14th year of publication

-LEVISION -

MAGAZINE

G. Maxwell Ule of Kehyon & Eckhardt

(left): The challenge of the future,

Charles G. Mortimer of Gencral Foods:

His company's complex TV opcerations

Other highlights: 7-Year Media Study ..

How Leo Burnett Buys Radio . . . Repor
from Washington . . . The Firestone stor

. Executive Testing . . . Brand Stud

There Must Be
g A Reason

Millions and
FEa B e 2 200

indiana UtHaddyan s

¢

' SEP 251957 :<
X . D laI'S
I _ Li <
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1 Y s v A ) AA - ~ o
G were invested
1 in Spot TV advertising
; -I .
- by leading TOBACCO
I & manufacturers during 1956.
Sk y
=
L2 R -
ROSES . .Albuquerque  WISN-TV ....Milwaukee Tobacco advertisers don’t spend money i Spot TV . . .
\(‘v'SBv’ _________ -Atlanta  KSTP-TV _ Minneapolis-St. Paul they buy value! For every Spot TV advertising dollar earns
WE::% oo Balenfield - wsmty s Nashville many more sales dollars. When it comes to investing in Spot
B .. Balti . Sal _ :
welrve, _z:h;cm:; WIGR-TY, . S e TV, rank these great stations at the top of your sched.ule.
L .Dallas KT s B (ima}fa They cover 1/3 of all TV homes, are the leading stations
WESTVE ~......Daytona Beach il S in their communities, and are viewed regularly and loyally.
Wik . WJIAR-TV . Providence g
"~ ........Durham-Raleigh
Rl e Erie KCRA-TV .......Sacramento ] o
.WNiLTv' .“.....'.MFIini-B.;ymCiiy WOAIL-TV . .......San Antonio Television Division
ALty Fort Wayne KFMB-TV ~-San Diego :
W e S wnsinnn  EAWard Petry & Co., Inc
IV Huntington-Charleston WNDU-TY . South Bend-Elkhart _ : uy -
Willty Jacksonville KREM-TY _Spokane ,
Aagpg L o Tulsa THE ORIGINAL STATION REPRESENTATIVE
- Los Angeles KARD-TV ... ~......Wichita New York Chicago Atlanta. Boston Detroit Los Angeles San Francisco St. Lovis

|
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[ Petitn Nty . i
f hun derlng G .. The ?6 daring Arizona Rangers tamed
A Ny America’s last wild territory . . . rounded
out of

4,000 rustlers, desperadoes, gunmen and
the West

swindlers at the turn of the century. All t
pf .the historical conflict between lav-v and
13 m.26 MEN ... filmed for TV on scenic
locations capturing the impact and excite
the last frontier. Producer — Russell Hay

SOLD, within first two weeks of release

inover 60 markets, to such advertisers as:

e Brylcreem e H. P. Hood & Sons
cA&P e Standard Oil of Texas
* Kroger Co. ¢ Friehofer Baking
* Coca Cola * Max Russer Meats
* Fritos e Nic-L-Silver Battery
* Bardahl e Mrs. Smith’s Pies

e Humpty-Dumpty Stores I

ABCFILM g
SYNDICATION §

1501 Broadway, N.Y.C.
LAckawanna 4-5050
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One Does It
Des Moines!

KRNT-TV SCORE

311 FIRSTS
in 485 Quarter Hours

(THE JUNE A.R.B.)

TOP TEN MULTI-WEEKLY

*KRNT-TV -
* 1. Russ Van Dyke News.................. 10:00PM........... 3117
* 2. Al Couppee Sports ................... 10:0PM........... 0
* 3. Paul Rhoades News ................. 600PM...........148
* 4. Guiding Light .. ... ... 10:45AM.. ... 137
5. Jack Shelley News .. ............... 10:00PM.......... 134
* 6. Asthe World Turns.......... ... .. 11:30AM.. . 134
* 1. Search for Tomorrow.................. 10:30AM. ... 125
* 8. Don Soliday News ................... 1220PM.. ... 124
* 9 Bill Riley ... 12:00 Noon.........11.8
*10. Love of Life......................... 10:15AM... 108

TOP TEN ONCE-A-WEEK

A COWLES OPERATION

*KRNT-TV drerage Mating
T 1L GUNSMOKE L ..400
* 2 EBd Sullivan .o 355
3 ToTell The Truth. ... 354
®4 Thelinewp ...l L340
* 5 Climax ..o e R
* 6. What'sMyvline............. NS
7. Lawrence Welk ...... ST e .....288
8. Pamic .............. e e85
9 Wells Fargo ... 28.2
Full Power Channel 8 In lowa 0 v by 20

wWWWwW.americanradiohistorv.com
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l4th year of publication

TELEVISION

MAGAZINE

SEPTEMBER °* VOLUME XIV, NO. 9

(ENERAL Foobns: Porrrair oF A TV GiaN1 44
Its media strategy, internal structure, agency relationships

THE ConiNG ErRA OF SCIENCE IN ADVERTISING 48
Maz Ule, v.p. of K&E, advances a provocative theory

WASHINGTON: THE SCALPELS ARE SHARPENED 52
What government action can TV expect in the coming year?

‘WE Dont CaAre WHAT Our Rating Is’ 54
How the “Voice of Firestone has developed its brand image

THe Case rFor EXEcUTIVE PErsoNALITY TESTS 56
Projective tests, declares the author, are of genuine value

BranND AwARENESS: A STupy IN TRENDS 58
Beers, cigarettes, coffees, soft drinks in Chicago

SEVEN-YEAR MEDIA STUDY 63
Based on the Top 50 advertisers — Special Report No. 18

Rapio Stuny: How LEo BurNETT Buys Rapto 75
How this agency employs the cumulative audience concept

DEPARTMENTS

Focus oN BUSINESS

Rapio Wrar-Up 8

Focus oN PEOPLE 18

CoLOR LETTER 21
Inaugurating a monthly column by Howard Ketcham

REPORT ON SpoT 29

SWEENEY 33
A monthly column by Kevin B. Sweeney, president of RAB

CasH 37

A monthly column by Norman E. Cash, president of TvB

McMAHAN
Harry Wayne McMahan's column will be resumed next month

RECEIVER CIRCULATION FOR SEPTEMBER 89
Independent set-count estimates for all TV markets

EpiTorIAL 120

wwWWwW americanradiohistorv com

Marion Harper Jr., McCann-Erich,

THE AGENCY PRESIDEN'
What are the qualifications oy
chief executive of a large advi g
ing agency? What training s
he have, what are his chief .x
lems? Next month, TeLEv,
MAGAZINE presents a comy jta)
picture, drawn from life, ofthe
agency president as he sees m.
self. Other Highlights: Iji, |
Study — Nighttime Radio, a1,
Jective look at its strengthis s
weaknesses in advertiser use, g
gramming, costs, audience, ete
Profile of White House press e
tary James Hagerty, his thi?r,,;
about the communications n\liul

«

and their relation with the naty’
political life. . . . Dove Soap—al
ysis of an outstanding TV .
paign, second in the seriels
Studies in Commercial Fffece-
ness.

Frederick A. Kugel, Editor and Publishen

Herman W. Land, V.P. & Executive Editor
John Watson, Managing 1o
Barton Hickman, Associate Editor
Barbara Landsberg, Departments for
Robert Braver, Manager of Research
Mimi Grajower, Research As 2% 1
Joseph Tarallo, Art Director
Harry Wayne McMahan, Howard Kepms
Contributing Editors

Robert Lewis, Vice President
lrving A. Gross, Advertising Miaet
Jack L. Blas, Business Manager
Ruth Leftoff, Office Mi3®
Harriette Weinberg, Circulation Manager!

Published monthly by the Frederick 3¢l
Company, Inc., 600 Madison Ave., Newark
22, N. Y., Plaza 3-9944. Single copy, 50 "'
Yearly subscriptions in the United Statui®
possessions, and nations of the Pan Am -&"
Union, 35.00; in Canada, $5.50; elses™
$6.00. Second-class mail privileges auth ed
at New York, N. Y. Editorial content 1ot
be reproduced in any form without p'*
sion. Copyright 1957 by Frederick Kuge/®
Inc.
Member of Business Publications
Audit of Circulation, Inc.

BPA
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the
Best
with
us

WJINM-I'V

Michigan's Area Station ... Proudly announces the inauguration
of the First Local Live TV Service for the FLINT area .

from its new FLINT studios Opening Sept. 15
WJIM-TV now serves Lansing, FLINT and Jackson with

a Dominant 100,000 watt signal from its new 1023' tower
located between Lansing and FLINT.

by Henry Ries

Represented by Peters, Gritfin, Woodward, Inc.

www.americanradiohistorv.com
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Leadership is a family affair |

John Quincy Adams, newly elected President, gazed reflectively at the
portrait on the wall. How proud he must have felt following the footsteps

of his illustrious father, John Adams, into the White House!

Just as leadership was a tradition of the Adams family, so it is of the WKY
Television System family of stations. This leadership has produced stations

outstanding in their markets—the logical choice for your advertising.

THE WKY TELEVISION SYSTEM, IN-.

WKY-TV Oklahoma City
: WKY Radio Oklahoma City
2 WSFA-TV Montgomery
WTVT Tampa-St. Petersburg

- Represented by the Katz Agency

www.americanradiohistorv.com
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ON THE AIR
IN TIME FOR

THE WORLD SERIES

CLARKSBURG, WEST VIRGINIA Channel 12

Covering the Virgin Market of Central W. Va.-Clarksburg-Fairmont-Morgantown

CAPTIVE AUDIENCE, 605,000 POPULATION. Cradled in the hills of West Virginia, this lusty, thriving|
market — rich in coal, oil and gas — untouched to date by a direct TV signal — is all yours on wBOY-TV.

Budget now for Fall and Winter sales on wBoy-Tv.

INTERCONNECTED WITH g '
Wl A member of The Friendly Group § WSTV, WSTV-TV Steubenville; KODE, KODE-TV, Joplin

_@ WBOY, WBOY-TV, Clarksburg; WPIT, Pittsburgh; WPAR, Parkersburg.

George Clinton, General Manager o Represented by Avery-Knodel o National Sis. Mgr., Rod Gibson, 52 Vanderbilt Ave., New York; MUrray Hill 3-6977
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ffocus on BUSI N ESS

sptember, 1957 TV NETWORK BILLINGS

though the upswing in gross spot A S ——— 195 = — 1987 June ‘57 June ’56
i]ings evident in the first quarter I i J _:] 1 j_ - Wy s = = ——
¢ 1967 continued into the second | = — — F— — A3, iy,
arter, net billings for most sta- 30 — 1 CBS 18,356,892 17,935,789
s are still down from last year. b R 1 - T T
The rise in gross billings is largely & g

~ounted for by rate increases and N o

¢ fact that gross billings do not \ __/k_* AR Total  $39,517,137  $38,242,635
ow the effect of the increased use 5 / i ol | |

package deals and large frequency | e 4

deounts. -‘— =

Announcements  accounted for ”uu Wiy WP AT == . —

499% of the total spot billings in & - JUL AUG SEP OCT NOV DEC Source: PIB
# second quarter of 1957 —$563,- I

14,000. Participations totalled $30,- TV SPOT BILLINGS QUARTERLY EXPENDITURES

4,000, or 25.6% ; programs $22,-

8,000, 19.2%; and ID’s $12,297,- 2nd QUARTER, 1957  1st QUARTER, 1957 2nd QUARTER, 1956
o 10'3%'. o : d i $ 40,031,000 (33.7%) | § 38,074,000 (32.5%) | $ 36,714,000 (34.8%)
Q| major advertisers appeare Nighi 67,197,000 (56.5%) 68,137,000 (58.3%) 58,589,000 (55.5%)
aong the §op 100 spot spenders for Lato Night Nl | e o pnl [Ny i
t» first time, among them Scott

Iper, Helene Curtis and Tidewater Total $118,870,000 (100%) | $116,935,000 ( 100%) $105,584,000 ( 100%)
(. A number of advertisers already f Source: TvB-Rorabaugh

tive in spot doubled their invest-
rnt in the medium over the first
arter of 1956.

Placement of fall business has
zn slower than expected. The pick-

TV SPOT BILLINGS T0OP TEN SPOT ADVERTISERS

2nd QUARTER, 1957[

t however, did start by mid- Estimated 1st QUARTER, 1957 2nd QUARTER, 1956
f.gust. Rank Company Expenditure | Rank Expenditure | Rank Expenditure
1 Procter & Gamble Co. $6,518,900 | 1 $3,726,800 | 1 $6,541,000
! 2 Brown & Williamson Tob. Co. 3,322,300 2 3,633,000 3 2,673,400
3 Continental Baking Co. 2,695,200 4 2,822,000 | —
4 General Foods Corp. 2,419,400 7 1,922,600 2 2,978,200
5 Sterling Drug, Inc. 2,197,300 3. 2,942,900 4 2,138,500
"V MARKETS AUGUST I, 1957 6 Lever Brothers Co. 2,011,200 = 9 1,263,900
5 S R ——————— 7 . National  Biscuit Co. 1,869,000 10 1,611,300 7. 1,735,900
channel markets 143 8 Colgate-Palmolive Co. 1,777,800 9 1,688,800 | 5 2,115,700
channel markets 65 9 Carter Products, Inc. 1,679,200 5 2,447 100 —_ -
ichannel markets 3’ 10 Miles -Laboratories, Inc. 1,559,700 — —_— 8 1,392,600
{or more)-channel markets 18 ] Source: TvB-Rorabaugh
Stal Markets 265
ommercial stations U.S. & possessions 467
wmber of U.S. TV homes 40,706,746 TV NETWORK COST PER THOUSAND
> of U.S. homes owning TV sets 82.3 p
= - w1955 s 1956 1937
Source: TELEVISION MAGAZINE May 1957 index: $3.57
4.50 This graph traces the trend in
428 c-p-m per commercial minute of a
- representative network half hour.
Based on all sponsored shows tele-
4.00 P
¥V RECEIVERS q cast 9:30-10 p.m., N.Y.T., during
- 375 T [ S . the ARB rating week, it provides
= — o A -~ - R .
g / . a continuing yardstick of the per-
May '57 May ‘56 3.50 —— /' formance of nighttime TV. This in-
| P o : . dividi h
kiletion e i e 328 2. dex is obtained by dividing the
42, ’ P P total costs of the programs by the
o 3.00 - = total number of homes reached by
these shows, then dividing this by
. 2.75 . ial mi
2rail Sales 399,757 392,080 the number of commercial minutes.
2.50 Sources: ARB, P1B,
o o TELEVISION MAGAZINE
Source: RETMA JAN FEB MAR APR MAY JUN JUL AUG SEP OCT' NOV pEC!
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RADIO
WRAP-UP

OUTLOOK FOR FOURTH QUARTER

The uptrend in radio is expected to continue. CBS
wrote over $6.000,000 in new sales in one month. NBC
bagged 38 new fall clients, 11 of whom had been in-
active in radio. On the spot side, indications are that
total advertiser investment in 1957 will top $170,-
000,000, a gain of 149% over the 1956 outlay of $149,-
750,000. Station Representatives Association estimates
that the second quarter of 1957 ran about 309% ahead
of the same period of the previous vear. (First quarter
gain was about 40%.

Reports from individual stations are equally bullish.
wwi in Detroit reports that its total sales for the first
half of this vear ran 17.49% over the first hailf of 1956,
pointing to the biggest vear in the station’s 37-vear
history. Its 1957 gain is 82.5% over January-June 1955.

And an NARTB survey of stations (excluding networks
and o0-and-o0’s) indicates an expected 3% increase in
revenues and a 1% hike in profits over 1956. In that
vear, the typical station took in $100,000, earning a
profit of about ten cents on the dollar.

EVENING SET USAGE STABILIZING?

Radio sets-in-use from 7:00 p.m. on stayved about level
or increased slightly during the six-month period in
which TV viewing tends to be heaviest.

A comparison of Nielsen's second May report of radio
homes using radio with its data for November indicates
that evening listening might be headed toward the end
of its downward trend. (For a detailed appraisal of the
evening audience, see next month’s Radio Study.) Other
shifts in the six-month period: Peak listening in May
was 8:00-9:00 a.m.; in November it was 10:00-11:00
a.m. The early morning hours, 6:00-9:00 a.m., each had
higher set use in May than in November. The hours
from 9:00 a.m.-4:00 p.m. went down slightly.

"LIFE”" COMES TO RADIO

Even before the new Life and the World series for which
Life magazine is both co-producer and one-third sponsor
had hit the air, the publication had latched on to one-
fourth sponsorship of NBC’s on-the-hour newscasts. On
the spot side, it set up a three-week radio barrage in
125 markets, beginning in mid-August. While embrac-
ing radio for its own promotion, the magazine gave
the medium an editorial boost with a To page 13

8

www.americanradiohis

A monthly review of events ir

network and national spot radic

TOP TEN DAYTIME WEEKDAY
SPONSORED NETWORK RADIO PROGRAN =
NIELSEN, JUNE 1957 (SECOND REPORT)

Program Homes R pgg
1. Ma Perkins—(CBS)—Lipton _ Yy
2. Young Dr. Malone—(CBS}—Llever 1,3 000
3. Helen Trent—(CBS}—Toni e 1,%,000
4. Young Dr. Malone—(CBS)}—Toni 1,500
5. Nora Drake—(CBS}—Scott . 1,5.000
6. Arthur Godfrey—(CBS}—Intl. Min. & Chem.. . . 1,2 000
7. Ma Perkins—(CBS}—Scott L 1,3 000
8. Ma Perkins—(CBS)}—Lever 1,3
9. Helen Trent—(CBS)}—Scott - | 1,&"90(
10. Right to Happiness—(CBS)}—Toni i s 1,300
TOP FIVE NIGHTTIME
SPONSORED NETWORK RADIO PROGRAM
NIELSEN, JUNE 1957 (SECOND REPORT)
Program Homes R Keee |
1. Great Gildersleeve—(NBC}—Ex-Lax, Pabst 1,0'ﬁ
2. Jack Benny—(CBS)}—Cowles Magazines 9 0
3. People Are Funny—(NBC)—Ex-lax, Pabst 9 X0
4. Gunsmoke—(CBS)}—General Mills 8 00
5. Cavalcade of Sports—(NBC)}—Gillette 8 )00
TOP THREE NIGHTTIME MULTI-WEEKLY
SPONSORED NETWORK RADIO PROGRAM
NIELSEN, JUNE 1957 (SECOND REPORT)
Program Homes Ri ied
1. One Man’s Family—(NBC)—Ex-Lax, Quaker Oats 1,1 100
2. lowell Thomas—(CBS)}—Gen. Motors 936
3. News of the World—(NBC}—Participating. 8‘.“}00
RADIO SETS-IN-USE (IN HOME ONLY} |
NIELSEN, MAY 1957
Number of 9% Radio pies ksdl
Hour* Homes Using R«
6- 7 a.m. 2,889,000 S
7- 8 aam. 6,307,650
8- 9 a.m. 7,848,450 ...z it
9-10 a.m. 6,741,000
10-11 a.m. 6,789,150
11-12 noon 6,066,900
12- 1 p.m. 6,644,700
I- 2 p.m. 6,981,750 -
2- 3p.m. 5,778,000 .. .
3- 4 p.m. 5,537,250 .
4- 5p.m. 5,344,650 .. ...
5- 6 p.m. 5,633,550
6- 7 p.m. 5,681,700
7- 8p.m. .. 4,959,450
8- 9 p.m. 4.140,900
9-10 p.m. 3,996,450
10-11 p.m. 3,803,850
17-12 mid. 3,033,450

Mon.-Fri. average before 6 p.m.;
Sun.-Sat., 6 p.m. and after.

TELEVISION MAGAZINE - SEPTEMBER
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[IV's
spectacular
new

icrion

Excriement! DANGER! 1Il'-IRIlL$! |
§

'HER'O|C ' ABOARD ocean liners, po- ALOFT in Port 1@

lice and Coast Guard boats, helicopters and Coz ¥

/ tramp steamers, fire boats. planes.

/, ry

FILMED ON LOCATIONS
NEW AND FRESH TO TV!

A whirlwind of action spotlighting America’s toughest
and most dramatic law enforcement job: guarding
our vital harbors from enemies within and without.

WWWwW.americanradiohistorv.com
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ENDELL COREY

SHIEF OF THE HARBOR COMMAND

duced with“the‘coopera=—
’ _Eion af the Port Authorities
andsthe.U: S. Coast Guard.

ﬂORE in warehouses,

>. Customs Offices,
' wnography Laboratories.

SALES MOUNTING FAST!

Scores of markets already bought by:

HAMM’S BEER
MILES LABORATORIES
(Alka-Seltzer,
One-A-Day Tablets
BLUE CROSS in Buffalo
SQUIRYT BOTTLING
KROGER
KBAK-.TV—Bakersfield,
Calif.
KBOI-TV—Boise
WNAC.TV—Bostor
WIVY.TV—Dothan, Ala
WFGA.-TV—Jacksonville
KTTV—Los Angeles
WDSU.TV—New Orleans

KYW.TV—Cleveland

WTIVT—Tampa-St. Petersburg

WKY.TV—Oklahoma City
WDAU-TV—Scranton, Pa
WITIVI.TV—Miami
WOR.TV—New York City
WCAU-TV—Philadelphia
KPHO-TV—Phoenix
KOVR-TV—Stockton, Calif
V/1IC-TV—Pittsburgh
KSL-TVv—Salt Lake City
KRON-TV—San Francisco
KTNT-TV—Seattle-Tacoma
KTVX-TV—Tulsa-
Muskogle

TRUE-TO-LIFE MP/WTHAT

BRINGS VIEWERS BACK!
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AN

DETROUT ..« WWJ-TV

both built by..

S|

Mayor Albert E,
Cobo, "*sparkplug’
of today's Detroit,

PR g P S < TS TR - \ 2

&80 1t
ll“;;l-.'n.
EBREELENNGL

gEERuErsIny
T

The beautiful City-County Building in Detroit’s new Civic Center.
Nearby are the Veterans Memorial Building, the Henry and

3 0 Q Q Edsel Ford Auditorium, and the huge Exhibits Building—Conven-
Always dynamic Detroit is busier than ever. Great new tion Hall, under construction.

buildings are rising. Extensive expressways, shopping centers
and other vast projects are under way. All provide graphic
evidence of the unlimited faith Detroiters have in

their city.

Faith in WWJ-TV is another notable Detroit char-
acteristic—faith engendered by WWJ-TV’s acknowl-
edged leadership and emphasis on quality in
every phase of television.

That’s why seeing is believing to the great
WWJ-TV audience—a priceless advantage
to every advertiser.

% -
/’A;ocmre AM-FM STATION WWh

/_.;usl in Michigan - owned & operated by The Defrail Newi

. . . ¢
National Representatives: Peters, Griffin Woodward, 10

www americanradiohistorv com
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10 WRAP-UP [rom page &

or picture-story in its July 22 issue. Called “Radio’s
1ques'” the spread highlighted remotes and offbeat
d ishows around the country. It was the kind of major
0 licity break that has become rare in recent vears.

WHTTIME TO BE TEEN-TIME ON ABC, CBS

\Ix 1y networks have now decided to key their nighttime
|\ gramming to teenage audiences. CBS has announced
plan to create an 8:00-10:00 p.m. block, Monday-Sat-
U «py, which would cater to youngsters’ musical tastes,
can get three advertisers lined up to share spon-
hip. ABC has yet to detail its evening plans, but

1/ network has a similar concept in the works.

g IMPETUS TO FM

powing the rekindling of industry interest in FM,
pked by impressive sales of hi-fi equipment and clas-
i yic records, Westinghouse Broadcasting Co.’s recent
wch in FM operations is being closely watched by
snliindustry. The group’s Pittsburgh and Portland, Ore-
gostations, KDKA and KEX, began last month a policy
s to be adopted by other Westinghouse stations:
sefrate operation of FM outlets as ‘“good music” sta-
¢ after 4:00 p.m. each day. The rate card, unpub-
ied at this writing, will set FM rates at about one-
thi of the stations” AM prices. Base hourly rate
wiirange from $50 in Portland to $125 in Boston.

T VL STATISTICS

' (“he nation’s 135 million radio sets July 1, 45 million
we located outside the home, with 35 million in autos
«n the balance in public places. In presenting these

i figres, RAB pointed out that the high auto total re-

g fleed the fact that 90% of all 1957 cars were deliv-

« vré radio-equipped. Of the 90 million home receivers,

. ely 44 million were secondary sets.

| Pulse survey shows that “radio is where the money

L' i heads of families within the top 159% income bracket
md more time with radio than with golf, fishing or

F vaball. On an average weekday morning, more than

© haithe group are listening in. Another RAB study,

i mz by Advertest, revealed that, as with supermarket

| ‘pers, more drugstore shoppers are exposed to radio

rr to shopping than to any other medium.

%e more indication of the acceptance of the cumula-
ivaudience as the key to radio buying: starting this
mah, advertisers will get data on four-week undupli-
¢afl listening as part of the regular Nielsen national
49 report.

J A8 STARTS ITS LIVE MUSIC APPROACH

Th first phase of American Broadcasting Network’s

*wch to emphasis on live musical variety starts Sep-

fher 2, with the introduction of Herbh Oscar Anderson

She as a replacement for the 10-11 a.m. soap opera

‘h. By late fall, the network hopes to have a mid-
j f:ting strip on the air which will stress young talent.

“liis to woo the family audience eventually by at-
I ITEing teenage listeners first.

“A0 AROUND THE COUNTRY

‘llago: FM Unlimited, a new station rep organization
““ted exclusively to handling FM stations, set up

EVISION MAGAZINE SEPTEMBER 1957

shop with a list of 17 stations, including the Western
FM Network . .. Albuguerque: Management Counselors,
a Jocal firm, inaugnrated Auto Radio Surveys, which
would measure driving-time listening by checking on
the radio dial position in autos left in parking lots. . . .
Los Angeles: Goodman Advertising, an agency, bought
time on KRHM (FM) to advertise its own services to
potential clients. . . . Minneapolis-St. Paul: wcco added
a second evening show, North Star Seremade, to its re-
gional network feed. Already going out to the five-station
North Star Network has been Cedric Adams’ Night-
time News.

NEW BUSINESS ON THE NETWORKS

Sale of the month was Home Insurance Company’s sign-
ing for full sponsorship of the Jack Bemny Show on
CBS. Other signs of a possible revival of interest in
program sponsorship, as opposed to participation buy-
ing, were Miles Labs’ purchase of two weekday news
strips, Chesebrough-Pond’s buy of Foothall Scoreboard
for 12 weeks, und Wrigley’s renewal of its 15-minute
buy on the Howard Miller Show—all on CBS.

Advertiser activity has been fairly brisk this month,
particularly in the drug products category. Some com-
panies have been lining up their schedules well ahead
of starting dates. Among the earliest of the early birds:
Parker Brothers, which by July had settled on a two-
week participation drive on NBC davtimers to start
December 9.

Another early shopper was Rexall Drug, which signed
for sponsorship of the Pinocchio ‘“‘special” to be aired
October 13. . . . Vick Chemical lined up 126 program
segments, on both CBS and NBC. . . . Pharma-Craft
ordered 20 five-minute AMonitor newscasts, to begin in
mid-August and continue for 13 weeks. . . . Sterling
Drug got a July start on its 13-week drive, which in-
cluded portions of Bandstand and Five Star Matinee,
as well as Gunsmoke. . . . Hudson Vitamin and Sleep-
Eze signed for weekly segments on Mutual’'s Gabriel
Heatter newscasts, to run for 13 weeks starting in
August.

In the tobacco field, P. Lorillard took segments in
The FBI in Peace and War on CBS for 13 weeks, plus
the Sunday World News Roundup and World Tontght
.. . American Tobacco bought three morning quarter-
hours on the CBS Puacific Radio Network, in the Harry
Babbitt Show.

When My True Story moves from ABC to NBC, it
will include on its sponsor roster McFadden Publica-
tions, Plough, Inc., U.S. Steel and Swift’s All Sweet.

. Additions to the Godfrey lineup on CBS include
Peter Paul, which is taking half-hours on alternate
weeks for 18 weeks starting in October; and Armour,
starting a 52-week ride at the end of September.

Advertisers buying into Monitor recently include
American Motors, which will use 20 five-minute news-
casts per weekend for 13 weeks starting in August;
General Motors, which will have a two-week drive to
introduce its new lines; and Black & Decker, which
will have 20 participations per week, starting Sep-
tember 29.

General Mills, for Wheaties, took 13 Monitor sports
segments for September. For its Betty / To next page

i3
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RADIO WRAP-UP Continued

Crocker mixes, the advertiser or-
dered 20 participations a week for 10
weeks in five NBC daytimers. . . .
Hotpoint has bought 20 weekly par-
ticipations on the same network.
These will be scattered throughout
the daytime schedule.

NEW NATIONAL SPOT BUSINESS

Quaker Qats announced a complete
switch of funds formerly allocated
to print to spot broadcasting for its
Flako Products division. Next year,
Flako will spend $800,000 in radio,
leading off on September 12 with a
26-week drive in 40 markets.
Thomas Leeming has placed orders
for a six-month push in 200 markets.
Jergens will supplement its
new spot TV campaign with radio
use in 15 markets. . . . Monticello
Drug in October will begin a heavy
saturation schedule in 100 southern
markets. . . . Gold Medal Candy, for
its Cocilana Division, will inaugu-
rate a 13-week drive in northeast
cities. Rem, Pfizer, Chatta-
nooga Medicine and Whitehall will
also have heavy radio use ready by
October.
DuPont for its anti-freeze prod-
uets will get going early this year

with a four-week drive starting
September 16. . . . Another winter
advertiser setting a September tee-
off date is Anahist. Aiming for the
Negro market, it will stage a 26-
week drive, five to 10 spots per week.

Two American Tobacco brands,
Pall Mall and Lucky Strike, were ac-
tive buyers. Pall Mall bought a
schedule to supplement its regular
year-round effort. In approximately
50 markets, it is running spots in
three flights between the end of July
and November. The Lucky Strike
drive started August 1 in 100
markets.

Nestlé, for DeCaf, began a nation-
wide push in July, using day and
night announcements, with an av-
erage of 20 to 25 spots per week in
each market. . . . General Foods, for
Certo and Sure-Jel, staged a six-
week spot drive, using daytime min-
utes. The schedule began in July
to tie in with the canning and pre-
serving season. . . . A one-minute
saturation drive running for 10
weeks was put into effect by Gen-
eral Mills at the end of July . . .
Slenderella International is using
five Detroit stations to test a spot
campaign for its special bread.

|

American Airlines ran Spe"ia!\ro
motion drives to promote itg ..,
Coachman service in San Franqco‘
Los Angeles and Chicago. . . -on:
solidated Cigars for its Hary..
brand began a 13-week fal] ﬁvé
. . . Plymouth Dealers of Soutayy,
California staged a 13-week g3 ra.
tion drive on five stations, desi,
to stimulate showroom traffic dy;, .
the association’s sales contest,
National spot advertisers by,
into the various Westinghousey,
tions’ new evening format, g
Program PM, include Ligge
Myers, TWA and Novo Card
lishers.

13]

RAB TESTS RADIO'S STRENGTH

Laura Scudder Potato Chips .
the subject of a recent RAB et
campaign, designed to show rag:
strength at night by runningay
nouncements in a market wher¢her
procduct was not distributed, n+ ¢
therefore not advertised in qer
media. The commercials achiev| o
high recall score. The potato aip -
firm has now placed an actual - ¢
paign of its own in its fivee
markets in Northern Californiand it
Oregon. IND

TV in Fresno -- the big
inland California market--

means KMJ-TV

e Best local programs

e Basic NBC-TV daffiliate

www americanradiohistorv com
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{ou Can’t Sell ’Em If You Don’t Reach 'Em
and WJAR-TV Reaches More Of 'Em

in The Prowdence Market

SUMMARY DATA* ,’
CALL h TELEVISION MONTHLY WEEKLY
LETTERS HOMES 7 COVERAGE COVERAGE
WIJAR-TV 1,186,410 593,890 539,130
STATION B 706,140 448,390 430,370

*WJAR-TV Area Per
NCS No. 2, 1956

L J
BROCKTON

e TAUNTON

A _ ——\ Massachusetts
""""" ' NEW BEDFORD
FALL RIVE

Rbhode
DNy Island

Comnecticut

NEW. LONDON E-E—am

PYE g Represented by Edward Petry & Company, Inc.
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NO. 1 IN RATINGS —NO. 1 IN RENEWALS!

RENEWED IN 72 MARKETS BY FALSTAFF — FOR 52 MORE WEEKS! raistaff, America’s

4th largest brewing company, is moving up . .. with STATE TROOPER. Terrific sales success for 52 weeks,
now Falstaff wants 52 more! So does 3-state sponsor Schmidt & Sons, Brewers. So do dozens of
other regional and local STATE TROOPER sponsors. It sells!

NO. 1 NAT'ONALLY, AND “TOP 10"’ IN 120 ARB REPORTS! cCheck all the rating services . . .

ARB, Videodex, Pulse . . . they all rate this MCA TV thriller right up at the top. STATE TROOPER

is the No. 1 adventure hit — highest rated! — in St. Louis 40.7, Milwaukee 20.4, Pueblo 56.9,
Chicago 19.9, Boston 23.3, Cleveland 20.9, Davenport-Rock Island 29.6, San Antonio 32.3,

Santa Barbara 26.3, Columbia-Jefferson City 40.1, Jackson 38.3, Peoria 38.0, Chico 57.3, Birmingham

34.2, Minneapolis-St. Paul 17.2, Philadelphia 18.7, Atlanta 22.7, Montgomery 37.0,
Phoenix 28.1, Jacksonville 41.3.
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JUST ADDED:
39 MORE
ALL-NEW

ADVENTURES
...18 HALF-HOURS
NOW

AVAILABLE!

OPER

starring ROD CAMEROI

Write, wire, phone

e
o

FILM SYNDICATION

Wi your market, sell your market with STATE TROOPER

America’s No. 1 Distributor of TV Film Programs

598 Madison Avenue, New York 22, N. Y. PLaza 9-7500
and principal cities everywhere

-t dgram 18 produced % XXIA
cooperation of the \
Association of the
Nevada.

s =
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CHARLES MORTIMER

G. MAXWELL ULE

LEONARD MATTHEWS

ALFRED MCGINNESS

KiNG WHITNEY, JR.

PEOPLE

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

Charles G. Mortimer, president of General Foods (le
“General Foods: Portrait of a TV Giant”) joined e
organization in 1928, He served in various advertisjy
and merchandising positions until his appointment;
1943 as v.p. in charge of advertising. Named operatlg |
v.p. in 1950, he was subsequently made executive

and, in 1954, elected to his present position.

ﬂ___-‘__i;g-_

Senior v.p. in charge of marketing services at Kenyo}
Eckhardt, with the TV, media, research and promota
departments reporting to him, G. Maxwell Ule present:
challenging advertising concept in this issue. A U-
versity of Chicago graduate, Ule made Phi Beta Kapi
and holds an M.B.A. degree. Before joining K&E#
1949 as v.p. and research director, Ule served for ni
years as research director in the Chicago office
McCann-Erickson.

Leonard S. Matthews, v.p. in charge of media at L
Burnett Co., heads the department which prepared tk
month’s Radio Study. Previously with A. C. Niels:
Co., Matthews joined Burnett’s market research depa.
ment in 1948. After a turn at space and time buying,
became an account executive, and was appointed to !
present position last year.

Advertising manager of the Firestone Tire & Rubk =

Co. (see “‘We Don’t Care What Our Rating Is’”) §

fred J. McGinness started as a copywriter with su &

advertising agencies as Gardner Advertising and N.%  ©

Ayer. McGinness’ broadcasting experience dates bal =
to 1926. He has supervised the Voice of Firestone on rac %

and TV for 20 years.

King Whitney Jr., executive director of The Personq |
Laboratory, management consultant firm, stresses t_: ’
psychologist’s point of view in his approach to executii &y
personnel testing. His emphasis on the “projective tec
nique” of testing is deseribed in his article, “The Casef
Executive Personality Tests.”

TELEVISION MAGAZINE =« SEPTEMBER 19 8
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NO. 1 PULSE JUNE
NO. 1 ARB JUNE
NO. 1 VIDEODEX JUNE

DR.
HUDSON’'S
SECRET
JOURNAL

HIGHEST RATED
FILM DRAMA IN THE U.S.
WITH A 21.1
NATIONAL AVERAGE

“Realistic and dignified portrayal . . .

an outstanding contribution to the

public interest and welfare.”
American Medical Association

“These human interest tales have an
uncommonly high degree of credibil-
iy.” Variety (recent issue)

“Can’t recommend the show or John
Howard’s cooperation too highly.”
Wilson & Co. (29-market sponsor)

RENEWED by Wilson & Co. in 29 markets
.. . RENEWED by Bowman Biscuit Co. in
17 markets . . . RENEWED by Carolina
Power & Light in 4 markets . . . RENEWED
by Sunshine Biscuits, General Electric,
Drewrys Ale & Beer, Sears Roebuck,
Meister Brau, Kraft Foods, Sun Drug Co.,
General Tire & Rubber Co. and scores
more!

