROUNSAVILLE, WQXI,
Atlanta, Ga.

The book is a practical symposium of
TV data by men of wide experience

and recognized pioneers in television.

In addition, a good portion of its
more than 260 pages is devoted to
condensed transcripts of the QUES-
TION and ANSWER sessions of the
Clinics.  These intense general dis-
cussions by the broadcasters attend-
ing the Clinics raised such TV topics
as how to make use of films . . . how

to cul costs . . . how to build or

remodel a plant . . . how to maintain
public service . . . how to hold an

audience . . . and how to direct the

other TV operations.

Published by BMI at $6 and made
available as an Industry Service
at the cost of transcribing and
printing—$3.40.

Order Your Copies Today.

made after that year. That this
move was a payoff by studios for
the prior action can only be specu-
lated, but the results were a
certain limit on the film available
to broadcasters.

From here on Petrillo watched
his television set and learned.

As television increased in im-
portance his two major steps had
their effect. In 1948 the use of
musicians was permitted, but not
before such concessions as better
wages were granted to radio work-
ers and certain aspects of repeat
use on kinescopes were settled.

In 1950 the somewhat waning
film industry was in the process of
entering the program field with
films made for the medium. Pe-
trillo said no music—unless five
per cent of funds received from
selling the film be given to the
union for a special fund. Producers
signed in a few cases.

The same agreement was made
in 1951, with the networks and
the package was ready to be tied
up—Tfor after many years, Mr.
Petrillo had won control over
sound tracks.

Under a separate agreement
kinescopes were again considered.
Their use was permitted for filing
purposes or for broadcast on sta-
tions affiliated at the time of the
recording provided that broadcast
was made within 90 days. In no
case was the kinescope to be used
more than once in any market.

During the same year Petrillo
strengthened his position against
films made for television by per-
mitting studios with backlogs of
theatrical films to release them to
stations and networks or distribu-
tors—if five per cent were paid to
the fund and the score re-recorded.

Since that time more producers
of films for television have entered
the fleld and most of them have
submitted to the pressure of ad-
vertiser demand for full value in
programs. The producers, in most
cases, have thus agreed to contrib-
ute to the AFM fund.

Petrillo, too, has had pressure
brought against him, most of it
was to remove the five per cent
formula. Producers feel that the
AFM is an unwanted partner in
their business.

Many musicians feel that he has
only provided work for the few
already in the film and broadcast
business, doing no more than har-
ass the industry without increas-

BROADCAST MUSIC, Ime.| ingjob opportunities.

580 Fifth Ave. o New York 36, N. Y, Petrillo’s own feeling about the
’ formula: “I wouldn't give up our
Montreal] trust fund for $5,000,000.”

BM

New York S

Chicago e Hollywood . Toronlo ]
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~ The Other Big Market
In Nebraska! ‘

The Fetzer Stations

) WKZO —Kalamazoo
WKZO-TV —Grand Rapids—Kalomazoo
WJEF —Grand Rapids
KOLN —Llincoin, Nebraska
KOLN-TV —Llincoin, Nebraska
Associated with
WMBD — Peoria, liiinois
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BAKER: “I LIKE TV BUT—"

(Continued from page 19)

ume. So again let us say that we
wouldn't buy any media very long
unless it helps keep the customers’
goods coming off the assembly
lines.

Because of these cost factors, I
personally don’t understand some
of the hue and cry that’s been
raised as to whether an agency
should get commission on talent on
“package’ shows.

An advertising agent must be
honest in making the soundest
recommendation for his client. If
he is a good agent he is entitled to
15% on the advertising dollars
spent on the consumer by his
client, provided his acts and ser-
vices measure up to the best stand-
ards which are available today.
These standards include a ‘“busi-
ness”’ approach to the market
rather than simply a creative or
advertising approach.

Responsibility for the success of
an advertiser’s product means a
depth of service that isn’t meas-
ured in terms of commission on
one more or less specific part of
the advertiser’s appropriation.
This I believe,

The Available Market Expands

Forgetting this aside on costs,
what’s actually happening? It's
no news that the people (our boss
in this business) want TV. It’s no
news to the followers of this mag-
azine that the coverage of homes
has come even faster than the most
avid salesmen probably could have
predicted five years ago.

