LEVISIO

MAGAZINE

QOver 8,000 hours of syndicated
programming . . . 2,500 new feature releases

... 45% of prime network time on film

On the networks in syndication
... features . .. commercials—

what's ahead for the coming year?

\ne grower must often wait many, man
¢+ ¢ his rare vintage to mature and his investme:r G
% turned in the market place.
1ot Television, the value of good time periods grow. .aich
© he program (or commercial) making its debut to thou-

“s.day will be viewed by many more thousands tomorrow.
% because thousands of new TV sets are bought daly
amwing time per home keeps increasing.

! ays to make Spot Television your basic advertising
W1. And, as your Petry account executive will show you,
dare fund of research and descriptive data can be of much
atiyour Spot TV planning.

- ... Atlanta  WSM.TV Nashvilte
. Baltimore WTAR-TV Norfolk
L] Chicago  KMTV Omaha
s 3 . Dallas WTVH . Peoria
1l Durham-Raleigh KCRA-TV . Sacramento
" s Erie WOAI-TV San An’?nio
o Houston KFMB-TV San Diego
o - KTBS-TV Shreveport
... Huntington WNDU ' Sound Bend
- L . Jacksonville | pem Ty Spokane
4.” - Lansing KOTV Tulsa
- . . Little Rock KARD-TV - Wichita
- Milwavkee  ABC Pacific Television
. _ Minneapolis-St. Paul Regional Network

Edward Petry & Co,, Inc.
THE ORIGINAL STATION REPRESENTATIVE

NEW YORK * CHICAGO * ATLANTA * DETROIT * LO5 ANGELES * SAN FRANCISCO * 5T. LOUIS
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13th year of publication

TELEVISION

MAGAZINE

FILM FOR TV-1956 - VOLUME Xill, NO. 7 - JULY

Tow Yiar Ankan . 18
il ol the crossroad. —an evalualion for buyers of TV film
L Twelve Leading filan sen probe Lheir induslyy’s fulure

A O G NS , v MARKET DATA and set circula-
Now  more innooalions, amore film Lhan ever before tion for every county in each TV
) , e market — these exclusive features
Synprearen ks 4 appear in TELEVISION MAGAZINE’S
Status yeport and forceasl on supply, wndience polential Market Book, to be published in
) August. This data will be presented
FEATURES 01 in two forms: an alphabetical di-
2,500 filws - o aoill they chaonge TV rectory of the states and their
counties; a listing by markets, giv-
Avverriser Usg 68 ing the counties included in each
Haow and why 139 adverlivers use film market, the circulation as of Au-
gust 1, population, families and
COVIMERCIALS 72 Effective Buying Income for each
“Peeduce the ganhle” (s wow Lhe walehwoyd county and for the total coverage
area of the market.
PROCIAMS IN SYNDICATION 78
A divectory of avaidable shows by lewglh, program lype
THE SYNDICATORS 82
A diveclory of the wosl aclive distribulors
Ity Buyine Guing 87
The valing vecord of hiosyudicaded shows Fredorick A. Kugel, Editor and Publisher
1 91 Herman W, Land, Executive Editor
T SRV I ; . AMERCIALS Y A
Do Thry Revieviser Youn (‘<m.|\|| I IA’I : ) Abby Rand, Managing Editor
TELEVISION MAGAZINGS Coulinuing Audience Shudy . )
Geri Cohen, Feature Editor
Ed Foldmann, News Editor
Barbara Landsberg, Editorial Assistant
Gorald Firostone, Manager of Research
) Nat Rubin, Research Assiston!
Harry McMahan, Linnea Nelson, Tad Reeves,
Contributing Editors
Loncstiory 7 Jack L. Blas, Business Manager
lrocs on 1 SINISS ) Robert Lewis, Advertising Manager
Eli Mikals, Sales Service
» .
1POR i sl ‘ R
DU TR OO R R 51 13 Frank Orme Laurin Healy
‘ i Office
Corowr L R Los Angeles Office Chicago
e 21 1749V, N. La Broa 360 N. Michigan Av.
MEVIA AN OoN 11 CoVVERCIAT 2.
o ’ 22 I'ublished tmonthly by the Frederick Kugel
LuNCHEON Wit laNNIA 14 Company, Inc., 600 Madison Ave., New York
e 22, N, Y., Plaza 3-3671. Single copy, 50 cents.
Prors ann Prsiog s 14 Yearly subscriptions In the United States, it®
' possessions, and nations of the Pan American
Reciver Civcuvarion Revowr von Juny 97 Union, $5.00; in Canada, $5.50; elsewhere,
fud el ) . ) ' s $6.00. Socond-class mail privileges authorized
wdepeudenl selt-connl cxlomades forp all TN wrheels at Now York, N. Y. All rights reserved. Edi-
f , torial content may not be reproduced in any
linrvomiar, 120 lorm without permission
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The more than 500 radio relay towers of
the Bell System are found in all imag-
inable types of terrain from a Nevada
mountaintop to the roof of a New York
skyscraper. Yet each must be accessible
for maintenance in any season, and under
any weather condition.

So the Bell System builds roads which
help insure dependable network service
for the television industry. In bad weather,
jeeps or specially designed snow tractors
are needed in some locations.

Access road to radio relay station, Rocky Point, Nevada.

A TV CHANNEL IS PART ROAD

For a radio relay network is more in-
volved than it might appear. It needs
access roads . . . and generators for stand-
by emergency power. And it requires a
skilled corps of highly trained mainte-
nance experts across the nation, always
available when trouble occurs.

Every Bell System relay station is a
combination of all these many elements.
Together they help insure the best tele-
vision transmission it is possible to pro-
vide across almost 70,000 channel miles.

BELL TELEPHONE SYSTEM

PROVIDING INTERCITY CHANNELS FOR

NETWORK RADIO AND TELEVISION THROUGIOUT THI NATION

www.americanradiohistorv.com
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Truly a series to quicken the heart-beat of your

ALL*HOLL Yw community, increase SALES of your product! s
\ ?Y,?‘\O\)\ S\'\\?\' ¢ 0o CAST Wire or phone for an early audition. Markets are, £
} v 52“0“\5\9\\\ " ELABSOTR:(:\NG‘ closing fast . .. yours may still be open! HURRY!
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starring

YACDONALD 4

CAREY .,

in the exciting role of
o

#JNG “DR. MARK CHRISTIAN”
%}Z @/%/% THE KIND

(AN YOU'D WANT FOR YOUR

2ILY'S PHYSICIAN AND FRIEND.
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nothing succeeds Iik/sim/&ess!

out in front . ..

for the fifth month in a row

WEIL-TV was rated Ist

33.3% more often than Station B
225.9% more often than Station € WFIL-TV

PHILADELPHIA, PENNSYLVANIA
Monday thru freiday, 2:00- 1100 PM . . . the heart of the TV day.
MORE PEOPLE WATCH CHANNEL 6 MORE OFTEN CHANNEL 6
THAN ANY OTHER PHILADELPHIA TV STATION ABC-TY o BLAIR-TV
SAmeiican Porearch Bureon, Apel 1956

tparated ty: Radio and Telovision Div. / Triangle Publications, Inc. /| 46th & Market Sts., Philadelphia 39, Pa.

Philadeiphia, Pa. / Binghamton, MY,/ Flarrisburg, Pa./ Altoona, Pa.
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LONGSHOTS

WILL PAT WEAVER AND NBC PART COMPANY BY SUMMER'S END? According to per-
sistent rumors, final negotiations are now in works. Most influen-
tial man in programming matters at NBC is said to be v.p. Manny
Sachs; his role at network is assuming greater importance than
ever before.

LOOK FOR TV FILM COSTS TO GO UP. Combination of increased union minimums
and growing demand for quality is creating new cost headaches for
producers. These will be reflected in higher client expenditures
next season for new syndicated, network-film programs and
commercials.

MOST PROGRAMMERS DON'T EXPECT NEW FEATURES TO HAVE SERIOUS EFFECT. A few

feel strongly they will have profound impact. They predict January
of next season will see revampings of program Structure with

large sums going into half-hour and hour shows in effort to boost
guality in competition with big names in newly released features.
(See statements of film leaders in Film At The Crossroa@;)

NETWORK SHOW MOST DIRECTLY IN LINE OF FEATURE FILM FIRE IS "TONIGHT." Late
night feature slots throughout country figure to be strengthened
by heretofore-unavailable feature properties; a number of stations
are already moving these slots to earlier starting times, like
10:00 and 10:30 p.m. (See feature film section).

CBS INSIQ@BS TALKING ABOUT EMERGENCE OF V.P. RICHARD SALéyﬁf as key man-
agement man. There is very little of importance at the network
he doesn't get in on.

GOVERNMENT OFFICIALS SAY AFTER RECENT SENATE HEARINGS that if they had
doubts before, they are now completely convinced of need for net-
works and network option time. Senate action in the future will
be more along lines of keeping FCC on their toes.

INCREASED EMPHASIS ON COMMERCIAL FPRE-TESTING IS UNDERWAY. More and more
advertisers with huge sums of money at stake are sSeeking before-
the-fact evidence of effectiveness in their commercials. Watch
out for unique pre-testing gimmick designed by Kenyon & Eckhardt,
now installed in Grand Central Station. A passerby will be able
to view commercial on a jukebox-type set up, and be able to
record his comments.

DID PESSIMISM ABOUT TOLL TV PROSPECTS SPARK MAJORS' RELEASES TO TV? Notable
Hollywood holdout has been Paramount, which has major interest
in International Telemeter toll system. Speculation is that the
others released on hunch that pay-TV would still be long time
in coming and that it would be better to cash in before free-TV
market was completely swamped.

TELEVISION MAGAZINE « JULY 1956
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WHEN YOU BUY ATLANTA...BUY (Waga-tv
AND GET A BIGGER PIECE OF THE MARKET!

There’s nothing like WAGA-TV to assure you of a bigger
piece of the growing Atlanta market. Greater coverage and
more viewers. Compared with other Atlanta TV stations,
WAGA-TV reaches an extra 300,000 or more people with an
extra $300-million in spendable income. Full facts about @

WAGAIland are in booklet form, which we’ll be happy to send
on request.

TOP DOG IN THE NATION'’S 21st MARKET

Mt ey
' ./ 100,000 ;
ga{ -t V cl:va(:\'r'\sel g

. cBS-TV in Atlanta

Represented Nationally by
THE KATZ AGENCY, Inc.

STORER BROADCASTING COMPANY SALES OFFICES

HEW YORK--118 E, 57th St. -TOM HARKER, Vict Presidont and National Salus Director » BOB WOOD, National Sales Manager
CHICAGO--230 N, Michigan Ave. » SAN FRANCISCO--111 Sutter St.
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July, 1956

April gross network billings totalled
$38,964,728, an increase of 199 over
gross billings for the same month of
the previous year. The April gross
foreshadows a record-high second
quarter.

Alcng with such traditional yard-
sticks of television growth, presented
at the right are some of the im-
portant data submitted as part of
CBS’ testimony to the Senate Com-
mittee on Interstate and Foreign
Commerce. The three networks’
statements at the recent hearings
constitute an unusual and significant
description of the status of the in-
dustry—the decline of cost-per-
thousand, the increased reliance on
a variety of program sources, the
extent to which viewers have a choice
>f channels.

The data alsc indicate the extent
to which film has become an integral
sart of network programming. Cap-
suled below are some additional sta-
;istics on the scope ol film in TV—
che amount of programming avail-
ible, the portion of network time that
vill be devoted to film next season,
he number of new programs.

The implications of these figures
ire interpreted in the various sec-
:ions of this special Film Issue.

TV FILM

v Hours of syndicated film available next season 8,000

Number of syndicated series available next

$@ASON . ... . 325
‘Number of newly produced syndicated series

announced to date . ... 14
‘Number of first-run-off-the-network programs

announced for syndication to date .. 8
Number of newly released Hollywood features

entering TV this year 2,500
Percentage of network prime-time hours on

film scheduled for 1956-1957 season........44.3%

ABC
CBs
NBC ..

focus on BUSINESS

TV NETWORK BILLINGS

— 1956 1955
Millions A
Aprit '56 April ‘55
o5 ABC 56,173,922 § 3,527,558
cBS 17,654,210 15,426,214
DuM — 462,335
40
N / 9 NBC 15,136,596 13
. _
35 4 Total  $38,964,728 532,702,040
y o,
g
Y Source: PIB
JAN FEB MAR APR MAY JUN JUUL AUG SEP OCT NOV DEC

TV NETWORK REPORT KEY DATA FROM CBS TESTIMONY

HOW WIDE IS VIEWERS' CHOICE?
As of January 1, 1956:

94.4% of U.S. TV homes
served by 2 or more stations.

87.3% of U.S. TV homes
served by 3 or more stations.

WHAT ARE THE SOURCES OF CBS PROGRAMS?

Production Sponsored broadcast hours per week
source April, 1956 April, 1954
QOutside 36, hours 50.2% 27%, hours 46.6%
Ovtside and

CBS TV 193, 271 81 14.5
CBS'TV 16V, 22.7 22y, 38.9
Total 723 100.0 581, 100.0

By the end of 1956, CBS estimates its total program-
ming will have totaled 2,561 hours. Of these, 1,508
will have been produced by the network, 1,053 in
association with outside sources.

TV MARKETS

JUNE |, 1956
1-channel markets .. .. ... .. 1358
2-channel markets .. 75

3-channel markets 32
4 (or more)-channel markets . 14
Total markets ... ..o . 256
Commercial stations U.S. & possessions. .. 443

Source: TELEVISION MAGAZINE

www.americanradiohistorv.com

WHAT'S HAPPENED TO NETWORK C-P-M?

1949 $3.93 1953 $1.60
1950 2.84 1954 1.77
1951 2.03 1955 1.79
1952 1.80 1956 1.76

HOW MUCH FILM DOES CBS TELECAST?

Total number of broadcast hours*. 86V,
Number of sponsored hours 723,
Number of live sp ed hours 553,
Number of sponsored hours on film 17

*For single week ending April 7, 1956.

Source: CBS Memorandum to Senate Committee,
“Network Practices’’

TV RECEIVERS

April ‘56 April '55
Production 549,632 583,174
Retail Sales 347,630 411.748
Sot
e —
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Television’s incredible statistics can
be even more bewildering in this
record year —if you don’t watch them
very carefully all the time.

Take the question of measuring* a
program’s popularity. Do you count
the total audience —the number of
people who tune in during the course
of a program (including those who
tune out after sampling it), or do

you measure the average audience
—the number of people who watch it
during the average minute?

=
N

PO b

B

Without a single family changing

a minute of its viewing behavior you
can arrive at a surprisingly different
set of figures.

The total audience™ measurement
can produce the most astronomical
numbers. But the average audience
concept has far greater value for a
sponsor. Because it is a much more
accurate index of the number of
people who have seen an advertising
message, it has clearly gained more
acceptance in the industry.

= 3y

*All data based on NTI Averages: Octo
**On this basis too, CBS Television

The clearest single fact about the
1955-56 television season to date is
that on an average audience basis
CBS Television broadeast 7 of the 10
most popular programs at night and
8 of the top 10 in the daytime.

Moreover, its average program had
a 12% larger rating at night and

a 64% larger rating during the ds
than the second ranking network.

A record that continues to establish
CBS TELEVISION as the
world’s largest advertising medium

P akead
with 6 of the top 10 nighttime prog ams, 8 of the top
daytime programs, and averages both day and B
1 million more viewers than the second ra nking

ork.

&
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The “A” pictures
are on
KPIX —

~
>/ & W\
C’\(A____/7

e

“Jubilee “The Big
Theater” : MOviess |

10:30 p.m. to midnight (Monday-Thursdéy) .
10-11:30 p.m. (Monday-Thursday)

StaI’I" 1ng - For the first time on TV the entire feature
production of a major motion picture studio . . .
Loretta Young, Joseph Cotton, Audrey Hepburn plus the David O. Selznick pictures.
James Mason, Rita Hayworth, William Bendix :
and many others. Starrlng :

Participations and half-hour units

now available. John Wayne, Cary Grant, Irene Dunne,

Katherine Hepburn, Frederic March, Ginger

A' big show, featuring only top stars and top Rogers, and Fred Astaire in some of their
tl'tles’.”l"'{xese are Class A pictures: “The Cham. greatest films.,
‘I"'l;}!:.. II\Iiome of the Brave,” “Intermezzo

1rty-Nine 2’ i 2 ’ i
ol noilv h Steps.” This show ig ready for Here's the greatest movie package ever to hit

TV. All films are new to TV in this market. All

 top names and talent. We’re ready to schedule

“The Big Movie’ as soon as present commit-
ments expire. Approximate starting dates:
Monday, Aug. 6, Tuesday, Oct. 2, Wednesday,
June 20, Thursday, Sept. 6. :

Don’t wait!

Call Lou Simon

KPIX Sales Manager, at Prospect 6-5100

or A. W, “Bink” Dannenbaum, WBC

General Sales Manager in New York, at MUrray Hill 7-0808.

In San Franmsco « « « No selling campaign is complete without the WBC Station

KPIX..5

@@ WESTINGHOUSE BROADGCASTING COMPANY, INC.
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report on spot

Three-city analysis of spot use by beer, gas and lubricant advertisers

eer companies and gas and

lubricant advertisers have been
raditionally heavy on sponsorship
f sports and film programs. That
hese patterns are still in force is
orne out by analysis of BAR data
m spot use by these categories in
\pril and May.

In Boston, five of the seven brew-
ries active in TV, sponsored pro-
crams. Two used syndicated film,
wo used newscasts and one, Nar-
agansett, had a Saturday afternoon
raseball sponsorship.

In Minneapolis-St. Paul, most of
he programs sponsored by beers
vere in the sports category. The ex-
eption was Badge 714, a syndicated
ilm used by Hamm’s.

In San Francisco, there was more
liversity. Falstaff was the heaviest
iser of programs, backing a half-
wour strip, San Francisco Tonight,
ind a syndicated film, Celebrity Play-
ouse. Hamm’s had four shows in
his market: a film, a baseball spon-
worship two afternoons a week and
t  half-hour program, California
Tayride.

Among the beers in these three
:dities, the biggest users of an-
ouncements were Narragansett in
Boston, Grain Belt Beer in the Twin
Cities and Regal Pale and Burger-
meister in San Francisco. Heaviest
[D buyers: in Boston, Schaefer; in
Minneapolis-St. Paul, Grain Belt; in
San Francisco, Lucky Lager.

As would be expected, the activity
of the beers was concentrated in the
6-11 p.m. period. Exceptions were
the various baseball sponsorships,
the ID campaign of Krueger in Bos-
ton and the Budweiser participations
in San Francisco.

Among the gasoline and lubricant
companies, the biggest user of ID’s

To page 16

HOW BEER ADVERTISERS ARE USING SPOT TV

BOSTON (BAR report Week ending May 5, 1956)

Daytime Night Late night
(sign-on—>5:59 p.m.) (6 p.m.-11 p.m.] (11:01 p.m.—sign-off
Advertiser | Ann. Part. Id’s. Prog. Ann. Part. Id’s. Prog. | Ann. Part. Id’s. Prog.
Ballantine t 1 — — 4 1
Carling — — — — 2 — - 1
Dawson [ — - — 1
Knickerbocker | — — — — 4 —-
Krueger | 2 — 5 1 1 — 2 2
Narragansett jo— — L— 1 4 - 1 —_ —
Schaefer - — — 10 - —-
TOTAL | 3 — 5 1 1 1 B 6 1 2 2
Baltantine ““Highway Patrol’’ W. 10:30-11 p.m.
Programs sponsored Dawson ““Man Called X*’ M. 10:30-11 p.m.
by beer brands Knickerbocker News Tu.-F. 7-7:10 p.m.
Krueger News Tu., Th. 11-11:05 p.m.
Narragansett Baseball (co-op) Sa. 2 p.m.

MINNEAPOLIS-ST. PAUL (BAR report Week ending April 28, 1956)

i Daytime Night Late night
(sign-on—>5:59 p.m.) (6 p.m.-11 p.m.) (11:0]1 p.m.—sign-off)
Advertiser Ann. Part. Id’s. Prog.| Ann. Part. Id’s. Prog.| Ann. Part. Id’s. Prog.
Gluek — — 1 — — 3 — —
Grain Belt Beer - — 10 ~ 3 — — —
Hamm's —_ — — 1 3 1 2 2 — — —
Havenstein —_ — — — 1 — 1 — — —
Pfeiffer - — — — 1 — — e — —
Schmidt —_ — — — _ 1 = = — _
TOTAL — 1 1 13 3 5 1 - —
Gluek Sports Tu.,, W., F. 6:10-6:15 p.m.
Progrsmslsponsered | Hamm’s Baseball Sa. 1:15 pm.
Baseball Sa. 9:20 p.m.
by beer brands ““Badge 714" M. 9:30-10 p.m.
Schmidt Wrestling (co-op) Tu. 9:30-10:30 p.m.

SAN FRANCISCO (BAR report Week ending April 13, 1956)

| Daytime Night | Late night
(sign-on—>5:59 p.m.) (6 p.m.-11 p.m.) (11:01 p.m.—sign-off)
Advertiser | Ann. Part. Id’s. Prog. Ann. Part. Id’s. Prog.| Ann. Part. id’s. Prog.
Budweiser 1 4 — 4 1 -
Burgermeister | — — — 8 — 7 —
Falstaff o - [
Hamm's — — 2 - 2
Lucky Lager —_ - 10 1
Olympia — 1 —
Ranier | — 1 -
Regal Pale ) — — 8 — 1
TOTAL 3 4 2 21 2 17 8
| Falstaff ‘San Francisco Tonight”  M.-F. 10:30-11 p.m.
“Celebrity Playhouse’’  F. 10-10:30 p.m
Programs sponsored Hamm's Baseball A Tu., Th. 1:30 p.m
“’California Hayride"’ Sa. 10-10:30 p.m
by beer brands Movie Su. 7:30-8 p.m.
Lucky Lager “Crunch & Des’ Th. 7-7:30 p.m
Regal Pale “"Harry Owens’ [h. 10-10:3

Wwww_americanradiohistorv.com
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We_were tempted to shout:

—to point "~ with oride:  Micked

—{0 announce

But modesty

© Walt Disney Productions
“Barp as a trademark of Mattel, Ined

wWWW . americanradiohistorv.com
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v., Burp” Gun scores hull's-eye on Mickey Mouse Club!

wse Club proves higgest gun in Mattel, Inc., arsenal!

‘attel, Inc., hits its target with Mickey Mouse Club!

b moves 900,000 to shell out for Mattel, Inc., toy!

idtel, Inc., finds Mickey Mouse Club hot as a pistol!

'1S this:

Mattel, Inc., introduced its toy Burp Gun in March
'55 ... and it sold steadily. Then, in October, Mattel
put the toy on ABC-TV's Mickey Mouse Club.

By November 1, normally the last minute for
Churistmas reordering, the Burp Gun had been shown
on the Club just four times. At the end of November,
retailer reorders were s/l swamping Mattel. By
December 15, Mattel had sold almost a million Buip

Guns—just about a cool 4 million dollars’ worth!

Mattel's product and timing were right. So was its
choice of the Mickey NMouse Club . .. the program
that reaches more homes and viewers than any other
daviime program, more kids than aenv program
(except Disnevland), more adults than all but & of
the 25 top «dult dayvtime programs. And it reaches
them at a cost per thousand of 68 cents per commercial
minute — less than any other show, day or i

Mattel, Inc., will tell you, this show is

ABC TELEVISION NETWOR!

wWwWWw.americanradiohistorv.com
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OF K

Time Buyer

"But I sure have
learned that WNHC-TV is
loaded—loaded right up to their
coverage limits with inducements
that attract a smart time buyer!
The only VHF outlet in Southern
New England’s-$3 billion market,
WNHC-TV was shown in a
recent survey* to hold a 54%
share of audience and 433 of
514 quarter-hour firsts. Add to
this WINHC-TV’s policy of cour-
tesy announcements, paid news-
paper ads and trade mailings and
you've got a big gun in a big
market.”

