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Advertisement

Buyers and Users of Television Advertising In lowa

file this.page with your folder on Des Moines Television. This is
information you must know in “shopping” this great market wisely.

KRNT-TV went on the air 2%2 years ago as the third station in the market. In two weeks time
Channel 8 had taken over audience leadership.

KRNT-TV is a basic affiliate of CBS Television. It went on the air with full power of 316,000
watts just 4 months after getting its FCC permit. The station serves lowa’s biggest, richest, heaviest-
populated market.

KRNT-TV is important to people. It is manned by people who have important work to do. They
know it and the public knows it.

KRNT-TV news rates probably as high or higher than that of any other station in the nation in
Zmulltin-stgtlon market. The new KRNT-TV high is a 50.8 rating in the November 1957 ARB Metropolitan
rea Keport.

The KRNT news operation is directed by a professional television-radio journalist. He directs a
staff of nine professional newsmen. Four newscasts are presented daily. The people respect KRNT-TV
newscasts for their accuracy and objectivity. They like their completeness, they like the heavy use of local
stories and local film, they like the world news coverage afforded by the use of CBS newsfilm, and they
like the way the weather picture is integrated into the news presentations. KRNT-TV’s 20-minute news
program at 10:00 P.M. started out fully sponsored when the station went on the air and now 22 years
later has the same two alternate sponsors.

KRNT-TV’s professional three-man sports team is headed by a former college and professional
athlete known throughout the nation. KRNT-TV presents two highly-rated sports programs daily and
each year does a number of remote telecasts of sports events. All these programs are handled with great
skill and fine technique, and get very high audience ratings.

KRNT-TYV personalities are warm, friendly, alert, articulate, TV-wise emcees. They entertain. They
inform. They serve the people. Their programs are well thought-out, intelligently presented. They be-
lieve in what they are doing, and the people believe in them. They are sincere, and they take great pride
in the station’s operation. The people know this and respect them and the station.

KRNT-TV takes very seriously its announced intention of operating in the public interest, con-
venience, and necessity. In 1957 the station devoted more than 451 hours of program time to public
service. That figure includes more than 200 hours of local live public service programs. For one of those
programs the station cleared a half-hour afternoon time and presented a daily 13-weeks series, “Know
Your Schools”. For this a complete grade school classroom was built in the studios, including a false
ceiling. The hidden camera and microphone technique was used in showing viewers actual elementary
school classes in operation. KRNT-TV was one of the first stations in the country to televise “live” an
actual heart operation as performed on a small boy.

Because KRNT-TV stands for something, it amounts to something to people. The policies which
govern KRNT-TV are well known by the people. The station is very careful to make sure all its presen-
tations are in good taste. KRNT-TV won’t advertise many products and services; for instance, beer and
liquor advertising, and the people know the station turns down thousands of dollars from this classification
each year. In the last city election, KRNT-TV did not sell political advertising. The station gave
it away — equitably — to all candidates. In this particularly vital election KRNT-TV figured the
public 'was best served that way. Not all the people agree with the policies which guide the operation but
they respect the station because they know its principles are not for sale.

Character makes a medium believable. KRNT-TV is believable. To be acted upon advertising
has to be believed by the people you want to sell. It makes all the difference in the world who represents
your company. KRNT Radio and KRNT-TV have spent years building strong charac.fer in the community.
They represent you well. Their reputation for dependability has been firmly established and is jealously

uarded.
1 That's why KRNT-TV is famous for results for advertisers. KRNT-TV is believed in by most people.

It has character. It stands for good things in the community. It has great acceptability among people in
thé age of acquisition. It amounts to something to people who amount to something. It is believed by

people. _ o
KRNT-TV is a successful commercial station. It carries more local advertising by far than any
other station in this three-station market. Most of its business is repeat business. It has an excellent

repeat national spot business. _ ‘ '
KRNT-TV is a good television station . . . has exceedingly high ratings, too.
KRNT-TV, Des Moines, lowa, is a Cowles operation — represented by a good organization, the

Katz Agency, and their office is as near as your telephone.

VWY S 17 O 1 | (it i i s
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SIGNAL
FOR A

NEWS FLASH

The first faint sounds of Sputnik as it soared through spat|
were heard on NBC. This was one of the year’s most i8
portant news breaks. More than that, it was dramatic e¥
dence of the spirit which characterizes NBC News tod&

At a time when headlines have a special urgency for Ameri¢ _
NBC News is providing minute-by-minute coverage of wor
events unmatched in broadeast journalism for speed, alef
ness, comprehensiveness and mature interpretation.
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'Is has been evident all through the past months of crisis. 200,000 requests for the study were received by NBC.

'« its resourcefulness at Little Rock, Variety called NBC Official recognition came when the annual Sylvania Award
¥ ws “a heads-up, hustling, news-digging operation.” for outstanding network news was given to the National
Broadcasting Company “because it has taken a big step in
1957 in doing more things and greater things with news.” §

fut recently NBC received astonishing evidence of the
be it is playing in informing America. During an inter-
"Biw with Nelson Rockefeller on TODAY, Dave Garroway

" Bered a copy of the Rockefeller Study to anyone who would N BC 'I' ELEV I S I O N N ETWO R K .

1d for it. Following this single announcement more than
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NEXT MONTH: New county-by-
county definitions of all TV mar-
kets, according to latest data on
coverage; correlations of popula-
tion, families and effective buying
income to TV-market areas; com-
parisons of these TV-market totals
with the corresponding data for
standard metropolitan areas—these
exclusive features will be presented
in TELEVISION MAcAZINE’s March
issue, the DATA BOOK.

Other highlights: Time and pro-
gram expenditures by product for
all network advertisers. . . . Spot
expenditures during 1957 for the
top 100 advertisers.
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We're tops in Flint

7 i

Vv

Michigan’s Great Area Station — Strategically Located
to Exclusively Serve LANSING—FLINT— JACKSON
with a Dominant 100,000 watt signal from its new 1023 tower
‘ located between Lansing and Flint... NBC— CBS— ABC

Photo by Hamill-Solazzo

Represented by Peters, Griffin, Woodward, Inc.

www americanradiohistorv com
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SYLVANIA TELEVISION AWARD
FOR OUTSTANDING LOCAL
PUBLIC SERVICE SERIES ..

“Awarded to wsrn-Tv, Toledo, Ohio,
for ‘'THE ONE INSIDE'—Q courdgeous
and dramatic 13-program film expose,
which led to itmmediate reforms
of conditions at the Toledo

State Hospital for mentally ill.”

Photographed and taped in the wards of the
hospital by wspp-TV and presented as a public
service, viewers of the 17 counties surround-
ing Toledo learned for the first time such de-
pressing truths as.—

e 70 patients in one small room.

¥
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With the first program letters started to pour
in — 20,000 of them before the series had
been completed. wspD-TV staffers carried these
and films to the state capital, gained an audi-
ence with the law-makers; result ;—

On June 18, 1957, the Toledo State Hospital

was voted approximéte]y $2,000,000 for new
units and to renovate the present facilities.
Construction is well on its way to completion.

o One tub to serve the entire dormitory (‘“‘and
vour turn for a bath isn’t until next week”’).

e No fire exit.
...another in a long series of community proj-
ects undertaken, and brought to a successful
conclusion by a Storer Station.

¢ Toilets hardly more than boxes.
e No beds — merely blankets on the floor.

o~

&2
WSPD-TV i
v \T

STORER BROADCASTING COMPANY

WSPD-TV, Toledo, Ohio - WIW-TV, Cleveland, Ohio -+ WIBK-TV, Detroit, Mich. - WAGA-TV, Atlanta, Ga. -+ WVUE-TV, Wilmington-Philadelphia - WSPD, Toledo, Ohio
WIW, Cleveland, Ohio - WIBK, Detroit, Mich. - WAGA, Atlanta, Ga. - WIBG, Philadelphia, Pa. - WWVA, Wheeling, W. Va. - WGBS, Miami, Fia.
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1o embrac
lowa’s

Better Half ..

threc of Jowa's six largest
markets—\Waterloo, Dubuqu

and Cedar Rapids—including

Class “B” area of more tha

300,000 tv households)
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Muail address: Cedar Rapids o CBS Television for Fastern fowa  National Reps: The Kalz Agency
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February, 1958

Combined gross network billings of
548,041,036 for November were
slightly down from October’s high
for the year of $49.201,406, accord-
ing to PIB, but still 9% above the
November, 1956 figures. In indi-
vidual network gains over 1936,
ABC was high with a 22% increase:
CBS gained by 8%; and NBC by
5%.

For the period from January
through November 1957, all net-
works showed increases. \BC, with
an eleven-month total of %74,156,-
638, was 6% over the same period
in 1956. CBS had %217,346.635 in
gross billings, for a 7% increase;
and NBC, with #174,698.900. in-
creased by 3%.

Despite TV set sales totaling ap-
proximately 6.5 million sets. 1957
was down by about 4% from the
1956 high, according to the Elec-
tronic Industries Association. How-
ever, the EIA expects replacement
sets and an increase in muliiple set
homes to help reverse this trend in
1958.

TV MARKETS JAN. 1, 1958
1-channel markets . 142
2-channel markets . 68
3-channel markets .. . 38
4. (or more)- channel markets 20
Total Markets 267

Commercial stations U.S. & possessions 470

Number of US. TV homes ...
% of U.S. homes owning TV sets

41,135,120
83.9%

Source: TELEVISION MAGAZINE

TV RECEIVERS

November ‘57 November ‘56

. Production 789,675 827,873
1 x
[
Retail Sales 705,247 763,908
Source: EIA

focus on BUSI N ESS

TV NETWORK BILLINGS

November ‘57 November ‘56

$5 Millions 1956 1957 _ | =
ABC $ 8,079,932 $ 6,619,109
CBS 21,449,468 19,866,463
50 NBC 18,511,686 17,593,056
/ Total $48,041,086 $44,078,628
45 —t=
N\ 2 NI\ )
49 s e -
¥ — Source: PIB

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

TV VIEWING WEEKDAY-DAYTIME SETS-IN-USE FOR NOVEMBER
FOR NETWORK
BUYERS:

FOR SPOT BUYERS: 9% Sets-in-use by Local Time g
% Sets-in-use by EST

Hour Eastern Time Zone | Central Time Zone

Pacific Time Zone Total U.S.
7 AM 7.6 12.2 33 14.2
8 AM 16.6 17.2 5.7 12.7
9 AM 1.7 17.3 9.8 11.7
10 AM 131 25.1 10.1 12.9
11 AM 19.9 20.6 141 19.3
NOON 214 24.2 20.9 19.2
1 PM 13.9 17.2 21.5 16.4
2 PMm 10 20.2 1.1 13.2
3 PM 16.8 28.5. 14.4 18.2

a4 PM 22 26.4 20.0 238

Source: A?B, Nover;wber 1957

TV VIEWING WEEKDAY-NIGHTTIME SETS-IN-USE FOR NOVEMBER

FOR NETWORK
FOR SPOT BUYERS: 9% Sets-in-use by Local Time g

UYERS:
- Sets-in-use by EST
Pacific Time Zone

Hour Eastern Time Zone | Central Time Zone Total U.S.

5 PM 26.2 31.7 25.4 24.0
6 PM 35.7 49.4 46.5 31.7
7 PM 48.8 64.8 61.8 45.3
8 PM 65.4 67.6 70.4 59.9
9 PM 67.7 63.3 67.5 64.7
10 PM 58.9 45.4 53.1 60.7
11 PM 33.7 17.2 201 42.5
121 5.6 9.7 21.5

MIDNIGHT )
i Source: ARB, November, 1957

TV NETWORK COST PER THOUSAND

ey - — - — 1959 19%¢ 1957 October 1957 index: $3.60
This graph traces the trend in
c-p-m per commercial minute of
430 a representative network half-
4.2 hour. Based on all sponsored
shows telecast 9:30-10 p.m,,
4.00 N.Y.T., during the ARB rating
s ) week, it provides a continuing
37 Y i e G yardstick of the performance of
1.50 'l /,A/ N nighttime TV. This index is ob-
’ A~ / tained by dividing the total costs
328 - o ot the programs by the total
T o number of homes reached by
3.00 these shows, then dividing this
by the number of commercial

L minutes.

2.50 Sources: ARB, PIB,
228 TELEVISION MAGAZINE

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC
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Every week a new guest star

. a completely new cast!
Your viewers will see and
thrill to a galaxy of stars
hand-picked for their great
performances on TARGET!

PERFORMANCES!

HOWARD DUFF and
MARIA RIVA star

in "“Breaking Point”

on TARGET.

wwwW americanradiohistorv com
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T SERIES !

{4/?//// A

ADOLPHE
MENJOU

EXPLOSIVE
DRAMAS,
AIMED AT THE
EMOTIONS OF |
YOUR |
— | VIEWERS.

ALREADY BOUGHT BY|

'il«,TION -ADVENTURE = TARGET IS Snrvmie  oomwme |

ccccccc

nnnnnnnnnnnn
I * Los Angeles * Detroit
" * Tucson * Moline
g * indianapolis
* Grond Rapids

-------------------------------------------
ooooooooo

* Phaenix P

i i * Portland , Ore * Rock Island
Everything viewers look ; oo " Rock lsland
eeeeeee ¢ South Bend

for in engrossing TV fare! « Boise A &

Sl =
HAS
THEM

............................................
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CI.ORETS.“ QUAKER: j

0ATS

MAXWELL
HOUSE ‘ y , l
COFFEE

TEN'S ON TOP — Right! On top of 1,329,000 people,

_BECAUSE THEY KNOW %J/Z//f//oj’mm/ pﬂ?

representing 407,700 families and 357,555 TV homes.* @)
TEN'S ON TOP — Right! On top of more than 3Ya million ABC NETWORK
tourists who visit South Florida and Miami every year. Public Service Television, Miami, Fla.
So when you show it on WPST-TV you show it to the World! Represented Nationally by Edward Petry & Co.

*Source—Television Magazine

www americanradiohistorvy com
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ffocus on

PEOPLE

These are some of the men in—and behind—the stories in this issue of TELEVISION MAGAZINE:

Edward H. Little, chairman and chief executive of
Solgate-Palmolive (see “Little of Colgate”) joined Colgate &
2o.1in 1902 as a salesman. In 1906, he went to B. J. Johnson
Soap Co. (later the Palmolive Co.) and served as manager
of various districts. In 1927, he was elected a director of
Palmolive-Peet, which merged with Colgate & Co. in 1928.
Little became president in 1938 and chairman of the board
in 1953.

Dan Seymour, radio and TV director for J. Walter Thomp-
son, and a key figure in the Ford purchase of the Ford Road
Shot, which is the basis of this month’s Radio Study, has
been in broadcasting since his graduation from Amherst in
1935. Seymour first joined the Yankee Network, then went
to CBS in 1936 as an announcer, and free-lanced after 1940
as a producer. Among his producing credits is We, The
People. He joined JWT in 1955.

Director of advertising for the DuPont Co. (see “Du-
Pont’s Three-Minute Documentaries”), Frederic A. C. Ward-
enburg joined the company in 1928 as an engineer. He served
as manager of the foreign exchange section at DuPont and
assistant treasurer of a Dul’ont subsidiary lefore bheing

DAN SEYMOUR

‘2p H. LiTTLE

t
E

TELEVISION MAGAZINE ° FEBRUARY 1958

FREDERIC W ARDENBURG

assigned to the company’s atomic energy program in 1944,
In July, 1945, he went to London as manager of the European
oftice, hecame a department sales director in 1948 and ad-
vertising director in 1957.

Beginning with this issue, George G. Huntington, assistant
to the president and director of sales development of TvB,
will be contributing a monthly column in place of the column
formerly written by TvB president Norman E. Cash. A Col-
gate University graduate, Huntington worked with Daniel
Starch & Staff, BB and K&E in media research. He joined
ABC as a presentation writer, became director of radio sales
development. After a stint as director of media research at
D,F&S, he went to TvB.

Robert H. Boulware, whose speech at the Media Buying
Workshop of the AAAA is carried in this issue, was re-
cently appointed a v.p. at Bryvan Houston. Boulware came
to the agency in 1956 as associate media director from the
job of general manager for wLw-T, Cincinnati. Other presen-
tations made at the Workshop and presented here are by
G. Maxwell Ule of Kenyon & Eckhardt and Newman McEvov

of Cunningham and Walsh.

Grorce G. HUNTINGTON

13
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WHCT 1s first in Hartford !

NO MATTER WHO DOES THE MEASURING,
WHCT is the number one television
station in the Hartford area. From
8 am to sign-off, seven days a week,
CBS OWNED WHCT tops all competing
stations in its total-week share of
audience and total quarter-hour wins,
according to both ARB and PULSE.

For example, during the all-important,
highly competitive nighttime hours,
ARB and PULSE agree that wHcr has. .

The largest share of audience (29.1, ARB)
The highest average rating (13.6, ARB)

The most quarter-howr wins (73% more than
the 2nd station, 82% more than the 3rd, ARB)

The largest number of Greater Hartford’s top-
rated network shows (14 of the top 25, ARB)

Greater Havtford’s top carly evening network
news show (“Douglas Fdwards with the News”)

Greater Hartford’s favorite early evening local
news program (“Seven O’Clock Report”)

Greater Hartford’s top-rated late evening news
program (“Eleven O’Clock Report”)

From any angle, throughout Hartford
New Britain (where family income is
third highest in the nation) the leadin
television station in the market is...
WHCT Channel 18 - CBS Owned

Represented by CBS Television Spot Sales

WWW americantacionistory CoTT
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From the latest

ARB

come these |
FACTS 2

/ 3 /,

about Omaha’s | .

*November

KMTV is Omaha’s most popular TV
Station! More sets were tuned to
KMTYV during the survey week than
to any other Omaha station.

HMTV dominates Night-time Viewing!
In the peak viewing hours of 6:00-
10:00 p.m., KMTYV leads in quarter
hours throughout the week! The

KMTV has the Top Shows

KMTYV has more of the top shows than
any other Omaha station. Five of the
Top 10 Multi-weekly and four of the

figures: KMTV, 49; Station B, 32;
Station C, 30.

Top 10 Weekly shows are on KMTV.

Get all the KMTV facts tfrom any Petry man.

KMTV SERVES MORE TV HOMES THAN ANY OTHER STATION IN NEBRASKA, IOWA AND KANSAS!

TVeSomMmAaHA

BASIC NBC-TV
MAXIMUM POWER

BASIC NBC

MAXIMUM POWER

Affiliated with NBC Radio in Omaha

Represented by Edw. Petry & Co., Inc.

www americanradiohistorv com
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n the past, practicallv all of my observations on color have

been on the network level. That is why I was delighted
‘hen station KMTV recently invited me to come to Omaha to
onduct a Color Clinic for their own personnel and, also, to
peak to the Omaha Advertising Club on the implications of
olor and sales.

This was a most exciting experience for Fred Kugel, who
lso addressed the group, and me. | have yet to run across

more enthusiastic young group of people so interested in
earning how to use color—so sold on its potential. The
tation personnel was a treat. They were learning the hard
vay and this is the way most people who will be working in
:olor will have to do it. Engineers, programmers, the art di-
cector, management, were all in there coping with the many
problems that color presents.

What are the color tones in mink?

I particularly got a great kick out of a discussion we had
on the color casting of a mink coat, as advertised by one of
the local furriers. What are the distinguishing color charac-
teristics of a good fur piece such as mink, marten, or sable?
Brown, deep brown? Almost everyone had a different idea.
Actually, there is a blue undertone in all furs of this type.
This is their hallmark of value . . . something like the blue
tint in a diamond.

There is so much to learn, but given tremendous enthusi-
asm as seen at KMTV and also among advertisers and agencies
at the luncheon meeting, local color will not suffer by com-

parison to network colorcasts. In fact, watching one of

TELEVISION MAGAZINE <+ FEBRUARY 1958

www americanradiohistorv com

COLOR LETTER |

A MONTHLY FEATURE

BY HOWARD KETCHAM

KMTV color clinic shows station willingness

to experiment and invest in color's future

KMTV’s local color shows (and they do over 909% of all live
telecasts in color), | must sav I was impressed by the final
results.

When I first saw some of the art work and props that were
used on one of these shows, | was a bit concerned about the:
outcome. But these people have already learned just how
far you have to go to produce a desired effect and what |
thought was rather rough in the studio, came out beautifully

over the air.

Madison Avenue could use out-of-town color men

There is little that these people are not experimenting with.
In fact, I believe the boys on Madison Avenue and in Holly-
wood might well start picking the brains of the out-of-town
color men. They might learn something. I know I did. And
I’ve been working in color a good number of years.

It would seem that somewhere along the line, those work-
ing in local color can be given some guidance. Possibly a
series of color clinics in New York, where the men who are
working in this field throughout the country will exchange
information, would be a step in this direction. Then color
specialists like myself would be more easily available to
work with these people. Another possibility would be a com-
prehensive book or series of detailed reports updated pe-
riodically.

I sincerely believe that it’s the willingness to experiment,
to pioneer, yes and to invest in the future, by such men as
Owen Saddler, general manager of KMTV, that will bring
color along much faster than would otherwise be possible.

/To page 18

17
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COLOR LETTER Continued
THE LUX SHOW

From the point of view of the color-
conscious observer, the best thing aboul
this show is the enormous rose that ap-
pears by way of signature at the begin-
ning and end. It is tea-rose color and
occupies almost the whole screen, the
area left around it Deing filled with dark
green foliage and bits of blue, a most
effective contrast. It looks fresh, clean
and most appropriate for a company that
sells cleansing agents.

For that matter, the commercials
showed a good deal more color sense
than did the program. The Lux toilet
soaps in their gold and pastel wrappers,
shown by a pretty girl also in a pastel
dress and against a light flowery back-
ground, looked dainty and attractive even
though not startlingly impressive. For
that, there was not enough contrast in
color or light and dark. Nevertheless, the
color commerciuls were good and appro-
priate. It is not quite clear, however, why
some of them should have been in black-
and-white. The Rinso Blue, for example,
would have put il message across faster
and better if blue had been the dominant
hue on the screen.

Show lacked color direction

As for the show itself, it is hard to
find a Kind word for its color director, if
any. I rather doubt 1hat the managing
personnel included anyone in that cale-
gory. Certainly no allention whatever
had been paid to the relation between
the cosiumes of the star, Rosemary
Clooney, and the settings in which she
appeared, The very blonde Miss Clooney
was fitst shown in a bright pink evening
dress in which she looked charming. But
she walked into a room along a strip
ol vermilion carpet on either side of
which the male chorus stood at attention.
also in vermilion yniforms.

I can think of no sciting beuer cal-
ciulated 1o desivoy the eflectiveness ot
Miss Clooney’s pink deess.

I'here {ollowed onc sequence that was
charming, but whether by design or ac-
cident is somewhut in Jdoubr in view of
the  vest of  the  pecformance.  Nliss
Cloongy, atill in the pink  dvess, was
hown  against light bar beight bl
hirved drapecies, Descending ulong these
theve appearved hearts and nosegays of
bright Nowers, the  whole creating a
Valentine effeer that was yonthlal and
pleasant, oven though perhops alightly
insipid. Bor when Miss Clooney’s poriner
uppeared in black ond white dinner
clovhes, he completsly  oblitsvatsd  the

/Lo page 112

www americanradiohistorv com

WHEELING
37w TV
MARKET

*Television Magazine 8/1/57

One Station Sells
Big and Booming
Upper Ohio Valley

#1 OF A SERIES

STEEL

“Been a Wheeling Steel man for 12
years. Proud of my job, earn good
money, buy what we want. To relax,
I watch WTRF-TV. The wife and son
are part of our family picture, too.”

WHEELING STEEL CORPORATION

Operates eleven plants producing over two
million net tons of steel ingots processed into
pipe, tin and black plate, steel sheets and
many by-products. Fifteen thousand earn in
excess of 90 million dollars annually. In
1958, the culmination of a 250 million dollar

expansion program.

Wheeling Steel—onother dynamic factor in
this spiraling market where nearly two million
i people spend over two-and-a-half billion
| dollars annually. WTRF-TV influences these
425,196 TV homes with penetrating impact!

WTRF-TV can sell for you!

For avdilabilities, call Bob
Ferguson, VP and Gen. Mgr.,
or Needham Smith, Sales Manager,

ot CEdar 2-7777.

National Rep., George P. Hollingbery Company

TELEVISION MAGAZINE

L wirf-tv

Wheeling 7, West Vo%g;!?

316,000 walts ’N‘B\\c network color

FEBRUARY 1958
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as impossible as trying to sell Portland without

p channe/" 2

Best cost-per-thousand buy plus coverage and audience*—
that’s why KPTV, Channel 12 is your MUST BUY media to sell the vast

Oregon and Southwest Washington market.

. . K
Oregon's FIRST Television Station » Represented Nationally by the Katz Agency, Inc. « Schedule Portiand, Oregon
T,
\v4

* November Telepulse
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\WANES

TO

FEHL
GOOD

We looked at the list the other day and discovered we'd won
83 top creative awards during 1957. That's for everything
from trade ads to postersto TV commercials. Of course, awards
don't mean everything in this business, but they make you
feel good. It's nice to know that, in the eyes of the c.reatlve
pros who judge our work, we seem to look fairly bright.

So, to all the artists, photographers, letterers, printers,
engravers, typographers, producers, directors, actors and
tecﬁnicians who've helped us (and who ought to feel pretty
good, too!)—thanks. And now, we’ll get back to work.

McCANN-ERICKSON INCORPORATED

Houston, Dallas, Chicago.

Boston, Cleveland, Atlanta,
e T e g les, Portland (Ore.!

Detroit, Louisville, San Francisco, Los Ange

AWARDS WON BY McCANN-ERICKSON, 1957

American Institute of Graphic Arts/5 selections in. 50 Best Ads of the Year”
American Rayon Institute, Inc.
The Coca-Cola Company
‘olumbia Records
Esso Standard Oil Company
American Institute of Graphic Arts/Certificate of Excellence
Westinghouse Electric Corp.
Printing Trades Exhibit/Award of Special Merit
Westinghouse Electric Corp.
Cleveland Advertising Club/Performance Award
The Ohio Bell Telephone Co.
Cleveland Advertising Club/2 Performance Awards
The Standard Oil Co. (Ohio)
1957 Editor and Publisher ROP Color Awards/1st Prize—Full Color (newspaper)
Anderson, Clayton & Co.
1957 Editor and Publisher ROP Color Awards/Two-Color Award
The Carter Qil Company
Art Directors Club of Chicago/3 Awards (posters)
The Standard Oil Co. (Ohio)
Art Directors Club of Chicatgo/lst Prize (TV commercial)
The Stundard Oil-Co. (Ohio)
Art Directors Club of Chicago/Merit Award
he Commission for Green Olive Adverlising
International Association of Cooperatives/1st Prize (brochures)
Diamond Walnut Growers, Ine.
Mead Papers, Inc./"A top award”’ in national competition (4-color, magazines)
Diamond Walnut Growers, [ne.
National 1957 Direct Mail Advertising Association Annual Contest/2 Awards, Direct Mail
Programs for Automotive Industry
Chrysler Corporation (Chrysler Division)
Best Direct Mail Campaigns of 19572 Selections
Esso Standard Qil Company
Chrysler Corporation (Chrysler Division)
Art Directors Club of Detroit/3 Silver Medals
Chrysler Corporution (Chrysler Division)
Art Directors Club of Detroit/2 Silver Medals
Chrysler Corporation (Chrysler Dirision)
Financial World/Best “Annual Report Ad" for industrial manutfacturing companies
Tenweo Aireraft Corp.
Financial World, Bronze ‘‘Oscar of Industry” for Annual Report
Corn Products Sales Co.
Metronome Year Book,''Creation of musical worth of a jazz nature”
National Biseuit Co.
Negro Market Poster Display Contest/Brandford Award for best Point-of-Sale Poster
The Coca-Cola Com pany
Western Advertising Art Awards/TV Award of Excellence
Standard Oil Co. (New Jersey)
Western Advertising Art Awards/TV Award of Merit
Standard Oil Co. (New Jersey)
Sponsor Magazine/Selection among top ten TV commercials of 1956
Liggett & Ml yers T'ohacco Co. (Chesterfield (iyarettes)
Advertising Age/Selection among best TV commercials of 1956
Liggett & Myers Tobacco Co. (Chestertield Cigaretles)
Exhibition of Printing by N. Y. Employing Printers Association/Award of Special Merit
Ewjay Company, Inc.
Tide Magazine/Selection in “Best Advertising of 1956” (magaz2ines)
hrysler Corporation
Advertising Age Panel of Advertising Women/Selection among '‘Outstanding Advertising
Companies of 1956” (magazines)
Chrysler Corporation (Chrysler Division)
(L:nhogdraphers‘ National Association Annual Awards Competition/Certificate of Award for
alendar
Esso Standard Oil Company
National Exhibition of Qutdoor Advertising Art/First Award in Soft Drink Classification
The Coca-Cola Conipany
National Exhibition of Outdoor Advertising Art/Second and Third Awards in Gasolines and
Oifs Classification
The Standurd Oil Co. (Ohio)
Natl. Exhibition OQutdoor Advertising Art/2nd Award in Auto Accessories Classification
Atlus Supply Co.
National Exhibition of Qutdoor Advertising Art/First Award in Beers Classification
Stegmaier Brewing Co.
National Exhibition of Outdoor Advertising Art/6 Additional Selections in ‘100 Best Posters
of 1956”
Atlas Supply Co.
The Coca-Cola Company
Esso Stardard Ol Company
The Standard Oil Co. (Ohio)
West Coast Exhibition of Advertising & Editorial Art (Los Angeles)/Award ot Distinctive Merit
for TV Commercials
Standard Uil Co. (New Jersey)
Society of Typographic Arts 30th Annual Design in: Printing Exhibition/Selection as one of
“QOutstanding advertisements in Chicago area” (magazine)
The Commission for Green Olire Advertising
Associated Business Publications Annual Awards/Ist Award “‘for advertising introducing
new products or new packing’’
Westinghouse Electric Corp.
Associated Business Publications Annual Awards/Award of Merit “‘for advertising to mer-
chandise consumer advertising to the trade”
Donahue Sules Corp.
Associated Business Publications Annual Awards/First Award "“for advertising to seil
services, equipment and products not for resale’”’
Gilbert & Burker Mfg. Co.
Associated Business Publications Annual Awards/Award of Merit “for advertising to sell
services, equipment, and products not for resale”
Talon, Inc.
Saturday Review Annual Awards/Award for “‘distinguished advertising in the public interest”
(magazines)
John Hancock Mutwal Life Insurance Co.
Saturday Review Annual Awards/Award for “'distinguished advertising in the public interest’”
(magazines) -
Esso Research and Enyineering Co.
Saturday Review Annual Awards/Award for “‘distinguished advertising in the public interest”
(magazines)
Ouwens-Corniny Fiberglas Corp.
Saturday Review Annual Awards/Award to “Disneyland” as.a top TV program which “in
both content and execution’ serves the public interest ’
Derby Foods, Inc.
Greater Philadelphia Fuel Conference/Public Service Award for safety campaign
Esso Standard Qil Company
National Safety Council /Alfred P. Sloan Award for promolting highway safety
Esso Standard Oil Company
Dalias Press Club/1st Prize for print ad
The Stailer Hilton Hotel, Dallas
San Francisco Art Directors Ninth Annual Exhibition /Award of Excellence for TV commercia!
series
Standard Oil Co. (New Jersey)
1957 Advertising Association of the West Crafts Competition /Honorable'Mention for magazine
advertising
California Packing Corp.
1957 Better Copy Contest of Public Utilities Advertising Association /5 Awards
The Cleveland Electric Illwminating Co.
Art Directors Club of Cleveland/5 First Awards, 8 Merit Awards
Anchor-Hocking Glass Corp.
The Clereland Electrie 1lluminating Co.
Lyon Tailoring Co.
The Mead Corporation
The Ohio Bell Telephone Co.
The Standard Oil Co. (Ohio)
1957 'Ideas for Home Builders Contest, The Producers’ Council, Inc./Certificate of Merit
Westinghouse Electric Corp.
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purchase this TV market
instead of a single city

WGAIL-TV is dominant in the three standard
metropolitan markets* in the Channel 8 pri-

mary coverage area—Lancaster, Harrisburg, ™

York—asg well as in numerous other cities—
Lewistown, Lebanon, Gettyshurg, Chambers-
hurg, etc. When developing marketing plans
for your product, look beyond the usual single-
city concept. Profit from WGAL-TV's multi-
city dominance,

STEINMAN STATION . Clair McCollough, Pres.

Representative: The MEEKER Company, Inc,

CHANNEL 8 MULTI-CITY MARKET

..........

cHamesintiousg |
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HARRISBURG
wicamcnone 8 Y

caniisut

...........

o : ?} - _'m ", ..m. ------ N (‘ ‘-
o LANCASTER | k .

“BIKLAND

MONIGOMIRY

LANCASTER, PA.
NBC and CBS

+ New York + Chicago ¢« Los Angoles ¢« San Franc¢lisco

*As dofinad by U, S, Dopartment of Commeice
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A MONTHLY FEATURE

BY GEORGE G. HUNTINGTON

Assistant to President, TvB

TELEVISION CREATES A NEW BREED

1e asks sharp, penetrating questions and demands facts instead of opinions

{t takes a brave and confident man to take a test when he
knows his score will be made public. Yet this is what the
ilevision buyer does every day. Each of his buys is rated,
eryone knows his success or failure.

When I see the concern ratings cause, I can appreciate the
imptation of print media, where there are no projectable
itings, where no one can measure success or failure, where
»u know as much about your ad before you run it as you do
ter it has appeared. Yet I see more and more people face
1e rating test; of their own free will, they enter the arena of
bjective measurements.

he new breed is confident it can build successes

I like to think that television, with its ratings and measure-
ients, has created, or at least encouraged, the development
if a new breed of advertising man: the :nan who’s not afraid
» know his failures because he’s confident he can build suc-
ess from them, who is willing to be measured because he
ielieves his responsibility to his clients includes an audit of
iis results as well as his media expenditures.

I believe this new breed is stronger, braver, better in-
formed and more important than his recent ancestors in the
idvertising field.

Take media buying. The decisions in television start just
ike those in print: circulation and rates. While the older

print man can (and usually must) stop here, the television
man can and must keep on going, studying a maze of statis-
tics. The TV buyer works longer and harder because he has
more decisions to make and more information upon which to
base these decisions than the print man ever dreamed of.

Measurements of his advertisement’s audience, the number
and location and characteristics and market importance of
people actually reached—these are the exclusive problems ‘of
the television buyer. In print, you may know about the Life
or New York Times reader, but you needn’t consider your

TELEVISION MAGAZINE * FEBRUARY 1953
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(and your client’s) reader because no one measures this.

Every day, we at TvB see members of this new breed going
beyond circulation figures to weigh the number of heavy
cigarette smokers a given TV schedule will deliver, to de-
termine the time period during which his best prospects view,
or to calculate the dollar value he receives for his client’s
dollars he spent. To me, it seems only natural that this new
breed receives greater advertiser recognition and carrie
more agency weight. Advertisers agree with us that the man
who accepts the responsibility for these decisions and who
devotes the added time and energy required to study the facts

. this man deserves greater recognition.

When I meet a member of this new breed, I’'m constantly
impressed with his wide total advertising background. He
knows the marketing facts and product buying patterns
needed to evaluate the importance of reaching fewer people
more often or more people less often. He can select the exact
minute of his program for his commercial, while no one
would ask the print man to prove his preference for any
specific inside page. Our new breed knows his single com-
mercial may reach over 30 million people and can make
itself felt in sales curves tomorrow. His print counlerpart
knows that each print ad is just another link in a campaign
whose effects may never be measured.

1,700 braved rain and strike to attend meeting

With so many decisions to make, our new breed seeks still
more information, never stops learning. Recently, I saw a
sample of this at 9:30 in the morning. Some 1,700 of them
braved rain and subway strike to attend our New York
presentation. They are experts already . . . but they wanted

to learn more, went out of their way to do so.

If there is anything most of us hate, it’s to have our pet
opinions contradicted by the facts. It takes a big man to say
his own opinion was wrong. Lots of people won’t do it. Look

/To page 32
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in Washington, WRC is the speaker of the h_ouse EV E RY

ey 8

It's another big win for WRC in the nation’s Capital. The latest
Nielsen* proves WRC is the Number One Radio Station from 6 pm
to midnight every night of the week! And the lead is impressive:

FOR THE ENTIRE WEEK, SUNDAY THROUGH SATURDAY,
WRC'S AVERAGE NIGHTTIME QUARTER-HOUR RATING IS A
SWEEPING 54% GREATER THAN THE SECOND STATION'S!

Ask now about expanding your evening schedule on WRC. And ask, too
for details of the important new Pulse study that proves there

is no difference in the quality of nighttime and morning radio
audiences. Your NBC Spot Sales representative is the man to see!

WRC - 980 wasuineron, p.c.  soup ey (NBC) sPoT SALES

SNBI Regsort— Wearldnglon, 1,0, Areq—=0OoiaberNovomber, 1667
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A MONTHLY FEATURE

BY KEVIN B. SWEENEY

President, Radio Advertising Bureau

THE DIFFERENCE BETWEEN THEORY AND PRACTICE

he commercial in the board room and the commercial on the air are often poles apart

i ] ext time you hear your commercial in the audition room
N and are tempted to say: “Terrific”, hold off a little while
—until you’ve had a chance to listen to it on the air, on an
stual radio station, in an actual market. You might not be
s happy.

That’s what happened to us with our own commercial that
‘e all thought was tres formidable. And T think there’s a
sson in our mistake for everyone.

AB becomes an advertiser

What’s RAB doing with its own commercial? 1U’s partl of
ur Project C, under which we have become an advertiser
urselves in order to gain knowledge and know-how that we
an pass on to other advertisers. About eight months ago
re entered a big market with a new grocery product that
aced stiff competition in various media. We set our hudget
n the middle, between the high and low spenders, and put
t all on radio, not a dime in any other medium.

As we have helped so many other radio advertisers do, we
ioncocted a commercial hased on a jingle—which we thought
retty good, incidentally—and went ahead with a very heavy
;aturation which we felt fitted the needs of a new product.

After six months, we were able to conclude that our two
sasic objectives were being reached: (1) to establish a prod-
1ct in the hearts of the women in the market, and get a good
rate of sale in comparison with other products—we went
from sixteenth to fifth place in sales; (2) to get the product
on grocery shelves—fifteen of the sixteen largest grocery
outlets were carrying it. And this with radio as the only
medium.