It’s no news to this audience that
by next January TV areas will
contain about 807, of the United
States population, with penetra-
tion of some 68% of all these
families. What a market!

TV’s success or failure rests
upon the advertiser’s ability to
scll this market at a satisfactory
cost.  And  lo, the Advertising
Agcent!

As a pioneer in TV, we at Ben-
fon & Bowles developed a number

ol carly zales successes, based on
the use of the medium for demon-
stration of product. To be sure,
there was also an occasional fail-
e, bhased as we discovered very
soon, cither from our inability to
e cnough people with our en-
Lertarnment or our mahility to sell
Thern our product when reachoed,
Dol how Lo shed hioht on TV
ales offectivencas, confused as was
the i coverave with the usuad

56

use of other media In the same
markets? In talking about this
with our research people we de-
veloped a few yardsticks and one
case 1n point came fairly early In
our experience and now comes to
mind. A certain advertiser took a
sum of money from his national
budget and put it into TV as a
test.

This advertiser, with a long es-
tablished product, knew 1n ad-
vance that he would cover but
109% of the number of families
that he could have reached with
this same amount of money spent
in truly national media. Wouldn’t
it be a pretty good showing for
this TV expenditure if during its
first season the advertiser’s vol-
ume showed no drop in sales from
the going volume rate figured for
the year with more complete na-
tional coverage?

Interestingly enough, that’s ex-
actly what happened. There was
also enough solid interest from
the trade in the medium for us to
become convinced that if new
money was added to this adver-
tising budget to include television,
we could certainly expect a satis-
factory increase in sales, because
of the evident strength of the sell-
ing 1mpact upon fewer people.
Granted, this was some years ago
before the competitive program-
ming of today. Each new television
project now becomes a separate
advertising problem and there is
no simple solution in this medium
that guarantees success every
time.

Merchandising to Stretch Low TV Budgets

In view of the mounting costs of
television, how can a potential
spender, who lacks sufficient funds
for a big, glamorous program, take
advantage of the force of TV for
his sales messages? Is TV far be-
yond him, or is there a way in
which a resourceful and imagina-
tive advertiser can avail himself
of its powerful impact? The an-
swer to this oft-raised question is
definitely in the affirmative. It is
possible, for example, for an ad-
vertiser to find effective short-
term ways of using video with
suflicient maerchandising and ex-
ploitation wvaluces to keep him
rolling  belween  coxcursions into
the new medium.

One of our c¢lients was able to
cmploy TV with preat suceess for
a lwelve-weck period by sponsor-
ing a scrics of Sunday afternoon
professional foolball games.
Rating-wise, this particular spon-

sorship gained higher returns than
did the more expensive college
games the previous day.

Thus, our client partook of big-
time television, with important
merchandising values, for a short
term to be sure, but at a relatively
small cost. Similar examples exist
in the Benton & Bowles case his-
tory files of how low-budgeted
advertisers employ TV effectively
by sponsoring telecasts of impor-
tant special events, or for a partic-
ular retail peak of selling.

Magazine Concept Good for Big Budgets Too

Another avenue open to the
small advertiser to participate in
a low cost yet effective and prac-
tical manner in television is
through the use of what has been
termed the “magazine”’ concept of
TV sponsorship. This method of
purchasing time on a major net-
work program for spot commer-
cials is still in its infancy. But it
does provide the low-budget ad-
vertiser—as well as the high—
with an opportunity to partake of
the heady wine of TV and to
sample and test the campaign for
definite results.

NBC’s “Today’” program is a
classic example of how this com-
paratively inexpensive entry into
TV can be made to pay off hand-
somely for the smaller advertiser.
The success of this new concept of
TV sponsorship undoubtedly will
open up further outlets in the near
future.

