Some plam Tacts about uhi

More than four out of 10 US. (v markets have uhf siations and

about 107, of all video homes are equipped to receive uhf video

In article last issue covered " How well
foes uhi sell?” and cited a number of
siles  AMeCEIses ,ll.l'-.ln'.u-"i'-'.'l fiy .ln'lrlf s fil
tiens, Now, the repuret Belone wilf glee
VIOl aan e .l-rr.'.' |r|||r||: okl i ll.lrn’ Jnrl_f MEns
bey apornsors @nd GEERcyYIen 0y an i
tive segment of U8, telecision. isn'y
an emmineer s report; s designed o
clear up a number of timebnyving prob

lems conecerning size and seeps of whi

'11 the mids=t of today’s barrage of
technical talk about whf s easy for
ngencies and  advertisers In overlook
certain time buyving fundamentals:

| F."r.l tx here to stay Yo it will
rfman in s el form for the im-
|||I'I|I..I.I:|' ||.' IUIJII! I'I!"il!'_'::ll.'
the lineup of vhi and ubf stations in
certain markets, But there's Hittle like-
|_-|||.._.|| 1h|- hi'ﬂ ||:||-|-|'|| =, "|~|r1|—~||
this season will have to live and work
with ubf pretty much the way it's been.

future

2. s prablems do not apell doom
for whi. Some uhf stations are |'|L|_i|!'
sucedsslul And veteran admen ||'|"|||
that five or six vears ago many vhl

siatiorks WiEry weathering hnandial
storms, often lozing more monev than
somne of today’s uhl stations,

4 Wany 7] ||'r_|I
wrong, They eved profits of vhi out-

OREFRIOrs g sxerl
lets, fely that 1--r1||u-liti'.-- nhi stations
wolld win a share of the tv [¥UE: SO
plier getling on the air,

b DAy ex siill the anly way .!lljr' .I'-.
van have o completely national ty svs-
tem.  Eventually, the FCA
some 20,000,000 people will depend on
somrce of 1els

forecasis,
ulif as their primarsy
viEion Lare

v URf i the only means at hand
afl |’J.‘-I |,'.tl.|.l.'_._ eleis arce ."|.'.-_ JERETTA ir- nmany
“monopoly” markets by adding multi-
|'!r' slativns

Against that background this seox:
SO reparl will set forth [or agenoymen
and advertisers the present status ol
uhi in terms of the number of uhf mar-
kets and uhf's general = ope in the L5,

It will cover: the problems of “con-

46

Llespite headuches of covernge, conver-
5P, FEren e Iurr_f. is fere For sfay, .-flf—
men can § ignaore i mast understond 1

version’ around which so much of the
cv-advertiser analysis of the worth

uhf station in 4 mixed vhi-uhf
community centers; the network affilia-

Laien |.|||.IIIII'III"- of uhf stations, kev fac-
tor in the general prowth of the uhf
semmenl ol v,

read  the [acts  about
uhls =cop, comversion and network

Belore wvou

affiliation stulus, here are a few quotes
Iy sel the stage

As mentioned before, some uhf sta-
tions are doing well. Representative of
this group i= Greenville's WGYL in
=outh Carclina. The stalion faces a
vhi outlet in an intermixed market, but
doesn’t have to fight vhf signals from
a number of nearby sonrces. Therefore
it has neither a monopoly nor over-
whelming opposition.  General Mana-
gir Ben MeKinnon told seonsor:

“We're looking forward to a very
profitable fall. We are currently ear-
rying 00 local accountz and 20 na-
tional aceounts  including  schedules
from Armour, Swift, Alka-Selizer,
Brown amd Williamson, Procter &
Gamhble, Ford and others.
pleted our first year on August first,
but we've been in the black sinee July.”

Other uhf stations told sroxsoR dur-
g its survey of uhf tv that they were
doing nicely. WCAN-TY, for exam-
|J]1r. a uhi outlet in three-station Mil-
waukee, is the exclusive CBS TV affili-
ate, and carries virtually the full Co-
lumbia tv lineup and a sizable share of
spol tv business, WMTY in Madison,
Wis, operales in what is etill a whi-
only market and haz been making a
profit of arcund 511,000 monthly as of
July. WISC in Springheld, Ill., reports
“a substantial profit” and WILK-TV,
Wilkes-Barre told sronsor they were
carrying “84 local and regionsl ac.
counts and 30 network sponsors.”  In
Portland, Ore., KFTV—the first post-
freeze uhf outlet—now carries about
5000 of the top network shows in the
ares and more than half of the loeal
business in o two-station. intermixed
market, WKNB. Hartford, iz {:r{mﬁin‘g
over a million dollars annually.