However, we found that there was certainly room for
improvement, especially in the most vital of all areas: Our
commercial. We learned that there is a tremendous diflerence
between board room theory and practice in the field. Like
many another advertiser, we forgot that the sound of the
commercial in the conference room and the commercial on
the air are quite different things!

When we listened to our jingle in the context of all the

other commercials of our competitors, we realized it sounded

TELEVISION MAGAZINE <+ FEBRUARY 1958

just like everyone else’s. Everybody in this market had the
same copy formula: jingle, live close. Our jingle—with pater-
nal pride, we decided—was better but, after a while, no one
stood out.

It soon became clear that we had to do something to make
our commercial stand out. We junked the jingle and went to
a heavy-hammering all-copy approach. In our own office, the
new commercial did not sound as good, but under competi-
tive broadcast conditions, it stood out as an individual mes-
sage, and this was the important thing.

This real-life experience explains partially why an adver-
tiser will sometimes saturate hut will not get the reaction
from either the trade or public his dollars are theoretically
buying. The answer in these cases is often simply that the
campaign load is being carried by a routine commercial that
sounds just like all the others and therefore gets lost in.the

shuffle.

Project C provided a valuable lesson on commerciols

This is easily one ol the most valuable lessons we have
learned so far from Project C. Certainly it applies to all
media, not only radio. The TV commercial in the screening
room is not the same as the one that competes for attention
on the home screen almost simultaneously with five other
commercials preceding and following. And the glossy proof
of the newspaper ad is nol the same as the ad that appears
in the folded newspaper being looked at by the bus rider.

Advertisers who invest heavily in radio should safeguard
that investment by sending men out into the field. Not only
can they check on the sound of the commercial, they can also
impart the client’s commercial philosophy to the announcers
and personalities who are selling the product.

And they may decide to put the load completely on these
personalities in order to get a distinctive commercial. As an
aside: The jingle may not be your solution at all, in some
markets it provides no special lift.

The moral: Leave the board room once in awhile, and go
out into the marketplace to see for yourself. There’s a new
world of knowledge to he uncovered there. END

25
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RADIO
WRAP-UP

TAL STATISTICS

jer half the country’s radio spot billings still go to the
y twenty markets, according to an H-R Representatives
alysis of FCC figures, released last month.

The analysis, based on the 1956 FCC “Broadcast Finan-
2l Data,” showed the top twenty markets, ranked by re-
1] sales, with a total of 51.6% of all national radio spot
llings. The top ten markets accounted for 39.9%. This
entinues a trend first evident in 1954,

ERCENTAGE OF RADIO SPOT BILLING IN TOP 20 MARKETS

‘ 1954 1955 1956

Billing % of | Billing % of | Billing % of
Total Total | Total

arkets

|
wp 10 l$4-(),()66,228 38.8 | $49,760,632 41.3 | 858,024,559 39.9

! |
p 20 \ 601,545,198 51.2 | 64,102,726 532 | 75,065,654 51.6

Spot billings in all markets increased from $120,393,000
1 1955 to $145,461,000 in 1956, according to the FCC,—
n increase of 20.8%.

1957 also saw a steady rise in radio receiver sales, the
ilectronic Industries Association revealed in its year-end
eport. Sales rose from 13.3 million receivers in 1956 to
[4.7 million in 1957, a rise sparked by renewed emphasis
»n transistors. The EIA estimales there are now 135 million
radios in use.

NEW BUSINESS ON THE NETWORKS

January saw the return of the Philco Corporation to network
radio, via sponsorship of five segments of ABN’s Break-
fast Club. In the past, Philco had sponsored the show for
nine straight years. Other new Breakfast Clul advertisers
included American Cyanamid, Knox Gelatine, Lever Bros.,
Olson Rug Co., Charles Pfizer Co., and Sterling Drug. ABN
also reported new business from Buitoni Foods, Chevrolet,
Kitchen Art Foods and Magla Products.

Among CBS Radio’s new advertisers last month were the
Charles Pfizer Co., (Candettes throat lozenges) with eight
weekly units of daytime drama and four weekly “Impact”
segments: Hearst Publications, with 10 daytime drama
segments for one week beginning January 21; and the Dodge
Division of Chrysler Corporation, with four weekly “Im-

pact” segments. /To page 31
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A monthly review of events in

network and national spot radio
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HOMES USING RADIO
NOVEMBER, MONDAY-FRIDAY

AM

AM

AM

AM

AM

AM

Noon.

PM

..26.0

PM

PM

PM

East Central Mountain Pacific
9.1, o160 0L 16.8. .99
1120 B 7.5 17.6. . 12,0
.15.2. 17.3.. L21.6. 161
.18.2.. 22.4. . .26.4. . .18.8
.24.5. L.27.7. .33.0.......26.6
26.7. . ..29.2, .344.. ... .. 28.0
299 ... .. 30.5.. ..35.2.. ..32.6
.31.0.. L3140 35.8. .. .32.5
.323.......320.. .36.4. 331
31.6. 310 .35.6. .34.0
.30.8. .30.9. ..352. .. 31
.30.2.......30.5.. ..35.0.......301
.30.5. ..30.3. ..35.2. 31.4
..30.0. ..29.8. ..36.0. .. 32.7
.29.4. .. ....300. 35.6. 30.9
.29 ..29.4. .35.0. 32.4
29.7. ...28.9.. .34.0. .31.0
L2920 0.....29.0. ..32.4. .323
.29 .. ..29.3. .32.8. ..30.2
..28.8. L2901 .. .32.0. 30.4
L29.0.......285....... 30.8. ..32.2
.28.5. .. .28.5.......30.0. 2311
282, ... .. 28.5. ..30.4. ...295
.27.7. .28.1. .29.6. ..29.0
..28.1.......28.5.. .330.......31.2
.27.0. .. 27.9.......336.......30.0
L2699 ... ... 28.2. . L340, .. .. .. 29.3
L2650 ... 27.8....... 33.2.......283
L.26.7. .. .27.4. ..316.......27.4
L.26.5.......269. L3100 ... 27.3
.25.7 .27.0. 304,027
Looe...266. . .300.......27.
2600 26.5. . .29.2. ...28.4
.25.6.......26.8.. .28.0. ..26.8
L.25.5.......26.7. ..28.4.......26.3
25.6.......269.. L.29.6.....+.29.0
..26.3. ..27.3. L.29.6. .. ....26.1
..263.. .26.7. .29.0.......26.0
L2700 .0..27.5. L2900 ..., 26.3
270, ......27.5.. .28.8. . ..26.5
27.4. ... .. 27.6... .. .. 28.0..... .28.6
L2740 .....27.8. ... 28.4.. ... .. 30.7
L2790 ......27.7. ..290.......293
274 SERN R 2 81 O PR 294, . ... .. 30.0
. 28ASESRE 29.1.......29.0. ..30.9
28.6.......29.0.......288....... 30.1
28RS et 28.4. .. .. .. 28.0.......29.6
28820 ) BN 28.4....... 30.7

Source: Pulse
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minute you buy!

with the

Seconds don’t mean a thing on Radio unless your prospects are
attentively, respectfully listening, and the spot is priced right.

That’s where the Petry Radio Man can help you. He knows
who’s listening to what, and when . .. and how much it’ll cost to
reach them in America’s important markets. He’ll make sure

you know what you've got when you buy spot

radio division

EDWARD PETRY& CO.,INc.

the original station representative

New York ® Chicago # Atlanta » Boston = Detroit » Los Angeles e San Francisco w St Louls
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WANE-TV

 FORT WAYNE |

A television market is more than a cit)/

When you use WANE-TV Fort Wayne, you sell a television market whose:

¢ Total Retail Sales are greater than those of Metropolitan Nashville and Syracuse combined

+ Effective Buying Income is over $1,250,000,000

* Automobile Sales are equal to those of Metropolitan San Diego

Smart advertisers want to tap this market. They do it over WANE-TV the CBS station
in the billion-dollar all-UHF Fort Wayne market. Represented by Petry.

Sources: TV Mag. 3/57; Copyrighted . . . Sales Management 1957

A CORINTHIAN STATION Responsibility in Broadcasting

KOTV Tulsa - KGUL-TV Galveston, serving Houston « WANE & WANE-TV Fort Wayne « WISH & WISH-TV Indianapolis

www americanradiohistorv.com
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\DIO WRAP-UP From page 27

Pabst, which bought approximately three-quarters of a
Alort dollars worth of time and talent on NBC, dominated
network’s sales lineup for the month. The buy, consisting
“Stardust” sections of NBC’s Monitor, featuring George
bel and Ed “Archie” Gardner, plus other Monitor and
shttime participations, is for 52 weeks. In other NBC
es, Brown and Williamson and Bristol-Myers both re-
wed 52-week sponsorship of News on the Hour.
Mutual’s new post-midnight programming received a
ost when the Hudson Vitamin Corp. bought two segments
ithe network’s Barry Gray Show on a seven day per week
sis. Hudson also increased sponsorship of Mutual’s Ga-
el Heater from two to four times a week, and bought
‘ticipations in The Answer Man.

KW BUSINESS—NATIONAL SPOT

Ath the new year came an upswing in radio spot activity.
nong the accounts getting an early start were:
Pharmacraft: 50 spots per week for eight weeks—a cam-
agn for Ting Skin Cream in nine major markets.
Dodge: one-minute saturation schedules in 50 markets.
Armour: Chile Con Carne was featured in a buy of 30
le-minute announcements a week for four weeks in an
uspecified number of markets.

Granite City Steel: Three five-minute farm programs per
szek for 26 weeks in from 30 to 40 markets.

International Show: Five one-minute announcements a
wek for four weeks in approximately 60 markets.
Continental Baking: All major markets within areas of
stribution to be used. Frequency will depend on market.
“hedules will be for 52 weeks.

Also pending were buys by the Philip Morris Co. of an
)- to 90-market saturation campaign for Parliament’s new
‘tér, and a spot schedule for Q Tips.

RADIO’S BEST YEAR'"—NAB

adio stepped up its pace in 1957, for the best year in its
istory, said the National Association of Broadcasters last
qonth. Among the factors in this pattern of growth, the
‘AB statement listed the resurgence of nighttime radio,
ew concepts in programming, heavy sales of radio re-
eivers, and an increase in time sales for all phases of radio.
According to the NAB, fourteen of the top fifteen pre-
slevision network radio advertisers were back in the me-
ium. In September 1956, the tolal of sponsored hours per
reek on the four networks was 89 hours, 17 minutes. In
957, this was increased by 16% to 104 hours, 18 minutes.
he Association also estimates that radio advertising ex-
senditures increased approximately 14% in 1957, to an
ll-time high of about $650 million.

NEWS AROUND THE NETWORKS

\s the new year began, MBS announced a plan whereby
frequency modulation stations will be used to service AM
affiliates and supplement existing AT&T facilities. In line
with this plan, Mutual has filed for station owmership for
the first time in its twenty-three year broadcasting history.
‘The station, a San Francisco FM, will be the first of seven
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Mutual intends buying or asking the Federal Communica-
tions Commission for.

NBC Radio estimated last month that it will sell approxi-
mately 70% of its available commercial broadcasting in
the first part of 1958, if the current sales trend continues.

ABN offering a seven day vacation for two in Buenos
Aires as top prize in its “LIVE” contest. Contestants will
be asked to submit entries of four words, beginning with
the letters 1.-I-V.E, best describing the net’s program
schedule.

Mutual’s expansion into 19 hours per day of programming
is reported to have won quick acceptance from majority of
aftiliates. Network is now the only one carrying regular
midnight to 2 a.m. programming.

According to a release from Broadcast Advertisers Re-
ports, network radio is not suffering at all from the winter
cold season—even it its listeners are. October tabulations
from BAR show cold remedies with a total of 767 radio
exposures on the networks, as compared with 204 for TV.

RADIO AROUND THE COUNTRY

As part of its public service program, Portland Ore. radio
station KEX will award $500 annually to the civic group
doing most to promote traffic safety. The station itself has
been the recipient of the National Safety Council’s Award
for Exceptional Service to Safety.

In New York, wrca recognized the country’s increased
need for scientists with a series called “The Sound Of
Science,” done in cooperation with New York University,
and aimed at teenagers.

The National Association of Educational Broadcasters,
last month named wuom, University of Michigan station
as the nation’s foremost station in the creation of network
educational programs. The NAED reported that the station
had placed 19 series of brouadcasts, totaling more than 200
individual programs on a national network consisting of
80 non-commercial radio stations.

“CLAGHORN, THAT IS.”

Reminiscent of radio comedy’s golden era 1s the new $100,-
000-plus spot radio campaign initiated by Hicks and Greist
for Stahl-Meyer, Inc. Spots feature announcer Kenny Del-
mar as Senator Claghorn of Fred Allen fame, and are de-
signed to sell Ferris Ham through the Claghorn technique
of repetition. (“Ferris Ham- -Ah say, Ferris, that is.”)

SEARCH FOR PEACE

As part of its new “Search for Peace” drive, Philadelphia’s
wIP is airing tapes of prominent authorities in the field. First
in the series was Paul G. Hoffman, special advisor to the
White House, reading his Look Magazine article on peace.
Subsequent programs will include Bertrand Russell and
Walter Lippman, whose articles on the subject will also be
in Look. Russell will read his own article, and Lippman’s will
be read by a professional entertainer. Other WiP tapes in-
clude the sound track from cBs-Tv’s Ed Murrow program,

“The Lady From Philadelphia,” the story of Marian

Anderson. END
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JACKSON, MISSISSIPPI...

the South’s fastest growing TV Market

EDUCATIONAL
CENTER
PRIME MARKET

Eleven senior colleges and thirteen junior colleges are located
in the wealthy, diversified Jackson TV market. This heavy
concentration of students represents a valuable market today as
well as tomorrow. Only two TV stations reach this largs po-
tential—WIJTV and WLBT.

231,105 TV HOMES

SERVED BY TWO GREAT STATIONS

WJITV WLBT

CHANNEL 12 CHANNEL 3

KATZ HOLLINGBERY

— ..

WWW americanradiohistorv com

HUNTINGTON From page 23

al the continued belief that if you ¢
the same ad in a number of magaziy
you increase frequency (how often
you re-read the same ad?) . . . or
disproven idea that because newspap
can be re-read they are re-read .
or the illusion that a publication
coverage map can be used as the a
vertiser’s coverage map . . . or th
color is important for appetite appea
Take any one of these ideas a
you’ll still find believers . . . but ng
among the new breed. Our new bree
has welcomed fact to replace opinio
learned to change opinions to fit t
facts. He’s already learned that TV
Lest viewers are the higher inco
homes where once he believed the re
verse. He now knows TV is the low-cos
medium, although he once thought i
expensive. He’s replaced the obsolet
idea of media dominance with the fact
of people dominance. Today’s ne
breed is big enough to accept the facts

New breed won’t accept cliches

H you are not of this new breed too
I believe you’ll find it difficult to se
these people. They won’t accept some o
the clever, colorful phrases that work
with others. Thev’ll ask you some ¢
harrassing questions. Aren’t the mos
mfluential magazine readers reached i
grealer numbers, more often and at les
cost by TV? How does the togetherne
of two people reading a magazine sepa:
ratelv'and the ads in that magazine in
dividually compare with the togethe
ness of two people seeing the same T
commercial simultaneously?

They’ll turn down your figures abou
how many days people pick up you
magazine 1o ask you how often people
see their ad in your magazine and ho
this compares with their television fre
quency. I don’t think you impress thig
new breed with catch phrases and cute
art. You’ll learn not to tell him abou
vour editorial success when he want
to know about his advertisement’s suc
cess, He wants {acts . . . Tacts abou
himself and not just about you, the
salesman,

Last year, we at I'vB invested ove
809 ol our budger in the finding ant
dissemination of facts about our me
dium. Advertisevs, vetailers, agencies
member stations, station representali
gronps and netwocks sent us over 3,0
individual requests for facts . . . tele
vision facts . . . proving our new bree
is found throughout the industry ar
knows no physical limitations.

/To page ]
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NDSU-TV gives you the picture

www americanradiohistorv com

Mardi Gras, depicted here
in a Paul Ninas painting
from the WDSU Collection,
is only part of the complex
picture of New Orleans,

the one city in America

tamous ftor being different.
g

Backed by years of experience,
WDSU-TV can help advertisers
get the picture of these
important differences. (Don't
schedule promotions around
lichruary 18—the whole town
turns ont tor Mardi Gras.

But you conld promote iced tea

in October.)

And in New Orleans,
WDSU-TV's picture gives

you the market most ethiciently,
Day afrer day, night after night,
people watch WDSUTV

more than all other stations
combined,

(ARB Oct, 30=Nov. 26, 1957)

_—

:
\
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A MONTHLY FEATURE
ON THE TV COMMERCIAL
BY HARRY McMAHAN,

V.P., Leo Burnett Company

COMMERCIALS AND VIDEOTAPE

Much ado over videotape for location shooting of television commercials

®here are those who would have us believe that the new
move to have pictures-on-tape just about puis film out
business.
Let’s not be too hasty. Electronic taping of commercials is
ping to be more and more important in the months to come,
t it is well to keep reminded of limitations.
On interiors, “personality salesman” commercials and
ose productions where camera and lighting are not of domi-
nt importance in interpretation, videotape is fast and
righty helpful. Technically, it’s pretty hard to tell it from
et

‘deotape for exteriors had ragged quality

But VTR can get into trouble when it tackles location work.
good example are the Chrysler Corporation videotape com-
ercials on Climax. On interior spots with Bill Lundigan,
TR quality has been quite good.

But on a recent exterior trek, piping in the picture by
levision tape, the work was pretty ragged. To any film man,
1e camera work and quality would have been completely
nacceptable.

From a price standpoint, the three commercials—about
#0 minutes each-—were estimated by CBS to cost about
14.000. Actual time on the remote location was 11 hours.
‘hree or four complete “takes’ were made on each of the
hree commercials.

The price and time were ahout what film would have cost
f the film could be accepted on standards of similar staging
ind cutting (VTR, of course, cannot be edited as yet). But
he truth is that no one in his right mind would have settled
for this shoddy workmanship if it were on film.

The production head of Hollywood’s largest film cogamer-
cial studio examined®the work and reported: “I'm afraid I
would have had to reject almost every shot in all three com-
mercials if it were judged by normal film standards. The:tech-
nical quality of reproduction was reasonably satisfactory, but
the creative and artistic quality were neglected. Good direc-
‘tion, careful camera work and significant lighting simply

.weren’t in evidence.”

¢ TELEVISION MAGAZINE © FEBRUARY 1958
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Tri-Nut Margarine Commercial

Max Factor by Caldwell

I concur. We're falling into an old trap: because it’s live,
because it has the excitement of a magical new process, we’sé
glamorized into accepting craftsmanship that we’d never
tolerate on film. Re-takes!

Honestly, gentlemen, isn’t VTR too important in our future
to let our creative standards slip while we try to do a job
for which it isn’t logically intended?

Canada’s commercial production has come of age

As Canada’s TV grows, it is good to see the improved
work from the North-of-the-Border commercial production
houses. Several animation shops are turning out good car-
toon work. What’s more, the old-established film companies
now are better equipped for opticals and for lab work.

Canada’s own version of Max Factor’s ““The Italian Touch”
turns out to be quite an eye-opening spot. It is the work of

'-.Caldwell, in Toronto. In animation, Caldwell also does a

good job of modern styling.

The Tri-Nut Margarine spot commercial is busy, but it is
bright. And, from an advertising standpoint, I think Tri-Nut
has topped any American margarine for getting across the
“like butter” idea. Very shrewd! Enp

35 4
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he trading floor of the New York Stock Exchange

Television
wnd our

Psychosomatic

FEBRUARY 1958

TELEVISION

MAGAZINE

Economy

‘imidity on the part of broadcasters and advertisers could turn a normal

eriod of economic adjustment into a full-fledged recession

'Y FREDERICK KUGEL
ditor and Publisher

B_v now everyone has had the chance to study and restudy
the many financial predictions for 1958.

A realistic, mature appraisal of the immediate future b
oth advertiser and media must be based on two truths:
1) The nation is in the midst of a softening of our economy;
2) Television has, as have all advertising media with the
:xception of radio, been affected by the national slowdown.

Tt is time to bring into the open what has been discussed
n private for months. TV billings—with a few exceptions—
are down, along with all advertising expenditures. And this
jespite all the indices to the contrary. Estimates of 1957
media expenditures that show them higher than those of
1956 should be examined with great skepticism.

! Gross figure estimates do not account for discounts

They represent gross figures. Such estimates can be seri-

! ously misleading—they do not take into consideration the

I discount structures which are becoming more important than

ever before, particularly in broadcast advertising. Higher

! rates and still-growing station lineups also tend to obscure

the downward trend. And by and large, an analysis of print

media will show a similar situation—an increase in gross
billings, but a decline in physical volume i.e., pages.

It is inescapable that the economics of media are closely
aligned with the economics of business. If industry cuts back,
one of the easiest things to trim is the advertising budget. In
fact, advertising billings have become one of the most sensi-

TELEVISION MAGAZINE < FEBRUARY 1958

tive of business barometers and one of the first indications of
a soft period aheud. The decline in advertising expenditures
cannot simply be sloughed off by media as shortsightedness
on the part of American business management. Media itself
is guilty of the same practice. Business as a whole has not yet
learned how to roll with the punches; how to face the in-
evitable economic dips as normal.

““Playing it safe’’ is responsible for industry ills

Historically, business reaction to a softening in the
economy is caution. Since the last quarter of 1957, there
has been a noticeable tightening of expenditures for all pur-
poses. The normal adjustment periods which American busi-
ness will always face produce a strategy which seeks to sustain
profits in spite of temporary sales declines. Even businesses
which have not been affected by a slowing up in demand for
their product or services, start playing it safe; and it is pre-
cisely this reaction to normal adjustment in our economy
that is responsible for the psychosomatic ills of industry.

A definitive explanation of why business is ofl is exceed-
ingly diflicult to find. While consumer demand or consump-
tion might slow up in some industries, it is ahead in others.
Is there a temporary saturation of goods and services? Why
do people who had planned to replace their old office equip-
ment put off the purchase of new equipment? Is it because
their own business has been affected by the economic soflen-
ing, or is it because they are just playing it safe? Has

/To page 98
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The power of audience

Not even Hollywood in its heyday could equal the tidal wave of

3 IN WATSON

power of audience promotion is most strikingly illus-

trated by the spectaculars. Annie Get Your Gun, on

'C, reached an average of 15,491,000 homes, according
o Nielsen. In the two weeks preceding the Annie telecast,
the regularly-scheduled programs in the same time slot

ached an average 9,850,000 homes.

Total cost of network promotion close to $1 billion

The statistics of audience promotion are of staggering pro-
portions. I a dollar value could be put on network promotion
time alone, it would fall Letween $250 and $300 million
annually. Add another $625 niillion of local time and the
total is almost one billion—only slightly less than the total
investment by all advertisers in the medium last year. The
weekly air promotion lor a single special may register a
quarter-billion viewer impressions—one and one-half times
the total population of 1the U.S.

Add 1o this the tremendous volume of advertising, the daily
newspaper columns, the weekly magazine articles, the end-
less stream of touring stars, the millions upon millions of
streamers, posters and flyers with inerchandising tie-ins, and
the infinite varicty of local exploitation-—and the result is
to surtound, engulf and inundate the individual in a tidal
wave of promotion which owtstrips even Hollywood in its
heyday,

The steadily increasing concern with audience promotion
is a {acet of the increasingly competitive network picture.

38

In the early days of television, a single network could claim
‘ownership’ of an entire night. But with the rise of ABC and
the increase in the number of outlets, this is no longer true.
This season, indeed, competition has been so strong that
during every night of the week at least two, and in some
cases all three, of the networks are in first place at least once
between 7:30 and 11:00 p.m. It is obvious that in television
—unlike radio today—networks and stations cannot count
on habitual channel viewing.

A recent ratings report indicated that the bulk of the audi-
ences of seven of the top ten programs shifted to another
network at the shows’ conclusion, and an analysis of Nielsen
nighttime ratings showed an average 30% difference be-
tween the audience of one show and that of the program that
followed.

In its broadcast aspects, the power of audience promotion
is nol in question. Nor is there much dispute, in a general
way, about whal promotion can or cannot do for a regular
series. But promotion men may wonder how accurately
Oliver Treyz, vice president of ABC-TV, was speaking when
he attributed the success of Maverick this season “509% 1o
program, 50% to promotion.”

“Audience promotion is far from being an exacl science,
and I don’t know how it could he,” says Edwin Vane
manager ol audience advertising and promotion at NBC. “In
our surveys and analyses, however, air promotion has always
come oul ahead, and newspapers ave in the second highest

TELEVISION' MAGAZINE °* FEBRUARY 1958
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iromotion

iotion with which TV engulfs the U.S. public

category.” Network, station and agency men agree completely
on this priority.

But there is no method of evaluating preciselv the relative
impact of the different forms of promotion, short of sacri-
ficing an entire program to experiment—blacking out of air
promotion in certain cities, for example.

Occasionally, efforts are made to evaluate specific aspects
of a campaign. In November, 1956, Kenyon & Eckhardt
measured the effectiveness of a star’s tour in connection with
Jack and the Beanstalk. Based on a Trendex rating compari-
son of four tour cities versus eleven non-tour cities, K&E
concluded: “In the promotion cities, the program’s ratings
and share-of-audience were about 25% higher than could
be anticipated on the hasis of previous ‘Producers’” Show
case’ ratings.” (For campaign details see p. 108)

Hope that new association will determine figure

The amount of money which should be allocated to audi-
ence promotion is another open question. [t is estimated that
the combined networks will allocate about $7 million, exclu-
sive of air-time, to promotion this season. Phyllis Doherty,
director of advertising and publicity for wnac-Tv, Boston,
suggests that a station should allocate from 8%-10% of sales
for promotion. Other promotion directors feel this is high,
and many have expressed the hope that the newly-formed
Broadcasters’ Promotion Association would undertake a
study to determine an average station figure.  /To next page
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In its Sunday night ratings battle, ABC launched

a promotional blockbuster in support of “Maverick.”
As part of the exploitation, WFAA-TV sponsored th.
Maverick Calf Scramble at the Dallas Rodeo.
“Maverick” star James Garner, below, embraces the
victor. Earlier he took part in an old-car caravan, left.
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THE POWER OF AUDIENCE PROMOTION Continu

On-the-air 1s the staple of pr

A spokesman for a leading syndicator estimates that his
company budgets 5% of gross sales for audience promotion,
and that it spends $10,000 initially on each series. The same
spokesman suggested this plan for a cooperative campaign
hetween station and purchaser of syndicated property: “If
the advertiser paid $15,000 {for the film and another $15,000
for time—a total of $30,000—he should allocate 5% for
promotion, or $1,500. The station should add another 5%
of the time cost, or $750. This would make over $2,000 avail-
able for promotion—and you can buy a lot of streamers and
handbills for $2,000. This is the theory,” the speaker com-
mented, “But it isn’t done.”

At networks and agencies, there is a strong feeling that
advertisers with major commitments in television should
invest a certain percentage of their overall budget in their
own audience promotion—over and above that done by the
industry itself.

Networks promote according to their own needs

“Advertisers are learning from hard experience that if
they spend $2-$5 million in advertising, they can’t put the
promotion of this investment off on the networks—because
the networks will throw it right back at them,” says an agency
v.p. “Networks promote according to their own overall needs,
which are not necessarily dictated to by any specific adver-
tiser’s needs. This is something many advertisers don’t under-
stand.”

Although the number of advertisers taking out such an
“insurance policy” is steadily growing, an executive at a
leading agency estimates their number today at not more
than 50%. Another speaker scales this down to between one-
third and one-half—*“nearer one third.”

Hal Davis, formerly with Kenyon & Eckhardt and now
ANNIE ﬁEIYGBB 60N with Grey, who is credited with having pioneered the per-

JOHN | sonal appearance tour in TV when he put Ed Sullivan on the
; RAITT road, says: “Any advertiser with a major show should ask
Ert AL AT his agency to give him a promotion plan, and the budget
' ror o L e | for this should go in with the original show budget.”
&= . How much this budget should be depends on the speaker.
oot ' The figure mentioned varies from 2%-5% of the total pro-
i T TR gram costs—generally nearer 2% ; the sum, between $50,000
y : and $100,000. A rule of thumb is to invest the cost of one

Aspects of audience promotion. From the top:
CBS network air promotion ; Ziv merchandising
aid; KNXT menu inserts in an exchange

i deal with a local restaurant

3 chain; print advertising for NBC spectacular.

i

TOMAMT Y150 TO $180 Pua ON NSO
TNIAHT 8130 TO 815D P9 ON Ao
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of1on, print adverlising the most expensive single item

roduction, time and talent, and amortize this over the
sason. On a 39-week series. this would be about 2.5¢

In practice, however, so manv faclors enter into the de-
rmination of a promotion budget that it is impossible to
ass beyond a broad generalization. The competitive needs
f both advertiser and network, and particularly the pressure
rought by the advertiser on the network, make for cam-
aigns of vastly different dimensions.

According to one source, a network may make specific
romotion commitments in as many as 60% of its major
ales. A detailed schedule of newspaper advertising mav
gure in 25% of its contracts. Manv sales. indeed. hinge on
ne extent of promotional support a network will promise.
[enry J. Kaiser, it is understood, refused to close the
laverick deal until ABC had spelled out its promotion cam-
vaign. Top management, in some cases, has heen known to
nake commitments that promotion departments have been
ward pressed to fulfill.

The primary purpose of audience promotion. of course,
s to get every viewer to sample the show that first 1ime. For
his reason. the heaviest amount of promotion is done at the
seginning of the season. This is the time of the promotion-
<it mailings, of the co-op newspaper campaigns, of the tours,
‘he press parties, the special screenings. It is also the time
»f maximum agency pressure on the networks.

“The hassling over the amount of on-the-air exposure i
incredible,” savs one nelwork ofhcial. “The agency is on
the hook—it selected the program, and unless that program
builds a rating within a few weeks. the advertiser may start

shopping around.”

Successful promotion has to be continuous

After the initial splurge, a constant {low of promotion
any show—before the public.

is required to keep a show
“There’s a fallacy among advertisers and agencies that if
you’re in the top ten you own the audience,” says an agency
executive. “This isn’t true. You’ve got to sell your audience
every time you go on the air. Our whole economy, after all,
is built on reminder advertising. Jello-O, Lucky Strike—these
are good products, but the moment they stop advertising and
reminding the public, someone else comes along and steals
that public. The moment you rest on your laurels, you’re on
the downslide.”

No amount of promotion, however, can rescue a show
which viewers have sampled and turned away from. Promo-
tion men are unanimous on this, and some indicate that pro-
motion money may even be withdrawn from an obvious

turkey.
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Of all the forms of audience promotion, on-the-air is the
staple on hoth the network and station level. The combined
networks this vear will invest some $600.000 in the prepara-
tion of on-the-air material. Roughlv two-thirds of this will
Lie slides or balops and one third trailers, 20 and 60 second.
In all, some 50,000 or more network promotions will be aired
this year.

Network shows get over half of station promotion time

To the huge network schedule fed to a market, a station
may add from 75 to 150 or more promotion spots of its own
everv week. The average CBS afliliate airs three promotions
a week for each nighttime network show and two for each
davtime show. On all three networks, aflliates devole over
half their local air promotion to network shows,

An increasing number of programs are devoting their clos-
ing minutes to the presentation of scenes {from the next week’s
show. These may be filmed, as on Wagon Train, or live, as
on Playhouse 90. The cost of these weekly “trailers,” espe-
cially when tive, is considerable, and is frequently shared by
network and sponsor,

Mention must be made too of the extensive use ol in-show
promotion——the star of one program making a brief appear-
ance on another. and of the occasional pickup of live re-
hearsal on a varietv show, usually in conjunction with a
spectacular.

Some 65% of a network’s promotion hudget—roughly
$1.5 million a vear—is devoted lo print advertising, largely
in newspapers and TV Guide. Over half this amount is
spent 1 the markets of its owned-stations, the remainder in
support of its alliliates. Campaigns are again concentrated
in the fall season and in the major markets, but are continued
throughout the year and on occasion may penetrate into as
many as 75 or 100 cities.

In the fall too, the networks join in co-op newspaper cam-
paigns with their afliliates. For a specified length of time and
under certain rules, the networks pay 50% of the space costs
of all network shows advertised. The stations pay the other
50%, plus 100% for any local programs included. CBS
and NBC have conducted such campaigns for a number of
years, with steadily increasing participation on the part of
the stations. ABC is currently in the midst of its first cam-
paign. Well over half the affiliates signed up this year with
all networks.

There has been consideralle (iscussion, this season, of the
new look in network newspaper ads. Most spectacular is the
NBC mezzo-tint process, which has won high praise in ad-
vertising circles. CBS has refined its famous CBS Eye, and

/To page 105
41
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In a rare interview, the colorful Edward Little
discusses television and the

ad strategy of his company, the second
biggest spender in medium,

LITTLE OF COLGATE

BY BARTON HICKMAN

Edward Herman Little probably has more direct, final
control over more television time and commercials than
any other man in the U. S. At 76, the president and board
chairman of the Colgate-Palmolive Co. evidences more in-
terest and enthusiasm about advertising than does many a
younger media man, and he carries a lot more responsibility.
No advertising campaign is released without his personal
inspection and approval.

Edward Little is one of the few remaining active practi-
tioners of that colorful generation of advertising men among
whom the late George Washington Hill was so prominent.
But he is far different from Hill, in both personality and
approach to advertising.

Still a North Carolina Tar Heel close to the South in speech
and personality, Little today is a long way from his farm-
house birthplace, a half-dozen miles north of Charlotte. His
domain is now a corner office on the 11th floor of the new
Colgate-Palmolive Building, a gleaming 25-story Manhattan
skyscraper on Park Avenue at 50th Street. The windows be-
hind his desk look across Park Avenue to the facade of the
Waldorf-Astoria. To his right, three blocks away, are the
sparkling glass walls of Lever House.

Colgate’s two largest rivals are Lever and P&G

The proximity does not annoy Little, although Lever is
one of Colgate’s two biggest competitors. (The other, Procter
& Gamble, is in Cincinnati, 665 miles west of Manhattan, out
of sight but-for Colgate—not out of mind.)

Since Lever Brothers is a British firm, it is hard to say
whether its U.S. operations fall above or below Colgate. Tlow-
ever, as a TV advertiser, Colgate-Palmolive is second only to
Procter & Gamble, the higgest sponsor in television and the
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biggest among the big three in the soap business. Colgate’s
sales were more than $500 million in 1957. Of that total, the
company spent nearly $70 million for advertising and pro-
motion. Television regularly gets more than half of Colgate’s
ad money and last year, according to a reliable estimate, the
TV share was approximately 60 per cent.

Best results from TV, print and a ’‘sprinkling of radio’

Figures like these indicate Edward Little has an over-
whelming regard for television. In conversation, however, he
tempers his favor and leans toward a balance between TV
and print with a sprinkling of radio. He says, “I think that
a well-balanced program, both television and print—and
some radio—gives you the best result. Of course, it depends
on your product and your budget. Understand, I think tele-
vision is very effective; it’s the most effective advertising
medium we have—radio used to be best, now it’s television—
but for the best advertising campaign, you’ve got to have a
plan that’s properly balanced. I would not say television
alone is the best for everything. But certainly, if you have
money enough and you’re big enough, I’d say you are very
foolish if you leave out television.”

Little agrees that there have been campaigns that did not
turn out as well as expected, but he finds no fault with the
medium. “I have no complaint in that direction,” he says. “If
I had any, I"d blame our own advertising people; I wouldn’t
blame the industry. As a maller of fact—and we use a good
deal of television—I can’t recall ever having any television
station that didn’t take the hest possible care of our business.

“No, that’s not the problem. Our problem is to get shows
of the proper caliber. What we want is a show that will be
well aceepted to put on TV, and a rommercial that goes along

/To page 109
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How Old
Is

a lelevision Executive?

AVERAGE AND MEDIAN AGES FOR TOP THREE LEVELS OF TV
EXECUTIVES AMONG NETWORKS, MAJOR AGENCIES AND STATIONS

EXECUTIVES TOP LEVEL 2ND LEVEL 3RD LEVEL
- C s average: 468 yrs. ................ 466 yrs. ... iiiiiin. 42.9 yrs.
AR S0 median: 47 ... .o ... 46 41
. . e average: 50 ... ............ 45 45
ASRAV S median: 51.5 ... .. ... ... ..., S 425
e 38
NE’ \\2 AL average: 47 ................ 43 .................
TWORK ~Z median: 46 ... .. ... ....... 4 e 30
AVERAGE FOR ALLLNETWORKS 8 15 . 41
. average: - 10
AGENCY “A” average: 473 ... .. ..., 36.5 ...
2 (G EES median: 49 86800808 8309008 39 39
AGENCY “B” average: 45 ..., 42 .+
’ median: 45 ... ... .. ... ... 43 13
AGENCY “C” average: 42 ... .. ... .. ... 38 31
) median: 41 ... ... 38 32
AGENCY “D” average: 49 ... ..., 4 . 3v
median: 50 ... .. ... ...... 44 37
AVERAGE I'OR ALL 1 AGENCIES 46 40 35
AVERAGE FOR
INDIVIDUAT STATIONS 45 A0000000006a0005 35 D1

" . . . .
F'he above table compares executive ages only in terms of rank, not in terms of function.

Obviously, exccutive structures of agencies and networks difler considerably.
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1e's older than you think—despite the general belief that TV executives

re all downy-cheeked youngsters. A survey of networks, major agencies and television

tations shows the industry’s leaders are nearly 50 today.

Many an ambitious TV executive-—and his equally
ambitious wife—Dbegins to dread the future if he
s approaching forty without yet having won his v.p. stripes.
The identification of success in television with golden youth
is a bit of folklore that has permeated deep within the in-
dustry. itself. Yet how valid is this youthful image? If one
is no longer a stripling in his twenties or early thirties,
what are his chances for progress up through the executive
ranks?

Average age of top-level TV executive is in upper 40's

A survey of personnel records in networks, agencies and
television stations reveals—the average TV executive may
indeed be bright, but he is no longer the voungster people
think he is. Average age of the top-level TV executive is in
the upper 40s.