I would like to add a word or
two on the far reaching effect of
television on an advertising agency.
There is no agency operation
which requires such careful plan-
ning, such meticulous attention to
detail as does TV. So varied and
complex are its problems, so deep
the penetration within the agency
that I doubt if there ever arises a
one man genius who can grasp the
tremendous detail, learn the tech-
nical skill and successfully sur-
mount the back-breaking duties
required to carry out an efficient
agency TV operation.

Television’s impact on an agency
like ours has never failed to as-
tonish me. Without the closest
harmony between the many inter-
locking factors, without the most
careful supervision and manager-
ial attention, the whole edifice
would collapse. Television has
taught us the true value of cooper-
ation. In spite of these seemingly
endless complexities, I like tele-
vision. T like it but— . . ... . ..
please hand me the aspirin bottle.
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Wove svor, Famons [owend-

The world’s most famous towers are, left to right, the Eliffel
Tower, the Tower of London and the Leaning Tower of Pisa.

1%

By now the tower-come-lately (right) may be just as
familiar to you as these old landmarks. It 1s one of the inany
radio-relay towers that speed television service coast to coast.

It was in May, 1948, that the Bell Telephone System
opened the first commercial TV network service using some
of these towers. Iis 916 miles of channels served just five

eastern cities.

In only five years the network has grown to 34,000 chan-
nel miles, serving 120 cities with a potential single audience

[~

of 95,000,000 people. These facilities represent an investment W
of almost a hundred million dollars. \\‘ ,’A

’/

4

|

-
N

Plans for the future call for even greater investments to
keep channel growth in pace with the industry’s needs.

Yet the cost of the service is low. Bell System charges,
for the use of its intercity television facilities, average about
ten cents a mile for a half hour of program time.

BELL TELEPHONE SYSTEM

i

PROVIDING TRANSMISSION CHANNELS FOR
INTERCITY RADIO AND TELEVISION TODAY AND TOMORROW

WWWwW americanradiohistorv com
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| IF THE PRICE IS RIGHT
(Continued from page 45)

major brands; spurious urgency
and the blow hard approach re-
inforce this detachment

Emphasis on irritation, mild-

® @ ; ness and health in cigarette adver-
l : tising helps keep alive doubts
and anxieties about smoking
Use of “scientific” claims, med-
PI‘. ts

ical endorsements, charts and
surveys, etc., are neither interest-

YOUR PRODUCTIONS
BEST REPRESENTATIVE

ing nor acceptable to the majority
of smoking televiewers

o

THE CAR DESIGNED
WITH YOU IN MIND

CLOSE CHECK ON
PROCESSING

Picture and sound results are held
to the closest limits by automatic
temperature regulation, spray devel-
opment, electronically filtered and
humidity controlled air in the dry-
ing cabinets, circulating filtered
baths, Thymatrol motor drive, film
waxing and others. The exacting
requirements of sound track devel- |
opment are met in PRECISION’S

special developing machinery.

Durable, high-priced goods

Consumers are more interested
in products in this class—autos,
washing machines, refrigerators
and so forth—than they are in
most other kinds of products

Commercials for such products
are usually more interesting and
acceptable to people who do not

own them and are not prospects
YOUR ASSURANCE OF for buying them; _commercials

should be geared primarily to in-
BETTER 16 PRINTS terest owners .and prospects
mm More effort to distinguish brand

differences is needed; brand iden-
tification and associations in dur-
able goods commercials are often
made in terms of the personality
giving the commercial

Consumers feel that commer-
| cials are too long on sell and too
short on product information;

16 Years Research and Specialization in every phase of 16mm processing,
visual and aural. So organized and equipped that all Precision jobs are of the
highest quality.