“?t -

But =uch outlets are in the minority.
The FCC recently caleulated that the
avergge post-freere ubf station is los-
img over $7T,000 a month. And some 20
ubf outlets (a1 presstime) have sus-
pended operations after being on the
air. Said John Poole. owner of uhf
KBID-TV, Frezno, which announced its
cuzpension in mid-July
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“During our six months of opera-
tion, we developed a substantial amount
of local advertizing through quality
programing and inlensive promotion.
However, the high coste (of uhbf sta-
tion aperation ) cannct be supported by
local advertisers alone. Without net-
work programs we have lacked both
network revenue and good adjacencies
to attract national spol revenue. We
intend 1o resume telecasting  when
Fresno-area ubf receiver distribution
has increased to a point where local
a{]ﬂ:rLi.s'H'lg can support an inl.!t?pt:nlli:nt
operation or at such earlier ime as we
acquire a major network affiliation.”

Station operators in the vhf hand
are sympathetic about uhf problems.
But they object to uhf station propos-
als for government intervention, As
the manager of a veteran vhi outlet
told spoxsoR:

“In our ewn particular market one
uht station iz already in bankrupicy.
.+« While ubf operators are crying for
help T think the basic fact is somehody
made a business decision to enter the
field of television and now, becapse
that decizion has proven unwise, thn].-'
are seeking legislation to improve their
financial position. | note with =ome

SWIW of uhf in the U.S.: 4. af 1 July whf became a
factar in some 4376 of country’s tv markets. Of gotal of
234 metropolitan areas with tv, 133 are vhi, 66 are uhf-
only and 35 are mixteres of vhf and whf tv. In general,
field tests (see below) show that whi signal does not
reach out as fer as comparable vhf, gives less coverage
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00000 0
status report
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1 =nbzidies.
“1 can eertainky recall | . . those of

1] H!I__'.“,’!'.'-l FOVETINTNE

us who pioneered television suffered

serions  financial losses  over an ex-
temded period of time, and to the best
of us even
considered the possibility af receiving
governmental aid to underwrite our

[V

of my recollection none

Tv buvers generally try 1o conduoct
their dealings with uhf on a business-
like basis, A= a seasoned timebuver at
a large New York agency told srox-
S0OR:

“The ‘u’ stations deserve sympa-
thetic treatment from each agency and
client as to the merits of individual
cases,  But uhf stations must bear in
mind that the experimental days of na-
tional v advertising are over. We
must look at each market situation and
station on the basiz of: (1) do we need
this market in oor lineup? and (2)
Whal's the cost-per-1.000 outlook? It
i=n’t that we're “for” or ‘against’ whi
television, Costs in uhf tv have to he

an whf outler in

Conversion in “‘mixed” areas: ;.
three uhf markets, there (s strong vhf competition. Fiew.
ers in these markets, for most part. must buy speeial “con-
verters” fir xee mrj_f.
depends on how many petwerk shows can only be seen
“miixed” arens, ARB research indicates

justified o clientz, often on the basis
ol sketchy
the justification doesn’t meet certain
buying yardsticks, we're naturally hesi-
tant aboul our uhl recommendations,”

II l‘ll'l'l' il |||‘:|
-||:i|||||;_'- -.:[ u||inill|:| abvout uhi. Faor
the most part they are resctions to
uhf’s current status as a portion of the
But where, exactly, does

I‘I':-I'illlll. From slalbions, If

are o course many

tv medium.
uhi stand? Here are the more perti-
fats

lvzar in

ties

uhf

nent advertisers  and  age

F|Il.-l]||| |:'|i|1-| :||".;:'II||iI|:

television,

Seope: Uhi s a factor today in more
than four out of every 10 1:; T
nilies,

According to NBC TV'a monthly
«ount, h!!ii'll Lises ."rnlr'.'. ”r]’.'rrr:'.:_r'.lrru'rl!:;s
definitions of U, 5. market areas, there
were 234 active tv markets as of 1 July
1954, 0 1533
15355 ), O are ll]]f—tl!lh areas and 35
are ntermixed. That means uhf sta-
tiong are found in 4395 of all L5, tv
markets, |.-1|.|_'II.|:II|}'. 1l|1- r||i||||‘-|'|_' uf in-
termixed arcas is higher. The NBC
TV vardstick is whether or not there
are hoth uhf and vhi outlets originat-

t]l“?t‘. are v hl-lrrli‘-'