*ARB 9-connty survey,
Jannary 1956

WNHG-TV

channel

COVERS CONNECTICUT COMPLETELY

948,702 TV Homes: 316,000 Watts

I6

GREY ADYERTISING AGENCY

report on spot From page 13

in the three markets studied was
Jenney, which used 15 ten-second
spots in Boston. The largest buyer
of announcements was D-X, which
had seven per week in Minneapolis-

St. Paul.

The major sponsor of programs
among gas and lubricant advertisers
in Boston was Standard Oil, which
had five newscasts.

Program sponsorship was more in
favor among Minneapolis-St. Paul

gasolines,

Here seven of the 12

companies using TV had shows.

In San Francisco,

Richfield led

the field with three shows—syndi-
cated Mayor of the Town and two
telecasts of Success Story.

These analyses are based on data
from Broadcast Advertisers Reports, -
Inc., which tape-records all TV-radip
shows and commercials in 14 markets
throughout seven-day periods. BAR!
then prepares spot and network ae-
tivity reports for advertisers, agen-

cies and stations.

HOW GAS AND LUBRICANT ADVERTISERS ARE USING SPOT TV
BOSTON (BAR report Week ending May 5, 1956)

Davytime Night Late night
(sign-on—5:59 p.m) (6 p.m.-11 p.m.} (11:01 p.m.—sign-off)
Advertiser Ann. Part. Id’s. Prog. Ann. Part. 1d's. Prog. Ann. Part. Id’s. Prog. 1
Atlantic — — = 1 — = = — — — — 5
Calso — — — — = = 5 — — — = i
Jenney — — = _ _ o 13 _ _ . 2 s
Mobilgas & Mobiloil — — = - 1 = — — —_ = — 5
Standard Qil — — — 1 = — — 3 — = = 2
(Esso Gas & Oil)
TOTAL — — — 2 1 — 18 3 — — 2 2
Atlantic Baseball {co-op) Sa. 2 p.m.
Programs sponsored by Standard Oil “Victor Best”” F. 2:25-2:30 p.m.
gasoline & oil brands: (Esso Gas & Oil) News M., W, F. 6:30-6:45 p.m
News Tu., Th. 11-11:10 p.m.
MINNEAPOLIS-ST. PAUL (BAR report Week ending April 28, 1956)
Daytime Night Late night
{sign-on—5:59 p.m.) (6 p.m.-11 p.m.) (11:01 p.m.—sign-off}
Advertiser Ann. Part. 1d’s. Prog. Ann. Part. !d’s. Prog. Ann. Part, !d’s. Prog.
Alemite — — — —_— 1 — == —_ — 1 o, =
Bardahl — — _ —_ 1 — — — _ —_ . 5
Conoco — — — — — — =5 1 = — — .
Deep Rock — 1 — — — 1 = — — 1 — =
D-X 4 — — — 3l — —_ —_ — P
Erickson — — — 4 — — — — — — = —
Hermitage — 1 — — — — = - — —_ = =
Mobilgas & Mobiloil — - — — — - . 1 — — = -
Phillips 66 - = = - 1 _ - _. =
Pure —_ — —_ — — —_ —_ 1 —_— — — —
Shell — - -_ = — - - 5 - - - =
Standard Oil — —_ —_ — —_— = — 3 —= — E— —_
TOTAL 4 R 4 5 1T = 12 = 2 — =
Conoco ""Night Final’’ Su. 10-10:30 p.m.
Erickson Weather M. W. Th,F. 5:55-6 p.m.
Mobilgas & Mobiloil “"Mobil Theatre” Sa. 9:30-10 p.m.
Programs sponsared by Phillips 66 “I Led 3 Lives” Tu. 9:30-10 p.m
gasoline & oil brands: Pure News W. 6-6:10 p.m.
Shell News M.-F. 10:40-10:45 p.m
Standard Oil Sports Tu.,Th.,Sa. 10:20-10:30 p.m.
SAN FRANCISCO (BAR report Week ending April 13, 1956)
Daytime Night Late night
(sign-on—5:59 p.m.) (6:00-11:00 p. .) (11:01 p.m.—sign-off)
Advertiser Ann. Part. Id’s. Prog. Ann. Part. Id’s. Prog. Ann. Part. Id’s. Prog.:
Alemite - — — — 5 — — — — — —_ -
Amoco - — — — 3 — — —_— — — — -
Bardahl — — — —_ 2 — — — a —= —
Richfield = = 1 2 - — 2 = — = —_
Rislone — 2 — — — — — = —
Shell — = — 5 — —_ —= —
Signal — = 1 — — = — —
Standard Gasoline — = — 1 — = —_ -
and indepondent
Chevron Stations
TOTAL { 12 3 8 — — e -8
| Richfield "Mayor of the Town”’ M. 8:30-9 p.m.
“’Success Slory”’ Th. 7-7:30 p.m.
Programs sponsored by “‘Success Story” Su. 2:30-3 p.m.
gasoline & oil brands: Shell News M.-F. 6-6:15 p.m.
Standard Gasoline ““Hall ot Stars’’ F. 8:30 9 p.m.
and Independent

Chevion Siations

wWWW . americanradiohistorv.com
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New and Improved Facilities—

to Deliver the Goods Even Better

Despite our move to larger offices just several years ago, meeting the mushrooming re-

quirements of station representation has made this further expansion necessary.

It’s symbolic of what is happening to the representation of radio and television stations,
which is fast entering a new era of specialized services. It is as radically different from

what it used to be as the industrial techniques of today are to man working alone.

It is only logical that the Petry Company pioneered this new era. We were present at
the birth of National Spot Radio—as the first exclusive national station representative.
National Spot was chaotic at the time. The Petry Company pioneered in transforming

the chaos into the great medium National Spot Advertising is today.

So, in addition to welcoming the increased space and more comfortable working conditions,
we hope our move will be another important stride forward toward making National Spot
Advertising even a more powerful medium than it is today.

EDWARD PETRY & CO., ixc.

THE ORIGINAL STATION REPRESENTATIVE
NEW YORK + CHICAGO + ATLANTA + DETROIT « LOS ANGELES + SAN FRANCISCO + ST. LOUIS

www.americanradiohistorv.com
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By demand from 10,000,00¢ ralled viewers!

based on the best-selling book that has
become T'V’s best-selling film series

RATINGS

Just what you'd expect for a Lloyd C. Douglas series
fantastic! Show is “"Number 1" of all syndicated series in
the U.S.* four straight months! Also Number 1 month after

sensational month in Chicago, Atlanta, Minneapolis-St. Paul,
St. Louis, Denver, Milwaukee, Omaha, San Antonio. "‘To
Ten'' everywhere! Latest ARB's and Videodex: Chicago 35.4,
Denver 38.6, Milwaukee 38.0, St. Louis 31.4, Omaha 37.5,
Pittsburgh 42.8, Albany-Troy 42.1, Boise 45.2, Miami 43.0,
Roanoke 31.3, Detroit 21.8, Mobile 36.9, Pueblo 46.2,
Minneapolis 19.8, Duluth 35.0, Houston 27.4, Oklahoma
City 32.7, Albuquerque 33.3, San Antonio 29.8, Cleveland
19.8. Have you ever seen better?

*Yideodex 274-marke! survey — Feb., March, April, May 1956

RENEWALS

90°, already in! Renewed for another full year by Wilson &
Company in 29 cities, and by Bowman Biscuit Company in
17 cities. Renewed by Sears Roebuck for 78 weeks, by
Meister Brau for 52 weeks, by Kraft Foods, Sun Drug Com-
pany, Idaho First National Bank, Pate Oil Company, Stewart’s
Bakeries, Delchamps Modern Food Stores. Sure indications,
every one of them, that "'‘Dr. Hudson's Secret Journal’ is
your greatest salesman too!

78 halt-hour films now available

write . .
wire . .
phone . . .

AMERICA®

produced by

Eugene Solow

d Brewster Morgan
W amefind Brewsier (o

N
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Eye on New York Our Goodly Heritage

On the Carousel Right Now! Hickory Dickory Dock America in the Making Yesterday’s Worlds

One television station last year used $3,204,089

worth of time and production [ucilities for local, unsponsored

public interest programs and announcements.

CBS OWNED
WCBS-I'V, CIHANNEL 2
NEW YORK

www americanradiohistorv com
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Color Letter

AS OF JuLY...

Network color programming to total 35% hours this month, with NBC
accounting for 35 and CBS for the remaining half hour. .. . Number of sta-
tions equipped to rebroadcast network color stands at 215. Seventy-five
outlets are capable of originating color; of these, 72 can transmit color
film and slides, 27 are set up to do live originations and 24 are equipped
to do all three. . . . July marks the introduction of the first two receivers
to have broken the price barrier and cracked the “magic figure” of $500:
RCA’s, at $495 and Admiral’s, at $499.95. Both sets will be on the market
this month.

SYNDICATED FILM AVAILABLE IN COLOR

Listed by distributor, here are some of the film packages available for color-

casting either now or by winter (number of individual episodes in color is f}

indicated wherever the information is available): |
1

No. No.
Length available Length available i
(minutes) incolor (minutes) incolor Ji
'CBS FILM SALES The Sam Snead Show 5 39 il
Gene Autry 30 13 Town and Country Time 15 52
Long John Silver 30 26 The World Around Us 15 26
FLAMINGO SCREENCRAFT
The Country Show 30 26 Judge Roy Bean 30 - :
Cowboy G-Men , 30 39 WARREN R. SMITH
Stars of the Grand Ole Opry 30 39 Abbie Neal and Her Ranch Girls 30 —
Superman cartoons 15 16
STERLING
GUILD Animal Adventure Group 5.12 —
Captain David Grief 30 39 Animal Crackers 5.12 — |
Betsy and the Magic Key 15 —_
INTERSTATE Jungle 15 i
Adventures of Blinkey 15 26 Playland Films 5.12 —
Popular Szience 15 78 Tropic Hazard 15 =
NTA TPA
Amy Vanderbilt's Etiquette 5 — Last of the Mohicans 30 39
Bill Corum Sports Show 15 —
Bobo the Hcbo 15 — Ziv* fl
Holiday 30 — Boston Blackie 30 —
Cisco Kid 30 —
RCA RECORDED PROGRAM Eddie Cantor Comedy Theatre 30 --
SERVICES Favorite Story 30 —_—
East to Adventure 30 — Highway Patrol 30 —
Foy Willing & Riders of the | Lled Three Lives 30 —
Purple Sage 15 260 Meet Corliss Archer 30 —
Junior Sports League 30 26 Mr. District Attorney 30 — Ui

* Most of Ziv's syndicated product was shot on color negatives. Number of individual episodes
printed in color varies.

In addition to the above, there are several hundred hours of color film pro-
gramming which were shot for theatrical use and are now available to TV
such as the cartoon packages recently released by Paramount to NTA ¢
by Warner Brothers to Associated Artists.

l
TELEVISION MAGAZINE « JULY 19856 £
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McMahan on the commercial

COMMERCIAL
OF THE
MONTH

Interesting technique is
"Our Town'’ style of
90 - second Prudential
Insurance film. Day in
Barrett family’s life is
recited by Bill Shipley.

As youngsters head for
school, Shipley reads
their thoughts. Camera
moves freely through
stylized settings.

Without obvious cuts to
mar transitions, camera
follows Dad to work.
Shipley reads his inner
thought

Camera picks up Mo
in rnidst of housework

Commercial won
an Art Directors award,
Agency: Calklne &
Holden,

Agency arl director was
Les Silvas, Cowrdinalor
for Lux Biitt Produc
Hlons, Dick Duholinan,

What agencies want from producers

BY HARRY WAYNE McMAHAN, vp., radio-TV commercials, McCann-Erickson, Inc.

he question started in a roundabout way:

“How would you go about setting up a company to produce TV
commercials more efficiently ?”

It came from two men currently in the business to one who had
spent 15 years in audio-visual ad films before switching to the agency
side two years ago.

Both of these men had successful operations for the production
of TV film commercials. They had had some financial problems, they
had recurrent manpower problems, but they were in the business to
stay—because they loved it. That had been my story . ..

“It was really a different type of business when [ was in it,” I
recapped. “Five Star was a creative production house. We wrote more
than 90% of the film commercials we produced. Between 1947 and
1952 we took over 200 new clients into television.

“Then agencies began to do more writing within their own shops
and Five Star became more strictly a production house. This took half
the fun out of the work, for my money, and I wanted to be where I
could be in on the writing, the planning, the basic format development
of the commercial. There was only one place to do this . . . the
agency. . .. "

“But,” they said, “aren’t more agencies buying outside creative
work on TV commercials now than ever before?”

“In a sense, yes,” 1 admitted. “The suppliers servicing smaller
agencies, and the animation houses and jingle experts selling special-
ties to the bhig ones are busy enough. But most of this is technique or
treatment, not basic advertising creative work in the medium.”

“Well, should a film supplier now offer a creative writing service
of any kind?”

“Yes, if he finds it profitable. It’s only a question of time, I think,
until independent c¢reative TV-commercial consultants will emerge in
the industry, separate from the production houses. Many smaller
agencies and even the advertisers themselves will buy such services,
Jnst as they buy outside research and commercial testing. But tele-
vision will probably have to go through an economic crucible and
become morve competitive for creative talent—and sales results—to
bring this about.”

“How soon will this test of television come?”

“I’s happening even now . . . in the auto industry, for instance.
To paye 26
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JUST RELEASEDs Here's Jack Webb, your man tor top ratings!

and BADGE 714, the program that proved re-runs can be great. ¢
39 NEW EPISODES  As“Dracner,” itis the highestrated* mystery show on network '}

television today. As BADGE 714 its spectacular success

Q F BA DG E 714 continues in market after market (see latest available arp

Ratings below)! Get the sure way to big audiences and

increased sales — get BApGE 714. Sign up now for first-run

syndication sponsorship in your markets.

I RAPIDS-KAL.—-33.3 OKLAHOMA CITY-2

Programs for
All Stations—

All Sponsors

‘TELEVISION
- “ILMS

-

L SOUTH BEND-ELK.—25.1 4 A — ; \

T . , T >
663 Fifth Avenue in New York; Merchandise Mart in Chicago; Taft Building in Hollywood. In Canada: RCA Victor, 22 Mutual Streelm oron y
*Average Audience — Nielsen Television Index, first rep 6

" | DIVIEION OP KAGRAN CORPORATION

www.americanradiohistorv.com i
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WEMY-TV

holds the Greenshoro
50-county AREA spellbound..

® MARTINSVILLE - DANYILLE VA.
o n a — ek g

o . T n
.C.
MT. AIRY "
WFMY-TV
°WINSS;&':A * GREENSBORO

¢ DURHAM

¢ BURLINGTON ‘ :
® HIGH POINT ] /

®LEXINGTON

® ASHEBORO

WEMY.TY

® SANFORD Channel

11 city weighted composite TRENDEX report - April, 1956

DAYTIME —sets in use, 18.1 NIGHT-TIME — sets in use, 47.0
AVERAGE AVERAGE AVERAGE

RATING SHARE RATING SHARE

WEFMY-TV 12.6 69.6 WEMY-TV 27.8 59.1

second station 2.5 13.8 second station 9.1 19.3
third station 0.7 3.9 third station 3.1 6.6 ,

fourth station 1.4 7.7 fourth station 4.1 9.8
all others 0.9 50 all others 2.4 6.0 .’

wwWw americanradiohistorv com l
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TRENDEX proves it!

Our Pied Piper of The Piedmont rates the warmest welcome in

. these 11 key communities —as well as all the others —making
up the rich Greensboro market-place! The weighted composite

1 Trendex Report for April shows WFMY-TV's average daytime

. rating at an impressive 12.6! That's five times better
1 than the next-best station! And night-time? A whopping 27.8
—over three times the latter’'s average rating!

IN FACT — according to the same Trendex — WFMY-TV
produces a higher average daytime . . and a higher
average night-time . . rating in these 11 cities than
ALL of the region’s nine other stations put together!

Here's resounding evidence of how WFMY-TV's mighty 100,000 watts

on Channel 2 has a boarding-house reach extending across 50

North Carolina and Virginia counties. Glowing proof, too, that WFMY-TV's
seven years of carefully-planned local originations and arresting CBS-TV
programs make it the undisputed television favorite of the rich Piedmont.

And what an area this Piedmont is! Alive with growing industry . . packed
with nearly two-and-a-half billions of spending money . . thronging with
more than two million customers . . and vibrant with selling opportunities!

There's only ONE station that can deliver ALL of it for you. WFMY-TV, of
course! Fall in behind our Pied Piper's profitable footsteps and whistle
yourself up a handsome share of its super-sales. Your Harrington,

Righter and Parsons man knows the tune. Call him today!

wimy-tv

</ / d/a//éz/ / @

Represented by

Harrington, Righter & Parsons, Inc. Now T Gur

New York — Chicago — San Francisco — Atlanta Seventh Yeer

WwWWW . americanradiohistorv.com
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McMahan on the commercial From page 22

Changing economic conditions can
force it rapidly in other lines. Make
no mistake now, television can meet
this test, and will be a helluva lot
better for it. The point is that a few
agencies and advertisers are not
making the best possible use of the
medium. Sheer economic survival
will weed out the weak and the lazy.”

“And what happens to the com-
mercial production houses?”

“Some of them will undoubtedly
fall when the chips are down, sim-
ply because they cannot compete as
businesses. They compete creatively,
but they lack sound organization, effi-
cient procedures and the financial
stability necessary to weather a real
crisis. Both of you are aware that
the truly creative production com-
pany is almost always the lengthen-
ing shadow of one man: a writer,
or a director, or an editor, or an ani-
mation director—who decided to go

into business his way. These men
often are a bit short on business
judgment and they consequently have
more than their share of operating
problems. Mergers or failures result
—as you see even now.”

Administirative skill needed, too

“What, then, is essential to suc-
cess in a film production company?”

“I happen to think it takes both
top creative and technical skill, sea-
soned with administrative skill. Cre-
ative and technical skill are readily
combined, but the business sense
often must be brought in from else-
where. There are two types of ad-
ministrative problems: one 1is the
over-all organizational problem; the
other, which falls within it, is the
administrative-coordination role of
the production supervisor. Television
commercials are complex, often call-
ing on the contributions of a hun-

UPA Pictures, Inc. 1956

From Inspired Scripts and
* Story-Boards from
Young & Rubicam.

ALLEYES AReon 000
NEW [ TV SPOTS

PRODUCED BY UPA PICTURES,

INC.

NEW YORK:—&60 East 56th St.

PLaza 8-1405

BURBANK:—4440 Lakeside Drive

THorawall 2-7171

LONDON:—21 Upper Grosvenor St. W-1

26
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dred or more people. This coordina-
tion is the responsibility of the pro-
duction supervisor on each job.”

“Who should handle the contact
with the agencies?”’

“Not just a salesman, I hope. I pre-
fer ‘account men’ who accept full re-
sponsibility for each agency and each
account, acting as the one source of
information between the two busi-
ness parties. The important thing is
that this contact man know agencies
and how they operate. He must be
an eager beaver for details and a
bird dog for follow-through. Of
course, he must have a complete
understanding of the TV-commercial
business. Ideally, he could make cre-
ative contributions to the agency’s
script when desired, and make an
immediate bid on the job. Time is
always a problem.”

“Do you think agencies are going
to get smarter about deadlines?”

“Whoa, there! Don’t always blame
agencies for those fast deadlines.
True, individuals sometimes are re-
sponsible for unnecessary delays, but
generally it is the combined forces
of advertising necessity. Make up
your mind that deadlines are going
to get tougher, not easier. This is
the basic nature of the business.
And, as television gets more and
more competitive, the deadlines are
bound to get shorter. Producers who
gear accordingly will obviously have
an advantage.”

Have separate price for rush delivery

“You preached the ‘Time Bid Plan’
in vour book, didn’t you?”

“That’s just a personal idea of
mine. I’'ve always felt that if pro-
ducers quote a normal price for nor-
mal delivery—say, eight weeks from
approval—they should at the same
time quote the necessarily higher
Time Bid prices for delivering the
same job in six weeks and even four,
if this is possible.

“The point of this is: A compari-
son of the three prices indicates to
the agency and to the advertiser that
‘rush’ costs money. Consequently, if
the job is delayed and still must 'be
turned out in four weeks, the price
automatically goes up. This makes
a lot of sense to me, but T don’t know
of any producers or agencies that
have adopted it as a policy.”

“What about Hollywood-versus
New York?

“This is always good for a debate.
Obviously, the major agencies in New
York must concentrate their work in
the Kast, where it can be more con-

veniently supervised. Hollywood, on
To page 28
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Vel Spccial
Y [/ospitality. ..

The special hospitality of the South
1s a distinctive hallmark, enduring from
generation to genceration. Warm welcome for
friend or stranger alike begins with earliest
Southern history.

Today, this distinguishing characteristic finds
its reward in more tangible ways as the enthusi-
astic welcome and special consideration of our
Southern communities attract increasing numbers
of industries.

Richmond’s newest television station, WRVA-TV,
also combines traditions of the past with todav’s
progress. For well over a quarter-century WRV A

Radio—forebcar of WRVA-T'V—has been winning

thousands of Richmond listeners through excellence
of entertainment, strong civic cooperation and
cxpericnced, competent management.

Thesc same qualities are handed along to WRVA-TV—
cqually pledged to the service of Richmond and its
environs. To the television families of Richmond, these
\ traditions arc a powerful catalyst. They mean that

\ WRVA-TV Dbelongs to Richmond as no other television
station cver has—or can.

Represented nationally by Harrington, Righter and Parsons, Inc.

WRVA-TV

Richmond, Va. ?
CBS Buasic Channel ].'_

—— C. T. Lucy, President  Barron Hoaard, Fice President and General Manager  James D. Clark, Jr., Sales Ma

wWwWW . americanradiohistorv.com

l‘?


www.americanradiohistory.com

McMalan on the commercial From page 26

the other hand, has its advantages:
speed, broader technical skill and fa-
cilities, location choice and, of
course, a built-in vacation! The ideal
production company, it seems to me,
would offer both New York and Hol-
lywood facilities.”

“What about live-versus-film?”

“Live experience is excellent for
film production personnel, especially
with Video Tape Recording coming
up. It is my opinion that live com-
mercial production, when well done,
actually requires more competent
personnel than does film. There is al-
ways a place for good live produc-
tion, and I do not consider it in any

way competitive to film production
because the needs and advantages of
each are fairly clear cut, as I recently
columned in TELEVISION MAGAZINE.”

“How soon Video Tape Record-
ing?”

“It’s here, starting this Fall, but
the initial use will be primarily in
the area of kinescopes, it seems to
me. There will be advantages in put-
ting live commercials on VTR, but
I cannot see it making an effective
inroad into commercial film produc-
tion before 1959 or ’60. Good color
quality might throw that predic-
tion off, but remember, VTR will
never be used in cartoons, and it is

* K* Kk Kk Kk Kk Kk Kk Kk Kk Kk Kk

New, Tomely Election-Year Continuities

BMI s ac 1996
LSIDENTIAL
PACKAGE

Program Scripts for Radio and Television

e

\

Background color personalities — oddities the intriguing
stories of past elections are all neatly wrapped in this BMI1 “Presi-
dentuial Package” containing an assortinent of 23 scripts for a
total of hive hours of programming.