Individual Attention is given each film, each reel, each scene, each frame —
through every phase of the complex business of processing — assuring you of
the very best results. '

Our Advanced Methods and our constant checking and adoption of up-to-
the-minute techniques, plus new engineering principles and special machinery

enable us to offer service unequalled anywhere! major expenditures are given a
Newest Facilities in the 16mm field are available to customers of Precision, good deal of thought by consumers
including the most modern applications of electronics, chemistry, physics, optics, apd they try to base their deci-
sensitometry and densitometry — including exclusive Maurer.designed equip- sions on.facts .

ment — your guarantee that only the best is yours at Precision! Effective demonstrations should

show specific features which will
interest purchasers and are not

Precision Film Laboratories —a di- duplicated by competing brands

vision of J. A. Maurer, Inc., has 16 1 1 - ‘ Appeal to and stimulate related
yeurs of specialization in the 16mm : needs: show viewers how their
field, consistently meets the latest de- P]{EJCIBION . lives ;Nill be improved and status
mands for higher quality and speed. increased by owning the product,
FILM LABORATORIES, INC. but do it realistically
21 West 46th St., Avoid use of psuedo-scientific
New York 34, N.Y. - and “high-powered” names for
JU 2-3970 features of the product

Avoid showing people or settings
which will interest viewers more
than the product

Personalize your company, your
reputation, friendliness and sense
of responsibility to customers
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ENGINEERING DIRECTORY |

GEORGE C. DAVIS

Consulting Radio Engineer

Munsey Bldg. Sterling 0111
WASHINGTON, D. C.

PAUL GODLEY CO.
Consulting Radio Engineers |

Upper Montclair, N. J. |
Labs: Great Notch, N. J.

Phones: Montclair 3-3000
Founded 1926

BERNARD ASSOCIATES

Consulting

Radio and Television Engineers

5010 Sunset Blvd. Normandy 2-6715
Hollywaod 27, California

WELDON & CARR

CONSULTING
Rapio & TELEVISION
ENGINEERS

Washington, D. C.
1605 Connecticut Ave.

Dallas, Texas
4212 So. Buckner

JAvsKy & Bamey, Ine

An Organization of
Qualified Radio Engineers

DEDICATED TO THE
Service of Broadcasting

National Press Bldg., Wash., D. C.

PAGE, CREUTZ,
GARRISON & WALDSCHMITT

Consulting Engineers

Bond Building EXecutive 3-5670
Washington 5, D. C.
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WHO'S BUYING NEW MARKETS
(Continued from page 15)

Jacques Kreisler Mfg. Ca, P. Larillard & Co
Lambert Co., Mars Inc, Pepsi Cola, Procter
T Gamble, Ralston Purina Co., Speidel Corp.,
Sealy, Inc., C. A. Swanson, Sweets Co of
America, Swift & Co, Thor Corp,, U. S Steel
Carp.

National spot: Allicn-e Mfg. Co, Chrysler
Corperation, Don Juan Blades, Naticnal Cor-
son Company.

Fargo, N. D.
WDAY-TV

Network : Admiral, Amerian Doy, Amerioon
Tabaceo, Charles Anteli, B8, Pens, Brown &
Williamsan, Cats Paw, Cclgate-
Palmolive-Peet,  Crosley, DeSate-Plymouth,
General Foods, General Mills, Goadyear, P.
Lorillard, Hemm's Beer, Mcgen David Wine,
Philip Morris, Norge, Philco, RCA, R ). Rey-
nolds, Singer Sewing Marhine, Speide!, Sun-
beam, Tappan Stove, Willys Maotars

National spot: Ecrdahl, Eulove, Ford Dedlers

Chrysler,

Assaciation, Kools, Larson Ca., Oldsmebile,

Vireroys,

Oshkosh, Wisc.

WOSH-TY

Network: American  Cigarette & Cigar,

American Tobacco, American Chicle, Armour,
BB Pt‘" ( Il" Al [ M\")”,/ R.’ Wwin S:I l'ff
Derby Foods, Gemex, General Mills, Hotpoint,

-Jll" n V\/A/_ [ I.\-.‘ ambeart Lin=aln-
\ercury, P. Lorillard, Pepsi Cola, Ralston-
Purina, Sherwin-Williams, Skippy Peoriut Bur

ter, Speidel, Sunkist, C. A, Swanson, Sweets
Co, U 5 Steel.

National spot: Alllonre Manufacturing, Elate
Beer, Restamic, Rival Packing, Skippy Pearut
Butter

Reading, Penna.