(Please turn 1o page 130 )

ane aut ol every

fneentive to convert vhj-only set
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UHF FACTS

(Continaed from page 47)

ing in the central city of the market.
In the case of cities that get strong
rr'ir|_~_r:- [t'i'l‘lllj“ll af v, like Atlanti
City, they are counted as ubl-only de-
spite vhi competition. |

In terms of stations, al presstime,
this is-the situstion; There are 390 1y
stations in the Us and it possessions,
Of these, sctually 373 are in the con-
tinental 1.5, and are commereial sta-
fioms. (4 this grouop of 373 slations.
119 are uhf stations which means that
about one out of every three commer-
cial television outlets in this country
now on the air i= a uhf station,

Uhf is also growing as= a faclor in
the tv home countz, Last November,
when AL G, Nielsen made a sel count
for CBS TY, uhf homes amounted to
4% of the tv home total. In January,
Martin Codel's Telepision [gest sel
the mark al around 7.53%:. Late lasi
month, NBC TV made an unofficial
guess that uhl homes now amounted 1o
“ahout 10557 of the:total, This ﬁ'_.'!.lrt‘
15 still Fruwi“:_!’ :‘_‘:1Fsid|‘_.‘. The RETMA
calenlates that about 205 of all tv re-
ceivers now being manufactored are
geared for uhf as well as vhi.

The pumber of cities in which ohf
and vhi stations compete  directly,
apart from any “outzide”™ competition,
is likely to po up. By the FCC's 1
July count. there were 58 uhf channels
in 37 of the top 100 markels still poing
begging. Since all of the first 35 and
about 757% of the rest of these top 100
markets have vhi outlets, opening up of
these uhf channels will create addition-
al intermixture,

Spmmed s, the sitnation looks like
this:

1. Uh{ is currently in more than
four out of 10 tv markets, and the fig-
ure is likely to zo higher rather than

Il.l“l‘l.

2. About one in 10 v homes in the
1.5, is already equipped to receive

uhf.

3. Uhf is far from being an ubiqui-
tous factor, But it is in =0 many mar-
ket that sponsgors can hardly avoid
making “Shall we buy uhf?"” decisions

EIY IOre;

Conversion: Thiz j= the great buga-
bioo that faces the uhi broadeaster in
intermixed areaz, It haz itz basiz in
the fact that a vhi sl cant receive
ubf sigpals withowt modifications in

antennn and tuner.  Ina ghf-only mar-
ket that is untouched by vhi signals
of any kind, the problem doesn’t exist;
everybody buye an “all-wave™ receiver
ar one that is adapted for uhf befors |
it's sold. But in a market where a uhf
station goes on the air in competition
with an existing and popular vhi sta-
tion, viewers must be p:r.‘luldl.‘d e
way or another to add & converter.
L'hf i= thus at a disadvantage: viewers
miust plunk down anywhere from 825
to &100 10 add the new program seurce.

How cuickly  viewers: convert de-
pends on how much incentive there is
to alo =0z nobody can foree viewers to
add a uhf tuner. Roughly speaking:

. Where there is plenty of program
choiee on vhi channels, viewers drag
their feet in making the change, Some-
times even if the uhf carries network
shows viewers aren’t quick Lo convert.
A prime example of this is WFPG-TV,
a uhf outlet that recently FLIFJ.II:IIdEd
irperations in Atlantic City, Although
the station started out with all four
networks, it oltimately lost 33 half
hours weekly of network shows through
cancellations. Said the station: “Super-
power :I1|l.‘trﬂ|.il:!|il-'li'| market vhi stations
60 miles from Atlantic City established
a concept af coverage gvnrralh satisfy-
ing television viewers.™

2. Where network programs shift
to a uhf outlet in an area where views
ers cannol get the same shows on near-
by vhi outlets, the story is quite dil-
ferent.