CAVALCADE OF PRESIDENTS"

Intimate glimpses into the lives of our presidents . . .
ollection of photographs, both {ormal and candid

"FAMOUS CAMPAIGN SONGS" One half-hour TV script

Historically accurate account of the songs that influenced elections . .
visual effect—a collection of the original sheet music

"THE FIRST ELECTION"

“RISE OF POLITICAL CAMPAIGNING"
"FAMOUS FIRST LADIES"

"THE PRESIDENTS SPEAK"

"A PRESIDENTIAL CAVALCADE"
"TIME SIGNALS—STATION BREAKS"

One half-hour TV script
for visual effect--a

. for

One half-hour script
One half-hour script
Five 15-minute scripts
Seven five-minute scripts
Seven five-minute scripts
:10; :30; 1.00

BMI's "Presidential Package" Is avallable to all sta-
tions without charge—as a station and public service.

BROADCAST MUSIC, INC.

589 Fifth Avenue, New York 17, N. Y.

* ok kA Kk ok ok K Kk Kk Kk K K
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by no means as advantageous for
live-action commercial film produe-
tion as some would have us believe.”

“What about Electronicam?”

“Very efficient for straight live-
action pitech commercials where pro-
duced in quantity, and for certain
other things, but not for broad com-
mevrcial use, in my opinion. The idea
was tried with Multicam several
vears ago, and not pursued for the
same reasons that militate against
it now, but I would like to see Elee-
tronicam used more where it does
fill the bill.”

Should offer animation and live action

“Would you offer both live-action
and cartoon production?”

“I think you must. Good advertis-
ing requires both, and often must
have both in the same commercial—
how else can the producer do a well-
rounded job for agencies? Of course,
there 1s always plenty of business
for the specialist. But I feel the trend
will be to larger production com-
panies, and more efficient affili-
ations.”

“What about costs?”

“Bound to continue up. You're
dealing in manpower and that costs
money. There will be improvements
in efficiency but each commercial is a
separate problem, so costs must rise.”

“And color ?”

“What I said three years ago in
my book still goes: The incustry was
premature with its introduction. But
1958 will see at least half our com-
mercials produced in color, I'm
afraid.”

“Well, is the picture bright for
the TV-commercial producer?”’

“Of course it is. Remember, TV
commercials potentially are the long-
pull end of the production business.
Programs may be repeated season
after season, but new commercials
will be needed with each campaign.
It has a far safer future than pro-
gram production, I think, if you gear
with the changing conditions.”

“Well, Harry, would vou like to be
back in it?”

“Pon’t move over yet, boys. 1 had
fun when I was in it—but right now
| like the challenge on this side of the
desk! I'm more interested in seeing
present companies improve their
quality and efliciency to meet today’s
needs, and new companies get off on
the right foot. There aren’t enough
good houses to go around—and even
the best of them can be Tairly sloppy
business operations. We need more
and beller to improve commercials
and keep up with the increasing de-
mands. HARRY MC MAHAN

TELEVISION MAGAZINE + JULY 1956
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tell it to the marines on WlJLIl

after 6 p. m.* 155% more viewers than
the closest competitor in an area including the
nation’s giant Marine bases—Camp Lejeune and
Cherry Point—a bonus market of 59,600 Marines!

before 6 p. m.*246% more viewers than
the second station. Tens of thousands of Marines
and their families aren’t included in the census,
but they count in listener coverage and in strong
purchasing power.

anytime™® WITN is the only TV station with
grade “A” service to either or both big bases
in North Carolina. Add NBC programming, local
programs beamed to Marines, and you’'ll see why
WITN is by far the preferred station of the
important Washington-Greenville market.

* two recent ARB surveys show more than 80%
television saturation in WITN _-Marine -land.

serving eastern north carolina/transmitter at grifton, n. c./studios & offices at washington.
919 foot tower/316,000 watts/over 150,000 sets in the market/headley-reed co. rep.

WwWWW. americanradiohistorv.com
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PHILCO
COLOR TV
BROADCAST

EQUIPMENT

PHILCO CORPORATION

eeeeeeee t and o PHILADELPHIA 44
ndustrial Division PENNSYLVANIA
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Complete with lllustrations, Diagrams,
Planning Information and Prices!

Here is the new Philco Color TV Broadcast Equipment
 Catalog—over 100 pages, crammed with factual infor-
mation on Philco Color TV equipment. Carefully cross-
indexed, this handy reference volume for TV station
fhengineers, places valuable data at your fingertips. Units
are grouped in “building block™ sequence to save you
precious time in selecting and ordering equipment to meet

your requirements.

o Each unit clearly described, o System block diagrams

fully illustrated. included for ease of plan-
o Performance specifications ~ ning . . . new ideas for
conveniently tabulated. simplifying equipment lay-
o Complete technical infor- out and reducing installa-
mation for reference. tion floor space required.

INCLUDES ALL COMPONENTS
FOR THESE APPLICATIONS:

v Network Color V' Color Test and
Re-broadcast Monitoring
v Color Slide Origination Vv Television S-T-L
Relaying
v CineScanner 16mm and N, .
35mm Film Origination Television Remote
Pickup Relaying
V' Color Processing vV Television Network
v Color Switching Reiaying

A Copy Has Been Reserved for You!

Ask your Philco Broadcast Representative for a free
copy or write to Philco, Dept. T, Philadelphia on
your station letterhead.

PHILCO
CHICAGO 11, ILLINOIS
REGIONAL 666 Lakeshore Drive
SALES SAN FRANCISCO 3, CALIF.
OFFICES 1355 Market St.

1OS ANGELES 25, CALIF. DAYTON 2, OHIO
10589 Sonta Monica Blvd. Talbott Bidg., Vst & Ludlow Sts.
WASHINGTON 6, D.C. DALLAS 1, TEXAS
744 Jackson Place, N.W. 201 Southlond Life Bidg.

PHILCO CORPORATION

qovernment and PHILADELPHIA 44
ndustrial Division PENNSYLVANIA

wWwWWw.americanradiohistorv.com
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SOUTHERN

It’s bold new “trail-blazer” stripes flashing  It’s tons of tuna heading for the can- It’smillionsoflastingimpressions—n¢
across a strapless Lastex swimsuit from  neries of Metropolitan Los Angeles—the on big-earning, big-spending Southt

the new Cole of California collection. nation’s seafood canning capital. Californians by advertisers who ust

KRcA 4...SOLD BY
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Luncheon
with Linnea

What can agency do about film, billing snarls?

of activities. Whenever a group gets together the conversation
ranges from the over-all planning and future projections to the detail
1&- problems including the manner in which station bills come in.

That subject of billing came up at just the right time, because I've
been seeing so many copies of letters going to stations asking for not
only corrected billing, but a bill! All too often a bill has to be re-
quested several months after a broadcast and a surprising number
bear no relation to the schedule or costs contracted for.

Even though the key buyers have nothing to do with the detail of
the billing a considerable amount of time must be spent by many of
them in straightening matters out when the accounting department
cannot check the bills against the schedules ordered.

Jan. Gilbert of Doyle Dane Bernbach, Inc. says it never fails to
amaze her that when a bill is referred to the buyer for explanation it
could really get lost for months and no one from the station or the
rep 1nquires where the money i1s—and the broadcasting continues.

A tremendous amount of time could be saved all around if all sta-
tion billing were sent out promptly after having been checked against
both the schedule ordered and the station log—and if the log does not
agree with the order a reason should be given at the time of billing.

Of course, we all get into some rather amusing situations along
this line and Joan Rutman, media buyer at Grey Advertising Agency,
Inc., told about an incident that occurred when she was with another
company. A network rebate check for about $2,000 was received and
when it came in the accounting department returned it to the sender
for further details. It came back with the explanation that it was
earned due to the continuation of the schedule. In the meantime, the
agency estimator had resigned, leaving no record of the rebate due,
and it took some time for a complete check of the details to determine

To page 36

! N ever let it be said that timebuying does not encompass a variety
|

'
o
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I Seated with Miss Nelson (center) are (l. to r.): Jan Gilbert, Doyle Dane
' Bernbach; Gene Alnwick, Compton; Joan Rutman, Grey; Jim Neville, D-F-S.
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10th in

manufacture
of tobacco

products

wgal-tv
LANCASTER, PENNA.
NBC and CBS

Among the television markets
foremost in the manufacture of
tobacco products, the Channel 8
Multi-City  Market ranks tenth,
based on production figures for

America's top 100 counties (SALES
MANAGEMENT **Survey of Buying Power "
—May 10, 1956).

Channel 8 Multi-City Market

Harrisburg Reading
York Lebanon
Hanover Pottsville
Gettysburg Hazleton
Chambersburg Shamokin
Py Waynesboro Mount Carmei
E; ‘ Frederick Bloomsburg

Westminster Lewisburg

Carlisle Lewistown
Sunbury Lock Haven
4 Martinsburg Hagerstown

316,000 WATTS

STEINMAN STATION
CLAIR McCOLLOUGH, Pres.

Representative

the MEEKER company, inc
Lo:

New York

Chicago
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What sold you on

“Broadcast Monday
through Friday, on
KNXT Los Angeles:
KPIX San Jruncisco
KFMB-TV San Diego;
KFRETY Freano:
KEROTV Bukersheld;
KBET-TY Sucramento:
KOINZI'V Portland
KINT-TV Seatle-Tacoma
Available as a complete
group or the gix
Caliloruia station .’m]y.
Ger detgils from

B Television Snol Saleg,
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“Panorama Pacitie”?
—

Both Nielsen and ARB! They show that “Panorama Paciti¢”” \
has more viewers...higher ratings...a bigder share of audienc

than any other Pacific Coast network early-morning show.

And within reach of the eight CBS Television Pacific Network

stations carrying the show are 93% of the Coast’s television

families. Perfect way to cover the Coast at one fell swoop!

S
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i
5.1\; |
ALY
WWW.am HidRistory com ]



www.americanradiohistory.com

Linnea From page 53

that this money had been earned by

N the client.
ADVERTISERS WHO ARE Most timebuying departments are
BROADENING THEIR CONSUMER MARKET ARE set up to handle any discrepancies

pretty promptly these days, though,
In many instances, as is the cage
with Gene Alnwick, timebuyver at
Compton Advertising, Ine., if the
bill is not in accordance with the
— schedule and rates ordered, it is re-

o turned to the station within two

& . . days, with a letter outlining the dif-
g.‘ i ferences. It is then up to the station
- to forward the proper billing or ex-

planation. This eliminates many tele-

phone conversations and many long
AS A BASIC delays.

ADVERTISING
_———=—= Deadline for receipt of invoices?

MEDIUM

The stations that really consume

the time (and the profits) are those
MEYER ROBINSON, GENERAL MANAGER OF THE MANISCHEWITZ WINE CO., that don’t even bother to send a bill

CREDITS SPOT FOR THE GROWING SUCCESS OF MANISCHEWITZ:

This sometimes goes on for months

“WE'VE FOUND THAT EXPANDING MANISCHEWITZ WINE'S CONSUMER even after repeated letters, wires and
MARKET IS A JOB THAT SPOT RADIO AND SPOT TELEVISION DO BEST. | phone calls. (I've often wondered
BECAUSE SPOT ALLOWS COMPLETE MARKET AND SEASONAL FLEXIBILITY, what would happen if the contract

stipulated a deadline for the receipt
of invoices!)

So much for the billing.

These days, many face another
problem in relations with stations—
the problem of responsibility for the
. proper airing of film. Very often the
question arises as to where to place
the responsibility.

On film shows, whether regular
films supplied by a film company or
kines of network shows, there is the
occasional time when there is a bad
or an incomplete film. Yes, there even
8 have been instances when the second

half of a film was a repeat of the first

You Reach the Home-Tolks ral, or when the o halves wer
he i . 3
When You Ride the"Locals” e, the el o ot

AND BECAUSE WE CAN DRIVE OUR BRAND
NAME HOME WITH A CATCHY JINGLE,
SPOT GETS 99% OF OUR ADVERTISING
DOLLAR.”

SPOT SALES

omitted.
It had an 18.2 rating in February 1956 Telepulse. Whose responsibility is it when
It is available for Class “C” Participations the bad film gets on the air?
Monday, Tuesday, Wednesday and Friday, 4:30-
5 H
5:00 P.M. (Sorry, Thursday is sold.) Agency must rely on station to screen
iy It is VARIETY SHOW . .. WTAR-TV’s own . . . :
[ - /4 low- cost spritely half-hour Lhatsdomg such “nip- Jim Neville, assistant to v.p. Jim
( - ups” for Advertisers that it takes two people to Neale of Dancer-Fitzgerald-Sample,
o= : b gort the fan mail! has, like many others, had this prob-
TALENT . . . Em-Ceed by Jeff Dane, smgmg lem—and has very definite opinions
{ \ | Bcrsonahty whosbeenon“Tho%t(veAllen Show”, on it. In order for a station to have
) g ) Toast of the Town”, “All Star Review.” Hes e . ‘ledge
abetted by lovely Ruth Raye, the combo and a a 'LOmplete and thorough knowledg
Nl 1] host of local talent. of what it puts on the air, it mqst
To get the full story of VARIETY SHOW that screen every film and commercial
sells WTAR-TV’s five city* market . . . write or before broadcast. 1t is the stations
call your Petry man or WTAR-TV, No:rolk Va. ’ responsibility to see that the right

and complete material is put into the

CHANNEL time paid for by the sponsor.

We are all in agreement with this,
and hope thal greater effort will be
made by all stations to avoid this

NUHFULK VA. -e-wind

type of ervor. (Remember to re-win
e ted by fod; " the ilm, boys! The show won't look
vepresented by fidward Petry & Co., Inc. good backwards.)——LINNEA NELSON

NORFOLK:

Jvonvwoum
TELEVISION MAGAZINE =+ JULY 1956
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it’s all new . ..

desz'gned to serve you!

San Antonio’s

most &

What requirements must a station have to serve
you? KENS, now located in its new, modern,
fully equipped building, can give you any tele-
vision and radio service being offered any-
where — two gigantic studios with complete
facilities, network quality montages, '‘supers’,
split screens, vertical and horizontal wipes (in
fact, anything being done in television today)
offering the finest services available to KENS
and KENS-TV advertisers.

CBS IN SAN ANTONIO

www americanradiohistorv com

KENSTV

EXPRESS-NEWS STATION

H Ustcztions

- \NI
SAN ANTONIO, TEXAS
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props and premiums

A REPORT ON

PRODUCTION, SALES, AND il ‘.'\

PROMOTION AIDS

BY TAD REEVES

Ballyhoo your feature films for top viewer ratings with the Holly-
wood touch that has for years built box-office appeal. Here’s a service
which offers promotion material produced by major distributors for
over 10,000 features, westerns, and serials. In stock and ready to
rush to your promotion department are one- and two-column ad mats

in various depths from one to six inches priced at 25¢ per column.

As additional attention-getters, there are display cards and outdoor
advertising. Especially good for lobby-display or on-camera use are
one sheets (27" x41”) at 25c¢ each, and sets of display cards with
action scenes from the films (11" x14”) at $1.15 per set. For news-
paper and other publication use are glossy action stills (8" x10”) in
sets of four for $1.00. This firm makes every effort to meet deadlines.

Along the same line in the “better mousetrap” classification is a
new service, based on the box-office touch in feature-film promotion,
tailored specifically to video promotion. It’s a slide service for all
features of Hollywood TV Service, RKO Teleradio and Tele-Pictures
on a 30-day rental basis for 50c each. All slides, cardboard mounted,
are packaged individually in special plastic holders.

As a plus offer, if you purchase this slide service, a whole stable
of promotion gimmicks is available. Monthly pictorial calendars—
an 815" x 11" sheet set up in calendar fashion with a reduced column
cut of each movie ad beneath every date—make valuable mailing
pieces or throw-aways. The back of the calendar can be sold, used for
merchandising or station promotion. There is also a weekly newspaper
film schedule in suitable format for the TV section of local papers.

Still more promotional features are available with this service. Sug-

gest you write for slide-service address and full details. To page 42

!
1
|
.
\
]
]
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Even a goat won’t “goof”..on film

The advantages of film are virtu-
ally limitless. First, you can produce
a show that’s right—free from bugs
Next, you can try it out—know just
what audiences think about it. And,
finally, you can schedule it for
maximum effect and convenience. |
Yes, you can save time and money |
—get a better show—when you
USE EASTMAN FILM.

For complete information write to:
Motion Picture Film Department
EASTMAN KODAK COMPANY
Rochester 4, N. Y,

Be sure to FILM IN COLOR |
...you'll be glad you did.

t Coast Division Midwest Division West Coost Division
42 Madison Ave. 130 E. Randolph Drive 6706 Santa Monica Blvd.
ew York 17, N. Y. Chicago 1, HI. Hollywood 38, Calif.

or W. J. GERMAN, INC.

gents for the sale and distribution of Eastman Professional Motion Picture Films
Fort Lee, N. J.; Chicago, lll.; Hollywood, Calif.



www.americanradiohistory.com

Setting
for
sales!

1/

1% 1 =" 4

" 7>
. il

W ig, T I

w7

ln ‘““San Francisco Beat,” even the very

setting’s exciting. Filmed on location

in photogenic, steep-inclined San \

Francisco, it’s a powerful, eye-filling

P —— g

show ... combining the drama of real
cases from the files of San Francisco’'s
\
Police Department with the thrill of N
)

the chase through some of the world’s

dizziest, most breath-taking scenery.
The uptilted streets...the Golden Gate
... Chinatown... the waterfront and
Fisherman’s Wharf...it's a setting that
puts extra wallop into every half hour

of this action-laden film series.

wWWww.americanradiohistorv.com i
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And what a wallop the series packs!
In the Albany-Schenectady-Troy

area, ‘““San Francisco Beat” is one of

the top fifteen programs, drawing

: bigger audiences than such shows as
Kraft Theater, Gobel, Martha Raye and
Montgomery Presents. In film-happy
Los Angeles, it’s among the top ten
syndicated films.* As ““The Lineup’” on
the CBS Television Network, it has
averaged a higher rating than ‘““Dragnet”
throughout the past season.*

‘“San Francisco Beat” provides a hard-
hitting setting for your sales messages.
Get details and market availabilities

from the people who bring vyou the

.~ fastest-moving films in all television...

CBS TELEVISION FILM SALES, INC.

Oftfices in New York, Chicago, Los Angeles, Detroit. Boston. San Francisco, 5t. Louis,
Atlanta, Dallas. In Canada: S. W. Caldwell, Ltd.

g TS S S s
= 5 =
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l sARB, Iatost avallable roporis ‘rendex, Oct, 19533-May 1988 | '
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Recipe for SUCCESS!

To a great basic network
(CBS), add a great affiliate
network (ABC). Scason with
a strong array of local pro-
grams. Stir in plenty of
Promotion and Service,
Then add an active, intel-
ligent sales force and a
4-year record of consistent
preference ratings in Rochester!

v

MIX ’EM ALL
TOGETHER and
YOU HAVE THE

BEST BUY IN

ROCHESTER
TELEVISION! |

f"""‘””m-“m
CHANNEI. 10! -
|
125,000 WATTS . Ccsa BA$IC . ABC AFfIl’A’f

P

e . ;.,::. |

OPERATED SHARE TIME BY
et ROCHESTER, NLY
+N.Y,

EVERETT-McKINNEY, INC. » NATIONAL REPRESENTATIVES » THE BOLLING CO., INC

42
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props From page 38

Personalized lollipops to tickle the
palates and fancies of kids in your
viewing audience. Low-priced enough
(1Y%c each) for give-aways and pack-
aged for easy handling at personal
appearances. Individually packaged
in cellophane, these treats stay fresh
and sanitary. The safety-paper han-
dles can be imprinted with two lines
of copy in two colors, red and blue,
For example, one side may list the
company’s name, the other, its ad-
dress or slogan. Copy is limited to 21
capital letters or 27 lower-case let-
ters per line. Cost of $15 per 1,000
lollipops includes two-line, two-color
imprint.

New textures for television back-
grounds from expanded metals. Five
new three-dimensional patterns—
Rondo, Wavelength, Festoon, Armor-
weave, and Expand-X—all are easy
to handle and fabricate. Made of car-
bon steel, aluminum and, in some
meshes, stainless steel, these solid
metal sheets are slit and cold-drawn
in continuous patterns. Cold-draw-
ing process induces greater rigidity,
and less weight than the original
solid steel sheet.

Prop uses for these new expanded
metals are unlimited—screens, di-
viders, ornamental trims, grilles, fur-
niture treatments. Easily adaptable
for smaller fabrications.

Simple to handle, meshés can be
cut without metal raveling; they can
be joined to other units by resistance
welding, arc welding, or brazing. All

meshes, in either standard or cut- |

to-size sheets, can be coated, painted

‘or used in natural finish. The same

three-dimensional designs are avail-
able in “flattened” patterns where
smooth surface is desired.

Write for manufacturer’s address
to obtain additional information and
samples.

Handy facts features for your home-
making program. A major synthetics
manufacturer, whose products are
used in many items, offers an infor-
mation service, complete with pic-
tures to be used on Home-type infor-
mation or do-it-yourself programs.
It covers new plastics developments
pertaining to gardening, recreation,
laboratories; kitchens, building pro-
jects, ete. Items run one-two minutes.

Wiite to Props and Premiums De-
pariment, TELEVISION MAGAZINE, 600
Madison Avenue, New York 22, N.Yy
for names and addresses of suppliers
—or for help with any problem. con=
cerning premiums or production aids.

TELEVISION MAGAZINE « JULY 1956
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America’s Leading Independent Distributor of TV Films
NATIONAL NETWORK PROGRAMS  OVERSEAS ADVENTURE

THE ADVENTURES OF ROBIN HOOD MY HERO

THE BUCCANEERS - ' TERRY AND THE PIRATES

THE ADVENTURES OF SIR LANCELOT WILLY

FOUR STAR PLAYHOUSE MY LITTLE MARGIE

STAR PERFORMANCE

NATIONAL SPOT TROUBLE WITH FATHER

THE HUNTER THE AMERICAN LEGEND

_ , THE STAR AND THE STORY

SYNDICATED PROGRAMS COL. MARCH OF SCOTLAND YARD

DATELINE EUROPE ' THIS IS YOUR MUSIC

CROSS CURRENT THE SCARLET PIMPERNEL

Representatives in—

New York e Chicago « St. Louis ¢ B'oston__ll-"“ inn

Beverly Hills » San Francisco « Philadelphia %
g
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the
power

that's
changing
river !

WRC-980 AND WRC-TV-14 WASHINGTON. D.C. ARE SOLD BY

wWww.americanradiohistorv.com
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I8 Washington, D. C.’s historic Poto-
i mac River is heading toward a new
' face and character. And a public
" service campaign by WRC and
’ WRC-TV has been a mujor force in
i urging legislation to this end.

1 One of the most important steps to-
ward cleaning up the famous (but
polluted) river was a continuing
television series on WRC-TV, titled
“Our Beautiful Potomac,” which
'provided a closeup of conditions
menacing two states and the Dis-
trict of Columbia. WRC and WRC-
TV followed up the series by airing
opinions and suggesting construc-
tive action.

—

Results? Here’s how Variety
summed up when it presented these
stations with its 1956 Showmanage-
ment Award for “Serving in the
Public Interest™:

“. . . the series so shocked viewers
that the Washington newspapers
jumped on the bandwagon and
joined in the crusade for an end to
pollution. Legislation urged by the
stations is now pending in both
houses of Congress.”

This positive action is one more ex-
ample of the community leadership

i generating from all stations repre-
sented by NBC Spot Sales. That
these stations serve their advertisers
with equal vigor is a matter of rec-
ord, too. You'll learn why when you
put the selling force of the stations

{ represented by NBC Spot Sales be-
hind your product.

There’s always something
extra on the stations represented by
NBC Spot Sales.