WEEU-TV

Network: American Tobuaorn, BE Pers, |
Coca-Cola, Crusley, General Electnic, Gillette
(Goodyear, Liggett and Myers, P. Lorillard,
Mutual of Omaha, Phil K. ). Reynelds,
seott Paper, Sealy Mattress.

National spot: Bunck, Euluva, Cadgllas, Chev-
ralet, Virginia Dare, Frigidaire, GMC Trucks

Marshmallow  Fluff,  Oldsmcbile,  Pantiar

Santoline Beouty Products, Spatola Wine
Saginaw, Michigan
WKNX-TV

Network: Admiral Corporation, American 1
bacco Company, B. B Pen Company, Camel
Cigarettes, Carter Products, Covalier Ciga-
rettes, Chrysler Metors, Calgate-Palmolive-
Peet Company, Crosley Division Aveo Corp
DeSato-Plymaouth, Gemex Watrh Bands, Gen
eral Foods, General Mators Portine Uivision,
Gult Oil Company, S. € Johnson Company,
Kent Cigarettes, Liggett Myers, Mcgen
David Company, Old Gald Cigarettes, Philip
Morris, Inc., Prudential Life Insurance, Pure
Oit Company, Radio Corporation of Americo

’

Scott Paper  Company, Serutan Company,
Singer Sewing Machine Company, Schick,
Incorporated, Schlitz  Brewing  Company,

Speidel Corporation, Willys-Overland Corpo-
ration.

(Continued on following page)

WWW american i v COM

Bottles march off the signboard and the
product is put over with a bang in this
latest series of punch-packed TV Spots
from National Screen. Eye-catching action
is provided by ingenious stop-motion and
skillful optical effects; product appeal by
taste-tempting flive shots of the pouring
beer . . . . all set off by beautiful art
and lettering. ... for Gibbon’s Beer and
Ale. ., .. another satisfied customer who’s
come back for more, confident in the
knowledge that National Screen produces
the kind of TV Film Commercials that sell!

Advertiser

The Lion, Inc.
Wilkes-Barre, Pa.

Agency
Henry W. Gann Advertising Agency

Scranton, Pa.

Produced by

National Screen Service,
1600 Broadway, New York, N. Y.
Clrcle 6-5700

A Good Film
CEMENT
Makes a Good
SPLICE
use
ETHYLOID

and you use the

BEST!

Available at all
Theater Supply
Dealers

FISHER FILM CLEANER

for Clear Pictures,
Faultless
Sound!

has soft,
chemically

treated pads
for easy application.

For sale at your dealers,
or send %$3.95 direct.
Postage paid.

FISHER MFG. CO.,

1 SALTER PLACE « ROCHESTER (13, N. Y.
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designed for

TV

IT'S NOW AYAILABLE TO YOU!

GOLD SEAL

SPECIAL
THE FASTEST MOVIE FILM
ON THE MARKET!

You'll swear it's supersonic.
This amazing new discovery
presented by Kin-O-Lux
Laboratories, GOLD SEAL
SPECIAL, 15 just the ilm you
home and professional movie-
makers have been looking for,

Originally designed for televi-
sion, the demand was so great
from the shutterbug fraternicy
that a portion of the output
has been channeled into
camera stores and is now avail-
able for home consumption.

GOLD SEAL SPECIAL is of
the pan type, unusually sensi-
tive, and with a Weston tung-
sten rating of 225, (300
tungsten by ASA rating) just
think of the action shots you'll
be able to get!

GOLD SEAL SPECIAL is now
available at your dealers in 8
and 16 MM and sound.

So you home and professional
moviemakers ... get the fast-
- est and most sensitive ilm on
the market. Ask your dealer
for Kin-O-Lux GOLD SEAL
SPECIAL... TODAY!