The survey covered the three major networks and four
of the biggest agencies. At the request of TELEVISION Maca-
ZINE, each of these companies computed the average age of
its top three levels of television executives. 1t is significant
that, with but two exceptions, on the lower echelons, all of
the averages are at least in the mid-30s, or higlier. And with
the exception of individual television stations, the average
age of even the bottom-level executive was no less than 31
years.

The isolated instance draws public atlention because it
is human to make generalizations; the exception is taken
to be representative of the group. A specih: example is
in the ages of television network presidents. Leonard Gold-
enson, head of AB-PT, has already passed the 50 mark. Dr.
Frank Stanton, head of CBS, will turn 50 next month. Each
of the upper two echelons in each network is in the mid-
forties or above, as the table on page 44 shows, allho%lgh
there are some important individual network execulives
under 40, such as Robert Sarnoff, president of NBC, 39,
Oliver Treyz, AB-PT v.p. in charge of the ABC network,

TELEVISION' MAGAZINE * FEBRUARY 1958

39, and James Aubrey, programming v.p. of the same net-
work, 38.

Some of the survey results were seemingly inconsistent.
At one agency, for example, the average second-level execu-
tive was nearly four years younger than his average subor-
dinate. This was caused by the presence of an exceptional
youngster in the second-level group and an oldster in the
group below. Because of such situations, median or mid-
bracket age for each group was noted along with the aver-
ages. In the above example, the median age of the two
executive levels was found to be exactly the same—39 years.

Other significant points were also uncovered by the survey.
There is only a seven year difference among the average
ages of the top three levels of TV network executives. In
the major advertising agencies, there is an 11-year age dif-
ference in the same levels. And at individual television sta-
tions, the top executives are, on the average, more than 50
per cent older than the average third-echelon executives,
a spread of some 16 vears.

Third-level network executives are in top management

The indication is however, that at networks, agencies and
stations, the top executives all tend to be in their late 40s
or close to the 50-year mark. According to a spokesman for
one of the networks, the survey results do not necessarily
indicate that station and agency executives are younger than
network executives, hut merely that there are more top-level
executives in networks. “In a major organization like a net-
work, you have a relatively large management group and,
as a result, the third-level executives are still among the
top ranks of management,” the network executive points
out.

“On the other hand,” he says, “the television executives
at an agency or a station comprise a relatively small group
compared to a network. As a result, you don’t have so many
branches; the man at the top handles most of the important

/To page 111
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Portion of the regular opening
b
sequence of the “Show of the Month”

An important effort by a major advery,

Du Pont’s

simple pitchman days of a decade ago. It now fre.

quently rivals the theatrical motion picture in skill

of execution and complexity of design. And, no longer

limited in function to selling the product alone, it is more

i and more assuming the public relations role once held by
L the 16mm film and the booklet.

The great progress made in both areas is evidenced by
the Du Pont color commercials being aired this season on
the Show of the Month. They may well constitute the most

- ambitious, complex and expensive series of commercials yet
to be produced for the medium. But they merit attention

- not because of the expense involved, but because they repre-
sent a serious effort on the part of a major advertiser to
give the commercial new dimensions of depth and scope.
One of the commercials bears the title “The Grand De-
sign,” and this could aptly be used to describe the company’s
entire approach to TV. Significantly, Du Pont’s commer-.
cial thinking is paralleled by its approach to programming.
Rather than rest content with even a high-quality half-hour
weekly series, Du Pont chose to go the route of the impres-

The TV commercial has made vast strides since the

\

Shown above are some of the sets constructed for one Du Pont comnm
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e the TV commercial new dimensions of depth and scope

I 3-minute documentaries

1
¢

" on color conditioning. Filming 30 documentar:

|

«e, once-a-month 90-minute special on CBS, featuring live
resentations of literary and theatrical classics such as The
rince and the Pauper, Junior Miss, The Prisoner of Zenda.

toduct quality conveyed through production quality

Obviously, there can be little slide-rule thinking being
splied here, and, in this respect, the program-commercial
ymbination is a distinct departure from the main stream
f current advertising practice, which tends to place cost
ficiency on a pedestal. Behind the series is no mere desire
» impress through extravagant display, but Du Pont’s con-
iction that it is possible to convey the idea of product qual-
y through the sheer weight of quality in television pro-
uction,

Note that Du Pont’s sponsorship of the CBS Show of the
[onth is sole sponsorship, rather than the sharing arrange-
1ent which has been common on big programs these past
aw years. This is a particularly important consideration
or Du Pont, since so much of its TV eflort is devoted to in-
titutional purposes. The CBS produced shows are budgeted
t $250,000 each, and these produced by Talent Associates

ﬁ- TELEVISION MAGAZINE ¢ FEBRUARY 1958

at $100,000 each. The commercials seek to portray the rule
played by Du Pont as a large company contributing to an
expanding economy, and to reflect the philosophy, integrity
and quality standards of the company as expressed in its
scientific endeavors, corporate activities and manufactured
products. Du Pont takes the position that these aims are best
realized when sponsor identification with quality program-
ming is high.

There have been long institutional commercials in the
past, notably the five-minute presentations on Omnibus, but
this is probably the first time that an advertiser has chosen
to eliminate the one-minute length entirely and concentrate
all his commercial time in three-minute doses. On each
Show of the Month, there are three commercials only, each
three minutes in length.

In style, they are closest to the documentary—though
they are not always true documentries since there is often
considerable in-studio shooting involving the construction
of costly sets. The thinking behind this approach is explained
by advertising director Frederic A. C. Wardenburg: “To
convey a complex message about the role and character of

/To page 103

os took 23 weeks; basic crew of 30°to 50 people.. For shooting script, p. 104.
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BRAND AWARENESS

STUDY NO. 24 — NEW YORK
TREND REPORT

1957

REGISTER
CHECK

Personal
Money
Order

BANKS, BREADS,

GASOLINES AND SHAMPOOS

This month’s brand study reports trends in brand aware-
r—i ness and use for banks. breads, gasolines and shampoos
in New York. Drawing for comparison {rom interviews made
for TELEVISION MAGAZINE by Pulse earlier in 1957, the sur-
vey provides an indication of the extent of change in the
recall of TV commercials, and reflects trends in product use
for three of the categories—banks, breads and gasolines. This
was the first time a survey of this tvpe was made for sham-
poos by TELEVISION MAGAZINE.

The mosl recent survey was conducted in December, 1957.
One thousand viewers were ashed the following uestions
for each product category: “What brands of - have you
seen adverlised on TV during the last two weeks?” and
“Which do you use?”

First National City, Tip Top, Texaco and White Rain lead

Recall Jeaders in their respective categories in New York
were First National City Bank, Tip Top bread, Texaco and
White Rain shampoo.

First in recall in the bank category in Iebruary, 1957,
First National City picked up an even greater percentag
lead in the latest survey. In second spot again is Chase-
Manhattan with a somewhat lower score than in IFebruary.
Manufacturers Trust, also in the same position it held in
February, third, picked up ten points in percentage of recall.

In wse, First National City changed places with Manu-

48

facturers Trust to take first place with a lead of slightly
Jess than 1%. Chase-Manhattan maintained its third
ranking.

Tip Top captured the recall lead in breads, moving from
fourth to replace Taystee, which in turn took the fourth spot
vacated by Tip Top. Still second is Wonder and third is
Profile, both having picked up a few points since the earlier
survev.

Silvercup is first in use with a greater lead

Silvercup continued to hold first place in use, and, al-
though it lost several points {rom the February survey, it
actually picked up a greater lead over the second-ranking
bread. In second place in December, Wonder moved up from
fourth to replace Taystee, which went down to third.

In the gasoline group, Texaco continued to take the lead
in recall and Esso remained second, with little change in
percentage points for either. Shell, in ninth place in February,
showed a substantial jump to fifth spot. Esso and Sunoco
remained first and second respectively in use while Texaco,
formerly fifth, moved 1o third. Taking a substantial drop,
Mobil went from third to sixth place.

No similar survey has been made previously by TELEVI-
SION MAGAZINE for shampoos. White Rain, Prell and Halo
were Lhe high scorers in percentage of recall, while Halo and
Breck placed first and second inuse. (Tablesonp.49 and51)
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Turecall since February, 1957,
v National City Bank
the field in use in December

BANKS
3JRANDS RECALLED-—NEW YORK

DECEMBER 1957 FEBRUARY 1957

3rand Rank b Rank %
first Notional City 1 .51.3. Y..... 45.9
_hase-Manhattan . ... 2. . ... 32.0.. 2.. ... 39.9
! Manufacturers Trust 13.4.. 3..... 3.4

3
<hemical Corn
Exchange . .. . 4.
5

1.1. 4. ... 2.7
3ankers Trust 1.0. . - —_
Bowery Savings . o . 5 1.1
dime Savings .. . ... .. * B

Less than 19

BREAD
BRANDS RECALLED—NEW YORK

DECEMBER 1957 FEBRUARY 1957

Brand Rank % Rank %

Tip Top ... .. .. .. 1 .26.7 . . 4. .. .10.6
Wonder . 2.....18.4. . .2 .14.7
Profile 3. .16.7. 3 .13.0
Taystee 4. 13.5. . 1 .19.8
Bond . 5. 6.9.. 6. 6.9
Silvercup 6. . 6.2, 5 8.3
Arnold 7. . 1.6 . 9 . 2.9
Grossinger 7., 1.6. 7. . 3.7
Levy ........... 9. 1.4 B I I
Pepperidge Farm ... 10. 11 . 8..... 33
Thomas 1. 1.0. .10. 2.2
N.B.C. .. z R

* Less than 1%

BREAD
BRANDS USED—NEW YORK

DECEMBER 1957 FEBRUARY 1957

Brand Rank % Rank %
Silvercup . . .. ... ... 1.....14.6. . . 17.0
Wonderp.. o2, 0T 4. .. .. 8.8
Taystee . .. . ... ... .. 3.....10.8.. 2. . 13.3
Bond .... .. ... . ... 4. . .10.7 .. . 3. .10.6
Tip Top ....... .. .. Sl .. 7.1. . - 6.5
Amold ....... ... ... 6. .. . 57.. 6. .. 6.1
Pepperidge Farm .. ... 7..... 4.9 . 7. 4.7
Profile ... .. . ... ... 8. . . 4.5 . 8... .. 39
Thomas ... ...... ... 9..... 1.4.. L9 2.2
Grossinger . . .. . ... .. 10. . .. 1.3.. .10, ... 1.7
Levy . ............. 1. .. 1.0.. .11 1.4
N.B.C. .. .. ........ 11.. . 1.0.. 1 2m s 1.0

The Tip Top commercial for [V.arz’i’
Baking Co—"Ventriloquist.
Agency: JWT; Animation: Pintoff Prod.

BANKS
BRANDS USED—NEW YORK
DECEMBER 1957

Brand Rank %
First National City . .. 1.....10.7. . ..
Manufacturers Trust .. 2. . ... 10.
Chose-Manhottan 3. 8
Chemical Corn

Exchange ..... ... 4..... 3
Bankers Trust . ... ... 5. . .. 3.
Bowery Savings .. . . .. 6. .. 2
Dime Savings . ... ... 7..... 1

FEBRUARY 1957

Rank o
2. . 8.7
Y. e 10.5
3. 8.5
4. ... . 2.7
6 ... 1.4
S.=p . 2.2
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Advertisement

I. V. spot editor F

A column sponsored by one of the leading film producers in television

-

SARRA

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

O’Keefe’s Old Vienna Lager Beer proves once again that nothing hits home as hard as a homey
situation—like a busy young couple enjoying O’Keefe’s Old Vienna as they prepare for company

. or the guests themselves at the party. Good casting, a pleasing pace—with plenty of prod-
uct identification—make an excellent case for directness and simplicity in this series of 60, 20 \
and 8-second commercials. Produced by SARRA for O’KEEFE BREWING COMPANY LIMITED,

through COMSTOCK & COMPANY,
SARRA, INC.
New York: 200 East 56th Street
Chicago: 16 East Ontario Street

This series of commercials sells bread for a regional company—in a big way! A jingle and an
animated baker are used to focus attention on shots of the product in use and the benefits of
Lactose. Here skillful photography makes arresting viewing out of something as uncomplicated as
a child eating a piece of bread . . . a man walking with extra spring in his step. Lively, con-
vincing, and produced by SARRA for MICHIGAN BREAD, MICHIGAN BAKERIES, INC.

SARRA, INC.

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

Ciltone Paint is sold in French and English versions in 60 and 20-second spots that are as fresh

as a wall newly painted with Ciltone. A snowy mountain peak sets the scene for one series; a

lovely woman picking flowers establishes the “freshness’” theme for another. In each, SARRA’s

adroit handling points up the product as a logical part of the action. Produced by SARRA for

CANADIAN INDUSTRIES LIMITED, through NEEDHAM, LOUIS AND BRORBY, INC. b
SARRA, INC,

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

It's quite a stunt to slice off the top of a man’s head and make it funny! SARRA does it with
trick photography and Arnold Stang’s head and histrionics. In a series of 60-second and 20-sec-
ond live action commercials for Scripto Pens, Stang “talks off the top of his head”’ while fthe
announcer’s hands demonstrate “‘coloressence’” and other features of the product. A technical
feat produced by SARRA for SCRIPTO, INC., through DONAHUE & COE, INC.

SARRA, INC.

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

WwWwWwW americanradiohistorv com
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s Dancer Rod Alexander appears in
4 ﬂ{/(ﬁ/tf Texaco’s “Tower of Power”
ey commercial, first in brand recall

(ASOLINE GASOLINE
RANDS RECALLED—NEW YORK BRANDS USED—NEW YORK
DECEMBER 1957 FEBRUARY 1957 DECEMBER 1957 FEBRUARY 1957
. Kank Rank Brand Ronk_ - io ~ Ronk
Ixaco 1. .288. 1. 29.4 Esso 1. 186 1.....15.9
Eo .. 2 .21.3. 2. .20.2 Sunoco 2. . 8.2.. .2.....10.7
n0¢0 . . 3 13.5. q. 7.5 Texaco .3 7.8.. 5. 5.1
CIf ... 4 0.7 3... 186 Gulf a4 7.3 a4 64
el 5 6.0 9 2.5 Shell . 5. 6.4. 7. .. 44
el - s 5 7. Mobil 6. 6.2. . 3. 7.0
B - ¢ 29 7 27 Amoco 7 5.9 6 4.6
Uieg) Service . z 8 6 3.7 Tydol : 8. 1.6 8 . 1.8
iNno6co " 8 . 2-7 “ie S - *
tdol . .. 9. 1.1 7 2.7 Cme_s ervice . 9. . 1.0
* Less than 1
| I
SHAMPOOS SHAMPOOS
BRANDS RECALLED— BRANDS USED—NEW YORK
NEW YORK
DECEMBER 1957 CECEMBER 1957
Brand Rank % Brand Rank %
. o 9y, .233 Halo . .............. 1.....12.7
thl'lfe Rain .. .. S 17.8 Breck . ..., 2..... 12.1
Holo Lol 3. . .15.6 Prell .. ... i 7.3
L o 4. ... 4.4 Lustre Creme .. .. ... .. 4..... 5.3
ED:::: """ o i 4. 4.4 Conti ............... 5..... 4.9
Lustre Creme o 6..... 43 Enden .......... .. 6.0 3.7
Charles Antell ... .. .. 7r.. . 4.1 White Rain ... ....... 7..... 3.2
arles : 8 ... 35 Charles Antell ... ... .. 8...c6 2.9
pamper - 9. el 2.7 Drene ......... ..... 9..... 2.6
Qomdi oo el 235 Shasta .. ..... .. .. DTN 1.3
T e Cartis 114 Pamper . ..... ..... ..., 1.0
L 2. 1.3 Richard Hudnut .. .. ... LRI A 1.0
Wildroot ... ..o 12 * Helene Curtis ... ....... N F
g'r‘ecl: """""""""" . Fitch) =3 Sl o *
asta .. .. .. e T« Wildroot ....... ... 6 caca0s *
::l_id;‘ord Hudnut ....cooommen sy Tolnim? ................. *
itch . .......: A 1

—_— * Less than 1%
* Less than 1%
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LOF-TV

ORLANDO, FLOF

ON THE AIR-FEB. |, 1958

Now . ..in Fabulous Central Florida, a NEW basic ABC station — WLOF-TV,
Channel 9, signs on with full 316 KW power.

From its massive tower, 749 feet above sea level, WLOF-TV will beam top-rated i
network programming, plus the best in syndicated and feature films, to a rich |
29-county area as the exclusive VHF ABC outlet providing unduplicated cover-

age in 29 counties, 167,275 TV homes, in Central Florida. i

Best availabilities don’t last forever. Phone your Young Television representative —
now —and join the smart money on WLOF-TV.

YOUNG TELEVISION CORP.

NEW YORK + ATLANTA + CHICAGO + ST. LOUIS - LOS ANGELES * SAN FRANCISCO - BOSTON |

www americanradiohistorv com
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WHY THEY BUY

SYTATION X

After ratings, audience composition and cost-per-thousand,

1wt are the intangibles that influence timebuyers in station selection?

s might be expected from any survey of timebuyers
L today, the primary factors entering into station selec-
m continue to revolve around the size of the audience
livered and the cost of reaching it.
Does this mean that the millions of dollars spent annually
stations on merchandising, promotion, the development
local stars and the creation of a station “character,” add
v to sa much wasted time and money—apart from their in-
lence on ratings?

Ccasionally, secondary factors decide the issue

Not at all. A TELEVISION MAGAZINE survey of agency media
cpartments reveals that when cost and audience factors in
market are close, the so-called secondary factors can de-
de the issue. And at other times, indeed, they may even be
rimary.

“In about 75% of our appraisals,” says Ed Fitzgerald of
. Walter Thompson, Chicago, “ratings, coverage and audi-
nce composition decide the issue. There are instances, how-
ver, when station personalities become the prime objective,
nd other cases where merchandising is a leading influence.”
Vot all timebuyers would agree with Fitzgerald’s implied
!5% ratio, but most do agree that such cases occur.

This general outline of timebuying procedures by Anita

‘Wasserman of the Lawrence C. Gumbinner Agency, N.Y., is

probably typical: “We must first reach the right audience
and enough of it to sell our product—in other words, the
basic factors are programming, ratings, audience comp.osi-
tion. Then total reach and price become important, since
our budget and the best we can get for our money are also
important (coverage, discounts, c-p-m). Our next inte.rt.est
is in the station itself: pricing integrity, station personahtl.es
who might help us sell on a live commercial, network affilia-
tion and over-all station character.

“Of course, we’re interested in merchandising and pro-

TELEVISION MAGAZINE °© FEBRUARY 1958
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motion, but we’re buying good television primarily. Last,
hut really not least, there is the sales representative who gives
vou the facts, highlights the important factors and really
works with you on your problems. I put this last because I
try, as far as possible, to make objeclive choices as to the
best buys in each market.”

In the light of the endless debate over the alleged “tyranny”
of ratings, it is interesting to find how many timebuyers agree
with Miss Wasserman that they should not be the prime con-
sideration. For example, Peter Bardach of Foote, Cone &
Belding, N.Y., says: “More important than the rating is what
kind of viewers am I reaching? Are they actual prospects
for my product?”

“The prime reason for buying media,” says Lee Gaynor
of Dancer-Fitzgerald-Sample, “is to reach the right type of
people. If you turn away from that, you’re not doing your
job.”

Other timebuyers, of course, feel that television, the most
massive of the mass media, can afford some waste coverage.
While even they might not buy The Wednesday Night Fights
to sell Maidenform, they will generally buy according to
ratings and cost, on the assumption that if the audience is
large enough, there will be enough actual prospects to justify
the expenditure.

A rigid set of values can be dangerous

In any event, most timebuyers will agree that it is danger-
ous to set up too rigid a hierarchy of values. For one thing,
the primary consideration will always depend on the cam-
paign involved. For another, the factors themselves are
tightly interlocked, as Jerome Sachs of Doyle Dane Bernbach,
N.Y., points out:

“Ratings are, of course, the prime consideration,” he says.
“But it is top programming which will usually attract the
largest audience, and this will be reflected in highest ratings.

/To page 112
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ADVERTISER: How do No-Cal and its agency, Paris

& Peart, account for the biggest New York sales jump in
No-Cal history? They credit Spot Television on WRCA-TV.

No-Cal Board Chairman Hyman Kirsch says, “Spot TV . . .
its high frequency at low cost makes a full saturation campaign finan-

because

cially feasible. And Spot’s selectivity allows us to concentrate that
campaign on our prime sales target —the figure-conscious housewife.”

“WRCA-TV,” continues Mr. Kirsch,
such a healthy chunk of the New York audience. Secondly, because
it offers an economical saturation schedule of good availabilities.
And finally, because the station backs our 30-spots-per-week, around

. first, because il commands

Il.
- 4
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£
3 '\’J
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the clock campaign with a complete merchandising and promw
program —the headline-making Miss No-Cal Contest.”

Does Spot Television on WRCA-TV deliver?

are confidential,” says Mr. Kirsch, “but No-Cal is devoting a L

B

“Actual sales fi 3

4

share of a larger advertising budget to Spot TV. Not only ha*
signed for an increased Spot schedule on WRCA-TV, and ren .

our sponsorship of the Miss No-Cal Contest for 1958, but we’ve

0

expanded our Spot TV campaign into the Philadelphia marke®

Seated, left to right: No-Cal Corporation officials: Lee Kirsch, 1

5

urer; Hyman Kirsch, Chairman of the Board; Morris. Kirsch, Presi "

Standing, left to right: Donald C. Porteous, TV-Radio Director,
& Peart;
Spot Sales Representative, NBC Spot Sales.

www americanradiohistorv com

Max Buck, Director of Sales, WRCA-TV; Ed Kenefich'
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E“,LER: Joseph Reich, Grand Union Supermarket
» ﬂér in W hite Plains says, “Judging from the udditional

mbr of cases we’ve been moving, No-Cal sales have in-
wsé appreciably in recent weeks.”

%ils and advertisers alike are convinced that No-Cal’s use of
% Tlevision pays ofl right down the line. They know first-hand
#% sjacencies to the great NBC entertainment lineup and the top
M jograms and personalities can do for advertisers who buy
Wi&s on the television stations represented by NBC Spot Sales.

W toight: Joseph Reich, Grand Union Supermarket Mana.ge‘r. ¥ hite
- Wnsihopping Center, New York; Joe Murphy. Merchandising Mf""
‘RCA-TV: Irving Ehrlich, Sules Manager, No-Cal Corporation.

|

"
-
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=
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PHOTOS BY MORRIS H . JAFFE

NBC SPOT SALES

REPRESENTING TELEVISION STATIONS:

HARTFORD-NEW BRITAIN-WNBC LOUISVILLE-WAVE.TV

NEW YORK—-WRCA-TV CHICAGO—WNBQ
SCHENECTADY.ALBANY.TROY-WRGB ST. LOUIS—KSD-TV
PHILADELPHIA-WRCV.TV DENVER-KOA.TV
WASHINGTON-WRC-TV SEATTLE-TACOMA—-KOMO-TV
MIAM!-WCKT LOS ANGELES—KRCA
BUFFALO-WBUF HONOLULU—-KONA.TV
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Three media plans

for a new cigarette

What media would you use, and how, for a new, revo-
‘utionary kind of filter-tip, king-size cigarette, produced
by a major U.S. cigarette manufacturer? This was the
problem posed to three agencv media directors who
presented their detailed answers at the November 20
Media Buying Workshop of the AAAA’s Eastern Annual

Conference in New York. Their recommendations pro-

Fo“owing is the product fact sheet, presented by Arthur
A. Porter, upon which the presentations were based.

1. The Product

The product is a brand new revolutionary kind of filter-tip,
king-size cigaretle, produced by a major U. S. cigarette
manulacturer. There are several aspects about this cigarette
which would appear 1o be competitively superior.

A. It is equipped with the mosl ellective filter that has
been produced by tobacco faboratories 10 date. It can con-
slusively be shown that this filler removes more tars and
nicotine from the smoke than any compelitive product now
on the market.

B. The new filter in no way affects the tobacco flavor;
favor is compaiable to other popular-priced cigarettes.

C. the cigarctte is 10 be packaged in a heavy foil con-
taincr which is so constructed thal the Toil wrapper would
remain in use after the package has been opened (1o veplace
the cellophane wrapping that is now used on some cigarette
packs) .

The product has heen in the test marketing phase [ov the
past 26 weeks under various conditions in various sizes of
markets in different vegions of the country.

The test marketing resolts have been tremendously satis-

56

vide an insight into how major media strategy deci-
sions are arrived at.

It is interesting to note that two out of the three
speakers allotted approximately 63% of their total
budgets to television; the third speaker made print his.
primary medium with a 41% allotment.

Following are the presentations of Robert H. Boul-

factory and the manufacturer is eager to move the brand!
into national distribution as quickly as possible.

Distribution will be no probiem for this brand

Distribution will be accomplished almost automatically be-
cause the new hrand will be sold by the company’s nation-
wide sales force who sells the other tobacco products manu:
factured by this company.

The brand will be sold at the same price level as other
popular-priced, king-size, filter-tip cigarettes.

2. Marketing Strategy

A 20% share of the filter market has heen set as the god
for the brand during its first year of national distribution.
Obviously, because of the highly superior competitive ad:
vantages, the competition is considered to he all makes an¢
brands of cigavettes—Dhoth king and regular, both filter ant
non-hlter, )

A hrst-year budgel based on the 209% shave of market, hat
been sel at the level of $7 million to support both an initial 13

e

week petiod of introducing the hrand on an aggressive loca

basis throughout the country, and to sustain it at the highes
possible level of national advertising weight for the remain
ing 39 weeks of the year.
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SPECIAL REPORT NO. 17

The AAAA 1957 Eastern Annual
Conference: Highlights from

the Media Workshop session

iia plans for a $7,000,000 campaign introducing a new filter-tip,

‘hg-size cigarette are detailed by three top media men: Boulware of Bryan

aston, McEvoy of Cunningham & Walsh, Ule of Kenyon & Eckhardt

ce, vice president and associate media director, Bryan
aston, Inc.; Newman F. McEvoy, sentor vice presi-
st and media director, Cunningham & W alsh, Inc.;
Maxwell Ule, senior vice president, Kenyon & Eck-
cdt, Inc.; and an analysis of their presentations by
Iph Robertson, vice president and marketing direc-

Geyer Advertising, Inc. As spokesman for the Work-

I'he client believes that the introductory advertising should

accomplished on a market-by-market basis using heavy

ight in local media for the first 13 weeks and believes after

-,;period it would be advisable to move into national media
fr the remaining 39 weeks. He is not dogmatic about this
pint of view and his opinion could be changed if he were
cnvinced that another approach would be more successful.

3. Copy Strategy

The copy strategy for the brand consists of the following
hsic elements:

A. This brand contains less tar and nicotine than any

her make of cigarette using natural tobaccos (except de-
icotinized brands) . This is to be demonstrated using figures
‘om the results of reliable, independent laboratory tests,
howing a smaller percentage of tar and nicotine for this
rand than any other on the market (except denicotinized

# tirands).

B. Because of the foil wrapper, this will be the freshest,
nost natural-tasting cigarette you can smoke. Cigarettes in
‘his carton remain fresh “days longer” than any other com-
petitive brand.

;lhfu ~ C. Even though the filter is more expensive and thct pack-
ﬂ"?ge far more costly than competitive brands, it will sell

L TELEVISION MAGAZINE °* FEBRUARY 1958
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shop Revieww Board, Robertson delivered the analysis
for David P. Crane, vice president in charge of media,
Benton & Bouwles, Inc.; and Anthony DePierro, vice
president and media director, Lennen & Newell, Inc.
The product fact sheet wcas presented to the Work-
shop by Arthur A. Porter, vice president and director of
media. J. Walter Thompson, who presided at the session.

at the same price as other popular-priced, king-size filters.

D. The importance of the package calls for prominent dis-
play in all forms of advertising.

4. Media Discounts

The size of the manufacturing company and its advertising
volume of all other brands makes it certain that any media
buys which are made for the new product will be achieved
at maximum discounts. This applies to all television net-
works, all national magazines and supplements, newspapers
with sliding scale discounts, network radio, as well as spot
television and radio in the major markets of the country of
250,000 population and over.

5. Characteristics of the Market

The characteristics of the market presented here for use in
media planning are those of cigarette smokers nationally—
without respect to type or variety.

Nearly twice as many men as women smoke regularly

Of the civilian population in the U.S., 56% of all males
of 18 years and over are regular cigarette smokers—30% of
all females. This is a total market of 29 million males and 17
million females which constitute the lion’s share of the cigar-

ette smoking market.
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eV A curtain

To quote Foote, Cone & Belding’s

6

president Fairfax Cone: “. . . every
moment of the reader’s and viewer’s
time has become more precious.

Our competition is for time . .
advertising must reach new
creative heights to capture attention.

Ordinary advertising won't do this.”

And ordinary editorial coverage

won’t do it either. To penetrate the
charcoal gray curtain and reach

the decision makers, to capture the
attention, the readership of the busy TV
executive, TELEVISION MAGAZINE has
invested heavily in special

research projects that go considerably
beyond the usual trade paper coverage.

Publishing essential information

not available elsewhere, such

as TV set count, TV market data and
continuing brand studies is a

policy that has made

TELEVISION MAGAZINE the industry’s
one authoritative source for the
facts and figures of TV advertising.

This is the kind of coverage

that sets TELEVISION MAGAZINE apart
from other publications in the field
—and is your guarantee of

maximum readership of the magazine

and its advertising.

TELEVISION

MAGAZINE
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THREE MEDIA PLANS FOR A NEW CIGARETTE Continued

In addition, ¥4 of the young people from 15 to 17 years
of age are regular smokers. adding another 2.3 million to
the total plus another 1.4 million in the armed services. This
makes a grand total of 49.7 million regular cigarette smokers
in the U.S. Also, there are 4.5 million occasional smokers.

Regular smokers tend to bulk up more heavily in the
medium income group where personal income levels range
from three 1o seven thousand a year. In the lowest income
groups, as well as in the highest. incidents of regular smoking
decreases somewhat.

It is estimated that cigarettes are now distributed by type
as follows: Regular—36% : King-size, non-filter—25% ;
Filter—39%. The latest estimale available of the retail dollar
volume of the cigarette market in the U. S. is $1,€74.250,000
for 1956.

ROBERT H. BOULWARE

Vice president and associate media director,

BRYAN HOUSTON, INC.

We have made one preliminary assumption . . . that the

brand is ready to go national. We have urged national
introduction, now that the test marketing is behind us, be-
cause the product is hot and many of its points of superi-
ority not necessarily impossible to imitate. National intro-
duction allows an all-out bid for a strong share of the
market. before competitors may get tooled-up to dilute our
advantages.

Also, although it is of secondary importance in the plan
we are recommending. it provides the economy of national
media at the outset. We know our product and we know
where our market is. We can afford a bold move. Our objec-
tive, then, is to move as quickly as possible, into as many
areas as we can reach within the budget, as many times as
we can.

Our marketing plan (and consequently the budget) is
predicated on acquiring 20% of the filter market.

Now, let’s look at what we have to spend . . . the where-
withal with which we’re going to reach that twenty per cent
plateau. Projecting traceable expenditures alone, of our com-
petitors, we find that the filters are spending, in 1957, at the
rale of just over a hundred million dollars. Therefore, we’ll
be out gunning for a fifth of the business and we’ll have
about one-fourteenth of the advertising funds available to us.

And so, with a weather eye on the budget and on com-
petitors, we conclude that we cannot “overpower” our mar-
ket. We must sclect the way we can afford to go . . . the
way that seems to us the most profitable . . . and go that
way lo the best of our abilities, We can’t “hit ’em where
they ain’t,” because cigarettes and cigarette advertising are
all over,

A. The Market

Our customers are easy to find and describe. They are
over 15 years of age and they’re everywhere. True, only
about half as many women as men are regular cigarette
smokers, but our rescarch department tells us that there
are fifty million regular smokers in the United States, that
they bracket all income groups, geographical areas and city
sizes, cven though there is a dwindling in farming commu-
nities, and that they cover all active age groups, with the sole

60

exception noted earlier. Obviously, broad general covergy
is indicated.

All the facels of Silver Services practically plead for o,
onstration. Our market pleads for broad general COVeTag
With its ability to show not only the product’s advamam ,
but the satisfied look on a happy smoker’s face as well, with |
its broad coverage and its extreme flexibility, television
certainly our primary medium.

We are compeling daily for the favor of our customeg
Our franchise is threatened every time a smoker goes up o
a cigar counter. Therefore, we want to generate as mug
frequency as is possible. That is why we look with fayy
on the spol announcement route rather than on the pry
prietorship or even shared proprietorship of a single onceq
week program which would tie up a large share of gy
budget.

Heavy scheduling at the outset and tapering off as w
go, is another advantage of a spot campaign, as well as th
ability to adjust advertising weight by markets, shoul¢
unusual competitive situations occur.

We have chosen early evening and late evening time fg
our spots. We can reach all the people in these times—men
housewives, employved women, students—and here we car
find a large portion of our announcements in full minutes
to allow us to put on our entire demonstration. We hay
provided shorter copy. in ID form, for our follow-ups
building up the frequency and reminding viewers of a bran
name they’ve seen earlier in the various demonstrated as
pects of its sterling worthiness.

TV money will yield 14 to 21 weekly announcements

In some cases, too, we’ll find bargain rates in these tim
brackets, enabling a stretching of a comparatively few dol
lars. The money earmarked for television will give us fron
fourteen to twenty-one evening announcements weekly. de
pending on market size, a blend of minutes, station break
and IDs, in the top 84 markets of the country, during th
introductory period of thirteen weeks, tapering off to a sus
taining rate of from seven to eleven announcements weekly
apportioned in the same manner.

Still on the search for high frequency, low dollar, we hay
bought a radio network program, consisting of forty-tw
news participations weekly, using 26 out of the 52 weeks/
which gives us 160 stations serving over 80% of all th |
nation’s homes, as well as a lot of automobile radios.

This serves to repeat, again and again, the now-familia
lilt of the Silver Service commercial (obviously, we hav
a jingle) to those who have seen it on television, generatin
more horsepower, as well as to those people who are class
fied on charts as “radio only” . . . and there are still abou
ten million such homes around this country of ours.

Finally, we want to show our package dramatically, ju
as it appears. We want to show it to as many people as po:
sible for a dollar. Also, our copy people tell us that they ca
catch the “demonstration” angle in fixed stages of the prot
ess and show it impressively in print, and that in so doing
they can tic print advertising to the television and radi
commercials so that all media would have a kind of “unil
> a commodity prized so highly by classic artis
down through the centuries.

in design,’
|
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SILVER SERVICE CIGARETTES
QUARTERLY BREAKDOWN

15t QUAR. 2nd QUAR.
Jots $1,642,927. S 896,142
i 131,254, 131,254
d:tion 31,250, 31,250
Y'OCAST TOTAL '$1,805,431. $1,058,646.
ement 636,275, 540,517.
iztion 31,250.. 31,250.
¥ TOTAL .S 667,525 S 571,767
TL MEDIA .$2,472,956. $1,630,413.
¢ TOTAL 35.0 23.2

Is still a good commodity. Now, we can put all media to
o. together, and their total impact is greater than the
of their parts.
Snday supplements, with their heavy coverage of metro-
olan markets where the most people live, their facility
t color and their wide readership per dollar, were se-
cid. We considered other Sunday space units, but most
ie readership studies we’ve seen show these magazine
plements to have a good “Noted” rating, and we think
as important for a new product. We'll rely on our copy
egists and our artists to drag ’em on through the “sell
p” if we can just get ’em into the headline.
7e have employed full pages in four colors plus [ractional
azs in black and one color—and that other color is the
on the wrapper. We have six full pages and twenty
stional pages, which, with a staggered schedule, give regu-
impact, market by market, every week of the year.
ust as we scheduled more frequency in television during
opening of the campaign, we would use most of our full
ae space 1n the opening quarter. We've got to jump into
hfield, hard and fast, if we’re going to get our share. It’s
heavy artillery, provided that word is still in good usage.
‘he schedule is as you see it here.

SILVER SERVICE CIGARETTE
MEDIA PLAN SUMMARY

BROADCAST MEDIA
A. TV Spot Announcements

9, OF
TOTAL
(a) From six to nine one-minute or 20-
second announcements weekly, early
evening and late evening time, in top
84 markets covering 38,500,000 TV
homes. Thirteen weeks upon intro-
duction at $80,423 per week .......
(b) From eight to twelve 8-second eve-
ning IDs weekly in above markets,
same 13 introductory weeks at $45,-
956 per week . ... % 597,428
Total Introductory TV spots ...... $1,042,927. .
(c) From three to five one-minute or 20-
second announcements weekly, early
evening and late evening time, above
markets, 39 weeks following intro-
ductory period at $45,956 per week.
(d) From four to six 8-second evening
IDs weekly in above market, 39
weeks following introductory period
at $22,978 per week ...........--- $ 896,142
Total sustaining TV Spots ........ $2,688,426. .38.0
Grand Total TV Spots .....+... ... $4331353. .61.3

51,045,499

23.3

$1,792,284

FEBRUARY 1958
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3rd QUAR. 4th QUAR. TOTAL
.$ 896,142, $ 896,142 $4,331,353
131,254, 131,256. 525,018
31,250 31,250.. 125,000
$1,058,646 $1,058,648. 54,981,371
381,222. 381,222 1,939,236
31,250 31,250. 125,000
S 412,472 S 412,472 52,064,236
$1,471,118 .$1,471,120 $7,045,607
20.9 20,9 100.0
% OF
B. RADIO TOTAL
News package, 160 stations on Ma-

jor DBroadcasting Co. network, cov-

ering 809 of all homes. 42 commer-

cials per week on alternate weeks,

20 weeks over 52 weeks at $20,193

per week ........................% 525,018.. 7.4
. % 125,000.. 1.8

oL $4,981,371..70.5

Commercial Production
Grand Total Broadcast ~ ¢+« o« - v -0 o

% _OF

1. FRINT TOTAL

Six full pages in four colors and
twenty 3/5 PB & 1 C in the follow-
ing Sunday magazine supplements:

#
Papers Firculation

This Week ...... 37 .... 11,9729
American Weekly 32 .. . 10,307.5
Parade ........ 59 .... 178507
First 3 Markets

Group ...... 3 .... 6,100.7 31,939,236
12 Independents 12 .... 2,506.0

Total ....... 143 .... 38,7137.1
Production . $ 125,000...1.8

Total Print ... .. ................. $2,064,236..29.5

TOTAL MEDIA o...... $7.045,607.100.0

The quarterly hreakdown, by media, (shown ahove on
this page) demonstrates the accelerated activity in the open-
ing days of the campaign.