REPRESENTING THESE LEADERSHIP STATIONS:

NEW YORK WRCA, WRCA-TV BUFFALO wBUF-TV LOS ANCELES KRca
SCHENECTADY- LOUISVILLE WAVE, WAVE-TV PORTLAND KPTV

FOT SALES ALBANY-TROY wWRGB CIIICAGO WMAQ, WNBQ SAN FRANCISCO KNBC
PHILADELPHIA WRCV, WRCV-TV ST. LOUIS KSD, KSD-TV HONOLULU KGU, KONA-TV
WASIHINGTON WRC, WRC-TV DENVER KOA, KOA-TV AND THE
MIAMI WCKT SEATTLE KOMO, KOMO-TV NBC WESTERN RADIO NETWORK

www americanradiohistorv com
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PASSPORT
TO DANGER

SHEENA,
QUEEN OF
THE JUNGLE

THE
THREE
MUSKETEERS

DOUGLAS
FAIRBANKS, JR.
PRESENTS

ANNIVERSARY
PACKAGE

RACKET
sSQUAD

THEPLAVHOUSE/

HERALD
PLAYHOUSE

Conlact your nearest office of

» Chicago - Hollywood

Cesar Romero stars in
thrill-packed inter-
national adventures.
39-1% hrs:.

Exciting jungle dramas
starring TV’s most dynamic
new personality,

Irish McCalla. 26—1% hrs.

Dumas’ world-famous story
of action, adventure,
swordplay, romance in
history’s most exciting
era. 26—14 hrs.

Absorbing adult dramas
with Doug Fairbanks as
host, producer and star.
117-%2 hrs.

Gripping dramas based_on
real life — top priority
emergency police cases
— a new concept in TV
realism. 3912 hrs.

Finest feature film

package available to TV

— many Academy Award
winners. 15—various lengths.

Mystery adventure with
public service appeal.
Network and spot tested.
Reed Hadley stars.
98—1/2 hrs,

Outstanding anthology
drama series. Each film
features a big-name star
of Hollywood or Broadway.
104—1/4 hrs.

Atlanta - Dallas -

Rating histories and market availabilities on request.

ABC FILM SYNDICATION, Inc.

10 East 44th Street, New York + OXford 7-5880

San Francisco Minneapolis
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With film assuming a more vital role and an ever-increasinyg share of programming,

TELEVISION MAGAZINE devotes this issue to an appraisal of

the outlook for TV film in all its phases—network, syndicalion, feature film, commercials

WwWww americanradiohistorv com
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I|BY HERMAN LAND

his is a time of contradiction in TV film. The in-

dustry is expanding. The advertiser is being offered
the richest diet of film fare yet available, a wider selec-
tion of programs and program types and a better chance
than ever before to build an audience with film, whether
on network, spot or local TV. But there is widespread
confusion and a clouded perspective.

The problem is basic.

At the last count there were more than 8,000 hours of
syndicated film in the can, representing an investment
of approximately $300,000,000.

And 2,500 hitherto-unavailable Hollywood feature
films have come into TV this year.

Film’s role in network programming is stronger than
ever—its share of prime evening time averages 44%.

These figures represent an impressive growth.

At the same time, they point directly to one of the
most serious problems confronting the TV-film industry
in the near future—over-production of programming.

In this space last year, we noted that more film pro-
grams had been created than the medium could absorb
and we predicted trouble ahead. By this Spring, the
trouble had mounted to the point where a number of
film men, in the hope of making more time available

TELEVISION MAGAZINE <« JULY 1956
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‘FILM AT THE CROSSROAD

An evaluation of the problems and prospects

for their programs, appealed to the government to revise
the existing network structure.

There has been a steadily growing list of syndicated
properties, added to by new production and reruns of
network vehicles. Competing for scarce time are more
new pilots designed for national runs and cancelled net-
work shows that become available. The networks’ own pro-
gramming efforts keep increasing, adding to the com-
petition for time. Finally, this has been the year in
which the major Hollywood studios released their fea-
ture-film backlogs for television. Hollywood has come to
the fore; it has assumed a major role in the production
and distribution of TV film.

All of this has added up to an intensification of com-
petition for TV exposure. Film makers are being pain-
fully reminded of some elementary economic truths, es-
pecially the one that there are limits to the capacity of
the market place to absorb production. The major markets
are now averaging about 40 different series a week.
KTTV in Los Angeles, probably the country’s biggest user
of syndicated film, runs 50-55 packages. But there are
over 240 half-hour series available!

Inevitably the stress is falling where it log
belongs, on quality. To ne

49
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FILM AT THE CROSSROAD Continued

What does all this meun to the buyer, the advertiser,
station or agency, whom all the program-creators are
courting ?

Here is « preview of what’s ahead, based on conversa-
tions with leaders of the film industry, agencies and
advertisers:

Of ut least this much you can be sure: Costs are
still going up.

Be prepared to pay from 10% to 159% more in many
cases for first-run syndicated properties.

You will find the asking price for a retwork film
vehicle rising; it already has gone about $2,500 above
last vear’s average asking price of $35,000, with some
shows being quoted at $40,000-$50,000.

It’s going to cost more for commercials, anywhere
from 109% to 259% more.

There will be & decrease in the number of first-run
svndicated properties. On the other hand, the number
of reruns may increase. The rerun is rapidly losing its
second-class character. It is achieving respectability
even among big clients.

While « variety of program fare will continue to be
available, you will find adventure shows and adult west-
erns riding high for a while. You'll find fewer situation
comedies and an absence of new dramatic anthologies.

Color will be available only in rare cases, until you are
willing to pay extra for it. Most producers are loath to
invest in color until increased set circulation provides
more assurance of a return. Some producers are willing
to take the color gamble now, counting on residual
prospects.

Agencies are bullish about tape, seeing in it an in-
valuable commercial tool. TV-film producers, less skep-
tical than they were a year ago, say they are prepared
to switch to tape production whenever it proves practical.

“Stripping” of film shows—using them us across-the-
hoard serials—will hecome more prominent, on the na-
tional level as well as the local.

This will be the year feature film will make its big play.
The question only the next lew months can answer is:
Will the newly ieleased feuatures deliver moderately
stronger programming in standurd feature-film time
slots, or will they deliver really solid ratings and become
a new program factor? A few substantial successes
could have a far-reaching effect.

One of the most significant aspects of the feature-film
fevment s the bharter arrangement now being made
hetween Mally Fox’s C&C and stations (they ave de-
seribed in the feature-film section). When major mulii-
market stations accept such deals, they can’t be luughed
off.

What will be the effect of NTA’s film-network approach

which ig also based on a barter plan- -no one can sy
yet. Vitapix, an older film-network effort, is making an-
other attempt to get into high gear. By presstime it
had signed Wesson Oil for patrt-sponsorship of Hal
Rouch, Jv’s Blondie series and wag lining up a seeond
client.

With everything going at once, it is not diflicult to
understand the comment of Ziv president John Sinn that
there is “u struggle for existence’” going on.

50
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AS THE FILM MEN SEE IT

JHow will the film industry cope with its problems?

#Twelve distributors and producers give their answers

:'Presented here are the candid
views of 12 leading TV-film ex-
j>cutives concerning the major prob-
rems confronting the buyers and sell-
ars of film. That the problems are
t#imany—and troublesome—is the one
10ig thing on which there appears to
Je no disagreement.

3*America is relegated to second runs
UHAROLD HACKETT, President,
i{Official Films, Inc.

‘We can’t touch shooting for new
isyndication in the United States. It
©1s economically out of the question.
WFiguring a 45% distribution mark-
.up, you must take in $52,000 just to
libreak even on a show costing $30,000
| to produce. America is relegated to
usecond runs.

! In effect we are now trying to
lreate our own reruns.by first get-
ting network exposure, as in the case
of Robin Hood. The series is shot in
IEngland, where it now costs between
$27,000-$28,000 to produce a pro-
gram. (In the past three years, in-
zidentally, the cost of producing a
'half-hour program in England has
risen $4,000.)

Robin Hood could cost as much as
double if shot in this country, since
it would be necessary to duplicate
elaborate settings, such as the cas-
tles, moats and medieval villages
which still exist in England.

I see a good future for the five-
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day-a-week strip, which I think will
become television’s daytime-program
format of the future; it can, in fact,
become the TV equivalent of radio’s
soap-opera formula. Stripping has
picked up speed since we started our
drive in April of last year. My Littie
Margie is now being stripped in 60-
65 markets on a three- or five-per-
week basis: in some cases there is an
additional nighttime showing once a
week.

I do not believe that the feuature
films being talked about so much will
have a great effect. There simply
is not very much time for adults to
view them. Only where there are in-
dependent stations will they really
be important. On the whole, though,
we should be getting better pictures
in the twilight and late-night pe-
riods. There is a possibility that the
late-afternoon periods also will be
somewhat affected.

We do not expect to be shooting
in color until next year, largely be-
cause of the present lack of sufficient
lab facilities in England.

Be willing to pay more—or go without
GEORGE T. SHUPERT, President,
ABC Film Syndication, Ine.

I see three current trends which
mean trouble:
1. There is an oversupply of film
program fare.
2. Fewer and fewer hours are avail-

able to local stations for their own
programming.

3. A number of syndicators are cut-
ting prices to a serious point.

The basic question today is: How
can quality be maintained in the
face of rising costs and declining
outlets?

One answer may lie in the devel-
opment of foreign distribution.

Another may lie in production
abroad in certain cases where story
demands are such that they can bet-
ter be met in a foreign country.

One important area of potential
relief is the FCC's taking action on
pending requests for frequencies;
this will benefit the networks, too.

There is, I believe, a more realis-
tic knowledge of the market today.
Future production will be guided a
little more carefullv as a result.

We face what appears to be a
temporary period of declining new
production, during which the me-
dium absorbs the great supply of
programming now available. It seems
to me that there are no new shows
designed purely for syndication. This
will change, however, in due time.

The stations are largely respon-
sible for the lack of new program-
ming. For a very simple reason.
They are not willing to pay the price
new quality programming demands.
As a result, the film companies arv
not willing to produce first-run pie
erties. =
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AS THE FILM MEN SEE IT Continued

Despite all this the fact remains:
If the show being offered by the
syndicator is really good, it will
get on!

We must not forget that the final
arbiter of non-option-time program-
ming is the station itself. With the
expansion of network programming,
the syndicator’s programs must be
of first quality to compete.

In the final analysis: First run,
well-produced syndicated films are
expensive to create; the station and
advertiser must be willing to pay
more, or else go without them.

A question of survival of the fittest

JOHN L. SINN, President,
Ziv Television Programs, Inc.

It seems to me that if there is going
to be any shortage of first-run syn-
dicated properties next season, the
main reason will be not the newly-
released features or reruns, but the
lack of Class A time. There is a
serious shortage of facilities.
First-run syndicated films are not
directly competitive with reruns and
features. Reruns tend to be slotted
in the daytime, and, along with fea-
tures, in the late nighttime. The syn-
dicated first-run property is aimed
basically for top time-slot exposure.
We shall continue to produce new
first-run properties. The problem of
higher costs, however, is serious.
There are two types of increases:
1. Involuntary. These are increases
resulting from the increases in union
minimums, over which none of us
has any control. These have been very
sizable over the past few seasons.
2, Voluntary. These are higher costs
that we producers incur above mini-
mums in order to obtain the services

of top writers, stars, directors,
crews, and so forth. This has been a
direct and inevitable result of today’s
swing to quality programs.

We have entered a period of in-
tense competition, in which it will
be a question of the survival of the
fittest. Ultimately, the answer will be
found in the quality of the programs
offered.

For the buyer this has a serious
consequence. He cannot now ask:
“How cheap can you make the
show?” He should now ask: “How
good can you make it?”

This is what happened in the mo-
tion picture field, where producers
finally learned that they had to make
good pictures in order to survive and
prosper.

There is no way to spend less
money and get something good. It
now takes between $1,300,000 and
$1,400,000 to turn out 39 shows for
syndication. You need to sell the top
125 markets just to break even.

The local advertiser can afford to
pay for improved quality, he can af-
ford to match the share his national
competitor allots to that market—
particularly if he has been able to
get Class A time.

From the point of view of the ad-
vertiser, the cost of the program is,
in reality, relatively unimportant.
What is important is the size of the
audience.

Our industry has grown to the
point where we must learn to think
of syndication as non-network dis-
tribution rather than local distri-
bution alone, for an important
part is played by ihe large regional
advertiser. In time, I believe, the
industry will come to adopt the “net-
work” “non-network” distinction.

MARTIN LEEDS

A season of confusion
LESLIE HARRIS, V.P., gen. mgr., CBS
TV Film Sales, Inc.

This has been a season of confusion.
We have gone through a series of
cycles.

First, there was the era of pure
syndication.

Then, about 15 months ago, when
it became obvious that first-run syn-
dication difficulties were mounting,
the tendency appeared to look for the
network sale first.

Today, pilot films are designed
mostly for sale to the networks.

I expect first-run prices to rise at
least 10%. Today it costs about
$25,000 to produce what you for-
merly could for $18,500. On such an
investment you would have to gross
about $35,000 in order to break even
after distribution costs. This means
selling far more than the top 100
markets.

The opening of the foreign market

Lesuir Hanrmg
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CARL M. STANTON

‘will be a help—we, for example, now
have 12 shows running in England.
From a dollar standpoint, however,
the foreign market is of small sig-
nificance at the present and will re-
main so for the immediate future.

I expect a decline in new shooting
for syndication, but an increase of
rabout 25% in the total number of
| available properties. Reruns will in-
crease in number, and, in addition,
'several unsold series originally aimed
at the networks will be on the
-market.

At the same time, the industry
: must continue to have first-class new

! properties, and we shall continue to
' produce them, as evidenced by our
upcoming Asstgnment Foreign
\ Legion.

' These top-grade films, however,
will not be forthcoming unless the
| buyer learns to accept the truth that
the quality he wants and needs is

i completely unobtainable at bargain-

+ basement rates.

RaLpH M. CoHN
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Quality will overshadow cost factor
IRVING ASHER, Executive producer,
20th Century-Fox-TV

So keen is the competition becoming
that the only thing which will sur-
vive 18 quality.

I am 1mpressed by the strong
client demand for quality in film
shows. Our own clients are more in-
sistent on top stories, casts and pro-
duction than they were last year. It
is my observation that when they
believe the quality is forthcoming,
price ceases to be a factor: General
Electric is renewing 20th Century-
Fox Theater at a cost of $100,000
per program.

Simultaneously, there has been an
encouraging rise in Hollywood-star
interest in TV. The name players are
beginning to come to us. This is
true of the industry as a whole, and
is, I think, very promising.

The sponsor is becoming aware
that a rising price level is inevitable
because of cost increases resulting
from new requirements of various
unions. Furthermore, production for
TV film has come to acquire the com-
plexity of production for theatrical
distribution.

It is unrealistie, I believe, for pro-
ducers to attempt to get back their
investment from a first run. Both
20th Century-Fox Theater and My
Friend Flicka are sold for under pro-
duction cost.

There should be a good residual
market abroad for a number of TV
series, particularly for use on sec-
ond features or shorts in theaters.
There is, for example, a great short-
age of second features in Britain.

Another promising field is color.
I believe the residual values for out-
door properties shot in color are
great. For this reason we are willing

WWW.americanradiohister—eehs
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to invest the $8,000-$10,000 extra
per show that color requires in the
case of My Friend Flicka, though the
client only pays the black-and-white
price at the present time.

The release of the mujor feature
backlogs does not pose a serious prob-
lem, in my opinion. TV has a giant
appetite, and will swallow all these
available properties before we know
it.

QOur faith in the mediumn is such
that 20th Century-Fox is now setting
up a syndicated division with sales
headquarters in New York. We hope
to include both reruns and original
properties in our list and even to go
into live shows.

The "playing time' bottleneck
MILTON GORDON, President,
TPA, Inc.

Today’s principal problem can be ex-
pressed in two simple words: playing
time.

This is an infant industry. Its
growth would be unlimited if there
were no “playing time” problem.

There is a scarcity of good time
slots and this scarcity undoubtedly
limits the number of shows produced.

This year there were about a hun-
dred pilots produced; total industry
investment in them probably ran
about $5,000,000.

The bulk of syndicated product
probably does not pay back negative
costs. Most fail to exceed a 70%
return of costs.

Competition is keener than ever
and shows get more expensive to
produce. Here is an example that
illustrates the syndicator’s dilemma
today.

This is how the costs and income

break down for a hypothetical p
To page
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NOW--MORE
INNOVATIONS,
MORE FILM
THAN EVER

54

Daytime strips, use of
cartoons and features,
longer programs,

boost film; to be 44%

of prime time for Fall

prominent TV-film executive describes the network
A concept as inherently “anti-film,” since its main
justification is said to be the ability to distribute live
programming to a national audience.

If this be the case, one would hardly know it from
the current makeup of the networks’ program schedules.
Film once fought an uphill battle for acceptance; now,
it is so solidly ensconced that it makes up more than
half the programming on one network.

This Fall, 449% of all network prime evening time
(7:30-10:30) will be devoted to film.

The breakdown by networks: CBS, 50% ; NBC, 30%;
ABC, 529,. Film accounts for 61% of ABC’s total pro-
gram schedule.

(All film shows scheduled for the coming season are
listed on page 66.)

Responsible for this rise in film’s estate are a general
improvement in quality and a proven track record, with
five out of the top 10 programs in the second May
Nielsen on celluloid. The improvement in quality is evi-
dent, say Madison Avenue buyers, in the new pilots,
which are probably the best crop the industry has seen
to date. The film-versus-live conflict is largely a. dead
issue. Today the main question is: How good is the show?

Unfortunately, many of the pilots are reported to have
been readied later than clients and agencies would have
preferred, particularly in view of some advertisers’ need
to find summer replacements. This past Spring, when
the networks announced that the summer hiatus was
a thing of the past, a number of clients were simply un-
prepared, despite advance warnings by the networks.

The standard film package comes in the form of 26
originals plus 13 repeats to fill out a 39-week schedule.
Clients have had the choice of increasing the number
of repeats to compensate for the lack of the summer
hiatus ov of finding replacement shows.

Unwilling to wear oul Fireside Theater properties by
what it fears might be an overdose of repeats, Procter

To puye 56
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ABC experiments with hour-long films like TVire Service.

- - el

Now cartoons come to the fore—CBS’ Cartoon Theatre to vie with Disneyland.

I Married Joan, as an NBC daytime serial, rouses new interest in strips.
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MORE NETWORK FILM Continued

Half-hour format eclipsed by excitement over strips, features, hour shows

& Gamble is running a summer series of unsold pilots
which it picked up for under $10,000 each-—a bargain
price, since cost of production for the pilots varied from
$40,000 to $55,000.

It is a sign of the rapid maturity coming to the TV
film industry that a number of film companies are talk-
ing about long-range planning. Until recently the prac-
ice has been to prepare as late as December or January
or showing of pilots in May. Some producers are already
planning now for the 1957-58 season. The next flock of

ots will probably be ready earlier in the Spring than
in former years.

Asking prices are still going up. One observer predicts
they will level off at $42,500. At the present time, on the
basis of 26 episodes, plus 13 repeats, they have climbed
to an average asking price of $37,500; last year the
usual price was $35,000.

The hour and hour-and-a-half film show may become
important this season. Wire Service, produced by Four
Star Productions, will be watched closely by the trade.
Although ABC had not yet sold the 60-minute adventure

film by presstime, the network was still planning to run
it on Thursday nights. CBS’s Playhouse 90 will utilize
several 90-minute films, produced by Screen Gems.

Feature film’s network role remains to be definitely
determined. Last season’s Sunday Night Film Festival
was an inconclusive experiment. Still awaiting determi-
nation is whether regular network airing of old Holly-
wood big name features can pay off in top impact. ABC
will be the guinea pig. It has switched Film Festival
to Saturday night and has been negotiating for American
rather than British features.

NBC- discussions for the season ahead include serious
consideration of efforts to duplicate the success of
Richard III, though no properties had been set by the
end of June.

Another NBC innovation was this past Spring’s launch-
ing of the first network strip, the daily rerun of I Mar-
ried Joan. If the first ratings are maintained, network
stripping may become a more common practice next
season. NBC has purchased additional rerun properties
to succeed Joan.

Prime evening time (7:30-10:30) devoted to film programming

on the networks for the coming season

- - as the schedule stood at presstime

ABC

52.4% film 47.6% live

CcBS

50.0% film 50.0% live

NBC

30.2% film 69.8% live

Three network average

44.2% film 55.8% live

56
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1950

1951

1952

1953

1954

1955

THE MARCH OF FILM ON THE NETWORKS 1950-1955

Percentage of total hours of programming devoted to film each year

ABC cBs NBC
Live Film Live Film Live Film

85.6%  14.4% 91.4%  8.6% 82.5%  17.5%
79.8%  20.2% 88.1%  11.9% 84.3%  15.7%
69.2%  30.8% 92.0% 8.0% 87.4%  12.6%
76.7%  23.3% 89.4%  10.6% 79.1%  20.9%
79.5%  20.5% 88.3%  11.2% 83.6%  16.4%
56.8%  43.2% 85.2%  14.8% 84.3%  15.7%

NETWORK FILM SHOWS, WITH PRODUCER OR DISTRIBUTOR, IN FALL SCHEDULE AS OF PRESSTIME

{Times: p.m.)

ABC
SUNDAY
You Asked For It Wayne Steffner

MONDAY
Afternoon Film Festival (features)
Mickey Mouse Club Disney

Bold Journey Guild, Bascom & Bonfigli

The Danny Thomas Show Martero

TUESDAY
Afternoon Film Festival (features)
Mickey Mouse Club Disney

Warner Bros. Presents Warner Bros.

Wyast Earp The 616 Co.