MNatwnaal spot

St. Petersburg, Fla
WSUN-TY
MNetwork

Zanesville, Ohio
WHIZ- TV

MNetwork

Natianal spot

National spot

Scranton, Pa.
WGBI-TY
Netwark

o
y - - -—-;-.d

e —_— "
llw--'---__-_
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B
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KTNT-TV AREA

Quick Facts and Figures
POPULATION DISTRIBUTION
City of Seattle. 37.65%

SEA-TAC AIRPORT

IS MIDWAY BETWEEN

SEATTLE and TACOMA

Air Entrance to

FABULOUS PUGET SOUND

Balance of King I
County 21.379%

Pierce County
(Including Tacoma: 22.229%,

Balance of Areas

(Served by KTNT-TV)

West and South 18.76%;

KTNT-TV is strategically located in Tacoma,
the center of the Puget Sound market, for
greater penetration of the entire area.

TOTAL fover 114
Million People! _100.00%%

Fabulous Puget 3Sound cannot
be purchased by buying one

The entire city limits of Seattle, Tacoma, 4
city alone.

Olympia and Bremerton are within the
Grade A contour of KTNT-TV.

. KTNT-IV
WEED

TELEVISI
ISION CHANNEL i
NOW 125,000 WATTS

KIN-O-LUX Inc.

105 WEST 40TH ST., NEW YORK, N. Y.
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Win a Trip to BERMUDA

Television Magazine ¢ October 1953

10 DAYS FOR TWO AS GUESTS OF
TELEVISION MAGAZINE

All expenses paid—you’ll fly via Colonial Airlines and stay

at one of the island’s finest hotels.

Read this issue of TELEVISION Magazine

carefully, and save it — the November issue will
contain the contest blanks and full information.
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For COMPLETE
FILM PROCESSING

ROUND
THE
(LOCK
SERVICE

e Negative Developing

First Print Department
-.(-,,»,d;,_zﬂfOR COLOR \ ® First Print Departmen
. R l.t’S ‘ e Ultra Violet & Flash

g "oy i ra
Tam e Patch Track Printin

R,

Inc. e 16mm & 35mm Release
Printing

¢ Quality Control
e Title Department

e 22 Cutting Rooms

FEATURING
35mm THREE CHANNEL
INTERLOCK PROJECTION

MOVIELAB FILM LABORATORIES, INC.

619 West 54th Street, New York 19,. N.Y. JUdson 6-0360
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HOW TO PAGE AN AUDIENCE
(Continued from page 37)
Spots are  usually  scattered
throughout the day to reach the
largest number of viewers or the
most likely prospects. Sometimes

they run as participations.

The favored technique is the
contest. The lure of valuable prizes
(trailers, houses, automobiles) and
the steady bombardment of an-
nouncements get the audience to
participate directly in something
connected with the station. Once
they get interested in the contest,
they have to keep viewing to get
all the questions and clues.

The big summertime push for
1952 was tied in with election in-
terest via an If I Were President
Contest. To win a completely fur-
nished house with lot, viewers had
to answer the question of the day
and write in what they would do if
they reached the White House.
The promotion ran for 90 days.

The most recent contest has
been See It 'n Say It. Twenty 60-
second spots a day showed local
landmarks and gave hints about
their identities. The prize for the
first correct telephoned answer: a
Kaiser-Frazer car.

Over 10,000 visitors come to the
three Ohio stations each month.
Tickets are made available to
groups and organizations. The
Ruth Lyons show has a waiting
list long enough to fill the studio
for years ahéad. The visitors go
home with shopping bags filled
with samples of advertisers’ prod-
ucts.

(Another merchandising device,
Penny’s Pantry, also serves to cre-
ate viewer loyalty. Taste-test
luncheons are held in the Penny
Pruden Pantry, a showroom res-
taurant in the center of each
Crosley city.)

The newspapers are allotted
tickets to various telecasts which
they in turn make available to
their readers. Frequently the
radio-TV editor will organize a
special excursion and charter a bus
for a visit to Crosley.

While the studio audience for
any given program is limited, the
cumulative effect of thousands of
personal contacts with WLW stars
is likened by Crosley officials to
politicians shaking as many hands
as possible in hope that the voter
will remember him on election
day. “If we can establish a quarter
million personal relationships,”
they say, “we can expect a good
number of them to consider us
friends and keep tuned to our
channels.”
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A new feature on production, sales
and promotion aids . . . where to find
them . . . how to put them to work.