“TOP 5" EVERYWHERE!

Rating Rank
BOSTON 271 1

GRAND RAPIDS 30.1
OKLAHOMA CITY 29.2
LITTLE ROCK 37.0
SAN ANTONIO  25.2

MILWAUKEE 25.5 1
BIRMINGHAM 36.4 1
CHICAGO 17.0 2
KNOXVILLE 274 2
SAN FRANCISCO 20.6 3
CINCINNATI 23.8 1
DALLAS 23.6 1
OMAHA 341 f

2

2

4

78 HALF-HOURS NOW AVAILABLE!
Be “No. 1" in Your Market with

mcea tv

Film Syndication
598 Madison Avenue
New York 22,N. Y

PLaza 9-7500

TURTI PR |t COM
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713,717 Jim Hookers...

Capital of Indiana . . . Heartland of the Midwest . . . one of the most
important commercial and industrial centers in the country . . . no less the hub
of one of the really big television markets . . . that’s Indianapolis!

Jim Hooker works here. He's a skilled technician with one of the several

large pharmaceutical companies that call Indianapolis home. And he’s a happy,
industrious man whose efforts have amply provided for his family’s welfare.
Of course, like other Hoosiers, his entertainment zs WISH-TV.

There are 713,716 more television families like the Hookers in the big area

U} & I SI I -~ I V | served by WISH-TV. Smart advertisers want to reach them. They do it over

IN’DIANAPOLIS WISH-TV the station thaF domi.nates t.he natign’s 14th television market
and that consistently has more viewers in Indianapolis than all other
stations combined. Represented by Bolling.

Sources: ARR 7/57, NSI Area 6/57, Telepulse 4/57, TV Mag. 8/57.

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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DITOR'S NOTE: With this issue, color consultant
award Ketcham joins the contributing staff of TELE-
ZION MAGAZINE as editor of its monthly “Color Letter”.
ch month Mr. Ketcham will review programs and
nmercials from the point of view of their color effec-
ieness.
President of Howard Ketcham Inc., Color and Design
.gineering, Mr. Ketcham has served as color engineer
leading industrial concerns for over 21 years. He is
editor of American Fabrics and the author of many
oks on color.
His association with TELEVISION MAGAZINE reflects the
owing importance of colorcasting, both to the viewer
d the advertiser, on the national scene.

his column will review the color effectiveness of
various shows and commercials. Color is my busi-
8s; I'll let Jack Gould review the contents of the pro-
ams. How well color is used to set the proper mood for
show can—and will—influence Jack Gould’s and the
2wer’s overall reactions very strongly, however.
How well sponsors use color in planning commercials,
d in their products and packaging, will also influence
€ agencies’ and sponsors’ profit picture.
Here are some examples of both good and bad color
anning recently noted.
On all color TV, excellent brilliance is seen in the
fimary colors—red, golden-yellow tones, and blue. But
18 very brilliance can be a pitfall. When a definite
fimary is used badly it tends to suffuse the entire screen,
‘urring over other colors.
One dance sequence on a recent Arthur Murray Show

LEVISION MAGAZINE SEPTEMBER 1957

COLOR LETTER . ;

A MONTHLY FEATURE

BY HOWARD KETCHAM

A noted color authority inaugurates a monthly

critique of color programs and commercials

took place before a predominantly pink background, with
brilliant red accents scattered lavishly throughout the
scene. As a result, the moving dancers took on a reddish
cast that blurred over the pink background. This color
blurring made it look as if Arthur Murray had really
taught the troupe dancing in a hurry.

Just as primary red cast its color over the dance se-
quence, so primary blue was allowed to cast its cold glow
over an entire Ipana commercial on the program. Too
much blue and greenish-blue made it appear as if the
commercial were produced underwater. Fine for ball-
point pens—but an ineffective way to sell toothpaste.

The same Arthur Murray show demonstrated yet an-
other example of bad color planning. The Bufferin com-
mercial showed a man in a coal-black suit against a sky-
blue background. The black and the bright blue made the
man’s face so deathly pale by comparison that he seemed
in need of medical aid. Hardly a good advertisement for
a pain remedy.

Remember, the bad examples above were not due to
faulty equipment. These unnecessary color ‘“fizzles” were
all the direct result of bad color planning.

Flesh tones well handled by Arthur Murray show

There are good things to say for the Arthur Murray
show too. Flesh tones are especially tricky to televise, but
this program usually handled them well.

Strong contrasts in the background, whether chroma
or value, make complexions look deathly pale (as in the
Bufferin ad). But the producers of the Murray show
recognize that the most natural looking faces are those
seen against a neutral, slightly warm / To pagye 24

2!
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7S,

HOW LONG SINCE
YOUR STATION’S
FILM ROOM

WAS MODERNIZED?

i
—

www americanradiohistorv com
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f so, you've a right to be “hopping mad”—especially if picture “smog,”

nflexible film presentations and high operating costs are

¢ ilocking your progress. Better do something about it! Find out how to . ..

. Get the kind of picture quality that advertisers and television

judiences want.
% ). Get this picture quality and enjoy low operating costs at the same time.

1 3. Get the kind of expert programming that sparks and holds

riewer interest.

Let us show you how to plan your system to get

™
v FIL
MNNING oy ——
1

these desired advantages. See your RCA Broad-

cast Representative. Have him acquaint you with w e
b RCA’s comprehensive TV Film Facilities—for get- w B

¥ ting better pictures and lower operating costs for " soNOCHROME

both Color and Monochrome.

RADIO CORPORATION of AMERICA

BROADCAST AND TELEVISION EQUIPMENT
Tmk(s) ® CAMDEN, N. J

In Conodo: RCA VICTOR Company Ltd., Montreal

wwWw americanradiohistorv com
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COLOR LETTER From page 21

background of medium values. On
the show itself, the skin tones looked
naturally light, not palid. Also, a
few brighter accents nearer the cen-
tral figures were used well, to en-
hance natural skin tones.

Just as the Arthur Murray pro-
gram does a good job in color bal-
ancing to show off skin tones pleas-
ingly, the Kraft Theater handles
backgrounds excellently. Kraft
treats backgrounds as a major part
of the scene—not as afterthoughts.

On a recent show, misty gray-blue
walls were used, accenting the actors
and objects in the foreground. By
using a delicate shade of pink up-
holstery on the main furniture,
depth was added. Effective color bal-
ance helped accent the story as it
unfolded, and was a very real con-
tribution to the overall dramatic
results.

Good color planning is also evident
in the Kraft commercials. When
products are displayed they stand
out. Thus the quality of Kraft color
planning is seen in both the show
and the commercials.

A further example of professional
color planning is the Perry Como
Show. The ultra-relaxed Como pro-

change of pace. Frequent sets of’
fanciful colors are used to add visual
surprise as a contrast to the singer’s
easy personality.

Result: viewers watch more of the
show, and don’t find it repetitious.

Careful balance of colors essential

The moral of the above is that a
careful balance of neutral and bright
colors is of major importance.

The best effects were those where
small, brightly colored areas were
shown against larger areas of neu-
tral shades. Strong contrasts of light
and dark areas were also used effec-
tively in bringing out color charac-
teristics.

Televised color is probably at its
best in vivid, kaleidoscopic scenes,
with each bright accent balanced by
a larger area of greatly grayed color,
or even black and white. (And the
problem of televising blacks and
whites as color has been pretty well
licked.)

Compared to color TV just three
or four experimental years ago, I
can vouch for the fact that color
television is excellent. Electronically,
most color problems can be solved.
But bad color planning can, and often

AS OF SEPTEMBER . . .
NBC will program 64 hours in

slox

this month; CBS will colorcastnl;

1%
Crescendo

41

hours, the Du Pont spjy

stations 4

equipped to originate local live ¢

92 stations are able to handle .

lor

film and/or slides, and 260 staj,
can transmit network color, j
recent addition to the last g

is WISC

in Springfield,

I .

NBC has scheduled about 5
hours of colorcasting for the fo+
quarter of 1957, a 67% rise over,.
fall’s 149 hours. This will provid;
average of over two hours di
According to president Robert
Sarnoff, the color schedule has jpy,
built around many of the key-j:
tion nighttime programs, with
phasis on periods when viewing i-

its peak.

STATION ROUNDUP

Twenty seven of the 52 films rece y
purchased by wrtop-Tv, Washing,
D. C., from United Artists wille
shown in color on its late show

WBAP-TV, Fort Worth, Texas, |
telecast the new daily 15-mir'e
Margaret McDonald Show in cg
The station now runs 1% hoursif

gram uses .color as a stimulating does, offset electronic innovations. local color daily. [
A " Owhkosh CALU-IMANTE
Frendship NNE- MET|ITOW
wate @ : MAR- Jeeine® O '
Y omon h
Lisbon adoms QUETTE GREEN| @ %eon i
el OE/ Mouston @ Montallo® ] Ak E fond du Lec Sheborgen @Y J
JUNEAU FOND DU c|sHesoy/
Green 1oke
Wastby @ & . W-Tj:m @ Woupun GAN
VERJNON )
*® .
Vireave ® Reediburg [S[LEece ® Mc:v"-
RICHLAND Boraboo @ COLUMBIA | Beover Dom
RAY- . DL coummg| PODGE

Richland Canter
Spring Graen

n

A
@ Mineral Pounl
N Mo~ Evanseille Joneuville WAL-
Rotterille Dﬂrli.ng'on GREEN WORTH
LAFAYETTE sosode ROCK @ Delovon
_ WI1SCONSIN @i
N TLLINOIS BOUNDARY
DUBUQUE {Nootero STEPHEN- |WINNEBAGO
JO DAVIESS] ~ sON
. Rochtord Wisconsin
? L Froaport
——— - — )
JACKSON 1 feer
'd LL
lowa
SEINIAOLY DE KALBIK‘.::: g:ce c00
Please Correct Set Count E
] Represented Notionally by
Shown in Our Ad on Page 83 PETERS, GRIFFIN,
WOODWARD, INC.
of the 1957 TELEVISION 7- .
MAGAZINE Market Book.
CHANNEL YVHF

MADISON, WISCONSIN

= SEPTEMBER 1§

24 TELEVISION MAGAZ!INE
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J DICTIONARY OF SYNONYMS FOR WSM-TV

S S et s e G . — — — e o — St S —— i —

9

Star Maker tO the NetWOrkS e o o Since January 1957,

27 WSM and WSM-TV stars have made 76 network TV appearances. You've scen
them on NBC-TV shows with Diana Shore, Tennessce Ernie, Today, This is Your Life,
Tonight, Steve Allen, Kraft TV Theater; on CBS-TV shows with Jackie Gleason,
Gary Moore, Ed Sullivan, Jimmy Dean, Arthur Godfrey, Gunsmoke, Vic Damone;
on ABC-TV shows with Paul Winchell and the Big Beat. With this kind and quantity
of talent on tap, it's easy to see why WSM-TV is clearly Nashville’s Number 1
Television Station. Ask Hi Bramham or any Petry man about America’s most
astonishing talent story.

Channel 4, Nashville, Tenn. ® NBC-TV Affiliate ® Clearly Nashville's #1 TV Station WSM- I v

IRVING WAUGH, General Maiager ®* EDWARD PETRY & (O.. National Advertising Representatives
WSM-TY's sister station - ( 50,000-w VSM Radio — is the only single medium that covers completely the rich Cential South inarkel.

www.americanradiohistorv.com
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OLD IN 20 MARKETS

; TO GRIESEDIECK BEER AND OTHER SPONSORS!

50
NS of ms P'ONEERs

W
P

K WILLIAMS .EDDIE DEAN 1

FIMOUS GUEST STARS LIKE THESE IN EVERY SHOW!

For details contact § your nearest office.

MERLE TRAVIS

SCREENY$GEMS, INC.

TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORP.
711 FIFTH AVENUE, NEW YORK, N. Y.

} NEW YORK DETROIT HOLLYWOOD NEW ORLEANS  TORONTO
711 Fifth Ave 709 Fox Rlde_____ 230 N Mlchlzan Ave WV\W\?%HT&?@E{}HWM&P]TSI e QOC?& Iﬁ»oyal St. 102-108 Peter St.
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WBTV’s proven sales power finds its firm
foundation in audience domination. The
remarkable extent of that domination has
just been measured.

In ARB’s brand new total area report of
television viewing in the 80 counties served
by both Charlotte stations

® WBTV WINS 442 OUT OF 465 QUARTER-
HOURS SURVEYED

e WBTV'S AVERAGE SHARE OF AUDIENCE
FOR THE ENTIRE PERIOD IS 79.3%,

@ THE TOP 53 MOST POPULAR SHOWS ARE
ON WBTV

WBTV’s dominance is durable. Ask your
WBTV or CBS-TV Spot Salesman to show
you the complete ARB Total Area Report.

*The Charlotte Total Coverage Area
ARB-—June 25—July 1, 1957

=BTV

T A CHARLOTTE

éim:i  Top Frwoy

JEFFERSON STANDARD BROADCASTING COMPANY
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report on spot

wy frozen food, milk flavoring, sugar and seasoning advertisers use spot TV

sted below are frozen foods, milk
. flavorings, sugars and season-
i, advertised on spot TV during a
reesentative week in the second
ycter of 1957, as reported by

FRTEN FOODS

AU LIKE IT FROZEN FOODS

nw York 9 spots
93) » EYE FROZEN FOODS

sltimore 1 spot
seveland 1 spot
iroit 1 spot
ww York 1 spot
niladelphia 1 spot
nchester 10 spots

Louis 1 spot

@l FROZEN FOODS

flanta 1 program
EOD FROZEN WAFFLES
s Angeles 2 spots
HICLANDER FROZEN FRUIT SALAD
lilwaukee 1 spot
ASTON FROZEN PIES
»s Angeles .. 10 spots
MIfEL FROZEN FOODS
linneapolis 1 spot
MATE MAID FROZEN FRUIT JUICES
tlanta S spots
iltimore 3 spots
sston 4 spots
Aicago 6 spots
leveland 2 spots
Sllas-Ft. Worth 7 spots
etroit 4 spots
)5 Angeles 9 spots
iami 3 spots
ilwaukee 8 spots
¥ ew York ... 19 spots
hiladelphia 3 spots
ittshurgh . 2 spots
ochester 17 spots
n Francisco 9 spots
dashington 11 spots
MTON FROZEN FOODS
tlanta 3 spots
altimore 3 spots
oston 9 spots
thicago 4 spots
leveland 3 spots
allas-Ft. Worth 4 spots

15VISION MAGAZINE - SEPTEMBER 1957

Broadcast Advertisers Reports Inc.
BAR tape-recorded all telecasts in
19 major markets on a regular basis
for seven-day periods. These sched-
ules represent the TV activity of the

Detroit

5 spots

Los Angeles 1 spot

Miami - 3 spots

Milwaukee 2 spots

Minneapolis 12 spots

New York 4 spots

Philadelphia 6 spots

Pittsburgh 3 spots

Rochester 1 spot

St. Llouis 4 spots

Washington 5 spots
MRS. PAULS FROZEN FOODS

Milwaukee 2 spots

Philadelphia 2 spots

Pittsburgh 3 spots
PICTSWEET FROZEN FOODS

Los Angeles 3 spots

Minneapolis 1 spot
POLAR FROZEN FOODS

Minneapolis 1 spot
RED-L FROZEN FOODS

New York 3 spots

Pittsburgh 5 spots
SEABROOK FARMS FROZEN FOODS

New York 3 spots
SIMPLE SIMON FROZEN PIES

Dallas-Ft. Worth 1 spot
SNOW CROP FROZEN FOODS

Baltimore 7 spots

Boston 3 spots

Chicago 9 spots

Cleveland 9 spots

Dallas-Ft. Worth 4 spots

Detroit 6 spots

Milwaukee 7 spots

New York 12 spots

Philadelphia 3 spots

Pittsburgh 2 spots

St. Louis 8 spots

Washington 22 spots
STOUFFER FROZEN FOODS

New York 2 spots
WHOLE SUN FROZEN FOODS

Chicago 1 spot
WONG FROZEN CHINESE FOOD

St. Louis 1 spot

www.americanradiohistorv.com

brands in the markets during the re-
cording week. They are taken from
the recent BAR report, “A National
Guide to Non-Network Television
Advertisers by Product Categories.”

MILK FLAVORINGS

BOSCO CHOCOLATE SYRUP

Atlanta 6 spots
Baltimore 6 spots
Boston 10 spots
Chicago 14 spots
Cleveland 12 spots
Dallas-Ft. Worth 10 spots
Detroit 15 spots
Lancaster 3 spots
Los Angeles 16 spots
Miami 5 spots
Milwaukee 4 spots
Minneapolis 9 spots
New York 32 spots
Philadelphia 14 spots
Pittsburgh 5 spots
Rochester 4 spots
St. louis 8 spots
San Francisco 7 spots
Washingion 6 spots
COCOA MARSH MILK BOOSTER
Baltimore ... 10 spots
Boston 1 spot
Cleveland 9 spots
Detroit 11 spots
New York 16 spots
Philadelphia 4 spots
Washington 10 spots
DARI-RICH FLAVORINGS
Baltimore 2 spots
Minneapolis 2 spots
Philadelphia 2 spots
Rochester 2 spots
FLAV-R STRAWS
Atlanta 10 spots
Baltimore 4 spots
Boston 1 program
6 spots
Chicago 3 programs
12 spots
Cleveland 7 spots
Dallas-Ft. Worth 10 spots
Detroit 7 spots
Lancaster 1 spot

To next page
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REPORT ON SPOT (Continued ‘

cressan

Los Angeles 9 spots
Miami 3 spots :
Milwaukee 7 spots | 3
Minneapolis 11 spots 2
New York . 6 spots ‘ :
Philadelphia 10 spots :
Pittsburgh 2 spots | :
Rochester 5 spots :
St. Louis 6 spots :
San Francisco 8 spots %
Washington 9 spots | :
KOOL-SHAKE MILK SHAKE MIX g
Atlanta 1 spot :
Baltimore 1 spot :
Chicago 1 spot :
Dallas-Ft. Worth 4 spots :
Detroit ... 1 spot ‘
Los Angeles 3 spots :
Miami 1 spot
Minneapolis 1 spot
New York. 1 spot
PR dalphia L Rich man, poor man, Mrs. O'Brien
ittsburgh 2 spots
Rochester 1 spot BachelOI‘, Pop, and Mrs. O'Ryan’
z:n L:rua:cisco l z:z:s DOCtOI’, laW.Yer’ Mrs. O'SChultz’
Washington 1 spot Merchant, cop - 0'Scott and 0'Si: -
OVALTINE In Indianapolis Keep their
gle've'l'and :pvosvam Have their eye Indianapolis SCrin
etroi rogram
Milwaukee lsrogram On brand new WLW-I1 Tuned to Channel|3'
Minneapolis T program

New York — 2 programs

SONNY BOY CHOCOLATE MILK FORTIFIER

B T P P
] A R N A N Y PR R A v -
Los Angeles 10 spots

SUGAR AND SEASONINGS

AMERICAN CRYSTAL SUGAR

LR R TR PR T PP S PR

KIKKOMAN SEASONINGS

Minneapolis 11 spots |
C & D SUGAR | i
Milwavkee .. 3 spots "
C & H SUGAR .
Chicago . 10 spots [
Los Angeles 20 spots w‘w-| .ﬁ
Minneapolis 8 spots 4 :
St. Lowis 5 spots
COLONIAL SUGAR zndlanapollSl JI
St. Louis - 4 spots
DOMINO SUGAR CHANNEL 13
Atlanta 5 spots
Boston 5 spots
Cleveland 3 spots
Dallas-Ft. Worth 7 spots
Detroit 6 spots
Rochester 3 spots . . ,
Washington . 11 spots | Eddle and Freddle, SO CrOSIey $ br(.lnd neu.)ﬂ
FRANKLIN CANE SUGAR Larry and Mary, : WLW-Iin Indlanflpoll.ws W
padelphiz 3 cpo Connie and Ronnie, i a ready-made audlencelszk‘
Pittsburg spots N . i . l 04
Washington 7 spots Jimmy and Timmy - : waiting for your comme”
GREAT WESTERN SUGAR Each Indianapolis Get your products on WV-
S e Kiddie knows, WLW-I M now. For your best buy
IMPERIAL SUGAR ! : -I!
Dallas-Ft. Worth SR Has the best showsl : Best buy WLW-I!
Los Angeles 1 program :
LESLIE SALT
Los Angeies . 23 spots |
San Francisco 1 spot
OLD BAY SEASONINGS
Baltimore 1 spot -
R/MAXIMUM TOWER
SEASON FOOD SEASONING WI.W l MAXIMUM POWER / 4
tos Angeles teet newest member of the famous Crosl &
SUGARINE SUGAR SUBSTITUTE
St. Llouis 3 spots 4 NBCI."S’I |
SWEETA SWEETENER Sales Offices: New York, Cincinnati, Chicago Sales Representatives: A
. tla*
Atlanta - spot Detroit, Los Angeles, San Francisco —Bomar Lowrance & Associates, Inc., Charlotte. A2 ot
WICKER SPICES ) , tion. a djvisionof 47
Dallas-Ft. Worth 16 spots Full ABC Network Atflllation ° Crosley Broadcasting Corporation,
TEMBER 7
30 TELEVISION MAGAZINE « SEPTEM

) . _—
www americanradiohistorv com
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Why International Milling's Advertising Manager

Prefers Crosley WLW Stations for Robin Hood Flour

"We use WLW Radio and TV Stations
for a number of reasons - top
talent, excellent market coverage,
and important merchandising. Coop-
eration covers all phases of product
promotion and goes far beyond the
usual media-client service. The
Crosley Stations' close contact .
with trade personnel and their . ' gy
willingness to cooperate with
our local representatives
add an important plus

to our advertising!"

AN

Robert E. Thompson
Advertising Manager,

Like Robin Hood Flour, you'll get top merchandising service for your
products on the WLW Stations. So before you buy, always check first with
your WLW Stations' Representative. You'll be glad you did!

WLwW WLW-T WLW-C WLW-D WLW-A

Radio Cincinnati Columbus Dayton Atlanta

Network Atfiliattons: NBC: ABC; MBS Sales Ottices: New York, Cincinnati, Chicago

Sales Representatives: NBC Spot Sales: Detroit, Los Angeles, San Francisco HVCO
Bomar Lowrance & Associates, Inc., Charlotte, Atlanta, Dallas Crosley Broadcasting Corporation, a division of ' [ X -"28105s

www americanradiohistorv.com
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INDEPENDENT

KPHO-TV

FIRST IN

PHOENI

QUARTER HOUR WINS*

IND. KPHO-TV [ MTo | METc | sMETp | TiEs | Tora
f .
Ya wine. 149 100 | 61 |36 | 5 | 35
TOTAL WINS 4 3 29 | 17 |0 1 100

www americanradiohistorv com

*Source: ARB Analysis, June 8-14 Report

(For those periods when KPHO-TV and af least one other stetion were on the air.)

KPHO-TV PHOENIX

A MEREDITH STATION REPRESENTED BY THE KATZ AGENCY
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A MONTHLY FEATURE
BY KEVIN B. SWEENEY

President, Radio Advertising Bureau

AN ANTIQUE THEORY DIES HARD

¢ old monthly advertising plan is suicidal under today's volume of exposure

f

| 1d ideas never die. They don’t even fade away very
o easily. They hang around to plague generations
| . unborn. Our great grandchildren on the male side
| 4 still have buttons on their coats just above the wrists
{ aiply because some monarch hoped to stop courtiers
fm wiping their noses on their sleeves.
“his is all preliminary to a diatribe on monthly adver-
ng—a quaint idea that belongs to the age when folks
Liched up Old Dobbin on Saturday morning and trotted
iv town to “git” the week’s vittles.
Jow advertising agencies directing consumer goods
mnufacturers, especially those whose products are or
@ be used daily, can sleep at night after submitting a
in based on monthly insertions in magazines, or pro-
sams once a month on TV, or one 1000-line ad a month
i'newspapers, or even one flight of announcements a
inth in radio, baffles me.
They haven’t much conscience—or they have profound
i totally unjustified faith in human memory. Some-
iere in every advertising office, creative or business,
ire should be posted on the wall a sign which reads:
‘Within two days what you said will be 809 forgotten
' those who read it, heard it or watched it.”
The monthly ad grew out of an established pattern of
blications unable, or unwilling because of mechanical
ficulties, to publish a magazine more than once every
days. But that was 30 years ago or more. Now every
nsumer medium, printed or eiectronic, is geared to
ublish” within minutes or hours, or at the worst in
ys. It’s a different world.

'9e advertising volume hits consumer daily

Great waves of advertising wash over the body of
nsumers every day—more advertising impressions score
me kind of hit on an average city dweller in a day, our
isearch indicates, than touched him or her in a month
iring that more leisurely period 30 years ago.

Ed Ebel of General Foods estimated just a few weeks

LEVISION MAGAZINE SEPTEMBER 957

ago that 1,598 advertisements have a chance of reaching
the average person in a day. Our figure is just as stagger-
ing in a different way: the average urban woman absorbs
some part of more than 200 advertising messages daily.

To rely on a strategy which gives your product only
one or two chances—concentrated in a single day of the
month—out of 6,000 actual impressions, is suicidal.
That’s what the monthly advertising plan does.

It seems to me that the advertising pattern should bear
some relation to the potential purchase patterns of the
product. (“No, Gulliver, I don’t mean automobile adver-
tisers should advertise biennially”.)

Grocery products have a chance of being purchased
more than three times a week, which is a far greater
chance than any proprietary drug has. Grocery products,
even some of the most seasonal, have a surprisingly
uniform pattern of purchase.

Gear advertising to rhythm of buying

Grocery products advertising then that relies on the
monthly advertisement is ignoring the rhythm of poten-
tial buying—a rhythm which ecalls for advertising weekly
or several times weekly.

Frequency is possible in all types of media, and though
professionally T glance askance at all others except radio,
there is certainly much to be said in favor of frequency
in any medium if you're buying advertising scientifically.

There’s auite a lot to be said for another concept also:
getting in the “last word”’—reaching the consumer just
before she or he goes to the store. This is an immensely
important field as advertising pressures on the consumer
mount and as he or she has more advertising to remember
or forget.

Under the pressure of the realities of modern market-
ing, the monthly advertisement should be on the way out.
Actually, costs of frequency in some media—the costs of

surrounding most customers before they purchase—is

keeping it alive. END
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Thirt_y years together as one of America’s
hest-loved comedy teams, AMOS 'N’” ANDY
are bigger and better than ever in their
fun-packed syndicated series. Stripped across
the board, the 78 half-hours are attracting
large daytime audiences in such major markets
as New York, Philadelphia, Springfield ( Mass.),
Washington,D.C. and Providence. And in
Baltimore, the show is consistently the top-
rated multi-weekly show on the air. AMOS’N’
ANDY rate high with nighttime viewers, too,
in a wide variety of markets: Detroit (17.2),
Jackson, Miss. (34.8), Joplin, Mo. (30.0) and
Mobile (25.7). Naturally AMOS’N’ANDY are
advertisers’ favorites as well...Food Fair (now
in its third year of continuous sponsorship),
National Home Furnishers, Brown & Haley
Candy, Fidelity Federal & Security Life
(insurance) and Kroger Food Stores, to mention

a few. For hats-off results in your area, buy...

@ CBSTELEVISION FILM SALES,INC.

“ . .the best film programs for all stations”

Offices in New York, Los Angeles, Detroit, Boston, San Francisco,
Chicago, St. Louis, Dallas, Atlanta. InCanada: S. W. Caldwell, Ltd.

Source: Latest Pulse and ARB
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Coronado

LANCASTER, PA.
NBC and CBS

STEINMAN STATION
Clair McCollough, Pres.

The MEEKER Company, Inc.

ST E\

covered a vast territory...

Franclsco Vasquez de Coronado, sixteenth-
century Spanish explorer, ranged over thou-
sands of miles in his search for the Seven
Cities of Cibola and their golden treasure.

today
WGAL-TV covers
a vast MARKET territory

e 3% million people

¢ in 1,015,655 families

e owning 917,320 TV sets

e earning $6% billion annually

* buying consumer goods that add up to

$3% billion annually in retail sales

It's the coverage that makes WGAL-TV
America’s 10th TV Market!

e ~ __.¥‘_—;T‘ — ‘\\-<
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A MONTHLY FEATURE
BY NORMAN E. CASH

President, Television Bureau of Adveriising

PRIMARY & SUPPLEMENTARY MEDIA

n a growing number of fields, other media are used primarily to back up TV

e at TvB have no argument with an advertiser

who uses newspapers, magazines, radio or other
miia. In many cases, you can round out, highlight or
bsk up your basic campaign with one or a combination
ithem. But, if you’re in the food, drug, automotive,
jliance or an increasing number of other fields, your
nnber one buy must be television if you are to survive
nthe coming age of fewer and larger corporations
araged in fierce, hungry competition.

n less than a decade, TV has become the biggest single
mlium for national advertisers. In both 1955 and 1956,
:hcountry’s shrewdest business entrepreneurs invested
me money in network and spot TV than in any other
mlium. Last year, 45 of the nation’s top advertisers
oked over 509 of their budgets in this newest adver-
ing tool. Only nine spent over 50% in magazines, only
s1in newspapers.

[y aliocote over 50% of their budgets to TV

:un down any list of TV advertisers and you’ll find
1'ho’s-who of our most dynamic corporations: Procter
“Gamble, largest in the soap field; General Foods,
eler in the grocery field; Prudential Insurance, fastest-
gwing in insurance; Revlon, runaway champion in
“netics; R. J. Reynolds, one of the leaders in the
‘arette line; Coca-Cola, world’s largest beverage pro-
dier; Kellogg, top cereal producer. Each allocates the
wor share of its budget to TV.

I the other hand, the company that plods along with
it old-line media strategy — newspapers, magazines,
tiio, outdoor—will have a real fight on its hands in the
it few years.

lontinue to make newspapers the focal point of your
“apaign and you’ll find your suburban coverage thinning
% Your mechanical costs going up and your lineage
68 rising steadily, without a corresponding increase
‘eireulation. Most of all, you won’t be able to afford
"etition in newspapers—costs are prohibitive. And, if

EVISION MAGAZINE SEPTEMBER 1957

you’ve got a product that needs strong brand identifica-
tion, forget day-to-day or week-after-week schedules
with newspapers. It can’t be done.

Magazines? You’ll get some kind of national coverage,
say six million circulation with a Life ad. But you'll find
only three counties in the country where even Life's
circulation tops 309% of the families in the area. The
same with monthlies, women’s service magazines and the
other weeklies.

What if you haven’t got distribution in all sections of
the country? Life Savers board chairman Edward Noble’s
comment on national magazines is quite appropriate in
this instance. Mr. Noble found Beech-Nut, prior to his
firm’s merger with the giant gum and baby-food pro-
ducer, spending $35,000 per four-color magazine ad “to
advertise a stick of gum that millions of people won’t even
be able to buy.” Regional spot TV could have concentrated
on the actual markets—ignored the other areas.

Radio? It has a place as a solid working tool to fill in
your coverage in the non-TV home, among low-income
and older families, and to give you added repetition for
your TV campaign. Perhaps the word “supplementary,”
as defined by Matthew Culligan, vice-president in charge
on the actual markets—ignored the other areas.

"Radio is the finest single complement to TV"

He said: “Radio is not a primary medium for a very
large advertiser. I don’t think any big company in
America can survive today without television. Radio,
however, is the finest single complement to television, and
that is the appeal I would make to you if you were a big
advertiser.”

I agree, but with one qualification. Television can be
and should be the major medium even for smaller adver-
tisers. A few commercials, carefully produced and wisely
placed, can do a far superior job than small-space news-
paper ads or a moderate-size radio schedule.

I can cite dozens of reasons for a com- To page 40
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!sion in symlicule«l

i

Starring ALAN HALE
as CASEY

BOBBY CLARK
as CASEY, JR.

... with a top supporting cast

wading the “CANNONBALL EXPRESS!”

first-run ‘4 hour adv

KOAT-TV
KGNC-TV
KERO-TV
WAAM-TV
WAFB-TV
KBOI-TV
WBZ-TV
WGN-TV
KYW-TV
WWJ-TV
KJEO-TV
KLAS-TV
KTTV-TV
WPIX-TV
WPFH-TV
KPHO-TV
KDKA-TV
KGW-TV
KVIP-TV
KCRA-TV
KTNT-TV
KVOA-TV
WTOP-TV

_ TN

entures!

PRE-SOLD

IN THESE TOP TV MARKETS!

Albuquerque, N. M.
Amarillo, Texas
Bakersfield, Cal.
Baltimore, Md.
Baton Rouge, La.
Boise, Idaho
Boston, Mass.
Chicago, Ill.
Cleveland, Ohio
Detroit, Mich.
Fresno, Cal.

Las Vegas, Nev.
Los Angeles, Cal.
New York, N. Y.
Phila.-Wilmington
Phoenix, Ariz.
Pittsburgh, Pa.
Portland, Ore.
Redding, Cal.
Sacramento, Cal.
Tacoma, Wash.
Tucson, Ariz.
Washington, D. C.

SCREENYGEMS, INC.

TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORP.

711

NEW YORK
711 Fifth Aua

DETROIT
709 Fav RldAA

FIFTH AVENUE,

CHICAGO

HOLLYWOOD

NEW YORK, N.

NEW ORLEANS

230 N _Michinnan/BAkd/ aIMRRA K N ER@Eus QA0 M 1N1? Paval St

e,

TORONTO
1N2-1NA Patar S
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Heavens to Betsy, Smidley!

Yakima

S5 i AR R
d =,

We've not a thing against Toledo, San Diego or
Nashville . . . but Cascade’s bigger than ANY of
them! Why, Cascade’s coverage area is bigger than

Massachusetts, New Hampshire, Vermont, Connec-

TKLEW-TV }

Lewistorm

ticut and 1i’] ole Rhode Island comhined! The Cas-
S cade four-station television network delivers more
area, more people, and, by the way, more results

than any single TV buy in the West. Let’s not drop

the old hall again, Smidleyv.

WASHINGTON IDAHO

STON

o e
rORTAND AT N rr xm
— o~ 55

> CASCADE

BROADCASTING COMPANY
e

NATIONAL REP.: WEED TELEVISION PACIFIC NORTHWEST: MOORE & ASSOCIATES
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CASH From page 37

pany to switch to TV. The oy
riding reason, however, is spee n
a single night, you can reach an ar
age of 85 million homes wj .
nighttime network show, 3.1 m’lo;
with a daytimer. If your markd,

pattern calls for a market-by-ms@f'

operation, you would make 15 m: o,é
sales calls with two one-minute,,
nouncements in the nation’s to g
markets at 4:30 p.m.

Your monthly magazine camp gy
would take 30 days to reach aly,.
publication’s prospects, seven ..
with a weekly. Meantime, your m
petition hits his prospects one,
three or a dozen times.

We said that television shoul}.
your basic medium, and if it isjq,
may find yourself with enough oy
advertising revenue to invest iy
supplementary media.

Last year, television accountec
one out of every four new dor-
invested in advertising.

Use print to increase TV audience

Your print advertising may bije-
voted to inereasing the audiencof
your television show. Monsantol o
example, will use major space ¥ {s
in promotion of its up-coming e
vision program series.

Or, once television has establi-d
the relationship between a persql
ity and your product, this perscil
ity may be utilized in your printis

Or you may take two of the free:
from your TV commercial and se
these as your print ad illustrzon
to remind the reader of the ull
demonstration he saw on televimn

Once you have reached mosof
your market with television, you n
afford to utilize Mr. Culligan’s i1 g-
ery transfer idea on radio—buoe
certain that you have already n-
planted the image via televisior or
there will be nothing to transfe

Thus, there is an important le
for the supplementary media to &y
in rounding out your overall acr
tising coverage.

If your budget is small, you ca &
afford to buy homes for §9 or 1'¢
a thousand with print, when €
same thousand homes can be reazd
for $1 or $2 in television. Wi ra
small budget, you probably ea of
afford to bring only the soun:ol
your product into the home
radio, when for pennies more ©
thousand homes, you can bring **
sound and the product itself. .

If your company has competl
the basic role of television in
business must be taken for gré
if your competition is going t°""
tinue to have competition. 1

TELEVISION MAGAZINE - SEPTEMBER™
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OF GREAT ACCOUNT
Charles Willard

“McCann-Erickson has selected
KMTYV for many years to deliver
the Omaha market for
Chesebrough-Ponds, Inc., and
the U.S. Borax & Chemical
Corporation. KMTV’s successful
combination of coverage,
programing, promotion and
merchandising means continuing
sales results.”

CHARLES WILLARD
McCANN- ERICKSON CO.