NEWMAN F. McEVOY

Senior vice president and media director,
CUNNINGHAM & WALSH, INC.

ur market target is to sell at the rate of approximately

32 billion cigarettes annually—Winston sold at the rate
of 40 billion annually for the first six months of 1957, L&M’s
at the rate of 27.6.

As background for our Media Plan, an agency task force
concensus from the marketing, creative, research, and media
people suggests general strategyras follows:

1. Develop a positive brand image quickly—integrate
all media and sales promotion devices to this end.

2. Don’t try to “match ad dollars” with the competition.

3. Develop an opportunistic approach—a “sliding offense”
according to a plan.
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WGR-TV

ABC' CHANNEL 2

BUFF
¢

8YMBOL OF SERVICE, . I ’ 2

C

A TRANSC

rf*'
L3
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WGR-TV now leads all other
stations with the largest share of
the viewing audience in Buffalo
from sign-on to sign-off seven days
a week!

Nine of the top fifteen shows in
Buffalo are seen on WGR-TV. They
include “Wyatt Earp” (highest
rated of any show on any station
—with 44.9% of the viewing
audience), “Sugarfoot,” “The Frank
Sinatra Show,” “The Pat Boone
Show,” “Maverick,” “Broken
Arrow,” both “Lawrence Welk”
shows and “Ozzie and Harriet.”

Other network shows which won
hands down on WGR-TV are
“Mickey Mouse Club,”
“Disneyland,” “Zorro,” “Rin Tin
Tin,” and “Colt 45.”

BUFFALO

WGR-TV led in 19 out of 20 quarter
hours, 5:00-6:00 p.m., Monday
to Friday.

Local shows took their share of
rating honors, too—and WGR-TV
averaged more viewers per set than
any other station!

Source: October ARB

Hot network programming—
outstanding local personalities—
superb studio facilities—Ilocal
acceptance—tremendous bonus of
Canadian coverage-—and the
strongest merchandising in Buffalo.
No wonder WGR-TV is the first
choice of advertisers as well

as viewers,

Contact Peters, Griffin, Woodward
for availabilities.

ONTINENT STATION

WROC-TV, Rochester + WGR Radio, WGR-TV, Buffalo + WSVA Radio, WSVA-TV, Harrisonburg

www americanradiohistorv.com
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Forget the package goods concept of brand introduc-
iwith national media plan refined to local level (at least
orseeable future—until we can afford national con-
iwy—emphasis will be key market, “make & break” con-

r
»

5.Forget the break-even concept.
(Avoid expensive media tests.
Be independent—don’t follow the leader; avoid hitch-
iig; avoid confused identification; avoid cannibalizing
+ snanufacturer’s other brands.
Concentrate your ad dollars where sales are concen-
1,
‘e Product
is excellent product must have a name which will lend
to the development of a pleasant brand image.
sarettes are highly personal. Qurs should be a “per-
ity expression”: colorful, masculine, provocative,
,” different, memorable.

B CMMENDATIONS

‘e Product Name

Te name itself is of basic importance in the marketing

Inge. Regardless of the 26-week market test, we suggest

2 the name should be: a) distinctive and pleasant; b)

sy and quickly projected in any medium; c) ‘“upper

?* (but realistic, attainable) ; d) perhaps continental in

to avoid the sameness of the Tareyton, Parliament,

Mall and other English appeals; e¢) a spontaneous
wmnd-image-builder”; f) definitely masculine—like a bull-
ter!

ne choice—Matadors—(or other label with similar char-

tristics which stands up under testing).

he Creative Assignment

%plode a distinct brand image—different, “familiar,’
rad appeal.

levelop a strong TV theme, short copy message and dis-
mtive art treatment.

oncentrate on staccato presentation.

lotate separate appeals (first the package advantages,
et the flavor of Matadors, next the effective filter—instead
flong copy covering all product attributes on each ad-
etisement) .

Jevelop large print space units for announcement pur-
wes (not for continuity).

Che Media Assignment
o Ground Rules
| Meet the marketing challenge head-on.

’Be important when and where you can.
3 Develop hard-working, economical schedules.
1 Take advantage of product attributes in media buys.

Investigate areas and times and media least vulnerable
| competition’s greater selling power.

Work for saturation formulas to beat the curve of for-
i’tting.

Instead of attempting dominance in a single medium
‘2 a continuing basis, use our “busy” copy approach as an
sset for hitting the consumer from all sides.

- Avoid dedicating any important share of the ad budget
1 fixed commitments (instead stand prepared to vary ad

‘ollars as required by local requirements).

EVISION MAGAZINE °* FEBRUARY 1958
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9. Schedule realistically to provide for proper supply of
product.
10. Make it a creative media development.

Inventory of Available Media

A review of the media assignment in terms of the avail-
able channels to our market is in order.

TV NETWORK PROGRAMS: A powerful medium ideally
adapted for the image-setting job which we have undertaken.
But important network television commensurate with our
assignment would involve at least 70% of our $7 million ap-
propriation. We do not recommend hitchhiking on the cli-
ent’s established shows——despite the temptation of low cost
representation and despite the opportunity to climb aboard

his TV vehicle without long-term commitments (the danger

of confused product personality is too great).

TV SPOT: Fortunately our emphasis on a staccato ap-
proach is made to order for TV spot—and particularly for
[Ds which might not work on a longer copy assignment. Our
plan for rotating the selling message permits each TV spot
announcement to present its own message. By complementing
our short TV message with advertising units of impressive
size in other media, we can compensate for our lack of pro-
gram weight.

RADIO-—NETWORK: Radio has come back to its own as
a low cost—mass coverage medium. Realistically we look
upon network radio as an ideal national broadcast medium
which can deliver small segments of the audience and which
can accumulate large segments.

RADIO—SPOT: Fortunately our product name—Mata-
dors—-has distinct audio advantages; the name, itself, is
adapted to the type of reiteration which is part-and-parcel of
current radio spot schedules. The practical aspects are in-
teresting: a) We can buy radio when and where desired;
Ih) We can buy spot radio in whatever weight is indicated;
¢) We can buy important advertising in this medium at a
lower cost, both relatively and in the absolute, than in tele-
vision; d) By careful distribution of our spots at selected
time periods and among preferred stations we can in effect
deliver a captive audience covering a wide range of the total
market.

MAGAZINES: For national coverage, magazines tie-in
perfectly with our objectives of brand image-building (and
with our need for important advertising consistent with our
budget) . Magazines provide the facilities for package repro-
duction in color. They can be bought in units of million
circulation and/or more selectively in smaller groups ac-
cording to editorial appeals.

NEWSPAPERS: The benefits of newspapers for announce-
ment purposes are obvious. The advantages of color repro-
duction are impressive. Nevertheless our requirements for
the most adroit brand-image building suggest that we should
not use R.O.P. color for this purpose; instead newspapers
provide the character of “immediacy” and “localness” which
are basic in our proposed campaign.

SUNDAY MAGAZINES: Our long-range objectives call
for important use of color in the Sunday newspaper maga-
zines; here we will have excellent reproduction and low
“cost-per-m.” For the first introductory year we do not, how-
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THREE MEDIA PLANS FOR A NEW CIGARETTE Continued

ever. recommend this medium which—{or our purpose—is
in a gray zone, lacking the local quality of the dailies and on
the other hand the broad national characteristics of the
national magazines.

SUNDAY COMICS: There is a great templation to use
the Sunday comics combination of mass audience—low-cost
color-—assured visibility-—association with well-known char-
. and the advertising isolation afforded by Sunday
morning. For our first year, nevertheless, the brand image
which we shall establish is not adaptable to the comic treat-
ment.

acters . .

24 SHEETS: For the sake of simplification, we have con-
centrated on 24 sheet-—although, depending upon local con-
ditions. we might think in terms of subway car cards, sta-
tion platform advertising, bus and truck posters. etc. In any
one of many forms. this tvpe of mass exposure is intriguing.
It affords opportunity for showing packages in color. Its
distribution can be carefully controlled to match product
distribution. It is alfordable.

The Media Recommendation

Obviously we do not have an appropriation to wage a
competitive battle on all fronts at all times. The 21 top
markets have advanlages——these are the areas of economical,
mass circulation media——and opportunity to reach a fan-
tastic total of almost 60% of all TV homes.

In these areas there is concentrated 36.5% of all U.S.

T 3

In these

areas there is concentrated 10.7% of all U.S.
)0) i u' Rl
these arcas there is concentrated 40.77% of all U.S.

drug sales,

Fhere is an important “spill over™ coverage into terri-
tories beyond the metropolitan area. To cite an exanmple
television in St Louis reaches out beyond the metropolitan
arca 1o add 17.6% more families,

Our introductory campaign is a “rolling” progression
frome one step to another, The brand image s quickly set
with counter display  posters, newspapers and outdoor ad-
Next the with

dramatic. mobile messave, Next we depend more fully on the

vertising.

tnaze 18 reimnforeed television’s

audio <apport of radio.

INTRODUCTORY MEDIA COMBINATION
NEWSPAPERS (dailiew) . Purpose: To bulletin introduetions,

to define hrand noage, Kecommiended Usage: Pages plas fifty
SO dine spots in s inane Tt 3ed, B weehs, | puage 2nd week,
Reason: Recent snccesses in togp abmervition in cotnparison with
other wpice wmultiple

PELEVISION (night wpotey. Purpose: 'The “uetion wdvennising”

that will project Mutade el

monl deamaticully, Recom-

name and  ecastanet sound
and onr welecied e oty “nnnge

mended Usage: 200 a0d e 300 yating point

weekly nitindly
(1D slone with 300 1 iing pointn when bhoasd image ix wxet) .
Kearon: Opportunity 1o uee low comt 1D in combination with
208 for low cont Light traflie; recond

und weekly frequency of inpaernion

of grow
teent
with spot schedulor

rates wlightly 10 execnn of $1.00 per thousmmd impressions and

with averuge weekly exposure in excess of 2.5 time

RADIO (eusly moning), (emly evening), Clute night), (an-
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and not awdienes
of 1 weeks necumn

lsted penetration; convintent mieee

nouncements). Purpose: The low cost extension of our TV D
sonal selling—further develops the impression, the Ky
personality through another application of the audio day |
first used on television. Recommended Usage: 20s and miny
300 rating points weekly. Reason: Experiments with varyj
weights of radio advertising; tests of 4 week accumulaiﬂi
penetration.

24 SHEET POSTING. Purpose: The low-cost continuity me |
um that gives color and package identification when we wy i
where we want it, to round out the brand image. Recommeng |
Usage: #200 showings carefully distributed with emphasis
reaching the mobile suburbanites. Reason: Our objective
quires a bold use of affordable media. The use of #200% |
been outstandingly successful in giving new brands overnj
acceptance,

A 17-week introductory period is urged. Hopefully our sell;
will be so successful that production facilities will be strair
to achieve national distribution in anything less than this peri
We hesitate to recommend any shorter period for our lo
advertising.

e

SAMPLE SCHEDULE OF LOCAL ADVERTISING

Spot
Newspaper Television Spot Radio Outdoo
Ist week 1 page X X
plus
50—50 tliners
2nd week 1 page X X 200
3rd wecek 1 page 300 points X
plus 752/9—20’5
50—50 lincrs 25%—10's Tst
4th week 1 page 300 points X month:
plus 759 —20's
50—50 liners 25%—10’s
S5th week X 300 points 300 points
ID’s 7 to 9 AM
5 to 7 PM
11 to 12 Mid. #20C ©
6th wecek X 300 points 300 points
{D’s
Tth wecek X X 300 points Ind
8th week X X 300 points montt
9th weck X X X
10th week X X X
11th week X 300 points X
758,—20's
250,—10's
12th week X 300 points X
750,—20's
250,10’
13th weck X 300 points X
ID’s #a00 -
14th weck X 300 Soints 300 points
ID's
15th week X X 300 points ik
16th  week X X 300 points montl
17th  woecek X X 300 points

Thoerealtor national advertising:
1. Sclected mogozines
2. Network radio

3. Spot TV--IDv and 20y
21 markaots,

8 wocks during the period of national advert |

(after 17 weeks of introduct

MAGAZINES: (Life, Look, Saturday Evening Post.) Purpe
National color advertising to men and women to expand hoy

National Media Combination

our 21 antroductorey mavhets with one image building, Reo
mended Usage: T insertions, 4 color pagos (12 Look), Reas

Thix ix our prima aationul continning medinm, Opportunity
wectnulored impeesdions por Polits,
At the vate of 20 inkertions yoarly (18 Look) wo ave defini

ammong the “top advortizers” we holits oue noed  for nati
nnporinnee.

TELEVISION MAGATZINE ¢ FEBRUARY 14
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\GAZINES: (Holiday, Time, Sports Illustrated, New York-
‘urpose: Continuation of our 21 major market brand image
ling. Recommended Usage: 18 insertions, 4 color pages
wliday). Reuson: This is our most direct approach to our
& prospects—these busy people must be constantly re-
ed. Where better than in their favorite magazines?
\DIO NETWORK: Purpose: 1. Continuation of audio
12 building started in the 21 major markets. 2. Expansion
ordable national continuily medium. Recommended Usage:
ocams and/or participations every week—using each of
i major networks for 3 to 5 weeks at a time (for esti-
hg purposes we have figured 15 minutes 5 times weekly).
n: This provides persistent audio presentation of our
age in the 200-plus local markets covered by the networks.
es show that 5 shows weekly of the type recommended
~nulate an average of two impressions weekly in 2,500,000
ns—>5,000,000 homes in four weeks with a 5.4 turnover.
is a nice combination of large audience, good frequency,
isponsor identification. The pattern of sponsorship which is
nmended combines opportunity for association of Matadors
a number of programs at a cost-per-thousand home impres-
r which will never top $1.25 and will, during many weeks,
nfar below that figure. The change in networks provides
sprtunity for broadened exposure of our advertising. Eight
es of TV Spot, 21 markets, scheduled in two flights of four
s each depending on season.

ow the Proposed Campaign Answers Our Questions
Vhich combination will best suit our pocketbook and our
:ctives for the introductory period ?—for the long pull?
urs is an ambitious plan. In the 17-week introduction
od we will have invested 29% of our total budget. In
wremaining 35 weeks we have earmarked 45%—and we
ae set aside a reserve for “putting out fires.” Among the
iad combinations considered there was no other one
ch permitted so exciting an introductory campaign plus
n sustained effort on our national advertising.

erve is required for possible future needs

Jowever we anticipate four needs for ad dollars which
anot be precisely defined in advance: aj Additional funds
markets where sales gain unexpected momentum beyond
20% filter share; b) additional funds where competition
rrants; ¢) extension of advertising into areas contiguous
our 21 prime markets; d) short-term local drives at the
irt of national advertising to be tailor-made to local needs.
And this is why we have reserved 267 of our budget for
nodest production reserve and a robust “a-b-c -d” reserve.
' How long should the introductory period be?
This is a value judgment based on experience with otl1<?r
itroductory campaigns. Our. feeling is that 13 weeks is
:smewhat 1oo short for so broadly gauged an assignment
id that 17 is more to the point.
Where should we run our introductory-local campaigns?
In the 21 top Nielsen market areas there are 36.5% of
1e total U.S. families and, through their TV facilities, al-
108t 60% of the total U.S. TV homes; since TV is our key
‘action” medium this concentration is important (the next
15 markets would add impressively to our costs but would
epresent only about 10% of the total U.S. families).
. In terms of covering food and drug sales t.he TV st
.- n these markets do an impressive coverage job beyon

ations

d the
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metropolitan area. There are nine important markets which
can add contiguous and cumulative coverage—when we
elect to expand local coverage (during the second or “na-
tional” stage}).

4. Should we run only national advertising after the intro-
ductory period ?

60% of the television audience is available in our basic
21 markets. These are the markets of greatest competition
for attention. Our 17-week introductory campaign should
be reinforced with additional television flights.

5. How can we run just enough advertising?

There is ro firm answer but the objective is a worthwhile
one. To recapitulate, we will have distributed our “set”
budget as follows: 37% local advertising dollars dedicated
especially to 21 areas with 36.5% of U.S. families; 63%
national advertising (including, of course, about 21 % which
apply against the 21 primary markets) ; 29% introductory
in 21 primary markets; 71% during last 35 weeks.

6. How close can we come to a formula matching ad dollars
to Matadors’ sales potential ?

We do not expect to achieve a formula until after at least
20 weeks of national advertising. By that time, we should
be in a position to move in the direction of network television
which should then be more “affordable” and a combination
for future years of network TV, national magazines and
Sunday supplements, spot TV & radio, other local media
as required. These would be roughly in the relationship of
50%-—20%-—20% —10% —respectively.

Budget
Introduction
Nutdoor— 5672,270

National (and laost 35 weeks)
Magazine—51,829,079

Ncwspaper— 329,375 Network Radio— 762,265
Television— 595,268 TV Spot— 595,268
Spot Radio— 437,440

$2,034,353 $3.186,612

{ntroduction—5$2,034,353
National and last 35 weeks—$3,186,612

$5,220,965
Production & Rate Increases
and ‘“Uncommitted Recserve’’—$1,779,035

TOTAL—$7,000,000

7. What is our long range advertising pace?

Since advertising is so potent a selling tool in the cigarette
industry, we would optimistically set targets of 30¢ per
thousand cigarettes sold for the second and third years of
selling (although this is basically the manufacturer’s deci-
sion to make}.

G. MAXWELL ULE

Senior vice president
KENYON & ECKHARDT, INC.

ur goal is to capture 8 per cent of the total cigarette
O market.

a) Sputnik Cigarettes appeal to all smokers-——nol to pres-
ent filter smokers alone.

b) In the continuously expanding filter market, 20 per
cent of this market is not a fixed goal.

1. To achieve our sales goal, our aim is to get 10 million
of the nation’s 50 million smokers to try Sputnik Ciga- >
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rettes-—from which 4 million will become regular Sputnik
smokers. This is based on our gencral experience of the re-
lationship berween experimental buyers and regular cus-
tomers.

2. To achieve our sales goal, a level of product awareness
of 80 per cent must be atiained by the adverlising input,
figured cumulatively by the end of the fiscal year. That is,
80 per cent of the prospects must become well enough aware
of the brand by the ¢nd of the year to recall the brand un-
aided. Based upon our expericnce in other fields, it is esti-
maled thal this cumulative awareness by the end of the year
will produce enongh experimental buyers to deliver a market
share cqual to 8 per cent of the total market (or 20 per cent
of the expanding hlter-tip market).

Media Strategy

Our media strategy will be
objeclives and estimated communication needs to meet these
marketing objectives. We cannot, in this case, take into con-
sideration the earlier lests of media strategy and results be-
cause of lack of test markel data.

based solely upon marketing

Found given morket stotistics inadequate

For practical working purposes the marketing statistics
presented to us were completely inadequate since our real
need was a detailed report on the test market results. Since
the test market results and the projected advertising com-
milments in the original facts presented to us utierly failed

» make their relationship clearly shown, we must make our

m assumptions on the advertising communication goals
which must be established as part of the total marketing unit

cached to meet the sales objectives.

What we particularly missed was a clear-cut and specific
report on the relationship between test market advertising
impact and sales results. Without this, the market facts pre-

ented are practically meaningless.

Product Introduction

This should be accomplished through use of national
media—with local media to support and intensify effort.

Since the product can be introduced nationally because of
client resources, distribution, know-how, use of local media
alone for the first 13 weeks would be inefficient, and there-
tore, unnecessarily restrictive to efficient marketing.

Communication Goals—Introductory Year

To achieve our marketing sales objectives, we should at-
tempt lo reach 80 per cent of U.S. households (a household
unit consists of at least one adult male and one adult female)
with an average of 40 conscious advertising impressions per
household reached during the introductory year. If we multi-
ply our coverage objective (80 per cent) by our frequency
objective, our communication objective for the first year
should be equal nationally to delivering the equivalent of
3,200 rating points of conscious advertising impressions.

a) The coverage goal will remain level throughout the
year, since we must perform a threefold process—communi-
cate to many people (80 per cent), build a brand awareness
(unaided) by the end of the year among this group, to pro-
duce enough trial buyers, who after typical customer loss will

still produce regular customers equal to 8 per cent of all
smokers.

66

b Ikrequency of impression will be intensified during &
first 13 weeks of the introduction with an average of
conscious advertising 1mpressions as the goal during g
quarter. An average of 8 conscious advertising impressigy
per quarter against each household reached is our goal dg,
ing the remaining 39 weeks.

I-ach impression has the estimated net eflect of creatipg
an unaided brand awareness of 2 per cent among the hoys
holds reached. Forly impressions will create 80 per oy
awareness among the 80 per cent of US. households w
reach.

THEORETICAL GROWTH IN LEVEL OF PRODUCT AWARENESS

Per Cent of
Population

Exposed
Cumulative chreneu

A Ji*

\!
0 L—‘*’ _\L — — _ L
1 4 7 10 13 16 19 22 25 28 31 34 37 & |

80 — I
60 1&
40 Pt —¥ \‘r

T

Number of Conscious Advertising Impressione

What requirements should media fill to meet marketing
objectives and product demands?
The selected media mix should bhe able:
1. To provide broad coverage- -to meet 80 per cent coverage
goal.
. To build balanced frequency of impression against the

&

coverage area—to achieve desired level of awareness as

opposed to highly varied or uneven coverage.

3. To provide visualization—{or product identification and
maximum reinforcement of the product story or image
desired.

4. To provide color—to reinforce package identification.

To emphasize metropolitan area coverage—to pinpoint

hest prospects for product.

6. To achieve an efficient cost-per-thousand conscious adver
tising 1mpression.

Media should also be able to emphasize coverage and fre
quency against men, who are by far our most numerous and
best prospects. In most instances, however, those mass media
which reach men and women in combination are as efficient
as the selective media. These mass media can also be used
selectively—for example, a network television Western wil
provide an extra bonus male audience but also deliver &
sizable female audience.

_Cfl

AMledia Selection

TELEVISION NETWORK SPOT (full vear): With maxi
mum cost efficiency, a combination of network and spot tele
vision will meet all media requirements (excepting color). Thit
medium will provide greatest impact at lowest cost for the prod
uct. Television should be primary medium.

SUNDAY SUPPLEMENTS (full year) : Sunday supplement
—while less efficient than television—have a lower unit €os |
than do magazines, and can provide the necessary “color plus

TELEVISION "MAGAZINE * FEBRUARY 195
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Thaddeus sees Red

and coversthe 11th largest TV market with one station !

Rhode Island Red impresses on time buyer Thaddeus O. Thistlethwaite the
fact that WJAR-TV’s primary coverage area includes, not just Providence
but all southeastern New England, including Boston, Fall River, New Bedford,
Worcester! Call your Petry man and let him show you just how much extra
coverage you get with WJAR-TV in the Providence market!

/
W
7

7 /:/?/& ey

Y.
Mk g

In the Providence market . . .

S WIAR-TV

18 cock-of-the-walk
m station coverage!

CHANNEL 10 - PROVIDENCE, R.I - NBC+ABC + REPRESENTED BY EDWARD PETRY & CO., INC.

e
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PLANS FOR A NEW CIGARETTE Continued

—
MEDIA EVALUATION—HOW DO THE MEDIA RANK?
Media Requirements to Meet Marketing Objectives and Product Demands
Frequency
Co}:?;':‘gc g?:;%gf\i‘: Metropolitan Efficient
Cumulative Against Area f:sf-?ey.
Media Audience) Caveroge Area) Visualization Colot DO""H:O:C_E‘ v ousand
Network Television Yes . No Yes No Yes Yes
Spot Tclevision Yes . Yes ., Yes No Yes Yes
Network Radio .No. No No No No Yes
Spot Radio .No. No No No No Yes
Magazines
Mass Weeklics Yes ..No Yes Yes Yes . No
Mass Monthlies Yes No Yes Yes No No
(Readers’ Digest
& Coronet)
Men’s Magazines No. No Yes Yes No No
(Argosy & True)
News Weeklies ~No.. No. Yes Yes Yes No
National & Local Sunday
Supplements . Yes Yes Yes Yes Yes Neo
Daily Newspapers . ... ... o Yes . Yes Yes Yes/No Yes ..No
for reinforcing package identification. They meet all media re- FROPOSED MEDIA SCHEDULE
quirements, and are significantly effective in providing concen- Cost of
. . : " 3 R : Conscious Advertisin
tration of coverage in metropolitan areas, although thev do it Rating Points Per Schedule
at a higher cost thun television. Medium Schedule Per Schedule (000’s)
NEWSPAPERS (introduction): Newspaper’s high unit cost Ist 13 Weeks:
male the medium an inethcient selection lor year-round adver- Goal 1,280 Conscious Advertising Rating Points
ising. Since they meet illl ('»Il:er media requirements and have Network Television .39 commercial minutes 73 S1170
. . , . - o
the additional plus of “news” value, daily newspapers ,hould Spot Telovision . 35 Class A spots 1785 616
be used for introductory impact and to provide some ot the Sunday Supplements. 6 4-Color insertions .149.4. 822
flexibility needed for introduction. Newspapers 4 ROP color insertions
y
‘) . . . R . 1,500 linc average) ....134.4 740
SPOT RADIO (introduction): Spot radio’s low unit cost ( 9e)
. . . . Spot Radio .50 spots weekly—8 weeks ...400.0. 720
makes it an advantageous huy Jduring early introduction weeks. 1 279¢ 54,068
. . . L. 5 . . Total - 279.6. 4
Although lacking “visualization™ properties, radio can quickly
. . . . . .. Subsequent 13-Wcek Cycles:
build brand home identification among small minorities of — ) )
. Goal 640 Conscious Advertising Rating Points
prospects. 208 9T LIbrIons ARl ating
7 : isi i i 417.3.. $1,170
The basis {or the media ])lill’l should be the use of a one- Network Television .39 commercial minutes
. ) T . . h of il K L. Spot Television 24 Class A spots 122.4. 4an
minute paruupalmn in each of three network television pro- Sunday Supplements. 4 4-Color insertions 99.6.. 548
grams per week. Total 639.3. 52,140
1. The programs selected should be of differing enter- 39-Weck Total 3T 56,420
tainment appeals: a) The 3 programs in combination to Annual—52 Weeks—
Goal 3,200 Conscious Advcrtising Rating Points ...3,197.5. 510,488

provide a minimum weekly cumulative coverage of 50 per
cent of television homes; b) The 3 programs in combination
to reach 80 per cent of all TV homes in a 4-week period, with
duplication as evenly spread as is possible to buy based upon
Niclsen analysis.

2. The programs should be ielecast during the Class A
hours from 8:30 p.m.-10:30 j.m. to take advantage of peak
sets-in-use levels and 1o minimize the children’s audience.

Local TV spols should also be dispersed among different

program lypes, but be confined to the 8:30 p.m.-10:30 p.m.
hours.

Proposed Media Schedule and Budget

The anpual advertising budget for Sputnik Cigavettes is
based upon the achievement of 3,200 conscious advertising
rating points during the introductory year. Al present media
rates, the proposed schedule will require an annual advertis-
ing expenditure of over $10 million. If the budget were
limited to $7 million, our communication goals would nec-
essarily he yeduced. This would place the achieverent of
the product’s marketing zoals in doubt.
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The media schedule has been set up to minimize the spread
in frequency per home reached. As noted previously, the
network television schedule, which is the foundation of our
media plan, has heen planned so that there will be minimum

ANNUAL DISTRIBUTION OF CONSCIOUS ADVERTISING
IMPRESSIONS BY FREQUENCY QUARTILES

Average
Recommended Schedule Schedule
Average Average |
Frequency Frequency
Cumulative Per Home Per Hom¢
Coverage Reached Reached
Total or Average . 809%. 40.0.......... 40.0
Per Cent
Homes rcached: Distribution
Most frequently .25%,. 209, 55.0. .70.0
Next most
frequently 25 .20, .45.0.. .50.0
Next most
frequently 25 20 .35.0.. .30.0
Least - frequently 25 .20 .25.0, .10.0
TELEVISION MAGAZINE <+ FEBRUARY 1958
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MEDIA COST ANALYSIS

Coveraae or
Advertisement Circulation
(000’s)

>um Size -oxt
\papers 1,500 li-B&W . .39,000............ $157,000..
1,500 li-Color. .39,000.... .18
(or BAWS 5,000....
tork Television 1 comm’l, min.. . 8,000.... $ 30,000
Class A AR
Television . 1 comm’l. min, 7,600.... $ 17,600....
or 20 sec. !
Class A or AA
aRadie 1 comm’l. min.. 1,570. S 1,800....
Early AM
Jizines ... .1 Page 4 Color
Life (13 x) .10,300.... 38,300....
Look =~ (13 x) -.9,200.... 31,105....
Reader’s Digest (6 x) .12,000.... 37,050......
a3y Supplements .1 Page 4 Color
This Week )
American Weekly )
Parade ) 41,460.. $137,080...

1st 3 Markets ;
27 Independents

Stch Norms and Kenyon & Eckhart Research.

No. of
Impressions Cost-Per- Roting
Average* er Thousand Points Per
Noting Ad Unit Impressions Ad Unit
.339%.. 12,900 .$12.17.. .25.89%
.43 16,800. 11.01. 33.6
66 2/39,..... 5,330. S 5.63. 10.79%
.33 1/39,... 2,530, $ 6.94. 5.19,
33 1/39%.. 520 .$ 3.45. 1.09%
25%.... 2,580. .$14.84. 5.29,
25" 2300 “1352. 16"
.25 . 3,000. 12.35. 6.0
.309%.. 12,440 $11.02. 24,99,

vlication between network programs to halance frequency
tmpression per home reached.

Jur total schedule, therefore, will show a maximum spread
stabout 2 to 1 (55.0-25.0 impressions per home reached)
‘ween the most heavily and the lightest exposed quartile
mes. In contrast, heavily duplicated network television
sgrams would achieve the same cumulative reach but
uld distribute impressions at about a 7 to 1 ratio be-
en the heaviest and lightest exposed quartite homes.

Wetropolitan Area Emphasis

The basic “full year” media of television and Sunday
sspaper supplements provide the necessary eflective cov-
1ge of metropolitan areas (Nielsen A and B counties). The
i of these media will have the effect of providing greater
‘mulative coverage and heavier frequency of conscious
avertising impression in metropolitan areas.

In terms of Sputnik’s marketing objectives and sales goals,
tis metropolitan area emphasis is highly advantageous dur-
1g its initial advertising year, since these areas account for
greater concentration of smokers as well as a heavier pre-
nderance of experimental buyers.

ANNUAL DISTRIBUTION OF
CONSCIOUS ADVERTISING IMPRESSIONS

BY NIELSEN COUNTY SIZE CLASSIFICATION
elsen County-Size
assification A aond B. .C ond D.
istribution
us. o
pulation 649 369%. 1009%

istribution of
umulative Audience:

Total or Average

9% Distribution . 709 309% 100
% of US. . 5642 1249, 80%
umulative Coverage

Penettation) .- 87.5% 66.7% . 809%
iveroge Frequenc

£ Impressions <Y 42.19 35.09% . 40%

Levels of Growth in Brand Penetration and Acceptance

The media schedule has been planned to achieve an 8 per
cent share of the total cigarette market by the end of the in-
troductory year—this level to be achieved through the 20 per
cent of the market who will sample the product.

TELEVISION MAGAZINE ° FEBRUARY 1958
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Anticipated levels of sampling at the end of the first quar-
ter, therefore, should Le about 10 per cent of the market,
with 15 per cent by the end of the second quarter. A con-
linuing program of consumer research will check the level
of sampling penetration.

Should the product’s growth proceed al a faster rate than
anticipated (e.g., 14 per cent at end of first quarter; 18 per
sent at end of second), a reduction in advertising intensity
could take place after the first quarter, with a concurrent
reduction in budget irom $10.5 million to about $8.1 mil-
lion. Required conscious advertising rating points could then
be reduced from 3,200 to about 2,500.

ALTERNATIVE SCHEDULE—3 POST-INTRODUCTORY
QUARTERS WITH ACCELERATED SALES GROWTH

Cost of

Conscious Advertising

Roting Points Per Schedule
Medium Schedule Per Schedule (000's)
Ist 13 Weceks (Totals) 1,279.6... .$4,068

Subsequent 13-Week Cycles

Network Television .26 commercial minutes .278.2. 5780
Spot Television 24 Class A spots 81.6..... 281
Sunday Supplements. 2 4-color insertions .49.8.. 274
Subsequent 13-Weck Total .409.6.. . $1,335
39 Week Total .1,228.8. $4,005
Annual Total .2,508.4 38,073

Review and evaluation of preceding presentations by:

RALPH ROBERTSON

Vice president and marketing director,
GEYER ADVERTISING, INC.

I should like to point out that one of the inadequacies of all
three market plans which the Workshop Planning Com-
mittee recognized was an evaluation of the creative presen-
tation of copy story as it would normally be developed for
each medium. We do not think there could be any argument
that the crealive approach has a great bearing on the media
selection. As a rule, a test city operation will uncover some
indication that:

a) You have a red-hot radio jingle that should be given
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every opportunity to work for you or b) you have an un-
usually good demonstration gimmick that will click with th
public if used on television or ¢) thal the whole story can
be reduced to seven words of copy, making the use of IDs
or outdoor posters especially ellective.

We feel that this kind of information should be given
major consideration in planning a media program. In other
words, close coordination of the creative department’s work
and 1the media department’s planning is essential.

In order 10 get the three plans into proper perspective, let’s
first take a look at the total sums of monev allocated in each
plan—alier deducting reserves for production and uniore-
seen local situations.

The money allocated for communication varies tremen-

dously .

Plan Budget
Boulware’s .................... % 6,795,000
McEvoy’s e 5,220,965
Ules ................ 10,488,000

Max Ule made a very forceful presentation of the reasons
why he felt that the £7,000,000 budget was completely in-
adequate for the job to be done; and basically, we agree that
one of the responsibilities of a media planner is the extremely
dificult one of ielling a client that the budget is inadequate.

However, I am afraid that most of us have not always been
successful in gelting a desirable increase —so while we
take our hats off to you for the excellent plan presented, we

nd it difficult to judge it in relation to the other two plans.
Vir. Boulware and Mr. McEvoy undoubtedly would have
made changes in their plans if they had been working with
$10,488,000 for communications.

Bob and Mac both accepted the $7,000,000 budget, even
though they, too, poinied out that it was inadequate to ac-
complish the sales ohjective assigned in the marketing plan.

Suggests o larger reserve for unforeseen contingencies

And yet, there is a dillerence of more than one-and-a-half
million dollars in the sums of money they actually allocated
for communications. In the review board’s judgment, Bol
should have provided a bigger reserve {or production and a
reserve for unforeseen contingencies, rather than depending
on a wishful hope that increased sales would provide addi-
tional funds for the use of transit advertising and outdoor
media under special marketing conditions.

On the other hand, the review hoard feels that Mr. Me-
Ivoy’s reserve for unforeseen local situations was too gener-
ous, because money that is nol put to work cannol create
sales . . . and we all agree, | am sure, that the function of
adverlising is to create sales.

The introductory periods and budgets also vary:

Plan Period Budget % of Total
Boulware’s 3 weeks. .. ... .$2,473,000. ... ... .36%
Mckvoy’s ... .....17 weeks........ 2,034,000, ....... 399,
el ..o oia... 13 weeks. .. .. ...4,068,000*. ......39%

*58% cf $7,000,000 budget

I this set of figures we see a much closer correlation he-
tween the threc plans if we jusl look al the percenlage figures
on the right indicating the sums allocaled for the introduc-
tory period.
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However. even here we see that Mr. McEvoy considered j
would take 17 weeks of introductory work in only the 9]
top markets before going national . . . while the other twg
plans provide for the use of national media from the stan,
The review hoard feels that 17 weeks is longer than neces.
sary for the introductory period.

The number of different media used is interesting:

R.O.P. Sunday
Maga- News-  Out- Supple- R_adio ’IZV
Plan zine paper door ment Net. Spot Net. Spot
Boulware’s T b g e XA 1 X . e n
McEvoy’'s . ... X. ... . X...... XX XX
Ules ... ....... X ... ... X ........ X . X.. X

This chart is of great interest because it graphically por.
irays the number of different media employed in each plan,
There are many exponents of the theory that domination
of at least one medium is extremely desirable in the introduc.
tion of a new brand. Yet, none of the three men chose to con.
centrate all their efforts, even for a limited period of time,
in any one medium; and they, of course, presented very valid
reasons for their decisions.

However, in the opinion of the review board, one of the
factors favoring Mr. Boulware’s plan is his concentration in
only three media, even though this meant the sacrifice of the
highly desirable impact of run-of-paper newspaper space—
the “news” medium——for the introduction of a new hrand.

All the three plans include TV spots:

Plan Budget % of Total
Boulware’s ...........$4,331,353. .. ........63.7%
McEvoys ............ 1,190,536...........22.8%
Ules ................ 1882,000..... ......179%

This is an interesting chart because when we consider
network and spot TV separately, spot TV is the only medium
included in all three plans. Here again, we see evidence of
Mr. Boulware’s concentraled fire power with about 65% of
his budget devoted to TV spots.

One plan makes networl: TV the major medium:

Total
Plan Spot Network TV Budget % of Total
Boulware’s . .§43§1.35 ..... .. _W6§7%
McEvoy’s . 1,190536.....-—..... 1,190,536......228%
Ule’s . 1,882,000.$4,680.000. . 6,562,000. .....62.6%

When you combine network and spot TV—and it is our
opinion that this is the proper way to compare the plans—
Mr. Ule’s plan also shows a heavy concentration in TV, with
about 63% of his budget in this medium.