Props and Premiums

BY TAD REEVES

SCENE CHANGERS

excellent for back-to-back programming in @ minimum of space with a minimum of budget,

A change of scene with the flip of a screen, especially
hinged panel screens provide a mobile and effective means of quick-change artistry. . . . Easy
to handle and to store, panel screens can be used to create complete set backgrounds or
rakes, or to provide foreground depth and highlight interest. Some of the best screens on the
market come from the window display house of Doerr and Associates, who have a New York
showroom at 328 East 34th Street, and home offices at 144 2nd Street, Portsmouth, Ohic.
Avagilable in two-panel units (each panel 18 by 84 inches), these hinged panel screens may
be used for dramatic production techniques or for intriguing merchandise displays. Three-
panel shutter screens in limed oak or wild cherry are constructed with slats which may be
removed for easy cleaning, and are priced at $44.50.
FOR TV COWBQYS

greenhorn standing, can give an authentic Western touch to their local TY cowboys. Said

East-of-the-Mississippi TV Dudes, wishing to disguise their

authenticity is available from the Miller Stockman Supply Campany, Denver, Calorado, where

a full line of handsome Western dress, from spurs and lariats to ten-gailon headgear is in stock.

DULL MATTER

Transforming the glare intc its proper light is the work of a new product on the
market, Crescent Matton. Designed primarily to give a matte finish to the surface of
glossy prints used for news flips or commercial displays, Crescent Matton serves in
other ways to cut down reflected glare. Easy to apply when used on chrome furniture,
cellophane bags, and the like, it destroys the detail-masking glare, making it a simple
thing to project the televised object from all angles, regardless of the lighting set-up.
Crescent Matton dries quickly without a sticky finish to eliminate the possibility of
finger marks during future use of glossy prints, and the opaqueness of the protective
coating does not destroy the shading quality of the pictures.

In units of 1 to 19 cans, the cost is $2.25 per can, available from the Crescent
Picture and Frame Company, 1468 Euclid Avenue, Cleveland, Ohio. The manufac-
turer claims that contents of ore can will cover approximately seventy-five 57x7”

glossy prinfts.

COLLECTORS ITEMS

Catching and halding the attention of the younger generation is a matter of keen com-
petition in the TV world. If you need giveaways for children’s shows that are unusual and
effective, and yet available at a cost that permits volume use, you wiil do well to consider
Wild Life Stamps . . . .. Interesting and colorful, these stamps can aid in awakening interest
in wild life among the young fry, as well as educating them in an unsuspecting manner. When
offered as a premium, they can provide excellent copy for the air personality . . . . Desirous
of expanding the scope of their non-profit conservation activity, the National Wild Life
Federation will sell old issues of their stamp sheets at nominal cost for such premium offers.
Their only request is that a descriptive folder of their work be enclosed with each set sent out.

As an example of successful premium use, 500 sheets of the 1940 series, selling for $50.00,
were broken down into 2,000 premium units of 5 stamps each. Approximately 2”x1V4" in size,
these stamps run the gamut from fish to birds, animals to flowers, and can be handled in
regulation postage-saver envelopes, with station or sponsor identification.
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RAW YOUR OWN

CONCLUSION...

A

a

For a better sales picture . . . these

national advertisers draw on WFTVY

(DULUTH, MINN,

Prestone
Manchester Biscuit
Hamm'’s Beer
Bulova

Procter & Gamble
Blatz Beer

Grain Belt Beer
Rival Dog Food
Garrett & Co.

Toni Co.

R. A. Johnston Co.
American Bokeries

Ford Motors

Heilman Brewing Co.

Alka-Seltzer
Chevrolet

General Foods
Mogen David Wine
American Tobacco

S. C. Johnson Co.

SUPERIOR, WIS.)