Broadcast Buyer

Photo by FABIAN BACHRACH

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

NBC-TV

COLOR TELEVISION CENTER | " 4 OMAHA ° CHANNEL 3

Represented by
EDWARD PETRY & CO,, INC,
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Television’s top formula—crime detection —
gets a powerful new twist in

“DECOY”

the all new, action-packed series

that reveals, for the first time, the thrilling
adventures of New York’s women police . . .

in uniform and in fascinating disguise

—from rags to rubies. .. as they fight the vice
and crime that threaten America’s biggest city.
Based on actual cases . . . filmed on the

streets of New York for authentic realism!

starring

BEVERLY
GARLAND

Hollywood and television’s fast rising star,
soon to be seen opposite Frank Sinatra in
“The Joker is Wild”!

produced by the makers of
The Big Story

T-Men in Action
The Man Behind
the Badge

famous for top sponsor results . . .
highest production standards.

call the man from.

@& OFFICIAL FILMS ..

25 West 45th Street o New York 36, New York
-~ Plaza 7-0100

REPRESENTATIVES IN: Beverly Hills,
Chicago, Dallas, San Francisco,
St. Louis, Boston, Atlanta, Philadelphia

www americanradiohistorv com
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'1‘_ ._'l ¥ Bo# ton. . . . i 'WBZTII !
a4 : Chi agé....!...‘WGN
a g - Cleveland

% Hartford . . . .. ..
Los Angeles

¢ New York
Philadelphia . . . .
Phoenix
Pittsburgh . . . . KDKA-TV
San Francisco

- $600,000 SOLD IN
- FIRST TWO WEEKS!
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TELEVISION

MAGAZINE

GENERAL FOOD
PORTRAIT OF A TV GIANI

How does GF buy network and spot TV? How much does it depend on ratii
i
and c¢c-p-m? What are the roles of the Corporate Office and the co,mpar“ljl

three agencies? Here are answers to questions long asked by the indus:

BY BARTON HICKMAN AND HERMAN LAND

he story goes that at a top management meeting at
General Foods last year there was some grumbling
over the fact that the company had more than $20 mil-
lion tied up in long-term network television contracts
“with no way to cancel in case of emergency.”

To which president Charles G. Mortimer is said to have
replied in effect: Stop worrying. The most essential part
of the General Foods marketing operation is advertising,
and television is the most powerful advertising medium
yet invented. As for long-term contracts, they are in-
escapable if maximum efficiency is to be achieved.

Mortimer, next to Neil H. McElroy, who recently left
the helm of Procter & Gamble to become the nation’s
defense secretary, is possibly the greatest believer in

television among heads of major corporations. Like Me-

Elroy, Charles Mortimer came up through the advertising
ranks.

Why TV should be an object of special interest to GF’s
top management is evident from the fact that during
the fiscal year ending March 31 the corporation spent
an estimated $35 million on network and spot TV, about
529% of its total media budget.

General Foods has long been considered a pace setter
in broadcast advertising, just as it has been a leader in
the food field. Yet, for all its size and prestige, little
kas appeared in print about the way it conducts
its TV operations. For competitive reasons, the com-
pany is reluctant to divulge its media strategies.

44
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‘to TELEVISION MAGAZINE states:

President Charles G. Mortime
through the advertising ranks. Last year,
half of GF’s media budget went 4y

|

However, information from various company
agency sources, from networks, stations and reps
have done business with General Foods over the y
makes it possible to draw a reasonably accurate pie

General Foods' Future Media Course

To begin with, although General Foods does not i
cially “endorse” any single medium, a company rel

“Television offers the greatest potential audiencc:
television gets more than half of the company’s °
media expenditures. Today, General Foods uses TV
vertising more than any other food company—is r -
bered among the first five advertising spenders ir il
industry.”

GF’s recent TV moves have led to industry speculain
that the company is nervously beginning a period of v
retrenchment because it was “burned” by a few netv
vehicles last season. There are widespread reportsy"“l
nied by the company, that GF “over-extended” itsel™
TV last year by $2,500,000. Some observers cite { &
cut-back from a seven-show nighttime network Il
last season to only four as this season opens. Other_ "'
men believe GF is making a major switch from ni#
time to daytime TV. They cite GF’s new four-£#
daytime schedule on NBC, the Mickey Mouse buy#
ABC, as well as the addition of Garry Moore
another Godfrey period on CBS. / Topag®

TELEVISION MAGAZINE - -SEPTEMBERIIY
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GENERAL FOODS: PORTRAIT OF A TV GIANT Continued

At the stockholders' meeting,
president Mortimer emphasizes plans
for new product development

and expanded advertising activity

But a member of GF’s Corporate Advertising Office
says, “It is nonsense to talk of retrenchment in TV. No
brand manager would lose faith in the power of night-
time TV just because of a few failures.”” Seven of GF's
vehicles last year, he points out, were new shows. “No-
body can bat a thousand per cent.”

He also points out that you may not use TV as much
one year as the next. It all depends on the changes being
made in your product's plans. A product manager might
decide to go into daytime because it meuns a good buy.
Or he may just want to try something different. “Changes
in media are really reflections of changing marketing
strategies,” says the GF spokesman.

Thus, the added daytime schedules do not mean an
overall shift in media thinking. Rather, according to a
GF agencyman, the new contiguous discounts made
daytime economically attractive at a time when several
GF product managers felt it was desirable to move into
daytime.

A larger TV schedule is implicit in the product ex-
pansion plans of General Foods. At the annual meeting
of GF stockholders this summer, president Mortimer re-
ported that “more than 35 per cent of our sales last year
came from new products.” He added that the company
is increasing its investment in research, hoping to find
what Mortimer calls the ideal product, one that “is accept-
able to almost all ages, income levels and geographical
sections of the public at large; is used daily and pref-
erably several times a day; possesses strong conven-
ience-with-quality  characteristics; delivers unusual
value to the consumer; provides an attractive profit not
only to us but to our customers.”

From the media standpoint, it is significant that since
World War II, only Instant Maxwell House, the leader
in its field, “has measured up to our definition of the
‘ideal’ new product.” Virtually all of Instant Maxwell
House’s ad budget goes into TV. It is not only a major
network brand but is also one of the largest and most

46

active of all national spot products. Last year, acedlin
to TvB estimates, Instant Maxwell House's ex.i
tures in spot television amounted to $4,318,000.

The Function of GF's Network TV Schedule

Primarily, the General Foods TV network sckluke
makes it possible for the individual brands to aleve
an economy and flexibility they could not obtain on el
own:

1. Because of the great volume of advertising inv ‘ed
GF can buy network television at maximum disimn
under existing rules, “at 75 cents on the dollar.” L
VISION MAGAZINE estimates that this advantage ale i
worth $4 million a year to General Foods.

2. AGF small—budget brand can obtain major ne itk
exposure as readily as the big-budget brand. In ¢ !
General Foods operates its own *“little networl!
“magazine concept.”

3. The individual brand is enabled to surmour ‘he
long-term commitment headache. It can participa#on
a company show for a long or brief period, altern ng
with the other GF brands. It can switeh day-i 't
time slots and schedule exposures to coincide withPas
sonal needs or special promotions.

4. Any new GF brand is guaranteed top-leve £V
support because of the corporation’s existing strui
of national advertising vehicles. Thus the new ¥
eral Foods breakfast beverage, Tang, will start a €
market test buildup next month with a heavy spot § 2d
ule plus network cut-ins on three of GF’s nighttime
grams. For a company steadily looking toward intriie
tion of new products, this phase of networking g
in importance.

How General Foods Uses Spot

With a TvB-estimated expenditure of $9,419,900; *#
eral Foods was the third largest spot TV spender in

TELEVISION MAGAZINE - SEPTEMBERF
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GF’s General Offices
at White Plains, New York

tare is no single GF point of view where spot is con-
. ned, for the same reason that there is no single media
nt of view of any kind. General Foods is a gigantic
caplex of marketing patterns which, of necessity, lead
i divergent media strategies.
3F’s leading spot spender, Instant Maxwell House,
a typical example. Although Instant Maxwell has
tional distribution, competition in the soluble coffee
d is largely local or regional—nearly 300 brands are
w in distribution. For this reason, Instant Maxwell
s a two-pronged TV strategy. Network programs pro-
e the basic national coverage, but it is with spot that
fant Maxwell fights its individual market Dbattles.
Jther GF spot uses are:
. To supplement network coverage in markets not
iched by network lineups.
). To compensate for unsatisfactory ratings in indi-
ual markets: a high national rating average does
necessarily mean high ratings in all markets.
3. To provide TV coverage in test markets.
I. To back special promotions in individual markets.
Chiefly through Instant Maxwell House, GF has prac-
ed the “flight” technique for a number of years. This
aply means going in and out of markets with heavy
ot campaigns as sales needs dictate. For extra-heavy
npaigns, Instant Maxwell has resorted to the “blitz,”
acentrating a mighty announcement barrage in a period
a very few days.
As prime time continued scarce, Instant Maxwell House
ently began to favor the 39- and 52-week contracts
tich enable it to hold desirable time slots. The long-
‘m contract makes it possible for Instant Maxwell,
ring quiescent periods between its own campaigns, to
id its spot schedules to other brands within the
meral Foods family. In this way, General Foods has
en able to build a series of spot franchises across the
untry,
It was the inability to find a cus- / To page 99
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GENERAL FOODS AND TV

* There’s no one General Foods approach
to media. GF consists of 13 independent
divisions with scores of products requiring
a variety of media strategies.

+ Co-ordination of the many TV campaigns
is necessary on the network level in order
to achieve top efficiency. This is the func-
tion of the Corporate Advertising Office,
headed by Edwin Ebel, It has show responsi-
bility when more than one division is in-
volved. Commercial control and spot re-
sponsibility remain with the division.

¢« GF relies on its three agencies to an
unusual degree. The agency-client relation-
ship, a generation old, is one of the most
intimate in the industry.

« Function of GF’s network schedule is to
guarantee national coverage to various
products. Corporate buying permits high
degree of flexibility in scheduling for indi-
vidual brands, despite differences in budgets.
Volume purchasing enables GF to get maxi-
mum discounts.

+ Spot is used to wage market-by-market
battles where competition is largely local
and regional; to supplement or back up net-
work coverage; and for special promotions
and test-market campaigns.

» The rating is the important measurement
for GF buyers, C-p-m is considered, but is
not basic.

+ Media outlook: Continued company
growth and development of new products
mean increased advertising and expansion
of TV schedules. General Foods is not cut-
ting back nighttime or switching to daytime
in a wholesale shift. “Change of pace” ad-
vertising by a number of products,-and the
increasing attractiveness of daytime, ac-
count for the new daytime TV purchases.
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THE NEW ERA OF SCIENCE IN ADVERTISING

Continued

Despite skepticism from the traditionalists, Ule beligg

advertising message. Gross circulation, in other words,
is to Ule a useless measure. He has therefore devised a
new term for the thing to be measured—the Conscious
Advertising Impression.

The immediate reaction of the traditionalist is that
this pre-supposes the feasibility of correlating sales re-
sults directly with advertising effort. In the face of wide-
spread skepticism on this point, Ule holds that this can
be done.

Two primary variables—coverage and frequency

“We know that a residual communications effect will
be built in a consumer’s mind as an accumulation of
advertising frequency,” he explains. “There are two
primary variables which we can manipulate. The first
is coverage, that is, the share of the market we wish to
reach. The second is frequency against that share.

“We attempt to determine what effect variations in
either coverage or frequency will have upon the two
factors most highly correlated with sales response—con-
sumer awareness of the product and the degree of favor-
able attitude toward the product. Both of these factors
are measurable.

“What is needed is an experimental situation in which
the two factors of consumer coverage and frequency
are present and the degree of effect upon consumer
awareness and favorable attitude measured. This can
then be related to sales.

“A curve can then be drawn from which it is possible
to determine the coverage and frequency required to
accomplish a specific sales objective. It is then a relatively
simple matter to determine the size of the required
budget.”

Here is the graph which Ule employs to illustrate his
argument:
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Number of Conscious Impressions

How has this method worked in practice? Has it '
possible to arrive at general figures for freque ?
Ule’s surprising answer is: Yes.

“Through analysis of past successful campaigns e
have found that they average approximately 20 Consc s
Advertising Impressions a year per consumer. |
figure can be used as a norm. However, I must em
size that it deals with averages. It will obviousl
raised or lowered depending on prevailing compet ve
conditions. In a period of intense competition f¢ 2
product category, for example, you might need 50 n-
pressions, while for an established product facing vik
competition 10 might be enough. The specific nur
of impressions required to do the job can only bee-
termined by testing.”

Naturally, this presupposes that the effectivenes
the commercial is known. ‘“Unless you begin wit 4
proven advertising quality in your message, the men
of impression analysis is doomed at the outset,” 7
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\at sales results can be directly correlated with advertising effort

. For this reason, he points out, the first and primary

vk is to meet the copy challenge successfully. Com-
reial pre-testing, therefore, becomes a matter of major
ibortance in Ule’s approach.

yressions in different media vary in value

Jote that nothing has been said about media. Does
ys mean that advertising impressions can be counted
_equivalent regardless of the medium? Ule's answer
ia decided: No. He suggests weights for each medium
ithe light of qualitative differences.

Tor example, medium A might be given a qualitative
{tor of 2; medium B, 1V ; medium C, 1, and so forth.
, impression in medium A would then be viewed as
ing equal to two impressions in medium C for pur-
ses of comparison. Determining the relative value of
ipressions in differing media is one of the real frontier
aas of the future, Ule points out.

‘There is a considerable difference in the editorial
yolvement with media. This is important in the impact
 the commercial message.

‘] distinguish between dynamic and static media. A
mamic medium is one in which the recipient has to

ke an effort to escape exposure to the commercial
sssage. A static medium is one in which he has to make

effort to obtain exposure to the message. TV and
Hlio, of course, are dynamic media. The newspaper is
static medium. This does not mean that TV is the
serior medium per se. It all depends on the particular
sduct and the specific requirements of the campaign.”

In the Book of Television Principles which Ule and his
lirketing services colleagues bhave prepared for use
thin the agency, the following evaluation of TV
pears: “TV cannot afford to take a secondary role of
mplementing a small segment of the market. It is best

used as a basic medium for broad and continuing cover-
age of the major portion of the market.”

A Book of Television Principles was thought to Ie
necessary because “TV affects every phase of our opera-
tion. . . . The intangibles of TV breed a television fear.

. TV buying involves more risks but, used to full
capacity, offers greater rewards than any other adver-
tising medium.”

Spot involves less risk, less opportunity

It is interesting that this applies only to network TV.
“Spot, however, can be bought like other media.” In
other words, since spot implies a varied, widespread
schedule, there is no great risk involved in any one
period; by the same token, neither is there the great
opportunity of a network program.

TV differs from print media in a fundamental way.
Where the circulation of a magazine is a known and
stable quantity, the circulation of TV changes with time
of day and program. This means, therefore, that research
must be done not only on the broad media questions
as such, but on the individual programs and time seg-
ments as well.

Just as he holds it possible to measure media in-
tangibles in general, Ule maintains that it is possible
to bring measurement to the field of show business itself.
Among the subjects he has been researching are the
“psychological life cycle” of a program, emotional in-
volvement, and the relation of program type to product
awareness and product use.

Ule sees the research progress of the future made in
such areas as these:

Greater precision in the technique of measuring the
kind of response advertising is able to induce, both
rational and irrational. To page 118

A generation hence, management will learn to encourage
market experimentation in the same way as it does

experimentation in the physical sciences. Advertising
will move out of the judgmental into the measurable."

LEVISION MAGAZINE SEPTEMBER 1957
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John C. Doerfer, chairman of the
FPederal Commanications Commmission

WASHINGTON:

Victor R. Hansen,
Assistant Attorney General

THE SCALPELS

BY JACK ADAMS

In the House and Senate, at the
Justice Dept. and the FCC, the fever
of investigation is past its peak
and the time for action is at hand.
Here is what the IV industry can

now expect from the nation's capital

52

he big television-investigation drive, certainly

of the most penetrating and diverse to be direc!
against any single enterprise in recent years, is f
its peak. Now the industry, launching a new season, m:
brace itself for action—action in Congress, at the F
eral Communications Commission, by the Justice
partment’s anti-trust division.

This phase may be equally penetrating and divenr
Potentially, weighing the immense power of those ii
position to act, what they do now may well bring
mind the couplet of Omar the Tentmaker:

“Ah, Love, could you and I with fate conspire
To grasp this sorry scheme of things entire,
Would not we shatter it to bits—and then
Re-mold it nearer to the leart's desirel”

The analogy is of course not exact, for the surges
who are sharpening their scalpels as they move tow:
the operating room all remark on how wonderful &
patient looks. Each disclaims any intent to “shatter
bits” the medium which each, in turn, has described
doing a great job for John Q. Public. But, say the d
tors, if we chop off something here and transplant son
thing there, it would be a more perfect thing.

The action phase is being jet-propelled by three maj

TELEVISION MAGAZINE - SEPTEMBER |
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Warren G. Magnuson, chairman
te Interstate Commerce Committee

vestigative reports, the last of which has been slightly
slayed and is now due for publication at the end of
sptember. This will be the report of the FCC’s Net-
ork Study Committee, a $121,000 effort covering two
2ars of intensive work and employing the talents of
) specialists, headed by Dean Roscoe L. Barrow of the
niversity of Cincinnati’s College of Law, who took leave
1 direct the inquiry.

ipect FCC report to reccmmend major changes

Everyone expects the study group to say very much
hat two Capitol Hill committees have already said—
1at TV is great, but let’s make some major changes
1 its basic concept of operation.

Indeed, the House Antitrust Subcommittee under
hairman Emanuel Celler (D., N. Y.), whose members
1ay well have had an advance peek at the Study Com-
littee’s preliminary findings, recently said publicly that
this group appears to be making a conscientious, ener-
etic and objective inquiry” into the question of whether
urrent network policies and practices promote or hinder
‘he development of a truly competitive nationwide tele-
tision industry.

It is significant that this salute occurred in the text

ELEVISION MAGAZINE SEPTEMBER 1957

Representative Emanuel D. Celler,
chairman of the House Antitrust Subcommittee

ARE SHARPENED

of the House committee’s own report on TV, which
accused the FCC of sometimes engaging in buddy-buddy
relationships with the industry and which called for
drastic changes in basic TV operating methods.

In somewhat less threatening language, but with equal
emphasis, the more recent report of the Senate Inter-
state Commerce Committee’s staff on some two years of
TV investigation listed a dozen areas of possible action
—'by the FCC, by the Department of Justice, by the
networks themselves”—designed to ‘“promote competi-
tion throughout the broadcasting industry and result in
improved service to the public, without unduly hamper-
ing the networks.”

The Senate committee chairman, Senator Warren G.
Magnuson (D., Wash.), announced that the committee
would withhold recommendations for legislative action
until it has received requested comment from the FCC
and Justice on the staff report.

Both Senate and House committee documents gave
major attention to the networks’ long-standing option-
time and must-buy practices, the two items which, by
coincidence or otherwise, are reported to have top pri-
ority in the Justice Department’s study of further anti-
trust action in the TV field. Such further / To page 108
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Implanting a class image in the mig.
of a selected audience, the "Voice of Firestce
has continued its quiet, uninterrug,

way on radio, now television, for three decas.

The Firestone Raling Service: Brothers Rogyer S.,
Leonard K., Raymond C. and Harvey S. F'irestone Jr. (left
to iright) favor the program’s unchanged format
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r

WE

JON’'T CARE
WHAT

OUR RATING

,f-S ’

s the Voice of Firestone enters its thirtieth year this
. 2 fall, advertising men throughout the country will
¢ themselves the question that has proved puzzling
-oughout the TV decade: “Why?”

When a major corporation pursues an approach to
I revision that seems jarringly out of date, sticking

a modestly - rated program that never varies from
ar to year, it is easy for outsiders to assume that
1im has been substituted for logic. A close exami-
ition of Firestone advertising policies, however, re-
als that they are largely based on a carefully devel-
ed strategy that embodies the up-to-date concept of
2 product image.

The program is regarded as more than a-merchandis-
2 medium. It is the voice of Firestone—a man, a family
d a company. The sons of the founder, as did their
ther before them, see the show as an advertising
rce that influences the general buying public, whether
‘e great mass of the television audience looks at it
. not.
"'Their reasoning is this. A bank building that looks
e a2 Greek temple impresses many people who seldom
‘4 inside. The Voice of Firestone impresses many people
0 seldom listen to it. The people who prefer the pro-
“middle music” are the true pace setters of

fart ot the 1op, let influence filter down”

* Says A. J. McGinness, national advertising manager,
fhe show spreads a kindly interest in Firestone as
company, not just in products. And it appeals to
above-average taste—the theory of starting at the
and letting influence filter down.”

Coupled with this is another belief of the firm’s board
airman, Harvey Firestone Jr. “He feels the Voice of
irestone is a wonderful medium for promoting the
h quality of the product,” McGinness says. “He also
Is that industry in general has an obligation to pro-
te culture as much as it can.”

I The final test of any advertising is measured in sales.
0e8 McGinness think the Voice of Firestone sells any
'res? “To be honest, I don’t know,” he admits. “We get
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300 or 400 letters & week and about 100 per cent of the
people who write say they buy our tires. It’s difficult
to determine. We have advertising in newspapers and
magazines, signs up everywhere. Who can say how many
people buy our tires just because of the Voice of Fire-
stone? '

“Tires are different from soap. A man buys tires only
once every two or three years. It’s what we call a ‘con-
sideration purcnase.” Over the long haul, we’ve got to
convince him to buy Firestone when he makes his pur-
chase.

“We use television as a means of building good-will
and acceptance of the company and its products at the
quality level. Then we use magazine ads to push the
quality of the products themselves. Newspaper ads we
use as a price medium—when we want to persuade the
man to go down and buy them that day. But it’s a long
haul. We think it's just as important to reach many
people with the quality story as it is to reach them
with the price story.”

Accuracy of rating services is questioned

Since the program has an admitted minority slant,
McGinness expresses little concern over its low ratings.
“To tell you the truth,” MeGinness says, “we never think
much about ratings. We don’t think any of them are
accurate. Either they don’t use a large enough sample
or they don’t use the right method. It would not be
financially possible, of course, to use a large enough
sample to get an accurate rating, so we just don't
pay much attention to any of them.

“When there is a large sample in a confined area, we
get a remarkably different picture than the ones re-
ported by Trendex, Nielsen, and so forth. For example,
in Orlando, Fla., the Orlando Sentinel conducted a tele-
vision show popularity poll among its readers.

“They voted the Voice of Firestone the best-liked show
on television. The others, in order, were Gunsmoke,
Lawrence Welk, I Love Lucy, Red Skelton, $64,000 Chal-
lenge, $64,000 Question, Playhouse 90, Climaz, and the
news. The most disliked shows, incidentally, were Hitch-
cock, Mr. Adams & Ewve, Jackie Gleason. To page 11}
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Does executive testing perform a Viig

function? Yes, declares a professional testy

and the projective type defies "cheatié

THE CASE FOF
EXECUTIVE

PERSONALITY TESTS

BY KING WHITNEY, JR.

In its Junme issue, TELEVISION MAGAZINE carried an
article, “How To Cheat On Executive Personality Tests,”
based on an interview with W. H. Whyte, author of the
current best-seller, “The Organization Man.” Whyte
has given the tests extensive study and believes they
are valueless. On the other hand, many networks, agen-
cies, station representatives and radio and television
stations claim to have used personality tests to consid-
erable advantage, not only as a management tool but
also to the benefit of the employes involved. Proponents

‘ everal years ago, a young man was tested for a job
S at a radio station that happened to be a client
of ours. He was applying for a job as a salesman, and
he had impressed his prospective employer as a live
wire. But after the results of his test performance were
reported, he was promptly turned down.

Not three weeks later he applied for a similar job
with another station, got it and today has the title of
sales manager!

On the surface, this would appear to be a poor recom-
mendation for psychological testing. Actually, there
couldn’t be a better one. It illustrates an important
point about the purpose of testing, one that seems to be
overlooked in today’s controversy on the subject.

The second radio station was also a client of ours.
The applicant did not have to take another battery of
tests in order for us to write a second report. We used
his original material. There was a world of difference
in the reports, however, in spite of the fact that the
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of the tests say this method of persomnel selectiomn
kept many a square-peg employe from getting in &
round hole. |

A leading proponent of personality tests is King W &
ney, Jr., executive director of The Personnel Laboraly
Inc., of New York. In the following article, Whitney st 4
that there are two types of personality tests. One i34 =
subjective test, strongly criticized in “The Organiza &
Man.” Another type however, Whitney maintains, & &
projective test, is of proven value.

young man was applying for the same job at both stati & =

Why ? Because when his tests were interpreted ini€ ©
light of the particular demands of each of these empis ™y
ers, we found that his chances for success were infini ¥ &
better with the second station than they were with €8
first. It was not a question of whether or not he ctd &
sell time. It was a question of whether or not he &
the kind of person each station was looking for and & &
prepared to develop. Their standards and preferer & =
in this respect were quite dissimilar, and had he wor &®
for both stations, he would have known it.

We hear much today about what testing can accompﬂ Lo
for management—and not enough about its benefitsio '
the individual. If this method of selection cannot se& &
the interests of both the individual and the emplo, " Gt
then it really serves the interests of neither. The ¢ d..
of turnover is high, but so is the price of taking & &
wrong job.

Anyone who has had working experi- / To page f
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BRAND AWARENESS STUDY NO. 19: TREND REPORT 1955-1957

SOFT DRINKS, COFFEE,
BEER, CIGARETTES—CHICAG(!

In this month’s brand study, TELEVISION MAGAZINE re-
ports on trends in brand awareness and use for beer,
cigarettes, coffee, and soft drinks in Chicago. Drawing
for comparison from interviews made by The Pulse,
Inc. over the past two years, this report indicates
changes in the extent to which TV commercials were
recalled, and trends in product use, from 1955 to the
present for three of the categories—beer, cigarettes,
and coffee. This was the first time soft drinks were sur-
veyed in Chicago by TELEVISION MAGAZINE.

The latest survey was conducted in June, 1957. One
thousand viewers were asked the following questions
for each product category: “What brands of ————
have you seen advertised on TV during the last two
weeks?”’ and “Which do you use?”

Recall leaders in their respective categories were
Hamm’s, L&M, Maxwell House, and Pepsi-Cola.

Hamm's maintains recall lead

Maintaining first place in brand recall of beers was
Hamm'’s, also the favorite in use. Hamm'’s has steadily
picked up percentage points in both recall and use over
the past two years. Schiitz held second place in recall
this year, changing places with Pabst, now third. The
beers retained the same ranking order in use.

Recall in cigarettes shows substantial changes over
previous surveys, rellecting the steady onslaught of
filter tip brands and the barrage of advertising for
brands relatively new to the market.

In June, 1957, L&M moved to first spot in recall, a
considerable jump from fifth place last June. Chester-
field, last year’s leader, moved down to fourth, while
Lucky Strike maintained its traditional second place.

Marlboro, which placed eleventh in September, 1955
and ninth last year, has moved well up to the sixth spot.
Marlboro also showed a tendency to move up in the New
York metropolitan market, where it went from elev-
enth place in 1955 to sixth spot this past May.

Unlike the New York market, where Hit Parade
jumped immediately to fifth place in recall, Hit Parade
and Newport—relatively new to the market—were still
at the tail end of rankings in Chicago. Newport assumed
thirteenth place with Hit Parade below it in the six-
eenth spot.
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In use, L&M also showed a strong gain in Chic
moving from ninth place in 1955 to second this y
rating less than 19% below first place leader, Lt
Strike. Down from its top spot in 1956, Chesterfield
third in use.

In the coffee recall category, Maxwell House mainta:
its consistent lead in Chicago. Percentage of recall
Maxwell House was substantially above Manor Ho
which was in second place. In use, Hills Brothers was
above Maxwell House, maintaining its previous ra
superiority over Maxwell House with a 1569% lead.

In the soft drink category, Pepsi-Cola led subs
tially in recall over Coca-Cola which was in second p
and Seven-Up, in third place. In use, Pepsi-Cola
held first place, with Coca-Cola and Seven-Up second
third in rank.

For a wider comparison, see the four-year trend st
in New York for these same products which appe:
in TELEVISION MAGAZINE's June issue.
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Hamms

the BEER refreshing

mm’'s Beer maintains first place
both recall and use in Chicago

szwell House Coffee has led its
regory stnce September, 1955

BRANDS RECALLED (CHICAGO)

Brand

Hamm's

Schlitz

Pabst

Meister Brau
Budweciser
Heileman's

Old Style Lager
Drewry's

Blatz

Miller High Life
Edelweis

JUNE 1957
Rank %

! 55.1.
2 .36.9.
3 2215
4 10.4
5. 8.1
6 7.5.
7 5.0.
8 3.3.
9 2.2
0 1.6, .

BRANDS USED (CHICAGO)

Schiitz

Pabst

Meister Brau
Budweiser
Miller High Life
Oid Style Lager
Drewry's

Blatz
Heileman's

JUNE 1957
Rank /A

I 173
2 L1301

3 A3
4 6.6.
5z 5.2,
5. 5.2
7 3.0.
8 2.6.
9 2.2,
0 1.0.

JUNE 1956
Rank %

! 473.
3 .22.0,
2 .23.1.
4 14.7.
5 9.8.
8 65,
) 69.
7 6.8
9 29.

10..

JUNE 1956

o

Rank A

25,

SEPTEMBER (955

Rank /A

40.8
.15.8
.25.9
49
5.5
7.1

IP}“I.‘".‘".“.’"."“-

SEPTEMBER 1955
Rank %

14.2
10.7
10.1
4.0
4.7
13
3.0
1.9
2.2

_m?owl S ;oW

' "FFEE COFFEE
| E.ANDS RECALLED (CHICAGO) BRANDS USED (CHICAGO)
| JUNE 1957 SEPTEMBER 1955 JUNE 1957 SEPTEMBER 1955
| ind Rank % Rank A Brand Rank % Rank A
| dmwell House . 283 | 289 Hills Bros. 1 348 ! 211
I ' nor House 2. 17.4. 2. 15.5 Maxwell House 2. 13.6. 2. 16.8
~ ds Bros. . 3. 7.2, 4 12.2 Manor House 3. .10.1 4. .1
tka . 4. . .10.0.. 5. 6.0 Chase & Sanborn_ . 4. 5.2. 5. 5.6
scafe 5. 6.1, 6. 3.4 T. J. Webb 5. 3.6.. 6. 49
). Webb 6. 53.. 3k 145 Sanka 6. 33 10.... 1.4
| “ilaughiin 7 3.6.. — = Nescafe 7. 1.6. 9 2.0
' ‘ase & Sanborn. . 8. 3.2 7. 3.0 Mclaughlin . 8. 1.0. | = s
Caf. . 9. 29 . 9. 1.3 DeCaf. —_— a . —_— L
" rden’s — — 7. 3.0 ALP —_ — 3. 126
- rwart's — = —_— . Jewel —_— _— 7 43
i _,-:Thm 1% Stewart's _ —_ 8. 4.0
& Borden's _ —— A1 1.1
Natco — _ 12, 1.0
Navy —_— —_ W12, 1.0
*Less than 1%. »>
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BRAND STUDY cContinued

CIGARETTES
BRANDS RECALLED (CHICAGO)

JUNE 1957 JUNE 1956  SEPTEMBER | &
Brand Rank A Rank % Rank !
L& M [ 29.6 5. 17.6 Tl
Lucky Strike 2. 25.9 2 .28.8. 2. 9
Winston 3. 25.0 4 20.7 3 ]0
Chesterfield 4 7.2 | 35.6 . " |
Old Gold 5. 3.3, 7. 10.6. LI
Marlboro 6. 11.6. L9 6.6 hn 3
Viceroy 7. 9.6. | 8 7.8 0.
Camel 8. 8.9. 3 20.9 4 -8
Pall Mall 9 7.7 [ 12.0 6. 3
Salem 10. 3.9. 3. 1.3. —_— -
Kent A 3.6 19 5.2..
Kool 12. 2.2 12 1.9 [2.
Newport 13 2.6, — — —
Parliament 4. 2.4 —_— o =
Philip Morris 15 2.3 AL 4.4 8.
Hit Parade 16, 1.3, —_ — ==
Herbert Tareyton . .I7. 1.0 —_— — -
Raleigh A7, tl —_— —_ ==

SOFT DRINKS

CIGARETTES
LGRS BRANDS USED (CHICAGO)
(CHICAGO) JUNE 1957 JUNE 1956  SEPTEMBER S
JUNE 1957 Brand Rank olo Rank cl'o Rank
Brand Rank 74 Lucky Strike I 109, 2 10.4 3 [
Pepsi-Cola | 48.3 L&M 2 10.0. 7 5.9 9
Coca-Cola 2 Chesterfield 3 9.3 | 12.8 | A
Seven-Up 3 Pall Mall 4. 9.7 4 8.9 4
Rqul Crown 4 Camel 5 8.9 3 9.2 2 Al
Squirt 5 Viceroy 6 7.2 5 73 7
Canada Dry b Winston 7 6.0 [ 7.1 5
Nehi 7 Old Gold 3. 46 8 5.5 6
Kool Aid 8 Philip Morris 9 4.0 9 43 8
Canfield 9 Mariboro 10 3.3, 10 2.1. 10..
Salem Il 2.0. - — —
Koo} 12 1.7 10 2.1. k1
Parliament 12 1.7 — — —
Herbert Tareyton . .14 1.6. 12 1.9 12,
Kent 15 1.3 —_ —_ —
SOFT DRINKS Hit Parade _ N _ — B
Newport — & — —_ -
BRANDS USED Raleigh — * = — —

(CHICAGO) *Less than 1%
JUNE 1957
Brand Rank N
Pepsi-Cola ! 38.0
Coca-Cola 2 29.6
Seven-Up 3 .28.7
Canfield 4 53
Squirt 5 5.5
Canada Dry 6 3.2
Royal Crown 7 1.4
Kool Aid 8 1.0
Nehi —_— &

Less than 1%.

WAVW amearicanradionistory com
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Pittsburgh's Nf%",‘ Look!

WIIC
CHANNEL 11

Now On the

in the nations

EIGHTH MARKET

with effective buying income of

$8,731,815,000

REPRESENTED NATIONALLY BY

[ oam 1v sasic ﬂ]BE AFFLIATE

WWW.ameri radiohistorv.com
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r

Left to Right: 3. Roymond W. Rodgers, Chief Engineer 6. Jerome R. (Tod) Reeves, Generol Manager

1. John G. Stilli, Soles Manoger 4. Peter Thornton, Publicity Director 7. David N. Lewis, Promotion Director

2. Russell W, McCorkle, Auditor 5. Horold Lund, Vice President, Pittsburgh

8. Calvin Jones, Program Manager

' \/ . 3
’ ' . & 3

[

0

8 Who Sell Detergents, Milk, Brotherhood

“Our Symphony, with a deficit of $325,000, may These 8 men—along with their experienced staffs—face

have to close. How can we sell the public on the need problems like these every day. Their knowledge and
for immediate help?”’ understanding of America’s 8th market with its 14
“This detergent is new to your market. What'’s the million TV homes, and their 100 years of broadcasting
best way to introduce it and get dealers to stock it  experience, all help in solving such problems.

right away?”’ . . !
Iy . They have an occasional strike-out—but the batting

We have a dl‘";l”ed b”dglit' We want ;o"r each house- average is pretty high. You can see the results in ratings,
MLEVESIERIGRCRS O RTES I SR RANI e v in sales success stories—in the high regard the community
Sgl?;)mgg; u;gooe/sfgctt;;é:;p ftlellizzifgfz M Jltlfa?t tri:scggg has for Channel 2—the Pittsburgh Area’s No. 1 Station.
Brotherhood?”’ What's your problem?

CHANNEL 2 IS NO. 1 IN — PITTSBURGHA
RKRDEKAL\NTV
'

@@@‘w:srmcuous: BROADCASTING COMPANY, INC.

RADIO—-BOSTON, WBZ+WBZA + PITTSBURGH, KDKA « CLEVELAND, KYW .« FORT WAYNE, wWOw0
CHICAGO, WIND < PORTLAND, KEX . TELEVISION — BOSTON, WBZ-Tv - BALTIMORE, WJZ-TV
PITTSBURGH, KDKA-TV + CLEVELAND, KTW-YV + SAN FRANCISCO, KPIX
WIND represented by AM Radio Scles « WJZ-TV represented by Bloir-TV « KPIX represented by The Katz Agency, Inc.
v All other WBC stations represented by Peters, Griffin, Woodward, Inc.
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TELEVISION MAGAZINE SPECIAL REPORT NO. 13

EDIA STUDY

Exclusive—These are the only estimates of advertisers’

expenditures allowing for program and production appropriations.

Trends in media allocations since 1950

are révealed by this analysis of how the top 50 advertisers spent their money

in newspapers, magazines, network radio and network TV

wWwWWwW americanradiohistorv com
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Success Formula in goufhweﬁem Penn$ylvania

SEONG =GEULNG

more people watch WJAC-TV regularly

43% = 58

PENNA.