Dupont Cavalcade Theatre Four Star

WEDNESDAY

Afternoon Film Festival (features)
Mickey Mouse Club Disney
Disneyland Disney

Ozzie & Harriet Stage Five

Ford Theatre Screen Gems

THURSDAY

Afiernoon Film Festival {features)
Mickey Mouse Club Disney

Lone Ranger Chertok

Frontier Judge Chertok

Joan Davis Davis

Wire Service Four Star

FRIDAY

Afternoon Film Festival {features)
Mickey Mouse Club Disney
Rin-Tin-Tin Screen Gems

Jim Bowie Edelman

Crossroads Federal Telefilms

The Vise The Danzigers

SATURDAY

Famous Film Festival (features)

CBS

See 1t Now (every 4th week) Friendly & Murrow
Alfred Hitchcock Presents Screen Gems

Robin Hood Sapphire
Burns and Allen McCadden
I Love Lucy Desilu
December Bride Desilu

Cartoon Theatre Terrytoons
Phil Silvers Show Hiken
Do You Trust Your Wife? Fedderson

Cartoon Theatre Terrytoons
The Millionaire Fedderson
20th Century-Fox Hour (alt. weeks) Fox

Sgt. Preston of the Yukon Skinner
Bob Cummings Henning

My Friend Flicka 20th Century-Fox
West Point Story Ziv

Zane Grey Four Star

Crusader Revue

Schlitz Playhouse of Stars Meridan
The Line-up Desilu

Buccaneer Official

Oh Suzannah Wm. Morris
Hey Jeannie Four Star
Gunsmoke Warren

NBC

Captain Gallant TPA

Tales of the 77th Bengal Lancers Screen Gems
Circus Boy Screen Gems

Loretta Young Show Llewislor

Comedy Time Various
Sir Lancelot Official
Stanley Liebman
Impact Simon

Comedy Time Various
Fireside Theatre Revue

Comedy Time Various
Hiram Holiday Wm. Morris
Father Knows Best Screen Gems

Comedy Time Various
Dragnet Mark VII
People’s Choice Norfolk

Comedy Time Various
tife of Riley Roach
Jack Carson Josefsberg
On Trial Revue

TELEVISION MAGAZINE « JULY

WY . AN e Lo aaaa e e amms vy



www.americanradiohistory.com

TELEVISION MAGAZINE

SYNDICATED
FILMS -

A STATUS
REPORT
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Syndication's tight
economics mean

fewer and more expensive
new programs,

greater reliance on reruns

For the advertiser using syndicated film, the 1956-57
season will be one with many plusses and a few
minuses. Competition will be as tough for the buyer
as it is for the seller. Here are the major develop-
ments expected:
e Advertisers will have fewer newly-produced syndicated
series to choose from. Last year at this time, about
two dozen fresh properties had been announced. This
year there are about one dozen headed straight for
syndication.
e On the other hand, because so many film shows that
already have been on the networks are being put into
syndication for Fall, advertisers actually will have a
fairly wide choice of good properties. Last year there
were about 170 half-hour series in syndication. This
year, the number has jumped to 240—a 409 increase.
Of course, some of these films that are “available” have
been so for a long time without attracting much adver-
tiser interest; actually only about 55 of the series have
been very active. (See box for names of new series.)
e Advertisers who have been leery of using reruns will
have to accept the fact that, from now on, most of the
films in syndication will have been seen in their markets
before; reruns have proved that they can deliver satis-
factory ratings,
¢ Advertisers will be asked to pay as much as 15%
more for first runs than they did last vear. Some prices,
however, will remain at 1955 levels.
e Advertisers will have more opportunities to use spot.
Stations will be offering more syvndicated shows as car-
riers for announcements, particularly where the out-
lets have buill across-the-board strips of film shows dur-
ing daytime, eavly evening or lale-night periods.
* More national and regional advertisers will be using
syndicated film on a multi-marl:el basis. There’ll be con-
tinued exploration of “Alm networks”-—groups of sta-
tions offering spol time to national or regional adver-
tisers for placement of film programs. Vitapix and
To paye 60
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First-runs-off-network are becoming syndication’s key program source,
bringing top fare like Star Performunce (Four Star Playhouse rerun).

More adventure series, like Code Three

Concurrent runs on network and in syndication expand supply. Drag-
net, rerun as Budge 714, is one of many shows being used as strips.

» More shot abroad, Assiynment Foreign Legion

More adult Westerns—Frontier Doctor
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REPORT ON SYNDICATED FILM cContinued

On the rise: price, use of strips and participations

NTA are working on such set-ups.
e Feature films will be giving syn-
dicated properties more competition
for audiences and advertisers. Spon-
sors might find that this places some
limitation on where they can slot
their syndicated shows.

The cost of producing quality films
has risen more sharply than the ad-
vertiser’s ability—or willingness—
to pay. Production and talent costs
have gone up as much as 40%. In
1953 a dramsa could be brought in
for $17,000-$22,000. Now costs run
$25,000-$30,000. Distributors say
they no longer can afford to put new
films into syndication. The trend is
to get network sales first, or, fail-

ing that, large-scale spot deals. In
this way they are assured of get-
ting most of their investment back
quickly. Most distributors find it
difficult to rely solely on market-by-
market sales to cover their outlay.

Although this trend means a lim-
ited selection of first-runs for syndi-
cation, buyers are actually in a good
position. There will be a steady
parade of high-quality films coming
off the networks, with a documented
rating history. Even if the show has
not been a phenomenal success on
the networks, its rating might have
been the result of a bad time slot or
fierce competition.

The large audiences that have been

attracted to second and third runs
have been demonstrated many times.
(See charts in this section.)

Asking price up 10-15%

For these films that are going
directly into syndication and for the
strongest first-run-off-the-network
material, distributors say that they’ll
be asking 109% or 15% more this
year than last. Buyers, however, take
a different view. They say they will
be willing to pay more only in ex-
ceptional cases. The price for most
good films, they say, will still be
50% to 75% of the local station’s
Class A half-hour rate.

Even if prices climb no higher,
there are still many advertisers who

60
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can’t afford full sponsorship of syn-
dicated films. There are also many
NEW SHOWS FOR THE COMING SEASON advertisers who rely on spot an-
nouncements but who like the rating
RECENTLY RELEASED FOR SYNDICATION advantages and send-off provided by
Program Distributor # Minutes  # Planned programs. (See chart on recall of
commercials.) Both groups can take
Adventures of Fu Manchu Hollywood TY 30 78 advantage of fthe now-common sta-
i i elli articipations
Assignment Foreign Llegion CBS 30 19 it;lorfl-l]x::l‘asc}ﬁ:)c‘;so SeTing participations
Capt. Grief Guild 30 39 Advertisers seeking partial, short-
term or alternate sponsorships now
Code Th ABC 30 39 .
ede Taree can find syndicated shows already
Combat Sergeant NTS 30 13 playing on stations and can choose
Commando Cody Hollywood TV 30 2 their vehicles with the help of cur-
. rent ratings for the markets they’re
Dr. Christian Ziv 30 39 buying
Frontier Doctor Hollywood TY 30 13 So important have the spot car-
. . . riers become that stations, who once
Mart K . P te E A 30 39 . § 5
LU LR v bought few syndicated films without
Meet the O'Briens Official 30 39 first signing a client, now account
Popcorn Theatre Guild 50 39 for as much as 889% of the distribu-
tor’s sales on some shows.
Profile Trans-Lux 15 39
Rosemary Clooney MCA TV 30 39 Networks begin film stripping
There has been a marked increase
AL RO (LLLIRETT Hollywood TV 30 13 in the use of the across-the-board
syndicated strip, usually as a spot
carrier. Strips of westerns and chil-
FIRST-RUN-OFF-THE-NETWORKS OR AFTER dren’s shows have been used for a
NATIONAL-SPOT SHOWING long time. The adult strip, particu-
p . larly as a daytime entry, became es-
rogram (Original Title) Distributor # Minutes  # Planned tablished this past Fall and has been
) gaining momentum ever since. The
American Legend (Cavalcade Theater) Official 30 39 NBC network’s early success with a
Brave Eagle CBS 30 2 five-a-week slotting of I Married
Joan in its 5-5:30 period has perked
D R . .
amon Runyon Theater Screen Gems 30 39 up advertisers’ interest in this type
Herald Playhouse (Schlitz Playhouse) ABC 30 52 of programming. A special Nielsen
Jet Jackson (Captain Midnight) study rvevealed that Joan, opposite
- ran S ECE Xy 39 Mickey Mouse in the East, earned
aili Page Show Screen Gems 15 78 twice the share of audience scored
Stage 7 TPA 30 19 by the show that previously occupied
Star Performance . its time slot, Pinky Lee. The network
Official 30 153 promptly acquired five more film
shows which had been aired on the
networks to spell its supply of Joans
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through next season.

With the success of Joan and of
the locally originated strips—E7-
wins, Susie, Margie, etc—CBS
halted its plan to put Our Miss
Brooks reruns out to the syndicated
pasture and, at presstime, is consid-
ering Brooks as a daytime strip for
the network.

There are now in syndication at
least 40 half-hour series which have
78, 104 or even more episodes. Sta-
tions also have built their own strips
from unrelated series with similar
audience appeal.

Regional sponsorship up 47%

Not only will more national and
regicnal advertisers be turning to
spots in film shows or strips, but
there also will be an increase in the
number of syndicated shows being
fully sponsored by such companies.
An NBC Television Films study
found that in one three-station mar-
ket, San Francisco, such sponsorship
had gone up 479% in one year.

Regional advertisers, like Fallstaff,
Rheingold, Ohio Oil and Langen-
dorf Bakeries long have relied on
syndicated film. There is now a grow-
ing number of national or near-
national companies who’ve elected
to use spot film rather than network
programs. Some of the companies in
this category last season were: Car-
nation, Continental Baking, General
Electric, Kellogg, National Biscuit,
Oldsmobile and Socony Mobil.

Socony Mobil has used programs
outside its eastern region for a com-
bination of reasons—the company
likes the prestige and concentrated
commercials of programs; it was
able to clear Class A time in its
western and central inarkets; it
thought programs were the best aid
to dealers in those areas.

GE buys reruns for multi-city drive

General Electric’s Turning Point
is now in 635 markets for the parent
company and in another 20 on a
dealer-coon basis. Many slots are in
Class A time. Periods were chosen
which had a rating history of at least
15. The show is shared equally by
GE’s home-laundry, refrigerator and
range divisions. Consisting of re-
runs of the dramatic anthologies pre-
viously sponsored by Schlitz, Heinz
and Pepsi-Cola, the program costs
work out to about $12,000 per week
and the time tab to $30,000. This
$2,000,000-plus outlay represents
new TV funds for these GE divi-
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NATIONAL AND REGIONAL ADVERTISERS USING SYNDICATED
FILM ON A MULTI-MARKET BASIS

Advertiser Program Most Recent # of Markets
Ballantine Man Called X 24
Brown Shoe Buffalo Bi”. Jr. 112
Bulova All Star Theatre 166

Top Plays of '56 16

City Detective 28
Carnation Annie Oakley 141
Carter Products Mr. District Attorney 43
Coca-Cola Kit Carson 33
Continental Baking Annie Oakley 75
Emerson Drug Science Fiction Theatre 20
Ethyl Big Playback 45
Falstaff Celebrity Playhouse 46
Foremost Dairies Rosemary Clooney 50
General Electric Turning Point 85
Lucky Lager Beer Great Gildersleeve 26
H. J. Heinz Studio 57 39
Interstate Bakeries Cisco Kid 68
Johnson & Johnson The Hunter 26
Kellogg Superman 83
Mars Candy Buffalo Bill, Jr. 112
Mennen Passport to Danger 21
National Bohemian Stage 7 20
National Biscuit Sky King 75
Olympia Brewing Science Fiction Theatre 23
Pacific Coast Borax Death Valley Days 80
Phillips Petrolzum | Led Three Lives 46
Rheingold Code Three 20
Seven-Up Bottlers Soldiers of Fortune 74
Socony Mobil Socony Mobil Theater 56
Southern Biscuit Long John Silver 21

EXAMPLES OF CLASS "A'" CLEARANCES
TvB Report as of March, 1956
Stations Stations Cleared
Ordered in"A" Time

Mr. District Attorney Carter Products 23 22
Man Behind the Badge Ohio Oil I 10
Great Gildersleeve Colonial Stores I I
Great Gildersleeve Lucky Lager Beer 26 26
Steve Donovan Langendorf Bakeries 13 1
Racket Squad Heileman Brewing 9 9
Turning Point General Electric 77 75
Socony Mobil Theatre Socony Mobil Oil 56 56
Dr. Hudson's Secret Journal Bowman Biscuit 12 2

PROGRAM COMMERCIALS SCORE HIGHER RECALL THAN

Starch recall studies on all

Recal! of comamercials (aided by cue}

STATION BREAKS
136 programs in mid-1953-mid-1955

Program

Commercials

63.3%, of viewers

Reasons for not recailing commercic’s

Out of room
Distracted
Not tuned
Don't know
Not stated
Total rot recalling

Recall of sales points
Source: NBC TV Films

8.1
15.2
6.5
3.3
3.6
36.7

36.8% of recallers

Station
Breaks

32.3%, of viewers

16.8
12.0
27.3
8.8
3.0
67.7
22.6%, of recalle
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PATTERNS OF ADVERTISER USE

HIGHWAY PATROL—211 markets

Advertisers Sponsoring Program

% of
Category Total Sales

Oii and gas companies 8%
Auto dealers 7
Retailers 20
Food products 31
Brewers 25
Banks; utilities 5
Misc. (balance) 4

Sold direct to stations—37%
Sold direct to advertisers—63%,

Regional Advertisers
Most Recent

Advertiser 7 of Markets
Lion Oi 10
Pfeiffer Brewery 14
Ballantine 24
Sunshine Biscuit
Kroger Stores 11
Norning Milk Company 8

MAN CALLED X—182 markets

Advertisers Sponsoring Program

% of
Category Total Sales

Oil and gas companies 16%
Auto dealers 12
Retailers 17
Food products 29
Brewers/ale 17
Banks; utilities [}
Misc. (balance) 3

Sold direct to stations—58%,
Sold direct to advertisers—42%,

Regional Advertisers
Most Recent

Advertiser = of Markets
Ohio Oil 13
Blatz Beer 7
Cities Service Oil 4
Dawson’s Ale 4

| LED THREE LIVES—172 markets

Advertisers Sponsoring Program

> of
Category Toral Sales
Qil and ¢ nies 35%
Auto dealer 3
Retaile 17
Food produc 21
Erewing companie 15
Bank 7
Misc. (balance) 2
Sold direct to stations—379,
Sold direct to advertisers—639,
Regiona!l Advertisers
Most Recen!
Advertiser # of Markets
Phillips Peiroleum 16
Hablitco 10
Ploiffer Browery 7

CISCO KID—187 markets

Advertisers Sponsoring Program

% of
Category Total Sales
Food Products 7&’/0
Retailers 26
Misc. (balance) 4

Sold direct to stations—56%,
Sold direct o advertisers—44%,

Regional Advertisers
Most Recent

Advertiser = of Markets
Interstate Bakeries 68
Farm Bureau Insurance 4
Arden Meadowgold 4
Hygrade Packing 4
Marla Milk & Cream 4
Mission Macaroni, etc. 1

MR. DISTRICT ATTORNEY—
141 markets

Advertisers Sponsoring Program

% of
Category Total Sales

Qil and gas companies 3%
Auto dealers 5
Retailers 28
Food products 25
Brewers N
Banks; utilities 5
Drugs 8
Tobacco 6
Misc. (balance) 9

Sold direct to stations—53%
Sold direct to advertisers—47%,

Regional Advertisers
Most Recent

Advertiser = of Markets
Carter Products 43
General Cigar 8
Fuiler Paints 4
Hamm's Brewery 7

SCIENCE FICTION THEATRE—
197 markets

Advertisers Sponsoring Program

% of
Category Total Sales
Oil and gas companies 8%
Auto dealers 9
Retailers 18
Food products 24
Brewers 16
Drugs (Products) 12
Banks 10
Misc. (balance) 3
Sold direct to stations—46%,
Sold direct to advertisors—549,
Rogional Advertisers
Mosi Recent
Advertiser 1t of Markets
Olympia Biewing 23
Emwurson Drug 20
Conoco Qil 6
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SYNDICATED FILM Continued
Reruns are losing their

sions. That’s quite an endorsement
for reruns!

That good time has been cleared
successfully is indicated by the num-
bar of advertisers who have acquired
Class A periods. (See examples listed
page preceding this.) The plans for
“film networks” of course are de-
signed to make such clearances easier
for the advertiser. Vitapix has, at
presstime, signed up one sponsor,
Wesson Oil, for Hal Roach’s Blondie
series. Its officials are optimistic that
after several years of trying, the
Vitapix stations will succeed in get-
ting a firm line-up this Fall.

Encouragement for advertisers
seeking nighttime clearances can
also be found in the memoranda sub-
mitted to the Senate Commerce Com-
mittee by CBS president Frank
Stanton. During the week of May 19,
CBS stated, 47.49% of evening option
hours on all of the network’s affiliates
were “available to non-network pro-
gramming.” Even the big-market
CBS basic group had 30.49 of option
time available in the evening.

TvB data reveals that advertisers
buying nighttime programs (6:01
to 11 p.m.) in the first quarter of
1956 accounted for 61.29% of all ex-
penditures for program time.

The fringe hours that are included
in this tally represent a steadily in-
creasing value for advertisers. The
CBS memoranda quoted above also
contained this data: Average num-
ber of sets in use for February 1956
stood at 16,041,000 for the hours be-
tween 5 and 7:30 p.m. local time and
at 14,049,000 between 10:30 and 11
p.m. The average for 7:30-10:30 p.m.
was 23,015,000 homes. Considering
the lower time costs in fringe hours,
this substantial audience can be
reached economically.

The rerun record

Since advertisers will be relying
increasingly on syndicated films that
already have been telecast in one
form or another, it is important to
review the record. While a network
telecast of The Lineup (now syn-
dicated as San Francisco Beat) in
February, 1955, reached 9,335,000
homes, the number of homes not
viewing the show at that time was
22.650,000. Because of new TV fami-
lies and new markets, the number to
whom the syndicated show would be
“first run” grew to 24,750,000 TV
families by February, 1956. And this
was a program with a 30.9 Nielsen!
IFor examples ol the audiences de-
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second class" stigma

livered by reruns, see the chart on
this page.

Although a program might get a
consistently high rating on its first
run, the ‘‘homes reached” aren’t nec-
essarily the same homes each week.

Nielsen figures indicate that a typ-

ical weekly evening half-hour net-
work show is seen 2.1 times out of
four by the average viewing home.

While the bloom normally begins
to wear off a show after the fourth
run, there seems to be no ceiling
on how often some film programs can
play the same market. This is par-
ticularly true of shows aimed at chil-
dren. Gene Autry is now in its 27th
run and Range Rider is in its 12th
showing in Chicago.

More competition from features

How will the influx of feature films
affect the advertisers who prefer to
use half-hour programs under single
sponsorship? The amount of time
that stations have for features is
limited. Many of the stations who
bought the newly-released movies
plan to absorb them into existing
showcases. (Early returns from an
ABC Film Syndication survey indi-
cate that 80% of the stations plan to
do this.) Bolstered by the majors’
movies, these programs will offer
tougher competition for syndicated
fare.

More significant is the plan of a
number of stations to move their
late-night features ahead by an hour
or 30 minutes because they feel they
now have the ammunition to go after
the bigger audiences to be found at
10 or 10:30 p.m. This might limit
seriously the kind and amount of
time available to syndicated shows.

The period immediately following
network option time has been one
of the strongholds of syndicated pro-
grams. It has been favored by local
and regional advertisers seeking
adult audiences. If they are to be
squeezed out of these slots by fea-
tures, the question will be whether
they switch to movie sponsorship or
move to late-night segments.

Furthermore, since stations have
been buying heavily on the syndi-

ated side and are now putting out
large sums for features, some outlets
will find it hard to continue making

ig investments in both kinds of

Ims.

For the 1956-57 season, the com-

etition won’t be just among the

llers; the buyers will have to

ramble, too. To page 112
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THE RERUN RECORD

OUTSTANDING EXAMPLES HLLUSTRATE POWER OF RERUNS

PROGRAM

MARKET FIRST RUN SECOND RUN
Month Rating Month Rating
Annie Oakley Baltimore t 2.6/54 12.2 8-12/54 18.2
Kansas City t 2-6/54 16.9 8-12/54 21.7
Rochester t 3.4/54 23.2 11-12/54 25.6
Range Rider F. Worth 4/53 16.7 10/54 18.3
Victory at Sea Chicago 11/52-5/53 15.3 9/53-2/54 15.3
Cincinnati 11/52-5/53 14.4 12/55-4/56 17.5
Cleveland 11/52-5/53 10.2 10/53-6/54 15.5
Detroit 11/52-5/23 14.1 11/53-4/54 16.7
Houston-Galveston 4/53 23.0 10/53-1/54 29.9
New York 11/52-5/53 13.1 10/53-3/54 13.7
Philadelphia 11/52-5/53 14.9 2/54-7/54 17.5
San Francisco 11/52-5/53 21.2 10/53-4/54 22.8
Washington 11/52-5/23 1.3 10/53-3/54 20.1
Waterfront Detroit 2/55 21.0 5/56 23.2
Rockford 2/55 33.2 5/56 38.7
Seattle-Tacoma 2/55 26.0 5/56 26.4
San Francisco 2/55 19.4 4/56 16.9

Ratings: ARB unless otherwise noted: tTele Pulse ratings. Average ratings used where more than

one month is noted.

REPEATS ON
NETWORK PROGRAMS

Nielsen study of 236 reruns on

22 network programs

Average Average Share
Rating of Audience
Origiral neiwork
telecast (Winter

1954-1955) 30.2 465
Rerun on the

network

{Summer 1955) 223 440

POTENTIAL RERUN AUDIENCE
FOR "THE LINE-UF"

[Previously a network shaw: now syndicated

as San Francisco Beat}

1955 1956 1957
Total U.S.
TV Homes 32,000,000
Coverage 94.6%
Rating 30.9
Homes
Reached 9,350,000
Untapped
Homes 22,650,000 25,750,000 27,850,000

Source: CBS Film Sales, based on Nielsen—Second

Repcrts for February.

Repeats on the networks
can maintain the original
share of audience.

Even a high-rated network
show has a large

potential audience

when it is repeated.
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2,500
FILMS--HOW
WILL THEY
CHANGE TV~?

b4

BY ABBY RAND

he unleashing of 2,500 Hollywood films in 13 months

has created a storm of excitement, but the real revo-
Iution in features on TV still lies ahead. As the newly-
released properties find their way into the stations’ sched-
ules next season, advertisers will be interpreting the
influence that they are having on TV and will be buying
accordingly.

What is likely to happen? Where and how will these
thousands of pictures be absorbed? What will this vast
new supply of programming mean to advertisers?

The most important implication is that advertisers
will have a greatly improved spot tool in feature partici-
pations. Until now, movies have been programmed dur-
ing late-night, early evening and daytime—particularly
late-afternoon—periods. The newly-released movies might
not skyrocket ratings, but they will at least increase
them to some degree. If the improvement is slight, the
feature will be a better buy but will continue in its
traditional time slots. If the rating jump is big enough,
the feature might break out of the fringe periods and
emerge as full-dress nighttime programming.

Before the influx from the majors, advertisers seldom
found more than one station in each market which con-
sistently offered strong first-run showcases. Participa-
tions were bought because of economy and satisfactory
cost-per-thousand.

TELEVISION MAGAZINE + JULY 1956
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It seems certain that features

will be better

buys now; it is possible

that they'll become a major

form of prime-time programming

In recent yvears, fresh product has reached the TV sta-
tions in dribs and drabs. Good movies of recent vintage
have been scarce. Even stations that have been very
aggressive in lining up top films have had to stretch them
with reruns and mediocre properties.

Now, stations are buying films in a wide open market.
A good many stations will offer fresh fare this Fall. Most
of them will incorporate the new properties into existing
“theaters” rather than build new vehicles to accommo-
date them. (Early figures from an ABC Film Syndication
survey suggest that 809 of the stations do not plan to
expand their feature air time.) Some stations, however,
will be jockeying their feature shows into more valu-
able time periods, hoping that strengthened programs
will compete successfully for bigger audiences. A number
of outlets have announced that they are moving their
“late shows” down to 10 or 10:30 p.m., dislocating the
syndicated films which had been playing these slots.

The pattern of “one big film station” in each market
may change. In many areas, two or more stations will
be buying up different new films. More real competition
between feature programs appears due. Some outlets
which have never spent much for features are now
preparing to enter the arena with a bang. waTv (New
York), for example, acquired the 52 Twentieth Century-
Fox films for a reported $500,000, a definite change from

TELEVISION MAGAZINE -+ JULY 1954
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its previous preference for modestly-budgeted vehicles.

With some stations already devoting 209%-309, of
their airtime to features, it’s easy to see how a big
portion of the new film supply will be absorbed. It's hard,
however, to see how all of it will find airtime.

San Francisco is a case in point, KRON-TV bought
150 Warner Bros. features. KPIX, along with other West-
inghouse stations, acquired the 700 RKO releases. It is
still investigating other possible purchases. Richard Pack,
v.p. in charge of programming for the Westinghouse sta-
tions, points out that a station using 15 features a week
(not an unusually large amount) would consume 720 fea-
tures a vear. Figuring a minimum of one replay a vear,
a4 libravy the size of the RKO or Warner Bros. group
could be run through in three years. A station buving
such a large package might very well be able to use sev-
eral hundred additional tilms in a few years.