Timebuyers make day-to-day decis
sions based on conversion figures such
az those published by American Re
search Bureau. ARE, which has made
four studies of intermixed vhiauhf
areas, reported recently that where &
uhf station ie in against one existing
vhf station. in six months there'll be an
average of G347 conversion. Where
the uhf is in against two vhi outlets, the
figure drops to 4040 . Where the uhf
compeles w ith three or more vhi out-
lete the conversion tale in six months
i= only 27.5% on the average.

Stations urze that tv buvers should
i Imoneg  use rur|'|.'4'r-.='|un ||Fﬂ:m:l§ﬂ
blindly than they should use ratings &=
the sole vardstick in buving a station.
“A conversion percentage.” uhf ste
tions =ay, “should always he viewed in
the light of ‘percentage of what?'®
Obwviously a uhf station thar has
achieved W17, conversion in a market
of S006M) tv homes is nol serving 88
large an audience as one that has got-
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tem, say, M17E conversion in oo micket
of H00,000 tv families.

The growth potential of time slots
om uhl stations, the ulf operators feel,
And ARB's con-

seem 1o

varies congiderahly
|see above)
bear this out. If a ohf station i= up
against considerable vhi competition
and lacks program ammunition with
which to do battle, conversion rates are
likely to drag. But whero there is lit-
tle vhi competition, a time slot may
imiprove rapidly in value as conversion
rates go up. spureed on by the desire
of viewers to watch a solid !i.lll‘l.l]l of
chiow= on the ubf outlet,

version figures

ANetwark u.l‘fil‘im‘i-m: .|-|||- r||:|.|-|ril:.
of uhf stations with network afiliations
CHTTY their pnetwork Programs on a per-
program bazis, That's because only
about three uhf stations are the ha-
sic “must buy” category of network
programn Iiru'uph‘. Most uhf stations
are secondary or - supplementary  out-
lets, due to markel size or et conver-
#ion rates,

Fhe problem here i= very similar 1o
that harassing uhf stations in the na-
tonal spot tv field. When an agency is
riding close herd on client costs in net-
work tv, every station added to the
lineup must be justified on the basis of
such factors as r.'llillgl_:-. audience sizes
and cost-per-1, 000 homes.

On “long list” network buying,
where the client i= trving to get the
widest possible exposure for a network
tv show with cost a secondary matter,
uhf stations come i for a chare of
businezs.  But in “short list" purchas-
ing, where the linenp consists mainly
of the “must buy"” stations and a few
extra outlets, uhf stations are often
pasged over by agencies who  feel
they're not yet competitive enough to

warrant beimg in the list.

Result: Mot uhf stations dan't car-
1y as much network programing as vhi
ountlets in intermixed areas, although
uhf stations in ublonly areas often
carry a full load.

According to the FCC, in intermixed
eities over 250,000 population, the me-
diun vhi outlet carries 37 hours a week
of network programs while the me-
dian uhf outlet carries only about 19
hours,

This is what & numler of uhf broad-
vasters {some of whom asked that their

Irlllj

names  be  withheld) SPONEOR
about networks and uhf:
From WCOV -TV, Montgomery,

Ala.: “Sinee our station is the only one

- o - w -

ssl think 1 sew o growing confidence
among students of business conditions
that we can mainiain o continning in-
ercase in our standard of living., Cer-
win Kinds of readjustment are not es-
enpable i we are to remain sowund and
healthy but we ought o be wise enongh
to aecomplish them without plunging
ourselves  inte major and  widespread
liquidation. During the past vear or
wo o of our colid accomplishments
has been an end of dependence upon
continually rising prices for the stimu-
lus 1o our well-being. Wages have gone
up . . . while prices have been abont
I.lll(‘hunged aerosssthebeard. Thi=s means
a substantial inerease in real e,
in the standard of living amd in the
market Tor the goods we ean prodiee,*®
HENRY B. ARTHUR

Eronomist

Seeift & Co.

cﬁinu"n

*

* * L

* * * * w * b

in the market we have all four net-
works, We have a primary affiliation
with CBS and expect to retain it.”

From a whf station president in e
Southwest: “One hellova problem.”

ll|I

1t
Talking About , .

KRBC-TV

Abilene, Texos

Represented  notionally by
JOHM E. PEARSON TV Inc.