In 20 of the 41 counties in Pennsylvania's

%606 | 5% 100% |58
73 °/x

3rd TV market WJAC-TV reaches 80% to 149, )
100%

100% of all TV homes.* The people who 3 | 100%
3% o
watch are the people who buy, and there's : - 80% 94% )

40,
more to watch on WIAC-TV—24 of the
top 25 night time shows!

50%

If you have something to sell. direct your 68% / 100%
- 53 0/0

advertising to the viewers in more than
a million TV homes, watching WJAC-TV

more than any other station.

SERVING MILLIONS FROM

THE A g ]
AR THE ALLEGHENTg *Nielson Coverage Services—Report No. 2

(monthly coverage statistics)

" " Get the whole story from your KATZ man.
OWN - cum |
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. ' SPECIAL REPORT NO. 13

"DVERTISERS

- . HOW THE TOP 50

SPENT THEIR MONEY

i.nalysis of expenditures since 1950 for time, space and

|

i

production,

a1 356, the Top 50 national advertisers continued the
) ittern of media allocations followed by most major
siveisers for several years. Since 1953, about half of
#kzcmpanies that ranked in the Big 50 have made TV
--helprimary medium.

. B:1955, media relationships seemed to reach a point
& 1.bility. Those who had elected to make TV their
s ant medium were sticking by their choice. Those
“ric ad put most of their eggs in the print basket were
tze'1g them there.
11956, this picture of stability was changed by the
:nevence of such new advertising giants as Revion,
w01 & Williamson, Scott Paper, Helene Curtis and
{* a.2r-Lambert. Their presence in the Top 50 has raised
t*~ember of leaders making TV their primary medium
't iia new high. (TvB estimates that 45 of the top 100
dvtisers put TV first.)

» Ling increased weight to TV has not been limited
+ 2 new growth companies. P&G, Chrysler, General
4. and Gillette were among those who invested larger
rms of their budgets in TV than they had in pre-
‘' years. On the other hand, some of the TV-first
1huCets, particularly those of tobacco and soap com-
+4rs, gave smaller shares to their favored medium in

i3

5
Al
3

i chough many of the top advertisers used spot radio

“tsively, their. allotments to network radio have
r;!‘filld sharply in recent years. Indications are that this
th=tie might be checked by 1957; billings for the last
iotlare definitely up.

including first estimates of 1956 network radio

The 50 companies whose expenditures are analyzed
here are the pace setters; their moves are studied by all
other advertisers. They are the leaders who have the
research facilities to test the various media combinations
and the money to use those which they find effective.
Their patterns, in effect, are an evaluation of media
power. '

The extent to which the leaders are followed is illus-
trated by the food and drug industries. Among all na-
tional advertisers in the drug and toiletries field, net-
work TV was first choice in media in 1956, according to
Drug Trade News, followed by spot TV. Next came
magazines, then newspapers, network radio and spot
radio. This is essentially the pattern laid down by the
drug companies among the Top 50.

Similarly, the food industry, according to Food Field
Reporter's figures, made spot TV its number one medium
in 1956. Next came network TV, then newspapers, maga-
zines, spot radio and outdoor.

Although there are wide variations among companies
in the same product category, a common approach is
usually apparent in their spending patterns. The chart
appearing elsewhere in this report traces these group
trends in terms of median share of measured budget
(half the members of the group allocated more than the
median figure, half allocated less.)

Trends in media allocations are clouded by the con-
ventional published estimates of advertisers’ invest-
ments, which ignore the large sums appropriated for
production and programming, and fail to account fors-

b
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the discount structure. The problem has been magnified
by the lack of comparable expenditure data for spot
radio, for spot TV before 1956, and for network radio
since 1954.

To provide a closer approximation of advertisers’
budgets, the expenditures presented in this report em-
body estimated outlays for production in all media (in-
cluding programs and commercials in radio and TV), and
are adjusted for the extensive frequency and volume dis-
counts in broadcast media. The formulas employed are
detailed in the last paragraphs of this section, “How
These Expenditures Were Compiled.”

Network radio figures for 1956 are based on gross
billings estimates from the networks. This is the first
time that this data has been available.

Since the purpose of this report is to trace major
advertisers’ patterns in media allocations since 1950, and
since spot TV expenditures are available for only the
most recent year, the data on 1956 budgets is presented
in two forms. The first, bold-face line in each company
listing shows what happens when spot TV allocations
are included in total budgets. The second line shows
budgetary shares only for network broadcasting and
print, and is comparable to the data shown for each of
the preceding years.

Inclusion of spot TV changes picture drastically

When spot TV expenditures are considered along with
outlays in other media, the picture of budget allocations
changes dramatically. Without spot TV, Sterling Drug’s
total measured budget in 1956 was $8,839,000, with net-
work TV getting a 399% share. When Sterling’s spot TV
investment of over $10 million is added, the two forms
of TV together account for 71% of the drug company’s
advertising dollars.

The advertisers studied in this section are those that
ranked among the Top 50 according to time, space and
production expenditures in network TV, network radio,
magazines and newspapers. To these four-media totals
have been added the TvB-Rorabaugh figures for spot
time, adjusted to yield estimates of net time and produec-
tion costs.

When the Big 50 are ranked according to the new
totals, there is a considerable shift in the parade of
leaders. The 16 biggest spenders maintain their original
order, but Brown & Williamson jumps from 46th place
to 17th when spot is included. Spot TV accounted for
629% of the tobacco company’s total outlay.

When only network expenditures were counted, 30
of the Top 50 made TV their primary medium in 1956.
When spot TV is included, 37 advertisers used TV as
their primary medium. There are six companiés for whom
spot TV itself is the basic medium.

Without including spot, the largest single medium
for Warner-Lambert is magazines. Spot TV, however,
gets 479% of the company’s total budget, compared with
only 239% for magazines. Similarly, for Philip Morris
and National Biscuit, newspapers slip back to second
place and spot TV becomes king. For Sterling Drug,
Miles Laboratories and Brown & Williamson, it is net-
work TV that becomes the second medium when spot
is included.

Omitting spot expenditures in order to give a con-
sistent picture of allocations trends in the past seven

66

years, here is how the six key industry groupsg o
sented in the Top 50 have spent their dollars nm~
work TV, network radio, newspapers and magazir .

Appliances: Of the three appliance manufac rer
in the Big 50, only Westinghouse has made n»wm,f
TV its primary medium in 1956, giving it ove .,
thirds of its total allocation as measured in the : .
Although its overall outlay increased, print med . .
smaller shares of the Westinghouse budget thay 1';.
had in previous years. RCA and General Electri
tinue their emphasis on magazines. RCA upped ii :‘.
work TV percentage and cut back on print and nc
radio. GE trimmed its network TV share and exj 2
its newspaper portion.

Automobiles: As a group, these advertisers - E
tained their tradition of newspaper primacy, b £
the first time, in 1956 Chrysler swerved from e
and made network TV its primary medium. W,
smaller budget than it had in 1955 (all the auton &
spent less in 1956 than in the previous year), Ch .
boosted its TV portion and reduced its allotmen g,
newspaper and network radio.

Newspapers remained the dominant medium for
of the other automobile manufacturers in the B 3
but three of them—General Motors, Ford and £ A
baker-Packard—put proportionately less weight b .
this medium in 1956 than they had in previous : -
Each of these companies gave network TV s
shares of its budget than it had in the past. Amo.
Motors increased its allocation for print and tri e
its network TV investment.

Drugs and Toiletries: Members of this cat Oy
were more prominent among the Top 50 in 1956 u
ever before, due to the zooming budgets of such m-
panies as Revion and Helene Curtis. Because o I
media approach of these newcomers, the median o
of drug budgets going into TV shot up from 33 i
1955 to 659% the following year. With the excepti o
Warner-Lambert, which put its biggest stack of p
behind magazines, each of the eight advertisers ir i
field made network TV its primary medium.

Most TV-consecious of the group was Pharmaceui:ls,
Inc. (formerly Serutan), which put 949% of its mea ed
budget into network TV, and the balance in newspz .

As a group, the drug and toiletries companies ¥t
been more inclined than other advertisers to keep::i-
work radio as a media mainstay. In 1956, however: at-
work radio’s median share of these companies’ bu 't
had shrunk to 49%. Miles Laboratories leads the cate I¥
(and the entire Top 50 roster) in its reliance on net t¥
radio, giving it 20% of its total measured outlay.

Food: Television in 1956 continued as the me-I1
most favored by the food group, getting a 43% mi 1
share of its advertising money. Newspapers and n &
zines received equal shares of the remainder— ¢
each—with 1% going into network radio. This » e
sents gains for TV and magazines over 1955 Ie &

Of the 16 food companies among the Top 50, 11 '."’
the first nod to network TV. National Dairy, Armom:'"
National Biscuit put their biggest investments in 1 "
papers. Campbell Soup and Standard Brands hafi ' ”
largest outlays in magazines. Four companies In A

TELEVISION MAGAZINE - SEPTEMBER{”
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Kr,

‘r K\l

Special Report No. 13: 7 Year Media Study

egory, Quaker Oats, Nestl¢, Corn Products and Car-
,1on shifted from print supremacy in 1955 to net-

x TV dominance in 1956.

- rellogg led the food advertisers in the extent of jts

" _iygetary commitment to TV. Since 1950, TV’s share

.. the cereal company’s ad dollar has grown steadily,
e the print and network radio portions have de-

. siderably,
" ‘,sul‘ed.

saps and Cleansers:

'{ , ed. General Foods, which has the largest total budget
. . :he food field, has kept TV its first media choice
e 1952. In 1956, General Foods upped TV’s share
decreasing the

other three media

The three companies whose

. cipal products are in this field maintained their
.t on network TV during 1956. P&G expanded its
/] outlay and raised the share going to network TV.
- 1. rate-Palmolive also increased its over-all measured
. get, but reduced the network radio and TV portions.
- & company added to its print media during 1956.
-ever Brothers had a larger appropriation in 1956
¢ 1 it did in the previous year.
, age to print media, kept network TV at its pre-
g 499% level, and trimmed network radio.

obacco:

It gave a higher per-

For the first time, Brown & Williamson

. jed the Big 50. Like each of the other tobacco com-
. jes except Philip Morris, Brown & Williamson made
work TV its basic medium. Philip Morris gave net-
& TV only 89% of its 1956 budget, newspapers 63%.
i . J. Reynolds and American Tobacco trimmed their
~allocations in 1956 and raised their cutlay for print.
.izett & Myers boosted its TV and magazine use and
rback on newspapers. Lorillard spent less money in
% than it did the year before. Its reduced budget
.hated larger shares to newspapers and network TV,
ller shares to magazines and network radio.

How These Expenditures Were Compiled

Bstimated production costs for each of the measured
media were added to the gross billings, compiled from
the following sources: Media Records (newspapers and
newspaper sections); Publishers Information DBureau
(general and farm magazines, network TV, and network
radio through 1955); TvB-Rorabaugh (spot TV for
1956). Network radio expenditures for 1955 were pro-
jected from the PIB data which was available for the
first seven months, to provide estimates for the entire
year. The 1956 network radio percentages are based
on gross billings from the networks.

To these gross time and space expenditures were ap-
plied the cost factors developed by the McCann-Erickson
Central Research Department for the Printers’ Ink con-
tinuing index of advertising expenditures. These factors
allow for investments in print production, broadeast pro-
gramming and commercials.

To newspaper gross billings,
magazine figures, 11.5%.

For broadcast media, production factors were added
to net time costs. On radio, 64% of the gross was taken
as net for 1950-55, to allow for frequency and volume
discounts, For 1956, 509% of gross was used. To allow
for production, 57.5% was added to net time in 1950-53.
For 1954, the factor was 45%; for 1955, 40% ; for 1956,
35%.

On network television, for 1950, 1951, 1952 and 1956,
75% of the gross was taken as net; for 1953-55, 77%
of the gross was applied. To these net figures, 42.89% was
added for production in 1950; 86.2% in 1951 and 1952;
87.1% in 1953; 75% in 1954-56.

On spot TV, 139% was added to TvB data to yield an
approximation of net time expenditures on all stations
used by the advertiser and for program and commer-
cial production.

6.99% was added; to

TIME, SPACE AND PRODUCTION OR PROGRAM EXPENDITURES

Share of budget going into each medium and estimated dollar total

" Inder each company two lines are listed giving

iget Dbreakdowns

for 1956.

The first, bold-face

‘2 includes spot TV expenditures. The second line, in
irter type, is based on money spent in network TV,
iwork radio, newspapers and magazines, and is com-
vable to the data presented for previous years.

These figures are based on time and space billings

Spot  Network News. Maga- Network Total

TV TV papers Zines Radio in

Share Share Share Share Share Dollars
‘General Motors Corp.
1956 39, 219, 49% 25% 2% $116,706,000
1956 22 51 25 2 112,747,000
1955 16 55 24 5 120,976,000
1954 17 50 29 4 80,289,000
1953 6 50 30 4 69,865,000
(952 16 49 32 3 44,081,000
1951 6 63 29 2 40,533,000
{950 5 62 32 ! 47,364,000

LEVISION MAGAZINE - SEPTEMBER 1957

which have been adjusted to allow for production costs
in all media and for discounts in radio and TV. These
are estimates based on the best data available. They
may vary considerably from actual expenditures. [See
note on method above.]

Asterisk (*) indicates that the company used the me-
dium, spending less than 1% of its total measured budget.

Spot  Network News- Maga- Network Total

TV v papers zines Radio in

Share Share Share Share Share Dollars

2. Procter & Gamble Co.
1956 21 58% 8% 12% 1% $ 96,651,000
1956 73 10 16 ! 76,764,000
1955 b4 12 12 12 70,939,000
1954 55 I3 12 20 58,437,000
1953 4] 16 15 28 52,186,000
1952 37 16 I5 32 53,313,000
1951 20 29 15 36 52,881,000
1950 3 29 I5 53 36,336,000 »
67
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3. Ford Motor Co.

Spot
Tv
Share

Network
v

Share

News-
papers

Share

Maga-.
rines
Share

Network
Radio
Share

Total
in
Dollars

1956 7% 249,
1956 25
1955 22
1954 22
1953 19
1952 19
1951 22
1950 17
4. Chrysler Corp.
1956 4 44
1956 45
1955 38
1954 34
1953 15
1952 10
1951 8
1950 5
5. Colgate-Palmolive Co.
1956 16 48
1956 57
1955 59
1954 48
1953 40
1952 33
1951 23
1950 9
6. General Foods Corp.
1956 22 42
1956 54
{955 44
1954 35
1953 27
1952 31
1951 25
1950 9
7. General Electric Co.
1956 3 27
1956 28
1955 33
1954 38
1953 31
1952 23
1951 15
1950 9
8. Lever Bros. Co.
{956 {5 42
(956 49
{1955 49
1954 41
1953 28
1952 30
195 i5
1950 6

68

48%,
52
59
52
59
51
59
57

35
37
42
37
52
58
65
68

25
30
23
30
32
33
42
49

15
19
22
27
27
26
27
27

29
30
26
16
17
23
31
29

33
38
32
30
40
44
49
48

21%
23
8
24
21
29
19
23

17
'8
17
24
30
27
23
23

10
12
10
[
4
16
7
21

20
26
31
30
26
23
25
34

4]
42
4]
43
45
52
53
6l

u)OO*I:)\lO\‘

*o/ $ 56,227,000

*

I
2
I
|

w

A A O W O W

I
14
13
I8
21

12
17
18
20
27
33

52,444,000
53,549,000
36,707,000
33,082,000
22,683,000
19,505,000
25,441,000

53,888,000
51,716,000
60,946,000
34,333,000
29,712,000
21,552,000
22,353,000
21,622,000

53,075,000
44,772,000
42,978,000
39,343,000
40,264,000
34,455,000
27,394,000
19,550,000

48,433,000
37,746,000
42,432,000
37,360,000
34,481,000
32,895,000
31,633,000
25,992,000

38,148,000
36,968,000
30,790,000
24,976,000
21,881,000
17,345,000
20,656,000
15,409,000

34,756,000
29,609,000
25,926,000
23,999,000
28,491,000
30,978,000
25,339,000
21,692,000

Spot

Netwaork

News-

Maga- Network

T¢

v v papers zines Radio )
Share Share Share Share  Share Do ,
9. R. J. Reynolds Tobacco Co.
1956 8% 52% 24% 14% 2% $ 28,6 (s
1956 56 26 15 3 264 (-
1955 67 16 14 3 24,7 (s
1954 66 14 13 7 2400
1953 56 17 13 14 235
1952 50 17 16 (7 20,9 ¢+,
195] 0 23 18 19 173
1950 21 36 18 25 16,1,
10. American Home Products Corp.
1956 8 72 7 I 2 $ 282G
1956 78 7 12 3 26,007 -
1955 61 13 12 14 20,57 -.
1954 51 12 15 22 14,675,
1953 38 10 15 37 12,05
1952 27 19 13 41 sy
1951 7 27 13 53 RIS
1950 2 30 5 53 10,12 ).
11. Gillette Co.
1956 7 71 i 5 6 $ 2757,
1956 77 12 5 b 25,54 )
1955 69 7 9 |5 30,6¢ 10
1954 63 10 6 21 24.66; i,
1953 51 14 4 31 18,94y
1952 37 21 10 32 13,9210
1951 28 19 13 40 9,77 0
1950 21 15 16 48 8,67 1.
12. American Tobacco Co.
1956 5 47 25 22 * § 257200
1956 50 26 24 - 2435 O
1955 55 18 21 6 26,20, (
1954 59 (3 21 7 21,49+ G
1953 47 20 22 L 22,481 30
952 46 |7 23 14 17,84 X
1951 28 21 27 24 14,73
1950 16 17 33 34 12,78 ¢
13. General Mills
1956 3 51 15 30 * ¢ 24,8500
1956 53 15 32 * 24,100 )0
{955 54 18 18 10 23,55 X
1954 49 16 19 16 20,11 )%
1953 42 12 22 24 19,214 30
1952 29 22 16 33 19,35¢ X0
1951 17 23 16 44 15,52
1950 7 24 16 53 153130 .
14. Distillers Corp.—Seagram’s Lid.
1956 - 4 58 38 —  $ 21,674
1956 4 58 38 @ — 21,67¢%
1955 — 55 45— 19,02
1954 — 59 4 17,854
1953 . 58 42 — [ 7,485%3O
1952 * 58 41 — 16,757 )
1951 = 56 43— 15.38¢ X
1950 1 55 44 — 13,36:

TELEVISION MAGAZINE -

SEPTEMBER '’


www.americanradiohistory.com

SEVEN -YEAR BUDGET TREND BY PRODUCT GROUP**]:’”?’?:

Copyright 1957, TELEVISION MAGAZINE

" wWww americanradiohistorv com:

: : ‘ Exclusnvo—Modlan Shares of Budge\‘ for the Companies in  Each Group Which Woro Among ﬂve Top
g . 50 for Each Year, These Aro the Only Published Budget Eshma’m lncludmg Produchon Spaco and Tlm
i%“‘ r 35 s ‘NETWORK v NEWSPAPERS  MAGAZINES - ’,,NETWORK,,RAD'Iow
N 1956 — — 2 — 40 =
P 1955 D 33 — 25 — P
; |954‘:‘; I 3 _ 19 _ 3] 7
| 1953 NN 27 _— — .
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15. Bristol-Myers Co.

16.

17.

18.

19.

20.

70

1956 53@ 573@ |03Q 233@
1956 59 Il 25
1955 45 [7 27
1954 39 10 36
1953 33 29 32
1952 24 27 29
1951 18 18 38
1950 [ 4 22 43
National Dairy Products

1956 7 35 37 21
1956 38 39 23
1955 41 27 |7
1954 51 23 21
1953 4] 30 22
1952 36 25 26
1951 23 27 35
1950 28 32 24
Brown and Williamson Tobacco
1956 62 25 4 7
1956 b6 11 |19
1955 49 |4 7
1954 57 5 26
1953 71 4 25
1952 — 75 25
1951 — 62 9
1950 — 62 9
Liggett and Myers Tobacco Co.
1956 25 50 10 12
1956 67 13 16
1955 b4 Il | 4
1954 47 22 6
1953 52 12 Il
1952 45 b 22
1951 37 2 19
1950 22 4 21
Campbell Soup Co.

1956 7 29 21 43
1956 31 23 46
1955 35 7 48
1954 44 12 40
1953 37 I3 33
1952 |19 12 36
1951 7 10 35
1950 3 b 34
Sterling Drug Co.

1956 53 18 14 13
1956 39 30 28
1955 21 30 26
1954 il 32 22
1953 7 27 |5
1952 b 26 I3
1951 7 21 12
1950 | I8 16

5% $ 20,805,000

5
[
15

6
20
26
21

19,824,000
14,960,000
9,497,000
8,183,000
9,173,000
8,663,000
8,004,000

$ 20,684,000
19,269,000
19,353,000
15,567,000
13,509,000
1,411,000
12,644,000
10,029,000

$ 20,633,000
7,822,000
5,946,000
4,964,000
1,366,000

858,000
1,872,000
[,519,000

$ 19,944,000
14,949,000
15,551,000
17,603,000
17,503,000
15,625,000
13,414,000
10,385,000

$ 19,538,000
18,181,000
(4,822,000
13,998,000
13,185,000
10,957,000
11,089,000
10,781,000

$ 18,853,000
8,839,000
9.141,000
9,326,000
| 1,680,000

12,028,000
12,070,000
12,208,000

22,

23.

24,

25,

26.

1956  45% 4% 35,
1956 8 63
1955 16 50
1954 54 15
1953 49 28
1952 32 33
[95] 22 29
1950 Il 38
American Tel. & Tel. Co.
1956 25 17 2
1956 23 2
1955 — 5
1954 — |
1953 —

1952 — *
1951 — |
1950 — 8
Kellogg Co.

1956 32 46 10
1956 67 I5
1955 62 14
1954 56 I
[953 47 24
1952 56 12
195} 40 21
1950 17 38
Westinghouse Electric Co.
1956 I 65 20
1956 b6 20
1955 56 25
1954 51 25
1953 6l 21
1952 46 | 4
1951 39 28
1950 3 51
Miles Laboratories

1956 4] 39 2
1956 b6 4
1955 49 3
1954 12 4
1953 e 6
1952 8 3
1951 5 5
1950 9 4
National Distillers Pred. Corp.
1956 2 —_ 62
1956 — 63
1955 — 55
1954 — 57
1953 — 6!
1952 — 56
1951 60
1950 — 57

21. Philip Morris Inc.

15%,
28
24
20

8

8
4
3

54
71
87
88
84
82
79
73

10
4
[4
16
[6
[
(7
37

14
14
|19
24
[8
32
32
43

10

i3
10

36
37
45
43
39
44
39
43

Tot:
in
Dolis

—

1% $ 1851 g

' | O. | 5 'O(\

10 10357,
I 9,16y
15 12,72 5
27 1230 -+
45 10,39 5.
48 10,120
2 17.45¢y

4 13,14y

8 9,02 )

Il 697y,
6 5240,
|7 4,98
20 4,38 )
19 4,614y,
2 17,162 16

4 11,702 10

10 10,19¢ ¥
17 10,34¢ i
13 10,57 G
21 8,88( 1
22 8,12+ )
8 5,980 )0

— 17,04 )0
— 16,87( 0
— 10,565 16
_ 9.50¢ 10
— 10,62: 10
8 10,678 I

* 7,300 10

3 5,09110

P2 14,8850
20 8,80« 10
39 9,17¢ 1t
71 8,931 10
84 10,30; 10
8l 742010
85 5,93:.10
80 7,430
— 14,770 10
_ 14,73.10
_ 13,00. 10
— 12,54 0
_ 11,19:10
_ 8,78( 0
_ 11,25 X
_ 7,720 10
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1. National Biscuit Co.

33, Coca-Cola Co.

1956  43% 16% 31% 9% 1% $ 14,713,000 1956 33%, 36% 8% 8% 5% $ 12,882,000
1956 28 54 16 2 8,429,000 1956 54 26 19 l 8,686,000
1955 42 47 6 5 8,074,000 1955 44 32 21 3 9,236,000
1954 26 47l 1 5,387,000 1954 45 23 26 6 7,175,000
1953 6 35 31 28 4,536,000 1953 32 27 3 10 7,331,000
1952 14 22 3l 33 4,526,000 1952 — 35 44 2] 5,122,000
1951 9 22 30 30 5,059,000 1951 — 32 37 3l 4,951,000
1950 — 30 27 43 5,088,000 1950 | 33 35 31 5,806,000
. Standard Brands Inc. 34. P. Lorillard Co.
1956 12 27 22 34 5 $ 14,113,000 1956 20 56 14 7 3 $ 12,344,000
. 1956 30 26 39 5 12,396,000 1956 69 17 9 5 9,905,000
1955 22 33 44 I 9,370,000 1955 50 5 20 |5 14,588,000
1954 17 45 38 . 8,931,000 1954 55 8 18 19 16,437,000
1953 21 59 20 — 10,302,000 1953 48 15 I8 19 15,290,000
1952 13 62 25 — 7,425,000 1952 50 7 16 27 10,479,000
1951 0 69 21 . 7,430,000 195 44 [ 22 3 9,245,000
1950 | 82 17 — 5,933,000 1950 3 14 37 46 5,990,000
i Warner-Lambert Pharm. Co., Inc.1 35. Schenley Industries Inc.
1956 47 21 4 23 5 $ 14,032,000 1956 — — &b 34 — $ 11,855,000
1956 40 7 43 0 7,426,000 1956 — bk 34— I 1,856,000
1955 50 15 35 - 5,662,000 1955 — 62 38 — 10,284,000
1954 28 13 45 14 4,738,000 1954 — b4 36— 10,245,000
1953 16 24 40 20 4,370,000 1953 4 6l 35— 11,954,000
1952 23 39 40 14 4,595,000 1952 9 56 35 — 12,108,000
- 1951 12 7 71 10 6,435,000 1951 8 52 33 7 13,433,000
1950 — 12 74 14 4,500,000 1950 5 54 36 5 11,817,000
.4 Pillsbury Mills Ine. 36. Nestlé Co., Inc.
1956 6 46 23 21 4 $ 13,819,000 1956 24 33 31 12— $ 11,351,000
1956 49 24 22 5 13,034,000 1956 43 4| 6 — 8,655,000
1955 55 13 19 13 13,016,000 1955 32 40 27 l 7,367,000
1954 54 10 (7 19 9,967,000 1954 32 42 24 2 6,020,000
1953 48 8 22 22 10,238,000 1953 24 53 16 7 4,955,000
1952 32 12 28 28 8,651,000 1952 8 61 31 — 2,630,000
1951 8 23 25 44 8,827,000 1951 Y 39 — 1,560,000
1950 3 24 33 40 6,770,000 1950 5 48 47 — 1,385,000
« Radio Corp. of America 37. Goodyear Tire & Rubber Co. -
1956 12 32 19 35 2 $ 13,473,000 1956 * 26 21 52 I $ 11,248,000
1956 36 22 40 2 11,876,000 1956 26 21 52 I 11,204,000
1955 23 25 47 5 10,128,000 1955 26 20 5] 3 11,175,000
1954 31 20 39 0 8,242,000 1954 21 24 52 3 10,226,000
1953 36 25 29 [0 8,654,000 1953 23 19 55 3 9,243,000
1952 38 27 23 12 6,998,000 1952 21 19 54 6 9,516,000
1951 18 36 17 29 8,281,000 1951 21 9 63 7 6,734,000
1950 24 43 21 12 7,951,000 1950 15 15 70 — 4,714,000
‘2. Swift & Co. 38. Revlon Inc.
1956 9 40 26 24 I $ 13,143,000 1956 I8 58 il 13 — $ 11,219,000
1956 44 29 26 [ | 1,904,000 1956 71 13 16 — 9,156,000
1955 41 26 14 19 12,925,000 1955 69 13 I8 — 5,613,000
1954 32 26 19 23 12,276,000 1954 15 63 22 — 2,675,000
1953 9 31 29 3] (1,183,000 1953 66 20 14 — 1,616,000
1952 5 29 33 33 10,009,000 1952 — 45 54  — 1,075,000
1951 8 21 31 40 8,855,000 1951 3 34 63 _— 1,540,000
1950 | 29 38 3] 9,973,000 1950 — 64 36 — 944,000 »
- Pre-merger expenditures for Lambert and Warner-Hudnut have been combined; Anahist expenditures are not included.
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39. Armour & Co. 45. Corn Products Refining Co.
1956 10% 36% 39% 15% —% $ 10,930,000 1956 34, 25% 14%, 25%, 2% % 9.586/p
1956 40 43 17 — 9,935,000 1956 38 21 37 4 6,352,13
1955 24 4| 19 16 8,966,000 1955 25 27 40 8 4,330,
1954 23 36 32 9 7.179.000 1954 5 33 55 7 3.467.0)
1953 16 32 37 15 6,630,000 1953 4 39 50 7 3,367,y
1952 6 32 4| 21 6,458,000 1952 7 3] 62 _— 249303
195 9 38 25 28 6,304,000 1951 20 32 48 — 2,807,
1950 b 44 32 18 5,250,000 1950 — 53 47 — 2.296,(;
40. Borden Co. 46. Helene Curtis Industries Inc.?
1956 i6 46 14 24 — $ 10,540,000 1956 3 62 18 17 — 8,998,(,
1956 54 17 29 — 8,856,000 1956 64 18 18 _— 8,718,
1955 56 20 24 — 10,158,000 1955 69 13 (8 . 5613,
1954 36 40 24 — 7,504,000 1954 15 63 22 — 2,675
1953 25 44 30 * 6,086,000 1953 66 20 14  — 1,616,
1952 21 37 42 — 4,845,000 1952 — 46 54  — 1,075,
195 15 4| 44 — 5,043,000 1951 3 34 63 _— 1.540,0
1950 2 43 51 3 3,935,000 1950 — 64 36 _— 944.(
41. DuPont de Nemours & Co., Inc. 47. Carnation Co.
1956 10 I8 |7 55 — $ 10,301,000 1956 15 37 23 25 — 8,864,0
1956 20 18 62 — 9,232,000 1956 43 27 30 _— 7.554,C
1955 13 14 73 — 8,033,000 1955 28 21 32 19 8,450,C
1954 5 14 7 — 6,496,000 1954 26 29 16 29 6,027,0
1953 13 13 7 3 5,312,000 1953 332032 21 14 39376
1952 4 25 58 13 5,163,000 1952 28 31 26 15 33710
1951 | 23 54 22 3,276,000 1951 18 32 9 4| 3,307.C
1950 — 13 68 19 3,953,000 1950 4 34 H 51 2.861,0°
42. Quaker Oats Co. 48. Scott Paper Co. |
1956 7 37 28 27 i $ 10,158,000 1956 3 59 14 22 2 8.417,0
1956 40 30 29 | 9,455,000 1956 61 15 23 | 8,156,0
(955 24 30 32 14 9,352,000 1955 71 4 25— 68170
1954 32 23 30 15 9,968,000 1954 60 6 34 — 48970
1953 25 35 24 16 9,471,000 1953 46 N 43 — 4,840,0
1952 30 31 24 15 8,886,000 1952 4| 18 4] — 5,270,0-
1951 35 33 (8 14 8,534,000 1951 - 29 71 — 2,699.0
1950 9 45 |5 31 8,414,000 1950 — 30 70 — 2.815,0
43. Studebaker-Packard Corp.2 49. American Motors Corp.°
1956 8 i7 49 26 * ¢ 9,844,000 1956 2 34 37 27 * 8,349,0¢
1956 19 53 28 * 9,103,000 1956 35 38 27 * 8.203,0
1955 18 55 26 | 11,752,000 1955 4) 36 22 | 9,995,01
1954 6 74 20 — 7,358,000 1954 23 50 26 * 8,505,0"
[953 3 59 33 5 9,688,000 1953 | 61 38 — [1,183,08
1952 | 64 35 7,815,000 1952 15 53 32 - 8,038,0
1951 5 65 29 g 7,969,000 1951 21 54 25 — 8,941,000
1950 5 59 35 | 7,456,000 1950 I 54 35 — 8,999,01
44. Pharmaceuticals Inc.? 50. Eastman-Kodak Co.
1956 i3 82 5 — — $ 9,826,000 1956 3 36 17 4  — 7,891,01"
1956 94 6 - — 8,567,000 1956 37 17 46  — 7,6300
1955 91 8 * — 5,664,000 1955 4| 17 42 . 6,723.0¢
1954 93 b CI— 6,984,000 1954 S S Y J— 53060
1953 83 10 — 7 3,683,000 1953 — 22 78 — 4,453,01
1952 53 7 2 38 1,760,000 1952 _— 18 82 — 2,8270
195 | — 26 5 69 [,787,000 1951 — 7 93 — 2,203,00
1950 6 28 — &b 1,559,000 1950 — 178 — 24200

2. Presmerger expenditures for Studebaker and Packard have been combined.

4. Pre-merger expenditures of Helene Curtis and Jules Montenier have been combined.

72

3. Formerly Serutan, Inc.

5. Pre-merger expenditures o

£ Nash-Kelvinator and Hudson have been combin
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BUY- POWER stemmmg from a new :\fower 'I ,000 feet
above average ferrain

PRIME-POWER covering 434,400 TV homes—a newly
established loyal listening audience who get a
better, brighter picture

SALES-POWER influencing multi-billion dollar retuil
sales

DOLLAR-POWER because the average cost per thou-
sand is still lower than any other station in the
area

NO WONDER THERE’'S MORE “POWER” TO SELLIBRATE!

COWLES
STATION

Reprosented by
by, Fdward Petry & Ca., Inc.
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A Fable

Once upon a time there was a Young Man who wanted to entice a couple
of Ladies out of the Harem of the Pasha. First he dangled Baubles at the
window and they were real choice baubles, too. But nobody inside
paid any attention. So he slipped Notes under the door and they were
real convincing notes, too. But nobody inside paid any attention. Then
he smuggled in some autographed pictures of himself and they were
real handsome pictures, too. But nobody inside paid any attention. Defeated, he
presented himself before the Pasha seeking, with disarming frankness, to learn the
Pasha’s secret. “Simple,” said the Pasha, “I Keep talking and they Keep listening,
so your act lays an egg.” The man then asked why they kept listening,
“Because I keep them too busy to do anything else . .. Ironing veils, cooking goodies
for me, fluffing my cushions. And, I tell them things they like to hear.”
So the Young Man went away, sadder but wiser. :

Moral: Some Ladies listen and listen and like it. You, 100, can talk the Language of the Pasha with
Radio. You can reach most of the Ladies with Radio and you can talk to many of them

just minutes before they actually do their shopping in grocery or drug stores—just minutes
before, not the night before!

THE SUCCESS OF ITS USERS SPEAKS CLEARLY FOR SPOT
' NATIONAL SPOT RADIO

Radio Division
EDWARD PETRY & CO., INcC. .-
The Original Station Representative

NEW YORK *« CHICAGO * ATLANTA » BOSTON » DETROIT » LOS ANGELES + SAN FRANCISCO + ST, LOUIS

www americanradiohistorv com
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HOW LEO BURNETT BUYS RADIO

This analysis, prepared exclusively for

Television Magazine by the

Media Analysis and Research staff of

Leo Burnett Co., shows how listening patterns have

revolutionized radio buying techniques.
This is the first time that one of the country's

top ten agencies has detailed how its

new approach to radio has been applied to the

specific problems of its clients.
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CORN UTOPIA

There are six metropolitan markets in Jowa and WMT-TV
reaches three of them effectively.

Iowa is essentially an agricultural state, but agriculture is in good
manufacturing company. In the industrialized Eastern half
(WMT-land) two out of every three dollars of income are
industry-derived.

Towa statistics are unfailingly juicy. Aside from the fact that any
we quote will be out of date by the time you see them, you’d
probably forget them anyway. (Fresh data available upon
request. |

One fairly recent brag: ARB reported 18 once-a-week programs
with ratings above 35.0 in a Cedar Rapids—Waterloo report;
14 of the 18 were on WMT-TV. We have more ad naseum but
they all boil down to this: In Eastern Iowa you want WMT-TV.

WMT-TY
CBS for Eastern Iowa
Mail Address: Cedar Rapids
Channel 2 » Maximum power * The third highest tower in the world

National Representatives: The Katz Agency
Map © Rand McNally & Co. R.L. 57-W-131

www americanradiohistorv com
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RADIO STUDY NO. 9

iOW LEO BURNETT BUYS RADIO:

THE
CUMULATIVE
AUDIENCE
CONCEPT

i1 SITHE MEDIA ANALYSIS & RESEARCH DEPT., LEO BURNETT CO.

- EWhe illustrations in this study, drawn from the ex-
"t perience of our agency, indicate how new uses for
irdio are re-making it into a new medium. It is a me-
vdm with tremendous flexibility and scope. Although
asingle program or announcement commands the tre-
xmdous audiences radio once had, it is still possible to

‘ulize the medium to deliver either tremendously wide-
¢ sread penetration of markets or very high frequency
" yexposure against specified audiences.