All three plans include the use of radio:
RADIO BUDGET

Plan Spot Network Combined % of Tota!
Boulware’s .....—. .... $525,000. .. ...$525,000......7.1%
McEvoy’s . .$438,000... 762,000.....1,200,000.....23.0%
Ule’s ........ 720,000. .......—.......720,000......6.9%

Tt is interesling that all three plans include the use of
radio with one using nelwork exclusively, one using spot ex:
clusively and Mr. McEvoy using both, with about 23% of
his budget in radio. Radio can be an extremely effective low:
cost medium and possibly Mr. McEvoy has assumed. that his
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WFBG-TV is dominant in 15 Central Pennsylvania
counties—the only area where it competes alone for
the audience with the Johnstown station. Proof from
Central Pennsylvania Trendex—the first complete rat-
ing study ever made in the area: WFBG-TV delivers
16.79, MORE audience, Monday-Friday. Only CBS sta-
tion covering the area from Pittsburgh to Harrisburg, T v
WFBG-TV also carries the best of ABC including -

“American Bandstand,” the nation’s number ONE ALTOONA-J :

daytime TV program. Call Blair-TV today for rates

ilabilities.
and availabilities ABC-TV'-CBS-TV

Sources: Trendex, December 1957/15-County Centrol
Pennsylvania Trendzx, November 1957 Represenfed by BLAIR-TV

A TRIANGLE STATION

Operated by: Radlo and Televislon Div. / Triangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa.
WFIL-AM ¢ FM ¢ TV, Philadelphia, Pa. / WNBF-AM ¢ FM ¢ TV, Binghamton, N.Y. / WHGB-AM, Harrisburg, Pa.

WFBG-AM * TV, Altoona-Johnstown, Pa. /| WINHC-AM ¢ FM ¢ TV, Hartford-New Haven, Conn. / WLBR-TV, Lebanon-lancaster, Pa.

Triangle National Sales Offlce, 485 Lexington Avenue, New York 17, New York
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D*’q‘“ Surd.

JA
|

- “WLW Radio-TV
~ Stations are
i famous for extending
broadcasting’'s most : : ' - g Z
‘Royal Welcome Service’.” - “They give uadvertisers
a tankful of
powerful promotion
coming and going.” .

- “Yes, behind the -
scene and on the air—
the Crosley Group drive
home the business.”

MWW ameri


www.americanradiohistory.com

ple would have developed an unusually effective radio
imercial during the test city period.
lowever, I, for one, would be reluctant to allocate 23%
« budget for the first year’s advertising of a new cigarette
2ss both the commercials and the medium had proved
r battle worthiness during a test city operation.
‘he use of national print media is varied:

NATIONAL PRINT MEDIA BUDGET

Sunday R.O.P.
Maga- Supple- News- Com- % of
zines  ment paper bined Total
ln (000)  (000)  (000) (000) (000)
alware’s ...—...%1,939. .. .. —......%1,939...... 28.5%
Evoy’s ..$1,829... ..$329. ..., 2,158......41.3
R S e— —... 2,466.... 740..... 3.206......30.6

'his chart shows the varied use of print media in the three
Ins. Mr. McEvoy’s plan is the only one that included gen-
ol magazines; and the effectiveness of his plan after the
oductory 17-weeks’ period is largely dependent upon
1igazine and network radio, with the use of TV spots limited
»nly eight weeks out of the last 35 weeks of the year.
ncidentally, the use of TV spots on an in-and-out basis un-
abtedly gives greater impact during the concentration pe-
ids. However, there is a strong question in the mind of the
iew board as to whether the momentum obtained during
s concentration period can be maintained with only maga-
es and network radio during intervals of several weeks
rsuch a highly competitive market as the cigarette market
. where most brands fight tooth and nail the year around.
Outdoor posters were included in only one plan:
Mr. McEvoy’s plan provides for three #200 showing of
:door posters in 21 top markets during the introductory
iod.
Outdoor Space Budget ..................$672,000
Percent of Total Budget ..................129%
The use of #200 showings by Mr. McEvoy in the 21 top
arkets certainly demonstrates Mac’s belief that “vou do not
nd a boy out to do a man’s job.” His bold use of posters
rtainly fits the second of his ground rules which was “he
iportant when and where you can.”
Here is the share of budget allocated for each medium:

R.O.P. Sunday
lan Magazine Newspaper  Outdoor Snpprlement
oulware's ... —— . .. ... 29T
[cEvoy’s .....35¢ 6%130 —
lelsh. oo —— e T e ..249

Radio TV
Plan Net. Spot Net. Spot
joulware’s .......8%........—— .......—~-........6?>‘
/ICEVOY’S 15‘ ,.........8(» ........ =55 -........23"(1
UEICRN S . —— ... e T e 44%. ... .. 18%

Disregarding the dollars involved because the amount of
money our planners worked with varied so greatly, I be]i(‘:ve
his chart emphasizes even more the greater concentration
represented by Mr. Boulware’s and Mr. Ule’s plans.

Reprints of TELEVISION MAGAZINE Special Report No. 17 a
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SPECIAL REPORT NO. 17: AAAA MEDIA BUYING WORKSHOP

Mr. Boulware allocated 92% of his budget to two media
and Mr. Ule allocated 86% of his budget to the same two
media when you consider network and TV spots together.

Assuming that the larger budget recommended by Mr. Ule
could be secured, I am sure that even Mr. Boulware and Mr.
McEvoy would agree with the review board that Mr. Ule’s
plan has a lot of merit.

It hits the big cities and the younger people hard, and a
strong effort is maintained throughout the year. However,
the proposed use of one-minute commercials on each of three
different evening television shows presents a buying problem
that it would be difficult for any of the large tobacco com-
panies to meet.

I do not believe that Procter and Gamble schedules com-
mercials for Tide and Cheer on the same programs and I, for
one, wouid not like to schedule commercials for a new brand
of cigarettes on the same show with the commercials for an
established brand.

Using over half the budget too early would be a mistake

So far, I have purposely ignored Mr. Ule’s alternative plan.
In the opinion of the review board the alternate plan, which
puts more than half of the budget in the first quarter, would
be hard to support. If the product’s growth in the first quarter
should proceed at a faster rate than anticipated, we bhelieve
a reduction in advertising would be a grave error.

When vou get a brand rolling, that is the time to turn on
the heat even more, in our judgment, and keep the pressure
up until you determine the maximum potential for the
product.

I would like to point out that the bulk of Bob Boulware’s
spot TV money was allocated to early evening and late eve-
ning time periods.

In the judgment of the review hoard, niore of his effort
should have been allocated to the peak evening listening
periods in order lo get the hroadest possible coverage in a
minimum period of time.

In addition to greater concentration in fewer media, both
Mr. Boulware and Mr. Ule placed maximum emphasis on big
cities and younger people through their use of evening tele-
vision and Sunday supplements.

These two plans also fit most of the other market charac-
teristics outlined by Mr. Porter. They cover both men and
women; all geographic regions, but with somewhat less pres-
sure in the South where a smaller percentage of women are
regular smokers; and the pressure by income groups fits the
market quite well. Mr. McEvoy’s heavy reliance on magazines
and network radio for national advertising would leave his
brand vulnerable in the big cities, in our judgment.

Mr. McElvoy is to be commended for the imaginative way
he employed “shock treatments” for maximum impact with a
smaller amount of money. Certainly, during his concentra-
tions, his heavy artillery would be felt and 1t would be difh-
cult for any smoker to fail to hear about his brand. However,
I believe that most of you would agree that in this battle,

sustained fire-power is vital.

re available at 25¢ each. Bullk rates on request.

73



www.americanradiohistory.com

 WATCH
 OUR
SMOKE!



www.americanradiohistory.com

FHE SILENT SERVICE, our submarine series, has made such a whale of a splash

that 39 additional half-hours are already on the ways.

BOOTS AND SADDLES—The Story of the Fifth Cavalry, our U. S. Army-Arizona
Frontier series, 1s riding high.

And now we're going places by rail—with UNION PACIFIC, our new Engines-and-

Injuns series about the railroad’s dramatic push through the West. You know it’s

on the right track!

CNP

NBC TELEVISION FILMS — A DIVISION OF CALIFORNIA NATIONAL PRODUCTIONS, INC.
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ROCKLIN IRVING AND ASSOCIATES

blowision and hadis adve U8 g  west ﬂmﬁfﬁfl‘%ﬂ‘ /ia,a/ WM/ 0504
§

November 15, 1957

Mr. Jack Eigen

Statlon WMAQ
Merchandlse Maert Flaza
Chicago, 5S4, Illinois

Dear Jack:

Now 1t cen be told! After twelve months of continuous
advertising on your program, only one word can appro-
pristely tell the story - "Msgnifigue."

Yes, the Jack Eigen Show hes proven to our orgsnization,
that results can be obtairied consistently month in and
month out,.

At the present time, we hsve seven sccounts psrticipsting,
and I em heappy to inform you ALL SEVEN ARE HAPPY, SATIS-

FIED CLIENTS. Your program now 1s s must in any sdvertiser's
budget.

Our entire sales force hss been instructed that s psrt of
every budget must go to the Jack Eigen Show. We have s term
for i1t and 1t is sppropriately called "Insurance."
There 1s no doubt about 1t. The success enjoyed by our
eccounts 1s due to your wonderful co-operation. We want 1
you to know thet we sincerely appreclate your efforts., G
With best personal regerds, I remsin,

Sincerely, 3

LIN IRVING AND ASSOCIATES »

Irving R 11n

www americanradiohistorv com
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tord’s Network Gamble

major pioneering effort, the “Ford Road Show”™ on CBS demonstrates

w network radio can achieve high circulation

ad cost efficiency in the light of current listening patterns

istorically, the Ford Road Show will probably be known
1 as the first large-scale advertiser effort to put into prac-
e on a network level the new thinking and experience that
arked radio’s efforts to adjust to the media conditions of a
V-dominated period. Its purchase was the biggest single
idio event of 1957.
To see its real significance, it is necessarv to recall how
ary recently radio appeared in the has-been category to
iany within the industry who were hypnotized by the
ounger TV. Norman H. Strouse, president of J. Walter
hompson, Ford’s agency, points to the growing TV budgets
s the primary source of radio’s earlier difficulties, since
he radio allocation was usually the first place where cuts

rere made.

tadio moved quickly to adjust to new conditions

“It was a real challenge to radio’s survival,” says Strouse.
‘And it is a tribute to those responsible for the medium that
t moved so rapidly to adjust to the new conditions. Basically,
his adjustment took two forms: a lowering of costs, and a

‘changing character of programming centering on the things
that people would not flock to TV for—music and news.
Radio began to win a new place in the home on the new
basis, and there was the beginning of a new kind of interest
in the medium.”

*  And in answer to those who were charging that the net-
works were moribund and fated to disappear, the Ford pur-
chase came as proof that it was still possible to use network

TELEVISION MAGAZINE ¢ FEBRUARY 1958
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radio with Ilare and imagination, with color and excitement.
That it has been a shot-in-the-arm for the networks in general
is quite evident bv this time.

One of the evidences of network strength came in the form
of the clearances CBS was able to deliver. The challenge fac-
ing the network was to deliver a large number of station
time periods. This presented a particularly serious problem
in the early morning and lale afternoon, considered by the
stations as their most valuable commercial time. Yet CBS
in this hitherto exclusive station preserve, could obtain the
required clearances.

Perhaps the most impressive aspect of all is the stature
which the radio package enjoys within the agency from the
standpoint of organization and personnel assigned to it. By
the very way J. Walter Thompson handles the Ford Road
Show, it is testifying to its conviction in the power and im-
portance of network radio in this period.

How has the package paid off?

But after all the significances are drawn, the question
arises: Is the package paying off ? Is it delivering the listener-
ship, is it coming in at a reasonable cost, and is it selling
cars?

After approximately half a season of on-the-air testing, it is
of course too soon to measure the campaign’s commercial
effectiveness with any precision. But if early responses from
Ford dealers mean anything, the radio campaign appears to
be working. Tt is of no small moment that the dealers can
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FORD’S NETWORK GAMBLE Continued

"Take a new look at radio . . . and bring excitement and freshness to the medium®

IN-HOME AUDIENCE REACHED BY FORD ROAD SHOW

Four Weeks Ending Nov. 9, 1957

i Avg. # Total Comm,
No. of Different B'dcests Total B'dcsts Min, impressions
Homes Reached Per Home Delivered delivered in
o 1 Commer. 4 wks Reached in 4 weeks
Broadcasts Min. Allowed (000) 4 wks 4 wks (000)
Ford Road Show .. ... ... .. ... ... ....... 104 220.00 . 13,882 e 6.3 86,891 155,255 .
Sunday—12:55-1:00 pm.* .. .. ... .. . ... 4 5.00 2,059 1.5 3,143 .. 3,625 .
Sunday—2:55-3:00 pm. ... ............... 4 5.00 . 1,478 1.5 2,175 2,595 .
Sunday—4:30-4:35 pm. ... ... ... 4 5.00 . 1,372 1.7 2,321 2,720 ..
Sunday—5:55-6:00 p.m. ... ... .. ... ..... 4 5.00 2,059 1.7 3,482 ... 3,930 .
Saturday—5:00-5:05 p.m. 4 5.00 2,006 1.2 2,418 2,840 .
Saturday—5:55-6:00 pm. ... ... ... ..... 4 5.00 2,217 1.5 3,239 3,745
Mon.-Fri.—7:00-7:05 a.m. . e 20 25.00 4,592 4.6 20,936 .. 24,225
Mon.-Fri.—8:00-8:05 a.m. News . 20 25.00 4,434 4.5 20,115 . 23,075
Mon-Fri.—5:05-5:30 p.m. Godfrey . .. .. .. 20 80.00 4,434 2.9 . 12,671 41,520
Mon.-Fri.—7:45-8:00 p.m. Murrow 20 60.00 4,698 3.5 16,391 46,980

* Weekend Mon.-Fri. 7:00-7:05 a.m., Bing
Crosby, Rosemary Clooney alternating

hear the air campaign, either in their own showrooms or
in their cars. In the automobile industry, dealer response is
considered a sensitive barometer.
As the Nielsen data on this page shows, during the four
weeks ending November 9, a total of 104 broadcasts of
the Ford Road Show delivered 155,255,000 in-home minute
ommercial impressions to 13,882,000 separate homes. The
auto-plus audience may add approximately 27%, or an addi-
nal 3,740,000. At this rate, the total circulation being
ed at by Ford appears in line of early realizalion.
Similarly, while the cost-per-thousand level set as the ulti-
target has not heen quite reached yet, the present c-p-m
re is close enough to warrant client and agency satisfac-
th present progress, while the campaign is building.
The efficiency of the network purchase is one of its most
1 fealures, so far as Ford is concerned. John
rs, Car Advertising Manager of the Ford Division, savs:
e at Ford are constantly seeking ways of muking our
advertising dollars go further in all media. This is also true

Source: A. C. Nielse

in radio which has been considered a key medium by us f¢
years. The CBS Ford Road Show package, as originally cor
ceived, was designed to recognize changes which have take
place in radio during the past several years and fit our pa
ticular requirements to these realistic current conditions. Th
result would be and has been what we consider to be a mo
eflicient and effective radio buy.”

Early publicity about the expected budget has tended t

obscure the true value of the buy when measured by th
usual c-p-m methods. In any evaluation, it is necessary t
take into account that a deal of this scope would almost ir
evitably create new discount structures, particularly whe
the client is being asked 10 make a firm 52-week commitmen
Add new discounts to those already available, and it
apparent that at the end of the contract period, Ford wi
have accumulated enough discounts to amount to substanti
savings. These probably come to 309%. Obviously, the actu:
IFord expenditure will be considerably less than the publishe
$5 million dollar figure.

THE ASSIGNMENT: A NEW LOOK AT RADIO

w hile the Ford Road Show is the result of the ellorts of
many people, it originator and guiding spirit is Dan
Scyrmmr, vice president in uhurg(- ol TV und radio for the
Lhiompson ageney. Tn a sense, the CHnpalgn now running is
a vindication of Seymour’s faith in the medium and of the
smull group in the agency who, like him, were determined
that the deal wonld be realized in praciice.

‘A handfnl of ur have had a geeat Taith an vadis,” 8ays
Seymour. Like others who had growo up in vadio— Seyinour
was o sucreessful performer, producer and packuger of radio
programs belore he went 1o Young & Rubicam and then 1o
Thompson in 1955 as bioudesst head-- he folt that the sound
medium waw being short-changed as a rosplt of the “burgain.
basmment treavment” being nccorded it in the vush 1o TV,
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The Ford assignment thus cane at a time when this grou

was alveady convineed thal bold new action by advertiser.

was needed in network radio. “And we were litevally give

the assigmnent,” says Seymour, “about o year before the bu

was [inished. The assicmuent was to take a brand new loo
at xadio, Lo come up with an answet to the question of whi
you could do to bring excitement and freshness to th
medium. Radio had become a spot enrvvier. We felt this we
not enough. The Thompson company made a complete 1
evaduation of the medinm.” *

O Thin rosoveloation was poblishad In the Yune 1957 issue of TEL
vision Macaant under tho tifle Radio's Changing Patrerns. It
availuble jn repeint al 25¢ pex copy,
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The entire project is exciting,” says Seymour, “because
# a case In which creative judgment came first and then
= corroborated by statistics. For example, it stood to reason
t there must be a large automobile audience, regardless
tvhether reliable statistics were readily available, and that
le in his car the listener is more disposed to hear a mes-
ae about an automobile than at other times.

This was a fundamental principle and it had important

sequences in the way the final schedule was worked out.
We felt, too, that it was not enough to put on announce-
1ts, even if a large circulation was guaranteed. We hoped
»btain a series of outstanding personalities who could be
kesmen for Ford, and in the right atmosphere.”

package clasest to Ford’s requirements

[he agency approached the networks for possible buys.
C had already demonstrated that il was possible to clear
ttion option time periods for five-minute, early-morning
vscasts, thus establishing a precedent. But CBS won out
-ause its parlicular package of personalities and time pe-
ds and costs camc closest to the Thompson prescription.
However, it was not as simple as all that. For half a year,
job of putting together the package went on daily, amidst
ny reports within the industry that it was destined to fail
ause of the difficulty in lining up the promised talent and
initial resistance of many CBS affiliates to clear station
ne for the network. In time, of course, the talent was signed,
d the roster now includes such stars as Bing Crosby, Rose-

RADIO STUDY: FORD ROAD SHOW

mary Clooney, Arthur Godfrey and Edward R. Murrow.
The clearance problem is a story in itself. Dan Seymour
tells what happened: “CBS did a great job on clearances,
but I can honestly say that we wouldn’t have gotten the show
on the air without Ruth Jones (associate media director and
broadcast and station relations director, at JWT). She
knows every station as well as anyone in the business.
“Actually, we all hit the road to sell the package to the
stations. I went; so did Ruth Jones, Arthur Porter, v.p. in
charge of media, Jim Luce, and others. All in all, about seven
or eight of us. We worked on from 75 to 100 stations.
“There was one basic point that we had to get across to
station management: When such an important advertiser as
Ford undertakes a project the size of Ford Road Show it
represents a great re-affirmation of the medium. This is im-
portant to the entire medium—not just to the network con-
cerned-—and therefore important to the individual station.”

Clearance target reached in every time period

liven today, there are still rumors current to the eflect that
the whole project is in trouble because CBS has been unable
to deliver the promised clearances in some instances. The
record, however, reveals that in every time period, the clear-
ance larget has been reached or surpassed. It is understood,
incidentally, that CBS negotiated with a number of non-
afhliates in markets where no afliliate time was available in
order to live up to its commitment. The cost to CBS for these

stations was considerable.

THE IMPORTANCE OF CREATIVE FREEDOM

BY NORMAN H. STROUSE
President, J. Walter Thompson

hen asked by Ford to come up with a “new and
totally different” radio proposal, the agency was
faced with an assignment which was most welcome. In
all areas of creativity—programming, commercials,
media selection—the challenge was given: In order
to explore all avenues of ingenuity, forget about prac-
tical matters such as availability of time and talent, any
established concept of Ford commercials to date, and
even consideration of cost. The widest possible range
of unfettered thinking was the first thing desired. Once
the ideas were forthcoming, elimination of the imprac-
tical could always be the next step.
By means of this unlimited thinking a new, creative
radio concept was developed—The Ford Road Show.
From the many ideas which developed—and none
was eliminated because it was outlandish or impractical
—a basic belief emerged. It was agreed that a commer-
cial, particularly the Ford sales message, could be most
effective in a controlled environment, surrounded by
programming which had broad public appeal and
which best put the listener in a frame of mind to absor.b
the commercial message. Within this framework certain

requirements were established:

TELEVISION MAGAZINE °
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I. Music and news should be our basic program
form.

2. Only the best names in each field should be
employed.

3. We should program at times of peak radio listen-
ing, particularly male and in-automobile audiences.

4. We should broadcast seven days a week.

5. We should utilize entertainers who are outstand-
ing personal salesmen.

6. The programs should be tied together by a com-
mon litle and each show should “crossplug” the entire
series.

Next, practicality became a consideration. Each of
the insurmountable problems was tackled and
made surmountable. Bit by bit, individual time periods
and programs, program and commercial formats, and
use of Ford’s personal salesmen were made a reality
with little or no compromise with the original “wild”
thinking.

Only by this means of creative freedom could we
have developed The Ford Road Show, a concept of use
of network radio with such great impact that it truly
dominates the medium.
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. )V ,-I- L AST | Whether you sell her shoe polish or throat
J i = lozenges or room deodorants — any prod-

uct she doesn’t use or think of every day

—strong advertising frequency is the
way to insure her memory. And CBS
Radio daytime drama offers the statistics
you need: radio’s biggest audiences, high
frequency of impression, efficient costs.
But more than this, CBS Radio delivers
a most attentive audience (as strikingly
revealed by a six-city study of the quali-
tative differences in listener attitudes
toward stations). Here, you talk to mil-
lions of your best customers while they

really listen! CBS RADIO NETWORK

' This is why
products like
Shinola
(Best Foods, Inc.),
Candettes
(Chas. Phzer & Co., Inc.)
and Pine-Sol Room Deodorant
(Dumas Milner Corp.)
are now being sold by
(:BS Radio daytime drama.

s
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FORD’S NETWORK GAMBLE Continued

To capture mass audience, radio must adjust to today's

THE MEDIA STRATEGY

o understand the media sirategv directing the current
Ford network radio effort, it is necessary first 1o sce how
radio fits in with Ford’s overall adverlising stralegy.

The slarling point is the concept of “complementary
media,” under which Ford iries to achieve total mass cover-
ace through a balance of media.

Television is a primary medium for Ford, though like
other auto manufacturers I'ord is also heavy in all major
media. It must be emphasized that the radio campaign is not
designed to sland alone, but to fit into a complex advertising
pattern involving all media.

Radio as used by Ford is considered to expand the overall
broadcast exposure of the company by delivering both non-
TV homes—still 14% of all U.S. homes, the agency estimates,
and of especial importance in the South and West—and TV
homes during those periods of the day when people listen
most to radio.

Radio listening constant throughout year

Furthermore. radio can enhance the television investment

7 repeating Lhe same advertising themes at a lower c-p-m.

s 1s of particular importance during the summer months

hen nighttime TV viewing drops, while radio listening
levels remain more constant throughout the year.

I'o the n-liome audience should be added the substantial
car audience. This adds an estimated average of 27% to
Ford’s audience.

Since radio is a major source of news, it is especially
eflective for announcements that are newsy in character, such
as new model introductions, performance awards, sales pro-
motions.

{t makes possible high frequency of exposure to com-
mercials at low cost. Tt also offers great flexibility in terms

listening habits

ol permilling varying degrees of advertising pressures
various markets.

Network radio is a highly efficient medium through wh
to obtain mass coverage and high commercial frequen
Thus, coverage of virtually all Ford dealer poinls al low ¢
per-message is obtainable.

Network radio, moreover, allows for complete progr
identification and the use of star talent as personal salesm

New listening patterns require special scheduling

In order to make effective use of radio today, it is nec &

sary to build the schedule to fit in with the new patterns
listening that characterize present-day radio. The premise
that the medium programs for the individual rather than

whole family, since it has been replaced by TV as the cen

of family entertainment. The radio has hecome a compani
during waking hour activities such as doing househ
chores, reading, driving. As a result, the radio home toc
is a multi-set home in which the radio sel serves an in
vidual, in the kitchen, bedroom, place of work and in
automobile.

The peak periods of radio listening by men today oc
during three portions of the daytime: early morning,
noon hour, late afternoon, rather than during the even
ac was the case a decade ago.

What it all adds up to is basically this: Radio can =
deliver a mass audience, but only if used differently fr
former years. Before TV, you could reach a large audiel

with a single broadcast. Today you reach a large audience

=

&
8

e
1!

Oy}

accumulation through a series of broadcasts placed at difl =

ent limes and days which provide heavy frequency of
posure. This is possible because of the decrease in time ¢
program cosls.

RADIO SET USAGE IN NINE SELECTED MARKETS'

IN-HOME, AUTO, AND MEN
Monday-Friday (Based on Local Time)

/a hr.

beginning: 6 AM  TAM  BAM  9AM 10AM 1IAM 12N 1 PM

2PM 3PM 4PM 6PM 7 PM 9PM 10PM VI

Total Homes
Reached

Inc. Autos 1041 2922 3204 2632 2791 2469 2486 2036

In Home

Only 2378 2842 2317 2532 2241 2143 1765

Total Men
Reached

Inc, Autos 2119 1370 762 817 723 1066 638

raen reached- -not available

Selected markers: New York, Chicago, Los Angules, Detrolt
Baltiniore, New Orleans, Daytor, Arlaata, Portland, Ore

82

1873 1813 2092 2318 2126 1592 1093

1592 1404 1557 1801 1817 1281 847 726 712 6

396 688 936 1229 1353 993 701 527 507 4

Source: A, C, Nie
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RADIO STUDY: FORD ROAD SHOW

¥Week's opening and signature: “ORD ROAD SHOW WEEK OF: NOVEMBER 11, 1957
"There's Nothing Newer in the World." i B s CATEGORY: NEW FEATURES NOV 18 1957
DATE CROSBY CLOONEY WORLD NEWS GODFREY MURROW
Nov. 11 | Comml: BC-69 Comml: WY-51° Comml: GD-L1 Commls: Mu-S1, 51A
(Mon.) Sub j: Newest In the Sutb J: Price & Quality | Subj: Tull Line % |Subjs: Ford-Alre;
Norld V-8 Magic
Song: "Do Nothing 'Till Circle
You Hear From Me"
NWov. 12 Comml: CL-00 Comml: AN-52 Comml: GO- Commls: MU-S2,52A
{Tues.) Sub j: New V-8 Sub §: Ford-Alre Sub }: Styling Sub Js: New V-8
Song: "But Not For Me" ' Pord-ilre Cruise-0-
Yatic
Nov. 13 |[Comml: BC-70 Comml: WN-53 Comml: GD-43 Commls: MU-53,53A
{Ned.) Sub §: Styling Sub j: V-8 Sub }: New V-8 Subjs: Styling &
Song: "Tammy " Styling ) Ford-Aire:
Fine Car
% Price
Nov. 1l Comml: CL-TO Comml: WN-Gl Comml: GD-Lh Commls: WU-Sl,5lhA
{Thurs. Sub §: Fine Car at Sub J: Wagons Sub J: Sunliner Subj: Tord-Alre;
ialf Fine Car Magic Clrcle New V-8
‘rice Stearing
Song: "Don't Co Awayiad
E— agd "Fpst You-Jusk Me ' ——
Nov. 15 |Commi: BC-T7TA Comml: W~ Tomml: OGD-45 Commls: MU=-55,55A
(Pr1.) Sub J: rd-Alre Sub §: Maglc Circle Sub j: Wagons Sub Js: New V-8;
Low Price Steering Ford's I
Song: "Chances Are" Lines
Nov. 16 |Comml: BC-72 {Repeat |Comml: CL-71 (Repeat
{Sat. 8C-69) CL-69)
Sub §: Hewest in tre ub §: New V-8
World ong: "Almost Like
Song: "0ld Cape Cod' ing in Love"
Yov. 17 |Comml: BC-73 Comml: CL-72
(Sun.) |Subj: Crulse-O-Matlc | Supj:  Styling .
TS pe

Song: "How About You? : \
end Aln't Mishehaven'

Comml: BC-7hL l: CL-5-

Sub §: New V- Subj: '58 Features

Song: "My How The Time [T : "Love Me
Goes By" teces”

roduction of the commercial schedule for the week of Nov. 11,
7 used by the copy department of |. Walter Thompson Co.

‘OW AGENCY OPERATION HAS BEEN AFFECTED

| radio’s comeback can be measured by the quality of the So huge is the sheer commercial traffic that shortly alter
ligency personnel and talent assigned to a campaign in the project was launched, there were client complaints from
medium, then the Thompson setup for this campaign Detroit that too much company time was being spent in

sgests that radio is coming back strong indeed. This han- clearing the commercials. Within the agency, there arose

Ing is a far cry from the step-child treatment given to radio the problem of how to keep track of the flood of commercials

b some agencies in recent years. during the various stages of development, clearance, produc-

The impact of the Ford Road Show on the operations of tion and airing. The agency’s ninth floor, which is the domain
'Walter Thompsor, at least so far as the army of personnel ol the Ford copy group, is the hub of the operation. Early in

the campaign, the visitor was aware of harried copywriters

+vicing the automobile account is concerned, has paralleled
and clerical workers learning to adjust from a normally fast-

ieffect on the industry at large.
Why this should be so is evident from the commercial moving operation to the superpace demanded by the nature

wiedule for the week of November 11, 1957 reproduced of the campaign. Thev had to learn not only how to speed
up their creative processes, but also how to organize the

routines of traftic and scheduling so as to achieve control and
order. Now the harried looks have given way to more con-

ove on this page. The number of diflerent commercials
red came to 31. Of the total, 12 were individually different
aging commercials! There are, it should be noted, 26 in-
vidual network programs involved every single week.

Consider the need to tailor-make jingles on a continuing
1sis for the distinctive talents of Bing Crosby and Rosemary
looney, to prepare appropriate material for Arthur Godirey
nd George Bryan, spokesman for Ford on the news pro-
rams, and the size of the problem becomes apparent.

ventional expressions of concern, and the whole operation
appears to have settled down to a smooth routine.

Color has been brought to play in the solution of the trathc
problem. For every stage in the commercial’s history, there
is a different color of paper used. This allows the staff to tell
at a glance whether the commercial in question is one that P
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SYMBOLS OF

RBIELIEWVABLIMY

Believable as the trees, the lake,
the sky —that is WW]J-TV in
Detroit. Here, acknowledged
leadership and prestige give
every advertiser a priceless
advantage, create for every
product a cordial acceptance
that quickly leads to sales.

[ ]
§ ASSOCIATE AM.FM STATION WWJ
First in Michigon - owned & operated by The Defroit Nows

Notional Representatives: Peters, Griffin, Woodward, Inc.
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in first draft, with the client, okayed for production, in
prduction, and so forth.

Similarly, a notation system or code had to be devised in

ler to make traffic control and on-the-air scheduling prac-
tial. It is used in the reproduced schedule.

Obviously the mechanical problems of handling, important

yugh they may be, pale before the formidable problem of

intaining a high creative standard in the face of volume
quirements. Under the best of circumstances, a successful
jigle is difficult to accomplish, and weeks may go by before
aacceptable version is developed. What then, if you have
ly the week-end to finish the creative job?

There have even been occasions when the jingle-creators—

1 other copywriters—have had to deliver overnight. One
sth occasion arose when the date of the Thunderbird new
pdel announcement was changed. In this instance, the copy
tem had to rework an entire week’s schedule on just a few
hurs’ notice.

Furthermore, because of Ford’s advertising approach,
bre is an endless need for new commercials, although
sme repeats are used too.

The singing commercials are produced in groups of five
aa time, once a month for each performer; these will be
aed the following month. Total time elapsing between the
iginal writing and airing is approximately two months,

ways believed radio would come back

Supervising the entire copy project is Ford group head

ad v.p. Joe Stone, who, incidentally, has been fighting for
e cause of radio for years. To him, the present campaign
dords a very special satisfaction. “I always believed,” he
ys, “that radio would come back, and strong. I bet on it
r the long pull. In fact, I went heavy into radio when every-
1¢ else was pulling out.”

Stone is the man responsible for the now widespread prac-
ce of tying in a commercial with a rising popular song, and
ding with it while it enjoys hit status. It was Stone who
icked such winners as “Comeona My House,” “Standing On
ie Corner,” “Street Where You Live,” and “Singing The
lues” and signed them up for Ford. Stone’s group made
ontact with a majority of the most important song pub-
shers and writers in the country for the Ford Road Show.
Ie reports that nearly all have made their libraries available
or the singing commercials.

There are so many commercials involved that to make
eading easier for the performers, $1,000 worth of special
sica-sized typewriters were purchased for use on the com-
nercials written for Crosby, Clooney and Godfrey, accord-
ing to Stone. And the work of clearing songs for the com-
mercials takes three people to handle.

To Stone, the importance attached to the radio campa}ign
is evident from the fact that as he says, “Thompson hired
Carroll Carroll, who wrote the Crosby radio show for 12
years to do the last dialogue editing on all the scripts for

Crosby and Clooney. ’
“The same writing group that turns out the copy for Ford’s

RADIO STUDY: FORD ROAD SHOW

major print media does the radio copy. But this does not
mean they simply lift themes and copy ideas from print. Not
at all. The radio commercials are tackled as completely new
creative projects in their own right. Quite often, in fact, the
radio commercial leads the way and the print ad follows
suit.”

Directly under Joe Stone is copy supervisor on the Ford
Road Show Charles Gardner, who in addition to carrying
operational responsibility for commercial copy, is responsible
for scheduling the commercials. This can be a complicated
job of its own, since the objective is to achieve total coverage
of all copy points during any seven-day period, and every
time segment.

A separate writer is in charge of each show. The Godfrey
commercials—these are usually fact sheets which Godfrey
uses as a base for his own working—are written by Helen
Leggett; the commercials for Crosby and Clooney by Fred
Gwynne; the commercials for the Ed Murrow program by
Arnold Grisman; and the World News commercials by
Gordon Bushell. In addition, there are six other writers.

Production, too, becomes a complex operation, involving
Ihoth coasts. In Los Angeles, the Croshy-Clooney production
is supervised by two Thompson men, Al Scott and Dick
McDonaugh. In New York, William Perry is responsible for
the Godfrey commercials, and Carol Lushear for those ap-
pearing on the Murrow and World News programs. Robert
Ebeling is over-all production head.

In addition, three traffic departments, in New York, Detroit
and Los Angeles, are steadily employed.

Account men in constant touch with Detroit

With client contact an important aspect of the campaign,
particularly because of the continuing need for Detroit okays
on copy, the account men are regularly concerned. Head
radio-TV rep in Detroit is Don Thorburn. He is assisted on
the business and program aspects of the radio campaign by
Hap Hazard. Within the Ford organization, copy clearances
are handled by Edward Rogers, who heads up radio in the
Ford car advertising department; under advertising manager
John Bowers.

THE FUTURE

hether the Ford Road Show will have another go-round
following the end of its first year on the air is still an
open question. At the present time, both client and agency
appear to be happy with their property. Dan Seymour, in
fact, goes so far as to insist: “In all of our planning, it’s the
last thing we’d cut!” |
At the same time, Seymour comments: “I don’t think we’ve
done more than scratch the surface in how to use the medium.
This may be the kind of thing radio has needed. Today, it
may be a little more exciting than last year. But it’s just the
beginning of the new thinking. We—all of us in the industry
—haven’t really met the challenge yet.” END

Reprints of this study are a
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u ;;rating_s_ _ére higher in saturated San Diego!
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0f the top 25 shows in the sykrocketing San Diego
Market, 23 are on KFMB-TV. All of the top 10 shows
are on KFMB-TV and 19 of the top 20 are on KFMB-TV.

n addition, 81% of all shows on KFMB-TV gained WRATHER-ALVAREZ BROADCASTING.INCs Edward Petry &
‘ating points over the previous Nielsen Rating.*

' Nielsen Station Index, Nov., 1957 S A N D I E

America’s more market

Represented Do
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EVISION MAGAZINE’S EXCLUSIVE

RECEIVER
CIRCULATION REPORT
FOR FEBRUARY

iependent estimates of television set count for all

markets based on our research department’s projections for each U.S. county

count estimates which appear in this section are based
m TELEVISION MAGAZINE’s projections of the “National
arey of Television Sets in U.S. Households” for June 1955
1 March 1956, two reports made by the U.S. Bureau of
sus for the Advertising Research Foundation. In addition,
tls for the four census regions were adjusted by the August
95 ARF report.
'ELEVISION MAGAZINE recently completed a re-evaluation
he coverage definition of each television market in the
atry. The backbone of these coverage estimates is TELE-
ON MAGAZINE’s interpretation of the Nielsen Coverage
vice No. 2, where it has been made available. TELEVISION
1cAZINE utilizes a flexible cut-off point of 25% based on
eekly viewing factor. (A special report with a full explana-
ia of this plan is available on request.)
n some of the UHF markets it has been impossible to cor-

" .ate the available data. These markets are being restudied

2 TELEVISION MAGAZINE’s Research Department and new
ires will be reported as soon as a sound estimate can be

The sets credited to each market are those covered by
the station with the maximum coverage in that market.
[t must be remembered that the statistics for each
market are based on the coverage of one station only.
Figures for other stations in the market will vary ac-
cording to channel, power, tower height, etc.

In many areas, individual markets have been combined
in a dual-market listing. This has been done wherever there
is almost complete duplication of coverage and no substantial
difference in set count. The decision to combine markets is
based on arlvertiser use and common marketing practice.