How soon will the new properties hit the air? Some are
playing right now. More will be telecast after Labor Day.
The additions will be made right on through the next
season. A lot of stations which use substantial amounts
of film have not yet signed for any of the groups. Some
station buyers queried said they were waiting to see
how MGM would release. Others are hesitant to spend
large sums of money now, hoping that prices will
come down. To next page
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BARTER: HOW C&C SPOTS-FOR-FILM TRADE WORKS

One of the most unique—and most controversial
—arrangements ever made for the sale of TV time
or programming is C&C’s plan to get spot time
from stations in exchange for its 742 RKO films.

Matty Fox’s C&C leases the full library “in per-
petuity.” Most of the stations are paying for the
films, not with cash, but with time—10 spots a day
for five vears. The time thus acquired in the top
100 markets will be sold by C&C to International
Latex. This company will use the spots to adver-
tise its products, paying C&C a flat guarantee plus
an annual percentage of its sales, according to
C&C’s vice-president and general sales manager,
E. H. Ezzes.

Savs Ezzes: “In most cases, the library was sold
on a 1009% barter arrangement.A few stations will
pav us X number of dollars and we’ll use the dol-
lars to buy time in the market. We’ve got to deliver
the time to International Latex, whether we buy
it or get it by barter. International Latex will deal
with us directly.”

The bartered spots are not necessarily in the
feature programs using the RKO films. They are to
be spread, on a run-of-schedule basis, through four
time periods: 9 a.m.-12:15 p.m., 1:30-5, 6-7:30 and
10-12:30, no closer together than 29 minutes.

The stations get a minimum of 700 films (that’s
the guarantee in case title-clearance problems arise
thut would make some of the films unavailable).
They assign spots to C&C that might otherwise be
unsold. On the theory that, at any given moment,
even a high grossing station will have some un-
sold time, the stations are in effect paying nothing
for the film.

When MPTYV, the syndicated firm run by Matty
Fox, queried the FCC about barter some years ago,

the Secretary of the Commission replied that, if
ultimate control over programming and advertisers
remained with the station, a spots-for-films trade
was okay.

Ezzes savs the spot-barter plan is completely
unlike brokering program time. He scoffs at any
implication of rate cutting. The advantage to In-
ternational Latex, Ezzes says, is that it is guaran-
teed access to valuable spot time for a five-year
period. The advertiser will produce its own com-
mevrcials. It is not known that its ad agencies are
involved.

International Latex has not previously been active
in TV. If the barter plan works out, it will end up
as one of the country’s biggest users of spot time.
Ezzes is firm in stating that every bit of time
cleared will be used by International Latex. (When
MPTYV set up barter arrangements for C&C Super
Coola, the soft drink firm ended up with spot time
worth far more than its advertising budget would
reasonably be on a cash basis.)

So far industry reaction is mixed. Some of the
most reputable stations in the country have gone
along with the barter arrangement. Others still
have to be convinced that such an unorthodox set-
up is sound.

Barter-itis is spreading. Now NTA 1s talking
about a film-network, which is actually based on
the barter principle. For 800 hours of film program-
ming, stations will give 90 minutes to NTA. It
plans to sell this time to advertisers. By October,
the company hopes to have cleared the time in 75
or 80 markets.

And MGM is considering swapping its library
for station stock in certain cases.

2,500 FILMS Continued

Can all properties bhe absorbed by stations?

Because there is so much film
available now, asking prices on the
new stuff  are not substantially
higher than hefore. Even though in-
dividual properties might he hetter
and newer  than those previously
available, there are many 13 pictures
and mediocre A’s mixed with the
super-productions.

Some  gtations which have been
content with films that have already
played in their market will now b
laying out record sums for first-runs.

66

These outlets might bhe expected to
ask record prices for participations.

Stations which for yvears have spent

top prices for features, however,
cuan’t be expected to raisc their rates
to advertisers unless there is a dra-
matic change in the program ratings.

Better ratings for the recent re-
leases are in the covds if for no
other yeason than that a fresh supply
of films can be promoted deamat-
ically.

The necessily for promotion i

www americanradiohistorv com

one point on which both stations and
distributors are emphatic. A lot of
hoopla will be needed to capitalize
on the name value of the stars and
on the idea of big-new-never-before-
on-TV movies. Not all of the new re-
leases were box-oftice leaders. Some
of them are pretty old. The cam-
paigns that stations will build to
sell the films to the audience will
also create new merchandising op-
portunities for sponsors.

Some advertisers, like P&G, have
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investigated the possibility of fea-
. ture vehicles on the networks. Be-
. cause of the scarcity of good time
and the high price of suitable prop-
i erties, most of these network plans
' have been tabled. Other advertisers,
! like GE, have studied the possibility
. of using full sponsorship of weekly
features in multi-market campaigns.
One distributor, Associated Artists
Productions, is tryving hard to get na-
tional advertisers interested in using
its Warner Bros. features as they
would syndicated film. AAP is pre-
senting a line-up of markets in which
at least one show will be using the
feature properties it distributes. Ad-
o vertisers can buy the program (or
segments) from AAP and buy the
time from the stations.
Throughout the country there are
a number of local advertisers who
have been buying Zeatures them-
selves in order to be sure of getting
good properties. Many of them have
paid higher prices than the stations
in their market could afford. The
flood of product this year has been
so great that these local advertisers
should have little trouble finding
good pictures even though they may
be buying in small batches.

Will there be more feature pro-
grams on the networks this Fall?
The answer is still in doubt. ABC is
negotiating with General Tire for
52 top RKO films still owned by the
prospective sponsor’s affiliated com-
pany, RKO Teleradio. The network’s
Afternoon Film Festival got off to a
great start last season, but its rat-
ings dipped considerably after the
initial weekday showings of its Brit-
ish films. Famous Film Festival has
heen moved to Saturday at 7:30 for
next season. As a Sunday entry last
season, it scored modest ratings but
a favorable cost-per-thousand. No
new feature purchases have been an-
nounced by this network, but &« num-
ber of advertisers already have
signed for participations in these
two programs. (ABC’s Monday fea-
ture has been dropped for Fall)

Networks seeking features as specs

NBC is seriously thinking about
features for some of its upcoming
spees. CBS is negotiating for MGM's
Wizard of Oz as a network spectacu-
lar. But most of the time on all three
networks is committed to other
forms of programming.

Now that much of the Hollywood

stockpile 1s available to TV, there's
the question of what’s left to come.
The RKO package is the only one
that includes post-1948 films. It pay-
ments to actors, musicians and so
forth can be worked out successfully
on later films, about 1,000 additional
movies could be made available.

Columbia, Fox, Universal and
MGM have not vet turned loose all
their pre-1948 films. Paramount has
not released any. If the outlook for
toll TV is promising, some of the
compuanies might prefer to hold on to
their films for a while. Even so, ad-
vertisers won't have to wori bout
lack of product for vears.

The sudden plenty in the
field comes at a time when the
ber of new syndicated programs
being trimmed down. As Ralph Cohn
of Screen Gems points out elsewhere
in this issue, stations that must rely
on film for the bulk of their program-
ming will be helped greatly by the
flow of new material. The figures
that appear in the rating books next
September and Qctober will be
watched carefully by advertisers.
Chances are that a staple form of
spot TV 1is about to gain new im-
portance.

HOW THE NEW RELEASES
ARE BEING OFFERED

Selznick

Producer TV Distributor # Films Package

MGM MGM 770 Breakdown not yet
determined but will
be available in small
groups

RKO C&C 700 One group of 700
sold in perpetuity

Warner Brothers Associated Artists Productions 754 13 groups of
approximately 58

Columbia Screen Gems 104 4 groups of 26

Republic Hollywood TV Service 75 Silver Group of 24
Nugget Group of 51

Twentieth Century-Fox NTA 52 One group of 52

NTA

Part of TNT group

of 35 movies
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HOW AND
WHY
THEY USE
FILM

68

A report on thirteen
regional and local
advertisers and their
approaches to shows,

commercials, promotion

BY ED FELDMANN

ore and more advertisers, particularly those on the
local and regional levels, are finding syndicated
and feature film the most effective forms of TV.

Food producers, retailers and breweries are the three
largest categories of advertisers using syndicated film.
Banks, oil and gas companies and auto dealers, also
heavy syndicated film users, put much of their advertis-
ing efforts into feature films as well.

Its flexibility as an advertising tool is evident from
the variety of purposes TV film fills. For a bank in Grand
Junction, it is a prestige medium; for a supermarket
chain in El Paso, it is a hard-sell medium.

On these pages are summarized the experiences of 13
regional and local film advertisers. They include: a bank,
a used-car dealer, a bakery, a dairy, an appliance dis-
tributor, a macaroni producer, a furniture stcre, a super-
market chain, a gas-station chain, a sausage producer,
a brewery, a building-materials company and & tire dealer.

Furniture store lures customers to suburbs via ""Mr. D. A."

Located on the outskirts of Sioux City, the National
Furniture Store is interested primarily in getting people
into the store, “even if it’s only for a drink of water or
to use the phone,” reports Herb Baumsten, one of the
three brothers who own the store and also appears on its
commercials in Mr. District Attorney (Tuesday nights
al 10 on KvVTV),

No newcomer to the medium, National has been on TV
with a film show since KvTv, the city’s first station, went
on the air in 1953. Film offers National an opportunity
to get a quality show at a reasonable cost. The three
programs used by the store to date—Front Page Detec-
line in 1953, Badye 714 in 1954 and 1955, and the current
My, District Attorney—all had to meet the no-violence
standard set by the brothers and provide good family
entertainment,

The three live, informal commercials present the

To page 70
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H.E.B. markets in San Antonio accent price specials on Confidential File. Iowa furniture dealer does plugs on M

J/#25¢ BIG THINGS ARE
HAPPENING for. YOU !

= L __J
2 4 _I-L -
Hood Dairy had Jungle Jim star (r.) tour Boston. In Steubenville, two Westinghouse distributors share Margie strip.

Indianapolis auto dealer Clarke (left) uses features, Amos ‘n’ Andy. In Boston, Narragansett pitches use 3 Lives’ star.
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Most frequently cited reason for using TV film: "Quality programs, blg-name

brothers as community figures. The Baumstens let cus-
tomers know that they do everything in the store them-
selves, from buying and selling to sweeping the floors.
They will discuss unrelated, interesting subjects from
time to time.

Customers are encouraged to come into the store and
greet the brothers by name. Commercials sometimes plug
specific merchandise, if the price is a big inducement.

Television gets 709, of the $20,000 annual ad budget.
The other 309% is spent on radio, direct mail and bill-

oards along the nearby roads. To keep tabs on the effec-

tiveness of the advertising, the brothers periodically ask
customers where they heard of National. TV always gets
a high score.

Redfern Sausage chose ''Sheena' for ail-family app-=ai

The market for pork sausages is a big one in the South,
and Redfern Sausage Co. is the largest producer of pork
sausage, wieners and luncheon meats in Georgia. Redfern
sponsors Sheena, Queen of the Jungle on alternate Thurs-
days from 6:30 to 7 p.m. on WLW-A, Atlanta.

A film show was decided on for two major reasons: 1.)
Quality, Redfern felt, would be uniformly higher in film
than in a locally-produced show. 2.) If the show proved
a success, it could be moved into other markets quickly.

Three live one-minute commercials are used to show
the products and demonstrate their uses. For mothers,
the copy stresses ease of preparation and nutritional
value; for dad and the kids, appetite appeal is high-
lighted.

Because consumption of the line varies by season, com-
mercials in the winter emphasize pork sausages, break-
fast favorite in the region, while wieners and picnic
foods are accented in the summer.

Some commercials are of a semi-institutional nature,
showing the stages of refrigeration from packing house
to consumer, making the point that it is safe to eat pork
all year round.

“Redfern helieves so strongly in the effectiveness of
the TV commercials that it plans to introduce its foil-
wrapped package for pork sausages on the Sheena pro-
gram shortly,” reports account executive Harry A. Bin-
ford, Jr. of Bearden-Thompson-Frankel, Redfern’s
agency in Atlanta. “This will be a new step,” he explains,
“ag all other such prodicts ure normally wrapped in
clear packayges”” Copy will indicate that Redfern quality
ig 80 uniformly high that consumers don’t have to see
the product to know it is rood,

Binford states that Sheeme was chosen because its
simple story line was considered attractive to kids as
well ag adults.

Redtern brought Sheeme’s star, Trish McCalla, to Atl-
lunta. She appeared on olher shows and vigited stores
in the area. This, says Binford, attvaclted all ntion to
the show and bhelped boost sales.

Redfern  spends  approximately  $18,000 a year on
Sheena, out of a tota) of $50,000 allocated for advertis-
ing in that market.
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"Gildersleeve' gives bank prestige of program sponsorship

A syndicated film offers the United States Bank of
Grand Junction, Colorado, the opportunity to associate
itself with a nationally known personality. It is The
Great Gildersleeve, carried Sunday, 8:30 p.m., on
KREX-TV. The bank likes the prestige of being the only
bank in the market that sponsors an entire show.

Sponsorship of a locally produced show would not have
provided the same prestige, according to the bank’s v.p,,
Donald R. Dugan. Because of the traditionally conserva-
tive attitude of banks, the program had to be whole-
some family entertainment. The Great Gildersleeve was
chosen because it filled this requirement and was well-
known to the audience through its long radio career.

Commercials, done live, highlight the various bank
services: savings, loans, Christmas and vacation clubs.
When Willard Waterman, star of the series, made a re-
cent personal appearance tour in Grand Junction, the
bank filmed several commercials showing him using ifs
facilities. These commercials are planned for early use
on the show to capitalize on his appearance. A special
program opener, showing him entering the bank, was
also filmed.

Waterman’s visit to the market was termed “a great
success” by v.p. Dugan who noted that so many people
came to see Gildy that the bank had difficulty closing at
5 p.m., two hours after the usual closing time.

LaRosa combats national brands with "Waterfront"

Two years ago, the V. La Rosa Company considered its
task of competing with heavily-advertised, nationally-
distributed macaroni producers in the country’s largest
market. La Rosa wanted an advertising vehicle that would
lend it the aura of size and importance needed to stand
among its big-spending competitors. It found the answer
in sponsorship of Waterfront.

The program is telecast on WABD, New York, Tuesday
at 7:30 p.m. It is also sponsored by La Rosa on WCAU-TV

Live plugs for paints on Highway Patrol in El Paso.
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stars allow us to compete with nationally advertised lines"

in Philadelphia, Sunday at 6:30 p.m. and on WNAC-TV in

- Boston, Sunday at 7 p.m. In each case the time was

chosen so that the show would reach the entire family.

Despite the stiff competition in the New York market,
commercials are not hard sell. They stress “authentic
Italian flavor.” Three one-minute filmed commercials pre-
pared by La Rosa’s agency, Sullivan, Stauffer, Colwell
& Bayles, feature the line of spaghetti, macaroni, sauce
and pizza pie mix. Recipes show mothers how to make
meals as attractive as possible. The rest of the family is
courted with appetite appeal.

Waterfront has been used in the New York market
since 1954. The show is considered so well established
that little promotion is given it by the client; what the
station provides is considered sufficient.

TV is La Rosa’s major ad medium, supplemented by
radio, magazines, car cards and newspapers.

"Jungle Jim" gives Hood Dairy established character {o promote

Hood Dairy latched on to Jungle Jim in the conviction
that the series offered an already established fictional
character known to youngsters and adults around whom
a merchandising program could be developed.

The Sunday 7 p.m. time slot on Boston’s wBz-TV was

* one that the Harold Cabot agency felt was ideal to reach

a mixed adult-child audience.

Radio-TV director Harold Cabot, Jr. heard the slot
was opening up, and “haunted” the statioa to get it. Told
at 10:30 one morning that the slot was available, he had
the client’s okay by 3 p.m.

The sponsor was faced with the job of promoting
Jungle Jim heavily because it had been on WBZ-TV in an-
other time period. In addition, in its new slot it was
pitted against strong competition. The agency advised
bringing Johnny Weissmuller to Boston for a personal
appegrance tour. In the four days he was in Boston,
Weissmuller appeared on eight television and several

radio shows. He also addressed Hood Dairy salesmen.

La Rosa aims Waterfront recipes at N. Y. women.

Jungle Jim is promoted in newspaper ads and on cards
attached to the company’s milk bottles.

A typical commercial—on film—shows the progress of
milk from the farm to the consumer and ends with a
child having a glass of milk. Much effort is directed
toward selling the youngster on the importance of milk.

Half of Hood’s annual $500,000-plus budget goes to
TV and radio.

Narragansett choses show with unusual local interest

Narragansett Brewing Co. sponsors I Led Tlre
Lives on WNAC-TV, Monday, 7 p.m. Its agency, Cunn
ham & Walsh, felt that a film show with a Hollywood
name would lend the glamor and importance that a re-
gional brand needs to compete with national advertisers.
(Narragansett claims third rank among beers in the
Boston market.)

Account executive William Pehlert reports that the
show has added impact in Boston, because that is where
the events on which the series 1s based actually took
place, though now the program is not entirely shot there.
The show has won several awards in the area from
American Legion posts and other anti-Communist or-
ganizations.

Narragansett has used virtually all of the Ziv promo-
tional material available, including truck posters, stream-
ers, newspaper ads and releases to the newspapers.

Filmed commercials use the star, Richard Carlson. The
object of the commercials, according to Pehlert, is to
credte & “quality image” of the beer to emphasize “extra
value” of the new large bottle.

Narragansett sponsors the program in two other New
England markets, Bangor, Me. and Montpelier, Vt.

"Greater identity with film show than with spots,’™ H.E.B. feels

The H.E.B. Food Stores constitute the largest chain
in Texas with a total of 66 outlets. In San Antonio it
To page 113

Sheena made a personal visit to Atlanta for Redfern Sausages.
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“REDUCE

THE GAMBLE”
IS NOW THE
WATCHWORD
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Advertisers

seek new approaches to
visual selling,

better ways to

pre-test commercials

merican advertisers are spending more than a billion
dollars yearly to tell their product stories through
TV. That’s a lot of money to be riding on the television |
commercial.

Because so much is at stake, advertisers and agenciea-
are unceasing in their efforts to reduce the gamble. As
never before, research is being brought to bear on the
creative effort. A concentrated drive is on in every
major agency to find better methods of pre-testing
commercials.

The day of the poorly produced commercial is over.
Now the commercial tends to be slicker, more compli~
cated, better looking; in other words, more expensive.

That costs of commercial production are going up,
there can be little doubt. Agencies are advising clients
to prepare themselves for this rise when planning next

its influence may not be apparent in the immediate
future. There will be more color shooting, however, a
advertisers and agencies gear themselves for the futu

For agency people, the 1956-57 season will be one of
preparation, experimentation and discussion. _ '
Like color, tape appears destined to have a profouné
effect. Major agencies, excited by the anticipated redues
tion of cost and time, are ready to plunge into tape
soon as it is practical. A few film producers are reported
to have already placed orders for Ampex tape recorders:
How these technical developments will affect commer:
cial production is a subject that sparks considerable di;-
cussion in advertising circles. Tape, in particular, may
cause upheavals in the commercial-film business. _
At the present time, film use is extremely highi¥
weBs-Tv in New York, for example, reports that only 1%
of all its local commercials are live! '
Agency reports indicate that film continues to a¢
count for about 70% or more of all commercials pro:
To page TH%
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COMMERCIALS Continued
duced for national advertisers.
The actual production of the com- COST BREAKDOWN OF A FILMED COMMERCIAL
mercial is no longer the problem it
was a few ;’egrih agg}- Bogldutc};i What the advertiser pays for his commercial is determined by the
J n : . o
agency man ar e nim p elements listed here. How he utilizes these elements—how elaborate
are now experienced in the TV me- his settings are, how much and what kind of talent h
dium. Equally important, they have o et o ’d i and what kind of talent he uses—can add
learned to understand each other’s ndreds o dollars. The breakdown below ls. that gf an
problems. Now the concentration is actual commercial, done for a large New York agency. It is a middle-
on new approaches, new techniques pracket, 60-second film, using live-action only. It ran on a spot basis
of visualization and presentation. In over 20 cities, putting it in the SAG Class-A market category. It
The creative minds have more was used for 13 weeks. Had it been run for an additional 13, the actors
latlt})de today. And §ophlst1cate§1 ad- would have received a second payment equal to their original payment.
vertisers are becoming more ’wﬂlmg The total cost to the advertiser is $3,423.06 without agency com-
;(t)anil)igerg;ae;t‘lerl;gih:iralllsl(Zﬁ Slauoduet(i mission. Included in the figure are the 830% producer’s overhead as
Piol's Bgeer sefies teaturing the fic- well as his 15% profit. The profit is more of a markup to cover such
titious Bert and Harry Piel risks as extra shooting time than it is an anticipated gain.
Unfortunately, too many adver-
tisers want to imitate the Piel’s
commercials, just as they already PRE-PRODUCTION COSTS FILM
have flooded the medium with imi- (a) Sales cost (a) Picture meg. (1,000 1.} ... $  48.00
tations of other clever and 01‘iginal ((b),:cripdt c?r storyboard (b) Sound neg. {500 ft.) ... 12.00
creations of UPA or Storyboard, Inc. (;; Sz: cz:lsg::Uecrﬁon SR 2(7)(5)8 Total film cost . B 1 60.00
A'new trend appears to be in the (e) Construction crew ... 60.00
maklpg, which. departs from the (f) Properties ... . 3500 | ABORATORY
premise of straight, reason-why sell (E) Costumes s 2500 | Develop pic. ne
, . . (h) Studio rental (1 day at $250.00 . 9.
and employs fantasy and emotion in- per day) .. 25000 (1,000 f1. at $.0255/ft.) .3 25.50
stead. Creative people are convincing (i) Camera rental ... o go.00 (D) Picture work print
account men and clients of the need (i) Sound rental (1,000 ft. at $0.43/ft) .o 4309
to create the right image of the (k) Light rental (c} Fine-grain_ picture
£ -g : (I} Trucking & transportation 25.00 (1,000 ft. at $.06/ft) ....... 60.00
product. They argue that it is the at- (m) Misc roduct (d) Develop sound neg
. . . pre-p uction 4
titude oi.t}}xle. cgnsumer.t(;]\fv;id bthls Totl pre-production cost 5 5250 ésoo ;t. at $.0255/1) 12.75
image which induces or inhibits buy- e) Sound work print
ing action. (500 1. at $.043/ft.) 21.50
Such thinking is long-range; it crew ) o0 1. o $05/) 8
. N = b4 . a B . ..
doesl not strive for overnight sales (a) Director (2 days at = $125.00 (g) Answer print 11.97
results. per day) $ 250.00 (h) 16mm release print 10.00
An outstanding example of how (b) Asst. director (1 day at $70 (i} Opticals & process .. 35.60
2 3 T ot B per day) 70.00 (i) Master fine-grain composite
f‘]‘:er%“}mg €l cha.nge a !ong stand {c) Cameraman 125.00 (90 ft. at $.06/FLY oo 5.40
ing product image 1s pI"OVlded by the (d) Asst. cameraman 50.00 Total laboratory cost ... I 248.37
current Marlhoro campaign on TV (e) Sound engineer 45.00
and in print. A major ingredient in (1) Recorder : 35.00
its success is the attack on the pre- EE; EB,°°T. men P 35.00  EpITING
vious image of the hrand as a wom- (i) Gficps”c(ls)ns ;::gg (a) Editor .. e N | $ 17486
an’s cigarette. This has been accom- (i) Propmen (2) 7500  (b) Asst. editor
plished by visual association with tk} Seript girl 3s.00 () Edit. room
ruggedly masculine types. Total crew cost 5 87000 E:)) ,?AA;ZZ'OIa
_ Obviously, such commercial think- Total editing cost $ 174.86
Ing supposes experienced, creative TALENT
copywriters who have a solid grasp " |
of advertising fundamentals. The sad ((S; r(\:l::a'loro(no-fc;;aer?:rz)ctor ’ ;g‘gg MISCELLANEOUS
fact Of.' the day, however, is that (c) Walk-ons ' ’ {a) Outside rerecording $ 75.00
there is a great shortage of able Total talent cost $ 11500 (P g"usic ff ol
copy meople. Agencies are finding () Sound effects o Y
n i Co (d) Makeup 45.00
thc.y must do more to train new copy- A Wb (e} Library & stock material
writers, rather than rely on raiding {f) Projection 10.00
the competition for the few star per- (a) /Z\Inimmion (at $—— per f1t) {g) Messcnger & delivery 10.00
formers who are available. Thig ((h; s W 7000 {fp imsurance
N , . ¢ ; c) Misc. (i) Other
.ertage will be felt even more keen- Total art work ¢ost $ 70.00  Total misc. cost .5 230.00
ly when color assumes major im-
portance. So striking ave color's ad.
vantages that there will be a strong Total cost $ 2,360.75
termptation 1o let it do all the work. Overhead (30%) 706.22
The (:.();1, analysis of a typical Producer’s profit (15%) 354.11
commercial presented at the right e
lr}dncutes why adveglisers’ expen- GRAND TOTAL $ 3,423.06
ditures for produetion ave still going
up. Tao puge 76
.
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Advertisement

1. spot editor

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

SARRA

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

The engaging combination of sprightly patter, with an animated King puppeteer and live
action form a sure sell series of Johnston twenty-second spots. Prominent container displays
of Johnston Hot Fudge Sauce, Cookies and Graham Crackers provide powerful product identi-
cation. Produced by SARRA for the ROBERT A. JOHNSTON COMPANY through cooperation
with KLAU-VYAN PIETERSOM-DUNLAP, INC.