3ecause the medium is still undergoing great changes
] because a knowledge of actual patterns of audience

dplication is important, media research plays an im-

prtant role in developing radio plans. We are always
1 aare, however, that creative media planning must first

rse the questions which media research is asked to
rmswer; and creative judgment must then determine
wich of the findings represent buying principles that

a be applied.

Radio today presents an interesting media paradox:
' lcilities are expanding but minute-by-minute audiences
<t contracting. In spring, 1957, almost 3,600 radio sta-

bns were on the air—3,049 AM and 529 FM. In the
wice of the recent tremendous growth of TV, 177 AM

idic stations went on the air in the past year; in
itldition, there were 154 stations with construction per-
ivits and 306 applications filed with the FCC.

Thus, in terms of facilities, radio continues to grow.
“ietween January 1, 1950 and the current date, radio
*as added 1,200 operating AM stations, doubling TV’s
“ rowth in number of outlets in the same period.

’_ELEVISION MAGAZINE -+ SEPTEMBER 1957

There are now more radio homes and radio sets than
ever before. In March, 1957, Nielsen estimated a total
of 47.7 million radio homes. These radio homes contain
an estimated total of 84 million home radios. There
were an additional 34 million radios in automobiles.
Finally, there were 10 million radios in use in public
places. The total—128 million radio sets in working
order, delivering messages at all hours of the day and
night to the American public.

Radio set sales are up 20% over last year

Radio sales continue to climb. For the first quarter
of 1957, radio set sales were up 20% over the same
period of the preceding year. Gains were registered in
both home and automobile radios.

Thus, in terms of radio’s over-all dimensions—stations,
homes, sets—radio is stronger and bigger than ever.

When we look at audiences, however, we find that radio
ratings are going down—down—down—down !

In March, 1957, the average Nielsen rating for all
weekday network programs stood at 2.3. The average
for all evening multi-weekly programs was 1.3, and
the average for all evening once-a-week programs was
0.9. A year previously, these same figures stood at 2.8,
1.7 and 1.8.

Here, then, is our paradox: The dimensions of radio’s
potential audiences are larger than ever while actual
audiences are smaller and smaller. However, radio has
undergone a resurgence based upon a “new’” way of using
this medium. »
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THE CUMULATIVE AUDIENCE CONCEPT

The new emphasis in radio usage is on cumulative
audiences—the number of net unduplicated homes
reached in a week or 4-week period. Before TV, radio
used to provide large audiences, as TV does today, with
a program or two, or a handful of spots. The current
pattern is to use many program segments and many
spots, putting the emphasis on the overall audience
rather than the audiences of the individual units involved.

The key to this entire buying-pattern is the way
radio’s audience turns over during the day, so that the
cumulative audience is constantly enlarging.

The following table presents data on how radio audi-
ences build up. For example, in March, 1956, during
the 6:00-9:00 p.m. period, a period dominated by TV,
only 10.9% of the radio homes were using their sets
during the average minute. During an average hour,
however, the percentage of radio homes using their sets
rose to 17.6% ; during any one day, 27.8% of the U.S.
radio homes listened some time in the 6:00-9:00 p.m.
period.

If we look at the data for the entire week, we find
that even in this prime TV period, 589 of all radio
homes had listened to their radio some time between
6:00 and 9:00 p.m. This amounts to a total of 27.3 million
homes listening to radio. The average home listened
almost 4 hours in that week’s time.

Thus, radio’s net cumulative weekly audience was
five times greater than that prevailing during an average
minute in this most competitive time period.

HOW THE CUMULATIVE AUDIENCE GROWS
% of U.S. Radio Homes Using Sets by Day-Parts, March 1956

Av. Av. Av. Av. Weekly No.
Min. Hr. Day Week {000)
Mon.-Fri
6-9 am.. ... 145, . 256 42.8... .. 594 ... 27918
2-12 noon............ 15.7 . . 233 .35.7 ... 58.6 .. . .27542
12-3 pm. ... ... 13.9. . . 21.0. . .32.0. . ... 55.1.... .. 25,897
3-6 pm....... 11.5. 183 . 295 . . 528 24,816
Sun.-Sai.
69 pm.. ... ... 109 ... 176 ... .27.8. .. .58.0 ... . 27,260
9-12 midnight...... 62..... .. 10.4. ... 178 40.7.. ... 19,129
6 a.m.-6 a.m.. — . .. — . .b655 . 87.7 .. .. 41,219

Source: A. C. Nielsen

The data shown in this table determines the new
radio strategy. If you can spread your radio effort, you
can still reach many, many homes over a period of time,
although each program or announcement will make just
a small contribution to the total. (By this time, Nielsen
should have similar data on radio set usage for March,
1957. This data shows the same pattern of relatively low
average minute usage accumulating to large figures
over the period of a week.)

The balance of this study will concern itself with a
discussion of the cumulative audiences produced by vari-
ous radio buys. First, different radio buys will be con-
sidered alone; then some radio buys in combination with
TV will be analyzed. We will conclude by showing how
this material was used in planning a radio campaign
for one of our clients currently on the air.

78

BUYING RADIO TODAY
I. Network Buys

In the spring of 1956, we investigated four aliery v
radio network buys for Client I:

8 7l-minute segments per week on Network X,

20 participations on Network Y.

16 participations on Network Z. .

5 quarter-hours, Monday through Friday, Netwo

These four radio network buys were approxim i
equal in cost and equivalent to one quarter-hour seg :
per week of daytime TV. Nielsen data revealed tha .
Monday-Friday quarter-hour soap-opera strip had -
week net cumulative audience of 14.59% of U.S.
homes.

In contrast to what we might call the old-fashi ..
way of buying radio, the other three plans, using: |
gram segments or participations, produced substan: .
larger net cumulative audiences. One of the other p
in fact, had a net 4-week audience of 24.59% of ;‘: i
homes, nearly double that of the Monday-Friday s I

Our data enabled us to find out what kinds of h .
were in the audiences to these radio buys. Contrai -
common conceptions of radio’s audiences, we found y
all four of these network radio plans produced mor: v
than non-TV homes and more A & B county homes
C & D. All reached 60% of the housewives in the 1 .1
and 35-49 age groups. ;

There were, however, substantial variations in'
geographic distribution of the audiences delivere:
the four possible network plans, reflecting regional :~
ferences in network strength and program populari

This study shows that, with the new ways of bu
network radio, the net audience of our campaign ¢ i
be substantially expanded. In addition, we woul(
reaching the homes we were most interested in for i
particular client's prime prospects.

One interesting by-product of this study was the I
ing that, although these radio network buys rea
more A & B county homes, the audiences in the Nii n
C & D counties were also quite large. The Nielsen C )
counties are those with populations of 100,000-or- s.
and contain the greatest part of the small-town 4
farm market.

Because of the large audiences delivered by netr I
programming in the C & D counties, we recommend
the use of radio network participation to a client
terested in reaching farm housewives. Thus he got : d
audiences plus the important merchandising benef if
national personalities. This campaign worked very
cessfully.

In the spring of 1957, network X made availablc -
formation on three different plans for another cl .
The following table shows the estimated 4-week net 8 -
ences of these three network buys:

j

COMPARISON OF 3 RADIO NETWORK BUYS ON NETWO! ¥
4-Week Net Audience*

% of U.S.Radio No.of Net b *

Homes (000}
10 7!/2-min. segments ... 24.6% (1,712
15 5-min. programs ............... 28.1 13,390

20 7V/5-min. segments ... 32.2

TELEVISION MAGAZINE SEPTEMBER:!/
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‘These «adio nelwork plang offer an adverliser entrance
0 48 many as 15.3 million different homes in a 4-week
dod. This is truly mass coverage, These schedules
o offer & high rate of {requency against the homes
iched. The schedule of 10 network segmentls per week,
. example, would deliver over 10 commercial minutes
advertising messages into lhe average home reached
a 4-week period.

), Seo’r Buys

jefore we begin any discussion of spot radio, let us
roduce a planning concept that we have found ex-
mely useful. We consider spot plans not in terms ol
nbers of spots, but in terms of gross rating points
- week.

jpots vary greatly in value. For instance, 100 spots
4 an average rating of 2 can produce 200 gross rating
ats, or GRP’s; if they average 0.2, they produce 20
gs rating points. Thus, 100 spots a week might mean
ching the average home in a market twice a week,
.t might mean reaching no more than 1 out of 5 homes.
When we specify plans in terms of gross rating point
gets, we know that our actual rate of impact is much
we consistent from market to market than it would be
humbers of spots were our planning base.

 technique gives clearer picture

‘his technique, of course, means more work and
e slide-ruling, but we believe that it gives a clearer
ture of what is being bought.

-Jefore planning a radio campaign for Client II during
.} summer of 1956, we investigated the performance
iradio purchases that we had made in a major mid-
vt market to determine whether any buying principles
~dd be developed from the actual performance of spot
«2io in this market.

\t that time, Client II had a schedule of 41 radio
Jts earning 1062 GRP’s weekly on two stations—the
eding independent and the leading network afiiliate in
1 market. The spots ran on Friday, Saturday and
snday. We investigated the values to be gained from
ing more spots, both on the stations currently used
1} on a third station.

The going schedule of 41 spots produced a weekly
Y, audience of 3839% of the radio homes in the market,
®th the average home hearing just over three commer-
:ls a week. The consequences of adding more spots
the schedule depended upon their placement.

:If we added 20 more spots on a third station, this im-
roved the weekly net reach 10% over that produced
0 adding 20 more spots on the original two stations.
0 the other hand, concentrating spots on the same
to stations raised the weekly net audience somewhat,
't increased frequency considerably.

As an experiment, we had a hypothetical buy tallied
' Nielsen. This schedule doubled the number of spots
id placed them all on the original two stations. The
RP total went up 909%. The net cumulative audience
ent up 309%, while the frequency per home reached
ise 50%. Adding spots on two stations thus expanded
’th the net cumulative audience and the rate of impact
zainst the homes reached. The frequency, however,
»se faster than the net audience.

LEVISION MAGAZINE + SEPTEMBER 1957
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Thig same client had lwo radio package buys in New
York during the spring of 1957, One called for 44 spoty
per week on one station and the olther Tor 25 spoty per
week on oa gecond oullet. These two apol  packages
lotaled 118 GRP’s weekly, Furthermore, they gave a
4-week  net pencetration of over 50% of New York
radio homes, with the average home reached hearing
nine commercialg in this period.

Surprigingly, the two radio packages had relatively
little overlap of audience. Only one out of four homes
reached by this combined schedule heard announcements
from both stations.

For Client TTI, we investigated the value of wave gched-
uling vs. continuity scheduling, (By “wave” we mean
a schedule which is in effect for a number of weeks,
ofl for a period, and then back on again.) We tested the
consequences of changing a continuous schedule to a
wave campaign,

One alternative was to take the spots from the fourth
week and distribute them in the preceding three weeks;
this would give us more spots per week while it was
on, but would not substantially change the total length
of the campaign. In the other situation, we would take
the fourth week of spots and use this money to extend
the total length of the schedule.

As shown in the next table, it was discovered that re-
scheduling the fourth week’s spots into the three previous
weeks, thus increasing the number of spots per week while
the schedule was running, resulted in no real gain in 4-
week net audience or frequency. However, there may have
been some psychological gain from the fact that the total
impact was delivered in three weeks rather than in four.

If the wave scheduling were used to extend the total
length of the campaign, the 4-week net audience of this
pattern of scheduling would drop about 109%, while the
frequency dropped 20% to 256%.

The product in question had a seasonal pattern of
usage, and our concern was to get as much net penetra-
tion and frequency of exposure during the peak usage
period. Since it seemed as though the two wave patterns
of scheduling did not aid us in these objectives, the pat-
tern of continuity effort was retained.

COMPARISON OF CONTINUITY VS,
TWO WAVE SCHEDULES OF RADIO SPOTS
Client NI

New York Chicago  Los Angeles
Continuity Schedules
No. of Spots/Wk. for 4 Weeks.. .. .50......... .. 20, . e 25
4.Week Cumulative Audience
% of Radio Homes Reached... 30... . ... 40.. . ... 30
No. of Spots Heard/Av. Home .. 8 .. ... .5 .. ... 5
Wave Schedules
A (Step Up Rate }
No. of Spots/Wk. for 3 Weeks........ 66, . ... .30 .33
3.Week Cumulative Audience
% of Radio Homes Reached.. . 30. . .. .38 . .. .. 30
No. of Spots Heard/Av. Home.... 8... ... . .5 . ... .4
B (Extend Length of Campaign]
.No. of Spots/Wk. for 3 Weeks. ... B0 ... ... 20....... R 25
3-Week Cumulative Audience
¢/ of Radio Homes Reached ...... 27 e 35 28
No. of Spots Heard/Av. Home... 7.. ... ... Al 3 »
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You have to ask to be remembered!
J: ')t just once a week or once a month hut as many times per prospect per week
5 . you can afford. And for low-cost, working (requency today, CBS Radio daytime drama
I i the place to be. With sponsorship of five program units you can reach a listener
i\ ¢ er three times a week for % of a penny, with solid commercial-minute impres-
grens each time ... 20.7 million such impressions every week. And hecause nobody
i faes in serial drama for “background,” you reach listeners who are listening.

v hiey’re the best kind. THE CBS RADIO NETWORK

v

Values like these
explain why advertisers like
Lever Brothers and Colgate-Palmolive
are among the strongest users

of CBS Radio dramatic serials.
Brand memory is their business.

T wwwrameticankadiohistary com T
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WHAT DOES RADIO ADD TO TvV?

I. Network Radio and Network TV

When, as discussed previously, we were considering
four possible radio network buys for Client I, we were
also interested in seeing how these radio schedules fitted
in with the audiences of this client’s two alternate-week
evening TV programs.

The two TV programs together produced a 4-week
net penetration of 60¢ of TV homes; that is, 459% of
all U.S. homes. The radio buys studied could extend
this net coverage to 62%: of all homes, an increase of
over one-third. The increase in penetration occurred in
both TV and non-TV homes. Four-week net penetration
in TV homes rose from 60¢. to 709%, and in non-TV
homes from 0¢. to 36%.

It is sometimes said that the use of radio with TV
increases the average frequency of the campaign. This
is a somewhat tricky generalization, since it involves
averaging together two considerably different rates of
frequency involved in a 4-week period.

The following table summarizes the data on average
frequency of the TV and radio buys, both individually
and in combination. Overall, the average frequency of
the combination is almost double that of the nighttime
TV effort alone. However, the true effect of reaching TV
homes via radio is to raise the frequency from 1.8 to 2.7
impacts in a 4-week period. An increase of 50% is still a
considerable benefit.

COMBINING TY AND RADIO NETWORK EFFORTS
Av. No. of Episodes Received Per Home Reached in 4 Weeks

Client |
T Non-TV
Homes Homes Total
2 Alt. Week Even. TV Programs .. 1.8 . - 1.8
20 Network Y Radio Participations .43 . . 6.8 .. 52
Combined Buy TV and Radic . .2.7.. .6.8 .33

To summarize this case, we can see that daytime net-
work radio can be used to extend the net penetration of
nighttime network TV as well as to increase the fre-
quency of exposure, both in the TV and non-TV homes.

2. Network TV and Spot Radio

For Client IV, we analyzed the performance of two
quarter-hour network daytime TV programs per week
combined with daytime spot radio schedules in New York,
Los Angeles and Chicago.

The data of our analysis indicates that spot radio’s chief
contribution in this combined effort was to extend the
4-week net penetration of the schedule over that offered
by the network TV alone. In all three cities, the 4-week
net audience of the combined radio and TV schedule
was more than double that of the daytime network TV
effort. Approximately three out of four homes reached
by the spot radio campaign in four weeks did not see
any of Client I'V’s daytime TV telecasts.

The spot radio schedule also served a second function:
stepping up frequency in the homes reached by the net-

82

work TV effort. A substantial part of the homes  “,_-
ing Client IV’s daytime network effort were also re; .
by the spot radio eampaign. The percentage ranged |,
29¢, in New York to 62% in Chicago. In the h
reached by both media, the radio effort stepped uj h(,
rate of exposure three to five times over that of ¢,
by TV alone.

COMBINING NETWORK TV WITH SPOT RADIO
IN THREE MARKETS
Client IV's Broadcast Effort, January 1957

New York Chicago Los Ar .
Daytime TY Network Schedules
(2 telecasts per week)
4-Wk, Net Audience—
% of Radio Homes . ... 18% . . o U8% i 19
Av. Frequency per Home
Reached ... ... ... .. .2 .. ... 3 2 "
Combination of TV Network '
and Spot Radio Schedules
4-Wk. Net Audience—
%, of Radio Homes ... ... 44% . o A6 o 40¢
Av. Frequency per Home
Reached .. ... ... . S - T 5
Exposed to Both
4-Wk. Net Audience . . ... . 5%. . ... W% 8‘:5
Average Frequency ... .10 . ... .08 ... 7
Exposed to TV Only
4-Wk. Net Audience . . .. . 13% C o 7% ...,.|0°}.\
Average Frequency . ... ... 2 I Y
Exposed to Radio Only
4-Wk. Net Audience . C26% 28%.... 229
Average Frequency ... .. L8 U5 5

3. Spot Radio and Spot TV

Client IT has used a combination of nighttime TV st
and radio. Two different analyses were run of this t
of combined effort—one in New York during the wir'
of 1955-1956, and one in a midwest market in the st:
mer of 1956. ‘

In both situations, nighttime TV spots in prime ti
gave a very high rate of penetration. In New York, th
four nighttime TV spots gave a weekly net penetrat
of 56¢ of all homes, 78% being reached in a 4-w
period. In the midwest market, three prime nightti
spots gave a weekly net reach of 36% of all homes ii
1-week period. In combination with nighttime TV spt.
the radio spots contributed frequency to the overall '
pact of the schedule, rather than adding new cover
of homes not previously reached.

In this midwest market, we made a study of the ¢
of adding new homes to the combined net penetrat
of various radio and TV schedules, which yielded sc
interesting results.

Starting with the original schedule of 41 spots ont
radio stations, we found that the cheapest way to addp
homes to our combined net reach was to buy 20 ad
tional spots on these same radio stations. The most
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“q]’\'C way was buying still another 20 spots on Lhe
\rinal two stations. Adding TV apols Lo the basie radio
( . . . " .

o edule ranked in the middle in terms of marginal cost.

, RGINAL COST OF ADDING NEW HOMES BY RADIO & TV

Ciicnt Nl
Add'l. Add'l. C-P-M Now
Not Homos Cos! Homos Added
-tual Schedulo plus 20
Spots on Same Stations. .. 39,400 . $ 255 % 647
.tual Schedule plus 40
‘Spots on Samo Stations. . 55,300. ... ... 450 8.14
st 20 Spots s 15900. . . .. 195 12.26
.tual Schodulo plus 20
Spots on Third Station . 51,200 . 435 . 8.50
stual Schodule plus
3TV Spots oo e 147,500 ... 1,050 7.21
Station Radio Buy
140,100 .. 1,050 7.49

plus 3 TV Spots .. ...

1 TA APPLIED TO A SUMMER RADIO PLAN

n our discussion so far, it may have seemed that we
. |d not take a step into radio without Nielsen running
. secia] analysis. In each case, however, the purpose of
-+ analysis has been twofold: (1) To determine the

;s in this particular situation; and (2) to develop

ming and buying principles to be used in further

k.

i @t us now see how our data and buying principles
e put to work to develop a summer radio campaign
- Client V. These are the things we started with:

'roduct: The product is a food item, universally liked.
0 out of three Americans like and use the product in
- summer, but less than one-half of these use it daily.

ddvertising Strategy: The problem was to get people
use the product more frequently. It was decided that
4 evening meal represented the key opportunity for
reased usage., Men are important consumers of the
duct, Key twin requirements in the advertising
-lategy, therefore, were to get women to prepare it
¢ dinner and to get men to ask for it.

iMarket: Although the product is widely used, the
2atest consumption is in urban areas. Product usage
wvery seasonal. If possible, therefore, efforts should be
de to give southern markets a somewhat longer ad-
- rtising campaign than northern markets would receive.

Budget: Approximately $400,000 for a summer cam-
ign.

In developing our strategy, we had a head start.
Iring the summer of 1956, media tests had been car-
id out eomparing radio, TV and outdoor’s ability to
oject a theme emphasizing increased frequency of
age of Client V’s product.

‘Results indicated that the slogan used was very mem-
-‘able. All three media did good jobs in delivering this
essage, but radio was most efficient in terms of slogan
‘callers produced per dollar of media expenditure. An
tamination of radio’s performance during the summer

iLEVISION MAGAZINE - SEPTEMBER 1957
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clearly indicaled its applicability Lo Lhe marketing and
ndvertising stratepy.

Radio’s potential during the alternoon is as great in
the summer ag in the winter, Morning hours alone show a
downward seasonal gels-in-use trend in hol weather.

During aftornoons in July, 1956, Lthere were 6,100,000
homes using Lheir radiog per average minite nalionally,
compitred with 6,200,000 homaes six months bater in Janu-
ary, 1O5T. As woon as we add out-af-home listening,
Tnrgrely from anto radios, summertime affernoons come
oul ahead. Out-of-home listening wdds 1,800,000 per av-
erigre minute Lo the July Lotad and 1,500,000 4o the Janu-
ary figure. The tolals are 7,400,000 for July and 7,700,000
for January.

The next table shows data from the summer of 1956
relating national radio sets-in-use to TV gets-in-use, plug
material from 11 key markels comparing radio sets-
in-use Cincluding anto listening) with TV on a local
time bhadis,

RADIO AND TV SET USAGE, JULY 1956

Data in % of Radio Homes

Noational* ] Il Market Averages**
(N.Y. Timo) ‘ (Local Time)

Sets-In-Use Radio  Auto  Total
v Radio ' Tv In-Home  Plus Radio
6- 7 am. —. 45 — — S
7-8 am. 1.0 9.3 l = - — —
8- 9 am. 3.4 1.7 | 10.6 16.5 2.8 193
9-10 a.m. 5.9 125 12.0 (3.8 2.6 16.4
10-11 am. 7.0 3.7 11.5 5.5 2.6 8.1
12N 91 13.5 13.2 14.9 2.4 173
[2N.-1 pom. 12.9 .. 149 9.1 46 . 25 17l
-2 pm. 109 . 158 14.4 13.3 3.0 . 163
2-3pm. 114 . (3.8 13.9 27 .33 . 160
3-4 pm. 135 . 123 15.6 L1260 37 . 163
4.5 pm. 144 . 113 170 . 130 .. 40 . .7
5- 6 pm. 142 .. .10.6 23.0 .. 135 . .45 . 180

Sources: * Nielsen Radio Index; ** Nielsen Station Index

Nationally, radio leads TV in home sets-in-use up to
noon, becomes a stand-off with TV through mid-after-
noon, and loses to TV in the late afternoon. This late
afternoon superiority of TV we ascribe, in part, to the
heavy children’s programming during these hours.

Radio-listening habits and set ownership among women
were examined from a special study in six major markets.
(See table pages 86-87.)

Teenagers and single working women spend an almost
identical number of hours each weekday listening to
radio. The young housewife follows with approximately
four minutes less per day, while the 50-56 age group
spends almost the same number of hours and minutes as
the young homemaker. The working housewife, the most
difficult to reach, listens 1 hour and 55 minutes weekday
days and an additional 10 minutes on weekend days.

This study shows that radio is universal in its appeal.
The spread among the groups varies only 28 minutes
per day from the group doing the most listening to the
group doing the least.
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Food advertisers have geot the goods on NBC Radio
...have made it their #1 radio network buy.

Advertisers of supermarket products have always used
radio as basic strategy, of course. Radio reaches the
busy housewife as no other medium can... at point-
of-use, while she’s working with food at home. ... just
before she dashes out to shop. Reaches her at home,
and in her car... oftener than any other medium can.

But NBC RADIO, with its unique programming tech-
niques, is the specialist in selling to Mrs. America.

Result: So many food product advertisers have turned
to NBC Radio, that over 40% of all its commercials
now sell food products. And over 75% of the NBC
Radio commercials now sell supermarket products.

A growing list of grocery product advertisers }s.ugz._.f
NBC Radio. Leaders in the field, like America ;.
General Foods, General Mills, Morton Salt,!égg,,,a
Pepsi-Cola, Quaker Oats and Swift, for exampli,

;

'
i

NBC RADIO NETWO}

i
{
)

NOW ! Food advertisers can test results at point of purchasei" Rret
Write today for details on how the NBC Radio Network offe @iter
made research studies FREE-OF-CHARGE on the sales e"e(‘. e
of your network radio campaigns. Request “See For Yourse/nf>i:
mation. No obligation, of course. Address: NBC Radio, Dep;‘».;ag.‘u
30 Rockefeller Plaxa, New York City. ‘

wwWw americanradiohistorv com
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RADIO LISTENING HABITS BY KEY AUDIENCE GROG :c_

Young Homemakers
25-35 Yrs. of Age

2 or More Children Working Housewife Teenage Gir

% Listening to Radio Each Week 95% 93.6% 97%,
How Much Per Weekday Day 2 hrs. 19 min. I hr. 55 min. 2 hrs. 23 mi
How Much Per Weekend Day 2 hrs. 14 min. 2 hrs. 5 min. 2 hrs. 20 m;
Av. No. of Days Per Week 5.2 o —_
Where Weekday Weekend Weekday Weekend

Kitchen 37.8% 29.7% 34.3% 38.8%,

Bedroom 19.7% 16.2%, 25.7% 25.7%, Not Reporte

Living Room 17.3%, 15.5% 25.49, 21.7%

Auto 9.0% 16.2% 18.8%, 28.1%,
What is Listened to Weekday

Pop Music {Recorded) 58.3% 56.7% 65.6%,

Pop Music (Live) 9.9% 3.6% 8.3%

Classical Music 3.9% 10.0% 4.39%

Daytime Serial 30.0% 5.8% S—

Evening Drama 6.5%, 6.2% 8.4%

Religious 6.5% _— —_—

News 30.2%, 49.6%, —_—

Sports _ 10.0% _

Variety _ 10.9% 53% |
Radio Ownership 48.8% own 3 or more radios. 8!% own 2 or more radios. 76.3% own person:

Av. 2.6 home & car radios Av. 2.6 home & car radios. Families Ay. 3.1 hon

per family.

As the table directly above indicates, most listening by
housewives is done in the kitchen, both on weekdays and
on weekends. This was a key fact for our advertising
strategy, since we could reach the housewife while she
was preparing the evening meal and urge her to “serve
it tonight.”

But we needed to reach men as well as women. From
3:00-6:00 p.m., in our key markets, automobile radio
usage adds 25% to 339 to radio’s in-home audience. And
the car radio audience shows a high proportion of males,
over 50%, on the average, on late weekday afternoons.

AVERAGE AUTOMOBILE RADIO
AUDIENCE COMPOSITION, SUMMER 1956
Late Afternoon, Monday Through Friday

Men . ... ..54%,
Women . . ... . . . 28
Teens R T 6
Children I 3

Source: BBDO Report in TELEVISION MAGAZINE
It was decided to use spots rather than network par-

ticipations for this campaign, partly for media reasons
and partly for marketing reasons. Although the product

86

radios.
!

Sources: RAB—Study conducted in 1§

is used throughout the U.S., the heaviest use per
was in urban areas. With spot, of course, it wi
possible to adjust the schedules according to
local conditions.

Perhaps even more important, the whole adve
concept hinged upon reaching as many people
quently as possible during the late afternoon, whi
ple’s attention was being directed toward their ¢
meal. This time period—3:00-6:00 p.m.—lies in
option time. Very little radio network progra
was offered during this time period. In additic
use of spot permitted great flexibility.

A national campaign with only 29 markets

An analysis of radio coverage areas vs. market

tunities led to the development of a list of 29 m.

separated into two groups: 11 basic markets whic
been used extensively in the past campaigns by Cl
and 18 supplementary markets. The basic market
in the area east of the Mississippi and north
Ohio, plus two West Coast markets; the supplem
markets were largely Southern.

It is estimated that the radio stations in th

markets represent a net coverage of 76% of a -

radio homes, truly a national campaign despite t
parently small number of markets.

TELEVISION MAGAZINE + SEPTEMB
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Singlo Working

Womon 50-65 Yrs. of Ago
94.7% Not Reported
2 hrs. 23 min. 2 hre. 11 min. {men}
2 hrs. 25 min. (womon}
2 hrs. 2 hrs. 10 min. (men}
2 hrs. I8 min. (womon)
4.9
Woeokday Woeckond
Weokday Weokend Mon Women Men Women
e e
22.8% 35.0%, 29.7% 45.6%  22.9% 36.7%
33.5% 29.8%, 19.3% 22.1%,  25.5% 21.1%
23.6% 19.7%, 27.0% 28.0%, 41.3% 38.2%
19.5% 31.0% 17.9% 2.0% 157% 55%
Men Women
59.4% 43.2% 25.1%
9.9% 8.1%,
5.6% 8.1% 8.1%
—_— 449, 19.2%,
35% 5.4%, 5.9%
2.3% 6.8% 3.39%
32.9% 76.0% 46.99,
8.9%
7.7% 10.5% 12.1%

, own | or more. 50%, own 70%, own more than 1

~r more. Av. 2.8 home &
sradios per family.

radio.

\arkets using an approximate sample of 1200 by The Pulse, fnc.

developing the media schedules for these markets,
- 3 decided to plan for campaigns with high rates of
" =2ncy. The ideal would be to reach every home in
arket every day while the evening meal was being
v ored.

‘budget can afford this kind of effort. We drew up,
1 7er, a set of what we thought would be workable
1 vements for our media. We wanted to run a longer
ne 4 in the supplementary markets in order to accom-

- te the greater length of the product season in these

st To accomplish this, we decided to lower the weekly

- 4 of impact somewhat in order to stretch the schedule

t Since the primary emphasis of the advertising
:gy was frequency of reminder, we set up the follow-

.- -equirements of 4-week net unduplicated audience

werage frequency per home reached.

4-Week Average

Reach Frequency
Basic Markets 65% 12
Supplementary Markets 50% 11

RADIO 5TUDY: LEO BURNETT

On the bagis of our previous studies of spol radio
audienee acetmulabion, we reecommended huying radio
spotg grenceating a level of 200 GRIPs o weele in the 1]
hagic markels and 150 GRS per week in the supplemen-
{ary murkets,

Although radio spol. campaigns may be planned in
terms of o griven unmber of GRIPs a week, they still
must he bought and bhudgeted for in terms of numbers of
spols.  Averaging  logether the 3:00-6:00 p.m. radio
ralings for onr markels during the summer of 1956, we
discovered thal it would take approximately 120 gpots
per week in our bhasie markets and 65 spots per week in
our supplementary markets 1o achieve our desired gross
raling point targets.

Advantagecous to buy few stations for maximum discounts

In order {o achieve maximum discount advantages in
the purchase ol our spots, it would he best to concentrate
our purchases on relatively few stations in cach market.
This pattern of buying would also help us achieve our
goal of high rates of frequency against the people ex-
posed. Although some of our markets contain as many as
24 radio stations, it was still possible to get 507% share
of the total radio audience during any one afternoon
through the use of as few as two to four stations.

So far, we have talked largely in terms of media
strategy. Now, just a brief discussion of creative strat-
egy. We have pointed out that our fundamental emphasis
in this campaign was on repetition. In order to achieve
that high rate of frequency, we discovered it would be
necessary to buy radio spots of many different lengths.

To achieve maximum impact, a basic dominant theme
was carried throughout the entire campaign. This theme
was projected by both words and musie, based upon a
slogan which emphasized frequency of consumption and
recommended using Client V's product “tonight.”

Music must be in keeping with tone of product

A distinctive tune was developed to accompany this
slogan. This tune had to meet severe requirements. It
had to be appropriate to the product and adaptable to
almost every length and type of commercial. Great effort
was made to project the theme in a friendly, entertaining
and wholesome manner, in keeping with the product’s
personality. This was achieved through careful selection
of the voices and musical accompaniment.

Recordings were made in 10, 20, 30 and 60-second
lengths. Since the average home exposed heard these
commercials three times a week, and some homes heard
the spots many, many times, the spoken part of the
message was varied in the longer commercials. There
were three each of the 20, 30 and 60-second spots and one
basic 10-second spot, the last being all music. In addition,
6 and 8-second spots were used in some markets. These
spots were delivered live by a local announcer for time
and weather announcements, coupled with a reminder
to “Serve - - - Tonight.”

Thus, the creative strategy was linked with the media
strategy in order to deliver a campaign centering on one
basic theme—increased use of the product. END

Reprints of this study are available at 25¢ each. Bulk rates on request.

'l VISION MAGAZINE + SEPTEMBER 1957
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mes in San Diego are now increasing at the rate
more than 1000 per month!™

1ce 1950, more than 80,000 homes have been built, | M B
increase of almost 45% for America’'s More

lrket' WRATHER-ALVAREZ BROADCASTING.INC,

n Diegans are making more . . . buying and building
re homes . . . and watching Channel 8 more, than
o hefore.

surce—Research Dept.
an Diego City Planning Commissiom, www americanradiohistorvy com
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Television Magazine's Exclusive RECEIVER

CIRCULATION

- REPORT FOR SEPTEMBER

"¢ :ndent estimates of TV set count for all markets, based on

our research department's projections for each U.S. county

e junt estimates which appear in this section are
I azed on TELEVISION MAGAZINE’S projections of the
+irhi Survey of Television Sets in U.S. Households”
yiv €955 and March 1956, two reports made by the

cwau of Census for the Advertising Research
¢ tn. In addition, totals for the four census regions
11 jsted by the August 1956 ARF report.
" WION MAGAZINE recently completed a re-evalua-
7 +te coverage definition of each television market
.12 .antry. The backbone of these coverage estimates
_E ’SION MAGAZINE’s interpretation of the Nielsen
v 7iService No. 2, where it has been made avail-
i . IEVISION MAGAZINE utilizes a flexible cut-off
-t '75% based on a weekly viewing factor. (A spe-
r«t with a full explanation of this plan is avail-
. 0 " :quest.)

1t e of the UHF markets it has been impossible
oz 2te the available data. These markets are being
AC 2 by TELEVISION MAGAZINE’s Research Depart-
.+ Tnew figures will be reported as soon as a sound
& ean be made.

w.darison of the ARF county figures of March 1,
24l those of TELEVISION MAGAZINE of the same
Y ?j'ws_ a difference of less than 1%. TELEVISION
YA?J;’S March 1 estimates were based on projec-
*t:ithe previous ARF study of June 1955. This
¥ related NBC’s and TELEVISION MAGAZINE’s esti-
\“’5‘,:‘7‘th_census data to arrive at nationwide county-
177 figures. In order to enable its Research De-
);’1’1 t'to arrive at updated figures for television mar-
. TIEVISION MAGAZINE will continue to project the
' ures on a county-by-county basis every month.
! i
/" N MAGAZINE. - SEPTEMBER 1957

P
|

te

af

i

The sets credited to each market are those covered
by the station with the maximum coverage in that
market. It must be remembered that the statistics
for each market are based on the coverage of one
station only. Figures for other stations in the mar-
ket will vary according 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 advertiser 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 affilia-
tion. For this reason, TELEVISION MAGAZINE’s Research
Department is continuously re-examining markets and
revising set counts accordingly.

A 9259 ceiling on TV penetration has been estab-
lished for all markets. Many rating services show higher
penetration in metropolitan areas (e.g., 98.5% in Provi-
dence) but the available evidence shows that penetration
drops off outside the metropolitan area itself and that
92.59% 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 some markets. Penetration
figures in markets with both VHF and UHF outlets
refer to VHF only. >
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CIRCULATION AS OF SEPT. 1, 1957
TOTAL U.S. TV HOMES .. o 40,826,746

Unlike other published set counts, these are neither
station nor network estimates. They are copyrighted
and may not be reproduced without permission.
Listed below are all stations on air August 1, 1957.

Market & Stations—% Penetration TV Homes

ABILENE, Tex.—68.1 70,182
KRBC-TV (N)

ADA, Okla.—63.7 80,998

KTEN (A,C,N)

AGANA, Guam TT
KUAM-TV (C,N)

AKRON, Ohio—40.6 « 180,380
WAKR-TV? (A)

ALBANY, Ga.—58.4 65,550
WALB-TV (A,N)

ALBANY-SCHENECTADY-TROY,

N.Y.—90.2 496,405

WCDA-TVH***(C); WTRIt (A); WRGB (N) 1164,806
(WCDA-TV, Albany, N.Y. operates cateilite
WCDB-TV, Hagaman, N.Y.)

ALBUQUERQUE, N.M.—5%9.3
KGGM-TV (C); KOAT-TV (A);
KOB-TV (N)

(This market is in the process of being re-
evaluated.)