The coverage picture is constantly shifting. Conditions are
altered by the emergence of new stations and by changes in
power, antenna, channel and network affiliation. For this
reason, TELEVISION MAGAZINE’s Research Department is
continuously re-examining markets and revising set counts

B rde. .
"% A comparison of the ARF county figures of March 1, 1956, accordingly. - ) .
I8 d those of TELEVISION MAGAZINE of the same date, shows A 92.5% ceiling on TV penetration has been established

‘difference of less than 1%. TELEVISION MAGAZINE’s March
sstimates were based on projections of the previous ARF
‘ady of June 1955. This study correlated NBC’s and TELE-
SION MAGAZINE’s estimates with census data to arrive at

" utionwide county-by-county figures. In order to enable its

for all markets. Many rating services show higher penetration
in metropolitan areas (e.g., 93.5% in Providence) but the
available evidence shows that penetration drops off outside
the metropolitan area itself and that 92.5% is the most logical
theoretical ceiling for the TV market as a whole. This does
not mean that penetration may not actually go higher in

" ‘esearch Department to arrive at updated figures .for TV
! \arkets, TELEVIsIoN Macazine will continue to project the
RF figures on a county-l)y-county basis every month.

some markets. Penetration figures in markets with both VHF
and UHF outlets refer to VHF only. >

JELEVISION MAGAZINE * FEBRUARY 1958 87 i
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CIRCULATION AS OF FEBRUARY 1, 1958 MGM
TOTAL US. TV HOMES 41,643,117
| JOINS
Unlike other published set counts, these are CHANNEL
CHA neither station nor network estimates. They are

NNEL 7 copyrighted and may not be reproduced without
: permission. Listed below are all stations on air

| December 1, 1957. /

Market & Stations—?9, Penectration TV Homes
ABILENE, Tex—70.9 73,643

v
KRBC-TV (N) COLUMBUS,
ADA, Okla.—67.0 85,125
KTEN (:\,C,N GEORG'A

AGANA, Guam tt

Most EFFICIENT
TV B U Y AKVS(/::;L?:/;:;:‘)O'(’ +180,380

' ALBANY, Ga.—61.6 69,210

!

WALB-TV (A,N)

| ALBANY-SCHENECTADY-TROY,
N.Y.—92. 505,791
. ) 1167,923

1
WTEN (C); WTRIt (A); WRGB (N)

ALBURQUERQUE, N.M.—66.9 86,282 |
KGGM-TV (C); KOAT-TV (A);
KOB-TV (N)
{This market is in the process of being re-
| evaluated.) i
| ALEXANDRIA, La.—56.5 75,621 |
KALB-TV (A,C,N) ,
l ALTOONA, Pa,—92.2 379,587 |
| WFBG-TV (ACN) -
| AMARILLO, Tex.—73.0 99,841 l ;
| KFDA-TV (AC); KGNC-TV (N) [ -
l KVII-TV (A) |
AMES, lowa—85.4 328,516 !
[ WOI-TV (A)

ANCHORAGE, Alaska—80.4 28,126 | |
A Wee ReBel
‘ANDERSON, $.C.—75.2 ]

+188,870
| WAIMTVE (AC) teams up with LEO
s ARDMORE, Okla.—79.7 80,707
_ KVSO-TV (N) to present the
’ o | ASHEVILLE, N.C.—64.4 338,402
KTBC-TV ‘ WISE-TVH (C,N); WLOS-TV (A) 134,754 MGM
oy ATLANTA, Go.—74.3 609,765
o WAGA-TV (C); WLW-A (A); Theatre
! e | wasa | Golden Era
A W|t | AUGUSTA, Go.—67.2 165,291 *
[ WIBF-TV (AN); WRDW-TV (C)
AUSTIN, Minn.—82.5 142,473
ALL AVAILABLE FOR
, AUSTIN, Tex.—81.5 166,310
KTBC-TV (ACN) PARTICIPATIONS
(| 3AKERSFIELD, Col.—90.2 172,761
NETWORKS KBAK-TV| (A,C); KERO-TV (N) 176,222
! , BALTIMORE, Md.—86.8 669,768 ,
, WIZ-TV (A); WBAL-TV (N) % PACKAGE
%1 WMAR-TV (C) Sundoys—2:00 pm to conclusion
—_— —11: lusion
854,'00 people and 164,589 BANGOR, Me.—90.4 119,005 Sundays—11:00 pm tao conc
* ' WABI-TV (AN); W-TWO (C) Both Impressions
TV sets. . . BATON ROUGE, Lo.—64.8 244,019 Flot $70
) WAFB-TV| (C); WBRZ (A,N) +187,314
i PACKAGE 2
Effective Buying income of BAY CITY-SAGINAW, Mich.—90.5 309,821 * ; )
$I 077 996 ooo' WNEM-TV (A,N); WKNX-TV} (AC) 184,240 Fridoys—11:20 pm to conclusion
7 ' ] o (Includes Flint) Flot Rate $40
BEAUMONT, Tex.—78.2 153,783

(This does not include A’ contour in Van-
couver & Victoria, British Columbia)

BIG SPRING, Tex.—85.0 30,264 CHANNEL
KEDY-TV (C)

KTBC Tv KFDM-TV (AC); KPAC-TV (N) .
BELLINGHAM, Wash.—82, 54,847 .
- vy gy o Call Hollingbery Co.
-

BILLINGS, Mont.—50.5 36,420
KOOK-TV (A,C)
AS
BINGHAMTON, N.Y.—92.3 356,846 "
WNBF-TV (A,C,N); WINR-TV} (N) +t ( /i i
Represented Nationally by Paul H. Raymer Company BIRMINGHAM, Alo.—72.0 421,096 / );' {\L\ @ i
(*Source—TELEVISION MAGAZINE) WABT (A,N); WBRC-TV (C) ST _COLUMBUS, GEORGIA i
88 TELEVISION MAGAZINE °* FEBRUARY 1
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et & Stations—-9% Penetration TV Homes Market & Stations—<, Penetration TV Homes Market & Stations—-% Penetration TV Homes
ARCK, ND.—582 56,190  CARTHAGE-WATERTOWN, N.Y.—852 *83,655  CLOVIS, N.M.—60.1 18,087
!V\B)TV (C); KFYR-TV** (A,N) WCNY-TV (AC) KICA-TV (C)
FYR-TV operates satellite KUMV-TV, Wil-
-on, N.D.) CASPER, Wyo.—58.9 12,025 COLORADO SPRINGS-PUEBLO,
¢ KTWO (A,N); KSPR-TV (C) Colo.—63.5 72,350
OMINGTON, 111, tt ’
A CEDAR RAPIDS-WATERLOO, KKTV (A,C); KRDO-TV (N); KCSJ-TV (N)
lowa—=86.2 341,423 COLUMBIA-JEFFERSON CITY,
LOMINGTON, Ind.—85.6 ,
iy (GN) n mm KCRG-TV (A); WMT-TV (C): KWWL-TV (N) Mo.—70.0 Tt
I = asois, nd) CHAMPAIGN, 111.—80.2 384,883 OKOMU-TV (AN); KRCG-TV (A,C)
r ranking purposes, consider this market WCIA (C,N) s Vb?SM:\I/A'ASr::—VchK TV (C 1:};;:
Bomington-Indianapolis) CHARLESTON, §.C.—65.7 193,336 -TV (AN} =TVt (C) 4
LFIELD, W. Va.—58.7 138,697 WCSC-TV (A,C); WUSN-TV (N) Covbﬁcal:s('j?'w;gfw (AC) l::’;:z
NS-TV (N) CHARLESTON-HUNTINGTON, COLUMBU e 66.6 ' 82’925
€, 1da.—67.8 65,247 W. Va.—72.6 417,369 o T\S/, (réu;s.— ) S
:01 (C); KIDO-TV (A,N) WCHS-TV (C); WHTN-TV (A,C): WSAZ-TV (N) cowm;us o;.') o5 W
‘ON, Mass.—92.3 1,383,046 CHARLOTTE, N.C.—70.9 606,452 WBNS-T\; (C)I-OWLV\}_C (N); WTVN (A) ’
BRI WIAC T (A O o T WETV (AC) WSOC-TV (N CORPUS CHRIST"I T 703: 96,965
., Tex.—70. /
RIGEPORT, Conn.—14.6 170,271 CHATTANOOGA, Tenn.—65.3 160,207 KRIS-TV (AN); KZTV (C); 171,269
ICC-TV} (A) WDEF-TV (A,C); WRGP-TV (N) KVDO-TV{ (A)
Al'glé,T\(,A.(-A'l'El\l";N‘—57~5 232,266 CHEYENNE, Wyo.—61.9 “+67,986 DALLAS-FT. WORTH, Tex.—81.0 618,379
CYB- g KFBC-TV (A,C,N) KRLD-TV (C); WFAA-TV (A);
IAN, Tex.—-g&b 31,343 (Operates satellite KSTF Scottsbluff, Neb.) KFJZ-TV: WBAP-TV (N)
_-TX-TV (AL CHICAGO, Il.—91.8 2,124,882 DANVILLE, I1.—77.4 168,502
UFALO, N.Y.—92.2 ‘ 569,631 WBBM-TV (C); WBKB (A); WGN-TV; WDAN-TV}. (A)
'BEN'?/LC)" WBUF-TV (N F216.787 WNBQ (M) DAVENPORT, lowa-ROCK ISLAND
oA .o 158 528 CHICO, Col.—63.0 80,043 1.—88.2 391,314
JLINGTON, Vt.—85. z KHSL-TV (A,C) WOC-TV (N); WHBF-TV-(A,C)
CAX-TV (C) (Does not include Sacramento County where DAYTON, Ohio—91.3 444 256
JUTE, Mont.—57.1 31,843 station has considerable coverage.) WHIO-’T\/ (©): W.LW—D (AN} ’
XLF-TV (A.rN) —— CINCINNATI, Ohio—88.4 628,021 DAYTONA BEACH, Fla.— 155,371
umc(,AMé;h.—Wﬁ ' WCPO-TV (A); WKRC-TV (C); WLW-T (N) WESH-TV
#E GIRARDEAU, Mo.—68.4 217,640 CL\?VEIC()SYB_%G;A\N(’:. Nv‘a.—él.s 70,31 DE\SVAN‘\rSULR‘;'\/‘:IC(LC-_T\Z)ra +130,906
FVS-TV (C) e i ’
JLSBAD, N.M.—63.1 31,338 CLEVELAND, Ohio—291.7 1,183,453 DECATUR, I11.—82.4 164,697
AVESY (C) WEWS (A): KYW-TV (N): WIW-TV (C) WTVPH (A) >

L Cliannel E, 7&:4644}

TV SALES MANAGER

— 710 NEW HOMES MONTHLY! —

Who gave his station a 58.9% in-
|:rease in National Sales in 1956
wver 1955 and a 24.5% increase in
11957 over 1956! (In a four-station |
jmarket!!)

(=

/‘., L "
/ r M\“Ji\
:;/L \t\ LN

He’s had eleven successful years in
the B&T industry; 4 years in Radio,
7 years in Television (all major
markets) . Every minute devoted ex-
clusively to the sale of station time
and facilities.

Z%H//

©

)
Fa\

T

o
SO

[ TAY
2
<

S

Complete reference list including \
present employer, past employers,
leaders in the B&T industry . . . top
local and national agency people will
be furnished upon request.

Furniture — Household — Appliance Sales
up 33.6% in 2 years!

#COVERS MORE OF FLORIDA THAN ANY OTHER TV STATION”

For full information, write Box No. — 181,588 TV HOMES —

[
’RBI‘ 358, TELEVIsioN Macazing, 422

Madison Ave., New York.
b

ﬁ ! TELEVISION MAGAZINE ¢ FEBRUARY 1938

L
v

| '~
DAYTONA BEACH, FLORIDA
AVERY-KNODEL, INC., National Representatives
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DJOLLARS

SPENT

IN SERVICE STATIONS
IN STORER MARKETS
IN 1956°

2 billion in sales of gasoline,
oil, etc. ... a considerable
portion of which was refined
and or purveyed by Storer
radio and television station

R (" g advertisers.

*1957 Sales Management “Survey of Buying Power”

% STORER BROADCASTING COMPANY

F 3
o
SPD-TV WIW-TV WIJBK-TV WAGA-TV WVUE-TV
Twl j (-)h' Cleveland, Ohio Detrait, Mich. Atlanta, Ga. Wilmingtan — Philadelphic
oledaq, a ‘
Ej 1 deSP(?h Cleveland, Ohio Detrait, Mich. Atlanta, Go. Philadelphia, Pa. Wheeling, W. Va. Miami, Fla.
Oledo, 10 ’

NEW YORK— 625 Madison Avenve, New York 22, Plaza 1-3940

| SALES OFFICES CHICAGO—230 N. Michigan Avenve; Chicago 1, Franklin 2-6498

|
|
WJW WJBK WAGA WIBG WWVA WGBS '
f
SAN FRANCISCO —111 Sutter Street, San Francisco, Sutter 1-8689 l

vvwvv.amerlcanraﬂlo ISTOrV.Ccom “
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John €/

Denver families buy the
products and services they
see advertised on KBTV
because KBTYV is the only
Denver station programmed
for the entire family. ..
For the highest-rated

one-minute availabilities,

Daytime or Nighttime in

Denver, see Peters, Griffin,
Woodward, Inc. NOW!

KBTV
a o o

Family
Molling | Statien

10N M

Joo Herold

| Market & Stations- Penctration TV Homes

DENVER, Colo.—84.0 317,538
KBTV (A); KLZ-TV (C};
KOA-TV (N); KTVR

DES MOINES, lowo—85.6 275,956
KRNT-TV (C); WHO-TV (N)

DETROIT, Mich.—WINDSOR,

Can.—91.9 1,432,253
WIBK-TV (C); WWI-TV (N);
WXYZ (A); CKLW-TV

DICKINSON, N.D.—49.6 26,555
KDIX-TV (C)

DOTHAN, Alo.—51.5 64,732
WTVY (A,C)

DULUTH, Minn.—SUPERIOR,

Wis.—73.8 154,817
KDAL-TV (A,C); WDSM-TV (N)

DURHAM-RALEIGH, N.C.—68.8 334,452
WTVD (A); WNAO-TV{ (AQ) «1113,122
WRAL-TV (N)

EAU CLAIRE, Wis.—76.6 112,825
WEAU-TV (A,N)

ELDORADO, Ark.—56.7 35,535

KRBB (N)
ELKHART, Ind. (See South Bend)

EL PASO, Tex.—JUAREZ, Mex.—81.5 88,604
KILT-TV (A); KROD-TV (C); KTSM-TV (N)
XEJ-TV

ENID, Okla. (See Oklohoma City)

ERIE, Pa.—92.5 164,834
WICU (A,N); WSEE-TV{ (A,C) 169,707
EUGENE, Ore.—69.2 **101,444
KVAL-TV (N)
! (Operates satellite KPIC-TV, Roseburg, Ore.)
| EUREKA, Cal.—68.7 41,340
KIEM-TV (A,C,N)

EVANSVILLE, Ind-—HENDERSON,

Ky.—68.3 197,148
WFIE-TVt (N); WTVW (A) +111,566
WEHT-TV}t (C)

FAIRBANKS, Alaska tt
KFAR-TV (A,N); KTVF (C}

FARGO, N.D.—72.2 148,182
WDAY-TV (A,N)

(See also Valley City, N,D.)

FAYETTEVILLE, N.C.—79.0 «1+21,830
WFLB-TVY (A,C,N}

FLORENCE, Ala. ttt
WOWL-TV} (C,N)

FLORENCE, S.C.—57.9 169,776
WBTW (A,C,N)

FT. DODGE, lowa—351.1 123,849 |
KQTVt (N)

FT. LAUDERDALE, Fla. {Sec Miami)

FT. MYERS, Fla.—64.5 18,371
WINK-TV (A,C)

FT. SMITH, Ark.—57.4 57,227
KFSA-TV| (AN); KNAC-TV (C) +33,724

FT. WAYNE, Ind.—89.4 +211,051
WANE-TVt (C); WKIG-TV} (N);

WPTA-TV} (A)

FT. WORTH-DALLAS, Tex.—81.0 618,379
KFJZ-TV; WBAP-TV (N),;

KRLD-TV (C); WFAA-TV (A)

FRESNO-TULARE, Cal.—88.0 228,014
KFRE-TV (C); KJEO-TVt (A) 1194,017
KMJ-TV (N)

GALVESTON-HOUSTON, Tex.—84.1 568,200

KGUL-TV (C); KPRC-TV*** (N); KTRK-TV (A)

(KTRE, Lutkin, Tex. optional  safellite of
KPRC-TV, Houston, Tex.)

GLENDIVE, Mont. ttt
KXGN-TV

GRAND FORKS, N.D.—73.4 34,290
KNOX-TV (N)

GRAND JUNCTION, Colo.—46.8 16,240
KREX-TV (A,C,N)

GRAND RAPIDS, Mich.—90.9 465,563
WOOD-TV (A,N)
(For ranklng purposes, consider this market

Grond Raplds-Kolamazoo)

www americanradiohistorv com

MEDIA MEN AND
WOMEN KNOW
THIS ABOUT

OREGON |
TELEVISION

1 KVAL-KPIC is the only
clear picture in EUGENE |
and ROSEBURG . .. ORE-
GON’S SECOND MARKET
(5th largest in the Pacific =
Northwest).

2 One order covers both
stations.

3 Your Hollingberry man
or Art Moore and Asso-
ciates (Portland-Seattle} |
have the facts.. . call 'em.

b -
-
-
b ]
—f
m
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it & Stations—9, Penetration TV Homes

i BEND, Kan.—69.5

108,567
T (N)
‘& FALLS, Mont.—50.1 37,100
(IB-TV (A,C,N)
‘Il BAY, Wis.—83.0 389,147
AY-TV (C); WFRV-TV (AC)
&1 Marinette)
&« E£USBORO, N.C.—75.1 421,246
WY-TV (A,C)
¥ SHVILLE-SPARTANBURG,
65.4 307,186
3IC-TV (N); WSPA-TV (C)
& EUVILLE-WASHINGTON,
62.4 218,827
'CT-TV {(A,C); WITN (N)
MNIBAL, Mo.-QUINCY, I1.—77.7 164,697
RA-TV (C); WGEM-TV (A N)
! HINGEN-WESLACO, Tex.—56.4 74,648
3T-TV (A,C); KRGV-TV (N)
} JRISBURG, M111.—46.1 142,586

ML-TV} (A,N)
\FISBURG, Pa.—89.1
P-TVt (C); WTPA} (A)
) \RISONBURG, Va.—65.3 80,950
VA-TV (AC.N)
FFORD-NEW BRITAIN, Conn.——82.8 ++
ICTt (C); WNBCt (N); WTIC-TV  +338,633
ASINGS, Neb.—70.8

et174,136

113,156
AS-TV (N)

ATIESBURG, Miss.—62.4 86,865
HAM-TV (A,N)

MERSON, Ky.-EVANSVILLE,

~68.3 197,148
IHT-TVt (C); WFIE-TVt (N) 111,566
VW (A)

:MERSON-LAS VEGAS, Nev.—68.1 25,480
RJ-TV (AN); KLAS-TV (C); KSHO-TV

)ILULU, T.H.—83.6 “*112,885
KMB-TV (C); KHVH-TV; KONA-TV (N)
HLA-TV (A)

SMB-TV  operates satellites KHBC-TV,
Ho, and KMAU-TV, Wailuku. KONA-TV
erates satellite KMVI-TV, Wailuku.)

X OSTON-GALVESTON, Tex.—84.1 568,200
PRC-TV*** (N); KTRK-TV (A); KGUL-TV (C)
ITRE, Lufkin, Tex., optional satellite of
'RC-TV, Houston, Tex.)
TINGTON-CHARLESTON,

'fa.—72.6 417,369
HTN-TV (A,C); WSAZ-TV (N); WCHS-TV (C)
LUCHINSON-WICHITA, Kan.—77.3 290,900 |
TVH (C); KAKE-TV (A); KARD-TV (N)

DHO FALLS, Ida.—66.1 45,627
ID-TV (A,C,N)
MIANAPOLIS, Ind.—86.6 741,115

/FBM-TV (N); WISH-TV (C); WLW-I (A)

iee also Bloomington, Ind.)

‘or ranking purposes, consider this market
rdianapolis-Bloomington.)

LKSON, Miss.—61.7 233,310
VITV (A,C); WLBT (N)

LKSON, Tenn.—54.5 76,023
VDXI-TV (C)

LKSONVILLE, Fla.—64.4 259,225

NMBR-TV (A,C) WEGA-TV (N)
JIFERSON CITY-COLUMBIA,

-.—70.0 122,652
KRCG-TV (A,C); KOMU-TV (AN)
JHNSON CITY, Tenn.—54.1 120,859
: WIHL-TV (A,C)
JHNSTOWN, Pa.—90.2 544,991
1 WARD-TV} (AC); WIAC-TV (N) tt
’ JPLIN, Mo.-PITTSBURG, Kan.—69.3 147,695
KODE-TV (A,C); KOAM-TV (A,N)
"INEAU, Alaska tt
KINY-TV (C)
'ALAMAZO0O, Mich.—90.0 657,360
WKZO-TV (A,C)

(For ranking purposes, consider this market

- Kalamazoo-Grand Rapids.)
ﬂf

VELEVISION MAGAZINE + FEBRUARY 1958

i
“1

- WLBT delivers 31%

more Mississippi homes!

THE JACKSON TELEVISION AUDIENRCE November 1957

JACKSON TOTAL TELEVISION AREA

STATION SHARE OF SETS-IN-USE SUMMARY

MONDAY THRU FRIDAY

Sign-on to 9:00 AM
9:00 AM to 12:00 Noon

r31gn-on to Noon
Noon to 3:00 PM
3:00 PM to 6:00 PM
‘ Noon to 6:00 PM

6:00 PM to 10:00 PM
10:00 PM to Midnight

6:00 PM to Midnight

SATURDAY

Sign-on to 6:00 PM
6:00 PM to 10:00 PM

10:00 PM to Midoight

SUNDAY

Sign-on to 6:00 PM
6:00 PM to 10:00 PM

10:00 PM to Midnight

SUNDAY THRU SATURDAY

6:00 PM to 10:00 PM
10:00 PM to Midnight

6:00 PM to Midnight

SIGN-ON TO SIGN-OFF

iods when the station
e shares are based on time per :
rV.I;I::Scmst:he air. The asteriek is used only for stations
that are on less than the station telecasting the mast
quarter hours during the particular period.

28 AMERICAN RESEARCE BUREAU, INC.

Cchannel3 Jackson |
see Hollingbery

93
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Market & Stations—7% Penctration TV Homes

KALISPELL, Mont.—46.2 8,124
KGEZ-TV (C)

KANSAS CITY, Mo.—84.5 563,663
KCMO-TV (C); KMBC-TV (A);
WDAF-TV (N)

KEARNEY, Ncb.—68.4 118,645

KHOL-TV (A,C)
(Operates satellite KHPL-TV, Hayes Center,
Neb.)

KLAMATH FALLS, Ore.—46.7
KOTI (A,C,N)
(Optional satellite of KBES-TV, Medford, Ore.)

14,583

KNOXVILLE, Tenn.—63.3 236,190
WATE-TV (N); WBIR-TV (C); 182,667
WTVK} (A)

LA CROSSE, Wis.—80.0 128,152
WKBT (A,C,N)

LAFAYETTE, Ind.—87.4 156,771
WFAM-TV{ (C)

LAFAYETTE, La.—58.6 104,600
KLFY-TV (C)

LAKE CHARLES, La.—73.5 140,250
KPLC-TV (A N); KTAG-TV{ (C) +52,510

LANCASTER, Pa.—90.6 571,873
WGAL-TV (C,N)

LANSING, Mich.—89.9 443,517
WIIM-TV (A,C,N)

(Includes Flint)

LAREDO, Tex.—56.4 8,398
KHAD-TV {A,C,N)

LA SALLE, Il Tttt
WEEQ-TV¢

LAS VEGAS-HENDERSON, Nev.—68.1 25,480

KLAS-TV (C); KSHO-TV; KLRJ-TV (A,N)

LAWTON, Okla.—78.0 63,112
KSWO-TV (A)

LEBANON, Pa. tt
WLBR-TV{ (A)

LEXINGTON, Ky.—37.0 + 138,856
WLEX-TV{ (A,N); WKXP-TV}

LIMA, Ohio—73.5 + 168,692
WIMA-TV{ (A,C,N)

LINCOLN, Neb.—79.6 190,649
KOLN-TV (A,C)

LITTLE ROCK-PINE BLUFF,

Ark.—66.3 264,805
KARK-TV (N); KTHV (C); KATV (A)

LOS ANGELES, Cai.—91.3 2,475,459
KABC-TV (A); KCOP; KHJ-TV:
KNXT (C); KRCA (N); KTLA; KTTV

LOUISVILLE, Ky.—76.8 473,224
WAVE-TV (A,N); WHAS-TV (C)

LUBBOCK, Tex.—77.2 130,519
KCBD-TV (A,N}; KDUB-TV (C)

LUFKIN, Tex.—64.1 63,905

KTRE-TV (N)
(Optional satellite of KPRC-TV, Houston, Tex.)

LYNCHBURG, Va.—66.2 161,002
WLVA-TV (A)

MACON, Ga.—56.2 91,460
WMAZ-TV (AC)

MADISON, Wis.—86.0 237,260
WISC-TV (C); WKOW-TV} (A) 113,197
WMTVL (N)

MANCHESTER, N.H.—92.0 972,978

WMUR-TV (A)
(Circulation shown does not include Boston,
Mass., where station has sizable share of
audience.)
MARINETTE, Wis—83.1
WMBV-TV (N)
(Covers Green Bay)
MARQUETTE, Mich.—87.2
WDMJ-TV (C)
MASON CITY, lowa—80.4
KGLO-TV (C)
MAYAGUEZ, P.R. 1t
WORA-TV (C)

199,007

44,120

186,274

9%

Market & Stations—% Penetration TV Homes

MEDFORD, Ore.—55.8 31,610
KBES-TV (A,C,N}

MEMPHIS, Tenn.—62.3 454,938
WHBQ-TV (A); WMCT (NJ,

WREC-TV (C)

MERIDIAN, Miss.—62.0 98,824
WTOK-TV {A,C,N)

MIAMI-FT. LAUDERDALE, Fta.—88.3 359,799
WCKT (N); WITVt (A); +189,578
WPST-TV (A); WTVJ (C)

MIDLAND-ODESSA, Tex.—73.5 77,162
KMID-TV (A,N); KOSA-TV (C)

MILWAUKEE, Wis.—92.5 572,482
WISN-TV (A); WITI-TV t266,304

WTMIJ-TV (N); WXIXt (C)

MINNEAPOLIS-ST. PAUL, Minn.—83.2 720,127
KMGM-TV; KSTP-TV (N)
WCCO-TV (C); WTCN-TV (A)

MINOT, N.D.—60.8 34,187
KCBJ-TV (A,CN)

MISSOULA, Mont.—58.8 43,831
KMSO-TV (A, C)

MOBILE, Ala.—65.5 210,659
WALA-TV (A,N); WKRG-TV (C)

MONROE, La.—62.0 149,188
KNOE-TV (A,C,N)

MONTGOMERY, Ala.—61.2 141,377
WCOV-TVt (C); WSFA-TV (N) 175,905

MUNCIE, tnd.—85.1 195,381
WLBC-TVt (A CN)

NASHVILLE, Tenn.—64.7 363,162

WLAC-TV (C); WSIX-TV (A); WSM-TV (N)

NEW BRITAIN-HARTFORD, Conn.—82.8 tt
WNBCt (N); WHCT¢ (C); WTIC-TV 338,633

NEW HAVEN, Conn.—92.5 893,640
WNHC-TV (A)
NEW ORLEANS, La.—77.3 440,471

WDSU-TV (A,C,N); WIMR-TV} (A,C) 1136,458
WWL-TV (C)

NEW YORK, N.Y.—92.3
WABC-TV (A); WABD: WATV;
WCBS-TV (C); WOR-TV; WPIX; WRCA-TV (N)

4,800,078

NORFOLK, Va.—82.9 319,500
WAVY (A); WTAR-TV (AC); *1163,002
WTOV-TVt; WVEC-TV{ (N)

OAK HILL, W. Va.—58.4 94,882
WOAY-TV (A)

ODESSA-MIDLAND, Tex.—73.5 77,162
KOSA-TV (C); KMID-TV (A,N)

OKLAHOMA CITY, Okla.—79.5 385,184

KWTV (C); WKY-TV (N); KGEO (Enid) (A)

OMAHA, Neb.—86.8 387,666
KMTV (A,N); WOW-TV (C) KETV (A)

ORLANDO, Fla.—66.7 168,485
WDBO-TV (A,C,N)

OTTUMWA, lowa—74.5 156,613
KTVO (C,N)

PADUCAH, Ky.—63.9 135,897
WPSD-TV (N)

PANAMA CITY, Fla.—47.8 19,985
WIDM-TV (A,C,N)

PARKERSBURG, W. Va.—41.9 +137,582
WTAP-TV} (A,C,N)

PENSACOLA, Fla.—62.9 177,138
WEAR-TV (A,C)

PEORIA, 11.—83.8 +1185,390
WEEK-TV{ (N); WTVH-TV} (A)

PETERSBURG, Va.—75.9 254,623

WXEX-TV (N)

(Includes Richmond, Val)

(For ranking purposes, consider this market

Petersburg-Richmond)
PHILADELPHIA, Pa.~~WILMINGTON,
Del.~—91.7

WCAU-TV (C); WFIL-TV (A);

WRCV-TV (N); WVUE (Wilmington)

1,805,007

www americanradiohistorv com

Market & Stations— 9% Penectration TV Mo

PHOENIX-MESA, Ariz.—81.2 ’n,'l

KOOL-TV (C); KPHO-TV;
KTVK (A); KVAR (N}
PINE BLUFF-LITTLE ROCK,
Ark.—66.3 26485

KATV (A); KARK-TV (N); KTHV (C)

PITTSBURG, Kan.-JOPLIN, Ma.—69.3 V47 4y
KOAM-TV (A,N); KODE-TV (A,C)

PITTSBURGH, Pa.—91.7 1,231 39
KDKA-TV (AC); WIIC (N)

PLATTSBURG, N.Y.—84.1 12,50
WPTZ (AN)

POLAND SPRING, Me.—88.7 374y
WMTW (AC) (Mt, Washington, N.H.)

PORTLAND, Me.—88.4 213,11
WCSH-TV (N}); WGAN-TV (C)

PORTLAND, Ore.—78.2 431,38

KGW-TV (A); KOIN-TV (C); KPTV (N)
PRESQUE ISLE, Me.—90.6 59m
WAGM-TV (C)
PROVIDENCE, R.1.—92.5
WIAR-TV (AN); WPRO-TV (C)

PUEBLO-COLORADO SPRINGS,
Colo.—63.5 7235
KCSJ-TV (N); KKTV (A,C); KRDO-TV (N)

755814

QUINCY, 1Il.-HANNIBAL, Mo.—77.7 164 491
WGEM-TV (A,N); KHQA-TV (C)

RALEIGH-DURHAM, N.C.—68.8 334,451
WRAL-TV (N); WTVD (A)

RAPID CITY, $.D.—60.5 26,148
KOTA-TV (A,C,N)

REDDING, Cal.—56.1 41,807
KVIP (N)

RENO, Nev.—65.9 46,164
KOLO-TV (A,C,N)

RICHMOND, Va.—75.9 254,623

WRVA-TV (C); WTVR (A); WXEX-TV (N)
(Petersburg, Va.)

(For ranking purposes, consider this market
Richmond-Petersburg.)

ROANOKE, Va.—71.7 313,268
WDBJ-TV (C); WSLS-TV (A,N)

ROCHESTER, Minn.—83.7 106,018
KROC-TV (N)

ROCHESTER, N.Y.—92.1 303,131
WROC-TV (A,N); WHEC-TV (A,C)

WVET-TV (A,C)

ROCKFORD, 111.—76.6 204,72
WREX-TV (A,C); WTVO{ (N) +129,774

ROCK ISLAND, 11I.—DAVENPORT,

lowa—88.2 391,31
WHBF-TV (A,C); WOC-TV (N)

ROME, Ga.—70.8 112,931
WROM-TV

ROSWELL, N.M.—73.5 56,76
KSWS-TV (A,C,N)

SACRAMENTO, Cal.—90.0 344,851 1/
KBET-TV (C); KCRA-TV (N)

SAGINAW-BAY CITY, Mich.—90.5 309.82"|
WKNX-TV} (A,C); WNEM-TV (AN) 187311
(Includes Flint)

ST. JOSEPH, Ma.—81.0 197,67
KFEQ-TV (C)

ST. LOUIS, Ma.—86.4 781,40
KSD-TV (N); KTVI (A); KWK-TV (C)

ST. PETERSBURG-TAMPA, Fla.—79.2 31533
WSUN-TVt (A); WFLA-TV (N); +17595
WTVT (C)

SALINAS-MONTEREY, Cal.—83.0 138,87
KSBW-TV (A,C,N) .
(includes circulation of optional satellitt
KSBY, San Luis Obispo.)

SALISBURY, Md.—71.3 +157,60
WBOC-TV} (A,C)

SALT LAKE CITY, Utah—82.2 206,44

KSL-TV (C); KTVT (N); KUTV (A}

TELEVISION MAGAZINE * FEBRUARY 195
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load up and fire away with
m KSL-TV’s

FIVE TOP AVAILABILITIES

STAR '\ PREMIERE

AND THE

STORY

PERFORMANCE

“Roy Rogers” first run
OF THE feature films . . . a proven
. mover in afternoon daytime
spots. “Last of the
Mohicans™ . . . top
December ARB rating . ..
PLUS “Suzy,” Premiere
Performance and A Star
and A Story . ..

available for participation

and full sponsorship on

KSL-TV

Salt Lake City
CBS for the Intermountain West

Represented by CBS-TV Spot Sales

www americanradiohistorv com
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SOUTH BEND, INDIANA'S
DOMINANT STATION

WSBT-TV

PRIMARY COVERAGE—
650,000 TV VIEWERS IN
PROSPEROUS MICHIANA *'

WSBT-TV Wins
by a Landslide!

You can reach only one
conclusion when you study
A.R.B., Pulse. Hooper and
other rating reports: Peo-
ple here have a big prefer-
ence for WSBT-TV! No
other area station comes
close to WSBT-TV in the
number of top-rated shows
carried. Chicago and Mich-
lgan stations aren’t even
in the running.

There’s more to this mar-
ket than meets the eve.
The 14 counties in WSBT-
TV's primary coverage
area have annual sales of
$974.611,000—.5063% of
the Nation’s total!

Ask your Raymer man for
the details or write to us.

e KEY-TV (A,C,N)

* 14 counties in No. Ind. and

So. Mich. Set count, 180,570—

3.6 persons per family

WSBT;

SOUTH BEND,
IND,

o A CAS BAKIC OPTIONAL STATION

CHANNEL 227

Market & Stations— /, Penetrotion TV Homes

SAN ANGELO, Tex.—63.0 24,077
KCTV (A,C.N)

SAN ANTONIO, Tex.—70.7 264,313
KCOR-TV}; KENS-TV (C); KONO (A); Tt
WOAI-TV (N)

SAN DIEGO, Cal.-TIJUANA,

Mex.——90.5 277,324
KFMB-TV (C,; KFSD-TV (N); XETV (A)

SAN FRANCISCO, Col.—88.0 1,253,151
KGO-TV (A); KPIX (C); 1215,417
KRON-TV (N); KSAN-TV}{

SAN JOSE, Col.—90.9 212,240
KNTV

SAN JUAN, P.R. tt

WAPA-TV (A N); WKAQ-TV (C)
SAN LUIS OBISPO, Cal. (See Salinas-Monterey)
SANTA BARBARA, Caol.—87.7 91,866

(Does not include Los Angeles, where station
claims additional coverage.)

SAVANNAH, Ga.—66.5 100,752
WSAV-TV (N); WTOC-TV (A,C}

SCHENECTADY-ALBANY-TROY,

N.Y.—92.1 505,791
WRGB (N); WTEN (C); 1167,923
WTRI} (A)

SCRANTON-WILKES-BARRE,

Po.—86.5 +258,787
WNEP-TV} (A); WDAU{ (C);

WBRE-TV! (N); WILK-TV} (A)

SEATTLE-TACOMA, Wash.—84.4 479,440
KING-TV (A): KOMO-TV (N);

KTNT-TV (C); KTVW

SEDALIA, Mo.—78.2 29,781
KDRO-TV

SHREVEPORT, Lo.—69.6 224,505
KSLA (A,C); KTBS-TV (A,N)

SIOUX CITY, lowa—81.2 245,346
KTIV (N); KVTV (A,C)

SIOUX FALLS, 5.D.—73.8 **%201,430

KELO-TV {AN)
(Operates sateilite KDLO-TV, Florence, S.D.
and KPLO-TV, Reliance, 5.D.)