132

Your Product Iy Warth
L
Worth Advertising On

Ny sl

| Ourlook: What's ahead for the com-

| subeommittes  hearings on  ubf in

From WITV, fackson, Miss.: “Basic
affiliation with CBS and national rep-
resentution by the Katz Agency show
that uhf stations can be recognized and
can be treated with equality where the
individual station’s efforts and stand.
ing earn that recognition,”

From a v.p. of a California uhf sta-
tion: “We have no network affiliation
prablems, We are a basic ABC affili-
ate and currently carry many of the
top CBS programs, There has seemed
to b some reluctance by some network
sponisars Lo enter this uhf market; how-
ever, this too is rapidly breaking
down.”

From an exvecutive of a Texas whf
outlet: “Network officials seem to feel
ﬂ;‘at peaple watch vhi and horses watch
uhl,”

From the general manager of a whf
sintion in Kentweky: “We are unahle
to get a basic contract. All programs
carried had to be submitted to one of
the vhi stations in town, first on a live
then on a d:f]a}'trtl-brqaﬂlzasl. haﬁ.i. I)e-
fore consideration could be given to
our outlet,”

From Arthur L. Gray, stotion mana-
ger, WIRKTYV, West Palm Beach,
Fla.: “No problems as yet. We are
presently affiliated with ABC and Du
Mont. A vhi i= coming into the mu’ql‘.
very soon and 2o far we have no indi-
cation of whether we will lose our nes-
waork to the vhi station,™

From William F. Craig, vp. of
WLBE-TT, Muncie, Ind.: *We were
able to obtain alffiliation agreements
with all four televigion networks. Ta
this end, we prepared a great amount
of factual data concerning population,
incomes, retail sales, etc. It was our
premise that  television market must
be considered not from the size of the
city from which its programs originate
but upon the population, retail sales,
eie. of its potential coverage area. |
believe many of the stations that have
elaimed 1o have difficulty in cbtaining
a network affiliation perhaps may not
have properly presented their case to
the networks.”

mercial future of uhf?

There are indications now tha ubf
may get a helping hand from govern-
ment, After the recent series of Sennte

Washington, the problem has been
handed to the FCC for further study.

A special committee iz expected to h‘-l
formed soon to look over possible re-
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[ uhf and vl Irequoencies o

RRPLLIR |J||f stafions @ more < -II|||||'|:I-

[ i And, thes ire MmMaoves
oot 1o remove the excise tax on all-
wil {uhf-vhi Iv receivers, allocate
havieslieg sub-stations to uhl outlets
for increased coverage and Lo step up
the pumber of v =lalions &ny one

roadieaster can own to include more
uhl =stations

On the advertiging Tront, agencies
nry i.----||| g o |||.|-:|' nare =|--l| .illli
uhf outlets

showing sizable au.

network busginess on this

W h are already

conversion rales (in mixed

markets) and competitive costs-per-

I'hete's [eri tically mo  indication
inywhers that ulf, as a whaole, is going
to fall

(n the other hand, the si

1 F|||i|I1 toward a conltinuing
vrowlth of uhi :|.|||||;_' the lines of its
present development,  Time, most ex-
perts feel, will solve many of the pres-
uhi difhcultes,

castérs, Uime may

el ]'.--l Seapnne |-|--.-||]-

bring a cruel solo-

But for

stations time will bring an opportumity

Lioa; '.'-.l:lLIIIFII'} mast whi

lo improve programing, both national
and local, and to win a firm footheld

in the tv .||§|.|'Il|~|||.:-_' medinm. * k%

WTRY

ALBANY SCHENECTADY TROY

SEE YOUR
HEADLEY-REED Man
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DOESKIN ON THE AIR

(Continwed from page 43

14 L. Lime ||!'l|.'l=|. Noeskin's mes.
sage started to appear on Thursdays at
(1 pan, To make its broadeast ad
\-gli-—lng ||||.--rl|.|:||| EVET more 1'Ei|'l'1il|'!'.
1954 Doeskin decided to go
weeks kate's
add Robert (), Lewis on 204 stalions
ol the CBS Radio network (Saturday,
11:45-12 noon)

early in

nlternate Ol show and

lo ite national ecover-

L] Rulert l.l. delivered the Doeskin
P RLRE T (E11] :1<'t'.'.|rIL r:l.l“u {l-l !:‘: 'l'-l'l'L"
slartin 1‘u||!|i 1054,

Doeskin  liked  Lewis” spiecial - but

“sincere” approach so much that it has
picked him to spearhead its network
v efforts for the 195455
Starting 13 September, the firm will
sponsor @ Lo-minute segment of his
e 1'|||a|'|1|i1't-[.|i:{i,i'. 2230 . "-hl’lh‘
on CHS TY. Doeskin's aegment will be
Friday 2-2:15 p.m. (The Kate
=mith show’s off the air. |

SCASTHE.