76,462

ALEXANDRIA, La.~—53.4 71,484
KALB-TV (A,C,N)

ALTOONA, Pa.—91.5 377,736
WFBG-TV (A,C,N)

AMARILLO, Tex.—64.6 88,356

KFDA-TV (A,C); KGNC-TV (N)

Chaxuol SMEWRBL-TV

[ COLUMBUS, GEORGIA |

COMPLETE DOMINANCE

e MORNING
® AFTERNOON

e NIGHT
First in

97.3%

of All Quorter Hours

AREA PULSE—MAY 1957

TOP 50 ONCE WEEK
TOP 25 MULTI-WEEKLY

CALL HOLLINGBERY CO.

90

Market & Stations——% Penetration TV Homes Market & Stations—% Penetratio,
AMES, lowa—83.2 320,719 BUTTE, Mont.—54.0
WOI-TV (A) KXLE-TV (A,N)
ANCHORAGE, Alaska—75.9 26,554 CADILLAC, Mich.—85.2
KENI-TV {A,N); KTVA (C}
ANDERSON, §.C.—75.2 188,870 CAPE GIRARDEAU, Mo.—64.9
WAIM-TVT (A,C) KFVS-TV (C,N) 5
ANN ARBOR, Mich.—19.9 122,221 CARLSBAD, N.M.—59.7
WPAG-TVt KAVE-TV (C)
ARMORE, Okla.—76.2 77.178 CARTHAGE-WATERTOWN, N-Y.-so.\
KVSO-TV (N) WCNY-TV (A,C) ’
ASHEVILLE, N.C.—61.0 320,625 CASPER, Wyo.—55.9
WISE-TV (C,N); WLOS-TV (A) 132,960 KTWO {A,N) :
ATLANTA, Ga.—71.1 583,002 CEDAR RAPIDS-WATERLOO, lowa—g |
WAGA-TV (C); WLW-A (A); KCRG-TV (A); WMT-TV (C); KWwLT -
WSB-TV (N) .
CHAMPAIGN, 1Il.—77.0
AUGUSTA, Ga.—64.5 158,576 WCIA (C,N)
WIBF-TV {A,N); WRDW-TV (C)
CHARLESTON, $.C.—63.1
AUSTIN, Minn.—79.8 138,105 WCSC-TV (A,C); WUSN-TV (N)
KMMT (A)
CHARLESTON.HUNTINGTON, W.va.— |,
AUSTIN, Tex.—78.4 162,226 WCHS-TV (C); WHTN-TV (A,C); WSz
KTBC-TV (A,C,N) '
CHARLOTTE, N.C.—67.9 g
BAKERSFIELD, Cal.—85.5 163,794 WBTV (A,C); WSOC-TV (N)
KBAK-TVt (A,C); KERO-TV (N) 72,331
CHATTANOOGA, Tenn.—66.9
BALTIMORE, Md.—83.4 643,429 WDEF-TV (A,C); WRGP-TY (N)
WAAM (A); WBAL-TV (N)
WMAR-TV (C) CHEYENNE, Wyo.—58.7
KFBC-TV (A,C,N)
BANGOR, Me.—87.2 114,729 (Operates satellite KSTF, Scottsblut .1
WABI-TV (A,N); W-TWO (C) i
CHICAGO, 111.—9%0.3 b
BATON ROUGE, La.—61.2 231,310 WBBM-TV (C); WBKB (A); WGN-TV; .
WAFB-TVT (C); WBRZ (A,N) + 187,314 WNBQ (N) !
BAY CITY-SAGINAW, Mich.—88.3 302,737 CHICO, Cal—59.7
WNEM-TV {A,N); WKNX-TVT (A,C) 182,435 KHSL-TV (A,C)
{Includes Flint) CINCINNATI, Ohio—84.5
BEAUMONT, Tex.—75.9 149,304 WCPO-TV (A); WKRC-TV (C); WLW-"
KFDM-TV (A,C) CLEVELAND, Ohio—89.1 [t
BELLINGHAM, Wash.—80.7 82,750 WEWS (A); KYW-TV (N); WIW.TV (C
KVOS-TV (C)
CLOVIS, N.M.—55.6
BETHLEHEM-ALLENTOWN-EASTON, KICA-TV (C)
Pa.—51.3 167,183 .
WLEV-TV (N); WGLV (A) COLORADO SPRINGS-PUEBLO, Colo.- 1 &
KKTV (A,C); KRDO-TV (N);
BIG SPRING, Tex.—82.8 29,492 KCSJ-TV (N)
KEDY-TV (C)
COLUMBIA-JEFFERSON CITY, Mo.—6t = s
BILLINGS, Mont.—50.1 33,256 KOMU-TV (A,N); KRCG-TV (A,C)
KOOK-TV (A,C)
COLUMBIA, 5.C.—66.5
BINGHAMTON, N.Y.—91.0 351,964
WNBF-TV (A,C,N) .
COLUMBUS, Ga.—61.1 d
BIRMINGHAM, Ala.—70.4 411,942 WTVMT (N); WRBLTV (A,C)
WABT (A,N); WBRC-TV (C) ’ .
COLUMBUS, Miss.—63.2 !
BISMARCK, N.D.—59.1 48,521 WCBLTV {C.N]
KBMB-TV (C); KFYR-TV (A,N) ‘ )
COLUMBUS, Ohio—89.7 .
BLOOMINGTON, Ind.—82.5 £85,653

WTTV (N)
(Includes Indianapolis, Ind.)

(For ranking purposes, consider this market
Bloomington-Indianapolis)

BLUEFIELD, W.Va.—55.7 131,574
WHIS-TV (N)

BOISE, 1da~—64.1 61,709
KBOI (C); KIDO-TV (A,N)

BOSTON, Mass.—91.4 1,369,112
WBZ-TV (N); WNAC-TV (A.C)

BRIDGEPORT, Conn.—13.3 164,738
WICC-TVT (A)

BRISTOL, Va.-Tenn.—54.4 219,564
WCYB-TV (A,N)

BRYAN, Tex.—65.4 29,873
KBTX-TV (A,C)

BUFFALO, N.Y.—83.1 560,599
WBEN-TV (C); WBUF-TV1 (N); 1180,233
WGR-TV (&)

BURLINGTON, Vt.—82.9 *153,713
WCAX-TV (C)

WwWWwW americanradiohistorv com
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WWIV (A,C) u,
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|

WIS-TV (A,N); WNOK-TVY (C) R

WBNS-TV (C); WLW-C (N); WTVN (A

CORPUS CHRISTI, Tex.—&9.0
KRIS-TV (A,N); KSIZ-TV (C)
KVDO-TV{ (A)

DALLAS-FT. WORTH, Tex.—76.8
KRLD-TV (C); WFAA-TV (A,N);
KEJZ-TV; WBAP-TV (AN}

DANVILLE, H.—71.3
WDAN-TVt (A)

DAVENPORT, lowa-ROCK ISLAND,
IH.—85.5
WOC-TV (N); WHBF-TV (A,C)

DAYTON, Ohio—89.6
WHIO-TV (C); WLW-D (A,N)

DAYTONA BEACH, Fla.—54.0
WESH-TV

DECATUR, Ala.—77.4
WMSL-TV1 (C,N)

DECATUR, II.—75.6
WTVP§ (A)

prv
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o0 ons._%'Ponctrolion TV Homos

. (82,3 310,903
L 12TV (O
¥ KTVR
o lowa—83.9 270,705
vy WHO-TV (N)
+ {1.WINDSOR, Can.—89.0 1,387,716
Lo WWITV (N
KLW.TV
- J.D—47.5 25,403
|
L 48.8 61,248
|
.+ .SUPERIOR, Wis.—70.6 148,075
4o 23 WDSM-TV {N)
5.t 1GH, N.C.—66.1 321,694
|1 INAO-TVE (A,C); *1113,122
‘18- 1EHEM-ALLENTOWN,
' 167,183
© v, CNLEV-TVE (N)
Vit sJis—73.1 108,183
N
. ork.—53.6 33,628

an . —{See South Bend)

v~ YUAREZ, Mex.—77.0 83,729
L XROD-TV (C); KTSM-TV (N);

o1l rjee Oklahoma City)

] . *88,060
11/ HWSEE-TVT (A,C) «169,707
L 'e-67.2 *%98,471
LTV b
- te0 wellite KPIC-TV, Roseburg, Ore.)

ot 1.64.9 39,081
Ty &,N)

1371 1i1d.-HENDERSON, Ky —65.1 187,953
RV WIVW (A); WEHTT (C) $106,438

“Hi . aska Tt
{7V 8l); KTVF (C) 1
SN 692 142,077
OKLAHOMA CITY
© also\Mey City, N.D.) WATCHES 3 STATlONS
. TeY.-LN.C.—~79.0 *§21,830 —
v (C,N)
HCt5,—54.7 160,324
RG]
254 Iva—47 .8 121,979 |
)
D4 DE, Fla.—(See Miami)
R F—61.0 17,392
KGEO-TV
]
‘_"?TH \:\—355.5 55,309
=Tt (N); KNAC.TV (C) 134,201
_‘:’{‘r]! ‘rf'Sm 193,309
nke C); WKIG-TVT (N)
, ‘]‘\ 5!1\;‘§TS\QIZX}\;76'8 587,475 [XCI.“SIVE H]R UKI.AHBMA [:"Y
LTV, CWFAATY (A,N) .
o T oo 100,000 W. * 1,386 FT. ABOVE AVERAGE TERRAIN
STV IKIEO-TVE (A +1160,335
1 i GEORGE STREETS, STATION MANAGER
;‘Sg JOUSTON, Tex.—83.1 561,357
5 I‘:" % KPRC-TV***[N); KTRK-TV (A}
S0 ;’1, Tex. optional satellite of KPRC-1V. CHARLIE KEYS' SALES MANAGER
orer )
3 1 r,] N.D.—69.5 32,449
S 15300 REPRESENTED BY BLAIR720/:800% ASSOCIATES we.
“TUCN)
[
20 \,N)
v ¥ purposes, consider this market
* ¢ ds-Kalamazoo.) >
"% | MAGAZINE - SEPTEMBER 1957 91
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'

It was the leadership and inspiration of George Washington ihuiyc'h't-’;‘m,

Mount Vernon from a quiet country home into the country’s number one shrine. o

And it is the leadership in community activities that = JRETI K

has given national prominence to the Storer stations.

A Storer station is a local station.
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own throughout the nation.
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NIGHTTIME

WSAZ-TV

DELIVERS 1000 HOMES
BETWEEN

7:30 and 10:30 P. M.
FOR $1.30

The second station’s
cost per thousand
homes is $2.39
84% Higher

The third station’s

cost per thousand
homes is $5.42
317% Higher

AND ANYTIME
WSAZ-TV delivers
ONE THIRD more
total homes than

hoth other
Huntington-Chaorleston
Stations COMBINED

Source: June 1957 ARE
All Hgures bosod on
260-timg frequency

HUHTIN’G'I‘UN-{.H.&F!I.EETL‘FN. W "-?A.-

2.0, MATVIrORE,

Alilinied with Re
WSAZ, Huneinglan & WAL, Charlesten

LAWRENGE H. AOGERS, PRESIDENT
Topresantpd by Tho Koz Agency

BatALL YDUR KATZ AN

94

Market & Stations—% Penetration TV Homes Market & Stations-—% Penetration T ' 1
T TV ey

GREAT BEND, Kan.—66.9 104,411 JUNEAU, Alaska T
KCKT-TV (N) KINY-TV (C)
GREAT FALLS, Mont.—47.8 35,138 KALAMAZOO, Mich.—87.2
KFBB-TV {A,C,N) WKZO-TV (A,C) b3nr
(For ranking purposes, consider shig
GREEN BAY, Wis.—78.4 368,631 Kalamazoo-Grand Rapids.) rhst
WBAY-TV (C); WFRV-TV (A,C) KALISPELL, Mont.—40.8
(See Marinette) KGEZ-TV (C)
GREENSBORO, N.C.—73.0 409,506 KANSAS CITY, Mo.—82.3 i
WEMY-TV (A,C) KCMO-TV (C); KMBC-TV (A); 4%
WDAF-TV (N}
GREENVILLE-SPARTANBURG, 5.C.—62.0 291,034
WFBC-TV (N); WSPA-TV (C) KEARNEY, Neb.—64.7
KHOL-TV (A,C)
GREENVILLE-WASHINGTON, N.C.—59.3 207,935 (Operates satellite KHPLTV, Hayes « . .
WNCT-TV (A,C); WITN (N) #
KLAMATH FALLS, Ore.—44.3
HANNIBAL, Mo.-QUINCY, [1l.—74.5 158,077 KOTI (A,C,N) |
KHQA-TV (C); WGEM-TV (A,N) (Optional satellite of KBES.TV, Med .
HARLINGEN-WESLACO, Tex.—53.3 70,547 KNOXVILLE, Tenn.—61.0 )
KGBT-TV (A,C); KRGV-TV (N) WATE-TV (N); WBIR-TV (C); ! :/
HARRISBURG, 11l.—42.8 139,496 WIVK-TVT (A) g
WSIL-TVE (A,N) LA CROSSE, Wis.—68.5 "
¢
HARRISBURG, Pa.—89.1 174,136 WKBT (A,C.N)
WHP.TVH (C); WTPAT (A) LAFAYETTE, Ind.~87.4
HARRISONBURG, Va.—63.1 76,752 ML)
WSVA-TV (A,C,N) LAFAYETTE, La.—S55.4
HARTFORD-NEW BRITAIN, Conn.—75.8  $310,069 LLAGERAS ',
WHCT? (C); WNBCT (N) LAKE CHARLES, La.—71.3 e
HASTINGS, Neb.—66.8 107,342 KPLC-TV {A,N); KTAG-TV{ (C; |
KHAS-TV (N) LANCASTER, Pa.—88.9 s
HATTIESBURG, Miss.—59.4 82,974 WGALTV (CN) i
WDAM-TV (A,N) LANSING, Mich.—87.2 \i 42

HENDERSON, Ky.-EVANSVILLE, Ind.—65.1 187,953 WAL (AfC'N)
(Includes Flint)

WEHT-TV1 (C); WEIE-TVH (N); WTVW (A)  1106,438 ;
LAREDO, Tex.—53.4

HENDERSON-LAS VEGAS, Nev.—64.5 24,125 KHAD-IV (A C N)
KLRJ-TV (A,N); KLAS-TV (C); KSHO-TV |
LAS VEGAS-HENDERSON, Nev.—64.5 34
HONOLULY, T.H.—79%.0 **107,479 i =
KGMB-TV (C); KHVH-TV; KONA-TV (NJ; KLAS-TV (C); KSHO-TV; KLRJ-TV (AN)
KULA-TV (A) LAWTON, Okla.—75.7 (A
(KGMB-TV  operates satellites KHBC-TV, Hilo, KSWO-TV (A)
and KMAU-TY, Wailuku. KONA-TV operates LEBANON, Pa.—65.4 {278.5
satellite  KMVI-TV, Wailuku) WLBR-TV} (C)
HOUSTON-GALVESTON, Tex.—83.1 561,357 LEXINGTON, Ky.—37.0 LI
KPRC-TV*** (N); KTRK-TV (A); KGUL-TV (C) WLEX-TVt (AN}
(KTRE, Lufkin, Tex., optional satellite of KPRC-TV, LIMA, Ohio—73.5 Vi6es
Houston, Tex.) WIMA-TVt {A.C,N) i
HUNTINGTON.CHARLESTON, W.Va.—69.6 401,091 LINCOLN, Neb.—76.2 S
WHTN-TV (A,C); WSAZ-TV (N); WCHS-TV (C) KOLN-TV (A,C)
HUTCHINSON-WICHITA, Kan.—75.3 252,337 LITTLE ROCK-PINE BLUFF, Ark.—$3.6 73"
KTVH (C); KAKE-TV (A); KARD-TV (N) KARK-TV (N); KTHV (C); KATV (A}
(This market is in the process of being re- LOS ANGELES, Cal.—90.1 AT
evalvated.) KABC-TV {A); KCOP; KHJ-TV;
; TV
IDAHO FALLS, Ida—62.8 43,315 PTG S .
KID-TV (A,C,N) I.OUISVII.I.E, KY.—74.7 L
WAVE-TV (A,N}); WHAS TV (C)
INDIANAPOLIS, Ind.—83.4 714,122 L

LUBBOCK, Tex.—73.1

WEBM-TV (N); WISH-TV (C) KCBD-TV (A,N); KDUB-TV (C)
(See also Bloomington, Ind.) £0,42

(For ranking purposes, consider this market LUFKIN, Tex.—60.6

g ' . KTRE-TV (N}
Indianapolis-Bloomington. S
P s ) {Optiona! satellite of KPRC-TV, Houst Jex.}
JA;;(TS\?:: (":“)"‘;;/ESTB&) 220811 | YNCHBURG, Va.—637 1563
e WLVA-TV (A) o
JACKSON, Tenn.—51.5 71,856 MACON, Ga.—53.2 B4,
WOXI-TV (C) WMAZ-TV (A,C) o
JACKSONVILLE, Fla.—58.3 234,884  MADISON, Wis.—84.5 ]2:9”]
WJIHP-TVT (A,N); WMBR-TV (A,C} 175,374 WIS-TV (C); WKOW-TVT (A) ’
WMTVT (N)
JEFFERSON CITY-COLUMBIA, Mo.—66.3 112,098 This market is in the process of being re vatetin
KRCG-TV (C); KOMU-TV (A,N) ————— 959.52 "
MANCHESTER, N.H.—%0.8
JOHNSON ClTY, Tenn.—51.2 114,212 WMUR-TV (A) -
WJIHL-TV (AC) (Circulation shown does not Inclt 'IBB:: ‘L
JOHNSTOWN, Pa.—90.6 1,076,110 Mass., where station has sizable
WARD-TVT (A,C); WIAC-TV (N) i audience.) —
(Circulation shown includes Pittsburgh, Pa.) MARINETTE, Wis.—79.2 thi
JOPLIN, Mo.-PITTSSURG, Kan.—65.5 139,597 WMBV-TV (N)
KODE (A,C); KOAM-TV (AN) (Covers Green Bay)

L
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- sv-uﬂons-"% Penctration TV Homes
1

Market & Stations—% Ponotration

\‘-{U‘Er Mi‘h'—aa'z 42’095

. "MJ' (C)

s Jowa—77.5 179,957

n.(C)
3¢, PR, Tt
al(C)

ceq [ore.—SZB 291913

: ACN)

" eoplenn.—58.8 429,596

o (A WMCT (N);

i

_-r+!Miss.—58.5 93,722

S| ACN)
< »» ¢ LAUDERDALE, Fla.—86.8 353,781

1 WITVE (A); WTVI(C) 1186,443
.t \DESSA, Tex.—70.5 74,064
*. "AN); KOSATV (C)

" ayE, Wis.—90.0 557,601
o (A) WITITV; WTMJ-TV (N); 254,378
'K

24 LIS-ST. PAUL, Minn.—79.6 689,411

L34 ' KSTP-TV (N);

G (C); WICNATV (A)

1, 1.—"56.0 28,233
1 ACN)

g Mont.—55.6 41,457
0 (AL)

ALE amm62.3 200,095

e1A (AN); WKRG-TV (C)

+20.{a.—58.6 140,926

=k (ACN)

< TGERY, Ala.—58.9 136,132

2001 (C WSFASTV (N) 173,144

(CH d.—~78.0 187,411

113C HALGN)

130, Okla,—78.3 231,045

U1

sy Tulsa, Okla.}

34¥: , Tenn.—61.3 345,999

1.3 1{C); WSIX-TV (A); WSM-TV (N)

a 3LV IN.HARTFORD, Conn.—75.8 310,069

YMB(.N); WHCTY (C)

HHi N, Conn.—91.6 884,490

ZHCT(A)

% 0°ANS, la.—75.3 429,825

D3t (A,C,N); WIMR-TV (A,C) 133,461

1YL, NLY.—90.6 4,715,843

¥ad (A); WABD; WATV;

B¢ (C); WOR-TV; WPIX; WRCA-TV (N}

750 Va.—81.2 313,598
A (ALY WTOV-TVE; 163,002
HECHIND
¥ Hl W.Va,—55.4 90,02?

“3A 1 (A)
=431 \DLAND, Tex.—70.5 74,064

282 (C); KMID-TV (A,N)

“LAH A CITY, Okla.—77.5 375,539

YTV WKY-TV (N); KGEO (Enid) (A)

WwH gb,—83.6 374,479

WIVIN); WOW-TV (C)

~AN . Fla.—64.0 161,593

IR 7 (A,C,N)

e, lowa—71.0 149,277

N

. Ky.—55.9 80,481

“USETN)

AN ZITY, Fla.—45.3 18,919

S0y {A,C,N)
| EURG, W.Va.—a1.9 +137,582

AIA 1t (ACN)

- 35 A, Fla.—59.5 168,495
AL IALC)
U 1~83.8 «1185,390

TV Homes

Markot & Stations—% Penetration

PETERSBURG, Va.—72.3
WXEX-TV (N)
{Includes Richmond, Va.)
(For ranking purposes, consider 1this market
Petersburg-Richmond.)

PHILADELPHIA, Pa.—90.0
WCAU-TV (C); WFIL.TV (A);
WRCV-TV (N)

(For ranking purposas, gonsider this market
Philadelphia-Wilmington.}

244,078 PITTSBURG, Kan.-JOPLIN, Mo.—65.5

KOAM-TV (A, N); KODE-TV (A,C)

PITTSBURGH, Pa.—89.0
KDKA-TV (A,C); WENST (A,C,N)

1,771,977 PLATTS3URG, N.Y.—81.3

WPTZ (AN}

POLAND SPRING, Me.—86.9
WMTW (A,C); (M1, Washington, N.H.}

PHOENIX-MESA, Ariz.~80.6 171,597 PORTLAND, Mo.— BS.6
KOOL-TV (C); KPHO-TV; WCSH-TV (N); WGAN TV (C)
KTVK (A); KVAR (N}
PORTLAND, Ore.—75.2
PINE BLUFF-LITTLE ROCK, Ark.—63.6 254,202 KGW-TV (A); KLOR-TV; KOIN-TV (C);

KATV (A); KARK-TV (N); KTHV (C) KPTY (N)

38 quarter-hour audicnce leads per day per week . . .
3 times more than all the other stations combined

20 quarter-hour audicnce leads Saturday mornings
1009 better than any other station

The major share of the listening audience Sunday

through Saturday . .
mornings, afternoons, and evenings®

e

e R S i

that pay . . .

in increased sales in the Little Rock market —
723,165 people

253,897 TV scis

$259,490,000 in retail sales

and growing!

that are assured . . .

when you buy

GET THE FACTS ON
THESE DIVIDENDS FROM PETRY

*May 1957 ARB 30-County Area Survey

Represented by

Edward Petry & Co., Inc.

MEW YORK = CHICAGD = ATLANTA ~ DETRONT * BOSTON
L0% ANGELES = SAM FRAWCISCO - 5T. LOUNE

ST 7Y (N); WTVHTVE (A,C)

L3.ON MAGAZINE - SEPTEMBER 1957
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1V Homes

139,597

1,219,914
+1334,322

108,875

*311,411

208,698

415,669

(-

Affiliate
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Market & Stations—% Penetration TV Homes Market & Stations—% Penetration TV Homes

PRESQUE ISLE, Me.—B6.9 34,512 RENO, Nev.—62.4 43,711
WAGM-TV (C) KOLO-TV (A,C,N)

PROVIDENCE, R.1.—92.2 753,041 RICHMOND, Va.—72.3 244,078

WJAR-TV (A,N); WPRO-TV (C)

PUEBLO-COLORADO SPRINGS, Colo.—60.1 68,419
KCSJ-TV (N); KKTV (A,C); KRDO-TV (N)

QUINCY, 1ll.-HANNIBAL, Mo.—74.5 158,077
WGEM-TV (A,N); KHQA-TV (C)

RALEIGH-DURHAM, N.C.—66.1 321,694
WNAO-TVT [A,C); WRAL-TV (N}; *§113,122
WTVD (A)

RAPID CITY, 5.D.—57 .4 24,801
KOTA-TV {A,C,N}

REDDING, Cal.—48.3 39,664

KVIP (N}

WRVA-TV (C); WTVR (A); WXEX-TV (N)
(Petersburg, Va.)

{For ranking purposes, consider this market
Richmond-Petersburg.)

ROANOKE, Va.—69.6 303,901
WDBJ-TV (C); WSLS-TV (A,N)

ROCHESTER, Minn.—81.5 103,321
KROC-TV (N}

ROCHESTER, N.Y.—91.2 *300,865
WROC-TV (A,N;; WHEC-TV (A,C);
WVET-TV (A,C)

ROCKEORD, 111.—82.4 201,953
WREX-TV (A,C); WTVO-TV (N) 128,058

FOR UNMATCHED COVERAGE OF
STEUBENVILLE-WHEELING s2rv e

e

5

e o wnt et o

6

P

e

"WSTV-TV &

CBS-ABC ¢ 234,500 WATTS

o

HERE ARE THE FACTS:

STATION — Covers 320,957 TV homes in 30 counties of Ohio and W. Virginia.
62% more tower— 53,538 more TV homes than the Wheeling station. Lowest cost per
thousand TV homes. Over 80 top-rated CBS and ABC Network shows. Total coverage of

1,125,500 TV homes, including Pittsburgh.

MARKET — Center of U.S. steel, coal and pottery industries. Fastest growing
industrial area in the world. 1,418,800 population. More than $2 billion yearly pur-
chasing power. Center of the Upper Ohio River Valley, rich in natural resources.
Includes the highest paid industrial workers in the world.

Ask for (1) Showing of new color slide film, “How to Make Money in the Steel Market_."
(2) Chart, “How to Measure Your TV Results.” (3) “Directory of Retailers and Wholesalers in

Steubenville-Wheeling Market.”

STEUBENVILLE, OHIO
CHANNEL € 234,500 WATIS

Represented by Avery-Knodel, John J. Laux, Exec, V.P. and Gen’l. Mgr.; Rod
Gibson, Nat'l. Sfs. Mgr., 52 Vanderblit Ave., N.Y.C.. MUrray HIll 3.6977

96

TV

v A Member of the Friendly Group
. WSTV, WSTV-TV, Steubenville:
. KODE, KODE-TV, Joplim

. WBOY, WBOY-TV, Clarksburg

: WPAR, Parkershurg

. WPIT, Pittsburgh

WwWWwW americanradiohistorv com

Market & Stations—%, Penetration

TV'HGM

ROCK ISLAND, I1.-DAVENPORT,
lowa—85.5

WHBF-TV (A,C); WOC-TV (N) 3y,
ROME, Ga.—68.1

WROM-TV oM
ROSWELL, N.M.—57.0

KSWS-TV (A,C,N) e

SACRAMENTO, Cal.—78.0 ,
KBET-TV {C); KCRA-TV (N) :

SAGINAW.BAY CITY, Mich.—88.3
WKNX-TV? (A,C); WNEM-TV (AN)
(Includes Flint)

ST. JOSEPH, Mo.—78.5
KFEQ-TV (C)

ST. LOUIS, Mo.—82.0
KSD-TV (N); KTVI (A,C); KWK-TV (€) |

ST. PETERSBURG-TAMPA, Fla.—77.9
WSUN-TV (A); WFLA.TV (N); !
WTVT (C)

SALINAS-MONTEREY, Cal.—88.5 g
KSBW-TV (A,C.N) "
(Includes circulation of aptional sa”
San Luis Obispo.)

SALISBURY, Md.—71.3
WBOC-TVt (A,C) b

SALT LAKE CITY, Utah—81.3
KSL-TV (C); KTVT (N); KUTV (A)

SAN ANGELO, Tex.—59.7 '
KCTV (A,C.N) |

SAN ANTONIO, Tex.—67.4
KCOR-TVt; KENS-TV (C); KONO (A);
WOAI-TV (N)

SAN DIEGO, Cal.-TIJUANA, Mex.—90.3}. 977 -~
KFMB-TV (C); KFSD-TV {N); XETV {A)

Po2e
i
i

SAN FRANCISCO, Cal.—85.6 1750,
KGO-TV (A); KPIX (C); KRON-TV (N); | 13:7
KSAN-TV}

SAN JOSE, Cal.—89.0 e
KNTV

SAN JUAN, P.R.
WAPA-TV (A,N); WKAQ-TV (C)

SAN LUIS OBISPO, Cal.—(See Salinas-M:.rey;

SANTA BARBARA, Cal.—79.2 2
KEY-TV (A,C.N)
(Does not include Los Angeles, w »

claims additional coverage.)

SAVANNAH, Ga.—62.9 93,7
WSAV-TV (N); WTOC.-TV (A,C)

SCHENECTADY.ALBANY-TROY,

N.Y.—90.2 456,
WRGB (N}; WCDA-TV+***(C); WTRIT {» e
(WCDA-TV, Albany, N. Y., operates ellls "
WCDB-TV, Hagaman, N.Y.}

SCRANTON-WILKES-BARRE, Pa.—80.0
WARM-TVt (A); WDAUt (C);
WBRE-TVT (N); WILK-TVT (A}

y 2394

SEATTLE.-TACOMA, Wash.—80.1 4543
KING-TV (A}J; KOMO-TV (N);
KTNT-TV (C); KTVW

SEDALIA, Mo.—75.1 2

KDRO-TV

SHREVEPORT, La.—67.0
KSLA (A.C); KTBS-TV (AN)

S.0OUX CITY, lowa—78.5
KTIV (N); KVTV (A,C)

716"

paii

ey05

SIOUX FALLS, §.0.—70.7 e
KELO-TV (A,N) .
(Operates satellite KDLO-TV, !
Flcrence, S.D.) .

1605
SOUTH BEND-ELKHART, Ind.—78.6 L

- WNDU-TVt (N); WSBT-TVt (C)
WSIV-TVY (A}

TELEVISION MAGAZINE - SEPTE ER


www.americanradiohistory.com

v

W ‘tions—% Ponetration TV Homes Market & Stations—% Ponotration TV Homes
g , e
', ,\NRG-GREENVILLE, §.C.—62.0 291,034 WATERLOO.CEDAR RAPIDS, lown—83.4 331,819
0y WFBCTV (N) KWWL-TV (N); KCRG-TV (A); WMT-TV (C)
m:mh._n_] 226,524 WAUSAU, Wis.—69.9 86,633
ryl)y KREM-TV (A); WSAU-TV (A,C,N)
7o) WESLACO-HARLINGEN, Tox.—53.3 70,574
210, 1—72.1 107,429 KRGV-TV {N); KGBT-TV (A,C)
N WEST PALM BEACH, Fla.—79.7 93,589
. \42HOLYOKE, Mass.—90.7 *1197,820 WEAT-TV (A); WPTV (C,N)
L H{C); WWLPT (AN) WHEELING, W.Va.—82.7 425,497
19, Mo—T17 91,113 WTRF-TV (A,N)
D YTV (AN) WICHITA-HUTCHINSON, Kan.—75.3 252,337
. wLE, Ohio—88.4 1,008,018 KAKE-TV (A); KARD-TV [N);

1AC)
.,n shown includes Pittsburgh, Pa.)

- 19 Cal.—81.5 568,465
L (
1 1031 Vis.-DULUTH, Minn.—70.6 148,075
4. (N); KDALTV (A,C)
‘R, Tex—78.8 57,116
210
ayeNY.—90.0 467,431

#N--(A,C); WSYR-TV*** (N}
;vp.1 operates satellite  WSYE-TV, Elmira.

4 24" ATTLE, Wash.—80.1

454,906
ant 2) KTVW: KING-TV (A);
20 (N)
~q4::E, Fla.—(See Thomasville)

. We.LIETERSBURG, Fla.—77.9 310,175

UL aeIN); WTVT (C); WSUN-TVE (A)  1173,061
£ £O, Tex.—73.1 147,659

N N); KWTX-TV (A,C)

a2 4, E, Ind.—76.5 213,094
AL
13K, Tex.—56.5 91,548
G (AC)
WALILE, Ga,-TALLAHASSEE,
55 103,242
CTY CN)
DOMio—87.5 364,620
2o0.{A,C,N)

" KA n—77.3 174,163

5 IBW-(A,C)

VER: CTY, Mich.—71.9 49,273
aN (N)

SON riz.—84.2 81,109
JUN{{A); KOLD-TV (C); KVOA-TV (N)

£%E \SNO, Cal.—83.4 215,988

FUTEC); KIEO-TVE (A); 160,335
ST IN)

A, 3,—76.0 314,789

+ DTV, KVOO-TV (N);

“TYA (Muskogee, Okia.)

w8055, ~—49.9 32,047
T 4 i

NS, 1da,—64.0 27,756

I ACN)

B —595 97,383
VLN
LAt IE, N.Y.—92.5 . 146,238
v C Ny :

LIEY 1Y, N.D.—68.1 155,813

7B Q)

n "2 o Fargo, N.D.)

5 ff-t’lPLE, Tex.—73.1 - 147,659
ST (A,C); KCEN-TV (N) .
SHIMON, D.C.—81.5 729,391

1A (A) WRCTV (N);
Ol wiTe

e .

- ‘|”' TON.GREENVILLE, N.C.—59.3 207,935

) WNCT (A,C)
AR, Conn,—85.6° 1155,643

,‘ CATY "t (A)

+VON MAGAZINE - SEPTEMBER 1957

ke

KTVH (C)
(This market is in the process of being re-
evaluated.)

WICHITA FALLS, Tex.—67.5 128,526
KFDX-TV (A.N}; KSYD-TV (C)

WILKES-BARRE-SCRANTON, Pa,—80.0 1239,345
WBRE-TVT (N); WILK-TV?t (A);
WARM-TVT (A); WDAUT (C)

WILMINGTON, Del.—90.0 1,342,103

WVUE
(Circulation shown includes Philadelphia, Pa.)

(For ranking purposes, consider this market
Wilmington-Philadelphia.)

WILMINGTON, N.C.—50.1 134,072
WMED-TV (A,N)

WINSTON-SALEM, N.C.—83.3 313,891
WSJS-TV (N); WTOB-TVt (A} 168,774

YAKIMA, Wash.—67 .4 ***1109,388

KIMA-TVT (A,C,N)

(Operates satellites KLEW-TV, Lewiston, Ida.
KBAS-TV, Ephrata, Wash., KEPR-TV, Pasco, Wash.}

YORK, Pa.—38.6 * 102,842
WNOW.TVt; WSBA-TVt (A)

YOUNGSTOWN, Ohio—70.0 171,883
WEMJ-TVT (N); WKBN-TVt (A,C)

YUMA, Ariz.—59.1 18,388
KIVA-TV (C,N)

ZANESVILLE, Ohio—60.9 151,682

WHIZ-TVY (A,C,N)
e Due to conflicting research data, this market has
not been re-evaluated pending further study.
t U.H.F,
t1 Incomplete data.
* U.S. coverage only.
** Includes circulation of satellite.
*** Dees not include circulation of satellite.

OPENED IN AUGUST: 3

Market Station  Channel
Casper, Wyo. KSPR-TV 6)
Miami, Fla. WPST (10)
Reliance, S.D. KPLO-TV (6)
(Satellite to KELO-TV,
Sidux Falls, S.D.)
DUE TO OPEN IN SEPTEMBER: 6
Market Station  Channel

WBOY-TV {12}
WFGA-TV (12)

Clarksburg, W.Va.
Jacksonville, Fla.

New Orleans, La. WWL-TV (4)
Omaha, Neb. KETV 7)
Pittsburgh, Pa. wiIllIC [RRD)

WAVY (10)

Portsmouth, Va.

OFF THE AIR l»N-AUG»UST: 1

Station Channel
KVVG 27)

Market
Tulare, Cal.

Buying
Sacramento,
California?

NEW, 1957
NIELSEN.
COVERAGE
STUDY
'AVAILABLE! |

Ask Petry for Coverage
and Audience Data on
the Highest Rated

NBC Station

in the West

KCRA-TV

The Only Low Bond
VHF Station in California’s
Greaf Central Valley

www americanradiohistorv.com
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Right from the horsd*

To make sure you say what you
mean ... mean what you say!—
put your message on film . . . check
and recheck it with real live audi-
ences before it's finally aired. Then
there'll be no "“fluffs’’—no fault to
find with what's said and done.

Be sure to FILM IN COLOR.. . you'll be glad you d: »

Furthermore, you schedutio *
advantage, save time aicM:
—when you use EASTM# F"3’:
For complete informationrit* '
Motion Picture Film Depim*”
EASTMAN KODAK COA!
Rochester 4, N. \ I


www.americanradiohistory.com

mouth !

+ E Woast Division
baMadison Ave.
O York 17, M, Y,

wt Pvost Division
- 1AEast Randolph Drive
- age 1, 1L

# ter Coast Division
" 45 Santa Monica Blvd.
‘oewood 38, Calif.

' N, J. GERMAN, Inc.
1ets for the sole and

_.'!'a sdbufion of Eastman
messional Motion Picture Films,
" lee, M. J.; Chicago, lll.;
*ywood, Calif.

GENERAL FOODS From pago 4%

tomer for its schedules within Gen-
eral Toods that led to GF’s much-
eriticized deal with Bristol-Myers
this summer. Bristol-Myers was
given a chance at a flock of prime
time periods. Instanl Maxwell House
could pull out temporarily, knowing
that its valuable schedule of time
periods across the country would he
available again after Bristol-Myers’
use.