SOUTH BEND-ELKHART, Ind.—85.7
WNDU-TV} (N); WSBT-TV¢ (C);
WSIV-TVt (A)

185,466

SPARTANBURG-GREENVILLE,
$.C.—65.4
WSPA-TV (C); WFBC-TV (N)

307,186

SPOKANE, Wash.—74.5
KHQ-TV (N); KREM-TV (A);
KXLY-TV (C)

232,694

SPRINGFIELD, 111.—72.1
WICSt (AN)

SPRINGFIELD-HOLYOKE,
Mass.—90.7
WHYN-TV$ (C); WWLPt (A,N)

*1107,429

*1197,820

SPRINGFIELD, Mo.—74.)
KTTS-TV (C); KYTV (A,N)

94,146

STEUBENVILLE, Ohio—86.5
WSTV-TV (A,C)
STOCKTON, Cal.—
KOVR (A)
(Market being re-evaluated due to change in
transmitter location)

504,902

SUPERIOR, Wis.-DULUTH,

Minn.—73.8 154,817
WDSM-TV (N); KDAL-TV (A,C)

SWEETWATER, Tex.—82.3 59,568
KPAR-TV (C)

SYRACUSE, N.Y.—91.2 473,343

WHEN-TV (A,C); WSYR-TV*** (N}
(WSYR-TV operates satellite WSYE-TV, EI-
mira, N.Y.)

www.americanradiohistorv.com

Market & Stations—% Penetrotion
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TACOMA-SEATTLE, Wash.—84.4
KTNT-TV (C); KTVW; KING-TV (A);
KOMO-TV (N)

TALLAHASSEE, Fla.—{(Sce Thomasviile

TAMPA-ST, PETERSBURG, Flo.—79.2 3)

WEFLA-TV (N); WTVT (C); Nrsgy
WSUN-TV} (A)

TEMPLE-WACO, Tex,—75.3 |,u
KCEN-TV (N); KWTX-TV (A,C)

TERRE HAUTE, Ind.—79.8 2
WTHI-TV (A Q)

TEXARKANA, Tex.—55.7 “‘
KCMC-TV (AQ)

THOMASVILLE, Ga.-TALLAHASSEE,

Fla.—58.0 on
WCTV (A,C,N}

TOLEDO, Ohio—90.2 75 M
WSPD-TV (A,C,N)

TOPEKA, Kan.—79.3 178,68
WIBW-TV (A C)

TRAVERSE CITY, Mich.—76.1 51,8
WPBN-TV (N)

TUCSON, Ariz.—84.8 814
KGUN-TV (A); KOLD-TV (C); KVOA-TV IN|

TULARE-FRESNO, Cal.—88.0 2280
KFRE-TV (C); KJEO-TVt (A); 1940
KMJ-TV1 (N)

TULSA, Okla.~—79.1 218
KOTV (C); KVOO-TV (N);
KTUL-TV (A)

TUPELO, Miss.—51.9 318
WTWV (N)

o e e et o e s s R R S i e (o

TERRE HAUTE,

Indiana's 2nd Largest |

TV Market ;

o — — ———

251,970
TV Homes

BOLLING CO.
N E W Y O R K
€C H 1 € A G O
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t & Stations— 9 Penetration TV Homes
« FALLS, ide.—67.5 29,297
. =TV (ACN)
14 Tex.—62.8 102,868
(A,C,N)
| JROME, N.Y.—92.5 146,241
v (ACN)
7 CITY, N.D.—71.2 162,724
-TV (C)
also Fargo, N.D.)
(TEMPLE, Tex.—75.3 152,039
X-TV (A,C); KCEN-TV (N)
MNGTON, D.C.—85.2 761,846

ML-TV (A); WRC-TV (N);

P-TV (C); WTTG

INGTON-GREENVILLE,

-52.4 218,827
IN(N); WNCT (A,C)

-

vs ‘BURY, Conn.—92.5 1169,869
‘R-TVt (A)

¥ TILOO-CEDAR RAPIDS,
-86.2 341,423
WL-TV (N); KCRG-TV (A}; WMT-TV (C)
AU, Wis—74.2 91,631
U-TV (A,CN)
LCO-HARLINGEN, Tex.—56.4 74,648
VSTV (N); KGBT-TV (A,C)
IPALM BEACH, Fla.—81.0 95,142
INT-TV (A); WPTV (C,N)
.ING, W. Va.—84.9 436,780
RE-TV (A,N)

4 ¢ITA-HUTCHINSON, Kan.—77.3 290,900

E-TV (A)***; KARD-TV (N); KTVH (C)
B €CITA FALLS, Tex.—70.7 134,545
pX-TV (A,N); KSYD-TV (C)
1.:S-BARRE-SCRANTON,
36.5 1258,787
RE-TVt (N); WILK-TV} (A);
/RM-TV} (A); WDAU-TV} (C)
¥ LINGTON, Del, (See Philadelphic)

v LINGTON, N.C.—53.0 141,938
AFD-TV (A,N)

" PMTON-SALEM, N.C.—84.6 318,657
JS-TV (N); WTOB-TV} (A) 169,754

% IMA, Wash.—70.4 “**$114,065

AA-TVt (A,C,N)

oerates satellites KLEW-TV, Lewiston, !da.,
¢tAS-TV, Ephrata, Wash., KEPR-TV, Pasco,
nsh.)

’(, Pa.—38.6 +1102,842
WOW-TVt; WSBA-TV| (A)

T INGSTOWN, Ohio—74.1 +181,914
FMJ-TVE (N); WKBN-TV (C);
KST-TVt (A)
AA, Ariz.—92.5 *28,960
VA-TVY (C,N)
YESVILLE, Ohio—60.9 « 151,682

HIZ-TV} (A,CN)

Due to conflicting reseorch data, this mar-
ket has not been re-evaluated pending fur-
ther study.

U.H.F.

- Incomplete data.

New station—coverage study not completed.
U.S. coverage only.
Includes circulation of satellite.

Does not include circulation of satellite.

WPENED IN JANUARY: 2

Aarket Stotion Channel
*eoria, . WMBD-TV  (31)
Minot, N. D. KMOT (10)
'DUE TO OPEN IN FEBRUARY: 1

‘Market " Station Channel
—— -5

khoﬂanoogo, Tenn. WTVC (9)

B

]
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the fabnlons {£

TV-TULSA covers 45 counties where . . .

THERE ARE 319,278
TV FAMILIES*

Within the “fabulous 45 are 31 Oklahoma
counties where the retail sales equal half of
Oklahoma’s total — the half you can’t reach
without TV-TULSA. Counties in Kansas,
Missouri and Arkansas are a bonus to this rich
Oklahoma market.

you get the fabulous 45.; ",!; V-
ONLY [with ... . \
=== . :TULSA

*Television Magazine
August 1957

wwWw americanradiohistorv com
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TELEVISION AND OUR PSYCHOSOMATIC ECONOMY From page 37

Is abillion dollar profit for Gemeral Motors "normal"?

industry slowed up because of a slack-
ening in demand in turn brought on
by economice conditions, or is the pub-
lie holding back a bit because of un-
certainty?

The broadcasters must face the fact
that there will always be changes in
industries which direetly affect rheir
own bhillings, IFor this reason, there is
a serious need to broaden television’s
advertising base. TvB in particular, has
been working toward this goal for some
time, In 1958, the apparent weak spol
will be in automotive advertising ex-
penditures, which in 1957 amounted to
approximately  $65,000,000, including
time and programming on the nel-
works, 1t is understood that one of the
major molor companies has already
requested its divisions to cut back their
total advertising by 25%.

While approximately 80% of televi-
sion billings comes from comparatively
recesston-prool advertisers  such  as
food, drug, toiletries and soap, the
crean can well be skimmed off by auto-
molive and appliance cutbacks. Though
many advertisers will cut back their
promotion eflorts because of temporary
scthacks and in spite of the fact that
simple logic would indicale increased
promotion efforts, other advertisers
have, or will cut back, because of defi-
nite changes in the demand for their
product, which arc not necessarily tem-
porary un nature,

The necessity for hard selling

As Jar back as last August, NBCG
president Robert Sarnoll was already
accepting the neeessity for hard-selling
by the networks, Although he was then
concerned with dnflation rather than
cconomic slowdown, some of his com-
ments of that month are just as perti-
nent at this time. He said: <. . 1eles
vision g8 subject 1o the some siresses
of an in”ulinnm‘y, and al limes an-
setted, cconomy tha every other -
portant American industry is. Many
large advertisers . have, with their
agencies, adopted o more cantions atti-
tude toward major advertising invesi-
ments in all medie We should
be mature enough o mediam 1o analyze
onr problems cabnly withont hitting
out in b different divections ., . The
cevtral fact {is] that the networks
possess o nagic inonunity fvom prob-
lesm common 1o all husiness in s
unsettled timew” e called “Tor pealizn.

98

tion of our true role as part of the
American business cconomy, accepling
in equal measure the problems and re-
wards of that economy.”

We are a nation that is constantly
expanding. Every day, there are thou-
sands of more mouths 1o feed, new
driver’s licenses, new marriages need-
ing homes, furniture and so forth. And
almost every day, science has turned
out new products which become stand-
ard fixtures in the American home;
products which were unknown a few
years ago. This constant expansion
alone should be suflicient to preclude
a major depression such as that of
1929,

There has yet to be an economic
theory widely accepted that can explain
on solid ground why depressions must
be a parl of our economic system. Ad-
justment periods yes; recessions pos-
sibly; but depressions no. Bul a depres-
sion can still take place if American
business is not properly equipped in
its understandings of the mechanics of
our economy. Missing from among the
many standard economic baromelers
on which the financial predictions are
made, such as carloadings, housing,
automotive sales, gross national prod-
uct, savings, cle., is the all-important
psychological factor. Secrctary of Com-
merce Sinclair Weeks pointed up this
arca in his year-end statement as fol-
lows: “TO57 was spurt then sag. 1958
looks like mild dip then climb . . . and
looking ahead we should keep the
cconomy in perspective, taking into
account the attitude of the people as
well as the statistical indicators,”

And. cncouraging in this divection
is the Tact thar the Federal Reserve
Board has recognized the important
psychological Tactor in that it now asks
a series ol questions on planned pur-
chases, conlidence in the Tuture, and
other related queries in an efort to
probe pablic attitndes.

IUmay be helplul 1o recall that back
in 1G4 the country was going thronugh
another peviod of adjustment, with all
the huromaeters predicting a downward
birn, Conlidence among business men
was ebhing, Along came Harlow Car-
lico of General Motors with a vote of
confidence in our expanding cconomy
to the tune of an announced biflion
dollar commitment for his company’s
capitul expansion oatlay. This vote of
confidence seomed 1o gather up and

www.americanradiohistorv.com

dispel any doubts that business hy
to its immediate future, and in gy
lime there was a surge forward,

Are we faced with a similar sityag
today, or are we going through a g
mal fluctualion in our economy whj
is beyond psychological  stimyly
There are no easy answers. It may |
that we have taken abnormally prof
able years as the norm. ls a billj
dollar profit for General Motors “y
mal”? Is a six million car year “pg
mal”, or is the five million figure mo
representative of long-term reality?

TV has had unusual prosperity

In this respect, it is important to 1
member that television has enjoyed
novel prosperity. So long, indeed, h
this prosperity lasted as the mediu
mushroomed, that many in the indust
have confused it with normalcy,

Obviously, it would be unrealistic
expect lo operale consistently at t]
high-profit levels of previous yea
Stalion management must be able
convince ownership that the objecti |
of sustaining this high-profit level |
all costs, in the face of temporary bi
ing declines, is dangerous not only
the medium, but to our entire econon |
as well,

The television medium is without
doubt the most powerful mass cor
munications force yet developed. Ther
fore, its role in our marketing econon
is as vital as the most eflicient produ
tion line,

This is the heart of the matter. It
through an understanding of the ¢
social and economic power of tele
sion, that the medium and those wlo
use it can begin ro make their oyl
serious contributions to the natiot §
econiomic welfare. 1t is not enough £
television to seck biltings, nor for a »
vertisers (o consider only how to In !
time at maximum cost elliciency, T
fates ol both medium and aser a2
intorwined, with cach other. and wil
ihe cconomy at large, And this impos #
w responsibility as well as offering |
faajor opportunity.

Given a full awarencess of the impe |
of TV on public attitudes, it is not i
conceivablo to see intolligent use ma ¢
of the medium to help cure natior
cconomie ills, There is no real veas
why television cannot be used as
lever in the cconomy, similar to su
familiar controls as raising and low

/To page |
FEBRUARY 1§
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YOU MIGHT DRAW A ROYAL FLUSH —

BUFF . . . YOU NEED WKZO-TV

AMERICAN RESEARCH BUREAU TO GET THE JACKPOT

MARCH 1957 REPORT
GRAND RAPIDS-KALAMAZOO IN KALAMAZOO-GRAND RAPIDS!

Number of Quarter Hours For the winning hand in Kalamazoo-Grand Rapids you
I PERIODS with Higher Ratings need the market dominance of WKZ0-TV! Look at the
WKZO-TV - facts: ARB shows WKZO-TV is first in 267% nore quarter
- on
hours than the next-best station—327 for WKZO-TV, 89
MONDAY THRU FRIDAY for Station B!
8:00 a.m. to 6:00 p.m. 143 57
6:00 p.m. to 11:00 p.m. 94 6 . . ek . ) , .
| D:Ym ° p.m WKZ0-TV telecasis from Channel 3 with 100,000 watts
R . ’ . b . . ' a_o
8:00 a.m. to 11:00 p.m. 50 10 from ]QO() t’ower. It ic the O“I('li.ll Basic CBS Television
SUNDAY QOutlet for Kalamazoo-Grand Rapids—serves over 600,000
9:00 a.m. to 11:00 p.m. 40 16 television homes in one of Americd’s top-20 TV markets!

WKZO-TV — GRAND RAPIDS-KALAMAZOO

NOTE: li in the fol! propartians—Grand Rapids
?:;Ygz/o)i,msKejcrv?:zo?qqﬂlgg?,)I,n Mu:keginovﬂr;g.ﬂ ), Battle Creek (18.5%) ‘
I p | —~— '/ i
ST The Felyer Hlal
. 7 She Selyer Slations

V(470 RADIO — KALAMAZOO-BATTLE CREEK 100,000 WATTS e CHANNEL 3 e 1000° TOWER

5 WJEF RADIO — GRAND RQP:(DSL 200
o WJEF-FM — GRAND RAPIDS-KALAM R ) h .
li{" KOLN-TV — LINCOLN, NEBRASKA Studios in Both Kalamazoo ond. G.rand Rapids

g Associa’;govairx LUNOIS For Greater Western Michigan

j WMBD RADIO — . . - '

: Avery-Knodel, Inc., Exclusive National Representatives

* Odds against it—649,739 to 1!

fo

M |
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Mrs. America
who controls
the purse-strings

of the nation

Advertisers who sell to the home and family are having marked suc-
cess with PURSE-SUASION — through which sales messages are
strategically placed, Monday through Friday, covering the entire
daytime audience. Reasons for this success are obvious:

1. Tt combines the persistence of Saturation with the impact of
Television.

2. No other medium delivers your selling message with Television’s
penetrating power of Sight, Sound and Motion.

3. Through PURSE-SUASION your commercial reaches Mrs.
America at home—during her “business hours”—when you can most
easily focus her thoughts on the health and comfort of her family.

Developed by the stations Blair-TV represents, PURSE-SUASION
is available at rates that appeal to alert mass-market advertisers. It
can be applied in one market —or coast-to-coust. For details, phone
your nearest Blair-TV office. .. ... .. Or use this handy coupon now p

OFFICES: NEW YORK « CHICAGO + BOSTON + DETROIT -+ ST. LOUIS
TEmpleton 8-5800  SUperior 7-5580 KEnmore 6-1472 WOod'rd 1-6030 CHestnut 1-5686

JACKSONVILLE « DALLAS + LOS ANGELES « SAN FRANCISCO « SEATTLE
ELgin 6-5570  Riverside 1-4228  DUnkirk 1-3811 YUkon 2-7068 ELtiott 6270

www.americanradiohistorv.com

LAIR-TV

Blair-TV represents these major-market stations:

WABC-TY —New York
W BKB— Chicago
KTTV—Llos Angeles

W FIL-TV —Philadelphia
WXYZ-TV —Detroit
WHDH-TY —Boston
KGO-TY—San Francisco
WIIC —Pittsburgh
KTVI—St, Louis
WEWS—Cleveland
WJIZ-TV—Baltimore
KFJZ-TV—Datlas-Ft. Worth

BLAIR-TV Dept. F

KING-TV —Seattle-Tacoma
WPRO-TVY —Providence
WCPO-TVY—Cincinnati
KGW.TY—Portiand
WDSU-TV—New Orleans
WFLA-TY —Tampa
WBNS-TV —Columbus
WMCT —Memphis
KFRE-TY —Fresno
WOW-TV—Omaha
WNBF-TV —Binghamton
WFBG-TY — Altoona

415 Madison Avenue, New York 17, N. Y,

I'd like complete information about PURSE-SUASION
—and how to use it most effectively. Please phone
me for an appointment.

Name

Position

Company

Street Address

Phone

City & State
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ELEVISION AND OUR PSYCHOSOMATIC ECONOMY From page 98

letrenchment for the TV station inevitably means a weakening of the medium

1g of interest rates, government spend-
12, taxes, and so forth.

In other words, the real solution to
V’s current problems does not lie in
ther hearty expressions of rosy con-
dence or artificial shots in the arm,
or does it lie in naive exhortations to
dvertisers that do not take into ac-
»unt their very real problems. It lies
1 a willingness to grapple with reality
n the basis of known facts and to live
p to the responsibilities that go along
rith the use of the medium.

Those who question the vitality of
'V would do well to ponder the impli-
ations of three events in the last
aonth. One was the amazing response
o Dave Garroway’s offer of the Rocke-
eller Report on national defense made
m NBC’s Today. Over 200,000 re-
(uests were received! For a serious and
ober report. And on an early morning
yrogram.

ZBS program had outstanding impact

Another was the impressive impact
»f CBS’s outstanding “Where We
Stand”; the network’s televised edi-
torial was reprinted in full on the
editorial page of the New York Herald-
Tribune and in a number of other
papers. The third was the great and
highly significant recognition given to
the broadcast media by Congress at the
CBS Affiliates Conference in Washing-
ton. Over eighty senators attended the
dinner. In all, some seven hundred
Congressmen and their wives turned
out for this function.

During the Conference, CBS presi-
dent Frank Stanton spoke frankly and
carnestly on the problems facing the
medium. He candidly admitted that
“although the CBS Television Network
had a record year in 1957, in terms of
revenues, the increased costs of doing
business resulted in an actual decline
in the network’s 1957 profits as com-
pared to 1956. There is a softness in
the national economy. We begin this
year 1958 optimistic, but realistically
aware that this softness may well be
felt in television networking.”

Stanton forcefully stated the thesis
that this publication has long argued:
that television is a powerful force cap-
able of profoundly affecting our eco-

nomic and social life. He said: “No one

could be in this industry without know-
ing very well that the prosperity of
this nation rests upon the increasingly

TELEVISION MAGAZINE < FEBRUARY 1958

effective distribution of goods and
services to more and more people. As
our economic frontier one and two
generations ago was the mass produc-
tion of goods, our economic frontier of
today and tomorrow—unless circum-
stances should force us temporarily into
a controlled economy—is the mass dis-
tribution of goods.

“Television has come to maturity at
a time when the dynamics of our total
social scene point with increasing
sharpness at what Marion Harper, Jr.
calls ‘The Coming Crisis in Distribu-
tion.” Mr. Harper reminds us that, while
we can expect new population increases
and proportionate expansions in goods
and services, the labor forces to supply
manpower for distribution will not in-
crease commensurately.

“It is my view that television, and
particularly network television, can,
and must, play a major part in the
resolution of this distribution crisis.

“American industry itself has estab-
lished that television is an extraordi-
narily effective force of marketing and
distribution.”

But television can only live up to its
potential if its power to influence is
not weakened. And this is the real
danger during adjustment periods.
Like all businesses, media is tempted
to retrench when things “are slow.”
But while it may make sense for others
lo trim operations until inventory is
reduced, it is dangerous for the broad-
caster to do so. His responsibility is
larger. Retrenchment for the television
station must inevitably mean a lower
level of public influence, a weakening
of the medium. This can only mean
adding to whatever economic stresses
may exist, perhaps intensifying them
and hastening the downward spiral.

To some, this point of view may seem
neglectful of the cash realities of our
society. Actually, it is the most com-
mercial of all points of view. It is
interesting to note that it was Vice
President Richard Nixon who told the
assembled station men at the CBS
Washington meeting that it would pay
them to experiment with information
programs. He pointed out that it would
not only be good public service, “but
good business as well.”

The commercial strength of the
medium, in other words, stems from its
unmatched power to satisfy certain

basic human needs of information,

education, and entertainment as no
other form of communications can. To
allow this instrument to deteriorate in
its quality of service, would be to
diminish its commerciai value as well.

This is as true for the advertiser as
it is for the medium. The advertiser,
after all, cannot effectively distribute
his goods, if he contributes to a weaken-
ing of his major marketing tool.

TV must tell its story to the nation

Here is spelled out one of the most
immediate tasks of the medium. It must
go far beyond trying to convince the
advertiser of its soundness or superi-
ority as a sales instrument. It must tell
the story of its vitality and social im-
portance to the nation at large, to the
public, business leaders, opinion mak-
ers and Government. There is no better
way than by telling this story on the
air itself, on both the network and local
level. This is a point of view which
TeLEVISION MAGAZINE has long ex-
pressed.

In last month’s issue, Corinthian
Broadcasting Co. president C. Wrede
Petersmeyer proposed the formation of
an industry-wide committee armed with
a budget of $100,000, which would be
devoted to the job of carrying the tele-
vision story to the nation.

Not only could the medium, through
such endeavors, increase understanding
of its true role in the economys, it could
conceivably also make a vital contribu-
tion to public confidence in our eco-
nomic future, because a good many of
the ills of business are largely psycho-
somatic. Certainly, a *“Where We
Stand” approach by a major network
to the domestic situation could do much
in this direction.

Thinking back upon Harlow Cur-
tice and 1954 makes one wonder
whether some similar dramatic move
today might not change the economic
picture overnight. An advertiser, or a
network, or both, by issuing a start-
ling announcement of faith in the fu-
ture, and backing it with a substantial
investment of hard cash—could con-
ceivably touch off a wave of renewed
optimism that would have its ultimate
impact in the form of a more active
and forward-looking national market-
place. END

Photo on page 36, Courtesy of Sylvania,
Flashbulb Division.
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OR A HAPPY PRESENTATION |

The joy of accomplishment is a universal happiness.

Especially in the case of a film which is your creation, born
out of hard work and careful planning.

Because Precision’s staff of specialists adds its own
creative efforts to yours by the use of specially designed
cquipment, and by careful handling and intelligent timing —
you might say we are fellow creators, working with you

to bring out all you’ve put into the original...Yes,

and maybe more!

So, when you turn those 16mm dreams into
realities, be sure to call upon Precision for the uccurate, sound
and exract processing your films deserve.

Remember: Precision is the pace-setter in processing
of all film. No notching of originals—scene to scene
color correction, optical track printing,

all are the very best ... 35mm service, too!

you'll see

anEnns 1 o v

FI1L LM « A B ORATORI ES, I NC
21T Wonst A46G1th Street, Now York 36, New York

A DIVIRION OF ) A MAURE R, INC

In everything, there ia one best . . . in tilm processing, it's Precisior

www americanradiohistorv com
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*) PONT’S 3-MINUTE DOCUMENTARIES From page 17

clearly defined set of objectives determines the commercials' content

( Pont as a large business in a con-
wcing, logical and dramatic manner,
> conventional minute length would
ve been completely inadequate. The
oice of a motion-picture documentary
'le for our commercials followed nat-
ally from the purpose they had to
hieve.”

But will the audience sit still for three-
nute pitches, especially three of them
ring a single program? Isn’t there the
nger of boredom setting in? Answers
ardenburg: “We {feel that a commer-
al can hold viewers’ interest as long as
i is genuinely interesting, that people
vuld be more likely to watch a well-
ced three-minute commercial that
mkes an important point than to see
iefer messages that told only frag-
nts of a story.”

om fashion to solar energy

The content of each documentarv is
stermined by a set of clearly defined
stitutional objectives. Commercial time
rough the year covers most of Du Pont’s
| industrial and some of its 14 auxiliary
epartments. Among the subjects trealed
re Du Pont’s contributions to fashion
1 clothing, highway safety, research in
1e use of solar energy, food packaging,
yes, house furnishings. Others deal
ith the company’s research efforts. the
eed for large companies in the Ameri-
an economy and Du Pont’s aid to
ducation.

The base for film operations is the
follywood studio of Universal, which
yroduces the films. Total film work for
he documentaries used on the 10
nonthly shows will require 23 weeks.
Films are shot in groups of three or six.

A good deal of the shooting necessitales
location work. much of it in Du Pont™
various laboratories and plants. To in-
sure accuracy and a feel of reality, crews
have ranged across the country to get
film footage at the actual scene of an
event.

A basic crew of from 30 to 50 pro-
duction people are involved in each group
of six comnercials. There may be us
many as 100 specialists behind the

'scenes contributing at some point to the

production. Du Pont iechnical experts
assigned to the jobh have the final say on
how things can be shot.

The opening sequence used for each
show was prepared in New York. Two
months of work and the services of a
glass blower and two chemists went into
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the preparation of the 50-second intro-
duction.

Du Pont began its use of air media in
1935 with the Calvacade of America as
its primary vehicle. In 1952, it trans-
lated the program into a television film
series which ran first on NBC and later
on ABC.

A year ago, Du Pont decided to change
its program. Du Pont and its agency,
BBDG&O, analyzed the potential of vari-
ous types of programming including 167
different new show ideas. They concluded
that spectaculars, last season in ill
repute, were the surest way of attracting
large audiences. In addition, specials of-
fered many advantages which, while
dificult to measure, were nevertheless
real: the excitement ot a big once-a-
month program and its ahility to capture
public interest and to convev a sense of
quality and taste tipped the scales in their
favor.

Following is the client {act sheet
sent by Du Pont to their agency, BBD&O
for the commercial on color condition-
ing. TeLevision MAcazINE estimates the
sost of production at over $20,000. The
final chooting script for this commercial
appears on page 104,

CLIENT FACT SHEET

SUBJECT :

Color Conditioning
DEPARTMENT:
Fashions and Fabrics
OBIECTIVE:

Du Pont has a strong sense of responsi-
bility as a “good citizen” (relations with

employees, plant  communilies, and
broader social contributions.)
THEMLE:

Du Pont used its knowledge of paint
chemistry to evolve 1heory of color con-
ditioning, which benefits people in many
ways.

STORY TREATMENT:

Tying in with the reopening of “school”
in September, this color commercial for
the first show (September) would open
with an exterior shot of a brand-new
(and, if possible, revolutionary-design})
.chool, pointing out its advantages in
geographical layout, landscaping, etc.,
and then we would move inside to in-
vestigate quickly some of its new func-
tional features, including color condition-
ing. (The old blackboard isn’t black any

more, and the new wall treatment—
tranquil green—combined with adequate,
glareless lighting, relieves eyestrain and
classroom fatigue makes teaching
and learning easier). Moral: how far
we have come in just fifteen years from
the school rooms that you and [ used to

know.

How did this Color Conditioning by Du
Pont come about? Because back in 1928
a surgeon came to Du Pont, convinced
that the glaring white walls of the op-
erating room were responsible for eye-
strain. Today, color-conditioned hospi-
tals make your stay more pleasant, (the
pleasant, subdued. soothing effect of
today’s hospital bedrooms or, for
mothers, the gay, bright colors of their
hedrooms—in keeping with their happy
mood and short convalescence. Recep-
tion rooms are gay, inviting, instead of
“institutionally drab.” And in addition
to thic emotional lift to you, it makes the
staff personnel work better, see better
and feel better.)

Du Pont’s continuing interest in public
welfare carried its Color Conditioning
program into offices and stores, etc., and,
even more important, into plants, where
its Safety Color Code has markedly re-
duced accidents. Show how confining
each color or pair of colors to one “area”
of safety has hecome standard procedure
... has in fact, saved money and mun-
hours and time losses, as well as human
lives. (Show specific worker and ma-
-hine, hefore, during and after Color
Conditioning).

Finally. Du Pont’s Color Conditioning
Plans are complete—include coordinated
schemes for the entire plant for consist-
ent. attractive appearances, and for
easy. economical maintenance . . . in-
cluding focal-painting for the outside of
the plants. to spotlight the plant’s best
features and distract the eye from less
pleasing points—thus aiding community
relations and boosting employee morale.

In fact, in just about every area of our
normal lives—from homes to factories—
Color Conditioning has improved our
living ease and comfort and health . . .
just one of many public service programs
at Du Pont designed to complement and
back up the continuing production of
Better Things for Better Living

through Chemistry. /To next page
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DU PONT’S 3-MINUTE DOCUMENTARIES From poge 103

BBD&O FINAL SHOOTING SCRIPT—COLOR CONDITIONING

Based on Client Fact Sheet shown on preceding page

For Sept. Show, 8th Revise. 7/19/57
OBJECTIVE: SHOWS HOW DU PON'
HAS A STRONG SENSE
0] RESPONSIBILITY
As A GOOD CITIZEN
IN ITS BROAD 50OCIAL
CONTRIBUTIONS.
(CO TO BLACK AT END OF ACT)
FADE UP ON:

1. CLOSEUP OF CIEMICAL AP-
PARATUS SHOT
(MUSiC: UP TO THEME, 1OLD-

ING FOR:)

2. SUPER DU PONT OVAL AND
START TO TILT UP WITII OVAL
SUPERED OVER APPARATUS
AND MOVINGC WIiTH CAMERA.
OVAL CASTS A SMALL sPOT-
LIGHT AS IT MOVES.

(MUSIC: CONTINUES)

3. PAN RIGHT TO FLORENCE

FLASK AND HOLD. INSIDE OF

The old-fashioned blackboard and
buff-colored walls were pretty dreary.

8. DISSOLVE TO MODERN CLASS-

0.

ROOM.

But today, classroom walls and wood-
work are painted in pleasing, neutral
shades—- the blackhoard is a
restful light green.

PAN STUDENTS SITTING TUP
ERECTLY AT THEIR DESKS,
READING AND/OR WRITING.
Your children have more pleasant
surroundings. Thev can see and read

Ven

more easily.
PAN TO TEACHER AT HEAD OF
CLASS.

REPORTER (V.0.) (CONT’D)
Modern classrooms are improved in
many wavs by color conditioning . . .
the
greater comfort and well being.

DISSOLVE TO:

science of using color for our

16.

17.

18.

DARK BACKCROUND.

Here’s a macliine shop before colgr
conditioning-—a gloomy, dangeroys
place to work.

WIPE TO WORKERS AT MaA.
CHINE IN PLANT IN COLOR
CONDITIONED PLANT.

But after color conditioning, em.
ployees sece better and work in great.
er satety.

DISSOLVE TO.
MLS OF PLANT. PAN FOR IN.

TERESTING SHOTS. _
REPORTER (V.0.)
This scientific use of color led Du
Pont to develop a complete safety
color code now wused in industry
throughout the world .
CUT To:
CU OF SAFETY EQUIPMENT.
REPORTER (V.0.) (CONT'D)
. bright red for fire-protection
equipment.

FLASK IS PROCESSED A CHILD'S 1], MCU OF SURGEON IN OPERAT- CUT TO
. FINGERS IN ACTION FINGER- ING ROOM. HE STRAIGHTENS . : ;
PAINTING. UP, SOUINTS AND RUBS EYES. 19. CU OF SAFETY EQUIPMENT IN
MUSIC: SEGUE TO SWEEPS TO  Colur conditioning began about 30 LLANTS. "HAND —OPENS THE
STRINGS TO REPRESENT vears ago when the glaring white (.JABINET' . .
STROKES OF COLOR, THEN ulls of operating rooms were sirain- 2 0¥ green for first aid equipment.
HOLD BEHIND) ing surgeons’ eves—cutting down e , CUT TO: §
| 4 MOVE INTO FULL SHOT OF their efficiency. 20. CU OF STRIFED POLES NEAQ
E SAME HANDS FINGERPAINT- 12 DOCTOR AND DU PONT TECH- MACHI.N.E.R.Y' !
ING. NICIANS AROUND TABLE ON ng}l visibility yellow to caution
| (MUSIC: UNDER) WHICH THERE ARE CHARTS against hazards.
REPORTER (VOICE OVER) AND OTHER PAPERS. THEIR AT- DISSOLVE TO:
From the earliest age, we're fasci- TENTION RIVETED ON SMALL 2l INT. MODERN OFFICE.
nated by color. Color attracts us. MODEL ROOM ON TABLE. Color works for us almost every plac
E Color excites us. Color soothes us. One doctor came to Du Pont for we go. In 'oﬁ“lces, it contributes to
l CUT TO: help . . . and Du Pont color experts greater efficiency and comfort.
5.CU OF FACE OF CHILD WHO set 10 work on this serious problem. WIPE TO:
IS FINGERPAINTING. BACK-  They measured the reaction of the 22- INT. MODERN RESTAURANT.
GROUND 1S SCHOOLROOM. eve to different colors . . . and studied In restaurants the scientific use of
REPORTER (CONT’D) their psychological eflects. color makes dining more enjoyable.
And today, color means more than 13, DOLLY INTO ECU MODEL ROOM _ WIPE TO:
ever. Your child’s classtoom, for i AS MAN CHANGES REAR WALL. 23~ INT. MODERN LIVING ROOM.
stance, is painted mueh more color- REPORTER (V.0.) (CONT'D) HUSBAND AND WIFE ENTER |
fully— They found that a soft blue green FROM KITCHEN.

6. DISSOLVE TO SAME GIRL IN  ids clear vision in surgerv. The . our homes, it brightens our every:
CLOTHES AND CLASSROOM OF resulis are seen today . . . T day living . . . Another result of Du
FIFTY YEARS AGO. DISSOLVE TO: Pont’s research in paint chemistry ...

REPORTER (V.0.) (CONT'D) 14. INT. MODERN  OPERATING SLOW DISSOLVE TO:
—than schoolrooms once were—and ROOM CAST AS SCENE I1. - that helps to make our world
with good reason——the poor use of REPORTER (V.0.) (CONT’D) more comfortable, more pleasant . . -
color and inadequate lighting pro- . in operating rooms all over the DISSOLVE TO:
duced eyesirain and poor posture. world. Since then, Du Pont has found 24 APPARATUS AS IN OPENING.

7. CAMERA PANS TO TWO OTHER other ways of using color to do many which is the aim of all of Du Pont’s—
STUDENTS AT DESKS, SLUMP- special jobs. 25. SLOGAN MOVES BY AS IN
ING OVER DESKS AND SQUINT- DISSOLVE TO: OPENING.

ING AT PAPERS THEY ARE 15 MCU OF WORKERS AT MA- Better Things for Better Living . . .
WRITING, C]'IINI‘] IN PLANT AGAINST through Chemistry.
TEND
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AUDIENCE PROMOTION From page 41

although ABC has settled on no format,
it makes frequent use of large, dramatic
photographs.

The stations, in their advertising,
generally use mats supplied by the net-
works. These mats are in the promo-
tion kits the networks send their affili-
ates in the fall. Each station receives a
kit for each show it carries, and these
—updated weekly or monthly with
fresh material-—constitute a major part
of the networks’ assistance to the local
markets.

A typical kit will contain, in addition
to the mats, several slides with voice-
over copy; two or three trailers: glossy
photos and biographical material on
the stars; program notes; and sug-
gestions for displays and exploitation.

Similar kits are sent out hv the svn-
dicators—with considerably more eni-
phasis, however, on merchandising
aids: samples of posters, streamers,
counter displays and so forth, together
with suggestions for their use. This ma-
terial, which may be ordered at cost,
can be a boon to stations operaling on
low promotion budgets, and/or stations
whose low ratings cut into the effective-
ness of air promotion.

Here too, advertisers are stepping np
their activity. Ziv reports that use of
merchandising aids in 1957 ran about
50% ahead of 1956. So far this year,
sponsors have ordered such material

in 67% of the markets for Harbor
Command, in 71% of the markets for
Martin Kane.

TV promotion mirrors Hollywood

To such valuable workaday tools is
often added the glamorous personal ap-
pearance tour of a star. Nowhere is
Hollywood’s stamp on TV promotion
more clearly marked than in the routine
of the performer who goes on the road.
As an agency executive says: “We've
studied, copied and we've learned.”

Such a tour may be sponsored jointly
by the network, packager and agency,
with the most interested party—if there
is one—assuming the lion’s share of the
cost. Stations may pick up the smaller
tabs in their markets. A tour may cover
the top 15 or 20 cities or as few as two
or three; it may devote one or several
days to each. I

“We believe in more than fast trips,
says Hal Davis of Grey. “The technique
is to take over a community, saturate
it, so that by the time you're finished,
in three or four days, everyone knows
that you’ve been there, and why.”
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The press junket is the tour in re-
verse: rather than bringing performers
to editors, it brings the editors, en
masse, to the stars. An outstanding ex-
ample this season was the Rohin Hood
trip to London, underwritten by John-
son & Johnson, co-sponsor of the show,
and arranged through Young & Rubi-
cam. Some 70 U.S. newsmen met with
TV editors from 14 European countries
in a World Congress on Commercial

I'V, and the result was a counlinuing
flood of copy—publicity for Robin
flood—back home.

NBC went a step further last Novem-
ber when it flew some 90 editors from
around the country to Hollywood for
a week-long tour of its West Coasl
studios. This junket was designed to
promote. not one show, but a major
part of the network’s fall lineup. It
produced considerable newspaper copy
over an extended period of time.

A staff problem on local level

The local station, of course, does not
have the vast promolional resources of
the networks. A major problem on the
local level is that the hurden of execu-
tion falls on the station promotion or
publicity manager—in many cases one
and the same person.

An agency v.p. says: “Too often
when vou visit a station you find the
publicity man at an overflowing desk
crammed in the back of an office. Sta-
tion management still doesn’t realize
that promotion is the lifeblood of their
very existence. Without it vou have
low ratings; without ralings, no sales—
and without sales. no station. The pro-
molion man creales the potential for
sales.”

Butl within a single week recently, a
station rep was contacted by five sta-
tions seeking good promotion men.
Four of the five were willing to pay a
five-figure salary. This would have
been unheard of a few years ago, excepl
on a very few of the largest stations.

“In the past, it is true, the promotion
man has not had the status in station
management that he should have,” says
David E. Partridge, national advertis-
ing and sales promotion manager of
Westinghouse Broadcasting Co. and
first president of the Broadcasters’ Pro-
motion Association. “But today he is
becoming increasingly more important
as part of the management team, and
stations are willing to pay more for
good promotion men.”

The formation of the Broadcasters’
/To next page
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JAXIE SAYS
"It's PAAR

For the Course

‘TONIGHT"!"

The people in
the multi-billion
dollar  North
Florida - South Georgia
market demand Jack

Paar for their course of enter-
tainment . . . he’s straight down
the sales fairway with Tonight!

“Jaxie” suggests you give

Ralph Nimmons a call in
Jacksonville at ELgin 6-3381

or your nearest P.GW.
“Colonel” for availabilities.

BASIC NBC
AFFILIATION

Represented by Peters,
Griffin, Woodward, Luc.

WEFGA-TV
Channel 12

Jacksonville, Florida

FLORIDA’'S
COLORFUL STATION
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AUDIENCE PROMOTION From page 105

Promotion Associalion in November.
1956, is an indication both of the tardi-
ness of promotion in asserting itself
and of its current awakening. Member-
ship today includes about 175 TV
slations.

On the local level. unsold time can
be of infinite value in promotion.
Austin Heywood, director of promotion
for knXT, Los Angeles. who lries to
run al least two newspaper ads monthly
for every program. comments: ““Ihank
God for my trade deals!” Time-for-
space deals with the press, particularly
where the station and newspaper have
a common management. are standard
practice. TV Guide. whose 50 regional
editions have a combined circulation of
over O million, also enters into exten-
sive trade deals with local stations, al-
though oflicials decline to reveal what
percentage of its ads are space-for-time.

KNXT and ""Bob’s’’—time-for-space

The possibilities of barter are limited
only by a station promotion manager’s
imagination. The Bob’s Drive-In Res.
taurant chain in Southern California.
to quote a single example. provides
KNXT with the following in exchange
for commercial time: Over 35,000
menu inserts and several million KNxT
match boxes a vear, ads on the driver
side of 8.000 monthly car hop cards.
piciure displays in all restaurants, full
page ads in 127.000 Bob’s monthly
comic books. 8.000 tent cards a month.
ete. Bob’s pavs all production costs:
KNXT wriles the copy.