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

Captivating mother and child sequences appeal to a wide audience in SARRA's newest series
of TV commercials for Mexsana. Live action is punctuated with optical effects and emphasizes
the uses of Mexsana Medicated Powder and enumerates its advantages. Smooth continuity
maintains interest and product display clinches sales. Produced by SARRA for PLOUGH,
INCORPORATED through LAKE-SPIRO-SHURMAN, INC.

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

e Sl

This spot, one in a continuing series for 7-Up, proves that high key photography can reproduce
perfectly on TV screens—does sell effectively! A cool commercial, set to hot music, is timed
for summer selling, with close-ups that establish strong product identification and present an
appetizing 7-Up float that almost comes off the screen! Skillful photography from a full range
of camera angles takes full advantage of the expertly cast family group. Produced by SARRA
for THE SEVEN-UP COMPANY through J. WALTER THOMPSON COMPANY.

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

Highly entertaining live action photography—both on and under the water—is featured in
this unique series for Stopette. A cast of aquatic experts swim and dive in an enchanting
water ballet that provides the backdrop for the sponsor's message "How clean you feel . . .
with new Stopette,” whose '"deodorant ingredient is actually used to purify the water you
drink." Produced by SARRA for the Jules Montenier Division of HELENE CURTIS INDUSTRIES,
INC., through EARLE LUDGIN COMPANY.

SARRA, Inc.

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

LJ WWW.americanradiohisitonscara ﬁ
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COMMERCIALS Continned
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HOW TO EVALUATE A TV COMMERCIAL

Seventeen basic points on reading commercials in script form as outlined by Harry Wayne McMahan,

v.p., McCann-Erickson, Inc.

Block off the audio and read the video first.
Read it all the way through and see if it makes
an interesting, logical, fluid series of pictures
in your mind. And then, ask yourself a few
questions:

1. How well does the video tell the story, with-
out audio? If you can grasp a sound, solid mes-
sage from the video, before you’ve even read
the audio, you're a long way to success.

2. Is the wvideo completely graphic? Does it
tell you what techniques—cartoon, live action,
stop motion—are to be employed? . . . Does it
adequately describe staging and camera ac-
tion? . . . Does it describe the cast and set-
tings sufficiently well for you to picture them
mentally ?

Now, if there is a storyboard prepared,
take a look at the pictures only. . . . Does it
form the same pictures that the script visu-
alized in your mind? . ..

Go on to the audio now. Read it by itself.

3. Does the audio ‘‘listen” well? Is it simple
spoken language? Read it again, aloud, with
a watch on it. At a likely pacing, and thinking
of the video, do you find it times out reason-
ably closely? . ..

Next, read the video and audio together,
but only one scene at a time.

4. Does each scene lock together audio and
video? This is elementary of course, but you
will be surprised at the number of times the
video can be improved to make the audio more
meaningful. Sometimes there are tricky words
or copy points in the audio that must have
rideo titles to make them completely clear or
improve their impact. And when there are

titles in the video, do they really match the
audio?

S 1s Lhe wideo corvreclly timed for The audio in
cacl wndwidual scene? Tf there ure only two
or three andio words against a completely
new seene in video, look out for trouble. . . .
And watch for the reverse problem, where
theve ig a long audio scene, und not enotgh
video action.

6. Are there too many scemes? Too many
cenes i a fur more frequent fault than too
few, because a single scene, if it is properly

planned for action and camera movement, can
readily sustain interest for 20 or 30 seconds
in a commercial. . . . More than two scenes
in a 10-second spot, four in a 20-second spot
and 10 in a minute spot can be confusing. . ..

7. Could any video scene be omitted? . . .

8. How 1is the product identified? . . . You
might well check how early in the commer-
cial the product or trademark is identified in
closeup and copy, how many times in all, and
the clarity of the closing identification. . . .

9. Does it win immediate attention? The open-
ing not only must win attention and gain
interest, but also must be entirely relevant
to the sales story. ...

10. Does it picture a consumer benefit? . . .
11. How well does it demonstrate? . . .

12. How visual is the claim? Here is the heart
of of the problem: Too many commercials de-
pend on a spoken claim (with maybe a title
in video). But the really successful commer-
cials almost invariably have a graphic, mem-
orable visualization of the claim that lingers
with the viewer. Think this over; it’s a vital
key. And it goes almost without saying that
there should be only one major claim.

13. Could a rival brand name be substituted?
Is the claim, the copy toco generic? Just for
fun, think of the commercial with a rival
brand name substituted throughout. If it fits
too well, something’s wrong.

14. 1/ it quotes price, does it establish value
first? . ..

15. Can i/ do a sales job by itself? Suppose
this is the only exposure the viewer gets to
your advertising, how complete and effective
might it be? . ..

16. 1s 7t beltevable? This is the question you
can gsk first, last and always.

Finally, ask yoursell something every
writer, and every writer who works with
writers, should ask:

17, Does it have an honest ¢reative spark? Are
yor proud of at?

e e
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ONE-HOUR FILMS

All American Wrestling—26—Kling

Championship Bowling—78—Walter

Schwimmer

Gene Autry—56—MCA TV

Hopalong Cassidy—52—NBC TV Films

Main Event Wrestling—65—Harriscope

Popcorn Theatre—39—Guild

Ringside with Rasslers—52—George

Jagnall

Roy Rogers—67—MCA TV

Texas Rasslin™—Continuing—Sterling

Wrestling from Hollywood—39—

Cinema-Vue

Wrestling, International Amphitheatre
-Continuing—Imperial World

HALF-HOUR FILMS

ADVENTURE & MYSTERY

Adventures of Ellery Queen—32—TPA
Adventures of the Falcon—39.

NBC TV Film

Adventures of I'u Manchu——13- -(plan
78)—Hoaollywood

Adventures of Long John Silver-26.
CBS TV Film

Adventures of Scarlet Pimpernel—
Oflicial

American Legend (rerun of “Cavaleade
ol America”)—59 ~Official

Armchair Adventure—104--Steriing
Assignment Foreign Legion- -39.

CBS TV Film

Badge 711 (rerun of “Dragnet”’)—48
Series A, 34 Series B, 34 Sevies C,

39 Servies D—NBC TV Yilins

3T Baker, US.A.—26- MCA “I'V
Boston Blackie- -58—7iy

/8

SYNDICATED-FILM
DIRECTORY

Currently available active programs with 26 or more episodes

Brave Eagle—26—CBS TV Film
Captain Gallant*—26—TPA
Captain David Grief—39—Guild
Captured (rerun of “Gangbusters”)—
26—NBC TV Films
China Smith—26—NTA
City Detective—(65—MCA TV
Code Three—39—ABC Film
Colonel March of Scotland Yard—26—
Official
Combat Sergeant—13—NTA
Confidential File—39 (plan 78)—Guild
Count of Monte Cristo—39—TPA
Craig Kennedy, Criminologist—26—
Louis Weiss
Crunch & Des—39—NBC TV Films
Dangerous Assignment—39—NBC TV
Films
Fabian of Seotland Yard—39—CBS TV
Federal Men (rerun of “Treasury Men
in Action”)—39—MCA TV
Files of Jeffrey Jones—39—CBS TV
Film
Flash Gordon—39—NTA
Follow That Man (rerun of “Man
Against Crime”)—82—MCA TV
Foreign Intrigue reruns

Cross Current—39—0O(Ticial

Dateline Europe—78—O0(Ticial

Overseas Adventure—39—0(Ticial
Foreign Legion—39—TPA (rexun of
“Captain Gallant”)
Front Page Deteetive-
Bigrnall
Ganghuslers—26—RKO Teleradio
Here Comes Tobor—389——CGuild
Headline (revun of “Big Town”)—39—
MCA YV
Heart of the City-—91—MCA TV
Highway Patrol -78--Zijy

-30—George

wWWww.americanradiohistorv.com

I Led Three Lives—78—Ziv

I'm the Law—26—Sterling

Inner Sanctum—39—NBC TV Films
Inspector Mark Saber—57—Thompson-
Koch

International Playhouse—26—NTA
Into the Night—26—Sterling

I Search for Adventure—52—George
Bagnall

I Spy—39—Guild

Jet Jackson, Flying Commando (rerun
of “Captain Midnight”)—39—Screen
Gems

Joe Palooka Story—26—Guild

Jungle Jim—26—Screen Gems

Lone Wolf—39—MCA TV

Man Behind the Badge—39—MCA TV
Man Called X—39—Ziv

Martin Kane, Private Eye—39—Ziv
Mr. District Attorney—78—7Ziv

Mr. & Mrs. North—57—Bernard L.
Schubert

New Adventures of China Smith—26—
NTA

New Orleans Police Department—39—
NTA

Orient EKxpress—26-—NTA

Paris Precinet—26—NTA

Passport to Danger—39—ABC Film
The Plainelothesman—200—Charles
Michelson

Police Call—26—NTA

Racket Squad—93—ABC Film

Ramar of the Jungle—52—TPA
Rocky Jones, Space Ranger—39—
MCA TV

Science Fietion Theatre—39—7Ziv
Sheena, Queen of the Jungle—26-—
ABC il

Soldiers of Fortune—26—MCA TV >
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MEMO TO: YOUNG & RUBICAM
BBD&O
J. WALTER THOMPSON
BENTON & BOWLES

COMPTON ADVERTISING

FROM: Jaur Sta/' 077//715, gnc.

Thank You Gentlemen,—And
Best Regards To All

Your Nielsens.

Dick Powell David Niven Charles Bover
William Cruikshank Walter Tibbals

Sour Star Silms, Ine

FExecutive Offices: 141 El Camino Drive o Beverly Hills, Calif. « CRestview 4-6253

Studios: 9336 W. Washington Boulevard * Culver City, Calif. » VErmont 8-2174
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SUMMARY OF PROGRAM TYPES

There are now on tha market 203 half-hour syndicated series which have 26 episodes
in the can. and 101 quarter-hour packages:

= Half-hour # Quarter hour

Category Serios Series
Adventure and mysiery 75 7
Children’'s shows 8 13
Documentary 9
Drama 36
Music and variety Il 7
News ard commentary 2 4
Quiz and panel 3 0
Situaiion comedy 24 3
Sporis 15 20
Westerns 15 2
Miscellareous 5 18

TOTAL 203 101

There are also Il hour-long packages of various types available. In addition, there are

about 60 syndicated series on the market which have fewer than 26 episodes in ihe can.

Sherlock Holmes—39—NTA

Stryker of Scotland Yard—

Hollywood TV Service

Tales of Tomorrow—26—Sterling

The Three Musketeers—26—ABC Film
Waterfront-—78—MCA TV

The Whistler—39—CBS TV Film

CHILCREN'S

Adventures of Danny Dee—39—
Cinema-Vue

Captain Z-Ro—26—Atlas

Hans Christian Andersen Tales—26—
Interstate

Johnny Jupiter—39—Associated Artists
Junior Crossroads—104—Sterling
Junior Sports League—26—RCA

Ray Forrest Show-—39—Sterling
Superman—52—Flamingo

DOCUMENTARY

American Standard of Living Stories—
52 -Trans-Tux

Crusade in Hurope—26—Unity
Crugade in the Pacific—26—Sterling
Science in Action—52. TP A
Uncommon Valor 26--RKO Televadio
Under the Sun (gelections from
“Omnibus”)-—26--CBS TV Film
Vietory at Sea--26-—NB3C TV Filmg
Where Were You?—-26- ~Interstate
World Close-up-—26-—Zach Baym

DRAMA

ANl Star Theatre (revuns of “Fovd
Theatre”)- 156- -Seroen Gems
American Story (rerun of “Cavaleud
of America”)—89—01Ticial

Celebrity Playhouse- -39--Sereen Gemsg

80

Conrad Nagel Theatre—26—Guild
Counterpoint—26—Interstate

Curtain Call—39—MCA TV

Damon Runyon Theatre—39—Screen
Gems

Dr. Christian—39—Ziv

Dr. Hudson’s Secret Journal—39—
MCA TV

Douglas Fairbanks Presents—117—
ABC Film

FFamous Playhouse—300—MCA TV
Favorite Story—78—7iv

Flamingo Theatre (rerun of “Jeweler’s
Showease”)—29—Flamingo

Herald Playhouse (rerun of “Schlitz
Playhouse of Stars”)—52—ABC Film
Hollywood Half Hour—37—George
Bagnall

Janet Dean, RIN.—39—NTA

King's Crossroads—104—Sterling

Lilli Palmer Presents—39—NTA
Paragon Playhouse (rerun of “Douglas
Fairbanks Presents”)—39—NBC TV
Film

Play of the Week—26—NTA

The Playhouse (rerun of “Schlitz
Playhouse of Stars”)--52—ABC Film
Public Defender—-69—Interstat

Royal Playhousce (rerun of “Ifireside
Theatre”)-—h2—Interstat

San Franciseo Beat—39-—CBS 'V Film
Sovercign Theatre--26—Stuart
Reynolds

Stage 7—39-—TPA

Star and the Story—39—01Ti¢inl

Star Pecformance (verun of “Fouor Star
Pluyhouse”) - 153- «Offcial

Story Theatre—26.- Ziy

Times Square Playhouse (vevun of “Lhe
Unexpeeted”)—19—Yiv

wWWww.americanradiohistorv.com

Top Plays of 1956 (rerun of “Fireside
Theatre”)—44—Secreen Gems

The Unexpected—39—Ziv

The Visitor—44—NBC TV Films
Your Family Theatre—39—Atlas
Your Star Showcase—39—TPA

Your TV Theatre—120—Ziv

MUSIC & VARIETY

Eddy Arnold Time—26—Walter
Schwimmer

Florian ZaBach Show—39—Guild
The Frankie Laine Show—39—Guild
Guy Lombardo—78—MCA TV

The Hormel Girls—44—Kling
Liberace—91 (plan 117)—Guild

Old American Barn Dance—26—Kling
Rosemary Clooney—39—MCA TV
Showtime—39—Studio Films

Stars of the Grand Ole Opry—39—
Flamingo

This Is Hawaii—26—George Bagnall
This Is Your Music—26—OfTicial
Town and Country Time—52—RCA

NEWS & COMMENTARY
Eye on the World—Continuing—
CBS TV Film

United Press Movietone—Continuing—
UP

@UIZ & PANEL

A Word From the Stars—Continuing—
Harry S. Goodman

Movie Quick Quiz—T780—Bernard L.
Schubert

View the Clue—26—Medallion

SITUATION COMEDY

Amos 'n” Andy—78—CBS TV Film
Beulah—78—Flamingo

Duffy’s Tavern—39—NTA

Eddie Cantor Comedy Theatre—39—Ziv
The Goldbergs—39—Guild

The Great Gildersleeve—39—NBC TV
Films

The Halls of Ivy—39—TPA

The Hank McCune Show—52—NTA
His Honor, Homer Bell—39—NBC TV
Films

Life of Riley—143—NBC TV Film
Life with Elizabeth—65—Guild

Life with Father—26—CBS TV Film
Little Rascals—68—Interstate

Mayor of the Town—39—MCA TV
Meet Corliss Archer—39—7Ziv

My Hero—33—O0ficial

My Little Margie—126—Cflicial

Pride of the Family—40—MCA TV
The Ray Milland Show—76—MCA TV
The Ruggles—9%1—Tom Carradine
Stud’s Place—39—Harry S. Goodman
Susie (rerun 'of “Private Secretary”)—
52 (plan 78)—TPA

Frouble with Father (first year of the
“Sta Erwin Show”)—130—O0tticial
Willy —39--Official

SPORTS
Boxing TFrom Rainbo—26—Kling
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“aliente Races—36—Cine-Tele
i all the Play—52—Station Distributors
"amous Fights—52—Winik
ireatest Sport Thrills—104—Winik
alopy Races from Hollywood—26—
Iarriscope
he Mad Whirl —26—NTA
fain Event Wrestling—65—Harriscope
|{ational Pro Highlights—Tel Ra
ports on Parade—104—Sterling
portsman’s Club—78—Syndicated
‘elesports Digest—Continuing—Tel Ra
‘exas Rasslin’—78——Sterling
‘Vrestling, All Girl—26—Harriscope
Vrestline—International Amphitheatre
~Continuing—Imperial World Films

':VESTERNS

wdventures of Kit Carson—104—

ICA TV

wnnie Oakley—52—CBS TV Film
Suffalo Bill, Jr.—26—CBS TV Film
‘he Cisco Kid—130—Ziv

‘owboy G-Men—39—Flamingo
*rontier Doctor—Hollywood TV Service
tabby Hayes—52—NTA

iene Autry—78—CBS TV Film
{opalong Cassidy—26 (each in series
\ & B)—NBC TV Films

udge Roy Bean—39—Screencraft

“he Range Rider—78—CBS TV Film
iteve Donsvan, Western Marshal—
9—NBC TV Films

itories of the Century—39—Hollywood
'V Service

“ales of the Texas Rangers*—26—
{6—Screen Gems

b ¥ild Bill Hickok—52—Flamingo

AISCELLANEOUS
Candid Camera—189—Associated
\rtists
facts Forum Panel—Continuing—Facts
: forum
{oliday, U.S.A.—26—George Bagnall
Jut of the Past—39—Lakeside
| Walt’s Workshop—39—Reid H. Ray

 QUARTER-HOUR FILMS

'ADVENTURE & MYSTERY
Adventure Album—26—Interstate
Armchair Adventure—104—Sterling
Jungle—48—Sterling
Jungle—52—Radio & TV Packagers
The Little Show—26—Sterling

I' Pubiic Prosecutor—26—Sterling
Top Secret—26—Flamingo

CHILDREN'S

Adventures of Blinkey—26—Interstate
Animal Crackers—60—Sterling
Adventures of Noah Beery, Jr.—26—
United World

Animal Time—104—Sterling

Betsy and the Magic Key—39—Sterling
Bobo the Hobo—26—NTA

Cyclone Malone—65—Harry S.
Goodman

TELEVISION MAGAZINE =+« JULY 1956

Foodini the Great—40—Allan Keith
Jump Jump of Holiday House—65—
Harry S. Goodman

Junior Crossroads—104—Sterling
Let’s Draw with Frank Webb—52—
George Bagnall
Playland—60—Sterling

Walter Lantz Cartoons—179—NTA

DOCUMENTARY

The Greatest Drama—39—RKO
Teleradio

The Magic of the Atom—26—Handel
Film

Movie Museum—100—Sterling
Profile—39—Trans-Lux

This World of Ours—26—Sterling
Where in the World?—104—Lakeside
Wild Life in Action—52—Lakeside
The World Around Us—26—RCA
The World We Live In—52—Sterling

GENERAL DRAMA

Invitation Playhouse—26—Sterling
The James Mason Show—26—NTA
Little Theatre—52—Sterling

The Passerby—26—NTA

Playhouse 15—78—MCA TV

Pulse of the City—26—Telescene
Strange Adventure—52—General TV
This Is Charles Laughton—26—Sterling

MUSIC & VARIETY

Foy Willing and the Riders of the
Purple Sage—250—RCA

The Frankie Laine Show—39
The Hormel Girls—44—Kling
Music for Millions—39—Major
Notes and Nonsense—26—Atlas
The Patti Page Show—78—Screen
Gems

Town and Country Time-—52—RCA

Guild

NEWS & COMMENTARY

Daily Telenews—Continuing—INS
Newsfilm (Daily)—Continuing—CBS
TV Film

Weekly News Review—Continuing—
INS

Yesterday’s Newsreel—137—Ziv

QUIZ & PANEL

A Word from the Stars—Continuing—
Harry S. Goodman

Going Places—39—United World
Headlines on Parade—26—United
World

Movie Quick Quiz—780—Bernard L.
Schubert

Professor Yes 'n’ No—26—Screen Gems
Sportscholar—52—United World

Three Guesses—26—Unity

View the Clue—26—Medallion

What’s Wrong with This Picture? —
260—Morton

What’s Your Eye-Q?—Unlimited—
Lakeside

WWW.americanradiohister—ca#
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SITUATION COMEDY

Little Rascals—90—Interstate

Paul Killiam Show—39—Sterling
The Shutterbug—26—Hollywood TV
Service

SPORTS

Adventure Gut-of-Doors—Van
Coevering

Adventures in Sport—26—Sterling
The Big Playback--52—Secreen Gems
Bill Corum Sports Show—26—NTA
Call the Play—52—Station Distributors
Double Play—37—Cavalcade TV
Famous Fights—52—Winik

Going Places with Gadabout Gadd
26—Sterling

Greatest Fights of the Century—39—
Sterling

Greatest Sport Thrills—104—Winik
Madison Square Garden—26—Winik
Sports Album—101—Ziv

Sports on Parade-—-104—Sterling
Sports Spotlight—Weekly—Tel Ra
The Sportsman’s Club—78—Syndicated

Films

TV’s Baseball Hall of Fame—77—
Flamingo

TV's Football Hall of Fame—26—
Flamingo

This Week in Sports—Weekly—INS
Wonders of the Wild—39 (plan 52)—
Sterling

Wrestling, International Amphitheatre
—Continuing—Imperial World Films

WESTERN

Lash of the West—39—National TV
Films

Tim McCoy—39—NTA

MISCELLANEOUS

Armchair Traveler—39-—Associated
Program

Babhy Time—52—Walter Schwimmer
Camera’s Eye—39—Sterling

Candid Camera—189—Associated
Artists

FFind A Hobby—26—NTA

For the Ladies—104—Sterling
Home Is Happiness—198—Packaged
Programs

It’s Fun to Reduce—65—Guild

John Kieran’s Kaleidoscope—104—
ABC Film

Junior Science—39—NTA

Lilli Palmer Show—26—NBC TV Films
Popular Science—T78—Interstate

A Scene with a Star—26—George
Bagnall

Science for Living—39—Trans-Lux
Sew Easy—2G—Medallion

Sewing Room—26—George Bagnall
Stranger Than Fiction—65—United

World
Watch the World—26—NBC ms
'N;t availab;e where playing on 'k
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DISTRIBUTOR DIRECTORY

The most active syndicators and their properties

ABC FILM SYNDICATION, INC.