The incident aroused controversy

The case has been widely argued
within the industry. Critics see in
the practice a pattern through which
large advertisers could permanently
freeze competitors out of good spot
time. Benton & Bowles, which has
accepted responsibility for the idea,
argues that this is a perfectly de-
fensible way of protecting spot fran-
chises built slowly and at great ex-
pense.

The ad agency even contends that
some industry consideration is due
GIF and Bristol-Myers because the
two have long been such major and
reliable spot customers.

Whether this arrangement becomes
a precedent for the future or suc-
cumbs to industry ecriticism, it is
evidence of the important role that
spot has come to play in the General
Foods scheme of things.

In effect, GF treats spot and net-
work in similar fashion. A nation-
wide mosaic of prime-time spot
schedules gives GF the same guar-
anteed access to maximum and va-
ried audiences on the individual
market level that its network sched-
ule gives GF on the national level.

Ratings and Cost-Per-Thousand

“What does a number one rating
mean to GF?” reads a statement
from General Foods. “It means that
millions of people are watching the
show and the chances are they’ll see
the commercial. The more people
reached as potential customers, the
better chance for sales.”

This neatly defines GF’s major

. TV goal: The Tep Rating. It applies

to both network and spot. Signifi-
cantly, GF does not give cost-per-
thousand the high importance it re-
ceives from the slide-rule-minded ad-
vertisers.

“C-p-m is not GF’s only consid-
eration,” goes one informed com-
ment. “There’s no fixed ceiling,
though they probably start getting
concerned when the c-p-m goes above
$4. Of course, they're interested in
getting an efficient buy. But it’s the
rating that’s primary.”

Says a General Foods timebuyer:

“We cvaluate our purchases against
the national average. However, that’s
just to see how we've done—after
it’s done. There are no strict rules.
No ¢-p-m maximum. It certainly isn’t
done by slide rule. It’s a matter of
common scenge.”’

FFrom the consensus of informed
comment, it appears to bhe power,
rather than cost efficiency, that is
GTF’s prime interest, and the rating
is the key to that power. It looms
with even greater importance when
GF is in the heat of competition.
A GF agencyman says: ]

“When the competition is hitting
you hard you don’t worry too much
about c¢-p-m, even if you don’t ignore
it completely. You just pour it on.”

Taking the "Calculated Risk"

How does General Foods approach
the problem of program selection?
Basically, by trying to apply the
judgment of experienced showmen.
This is a fundamentally different
approach than that of Procter &
Gamble, which constantly seeks to
turn its TV buying into a rigorous,
logical and mathematical procedure.

Says an executive who has nego-
tiated network deals with General
Foods: “They buy emotionally, by
hunch. They will gamble on a new
show in the hope of getting a hit.
They respond most of all, it seems
to me, to the previous credits of the
individuals involved in the show. GF
buys more on an individual’s good
record than on exhaustive research.

“They have probably already made
up their minds before they talk to
the network. My impression is that
they prefer to operate with outside-
produced shows, rather than take
the network’s recommendations. Per-
haps they value their own opinion
more. Perhaps, too, they feel the
network would tend to recommend
its own programs.”

A calculated risk, not a gamble

A member of GF’s Corporate Ad-
vertising Office feels that the word
“gamble” is misleading. “I don’t
think we gamble with the company’s
money,” he declares. “It would be
more accurate to say that we take
a ‘calculated risk. It’s a matter of
seasoned judgment and long experi-
ence.”

Whatever the correct terminology,
GF’s willingness to take a “calcu-
lated risk” on an unproven vehicle
is felt by many in the industry to
be a healthy, progressive character-
istic that other advertisers, wedded
to the practice of going only by the

To next page
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GENERAL FOODS: PORTRAIT OF A TV GIANT Continued

GF has no single media point of view; strategy is fixed at the product,,.

- “track record,” might well emulate.
Some question has been raised, how-
ever, whether GF ecan hold out
against the objective pressures for
conservatism among TV advertisers
today.

"~ There are some, indeed, who be-
lieve”that in the long run GF’s TV
pattern will grow to resemble that
of Procter & Gamble which, in this
period of high media costs, has been
hewing to the line of caution. (See
“McElroy of P&G,” TELEVISION
MAGAZINE, February, 1957.)

GF considers intangibles of TV

At the present time, General Foods
appears to be far more concerned
wifh the intangible factors involved
in TV advertising than is P&G. This
observation is corroborated by ad-
men in the two agencies which serve
both clients—Benton & Bowles and
Young & Rubicam.

For example, where P&G is bas-
ically interested in the spot-carrier
function of a high-rated TV show,
GF is deeply concerned with the
“commercial environment.”

And, far more than is P&G, Gen-
eral Foods appears to be seriously
concerned with the question of au-
dience composition. A GI' timebuyer
explains: “It all depends on the prod-
uct. Kool-Aid and Baker's Chocolate
want more of a children’s audience.
Maxwell House and Sanka prefer
older viewers. Straight ingredient
products like coconut want a strictly
female audience. We try to buy
shows or packages to fit the product.”

This cannot always be done with

precision when more than one prod-
‘uct is involved. Compromises have
to’ be made between “reach” and
“ideal environment.” Thus, last sea-
son found GI's Roy Rogers (now
off) featuring a combination spon-
sorship of Jell-O Puddings, Gaines
Dog " Food and Instant Maxwell
House.

The Corporate Advertising Office

Representing the GF corporate -
point of view is the Corporate Ad- -

vertising Office headed by Edwin
- Ebel, vice president in charge of ad-

vertising services. There is a good -
deal of misunderstanding in the in- -

dustry about the powers-—and limi-
- tations—of the Ebel operation.

" " Many interpretations of GF’s me-
dia moves are incorrect because of a
false assumption that there is a
single, clear-cut media view guiding
all of the company’s advertising.

100

‘office.

Actually, advertising strategy
within GF is determined at the prod-
uct level. Ebel’s office comes into
the picture only after the basic me-
dia planning has been done by the
product manager. The Corporate Ad-
vertising Office does not, as some be-
lieve, lay down the law to the divi-
sions. It does not issue edicts or
enunciate any one binding media
philosophy.

It does, however, act for the divi-
sions once they have decided that
they wish to-enter TV, and have de-
cided on the kind of schedule they
want.

The Corporate Advertising Office’s
major TV function is on the network
level. Here it has show responsibil-
ity and script control, except in rare
cases when full sponsorship is held
by a single division. Commercial con-
trol, however, is retained by the divi-
sion. Spot buying is also a division
activity.

Observers close to the GF adver-
tising picture say that like many
another big, multi-product company
with heavy stakes in TV, General
Foods is faced with the problem of
reconciling two tendencies that move
in opposite directions.

Overall coordination is necessary

On the one hand, there is a need
to coordinate and direct the many
TV campaigns for the scores of
products within the corporate fam-
ily in order to achieve maximum effi-
ciency and effectiveness.

On the other hand, the 100 or so
GF product managers, supervisors
and division heads feel they should
have full authority over the way
their advertising budgets are spent,
since in the decentralized GF struc-
ture each division bears final respon-
sibility for profit and loss.

Individual product managers are
said to be more jealous than ever of
their right to pronounce sponsorship
judgments. “The brand men are in
the ascendency,” is how it is put.

Officially, this appears to Gen-
eral Foods to be an exaggerated
view, and based on a misunderstand-
ing of the functions of the central
There are those who would
add that the product managers are
responding to a normal human desire
not to give up participating in the
glamor world of showbusiness, going

* to Hollywood and the like; and that

it would be a mistake to blow this
up into an organizational crisis that

* has no real existence.

This spring, after i
preparation, the Corpor:
tising Office—in collabor: |’
GF’s three advertising ;
completed the first writte; |,
tion of General Foods’ tele |
icy and procedure. It is g ;
page, loose leaf volume
black kraft paper. Only 1 |
individually numbered, v
lished.

According to the bool
division decides for itse]s |
it wishes to use TV, and |
the decision is made, hoy .
booklet spells out definite ol
The responsibilities of the
the divisions are carefully.
The current case of Jell-Q’s
half-hour portion of Disn 4,
an example of divisional ...
responsibility because of
sorship.

Mty

t

Single division sponsorship is .

As a result of the grow
ber of GF products, how;i- .
because of the rising cost
sponsorship by a single d :i..
an infrequent occurrence -
Shared sponsorship among -
is becoming the rule, with 1
that program responsibil:
with the CAO in most case

A division has nearly au on
ownership of an advertis:
tion, however, once the posil
tablished. A division can s
forced to give up a prograr.r .
schedule, nor can it be force
on a TV commitment agains -
There is an exception, thou .

It may happen that a .vi
wants to pull out of a prcium
spot schedule. In such a « -
division will ask the CAO !»-
substitute sponsor. The ( m
Advertising Office solves { i
lem, if possible, by persuad
other division to take on tl
ule.

In the event of an imp:
problem is referred to top I
ment, the circle of executive ¥
president Mortimer. This * "
court” of GF resolves such bt
by executive decree.

The CAQ’s inability ton -~
jor program decisions withc:!
approval by a division s 1"
leads to difficulties. A reliab ¥’
has it that when Lucy becal -
able because P&G was drop” *
the GF Corporate Advertisi o
wanted to act immediut(;].\’ ‘

0

b=
!
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ACCURACY

.in film processing, in film printing, is highly

: hportant,

-~ a film laboratory, accuracy is vital in a surprising

i umber of things.

. ccuracy in engineering, in chemistry, in optics,
»+ mechanics, in electronics, in operations, in
* amwork,
-1l these things work together to your advantage

to reproduce, accurately, everything that went

i to your production.

- his goes for sound, for color, for all that a good
+.m needs to put over its message in TV, or any-

here else.

ou'll see

e+ o

N everything, there

is one

F 1 LM L ABORATORIES, INC,

21 West 46th Street, New York 36, New York

A DIVISION OF J. A. MAURER, INC.

best . . . in film processing, it's Precision
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NEW COVERAGE
NEW POWER

CHANNEL
. WILMINGTON + PHILADELPHIA

www americanradiohistorv com

What an opportunity for a timebuyer!
Now 7,000,000 people can see the
bright new VUE on Channel 12! Qur
powerful new transmitter . . . located
just across the river from Philadelphia
... blankets the Nation's 4th richest
market. Greater sports coverage, the
Big 50 Movies, top-rated half-hour
syndications and favored local per-
sonalities like Pete Boyle and The
Selbys are building audiences fast!

For the first time in years you can
grab a television FRANCHISE in the
Delaware Valiey . . . if you act fast. Get
a good VUE of the new VUE today!

SALES OFFICES:

New York
625 Madison Ave., Plaza 1-3940

Chicago
230 N. Michigan Ave., Franklin 2.6498

San Francisco
111 Sutter Street, Sutter 1-8689

Represented Nationally by THE KATZ AGENCY, INC.
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E‘ll' pooDps [From page 100
syiously hot property. But
c7ere 1o division requests on
jor such a show.
. 1 was put through to Mor-
i, who personally made the de-
o buy Lucy on the obvious
i that there would be little
ailin finding a taker within the
. 4ily for TV’s top show.
. are now 13 divisions within
o] Toods, five of which are
yo as the principal grocery di-
gi. | Jell-O, Maxwell House,
J.- 'ye, Post Cereals and Perkins
1z« 1s. They account for the bulk
i~ -. | advertising.

1, ‘ng structures vary
I

- :division is not only a fairly
+ » dent entity, there is also con-
. .me variation in advertising
“i're. Maxwell House, for ex-
0 «Jas a combination advertising
i1 srrchandising manager as well
.« des manager, both reporting
po+ adivision manager. Post Ce-
i .11 an advertising manager
-1arketing director. The other
s@-¢s have no advertising man-
- sthe work is handled by the
i.'ds marketing manager.

a five grocery divisions, how-
;1 he management structure
7 1 the product managers and
o mroduct managers, who are
. laally responsible for Log
¢ 13yrup, Birds Eye juice con-
innals, Calumet Baking Powder,
¢ scforth.

e L ems

s~icimanagers prepare ad plans

i« i:the individual product man-
¥ w0, together with his individ-
it ammey account man, prepares
12 )rduct advertising plan. Prepa-
1o nof the “book” starts in the
21t gting forth the complete ad-
v+ 5ig campaign for the follow-
“i¢ fral year beginning April 1.
#n 1 ook is a remarkably detailed
" ptus, complete with timetable,
"2 ‘h-in ad layouts and specifics
- hkind of TV desired.
_adly after the first of the year,
“v.to men submit their book—
. 4 3nes they run 100 pages—to
~0 rroup product manager. It then
' kits way up the corporate lad-
ailing memos and recommen-
7 05 to the top of the division.
i ethe individual product plans
“1 «aluated and a tentative divi-
: " +ufline is assembled.
. ummary of all the various
"t plans, together with re-
* 3 for the needed advertising
' des, is then sent from the divi-
"0 the Corporate Advertising
't (Headquarters can effect a
To mext page
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GENERAL FOODS: GROWTH OF AN EMPIRE

“Here we are again, happy as con be,
All good friends and jolly good company!
Never mind the weather, never mind Lhe rain,
Now we're all logether, Whoops! There she goes again!”

his “theme” jingle, sung by

everybody in the cast, was
the way the Jack Benny radio
show used to begin every Sunday
evening a quarter-century ago
(the alphabet jingle, sung as
“J-E-L-L-0!,” came later). But
“Here we go again!” not only
marked the beginning of the Jack
Benny Show; it virtually marked
the beginning of the General
Foods Corp.

GF was born in 1929. Unques-
tionably, Jack Benny helped pull
the corporation through the de-
pression and made possible GF's
proud boast that it has never
failed to pay a regular quarterly
dividend.

GF descended from Postum Co.

GF’s direct ancestor was the
Postum Co., which was formed be-
fore the turn of the century. Late
in December, 1894, 2 man named
Charles W. Post in Battle Creek,
Mich., toasted some wheat and
bran, stirred in some molasses,
and produced a cereal beverage
that looked like coffee.

Commercial operation began
January 1, 1895. Two years later,
Post introduced a cereal breakfast
food, Grape-Nuts. Other Post
cereals followed. The Postum Co.
started acquiring other food firms
in 1925 when it took over the
Jell-O Co.

A year later Postum acquired
Minute Tapioca and Swans Down
Cake Flour. In 1927 three more
prosperous food firms moved
under the Postum umbrella —
Franklin Baker Coconut, Walter
Baker Chocolate and Log Cabin
Syrup.

Maxwell House Coffee, La
France Bluing and Calumet Bak-
ing Powder were acquired by
Postum in 1928. Up to this point,
every company acquired by Pos-
tum had been an established,
going concern. But in 1929 Postum
took over operation of a company
that was strangling for lack of
capital—Birds Eye Frozen Foods.

The company had a tremendous
sales potential: it could offer
fresh-tasting foods year-round.
The catch was, every grocer in the
nation had to be persuaded to in-

stall a freezer cabinet. Even for
a company the size of Postum it
was a staggering challenge.

All the food firms acquired by
Postum, and Postum along with
it, were made part of a new cor-
poration, General Foods. And
then the new corporation, along
with the rest of the nation, began
to struggle through the worst
depresgion in U.S. history.

Birds Eye had rough sledding.
It took 11 years—from 1930 till
1941 — before this GF division
began to show a profit.

Despite the competition, Birds
Eye today is highly successful.
And so is the rest of General
Foods. In the 20 years from 1936
to 1956, GF’s profits tripled, its
sales became eight times as great,
and its tax bill became 15 times
as great.

The firm’s sales in 1956 were
more than $931 million, and this
year the total will undoubtedly
pass the billion-dollar mark.

Today GF has nearly 20,000
employees and about 60,000 stock-
holders.

Corporate profit last year
amounted to $39 million, or
slightly more than 4 cents out
of every sales dollar. This is not
nearly the fat profit margin of 13
cents of every sales dollar the
firm enjoyed in 1936, however.
Today, GF’s tax bill is about 20
per cent greater than its net
profit.

GF totals 13 divisions

Although GF is a single corpo-
ration, it is also a collection of
vigorously independent divisions.
There are some 13, all told, but
there are only five major grocery
divisions: Maxwell House, Jell-O,
Birds Eye, Post Cereals, and
Perkins Products.

The other divisions are minor
or are not aimed at the retail
grocery trade. They include At-
lantic Gelatine (bulk users), Bire-
ley’s (soft drinks), Central Lab-
oratories (research), Carton &
Container (boxes for corn flakes,
etc.), ElectriCooker (distributes
Kernel-Fresh Nuts), Institutional
Products, International, and Gen-
eral Foods Ltd. (Canada).

103


www.americanradiohistory.com

GENERAL FOODS Continued

change in the proposed divisional
budget and this, in turn, may make
changes necessary in the budgets of
the individual produects.)

The Corporate Advertising Office
is now in a position to purchase me-
dia on the basis of an overall plan.

It can estimate precisely how
much network time must be bought
to accommodate the requirements of
the various products. It can deter-
mine the kind of  programs which
will offer the greatest latitude in
view of the products that will have
to share them. o

1t knows how much nighftime and
how much  daytime exposure must
be bought. And it can gear the com-
pany’s TV buying to a precise time-
table, since it now knows when each
of the GF products intends to begin
and end its campaign.

It is interesting to note that, al-
though there is a separate section
of the Corporate Advertising Office
devoted to non-broadcast media, the
CAQ does little more than act as a
clearing house and record keeper to
make sure of discount opportunities
in this area.

Assisting Ebel in TV is Alan
Dingwall, director of broadcast serv-

Thomas Young, Media Director
Calkins & Holden Inc.. New York

“] sure do like the idea of having the

market data in monthly issues of
Standard Rate.® “’uh this new set-
up, all we have to do.is turn a few
pages and there it is. I'd hate 1o
count the many times we've used
your markel information, just in the
past couple of weeks. We're gelling
more and more involved in market
research these days and your SRDS
books certainly come in handy.”

YEvery month. in Standard Rate's Newspaper, Spot
Radio and Spor T editions.

|04

ices, who is responsible for the day-
to-day operation. The coordinating
job has grown so big that another
spot is now open for an assistant to
Dingwall. In addition, there is a
budget expert who keeps a running
check on costs.

General Foods and Its Agencies

Another reason for misunder-
standings about General Foods’ ad-
vertising is the failure to appreciate
the remarkable weight the com-
pany attaches to the opinions of its
agencies.

It can be said without exaggera-
tion that the advertising thinking
of General Foods is largely the ad-
vertising thinking of its three agen-
cies: Benton & Bowles, Young & Ru-
bicam and Foote, Cone & Belding.

Testimony to the extent of GF’s
reliance upon its agencies is im-
pressive in its uniformity. This in-
tertwined agency-client operation is
virtually unsurpassed in the adver-
tising business.

If there is a secret foxmula to
the way General Foods deals with its
agencies, it is probably this: Here
is one client that treats its agencies
exactly the way that agencies for
years have been saying they ought
to be treated. That is, the agencies
are given a pretty free hand and
their recommendations, when strong-
lyv presented, are almost always ac-
cepted.

Not only does this prevail in the
area of media and program deci-
sions; it shows up as well in the way
the divisions handle the agencies’ ad
copy. GF agency copywriters report
that they are allowed a degree of in-
dependence that will make other ad-
men wistful with admiration,

It is seldom necessary, for ex-
ample, for a GF agency to get prior
client-okay when practical demands
of a commereial studio force changes
in a storyboard.

Agencies respond to GF approach

The GT attitude seems to unleash
its agencies’ finest creative energies.
From GF's agencies have come some
of the most successful advertising
campaigns in television, such as the
Jell-O “Busy-Day” commercials and
the Instant Maxwe]l House “‘flavor-
buds” theme.

The longevity of GF’s agency rela-
tionships is almost historic. B&B
and Y&R have been with the food
maker for a generation. FC&B, al-
though a comparative newcomer to
the family, has been a GF agency for
nearly a decade.

The method of operation has been

wwWw americanradiohistorv com

shaped by the lessons of |
rather than by the demano Y,T &
mal blueprint. The agen &
along the way, found then .;”
veloping internal structur.;,
allel that of their comp
Thus, just as there a; -
men, group product men ar q 1
managers at General Foc.,
the agencies are there p) a
count men, group account -
sion account men and~to t;-
CAO at GF-—corporate ace ', -
Within each agency the, !
levels deal with one othey,
the same way as do then..
parts at GF. A GF aceoy .
tive gives this illustration:
“Let’'s say we have a P e
want to get on TV. The pro; «(
ager and I think we oug’

a kid’s show for it. He ask‘ it
porate office man to get hit ‘.-
“At the same time, I gei
with my corporate acecount ; q
I want to find out what ¥
are available. In addition,-
in diagonal lines. I may ti ;
with a group product ma T
General Foods. There are nd !
lines when you work with { .-

1
'
]

GF and agency men work os.'t‘wr'

As this implies, the start y-
of a GF ad campaign isy|: -
ference between the agenc
uct account executive and
product manager. These tw n«
daily contact with each oth 7
are literally an advertisin {~
they work together with a i
that is hard to find elsewhe i~
industry.

Just as organizational e
General Foods tend to blu s
they within the agencies. ¢
such a criss-crossing of line mt
many difTferent points of: i
within agencies and betwee v’
and client that even the us'h:
ticulate agency men are hau m
describe precisely how the' !
count is handled.

The scope of this intertw -
eration becomes more appant \\1
you consider the size of tl"
and the vast number of sepi;’
counts that are really involv.

The Jlargest and most"
agency operation for GF* it " .
count structure at Young . RV
cam. Head man on the acﬂf‘}
Y&R vice president Joseph W
erson. Under him is a smi ™
of account men.

Responsibility for the
uet Jell-O Division alone (it

a host of ilems rangin
To '

e

must
il
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t happens every night!

Seven days a week, Warner Bros. features top

those of major film companies on competmg stations
" in Huntington, W. Va. There, nearly two-thirds
of all sets in use are tuned to WSAZ-TV from 10:30

to sign-off (June ARB). ‘Actual share of audience for
Warner Bros. features is a whopping 64.2% —more
than double the 24.9%, for features on Station “‘B”
and more than five times greater than the 10.9%, for

those on Station ““C”’. No surprise, this. . . for

Warner Bros. features have a habit of dommatmg

the picture in markets all across the country

To see how quickly they win the greatest share

of audience in your area, write or phone:

Distributors for Assoclated Artists

846 Madison Ave.. M Urray Hill 6-2323
76 E. Wacker Dr , DEarborn 2-2030
1611 Bryan St., RIverstde 7 8663

9110 Sunset Blvd., CRestolew 6-56886

ks
Productions Corp.
NEW YORK
CHICAGO
DALLAS
LOS ANGELES
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Advertisement

. Lospot editor

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

SARRA

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

Here's how a spectacular 5-minute spectacular for Rheingold doec a triple job. 1t introduces
the 1958 Miss Rheingold contestants, urges the public to vote in the country's second largest
election, subtly sells via the ballot boxes—and makes a musical comedy of the entire spot.
Marge and Gower Champion—working with a special musical score—sing, dance, and "emcee’
the show. The highlight of a park scenic design is a stylized carrousel—a device that makes
possible three natural and interesting presentations of the 1938 contestants. Produced by
SARRA for LIEBMANN BREWERIES, INC. through FOOTE, CONE & BELDING.

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

This 60-second spot, one of a series for Zenith Radio Corporation, forcefully demonstrates
how beautiful a Zenith Hi-Fi set looks, and how realistic it sounds. Decorator-planned interiors
enhance Zenith models. So that anyone can see how the component parts of a Zenith Hi-Fi
set operate, the various elements are popped in—in sync with voice over. Here, technical in-
formation is delivered with seeming simplicity. Produced by SARRA {for ZENITH RADIO
CORPORATON through EARLE LUDGIN & COMPANY,

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

This commercial for Knox Gelatine brings statistics to life—with hands! Hands moving against
a black background demonstrate how 7 out of 10 women with splitting, breaking fingernails can
benefit from Knox Gelatine. They also create enough excitement to hold interest high for the
convincing product demonstration and close-ups of package that follow. The entire story of
Knox Gelatine-for-fingernails is packed—with apparent ease—into 20 seconds. Produced by
SARRA for CHARLES B. KNOX GELATINE CO., INC. through CHARLES W. HOYT
COMPANY, INC.

SARRA, Inc.
New York: 20C East 56th Street
Chicago: 16 East Ontario Street

“Name the matador!’—the theme of the Armour Chili Contest——is dramatized with opening
action shots of authentic Mexican bullfight scenes. Other lively Mexican backgrounds (studio)
lead logically into contest details and many prizes. One of a continuing series of 60-second
commercials that puts television to work for Armour Chili. Produced by SARRA for ARMOUR
AND COMPANY through TATHAM-LAIRD, INC.

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

wwWw americanradiohistorv com
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GENERAL FOODS From page 10

cake flour to coconut) is divided
into four separate groups. Vice
president Edgar B. Van Winkle
neads up Group A; Jules D. Parent,
Group B; Frank Yahner, Group C;
and vice president Luis Weil, Group
D. Under them are product account
executives responsible for individual
products and groups of products.

There are two Y&R account men
for Corporate Activities, H. Edward
Alleman and C. Milton Monroe. Alle-
man also handles agency needs for
GF’s ElectriCooker Division.

Other parts of the GF account at
Y&R: Post Division (only Tang and
Postum), Maxwell House Division
(Sanka and Instant Sanka), Birds
Eye Division, New Products Divi-
sion, Bireley’s Division, and the new
GF unit not scheduled to be unveiled
until after Thanksgiving, Gourmet
Foods. It will feature luxury products
such as lobster newburg and the like.

Divisions handled by Benton & Bowles

Benton & Bowles handles Maxwell
House Regular and Instant as well
as the extensive Post Cereals Divi-
sion. Heading up the GF account at
B&B are executive vice president
Brown Bolte and William Hesse,
general account supervisors. Ted
Steele is account executive for GF’s
Corporate Advertising Office. His as-
sistant is Robert Young. A. Carroll
“Casey” Jones is account executive
for Instant Maxwell and Robert
Muller is the Regular Maxwell ac-
count executive.

Other B&B executives and their
GF assignments are Bruce Allen,

Post Bran Flakes; John Drucker,
Post-Tens; Robert Diserens, Post
Sugar Crisp; Ted Vail, Post Toas-
ties; Robert Tompkins, Wheat Meal;
Quentin  McDonald, Gaines Dog
Meal; John Masson, Gaines Canned;
and William Olney, Gaines Biscuits.

Foote, Cone & Belding divisions

The Perkins Division of GF is the
responsibility of Foote, Cone & Beld-
ing, which largely handles the ac-
count out of its Chicago office. The
executives there are management
representative (CAO contact) Rob-
ert Koretz; account supervisor Rich-
ard Tully; account executive Fred
Rhode and assistant John Bresnehan
for Kool-Aid; and account executive
Arthur Schultz and assistant Ed-
ward Seaton for Kool-Shake and
Good Seasons salad dressing.

In FC&B’s New York office the ac-
count supervisor is William Cham-
bers, the account executive is Hunter
Yager, and his assistant is Jack Sav-
age. FC&B also handles parts of the
huge Jell-O Division and the New
Products Division.

A long relationship with an
agency pays many dividends in ad-
dition to the efficiency and smooth-
ness of operation that come only with
experience. It is an undeniable asset
that William Baker, now board
chairman of Benton & Bowles, was
once a GF account executive at the
agency, and that Charles Mortimer
was once a GF product manager.

It helps explain why so many other
agencies have just about given up
trying to move in. END

CURRENT NETWORK SCHEDULE OF GENERAL FOODS

Daytime
ABC Mickey Mouse Club  Alt. Thursdays 5:30- 6:00 (15 Min.)
CBS Arthur Godfrey Alt. Thursdays 11:00-11:15
Alt. Tuesdays 10:30-10:45
Garry Moore Alt. Tuesdays 10:00-10:15
Alt. Tuesdays 11:00-11:15
Alt. Thursdays 11:00-11:15
NBC Price Is Right Alt. Wednesdays 11:00-11:15
It Could Be You Alt. Wednesdays 12:30-12:45
Truth or
Consequences Alt. Fridays 11:30-11:45
Comedy Time Alt. Fridays 5:15- 5:30
Fury Alt. Saturdays 11:00-11:30
Nighttime
ABC Disneyland Alt. Wednesdays 7:30- 8:30 (30 Min.)
CBS Danny Thomas Monday 9:00- 9:30
December Bride Monday 9:30-10:00
Zane Grey Theatre Alt. Fridays 8:30- 9:00

the .
for SPOTS

TOP SHOW
l ADJACENCIES
A
\!/ VAILABLE
I SELLING
/ WESTERN
/ § 191,000 watts  yoirana
KMS0.Tv #osby,
Inc.
TRANSMITTER
100 MILE RADIUS
ATOP The
TELEVISION ONLY
TV station
MOUNTAIN i
ELEVATION Mop'!'ana
airing
7000 FT, LIVE
programs

s

MISSOULA, MONTANA
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Martin G. Reynolds, Space Buyer
Henri, Hurst & McDonald, Inc., Chicago, Illinois

“Combining the market data, the
maps and media listings as you have
in the regular monthly issues of
SRDS* is of inestimable help and
value to the space buyer and account
man. It has already proved useful, by
highlighting an oversizcht—we were
not giving enough consideration to
an important market. Your figures
supplied a new picture of the situa-
tion at the time a schedule was actu-
ally in the making. As a result, one
client has already benefited from the
availability of market data at the
time of media appraisal.”

*Every nionth, in Standard Rate’s Newspaper, Spot
Radio and Spot TV editions.
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1,597 TV HOMES*

WASHINGTON From page 53

action is not just a possibility: it
is a virtual certainty.

The House and Senate groups
were in agreement as to must-buy,
not now covered by any FCC regula-
tion. Both came up with the recom-
mendation that the must-buy con-
cept be translated from specified
must-stations into terms of total
charge, and that the change be car-
ried out by FCC order.

The Celler committee, which said
that must-buy works against the in-
dependent station and deprives the
national advertiser of “untrammeled
freedom of choice in selecting those
stations and markets where he de-
sires to have his advertising mes-
sage carried,” advanced its ideas
thus:

“The committee believes the Fed-
eral Communications Commission
should consider issuance of a regu-
lation prohibiting any network prac-
tice requiring an advertiser to buy
designated stations as a condition of
getting on the network. . . . To
avoid any possibility of network
fragmentation, the action by the

Commission might well permit the
network to prescribe a gross mini-
nmum time charge to the advertiser.

. No advertiser should be com-
pelled to buy services of a station
he does not desire.”

The Senate committee staff put it
this way:

“The must-buy practice does serve
to bar local and regional advertisers
from network television, with very
few exceptions. However, some mini-
mum network requirement seems
reasonable as an incident to the na-
tional advertising and programming
service provided by the network. .

Advertisers would select stations

“It is no doubt true that most ad-
vertisers would continue to buy the
stations included in the basic-re-
quired lists . . . but under such a
modified minimum network require-
ment, this would be left to the vol-
untary choice by the advertiser and
would not be imposed by the network
with the concurrence of its affiliates.

“Here, as elsewhere, the goal to
be sought is the elimination of ar-
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tificial restraints upon, or interfer-
ence with, full, free, and equal com-
petition. . . .

“It seems clear that some steps
must be taken by the FCC to open
up the best viewing period to non-
network programs and advertisers,
to allow the national advertiser freer
choice of stations, and to give the in-
dependent stations a better chance
to sell time to network advertisers
through revision of the must-buy to
eliminate the required use of speci-
fied stations.”

As to option time, the Senate com-
mittee staff recalled that the FCC,
in promulgating the original chain
broadcasting regulations for radio
in 1941, outlawed options completely,
then relented and modified the rule
to permit the optioning of not more
than three hours within each of the
four segments of the broadcast day,
with 56 days’ notice required.

TY operates under radio rules

In 1945, television was blanketed
under the old chain-radio rules,
which were directed toward indi-
vidual station licensees, and not the
networks as such. Noting this, the
Senate investigators said:

“Thus, one of the most dynamic
of modern industries is regulated, in
its vital core of network operations,
under a set of rules developed for a
completely different communications
system—and through a process of in-
direction which does not recognize
the television network as a proper
subject of regulation at all.,”

The Senate and House groups
agreed that option changes are in
order, and the Antitrust Subcom-
mittee asserted:

“Because of the importance of this
matter from an antitrust standpoint,
the committee will maintain a con-
tinuing interest with respect to the
Commission’s actions in this area.”

The Senate staff concluded that
option time produces results anal-
ogous to block-booking—outlawed
for the movie industry by the Su-
preme Court in 1948—and places
producers of non-network programs
at a disadvantage in competing for
desirable time.

It added: “This makes it difficult
for such programs to get good na-
tionwide clearances, increases the
risks of syndication, and appears to
have resulted in a decline in the
supply of new high-quality film pro-
grams especially produced for tele-
vision purposes. .

“In order to obviate the objections
to centralized program control, the
IFCC should revise or adjust the
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time option so as to open up part of
the best viewing hours for local
public service programming and for
programs from sources other than a
station’s primary network.”

The House committee said:

“It would appear that the option-
time provision may have the follow-
ing effects:

“TFirst, it may permit a network to
substitute its own decision regard-
ing .television programming for the
station licensee’s free selection of
programs believed best suited to the
needs of the community.

“Second, it may afford the net-
work an opportunity to prevent com-
peting programs from having ac-
cess to station outlets during im-
portant hours of the broadcast day,
thereby giving the network an ar-
tificial trade advantage.

“Third, it may place non-network
advertisers at a competitive disad-
vantage with network advertisers in
obtaining prime station time.

“Fourth, it may deprive the public
of the opportunity to have supplied
to it the widest possible choice of
programs that are and could be avail-
able in a free competitive market,

“The committee concludes that it
is necessary for the Commission to
consider amending the option-time
rule. In such consideration, particu-
lar weight must be given to the
antitrust principles discussed above,
together with the networks’ conten-
tion that option time is indispens-
ible to their operations.”

The House committee also recom-
mended that the FCC:

e Adopt “without delay” a code
of ethics for itself, defining “the line
separating permissible from non-
permissible informal contacts be-
tween Commission personnel and
parties” to cases pending before
the FCC.

¢ Improve liaison with Justice’s
antitrust division, described as
“wholly inadequate”- in the ABC-
Paramount merger and the more re-
cent NBC-Westinghouse swap of
stations in Philadelphia and Cleve-
land.

® Re-examine the multiple-station
ownership rules, described as having
had “an anti-competitive effect.”

May make network contracts public

¢ Study the terms of network
affiliation agreements in its files, not
simply to determine if they meet
FCC regulations, but to ferret out
any inconsistency with the public in-
F'erest, and to consider the advisabil-
ity of 'making these contracts public.

¢ Consider amendment of the
'first-ca]l rule in the chain broadcast-
Ing regulations to “prevent abuse”
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‘What's up
in Hartford?

CBS Owned WHCT is up...way up...with
15 of the top 25 evening shows, 17 of the
top 25 daytime adult shows! Check CBS

Television Spot Sales for adjacencies.

by affiliated stations having the
right of first refusal of all network
programs. The committee suggested
that the networks might be required
to give notice of program availabil-
ity when a program is not taken by
an affiliate, so that other local out-
lets may have a chance to carry it.

The Committee called on the Jus-
tice Department to “press with vigor
and dispatch” its examinations of
network program production in rela-
tion to the independents, including
the acquisition of network interest
in independent productions offered
for network exposure; the networks’
long-term talent contracts; network
fixing of time rates for affiliated sta-
tions; and all phases of the broad-
cast music field.

The Committee said the networks
now offer advertisers a variety of
quantity discounts ‘“‘not geared or re-
lated to cost saving.” :
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Latest

“Similar discounts in the sale of
goods would constitute violations of
the Robinson-Patman amendment to
Section 2 of the Clayton Act,” said
the committee. It announced it will
therefore proceed to consider further
amending that section to make it
cover “not only the sale of goods,
but also the sale of services.”

The Senate interstate commerce
staff took note that the committee
still has before it the 1955 bill of-
fered by Senator Bricker of Ohio,
proposing to vest the FCC with a
spelled-out authority to regulate net-
work operations.

However, it called attention to the
fact that Bricker himself has said he
is willing to mark time on this legis-
lation until the FCC’s Network
Study Committee has filed its report
and the FCC can comment in the
light of the group’s findings.

To next page
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WHICH rv STAT! on

THE SOUTH BEND-ELKHART TELEVISION AUDIENCE

PROGRAM WSBT-TV | STATION “A” | STATION *B"

I Love Lucy 57.5
I've Got A Secret 44.5
Red Skelton Show 43.1
Perry Como Show
G. E. Theatre a1.7
Hitchcock Presents 40.9
Playhouse 90 40.5
December Bride 39.6
Gunsmoke 39.0
$64,000 Question 39.0
Climax 36.9
Lassie 36.4
The Millionaire 35.2
Brave Eagle 33.5
Zane Grey Theatre 32.5
Your Hit Parade
Jack Benny 31.7
Ed Sullivan 31.4
The Lineup 30.3
Loretta Young
Burns and Allen 29.5
Bob Cummings 29.1
People Are Funny
What’s My Line 28.5
To Tell The Truth 28.5

O'OQV?«UIJ;QN—I

Latest ARB Rating — April 21 thru April 27
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WSBT-TV carries 14 of the top 15 television shows in the South
Bend market; 21 of the top 25; 37 of the top 50! One audience
study after another proves that WSBT-TV dominates the South
Bend television picture. You just don’t cover South Bend unless
you use it. Write for detailed market data.