This never-ending pursuit of the
viewer away from his set, seeking him
out in the most unlikely places. is a
constant challenge to local promotion.
WNAC-TV. Boston, which makes exten-
sive use of taxis. buses, billboards, play-
bills, etc.. as well as newspapers and
magazines. sent a plane zooming over
Boston’s ballpark and beaches last sum-
mer—in a period when viewing is tradi-
tionally at its lowest. Remember tele-
vision—remember WNAC-TV!

At another hall park, Forbes Field in
Pittshurgh. KpkA-TV met kpKa radio
in a baseball preliminary prior to a
Pirates-Giant main event. Highly pub-
licized, it doubled attendance over the
previous evening, and the Pirate man-
agement has already put in a bid for a
repeat performance next season.

Last September Kpka became a basic
CRS affiliate, and 1o promote ils new
operations, within the past 12 months
it has also: sponsored two calypso

106

parties al the Ambassador [Hotels in
New York and Chicago: thrown a huge
barbecue in Pittsburgh’s North Park:
taken over Kennywood  Amusement
Park for a “Big Adventure Day.” (*Big
Adventure” is the title of it= afternoon
feature film presentation) : participated
in a chuckwagon race before 100,000
spectators al the  Allegheny  County
Fair: rented a theater for a lavish
“Premiere Performance’ to introduce
its Warner Brothers film package; and
more.

This is exploitation—the “stunt,”
and the examples cited here are typical
of what stations across the country are
doing in this area. Spending vast sums
ol money is no problem; the challenge
is to do it effectively on a restricted
budget. Getting someone else to pay
the piper—or at least meet his traveling
expenses—is one of the basic laws of
promotion on all levels. networks and
agencies as well as stations. A good
part of the U.S. Navy, for example.
was pressed into service to promote
Men of Annapolis across the country.

Considerable controversy surrounds
the question of contests for station
promotion managers, a frequent aspect
of exploitation. Many stations forbid
their staffs to enter such contests. look-
ing upon them as more or less of a
“bribe.” or at least as causing a dis-
ruption of promotional planning for
the overall schedule. One of the first
acts of the Broadcasters’ Promotion
Association was to place itself on record
as opposing them.

However, contests continue as a
major form of promotion. Al Pryor.
merchandising manager of KrTv, Los
Angeles, comments: “We devise a cam-
paign with the idea of building an audi-
ence, not winning a contest. But we do
enter them when we think we can win,
We don’t slack ofl our promotional
activities for any of our other shows.”

ABC’s "Maverick’’ campaign tops
ABC, shooting for blood in its at-
tempt to dethrone Sullivan and Allen
Sunday night. included such a con-
test in its promotional campaign for
Maverick—with a trip to Hawaii as
first prize. The Maverick campaign, by
all odds one of the most successful of
the season, was sponsored by ABC and
Kaiser Industries, and carried a price
tag considerably higher than the 2%
mentioned earlier. Exploitation, backed
up by heavy air and newspaper drives,
penetrated over 25 markets.
/To page 108
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One
too man
villains !

Poor fellow. Poor fellow, ind.
He's only embarrassed. . . the sh
climax may have been ruined!
stop a moment. The scene car

~ saved. All it takes is a snip . ...

on film.

This is only one of the ways
helps. Because you see the s
before you show it, you're alv
in control of what's said, wt
done! In control, too, of time
station throughout the country.|

Use black-and-white—or colo
the_re_'s an Eastman Film for e

purpose.

For complete information write

- ~~-Motion Picture Film Departme

EASTMAN KODAK COMPA
- . Rochester 4, N. Y.

East Coast Division

i 34_2 Madison Ave., New York 17, }

Midwest Division

130 E;sf;ﬁandolph Drive, Chicago |

Hollywood 38, _Calif.

W. J. German, Inc.
gents for the sge:bhd' distribution
Eastman Professional Motion Picture
Fort Lee, N Chicago, lll.;
Hollywood, Calif.

Be sure to shoot
_in COLOR...
You'll be glad you did.
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PROMOTION From puage 106

In 18 cities, ABC stations tied in
with Allied Stores in a “Who is
Maverick?” drive. The first person to
properly identify Maverick after a
press and air teaser campaign won a
pre-paid charge account, ranging from
%500 to $1000, in the local Allied store.

James Garner, star of Maverick,
awarded the prize for the Maverick
Calf Scramble, sponsored hy WrFAA-TV,
al the Dallas Rodeo. In San Francisco,
pretty girls walked the streets in West-
ern garb handing out Maverick but-
tons. WTVH personnel in Peoria staged
a “bank holdup.” In Bultalo, the Junior
Chamber of Commerce, the Courter
and WGR-TV joined in a three-week safe
driving contest for youngsters, with a
pony named Maverick for the winner.
Los Angeles was covered with banners
and at the Paramount Theater a 30-
second Maverick trailer preceded all
features. And so on from city to city.

Quolity of promotion important

Audience promotion is not merely

matter of volume. of overwhelming

he individual by sheer weight. Qualits
important as quantity.

Too much station promotion is like

unday night smorgasbord. a lot of

riety but no definite menu of flavor,”
John Hurlbut. promotion and
ublic relations manager ol WFBM-T\
ianapolis. “We leel thal program
omotion can. and should, be planned
carefully as an advertising cam-
n. and following the same hasic
iciples of identity, continuity, repe
and saturation. But a stalion
must o more than pramote individual
hows. Tt must create an image, an
identity. of sell as a staion”

Last fall, wrusM-tv devised a slalion
tradenark which appears on its 1)
letterheads, vehicles and all printed
forms, and a slogan 10 tic together 1
advertising and promotion: “I’s Her
Mle Brighicst Tall of ALY Suiuration
announeemen tabliched the theme
uned the camnpaign war backed up with
20,000 bhaltoorns disteilbated gt ']‘ui|.|nn
Ceente il wlhicker nd parties o
the press and staff,

Iirlbun finlg hix hisic privciples of
audience promotion :

Vo Fstablish station sdentin VTe-
ogmizable tradenurk used everywlier
7 Plan promoifon Ly compuizig
Don’t iry o promele ton many Nk
grams over o short |wr'i(;(] ol Ui
Remember the principles of sovgiation
wndl repetition
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In the fall of 1956, Kenyon &
Eckhardt conducted an extensive
campaign for the “Producers’ Show-
case” version of Jack and the Bean-
stalk, sponsored by RCA and Whirl-
pool-Seeger. It is typical of cam-
paigns for one-shot spectaculars,
and increasingly, for the once-a-
month special programs.

As part of the drive, Celeste
Holm, star of the show, toured five
Trendex cities, and K&E commis-
sioned Trendex to make a special
rating analysis of the ellectiveness
of this tour. The comparison was
based on four of the toured cities
versus 11 non-loured cities.

K&E promotion director W. Ste-
phens Dietz subsequently reported
to the sponsors: “The analysis in-
dicates that, in the promotion cities,
the program’s rating and share-of-
audience were about 257 higher
than could be anticipated on the
basis of previous ‘Producers’ Show-
case’ rating levels.”

The promotion plan was chan-
neled into three classifications: on-
the-air, tune-in ads and promotion
l[eatures; newspaper publicity; and
tie-ins with supermarkets and de-
partment stores. This was the cam-
paign:

. On-the-Air. Leading members
ol the cast appeared on 1l network
and local radio-television programs.
Plugs for the show were aired on a
number ol other programs, and a
5lu-minute  live rehearsal  pickup
appesred on Steve Allen the night
helore Beanstall’s aiving, with Allen

TYPICAL CAMPAIGN FOR A “SPECIAL”
Beanstalk Tour Upped Ratings 259 in 4 Tour Cities

assuming all line charges and talent
cost.

2. Publicity. Press kits, releases
and photographs, black-and-white
and color, were sent to TV editors
across the country. TV editors re.
ceived an LP album of Beanstalk
music, and the stars held telephone
interviews with key TV editors in
five major cities. A mat of a Bean-
stalk drawing was mailed to over
600 dailies and weeklies throughout
the country .

Star tours Trendex cities

In October, three weeks before
the telecast, Miss Holm toured the
five Trendex cities: Philadelphia,
Baltimore, Washington, Chicago
and Buffalo. In each city, within a
24-hour period, she underwent the
usual round of interviews, lunches
and radio and TV appearances. In
Philadelphia, she also judged a
heauty contest.

3. Promotional Tie-Ins. The Birds
Lye division of General Foods serv-
iced Beanstalk mats to more than
200 ol its national sales force, at no
expense to the sponsors. Over 75
department stores in major cities
displayed countercards, banners and
streamers in a tie-in with the mak-
ers of a Jack and the Beanstalk
plant,

Station promolion managers re-
ceived a plant, with suggestions for
its use on children’s  programs.
Beanstalk slbums were delivered to
alt program directors and key disc.
jockeys in the tour cities,

30 Don’t wait until rating week to
start promoling. 18 too late then
vicwing  habits aren’t ercated  tha
quickly.

4. Consider your unsold air Lime as
your most valuable assct. Plan and
wrile for those spots as if you had paid
cashe for them.

i Remember that the point at which
vou becone sick of a campaign is just
about the Limg the audience 18 becom
g awaore ol L

ST doesn’ take w big cash badgey, 1o
dg un effective on-the.aiy job " Hurl
Bui conclades, “It c]ﬁ(‘u take ¢reativi
planning with o definite ohjective in
mind.”

Crdnlive ‘|,_»]nhniu. 1 ‘purhupn the ki
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phrase for the future. Promotion m
continue to seek ways to determine

own cffectiveness-—to develop a rat! |

system of its own. 1t will have to so
the problems posed by alternate &
co-sponsorship the advertiser w
will, and the advertiser who wo

promote. Tt st continue to build

owil Prostige
T ]'|n||ywmnd, when the scas

rough, promalion men were the

thrown overboard. Many are wonc
ing today whether TV will inhevit @
habit too, (v whether management |
agroe with the agency executive
said: “*Withoul promotion, low ratin
without ratings, no sales; without sa

o stalion” )|
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TLE OF COLGATE From page 42

it, that is effective in selling prod-
and, above all, maintains the good
ng of the public.”
b an outsider, that statement may
@d pretty vague, but to agency men
he Colgate-Palmolive account it is
irate and exceedingly specific. For
mple, take the phrase, “shows of the
ser ealiber.” An agencyman explains:
re committed to reaching the young
I with lots of kids,” and he adds that
ate-Palmolive reportedly emphasizes
goal. Dollar-wise, Colgate splits its
money about 50-50 between daytime
(nighttime but this means a lot more
ime because of the difference in cost.
m a strict cost-per-thousand basis,
w1 a choice between daytime and
ittime, Colgate will pick a daytime
if it has more young mothers in
wudience, even if the nighttime show
aiwhat appears to be a lower c-p-m.
czate’s nighttime schedule, of course,
serves to pick up the soap customers
may have been missed in the day-
az, working mothers for instance. But
significant that Colgate’s big night-
s shows, Millionaire and Thin Man
wiexample, again aim for the same type
udience.

t is also significant that Little says
igrams are the major problem. Col-
e's TV dollars are divided roughly
e to one between shows and spot.
ith Colgate, the show’s the thing. Spot
sused primarily for strategic reasons,

needed in individual market bhattle.

| soap operas for Colgate

There are other significant phases in
tle’s requisite for TV shows: “. . . a
w that will be well-accepted . . . and
\intains the good feeling of the public.”
lis means more than just avoiding
sows and commercials in poor taste. It
so points up Colgate’s disenchantment
ith daytime serials; Colgate-Palmolive
lsn’t sponsored one for nearly five
:ars. Two of its big daytime shows,
otto and The Big Payoff, are typical of
olgate’s present preference.

“They want audience participation

sows instead of soap operas now,” a
ian on the account explains. “What they
ant are shows that leave you feeling
ood about the program and about the
‘roduct you’ll identify with it.”

When Little says, “. . . and a commer-
ial that goes along with it . he
rings ‘into view another facet of his
\irm’s advertising strategy, the theory of

]l’ roduct programming. An executive who

"

works in this area with Colgate-Palmol-
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ive explained, “We don’t just use com-
mercials that fit the show; when we buy
a show we know what product is going
on it. It’s the reverse of the way General
Foods operates. They’ll change the prod-
ucts on a show every time one of their
brands needs a shot in the arm. We won’t
do it that way. If a good show comes
along and we haven’t got a product that
needs it, very often we have to just shut
our eyes to it and look the other way.”

Such fundamental ad strategy reflects
a philosophy that comes from the man
at the top. Yet, when questioned directly,
Edward Little disarmingly denies the
advertising acumen for which he is
I can’t write copy, I can’t do
layout,” he will tell you. “I got my start
as a soap salesman.”

The soap salesman doing this talking
is the

known.

ame man who, in a multiple
agency presentation, pounced upon a
virtually little jingle that
went, “Halo, everybody, Halo! Halo is
the shampoo that glorifies your hair . . .”
And, under similar circumstances, while
agency profiering a wide
choice of campaign possibilities, he grab-

unnoticed

men were

NATIONAL. REP: WEED TELEVISION

Wwvv.amerlcanra!!lo ISTOrV.CcCOm “ —

bed at one that featured a deep-voiced
man singing, “Use Ajax! The foaming

cleanser . . .”

New divisions show Colgate’s growth

These two examples are part of the
reason why Colgate’s two strongly inde-
pendent units, the Household Products
and the Toilet Articles divisions, were
ach more than twice as big when they
were created a year ago than the whole
company was when Little assumed the
presidency 20 years ago. In 1938, Col-
gate’s total sales amounted to approxi-
mately $100 million. Little’s first major
achievement for the company was to set
up its system of foreign operations. His
second was to rescue it from depression-
born financial troubles. His reorganiza-
tion of the company into independent
divisions last year is regarded as his
third major achievement.

But a factor that made each of these
steps possible has been the unquestioned
genius of his over-all direction in Col-
gate’s advertising strategy. It is a skill
that admen declare has sometimes been
uncanny. More than once, and for no

/To next page

G’YQEH’ 5%4’8

just great/

You've done it again. Ya missed
the biggest single TV buy in the
West. You passed up the Cascade
Television package again . . . this
KIMA-TV with its satellites. Doesn't
an exclusive billion-dollar market
tickle your fancy? Here's a half-
million people and Cascade’s got
‘'em—exclusively. Let's not miss it
again, Smidley, or we’ll be miss-
ing you around here.

Quite a market . . .

General merchandise $60,135,000
Apparel..____..... .$26,172,000

Source: 1957 “'Survey of Buying Power"

KIMA-TY

YAKIMA, WASHINCTON
with its sateflites
KEPR-TV, Pasco, Wash.
KLEW-TV, lewiston, ldako
oad KBAS-TV
Ephrate, Meses Lake, Wash.

CASCADE

BROADCASTING COMPANY

PACIFIC NORTHWEST: MOORE & ASSOCIATES
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LITTLE OF COLGATE Continued

apparent reason, he has chosen a cam-
paign that was not the one the agency
proved

recommended  and the resalts

spectacularly  suceessful. Yet he  dis-
claims eredit for the work:

“I've always had our own advertizing
people and our ageney people work up
a campaign—or several of them, as they

usually do—and | have never played any
part in the work until it’s complete and
then brought in. | have often selected a
campaign out of several the agency
brings forward, but 1T can’t criticize it
until after I've seen it or heard it. I think
a good advertising man knows good ad-
vertising when he sees it,

“I find that many people don’t spend
enough on advertising and 1 think it’s
because they go ahead Dbefore they’re
sure they've got the proper kind. 1 be-
lieve you ought to keep looking until
vou're sure. Then, when you are sure,
go ahead and get into it. But I don’t ever
like 10 say yes right away: I'd always
rather sleep on a thing, even after I
know it’s the best one.

“I’s true that in most of the cam-
paigns | make some revisions, here and
there,” Little admits. “I've seen them
bring in 20 different campaigns—well,
more than 10, anyway. They may have
one they like and there may he one 1
ferel 1 olike. We usually work it out all
right. O course, | don’t do as much ad-
vertising as | used to, now under the new
divisionalized program. Now | only see
the campaign after it's all worked up.
But 1 still get a look at it hefore they
use it. in all cases.”

Little’s comments will doubtless pro-
voke recollections for many admen. Col-
gate-Palmolive’s many accounts require
the services of no less than nine different
agencies: Bryan Houston. Ted Bates,
l.ennen & Newell, John W. Shaw, D’Arcy,
Street & Finney. Charles W. Hoyt. Cun-
ningham & Walsh and Norman. Craig &
Kummel. In itself. this represents a siz-
able number of Colgate account execu-
tives.

Not a few of his colleagues wish they
could fathom his “feel” for the right

HOTEL

Gracious pink-and-white cottage-type
Hotel in a tropical garden. Airy rooms, many
with balcony . . . French cuisine, Gombey
Room native floorshow. Guest privileges
at Bermudiana Hotel . . . plus 4 Hotel
Varicty Dining. South Shore Beach . . .

new Garden Pool.

Until Mar. 15—7 days, 6 nights including
R Island tour, $79. Daily $11. ( Per person,
\ dble. with bath, Mod. Amer. Plan)

Color Folder from Your Travel Agent or
WM. P. WOLFE ORGANIZATION, Reps., 500 5th Ave., New York 36 LO 5-1114
BOSTON * CHICAGO * CLEVELAND *» MIAMI * PHILADELPHIA * TORONTO

S AGRRB ik Py DN O QIR
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phrasing in a television commereiy) |.:
print copy. One TV executive has 4
gested. “There’s some old storekeepe |
a little Southern town that he meyy, ,
tries out every idea on.” Little emp) |
cally denies this.

“1 have no pre-conceived persop |
appeal 10,7 he declares. “It’s just Ly
way you fecl. I know what retailers |
and | know what they dislike.”

Little also knows what he likes |

| 4

self. Questioned about his personal m I
erence among toothpastes. he repl
uses Colgate Doy |
Cream. Asked about bath soaps, he

that he always

only gave the right answer again
reached into his ofhice closet and han 4
his questioner a new, foil-wrapped |
of Palmolive.

Company subscribes to plateau theory

For shaving cream, however, he al ¢
nates hetween Colgate Instant and Pa
olive Rapid. They are similar, he fe =
The company subscribes to the plat |
theory of marketing for some of |
products in much the same way |
Colgate’s main competitors: Advertis |
will push soap sales to a certain pc 1
but there the sales level off. To p |
sales much beyond that point requ @
considerably more advertising; it i
cheaper to merely advertise a sim 1
product under an additional brand na ¢

Edward Little has been away fi ¢
North Carolina 40 years but he : |
seems nearer to the towns of Manteo |
Murphy, and the state that stretches t
tween them, than he does to Madi)
Avenue. In the dining room that adji 0
his office. he conducts executive lur |
eons that invariably feature a supf
cuisine. Occasionally. however, for [
benefit of close friends, his menu 1 8
include a side dish of snap beans, ¢t
pone or black eyed peas.

The meals are prepared by an ex
chef and staff in an all-electric. stain *
steel kitchen just beyond the dii !
room. Most days, they also bake a !
sheet of sugar cookies, and between |}
afternoon business conferences. Ed L !
will occasionally sneak back to the
chen for a glass of milk and a co ¢
snack.

Little got his first job with Col 2
when he was 21. They made him a s *
man and gave him the Carolinas as !
territory. Those sales experiences, 17
than half a century ago, bear a ma
influence on the way Colgate-Palmi
buys and uses TV today. In conw
tions with storekeepers then. he ga

T W e
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onviction that the best way to sgell
is simply to tell how it cleans. Now
1ys:
e’ve always had a policy that we
1 sound advertising, something you
Jive with. 1 like straightforward,
vn-why advertising based on facts.”
also learned, going ’round and
ud his salesman’s route, that soap
ymers are hard to hold. You have to
reminding them. Today, most ex-
uves in Colgate-Palmolive’s adver-
r department work by a rule that
lws the same kind of thinking: When
chips are down and other factors
hout equal, choose frequency rather
reach.
Prsistence is something else that fig-
in Little’s background. His first
years with Colgate were marked
2al that gained him recognition and
ootion, but declining health forced
resignation. When he regained his
agth four years later, the lost time
1 prompted him to strive for more
pl advancement. He got a sales job
the makers of Palmolive Soap and
ed a rapid climh up the executive
der. When the company merged with
ate in 1928, he was one of the assets
1€ new operation.

te developed foreign system

1926, Edward Little had been sent
.urope to begin what was to be one
is major achievements for the firm,
edevelopment of its present system of
ngn operations. The small, existing

mign staff grumbled at first. They felt
change would incur the risk of losing
ha already-meager share of the foreign
ket. Their merchandising was com-
iy-oriented. Little’s idea was to make
ustomer-oriented. The theory sounds
Inentary now but it was a rarity then.
t proved to be a cornerstone of Little’s
wertising theory and his administra-
it success, and could be called the first
pnciple of Little’s Law: [n every word,
ievery phrase, weigh the reaction of the
ile man. What makes this law work

Little is that he usually weighs the

wrds right. For example, the company’s
fleign advertising used to be merely the
rmpany’s U.S. ads translated into other
lhguages. Little directed that the ads
I writlen in the foreign language first,
ten translated back into English to
wify the copy. Thal way, it might sound
ilted to the executives but not to the
istomers.

After four successful years in Europe,
dward Little was summened home to
2come a vice president. His new assign-
g ‘iem: sales and advertising. By this time,

LEVISION MAGAZINE * FEBRUARY 1958

he had decided that advertising is not
the hit-or-miss operation that many
people thought but, instead, an actual
science. Accordingly, Ed Little huckled
down to learn everything he could ahout
the mechanics of advertising.

According to legend, he at one time
could quote the advertising rate and
circulation of every major daily news-
paper in the nation.

Little’s photographic memory has also
proved disconcerting for more than one
television executive. In discussing a new
show, for example, an agency man once
casually told him, “1 would say it is al-
most an absolute certainty that its rat-
ings would be in the mid-30s by fall.”
Liventually the show went into produc-
tion, fall rolled around and the rating
was in the mid-20<. Little quietly quoted
the adman’s statement.
legend, colorful and with
strong convictions, Little is a man who

A living

gets a whale of a lLang out of his job
and the assurance that he’s doing it well.
Why does he like it <07 In his own words,
the answer is, “To me, it has always been
a fascinating game to work up advertis-
ing that you feel sure will sell goods.”

END

TV EXECUTIVES From page 45

jobs. This means the third-level execu-
tive in such a situation carries less re-
sponsibility and so the job can be held
by a younger man with less experience
and maturiry.”

Along Madison Avenue, there was a
marked difference of opinion as to the
significance of the survey results. Robert
Kalaidjian, head of personnel at CBS,
thought the figures reflected the youth of
the industry. “We're still pretty young
as industries > Kalaidjian ohserved.
“I think as our industry grows older,
these figures will go up. Top executives

k)
go.

of other industries are often in their 60s
and they have had retirement programs
for years. In TV, we still haven’t had
much experience with the question.”

Yet another view of the survey results
was voiced by a station representative
who thought the figures indicated tele-
vision still
vital. alert young men. “We’re all pretty
young men. My definition of a young
man is somebody who is under 50.

“Of course,” he added with a chuckle
“l guess your definition of a young man
all depends on how old you are yourself.”

END

executives das a group are

.~ WEAU-TV

www . americanraciont

IN WISCONSIN

o Programming the BEST of all three networks,

ABC, NBC and CBS. X
A single station market in the heart of Wiscon-

covering twice the population and

twice the area with our new 1,000 foot tower
with maximum power.

Serving the giant land of % million people and
two million cows.

EAU CLAIRE, WISCONSIN

See your Hollingbery man
in Minneapolis, see Bill Hurley
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COLOR LETTER From page 18

delicate shades around him, especially
because his hair was also very dark, so
that he overpowered everything else on
the screen. This was a striking demon-
stration of how too much contrast can
be just as destructive to a scene as too
little contrast.

In the second half of the show, Miss
Clooney wore a dark rust-red dress, not
as becoming to her blondeness as the
pink one. In this she was featured against
the same blue drapery and the combina-
tion was not a good one. In this scene
the star would have looked wonderful in
her pink dress.

A slight amount of forethought could
have turned this show from a totally
unplanned looking performance into one
that was really effective. If Miss Clooney
had worn the red dress in the earlier
sequence, surrounded by the vermilion
carpet and uniforms, the somewhat
darker but harmonizing shade of her
costume would have looked intentional,
unusual and arresting, just as the pink
gown would have in the scene last men-
tioned. Here’s hoping for some thought-
iu} coler direction in 1958!

The NBC-BBD&O survey on color TV

In spite of all of the negative comments
T've passed along in my color letters,
I'm intrigued with the facts unearthed
in the NBC-BBD&O survey on the im-
pact of color TV. As long as color TV
sponsors are assured that viewers
remember products they see advertised
in color more readily than those adver-
tised in black-and-white and as long as
viewers go out and buy more of the
products they see in color, color tele-
vision has an assured future. The present
poor use of color relationships in com-
mercials and feature presentation con-
tinues to he a needless and costly
stumbling block.

But plenty of non-users of television
are failing to utilize color efficiently in
their products, stores, window displays,
letterheads, trucks and magazine ads.

An cffective truck color scheme, for
example, has a great deal 10 do with the
amount of new husiness a 1rucking firm
is likely 10 get. According to a recent
study, customers buy trucking scrvices
for two principal reasons:

1. Referred by a friend

2. Noticed trucks

19.3 per cent of the people surveyed
indicated that noticing (and remember-
ing) an attractive an( distinclively
colored, well-kept truck influenced their
decision to hire a trucking firm.  Enp
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WHY THEY BUY STATION X From page 53

Furthermore, programming and network
affiliation inter-related, and both
establish over-all station character—
which of course affects the ratings.”
Also, as Bill Fuhrman of Campbell-
Mithun, Minneapolis, says, “It’s rare
that a timebuyer looks at cost-per-thou-
sand, audience, and other factors singly.
Rather, he looks at several things to-
gether.” Fuhrman is one of the few
media men who considers “station char-

are

acter” to be among the primary factors
affecting station selection—his others
being ratings, audience composition,

c-p-m, coverage, and discounts.

Many timebuyers deny that there is
any such thing as station character in
television today, while others recognize
only the difference between affiliates and
independents. Apparently, TV stations
still lag behind radio stations, news-
papers and magazines in their ability to
create distinctive personalities for them-
selves. Why should this be so?

Jim Ducey of Cunningham & Walsh,
N.Y, says: “There are not enough TV
stations to really make the station image.
Eliminate New York and Los Angeles,
and what's left? Look at Omaha.
A big market with three channels, one
for each network. You can’t develop
character there.”

Phil Archer, broadcast media super-
visor, Campbell-Mithun, Minneapolis
suggests: “There used to be quite a sta-
tion character when TV started—in-
herited from the radio character. But
now there is not enough local program-
ming to build local character. You have
network character rather than station
character.”

Although he denies the existence of
station Archer lays
stress on “station acceptance.” He gives
this example: “When two stations in
Towa recently carried the same basket-
ball game, one station had an 18, the
other a 30. Why did people watch one
rather than the other? No one knows.
But this acceptance, which you find in
some markets, is not the same as station
character.”

character, great

One observer suggests that timebuyers
themselves can hardly fail to have
formed their own images of the stations
with which they come into almost daily
contact. A station’s advertising, promo-
tion, local programming, even its sales-
men, he notes, must leave an impression,
subconscious though it may sometimes
be.

That station inages do exist among
timebuyers to some degree, is illustrated

www.americanradiohistorv.com

¢

by this comment of Peter Bardach: %

network affiliates seem to present gp,

of characteristics, which are gepg

good. Among your independents the;

quite a large range, based on prog |
ming and the type of commercials |
accept. A lot of stations still carry
order advertising—the kind that
for 15 minutes. This would very defy
ly alter the station image and might |
affect station selection.”

When audience and cost are g |
equal, the station rep may play a rol j
the final decision, and the impor 4
consideration here is confidence, “M;
faith is the word,” says Ducey. “A g &
man who’s trying to improve your s¢
ule or legitimately ‘beat’ the oppoesi y
will make a better impression than ;
who goes crying to the ad manager.

A similar idea is expressed by Are y
“If you don’t know the market, you | y
to place your faith in the rep. He hs
be a rep who has done good work in fr
past, proven that he will go to bat ¢
you. There is a big difference bety i@
reps,” Archer adds. “and a rep may
fluence purchase of a station perl p
109 to 209% of the time.”

Frequently, however, it is a negi ¥
thing, many timebuyers echoing the ¢
ing of Jeremy Sprague of Cunning u
and Walsh, N.Y., that, “A bad rep 1
prevent a sale more than a good rep i
make one.”

High value put on single spotting

A number of buyers are conce t
about triple spotting. Mary Kay Cai
McCann-Erickson, Los Angeles, go¢
far as to list single spotting—as agi 0
double or triple—as more signifi’
than composition, prog !
ming or coverage.

For certain types of campaigns,
personalities can be highly impor
Yet it would seem that a consider
gap still exists between the efforts
pended by stations in developing
local stars and the value attribute
them by timebuyers.

“Local personalities can be impo *
in daytime, for women’s shows,” I~
ach notes. “They can be of primar} ¢
portance, even with a lower rating
a competing network show, if you
a problem product, or a new pro‘
or a changed product—some ingre
added, for example. But if it is pur
reminder campaign, then you are si
after audience.” .

“If there is only a small differen ul
ratings,” says'Ann Janowicz, manag

audience

- S
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broadcast media department, Ogilvy,
ason & Mather, N.Y., “there may be a
mendous advantage in taking a per-
ality in a market—such as Ruth
s of the Crosley stations; but here
iin, the personality’s popularity will
reflected in high ratings.”
Merchandising, generally, is consid-
d incidental, an agreeable bonus after
lience and cost have decided the pur-
se. For competitive reasons, however,
timebuyers, the second station in the
rket frequently offers the better mer-
indising plan, and sometimes this can
quite attractive. How is this resolved?
The rule is still “TV First.” Says Jim
“If you have enough money to
the audience and a little left over,
1 might buy the merchandising too.
not, you buy the audience.”

rchandising can aid distribution

Yel there are cases where merchandis-
; assumes an importance quite apart
ym audience. Bardach gives this ex-
aiple: “Merchandising may enable an
vertiser to get distribution where he
In’t have it before. Say a station has
agreement with the AA Food Chain—
puts spots on the air and receives in
:change five product promotions. The

ANOTHER

Here’s Proof of Continuing
LEADERSHIP of Channel 13
in WREX-TV land!

SHARE OF AUDIENCE:
7 AM—NOON
WREX-TV STATION B ALL OTHERS
65% 21.3% 1379
NOON—4& PM
WREX-TV STATION B ALL OTHERS
55.99,  28.79, 1549
6 PM—MIDNITE
WREX-TV STATION B ALL OTHERS
54.7% 3519 102%

*Based on Telepulse October 1957,
Average viewing weekly.

CBS—ABC NETWORK AFFILIATION
represented by H-R TELEVISION, INC,
J. M. BAISCH, MANAGER

WRES-TV

“ cuanner J J rockrForo
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store must then display the product in-
volved, which it may not have handled
before. I've known of several accounts in
which the station has actually been able
to force distribution.” And Bardach
adds: “In a few instances, a buy has
been made exclusively on the basis of
merchandising.”

Promotion, which merchandises a pro-
gram or a station rather than a product,
is almost insignificant as a factor direct-
ly influencing station selection. Its great
importance, so far as the timebuyers are
concerned, lies in its influence on ratings.
(See “The Power of Audience Promo-
tion,” in this issue.)

As Phil Archer indicates, however,
there is always the special case. “If the
show and the competition are both un-
known qualities, and one station would
give you twice as many magazine inserts
as the other, you might buy that one.
Or if a newspaper owned one station,
that might swing the sale, as you could
expect more promotion to help start off
your program with a big kick from a
newspaper-owned station.”

There are times, too, when ratings
aren’t available, and when this happens
the “plus” factors assume greater im-
portance. Archer gives these examples:
“If you are buying in August for a fall
start, you have no track record. Then it’s
pretty much by the seat of the pants.

“And although in the top 20 markets
you have ratings often enough to get a
figure, in many of the smaller markets
you have no rating for what you’re buy-
ing, due to programming changes and so
forth. You try to estimate ratings—you
always try to put a figure on it—but
that’s where the intangibles come in.”

Economy affects stations’ value

Changing conditions—a marked down-
turn in the economy or an increase in the
number of stations—could greatly in-
crease tlie significance of the “second-
ary” factors. With the transition from a
seller’s to a buyer’s market, for example,
merchandising has already become more
important to advertisers.

At the same time, the increasing con-
cern with marketing efficiency that will
characterize the immediate future means
that the race for the top ratings will be
keener than ever. And just as some time-
buyers come to a new evaluation of the
intangibles that go to make for station
character, others will continue to agree
with the timebuyer who said:

“In TV it’s still pretty much a matter
of audience. You may hate a station’s
guts, but you still have to come back to
ratings, audience and cost.” END

www americanradiohistorv com

HUNTINGTON From page 32

While there will always be some
whose media decisions will be based on
cost and circulation alone, we aim our
efforts at the growing new group, the
ones who know they must seek and
know of what they seek.

Increosed billings show confidence

I am convinced that the steady in-
crease in television dollars from adver-
tisers and television viewing from the
public attests to the increased impor-
tance and responsibility of this new
breed. Never before has creative ability
and imagination had such a testing
ground, nor have so many welcomed
the challenge. 1 believe that the man
who wants proof, who has the skill to
use this proof, who accepts in its proper
perspective the test of ratings, knows
that when you can’t see danger you
may not be safe, recognizes his per-
sonal responsibility to his clients and
his investments for them, uses total ad-
vertising experience as his background,
grows in agency and advertiser and
industry importance. This new breed
is our great hope . . . and television’s
best customer. END

advertisers
clioose Wi
in Rochester..

hecause...

® 27.4% more daytime circulation than
the other Rochester channel (NCS #2)
® Greatest power
¢ Unsurpassed local programming
and personalities
® Stable labor market with one of
the highest per capita incomes
¢ Best merchandising—
best advertising results

‘ Represented by Peters, Griffin, Woodward, Inc.

WROC-TV
NBC ~-ABC Channel 5
ROCHESTER, N. Y.

SYMBOL OF SERVICE

A TRANSCONTINENT STATION

c WROC-TV, Rochester o WGR Radlo, WGR-TV,
i Buffalo = WSVA Radio, WSVA-TV, Harrisonburg
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WHAT'S AN IMPRESSION?

ore and more the words “market efficiency” are used
M in this period of budget tightening. A danger exists.
however. of over-concentration on efficiency. of falling into
the trap of measuring advertising value by numbers alone.

It’s conceivable that by looking over a spot schedule, one
may reach a decision to lop off a few prime-time 1D’s and
possiblyv a couple of 20°s and then put some of this money
saved into radio. So at least the planned campaign will come
up with the same number of impressions as last year. And

n lies the erux of television’s softness. Forgotten is the
fundamental of advertising —the difference in kinds of
impressions.

In any evaluation of an advertising campaign. the number
of impressions and their cost-per-thousand must obviously
be important considerations. The trouble is that too often,
only c-p-m is used as a basis of comparison between one type
of impression and another. when there are clearly major dif-
ferences in impact, depending upon the medium used and
the creative skill that went into the making of the advertising
message.

Purists in research will argue that even a striet ¢-p-m com-
parison makes little sense, since there has as yel heen no
senerally accepted way developed 1o reduce different media
to a common denominator for such comparison. The fact
remains, though, that it is being done every day, and for a
very simple reason: it has 1o be done, for the advertiser has
to be able to compare media on some circulation and cost
basis, even il imperfect,

One can casily make a case for the superiority of the clee-
tronic media on the basis of c-p-m alone, whatever its limi-
lations. A recent analysis by one of the top 10 agencies,
Leo Burnelt Company Ine., showed the Tollowing cost-per-

thousand standing of media:

Cost Per Thousand People I cposures
Onc-minute commereial ve, full-page Dlack-and-white ad
Radio 95
Television $1.05-1.142

Magazines $4.87-6.48
Newspaper Supplements $6.04,
Newspapers $10.79

On a pure e-p-m basis, then, the hroadeast medin are stand-
out winners, Although radio has a slight lead over TV, when
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the absence ol the factors of sight and demonstration are:
considered, this apparent lead is more superficial than real,

It’s been a long time since people have really given serious
thought to the kind of impressions that different media offer,
Is it enough to say: “Television has a better cost-per-thousand
than print, therefore it is a better medium.”? The answer, |
think, is no. What really counts, it seems to me, is that
in addition to its advantage in efficiency, television of-
fers unique advantages of a purely qualitative kind, the
well-known sight-plus-sound-plus-motion package along with
vast circulation and power to command undivided attention
that led Leo Burnett to write in last month’s issue of TELE-
vISION MAGAzINE that in TV the mass media have reached
their ultimate for this century.

None of this is new. It’s been the common coin of the ad-
vertising business for years. Maybe that’s the trouble. Per-
haps we've gotten so accustomed to TV that we tend to forget
a very simple thing: the qualitative impact of TV as a com-
mercial marketing tool is the same today as it has always
been. What nonsense, then, to make naive comparisons he-
tween TV and radio for example, and conclude that just
because you may be able to buy more so-called impressions
on radio for the same dollar, you are automatically getting
more for your money! Once again—it’s the kind of impres:
sion that counts,

It is encouraging lo note thal some advertising men are
making important moves in the development of qualitative
measurements of media. Kenyon & Eckhardt, for example,
applies a factor of “emotional involvement” in media con
parisons. Standard rating or “noting” figures are thus
weighted by a qualitative measurement which, the agency
befieves, makes comparisons between potential  purchases
offered in diflerent media more meaningful.

In the meantime, one of the best 1ools the advertiser has
at his command is plain common sense. 1t is amazing how,
after the slide vufes are put away, you can quickly see where
your best media course lies if you will simply read a news:
paper or magazine, listen to the radio, or watch television:
It cach case, an impression will be made, but that’s about all
the similarity that exists between them; try to estimate the
degree of impact each makes on you, and yow’ll see what 1
mean.

TELEVISION MAGAZINE * FEBRUARY 1958
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