Doeskin in it= consumer advertising
tries 1o pet across the dea that Doeskin
i= the quality tissue. The copy points it
uses in order to accomplish this are
comprehensively covered in oa “copy
sheet Ralwert
). Lewis works to deliver the commer-
cials in hi= own style, Copy points are

pelatform™ from  which

ug follows:
So—b—a

Softer,
alr MIZET,

¥ :..'I']I'J!'.

Muore absorbent,

Don’t seratch
ordinary tissues do,

No skin's too tender for Doeskin.

See their sparkling whiteness.

WK, not 300 tissues to a box,

pr irritate the way

Never contain any harsh particles,

No harsh chemical additives,

Completely integrated . . . from fin-
est spruce pulp in our own pulp mills
to the very finest quality tissue . . .

Daoeskin 15 the gquality tissue—the
standard for all the industry,

Lock for Dottie Doeckin,

On the Kate Smith show, the gentle-
of the
tissues were stressed in s stopamotion
puppet film featuring Sam Sneeze (a
gentleman with a very large, very red,
and Dottie Doe-
company trademark. Sam

with stuffed n

seratehy

ness, softness and absorbency

irritated nosel
the

viry
skim.
L l-l|||‘|.|l||—

“Phoge
Ihiey

wild

ine thiese tisses]

my nose!
WILD!"
Dieweskin

||1”| .!.||1'1.-||' |||I'.iu,:,;
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il!llli'iil"-. EAVE

[hoeskin tissues . .
thev're so—o—o0—u gi"nlh‘..h

Sam “MNa
encugh for my tender skin!™

Whereupan Dottie replies, *No skin'e
too tender for Doeskin, You'll love the
gentle of Doeskin
Buaby's skin loves Doesking, too.™

By stressing quality, Doeskin states
that it i= operating on the theory that

-i-ulili.:ll_;:h Sl | Iy

anarls, tissue is pentle

soflness (NELTITECN

there are enouezh |_|1_-|:5|]|' around who
are quahity-conscious and who are will:
ing 1o pay a little higher price for a
better product,  [ts sales are evidence
that the company is probably right.

But in order 1o =ell any product,
whatever the price, it must be easily
aviailable and wvigible o customers in
the retail outlets. Doeskin is well aware
that mass displays of a product in a
super market sell better than merchan
dige erowded on chelves, It haz heen
able to set such displays in numerous
outlets on the strength of its air adver-
and  poodwill  building  with
wholesalers and retailers,

tising

Mas= dizplays are vilal also because
tissties are very much an impulse-pur-
chase item. In a survey made by du
Pomt in 1950 aof Iy pes of jluﬂ'im!!".‘
made in supermarkets (in which prod-
witls weres hroken down into punhaﬂ:s
“planned,” “generally planned” and
“unplanned™) it was found that 65.4%
af all “paper towels, tissues and nip-
kins” were “unplanned™ or bought on

impulse, They were the second-highest
impulse item, candy being first.
Sales leader in the Doeskin family is
the box of 300 cheets (200 two-ply ).
Ihe tissues are also available in boxes
of 200 sheets, 250 “deluxe™ colored
tHssued, 500 sheets and a family pock
of 1000 shest=. This last was intros
dused 1o the public in December 1953,
Doeskin  feels the “giant™ size has
ureal  possibilities.  Company  execu-
tives are excited aboutl current plans in
the making to give it a special sales
push. It retails for 79 a package.
Doeskin bhoth il
dinner napkins but it is the dinner nap-
kins that get radio-tv advertising. They
are large-sized napkins (about a foot
and-a-half square) and a package of
6l =ells for 49, Here, too, the “quali-
tv"" and “luxury” appeals are stressed,
\n excerpl from one of the commer
cials delivered by Robert (). Lewis on

=ells luncheon

!:HHn

T've discovered that many
what we think of as luxurie= are aciu-
That's cerlainly trueg

TUTS
times,
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