PAUL H. RAYMER CO., INC., NATIONAL REPRESENTATIVES

iA CBS BASIC OPTIONAL STATION
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WASHINGTON Continued

Meanwhile, the staff report said, .
both the FCC and Justice have the
power to and should check on the
makeup of network program sched-: .
ules in relation to network program:
production; clearance for network
programs outside of option time;
possible tie-ins of network staglng :
services with the sale of network :
time; the degree of “really good -
viewing time” devoted to network ;
religious programs; multiple-station -
ownership; possible ‘“over-reaching -
by networks” in dealings with affili- |
ates, and their spot representation
and film syndication activities.

In the matter of affiliation agree--
ments, now filed confidentially with
the FCC, the Senate group went :
further than the House committee.
It said they *should be open to in-
spection in order to promote fair
and uniform treatment of all affili- |
ates.”

Also, the staff report said, the per-
missible term of affiliation, for the °
sake of stability, might well be ex- =~
tended from the presently sanctioned
two years to five years, “although it
might be wise to give the affiliates a
right of cancellation upon shorter -
notice, to maintain some flexibility -
in affiliation arrangements.”

“It should be recalled,” the report
asserted, ‘“that a short-term was
originally imposed to prevent the
networks from tying up stations to
long-term contracts, with resulting -
barriers to the development of new
networks.

“Perhaps both objectives can be
achieved by extending the terms
but giving the affiliate the right to
cancel on a specified shorter notice
in the event it decides it can better
serve the public by shifting to an-
other network. It would seem that
the networks enjoy such a strong
position that lack of mutuality on
this point would pose no real prob-
lem for them.”

Congress means business this time

Congressional committees do not
build up fires as big as this without
the intent of cooking something. It
would be folly to assume that these
committee reports are simply an ex-
tension of the “headline-grabbing”
which appeared to motivate some of
the early demands for “broadside”
investigation of TV.

Significantly, they deal with mat-
ters as familiar as breakfast coffee
to the industry, but about which the
general public knows little or noth-
ing. In the present push, there is a
determination to persevere to an
end-result.
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And the industry would do well
to note that the FCC, as of July 1,
gol a new chairman, tough John (.
Doerler, former boss of the Wiscon-
gin Public Service Conunission,.
Docrfer hag a reputation Lo preserve,
a reputation for “let’s get it donce.”
His aversion to dilly-dallying tactics
is widely known.

His elevalion to the chairmanship
may well put an end to the FCC's
habit of keeping a proceeding on the
pending docket uniil everyone ex-
cept the principals has forgolien
what the original issue was.

The FCC also has a significant
new member—vigorous, 47-year-old
Frederick W. Ford of West Virginia,
replacing retired chairman George C.
McConnaughey of Ohio.

Ford is no stranger to the indus-
try. He was with the FCC {rom 1947
to 1953, serving as chief of the
Broadecast Bureau’s Hearing Divi-
sion before joining the Justice De-
partment’s top legal staflf under At-
torney General Brownell. In Janu-
ary of this year, he became Assistant
Deputy Attorney General, and gave
up that post to join the FCC.

At the Justice Department, they
are clucking like a pleased mother
hen over his selection for FCC. Some
officials there, concerned with more
regulation for TV, rate the Ford ap-
pointment among the important de-
velopments of the year.

Another investigation to involve TV

It should be noted 2t this point
that one more-—and possibly ex-
plosive—Congressional investigation
affecting the broadcast field is still
to get underway. This will primarily
concern the FCC and how it funec-
tions, but there will be ramifications
for the TV industry.

Rep. Morgan M. Moulder (D.,
Mo.), who heads the House Subcom-
mittee on Legislative Oversight, a
unit of the Interstate Commerce
Committee, has announced hearings
starting sometime in October which
will go into the operations of all the
regulatory agencies. House Speaker
Sam Rayburn suggested the inquiry
to find out if any Congressional acts
“are being repealed or revamped by
those who administer them.”
__Moulder plans to start with the
FCC, described as No. 1 on the Com-
. blaint Parade. He has said he wants
to develop information on whether
Political considerations have influ-
el_lced Commission actions, whether
discriminations have occurred in the
granting of scarce frequencies, and
whether existing laws are practical
FO protect locally-owned TV stations
In dealings with networks.

He is also interested in some past
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Plenty! CBS Owned WHCT is the talk of
the town. WHCT has the biggest average
share of audience morning and evening!
Talk with CBS Television Spot Sales. 3

notorious leaks on how FCC voted
in closed session on important mat-
ters, the Toll TV plans, and relation-
ships between commissioners and the
broadcasting industry.

While Moulder was organizing his
investigation, Senator Henry M.
Jackson (D., Wash.), who recently
investigated an alleged leak in the
Civil Aeronautics Board, introduced
a bill to provide penalties of up to
one year in prison and $500 fine for
unauthorized disclosure of how mem-
bers of a regulatory agency voted.

A second measure proposed the

same punishment for attempts to
“influence any adjudication” with-
out giving notice to everyone con-
cerned in the case.

It seems certain that further Jus-
tice Department action will be held
up until the FCC Network Study re-
port has been published and di-
gested, as the House and Senate

www americanradiohistorv com

committee reports are now being
digested.

But the Department, which has
been publicly and privately critical
of some industry practices, is com-
mitted to action. Assistant Attorney
General Victor R. Hansen, a soft-
spoken, hard-working former Los
Angeles judge, told Congress months
ago that his antitrust division is
looking into ‘“‘every relevant facet”
of TV operations, and proposes to
file suits wherever the antitrust laws
appear to the Department to have
been violated. :

Last December, the Department
moved against RCA-NBC in the Fed-
eral District Court at Philadelphia in
connection with the NBC-Westing-
house Philadelphia-Cleveland station
swap, charging misuse of NBC affili-
ation contracts to effect the transfer.

In March and April of this year,

To page 118


www.americanradiohistory.com

Hitch your wagon to these stars!
There's been a big change in Baltimore! Channel 13 (formerly WAAM) now
is WJZ-TV. And it’s the newest, brightest star in the television skies!

Big things are happening at WJZ-TV! Exciting new shows, great local personalities,
the first Baltimore release of hundreds of great MGM and RKO feature films!

The result! Baltimore’s changing its viewing habits. .. tuning to Channel 13
for exciting, starsstudded entertainment!

Are you with it? Now’s the time to hitch your wagon to these selling stars on
WJZ 13 TV.

For starsbright availabilities, call Joe Dougherty, WJZ-TV Sales Manager
{MOhawk 4-7600, Baltimore), or the man from Blair-TV.

Now Baltimore can see two of its top broadcasting personalities . . .Jack Wells and
Buddy Deane have been signed to exclusive contracts with WJ Z-TV. .

Inthemorning... “BATTIMORE

the afternoon . ..

CLOSE-UP”

starring Jack Wells

From 7 to 9:30 A.M., Monday through
Friday, Jack Wells’ **Close*Up’” focuses
on weather, news, time signals, traffic
reports, music, interviews with local and
visiting celebrities, and cartoons for th

_‘HE . youngsters.

UDDY DEANE
BANDSTAND”

> 5 P.M., Monday through Iriday,

latest and most popular recorded
sic. Teenage dance parties, guest
‘s, dance contests, quiz contests!

NEVER BEFORE has Baltimore had such au opportunity
to see Hollywood's greatest stars in their greatest films!

. Magnificent MGM and RKO releases are attracting audi-
ences all day long, every day of the week on THE EARLY
SHOW, THE LATE SHOW, BALTIMORE MOVIE-
TIME, SATURDAY MOVIE-GO-ROUND, ANDY

- HARDY THEATRE, MGM ALL-STAR THEATRE,
POPEYE AND HIS PALS.

In the evening . . .“7:23 NEWS”

Seven nights a week, Keith McBee, who also does the
LATE NEWS immediately following THE LATE
. SHOW, reports the news in a way that listeners like.

" represented by Blair-T'V

© WESTINGHOUSE
-~ BROADCASTING
& COMPANY, INC.

STRIEVISION

.| SAN FRANCISCO, kpix *

WWW M ericah i ieiies s s s

RADIO

BOSTON, wWB2 +WBZA
PITTSBURGH, xDxA
CLEVELAND. xvw
FORT WAYNE, wowO
CHICAGO, winp
PORTLAND, «€x

BOSTON, wB2.Tv
BALTIMORE, wiz 1v
PITTSBURGH, kOxa.TV
CLEVELAND, kyw.Tv

WIND represented by AM Rodio Soles

WIJZ TV represented by Blaw 1V R
KPIX represeated by The Kotz Agency, Wy~
All other WBC stotions represented by
Petars Grfin, Woodword lac
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WASHINGTON Irom page 111

Hansen filed six separate antitrust
guits against as many leading diy-
tributors of TV film, charging that
they had offered their product in
packages only, and so engaged in
the same sort of compulsory block-
booking which the Supreme Court
ruled out for the motion picture in-
dustry nine years ago.

Hansen told the FCC Bar Associa-
tion earlier this year:

“We are devoting a good deal of
attention, manpower and a substan-
tial part of our budgeted funds to a
broad-scale inquiry into the broad-
casting industry—especially intlo
television, its newest and most pow-
erful branch.

“There is no time-table for our
future activities in this field, but I
can assure you that we still have
much work to do. We intend to con-
tinue until we are satisfied that tele-
vision broadcasting is operating in
free and open competition.

“Qur chief concern and responsi-
bility in the television industry is to
assure that television broadcasters
are economically unrestrained in
their efforts to provide the viewing
public with the best program fare
available.”

Toll TV will be next major problem

It would be pleasant to say at this
point that this just about wraps up
the Washington end of Ulcer Gulch,
but it would be unrealistic.

Standing immediately in the
wings and preparing to go onstage
- is Toll TV, now a twin appearing
in both wired and on-the-air ver-
sions, and posing a hundred unan-
swered economic questions.

Of on-the-air subscription televi-
"sion only one thing can be said with-
out fear of prompt contradiction,
and that is that no one associated
with it is happy at the moment.

Its proponents are deeply disap-
pointed that the FCC has decided on
only limited field demonstrations, in-
stead of giving the proposed service
an unqualified operating permit.

Its opponents are both surprised
‘and dejected that the FCC reached
the. conclusion that it has legal au-
thority to authorize a paid service
“if this is found to be in the public
interest,” and projected the demon-
strations instead of dismissing the
system applications outright.

The FCC isn’t happy either, be-
cause it must now decide what to do
next. This isn’t easy for a number
of reasons, including the potent fact
that chairman Celler of the House
Judiciary Committee has formally
advised the Commission in two stiff
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What's the word

e e e

FY.

CBS Owned WHCT is first mornings too.
Has the biggest share of audience and 17
of the top 25 daytime adult shows. CBS
Television Spot Sales has the details. =i

letters that it should do nothing
about putting subscription on the
air, trial or otherwise, until Con-
gress has had a chance to act on his
bill to prohibit any toll service on
publicly-owned channels.

The FCC’s reply was that, since
existing law is completely silent on
fee broadcasting, it was “obligated”
to take the system applications under
consideration.

NARTB denies FCC authority

But the Commission must live
with NARTRB’s blunt statement that,
notwithstanding any declaration of
legal authority by the Commission,
such authority just does not exist.

Also, the FCC must digest the
crackling comment by Zenith presi-
dent E. F. McDonald Jr. that if the
Commission keeps on fiddling, wired
subscription television will get going
and ‘“pre-empt” the field.

www.americanradiohistorv.com

Also, the Commission is now con-
fronted with this:

When it invited comment on the
proposed trial demonstrations, it
asked for specific guidance on the
technical problems involved in set-
ting up such demonstrations, with
suggestions for solutions. What it
got back turned out to be mostly a
rehash of the old basic argument be-
tween proponents and opponents re-
lating to Pay TV’s virtues and vices.

With so little to go on, some FCC
sources suggest, the proposed dem-
onstrations may be indefinitely post-
poned and the proceeding moved into
a public hearing phase to clear up
the technical questions, which could
take a year or so.

In Washington, they’re saying
there will be a final, dispositive word
on on-the-air Pay TV someday—and
that it will be spoken by the United
States Supreme Court. END
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MosScow

L ong Bt

& oor o7 5 KTVH VIEWERS nc ADULTS

ADULTS WITH BUYING POWER

In the June, 1957 ARB of the Wichita ares,
* KTVH leads the way where it counts ~— with
2,872.897 adult viewer impressions in the top
73 quarter hours Four out of five viewers
on KTVH are adults, who pack real
“grownup * buying power!

TO SELL RANSAS ... BUY KTVH.
Exclusive CBS-TV for Central Kansas

(Chbcned

Howatd . Petersrn, Goneral Marage: » Represented Nationally by HR Television, Inc

FIRESTONE From page 55

“This spring, in Texarkana, Tex.,
KCMC-Tv had Telepulse make a sur-
vey. They found that the Voice of
Firestone scored a higher rating
than either of the competing net-
work shows for the same time pe-
riod. The survey gave the Voice of
Firestone a rating of 25.8. Godfrey’s
Talent Scouts only got 16 and the
third program there averaged 6.5.”

(National ARB figures for March
give a somewhat different picture.
Godfrey ranked first with 34. Pro-
ducer’s Showcase came in second
with a 16.6 rating. The Voice of
Firestone got only 8.6.)

But MecGinness does work with
one rating service, and it carries
great weight, Every Tuesday after
the show he gets a report from a
small but seleet rating panel. A num-
ber of the panel members are named
FFirestone.

“There’s Harvey Firestone Jr.,
chairman of the board,” McGinness
says. “And there’'s his brother Ray-
mond, president. Both of them like
the show very much. They never
miss it, unless they happen to be
away where they can’t get to a tele-
vision set.

“I go back to Akron from New
York, where the show is produced,
every Tuesday morning. At lunch I
go up to the head table in the execu-
tive dining room. If there was any-
thing they didn’t like about the show
the night before, I hear about it
then and there.”

Firestone sales are way up

The Firestone Rating Service, al-
though unique, seems to work with
considerable success. Firestone tire
sales are breaking records every
yvear, and this December the Voice
of Firestone moves into its 30th
yvear on the air.

Not just its 30th season, either.
Except for a three-month recess this
summer—the first in the show’s his-
tory—it has been on radio every
Monday night, 52 weeks a year, since
December 3, 1928. And for nearly 10
vears it has been simulcast on tele-
vision.

The founder of the company, Har-
vey Firestone Sr., personally out-
lined the show’s format when he
spoke on the initial broadcast. He
said he hoped the program would be
“a wholesome feature in your house-
hold” and would always have “a
friendly echo in your memory.”

As McGinness describes it, the
show moved gracefully into tele-
vision with almost unbelievable casu-
alness. “We wanted to go on tele-
vision,” he relates, “so we signed

www americanradiohistorv com

contracts for the time. Meanwhile
we were looking around for a suit:
able show.

“Well, we hadn’t found one, so w¢
decided to fill in with a simuleast oi
the Voice of Firestone until we lo

cated something suitable. It’s beer..

some nine years now and we stil:
haven't found a show we like as¢
much as Voice.

“I guess

Voice on television every week.”

"Voice" will not be aired via radio

The last show before this sum-
mer’s recess June 10 marked the end
of an era. When the program returns

to the air September 9, it will be only - |

on television. After more than a
quarter-century, the radio show had

to be dropped because of rising costs. - .

“And I think it is unfortunate,”
MecGinness says sadly. “Unfortu-
nate for radio to have to pay the
penalty for television's rising costs.
But we just had to drop 12 weeks

in the summer and cut radio out com- -

pletely. I'll tell you what’s wrong
with television—these stations that

keep jacking up their rates. There’s -

no excuse for it.
“They say they've got more ecir-

culation now. They say, ‘A news- -

paper charges according to its circu-

lation, doesn’t it?" What they forget -

is that when a newspaper’s circula-
tion goes up,

vision station one nickel more if it
has a million listeners than if it has
just one listener.

“And another thing — the musi-
cians. Because we were broadcasting
the show on radio as well as on tele-
vision, we had to pay them double.
Now, I ask you, is that right? That
meant an extra $2,000 a week.

Potential of 36 million TV homes

“So we had to cut out radio. With
about 89 television stations, the
Voice of Firestone can reach 36 mil-
lion homes. I'm not saying all of
them look at the show, but at least
they can. There are 42 million homes
in the nation—every one of them a
radio home. So there are six million
homes we can’t reach without radio.

“Of course, radio doesn’t cost
nearly as much as television. But
most of what we were getting was
duplication. For the extra money
we were spending on radio, all we
were getting was a potential of SIX
million additional homes. )

“So we're sacrificing these six mil-
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we've given up the
search. I couldn’t exactly say wher
we stopped looking—it was a grad-
ual thing. We just kept putting:

it’s printing more -
papers. But it doesn’t cost a tele- -
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Hon homes to save $9,000 a week. We
just had to cut where it hurt the
least. We certainly weren’'t going to
sacrifice the quality of the show.”

Part of the Voice of Firestone's
quality stems from its tranquil mood.
At the ABC studios in New York,
the production of the weekly pro-
gram is notable for its lack of
frenzy.

McGinness, as the direct repre-
sentative of the sponsor, might be
expected to create some tension
when he appears on the set. Instead,
the whole production is assembled
with almost the same quietly casual
air the show reflects on the televi-
sion screen.

Format unchanged in 30 years

Much of the ease, of course, re-
sults from the fact that the format
has remained virtually unchanged
for nearly 80 years, and everybody
knows it by heart. Howard Barlow
has conducted the orchestra for a
dozen years. Alfred Wallenstein was
his predecessor for an eight-year
stretch.

Probably the outstanding charac-
teristic of the Voice of Firestone is
its enduring, changeless quality and
the sponsor’s determination that it
should remain that way. This was
the cause of what was—until this
year’s summer recess—the show’s
greatest upheaval.

The painful event occurred three
years ago. For more than a quarter-
century, the Voice of Firestone had
held the same time slot, 8:30 p.m.
Monday, on NBC. Then, according
to McGinness, NBC tried to make
Firestone take a different time slot.
Instead, Firestone walked out in a
huff, and was wooed over to ABC.

Show will appear in 9:00 p.m. slot

The Voice of Firestone made the
switch without missing a single
show, and ABC promised Firestone
the 8:30 p.m. Monday slot so long
as the show continued on a year-
round basis. The economy recess this
summer compelled the show to ac-
cept the 9:00 p.m. Monday time slot
this fall.

Except for the time change, the
show’s routine will continue un-
ruffied. McGinness will continue his
weekly commuting from Akron to
New York as usual. He has been
doing it for 20 years now, ever since
he left N. W. Ayer to take over the
advertising job at Firestone.

The first two or three weeks he
had the job, McGinness recalls, he
had to make the 1,000-mile round
tl‘}D by train. Then, happily, United
Air Lines started New York-to-
Akron service. McGinness has been a
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CBS Owned WHCT is first evenings too.
Has the biggest share of audience and 15
of the top 25 evening shows. To get the
facts, call CBS Television Spot Sales. &

regular customer ever since then.

He used to personally oversee pro-
duction of the show only once or
twice a month when it was on radio
alone, but since it has been on tele-
vision, McGinness has been making
the trip every week. How many times
has he made the journey? “I don’t
know,” he says. “Somebody at the
plant once figured that I've covered
more than a million miles.”

Won't let agency handle show

Wouldn’t it be a lot simpler to let
an agency handle the show for Fire-
stone? It would probably mean much
less travel for A. J. McGinness, “No,
we want to handle this account our-
selves,” he says. “We let the agency
handle other things.

“Harvey TFirestone Sr. decided
back in 1928 that we ought to have
a musical radio show. So that was

www.americanradiohistorv.com

it, and it still is. The Firestones are
a very musical family, all of them.
The opening and closing themes of
the show, ‘If I Could Tell You’ and
‘In My Garden,” were both written
by Mrs. Harvey Firestone Sr.”

The meaning of the show becomes
more apparent through a look at its
changeless past. Nothing has been
allowed to halt the flow of its “middle
music”’. On a Sunday evening almost
20 years ago, Harvey Firestone died
in his sleep at his estate in Miami
Beach. The following night the show
made its regular appearance, The
program is described in Harvey Fire-
stone’s memoriam:

“The somber opening bars of
Schubert’'s Unfinished Symphony
flowed into pure melody of exalta-
tion, of yearning and tenderness; an

eternal expression of immortal
man. . .." END
115
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PERSONALITY TESTS From page 56

ence with more than one firm is well
aware of how employers differ in
their demands on and even treat-
ment of subordinates.

Every employe has undoubtedly
enjoyed some associations more than
others. He succeeds in one environ-
ment and falters in another. What
accounts for this? It is not always
easy to determine, but much depends
on the employe’s basic needs and
the extent to which they are satis-
fied by the firm he is working for.

In one company he does well—he is
stimulated by his boss, challenged
by his job, and feels that he has an
opportunity to get what he wants.
In another he is frustrated, wary of
the intentions of management, and
sees no future for himself.

Invariably, his reaction to the
company manifests itself in his
work. If he adjusts to the company
climate, he can be well on his way
to success. But if he is dissatisfied,
he may quit or be fired.

If test results are to be used prop-
erly, the needs of the company and
the needs of each individual who
applies for a position with that com-
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pany have to be taken into account.
How else can we be sure that the
applicant has a good chance of being
motivated to make the grade?

As an example, let us assume that
we are dealing with both the leading
station and a marginal station in
the same market. The former is after
prestige accounts. It is a conserva-
tive operation, and it needs sales-
men who are adept at winning the
confidence of advertisers. They are
required to do a careful and con-
tinuous job of servicing, and they
are paid on a straight salary basis.

The marginal station, however,
has a different problem. Manage-
ment has to scrounge for business,
and they need an aggressive, fast-
moving salesman whose primary con-
cern is in building volume. He’s paid
on a commission basis. It stands to
reason that a pgood salesman with
one station would feel like a fish
out of water with the other.

A man selling for a station rep,
where his principal contacts have
been with advertising agencies who
are concerned with availabilities and
coverage, faces an entirely different
set of circumstances in a rural set-
ting where he calls on retailers, dis-
tributors and local manufaectuvrers.

You don’t sell one as you would
the other; you may be far less suc-
cessful selling one than the other.

Compatibility is important factor

Another factor that can’t be over-
looked is the degree of compatibility
which is likely to exist between an
applicant and his prospective boss.
Some employes work best under a
man who delegates authority, who
is ready to give them a free hand
and who is interested only in the re-
sults they achieve. Others prefer to
work for a man who outlines exactly
what he wants them to do and who
helps them to do it.

An executive who can’t let go of
the reins has a hard struggle with
a subordinate who is fighting to as-
sert his independence and wants re-
sponsibility of his own. By the same
token, the executive who is only too
eager to let his men take part of the
load is frustrated by the subordinate
who is afraid to stick his neck out.

With these problems in mind, to-
day’s specialists in personnel ap-
praisal endeavor to learn as much as
they can about the special charae-
teristies of the companies which are
their clients. The test results of job
applicants are then evaluated in the
light of these characteristics.

The accent, therefore, is not on
selecting men who simply have
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talent, or on setting up rigid nu-
merical ~or
“Ideal Employe.” Neither is it a
practice to look for people who are

other ecriteria for an:

conformists or who won’t come up

with an original idea for fear of -

rocking the boat—unless, of course,
that is the only kind of person the
client ecan work with.

The modern approach is to help
each company select men who are
equipped to meet its particular de-
mands, and whose own emotional
needs can be satisfied in that com-
pany’s working environment.

This is not to say that we or the
companies using our services are
holding out in each case for an Uto-
pian association. But it is important
that there be a likelihood of both
parties being able to make the ad-
justments that are called for.

Projective vs. personality tests

But what of the tests themselves?
Can they really help to do this job?
There is evidence that they can, al-
though some are certainly more
valuable instruments than others.

Two types of tests are used for
the assessment of personality fac-
tors. One is the personality ques-
tionnaire which asks you a number
of questions about your behavior and
attitudes. Your answers to these are
taken pretty much at face value, and
the psychologist who analyzes them
is dependent upon what you are will-
ing to reveal.

The other is the projective test.
This is a device which asks no ques-
tions. It merely acts as a stimulus
for your own imagination. But by
your reaction to that stimulus, the
trained clinical psychologist is able
to tell a good deal about what kind
of a person you are.

The validity of the personality
questionnaire is a controversial sub-
ject among psychologists, to say
nothing of laymen. And there is a
tendency to rely less and less on
the scores it produces for an accurate
picture of one’s temperament, espe-
cially when it is easily slanted.
Nevertheless, it does have clinicz.ll
significance, and under ideal condi-
tions proves to be a valuable tool.

The argument has often been
raised that you can cheat on such
tests, that you can become “test-
wise.” This is true to a certain ex-
tent, although whether it is really
smart to cheat is another question.

Regardless of your talent and ex-
perience, if you are not the kind of
person your prospective employer
wants, and if you are doomed at the
outset to work for a company that
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can’t satisfy your own needs, you
may regret not having presented a
truer picture of yourself.

Projective techniques are becom-
ing more widely used. FFor one thing,
they are almost impossible to slant.
Regardless of how you react to them,
you will be saying something about
yourself. The only way to “cheat” is
p1obab]y not to take them. But since
they reveal a more balanced plcture
of your personality, there is less
cause to worry about them.

On the other hand, it must be
pointed out that their value depends
on who interprets them. Amateurs
can do more harm than good, and
even some professionals lack the in-
sight and training that proper use
of the devices requires.

To sum up, it is not the test that
you are given which matters most.
It 1s who interprets it that counts.

You may well ask at this point
about the results of testing pro-
grams. Do they really enable man-
agement to pick people who will
succeed? You’d hardly expect me to
give you a negative answer to that,
but I may surprise you by saying,
not all the time.

The success of any testing pro-
gram depends upon: (1) the com-
petency of the tester; (2) the
knowledge that is available about the
demands and preferences of the em-
ployer; and (3) the extent to which
the employer has been able to pro-
vide the training, supervision and
development that the individual
needs after he has been employed.

Judging a test's effectiveness

On the whole, the best way to
judge the effectiveness of any test-
ing program is to find what percent-
age of the total number of people
hired as a result of the tests have
worked out satisfactorily. If this is
significantly  higher than 50%
(which you can get from hit-or-miss
hiring), then it is safe to assume
that the program is successful.

There is an advertising agency in
upper New York State which selects
its new employes with the utmost
care. Each applicant is first inter-
viewed by at least three executives.
If he passes this step, he is then
asked to complete an extensive psy-
chological examination.

From January of 1950 until March
of 1956, 69 candidates were tested
for 17 job openings. Of the men who
were hired, 14 were recommended
for employment on the basis of their
test results with few, if any, reser-
vations, Three were felt to stand a
good chance of being successful as
long as management was willing to
give them the particular kind of su-
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pervision and development that they
seemed to require.

In March of this year a lollow-up
study was conducted. The perform-
ances of all 17 men were roaled as
“good” or beller by management.

Few testing programs result in a
batting average of 1000, but if em-
ployers are making good use of a
reputable professional service, they
can expect seven or eight out of
every 10 men they hire to handle
their jobs successfully.

There are some abusers of tests,
of course—charlatan practitioners,
short-cut artists and even a few ill-
intentioned employers—but these

people are outnumbered by the
thoughtful and sincere profesgionals
in the field. The latter make no
claimg to infallibility, and never
expect to.

The record can speak for itgelf,
however, and it’s a good one. New
techniques are constantly being de-
veloped, and the research that is
being done on the factors that affect
job performance provides more use-
ful data every year.

You need not fear having to sub-
mit to psychological testing. It is not
a step which is designed to hinder
your chances for success. It is being
used to improve them. END
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THE NEW ERA OF SCIENCE IN ADVERTISING From page 51

The great challenge is to create a revolution in the minds of management

Achievement of the psychological
transition from frequency to sales.

Understanding of the differential
in frequency of coverage—why will
a minority of viewers see all tele-
vision shows in a month, while the
majority sees only one; and why will
a minority of readers peruse 13
issues of Life magazine, while the
majority sees only from one to three
issues?

Development of an integrated the-
ory of how the process of commercial
communications actually works.

“In my opinion, TV is not living
up to its full potential as a medium.
There must be, eventually, a recon-
ciliation between audience size and
resultfulness. It may be that audi-
ence size is not, after all, the major
factor, as it tends to be today. It
may be that the degree of emotional
involvement is more important than
the size of the audience.”

Ule counters slide rule theories

Such ideas run directly counter
to the popular thesis that advertis-
ing effectiveness is largely a fune-
tion of the number and cost-efficiency
of impressions in a mass market,
and that the intangibles of “editorial
involvement” and “commercial cli-
mate” are of minor importance, since
they cannot be measured. Ule would
argue not only that these so-called
intangibles are important, but that
they are measurable as well.

That Max Ule’s views are meeting
with resistance goes without saying.
Individuals can be found who will
agree with Ule on specific points,
but very few, even in his own
agency, dare to go as far as he has
toward formulating an integrated
marketing theory which attempts to
achieve the precision now possible in
other fields.

To a large degree, Ule bhelieves,
the great challenge is that of “pro-
fessionalizing marketing manage-
ment.”

“The big problem is management.
That is where the revolution in
men’s minds is most important. Man-
agement must learn how to create an
environment that will maximize in-
dividual creativity.

“It is not true that creativity
flourishes in an atmosphere of hos-
tility and obstacle. True creativity
is a rare bloom that flourishes best in
an atmosphere of gentleness, sym-
pathy and understanding.

“Bu~iness has yet to acquire the
same objectivity in the social as in

(18

the physical sciences. It is largely a
question of habits, traditions and
intellectual age.

Motivation research 40 years old

“Research is approximately in its
40th year as a commercial institu-
tion. But it will not mature until
management teaches administration
to accept the findings of the profes-
sional researcher and how to inter-
pret them for decision-making pur-
poses. It will not mature until man-
agement learns to accept the long-
haired individual of unquestioned
brilliance, rather than rest content
with commonplace mediocrity.

“There is at the moment, for ex-
ample, a misguided emphasis on mo-
tivation research. Forty years ago
the things being shouted by the mo-
tivation researchers were being
worked on in the universities.

“Today, these things are heralded
as great discoveries and sold with
great glitter in bastardized fashion.
Maybe in another generation these
tools will be sharpened and their use
put into proper perspective.

“The problem, then, is to develop
the professional responsibility of
both the researchers and business
administrators. There is still some
tendency for the practitioners and
the users to be incompetent. As a
consequence, successful results in
such a case are largely fortuitous.

“It is encouraging that more Mas-
ters and Ph.D.’s are going into busi-
ness. They bring with them the
habit of precise thought and a prop-
er attitude toward research.

Objectivity is a basic requirement

“The good marketing man is pri-
marily a problem solver. His basic
requirements are possession of ade-
quate tools and techniques for anal-
ysis; objectivity—the ability to ap-
proach a problem without subjective
emotional involvement; the capacity
to learn; and the ability to bring
imaginative solutions to bear or
chart the direction for finding solu-
tions.

“For those who can apply the
modern methods of problem solving
to marketing problems, tomorrow
will be a time of great opportunity.
Some people will be extraordinarily
successful.”

In Max Ule’s ideal agency, superi-
or minds apply the principles of
Group Dynamies to problem solving.
“This involves specialists sitting in
a group engaged in challenging in-

teraction of minds and ideas. A
group consists of individuals each
of whom is creative in his own right,

“Of course, if you put 12 hacks
together, you will wind up with 12
times nothing. But when men of in-
tellectual attainment exchange ideas,
there is an exponential effect, a bur-
nishing effect. Men working by
themselves tend to embellish their
own prejudices.”

Ule, for all his championing of
the intellectual in advertising, cau-
tions: “It is necessary to understand
the realities of the institutiona)
process. When my academic friends
come to me and talk of communica-
tion, I find that they do not under-
stand the institutional process of the
world outside the university. There-
fore, no communication between us
1s possible.”

How long it will be before the
radical theories of today become the
common coin of the advertising busi-
ness, Ule cannot say, but he likes
to talk in terms of “the next genera-
tion.” He has reconciled himself to
the fact that basic change comes
slowly, “incrementally,” and that ad-
justment to this truth is necessary
if the avant garde is to play an in-
telligent role in the progress of an
industry.

Mankind resists new ideas

Resistance to the new, as Ule
sees it, stems from traditional be-
havior, insecurity of the job situa-
tion, the inherent inability of the
average man to generate ideas, and
natural institutional opposition to
change.

“When a new idea is presented to
the group, the first reaction is hos-
tility or indifference, It is only by
repeated exposures that the idea has
a prayer of a chance. After the
group has accommodated itself to the
novelty of the idea, it can begin to
look at it objectively.

“I must admit that most new ideas
fail. In this respect, group resistance
is like the wisdom of the race. The
great problem is not to let the good
idea perish with the bad.

“Thank God for our intellectual
leaders who are not afraid to leave
the past behind.”

In large measure, says Max Ule,
the character of tomorrow’s adver-
tising agencies will be shaped by the
wisdom or backwardness of market-
ing management.

“A great client,” he says, “makes
a great agency.” END
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COMING —

THE ADVERTISING LABORATORY

or all intents and purposes, the major brand com-

panies are as much in the advertising business as in
manufacturing, as the article on General Foods in this
issue makes apparent. In fact, the major decision areas
these days are almost all directly concerned with
marketing. In today’s hotly competitive market, the dif-
ference between success and failure may well depend
on how wisely you spend your advertising dollars.

Many, high in corporate circles, are still not aware
that so much of the prosperity of our country is directly
dependent on the efficiency of marketing. It has taken
management some time to realize it.

Television has had a lot to do with this realization. Not
that there haven’t been large expenditures in other media;
but the nature of the investment in TV, the cost of a
single half-hour show, is such that top management must
become directly involved in the advertising program as
never before.

Not only does the investment run into millions of
dollars which must be committed in advance, but the
sponsorship of an unsuccessful program can seriously
damage a brand’s competitive position. This is not specu-
lation, but proven fact. On the other hand, the tremendous
sales power of television has been so forcefully demon-
strated, particularly among the major brands, that
management is literally forced to use the medium.

When you consider that General Foods spends more
in TV than in all other media combined, the importance
of television as a marketing tool and its effect on man-
agement can hardly be overestimated. That this is far
from being an isolated case is evident from the “Seven-
Year Media Study” in this issue.

In the light of the vital role now being played in our
economy by advertising, the views expressed in this
issue by Max Ule, senior vice president of Kenyon &
Eckhardt, are, I believe, of special interest. In “The
New Era of Science in Advertising,” Ule points out the
need for the industry to catch up in its thinking with
the achievements of our technology. No other country
in the world has yet been able to approach America’s
production know-how or manufacturing efficiency. The
next big stride, Ule believes, will come from adoption
of the methodology of the social sciences in marketing.

The day that the precision in manufacturing can also-

be applied to advertising must come. The responsibility
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is too great, the effect too important to our economy. o

Once management makes up its mind, there is no reason
why many of today’s intangibles cannot be measured.

It would be unthinkable for a manufacturer to pro-
ceed with his production line with the scant informa-
tion that is now available to the advertising practi-
tioner when plans are formulated for an advertising
campaign. Research scientists, the heads of laboratories
at so many of the major companies, carry tremendous
weight in corporate planning. Industry in general has
long been aware of the importance of adequate research
and testing in the manufacturing end. What is neces-
sary is a similar recognition in the field of marketing.

The thing so sorely needed today is the advertising
equivalent of the laboratory of the physical scientist. If
I were the president of a leading advertising agency, 1
would give serious thought to the idea of setting up an
advertising laboratory. The laboratory would be com-
pletely divorced from the usual current practice of con-
centrating on the needs of specific clients and products,
trying to determine such things as the effectiveness of
individual commercials and the audiences reached by
given shows.

Instead, I would confine the laboratory objective to
basic research, in particular to the study of research
techniques themselves. Qut of such investigations could
come the proven tools of advertising research on which
the industry could rely to produce valid answers.

An important step forward was the establishment of
the Advertising Research Foundation, which has already
done major work in the field of measurement.

Another way in which agency leaders can contribute
to the enlargement of our research knowledge is through
research grants to universities and foundations. Just as
corporations finance scholarly investigations into the
physical and biological sciences, so agencies can finance
basic research in the field of communications. The cost
is low, the potential reward in knowledge, great.

These can be significant steps toward the day when,
as Max Ule states, “advertising will move out of the
judgmental into the measurable.”

<~ S/


www.americanradiohistory.com