Pure Qit Co.
Speidel Co.
Admiral Corp.
U.S. Steel Corp.
P. Lorillard Co.
Coca Cola
Hazel Bishop
Amana

De Soto
Carter’s Prod.
Liggett & Myers
Cat's Paw
Electric Co.'s
Willy's

RCA Victor
Lincoln-Mercury
Goodyear

B.B. Rol-Rite
Crosley

AND MANY OTHERS

FIRST AND ONLY
TELEVISION STATION

AT THE

Head-of-the-Lakes

WEFTV

DULUTH, MINNESOTA
SUPERIOR, WISCONSIN

Serving a rich, new, vast marketing area

REPRESENTED BY
ADAM YOUNG TELEVISION, INC.

New York » Chicago -

St. Louis « Holiywood

I
WWW americanradiohiSiOry CoM i —"—"————— i ———
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METROPOLITAN
PRODUCTION

The top CBS and DuMant shows plus a
DOZEN, live, neighborly ones featuring
local tolent and personalities assures
your product success of KDUB-TV,

Here ore 396,829 potential customers
with the third highest income per capita
inthe U. S of Al They'ro chonnealed 13
- ... ask your Avery Knode] man.

W. D “Dub” ROGERS

president
EFFECTIVE POWER
35,000 Wainy, Vil
17,500 Watts Auinl

MIKE SHAPIRO
ot mar., director of sales

THE DAY WE CLOSE SHOP

URING the past month we
have lost close to $5,000 in
space billings because we wouldn’t
go along with the receiver circu-
lation estimates of several stations.
Outside of station estimates and
the unduplicated coverage figures
that the networks compile for
their affiliates, the only independ-
ent source for full coverage re-
ceiver circulation is TELEVISION
Magazine.

Naturally, when we took on this
job we realized that our set esti-
mates would not make friends for
us at all stations. Differences were
bound to exist. We don’t claim
that our method is fool-proof. We
believe, however, that the statis-
tics we publish are the best avail-
able.

Unless a station which disputes
our figures can supply new data,
our Research Department must
continue to use its regular methods
of compilation, methods which
have been studied and approved
by research men throughout the
industry.

What does seem strange is that
some stations will threaten and
shout but do very little to sub-
stantiate their claims to a con-
siderably larger circulation than

QUALITY OF FILM

In our Film Annual, recently,
we couldn’t help being enthusi-
astic aboul the important role of
film. It aflords the local or re-
gional advertiser the opportunity
lo compete for audiences with
major network programs, and
every year it accounts for a larger
percentage ol program time, net-
work as well as local.

In spite of this enthusiasm, we
know the quality of most ilm pro-
prams is prefly poor. That might
be TV film’s best endorsement-
despite its shortcomings, more ad-
vertisers are turning to it Al-

Editorial

we report. Strange, because there
are any number of research com-
panies which can conduct an ac-
ceptable circulation survey for a
few hundred dollars.

When we undertook this task
we did so because of the tremen-
dous need for these figures, par-
ticularly by the spot advertiser.
We never quite realized what a
gigantic task it would be though.
Every month our Research De-
partment must make thousands of
calculations.

All available data is used—
Nielsen for 1952, RTMA ship-
ments, all the research services,
and even the census of 1950 as a
check-point. This information
must be constantly adjusted for
power Increases, new antenna
heights and new station service.

Our readers can rest assured
that while we don’t like to lose
billings, our Research Director,
Dr. Frank Mayans, will continue
to call the shots as he sees them.
Perhaps this is schoolboy stuff, but
we firmly believe that unless
there is a basic integrity in re-
lations among advertisers, our-
selves and our readers, we'd rather
close up shop.

though most of the story proper-
ties leave much to be desired, the
main problem is technical.

There are certain limitations to
present-day equipment which do
account for a loss in picture qual-
ity. This loss would be negligible
if more money were put into the
production of the film programs.
An extra few thousand dollars per
film could make all the difference
in lighting, one of the most critical
areas of quality loss.

The swing i1s to film, but mainly
because of the econemics of tele-
vision. The swing will be back to
live, unless quality improves.

Fred Ruget

Television Magazine e October 1953
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