Affiliate of American Broadcasting-
Paramount Theatres

HoME ofFrICE: 10 East 44 Street,
N.Y.C., Oxford 7-5880

PRESIDENT: George T. Shupert

V.P. IN CHARGE OF SALES:
Don L. Kearney

PROPERTIES IN SYNDICATION :

Code Three, 30, 39

Douglas Fairbanks Presents, 30, 117

Herald Playhouse, 30, 52

John Kieran’s Kaleidoscope, 15, 104

Passport to Danger, 30, 39

The Playhouse, 30, 52

Racket Squad, 30, 98

Sheena, QQueen of the jungle, 30, 26

The Three Musketeers, 30, 26

CB5 TELEVISION FILM SALES, INC.
Affiliate of Columhia Broadcasting
System
HoME orrICE: 545 Madison Avenue,
N.Y.C., Plazu 1-2345
V.P., GENERAL MANAGER: Leslic arcis
Direcror oF OPRRATION
Fred Mahlstedt
GENERAL SALES MANAGER:
Wilbur S. Edward;
TROVERTIES IN SYNDICATION
Adventures of Long John Silver 20, 26
Amos ’'n’ Andy, 50, T8
Anni¢c Quakley, 30, 52
Assignment Foreign Legion, 80, 39
Brave Lkagle, 30, 26
Buffalo B3ill, Jr., 30, 26
Cases of Lddie Drake, 30, 13
Eye on the World, 50, Cont.
Fabian of Scotland Yard, 36, 29

82

listed with length and number of episodes available

Files of Jeffrey Jones, 30, 39
Gene Autry Show, 30, 78
Holiday in Paris, 30, 13

Life With Father, 30, 26
Newsfilm, 15, Cont.

The Range Rider, 30, 22

San IFrancisco Beat, 30, 39
Under the Sun, 30, 26

The Whistler, 30, 39

FLAMINGO FILMS, INC.

HoME orrICE: 509 Madison Ave,,
N.Y.C., Murray Hill 8-4800
PPRESIDENT: Joseph Harris

Execurive V.P.: Sy Weintraub
SALES MANAGER: Raymon L. Hamilton
PROPERTIES IN SYNDICATION :
Eeulah, 30, 78

Cowboy G-Men, 30, 39

Flamingo Theatre, 30, 29

Stars of the Grand Ole Opry, 30, 39
Superman, 30, 52

Superman Cartoons, 15, 16
Telecomices, 15, 165

TV’s Baseball Hall of Fame, 15, 77
TV’s IFoothall Hall of Fame, 15, 26
Top Secret, 15, 26

Wild Bill Hickok, 30, h2

GUILD FILMS COMPANY, INC.

Home orrice: 460 Park Avenue, N.Y.C.,
Murvay IIil 8-53GH

PrEsiDENT: Reub Kaufman

V.FOIN CHARCE 0 SALES: John Cole

PROPERTING IN SYNDICATION

Captain David Grief, 30, 39

Confidential Itile, 30, 39

Convad Nagel Theatve, 30, 26

Flovian ZaBach, 50, 39

wWWww.americanradiohistorv.com

Frankie Laine Show, 15, 30, 39
The Goldbergs, 30, 39

Here Comes Tobor, 30, 39

I Spy, 30, 39

It’s Fun to Reduce, 15, 65

Joe Palooka, 30, 26

Liberace, 30, 91

Life with Elizabeth, 30, 65
Fopcorn Theatre, 60, 39

HOLLYWOOD TELEVISION
SERVICE, INC.

Affiliate of Republic Pictures

HoMmE OFFICE: 4020 Carpenter Street,
N. Hollywood, Calif., Sunset 3-8807

PrESIDENT: Earl R. Collins

V.P., EASTERN SALgs MANAGER:
Richard G. Yates

PROPERTIES IN SYNDICATION:

Adventures of Fu Manchu, 30, 13

Commando Cody, 30, 12

I'rontier Doctor, 30, 13

Stories of the Century, 30, 39

Stryker of Scotland Yard, 30, 13

INTERSTATE TELEVISION

CORPORATION

Afliliate of Allied Theaters

Nomg OFRICE: 445 Park Ave., N.Y.C.,
Murray Hill 8-25645H

PrESIDENT: (5. Ralph Branton

V.I',, GENERAL SALES MANAGER:
Lloyd L. Lind

PROPERTIES IN SYNDICATION:

Adventure Album, L, 26

Adventures of Blinkey, 15, 26

Jounterpoint, 30, 26

Ethel Bayrymove TV Theatve, 30, 13 »
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ACCURACY

—in film processing, in film printing, is highly
important.

In a film laboratory, accuracy is vital in a surprising
number of things.

Accuracy in engineering, in chemistry, in optics,
in mechanics, in electronics, in operations, in
teamwork.

All these things work together to your advantage
— to reproduce, accurately, everything that went
into your production.

This goes for sound, for color, for all that a good

film needs to put over its message in TV, or any-
where else.

you'll see and hear

1 oN

FI LM LABORATORIES, INC.
21 West 46th Street, New York 36, New York

A DIVISION OF J. A. MAURER, INC.

In everything, there is one best . . . in tilm processing, it's Precis on

www.americanradiohistonscam _
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Hans Christian Andersen Tales, 30, 26
I Married Joan, 30, 98

Little Rascals, 15, 90; 30, 63

Popular Science, 15, 78

Public Defender, 30, 69

Royal Playhouse, 30, 52

Where Were You?, 30, 26

KLING FILM PRODUCTIONS

HoME OFFICE: 1058 W. Washington
Bivd., Chicago 7, Ill., Seeley 8-4131
PRESIDENT: Robert Eirinberg
DI1RECTOR OF SYNDICATION :
James O’Riley
PROPERTIES IN SYNDICATION :
All-American Wrestling, 60, 26
Boxing From Rainbo, 30, 26
Hormel Girls, 15 & 30, 44
Old American Barn Dance, 30, 26

MCA TV, LTD., FILM SYNDICATION

DIVISION

Affiliate of Music Corporation of
America

HoME OFFICE: 9370 Santa Monica Blvd.,
Beverly Hills, Calif., Crestview
6-2001

V.P. IN CHARGE: David V. Sutton

V.P., GENERAL SALES MANAGER:
Wynn Nathan

PROPERTIES IN SYNDICATION :

Adventures of Kit Carson, 30, 104

Biff Baker, 30, 26

City Detective, 30, 65

Curtain Call, 30, 39

Dr. Hudson’s Secret Journal, 30, 39

Famous Playhouse, 30, 300

Federal Men, 30, 39

Follow That Man, 30, 82

Gene Autry Features, 60, 56

Guy Lombardo, 30, 78

Headline, 30, 39

Heart of the City, 30, 91

Hollywood Off-Beat, 30, 13

Lone Wolf, 30, 39

Man Behind the Badge, 30, 39

Mayor of the Town, 30, 39

Playhouse 15, 15, 78

Pride of the Family, 30, 40

Ray Milland Show, 30, 76

Rocky Jones, Space Ranger, 30, 89

Rosemary Clooney, 30, 23

Roy Rogers Features, 60, 67

Soldiery of Fortune, 30, 26

Waterfront, 30, 78

NBC TELEVISION FILMS

Divigion of Kagran Corp. (A subsidiavy
of NBC)

Homve orrci: 868 1'ifth Avenue,
N.Y.C, Circle 7-8300

GENENAL, MANAGER: Robect D. Levitt

Sanes Manacuw: JI. Weller Keeve

PROPERTUE IN SYNDICATION :

Adventurves of the Palcon, 30, 39

Badge 714, , 186

Captured, 30, 2¢

W

Crunch and Des, 30, 39

Dangerous Assignment, 30, 39

The Great Gildersleeve, 30, 39

His Honor, Homer Bell, 30, 39

Hopalong Cassidy, 30, 52; 60, 52

Inner Sanctum, 30, 39

Life of Riley, 30, 143

Lilli Palmer Show, 15, 26

Paragon Playhouse, 30, 39

Steve Donovan, Western Marshal,
30, 39

Victory at Sea, 30, 26

The Visitor, 30, 44

Watch the World, 15, 26

NATIONAL TELEFILM ASSOC., INC.

HoME OFFICE: 60 West 55 Street,
N.Y.C., Plaza 7-2100

PRrESIDENT: Ely A. Landau

ExecuTivE V.P.: Oliver A. Unger

V.P. IN CHARGE OF SALES:
Harold Goldman

PROPERTIES IN SYNDICATION:

Bill Corum Sports Show, 15, 26

Bobo the Hobo, 15, 26

China Smith, 30, 26

Combat Sergeant, 30, 13

Duffy’s Tavern, 30, 39

Find a Hobby, 15, 26

Flash Gordon, 30, 39

Gabby Hayes, 30, 52

Hand to Heaven, 30, 13

Hank McCune Show, 30, 52

Holiday, 30, 13

Impact, 60, 13

International Playvhouse, 30, 26

The James Mason Show, 15, 26

Janet Dean, R.N., 30, 39

Junior Science, 15, 39

Lilli Palmer Presents, 30, 39

Mad Whirl, 30, 26

Music of the Masters, 15, 13

New Adventures of China Smith, 30, 26

New Orleans Police Department, 30, 39

Orient Express, 30, 26

Pantomime Quiz, 30, 13

Paris Precinct, 30, 26

The Passerby, 15, 26

Play of the Week, 30, 26

Police Call, 30, 26

Sherlock IHolmes, 30, 39

Television Court, 30, 26

Tim McCoy, 15, 39

Walter Lantz Cartoons, 15, 179

CFFICIAL FILMS, INC.

Home orrice: 25 West 45 Street,
N.Y.C., Plaza 7-010¢

PresineNT: ITarold Hackett

lLxpcurivie V.P.: Ilerb Jaffe

V.P. IN CHARCE 0F SALES:
Herman Rush

PROPEQTIES IN SYNDICATION :

Adventures of the Scarlet Pimpernel,
30, 1K

American Legend, 30, 19

The American Story, 30, 39

Colonel Maryeh of Scotland Yard, 30, 26
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Cross Current, 30, 39
Dateline Europe, 30, 78

My Hero, 30, 33

My Little Margie, 30, 126
Overseas Adventure, 30, 39
The Star and the Story, 30, 39
Star Performance, 30, 153
Terry and the Pirates, 30, 18
This Is Your Music, 30, 26
Trouble with Father, 30, 130
Willy, 30, 39

RCA RECORDED PROGRAM SERVICES

Department of RCA Victor Record
Division

HoME OFFICE: 155 East 24 Street,
N.Y.C., Murray Hill 9-7200

MANAGER: Alfred B. Sambrook

ADVERTISING MANAGER:
Frank J. O’Donnell

PROPERTIES IN SYNDICATION:

Foy Willing and the Riders of the
Purple Sage, 15, 250

Junior Sports League, 30, 26

The Sam Snead Show, 5, 39

Town and Country Time, 15 & 30, 52

The World Around Us, 15, 26

RKO TELERADIO PICTURES, INC.—
TV FILM DIVISION

HOME OFFICE: 1440 Broadway, N.Y.C,
Longacre 4-8000

Vice PRESIDENT: Robert Manby

SALES MANAGER: Peter Robeck

PROPERTIES IN SYNDICATION:

Gangbusters, 30, 26

Greatest Drama, 15, 39

Uncommon Valor, 30, 26

WALTER SCHWIMMER COMPANY

HoME OFFICE: 75 East Wacker Drive,
Chicago 1, Ill., Franklin 2-4392

PrESIDENT: Walter Schwimmer

SALES MANAGER: Bernard Crost

PROPERTIES IN SYNDICATION :

Baby Time, 15, 52

Championship Bowling, 60, 78

Eddy Arnold Time, 30, 26

SCREEN GEMS, INC.

Atliliate of Columbia Pictures
HoME OFFICE: 233 West 49 Street,
N.Y.C,, Circle 5-5044
V.I'., GENERAL MANAGER:
Ralph M. Cohn
V.P. IN CHARGE OF SALES:
John 1. Mitchell
DIRECTOR OFF SALES: Robert Salk
PROPERTIES IN SYNDICATION:
I'he Big Playback, 15, 52
Celebrity Playhouse, 30, 39
Damon Runyon Theatre, 30, 39
Jet Jackson, 30, 39
Jungle Jim, 30, 26
Music lo Remember, 80, 13
Patti Page Show, 15, T8
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Professor Yes ’'n’ No, 15, 26

Tales of the Texas Rangers, 30, 26
Top Plays of 1956, 30, 44

Your All Star Theatre, 30, 117

TELEVISION PROGRAMS

OF AMERICA, INC.

HoME OFFICE: 477 Madison Ave,,
N.Y.C., Plaza 5-2100

PRESIDENT : Milton Gordon

EXECUTIVE V.P.: Michael H. Sillerman

PROPERTIES IN SYNDICATION :

Adventures of Ellery Queen, 30, 32

japtain Gallant of the Foreign Legion,
30, 39

'ount of Monte Cristo, 30, 39

[he Halls of Ivy, 30, 39

Ramar of the Jungle, 30, 52

jcience in Action, 30, 52

stage 7, 30, 39

susie, 30, 52

Tour Star Showcase, 30, 39

IV TELEVISION PROGRAMS, INC.

IoME oFFICES: 1529 Madison Road,
Cincinnati 6, Ohio, Plaza 1-1323
488 Madison Ave., N.Y.C,

Murray Hill 8-4700

SHAIRMAN OF THE BOARD:
Frederic W. Ziv

RESIDENT: John L. Sinn

7,P. IN CHARGE OF SALES: M, J. Rifkin

’ROPERTIES IN SYNDICATION :

joston Blackie, 30, 58

FILM
RECONDITIONING

¢ Scratches Removed
s Perforations and Splices Repaired
eCurled or Brittle Film Rehumidified
» Oil and Dirt Cleaned Off
* Shrunken Originals Stretched
DISTRIBUTION SERVICING FOR
FILM LIBRARIES AND TV SHOWS
Shipments, Inspection, Storage, etc.
PACKAGING OF
COMMERCIALS AND FILMSTRIPS
And don't forget
PEERLESS TREATMENT
for new, “green” prints to make
them ready for hard usage.

Get longer life from your prints!

EERLESS

FILM PROCESSING CORPORATION
165 WEST 46th STREET, NEW YORK 36, NEW YORK
959 SEWARD STREET, HOLLYWOOD 38, CALIF.
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The Cisco Kid, 30, 130

Dr. Christian, 30, 13

Eddie Cantor Comedy Theatre, 30, 39
Favorite Story, 30, 78

Highway Patrol, 30, 39

I Led Three Lives, 30, 78

The Living Book, 30, 13

Man Called X, 30, 39

Martin Kane, Private Eye, 30, 39
Meet Corliss Archer, 30, 39

Myr. District Attorney, 30, 78
Science Fiction Theatre, 30, 39
Sports Album, 15, 104

Story Theatre, 30, 26

Times Square Playhouse, 30, 39
The Unexpected, 30, 39
Yesterday’s Newsreel, 15, 137
Your TV Theatre, 30, 39

OTHER ACTIVE SYNDICATORS

The companies listed below are ac-
tive in the distribution of syndicated
packages. Some of them handle only
one or two syndicated series. Others,
like Sterling Television, also have
large libraries of miscellaneous films
produced for theatrical or educa-
tional showing which are now in
use on TV.

M & A ALEXANDER
PRODUCTIONS, INC.
6040 Sunset Blvd.,
Hollywood, Calif.
Hollywood 4-3414

ATLAS TELEVISION CORP.
15 West 44 Street, N.Y.C.
Murray Hill 7-5535

GEORGE BAGNALL &
ASSOCIATES, INC.

(DBA Consolidated TV Sales)
8827 Olympic Blvd.,

Beverly Hills, Calif.
Crestview 1-5133

HARRY S. GOODMAN
PRODUCTIONS

19 East 58 Street, N.Y.C.
Plaza 5-6131

STERLING TELEVISION Co., INC.
205 East 43 Street, N.Y.C.
Oxford 7-2520

Stupio FiLMs, INC.
380 Madison Avenue, N.Y.C.
Oxford 7-2590

TRANS-LUX P1CcTURES CORP.
1270 Sixth Avenue, N.Y.C.
Circle 7-4970

UNITED WoRLD FILMS, INC.
445 Park Avenue, N.Y.C.
Plaza 9-8000

Louis WEISs & Co.
655 N. Fairfax Avenue, L.A.
Olive 3-4440

VWY A 1THE B s e e ayayaay —ﬂ

NOW
PLAYING!

on stations

all over America
the pick of
public service programs

. exclusively from
ASSOCIATION FILMS!

CURRENT SERIES:
"Movie-a-Day"’

11 weeks, 77 daily programs
"Discovering America"
People—Places—Pastimes

26 subjects

"Assignment: Industry”
American enterprise,

13 to 52 weeks

“Cartoon Carousel”

Public service cartoon classics
from Disney, UPA, Sutherland!

NEW RELEASES:
"The Age of Promise"

medical achievement . . .
10 minutes
"The Living Circle"
The mystery of the Maya . . .
131 minutes
“Bananas? Si, Senor!"

starring Chiquita Banana! . . .
13% minutes

"The Right to Compete"”
Competition & transportation . ..
131 minutes

COMING:
"Aluminum On The March”

A public service “spectacular”
in Technicolor! . . . 28 minutes

Being distributed by

ASSOCIATION
FILMS -

Executive Officess

347 Madison Avenue,
New York 17, N. Y.

Tele-exchanges:
Ridgefield, N. J. (Broad at Elm)
La Grange, Ill. (561 Hillgrove Ave.)
San Francisco (351 Turk Street)
Dallas (1108 Jackson Street)

naturally !

|l
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COUNTY

BY

COUNTY
CIRCULATION

For every T'V

market

in the country

County-by-county set count,

families, population, and other

" pertinent buying data will be

published for each TV area in
TELEVISION MAGAZINE’'s August Market Book.

For the advertiser and agency man:
The Market Book will be a year-round
source for correlating sales and
distribution with TV coverage,

for selecting markets and stations.

For station management:

The Market Book gives you

the opportunity to be on the spot

when market decisions are being made.
Advertise in the one book

that is read by the list-makers

while they’re making up their lists.
Reserve gpace adjacent to your market listing

while it's still available.

THE AUGUST MARKET BOOK IS THE ONLY STANDARD SOURCE FOR CURRENT COUNTY-BY-COUNTY CIRCULATION!

WwWwWWw.americanradiohistorv.com
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film buying guide

RATING RECORD
OF 46 KEY SHOWS

The rating performance of 46 of the most active prop-
erties in syndication is studied this month. Shown below
are the rating of each show in five representative mar-
kets, the ratings of competing programs and the ratings
for the quarter hour which precedes each of these shows.
TELEVISION MAGAZINE's Film Buying Guide is designed
to give the advertiser an idea of how a prospective vehicle
would do in his market by showing how it has done in

other markets, in different time segments, against vary-
ing competition.

The ratings of preceding programs

{shown in parentheses) may indicate how much of a
show’s pull is due to its own power, how much to in-
herited audiences.

The ratings quoted are May Telepulse. Weekday pre-
6 p.m. ratings are Monday-Friday averages. Unless noted,
times given are p.m. and syndicated films are half-hours.

BIRMINGHAM I cINCINNAT) | DAYTON | LOS ANGELES : NEW. YORK
Friday 8:30 i Monday 10 I Sunday 11:15 1 Saturday 8 I Sunday 9
.ures  WBRC-TV (39.5) 32.8 | WKRC-TV (29.7) 23.7 | WLW.D (13.0) 7.5 1 Kcop 28) 2.5 | wpix (3.3) 4.5
WABT I WLw-T I wHIO-TV 1 KNXT | wcees-Tv
Boxing; ] Caesar’s Hour (16.0) 18.9 1 Break the_Bank; 1 Jackie Gleason (19.0) 25.3 I G.E. Theatre (49.5) 31.3
Red Barber (27.5) 28.3 1 wcpo.TV : Sunday Nite I KRCA-TV : WRCA-TV
I pantomime | Theatre (17.5)15.3 1 “perry Como (20.0) 20.4 | TV Playhouse (10.0) 19.8
: Hit Parade (16.0) 11.2 | : i
_ — —t - S — S - - . _— _: -
I
ATLANTA : BOSTON | CHICAGO | CINCINNATI I NEW YORK
Frigay 10:30 } Sunday 11 I Saturday 6 | Saturday 10 I Friday 10:30
eures WAGA-TV (16.3) 13.2 | WNAC.TV (26.0) 13.7 ! WNBQ (1.0) 8.4 | WKRC-TV (20.7) 12.7 : WABC-TV (4.5) 4.9
WSB-TV | WBZ-TV ! WBBM-TV I WCPO-TV | WCBS-TV
¢ Siudio 57 (17.0) 16.0 1| Meet the Press (13.7) 8.0 : Gene Autry (21.0) 21.4 | Movie of | Person to Person (26.8) 31.1
WLW-A ) | WGN-TV : the Week (13.7) 13.4 | WRCA-TV
Sky Theatre (5.0) 5.2 1 | Roy Rogers (5.0) 7.4 WLW-T | Boxing;
: H : Midwest Hayride (22.7) 11.7 |  Champions (11.5) 10.2
= t S — g _  m ,:_ — -
1
BIRMINGHAM : DETROIT | HOUSTON-GALVESTON : LOS ANGELES I MEMPHIS
Thursday 9 | Wednesday 10 I Sunday 9 I Sunday 5 : Tuesday 10
A on’ WBRC-TV 125.0) 24.3 | WWJLTV (6.0) 18.2 : KPRC-TV (21.6) 21.6 I KNXT-TV (8.3) 13.6 I WREC.TV (23.0) 17.0
Ny WABT I wWIBK-TV | KGUL-TV | KABC-TV | WHBQ-TV
Groucho Marx (35.5) 39.8 | Mobil Theatre (5.0) 17.2 | Ed Sullivan (25.2) 25.4 : Super Circus (1.0) 7.3 | Nevys, Weather;
: WXYZ-TV | KTRK-TV poKTTV I Patti Page (14.0) 14.2
I Famous Playhouse (5.3) 10.0 Famous Film | Jalopy Derby (4.5) 4.9 | WMCT
i Festival (9.9) 9.9 1 1 Your Esso Reporter;
: | i I Mystery Theatre (22.0) 13.2
I B S _= S 1 :
I
ATLANTA : BUFFALO I CINCINNATI I NEW YORK | OKLAHOMA CITY
Monday 6 I Tuesday 7 : Tuesdey 6 I Saturday 4:30 : Friday 6
a WLW.A (14.2) 11.4 | WBEN-TV (14.7) 25.2 | WLW.T {5.2) 14.4 : WCBS-TV (4.3) 9.4 | KWTV (21.2) 19.4
C ¥ WSB.TV I wWGR-Tv | WKRC-TV ] WPIX | WKY-TV
States Quartet; I Kukla, Fran & Ollie; 1 Ladies Home Theatre; 1 Showcase; 1 Newsroom;
News, Weather (7.1} 9.0 : News-John Daly (11.3) 9.7 News, Weather {6.1) 11.0 1 Post Game i Weather, Les Paul
WAGA-TV | WBUF-TV I WCPO-TV | Theatre (13.0) 4.7 | & Mary Ford (11.4) 247
Weather, Sports, News; | Million $ Movie; 1 Political; | WATV. I
‘CBS News-Edwards  (9.6) 8.2 | News (5.0) 5.5 : News-Jjohn Daly (23.4) 4.7 Jr. Frolics (2.8) 3.8 :
- I _ .
——— . . l
CINCINNATI | CLEVELAND | DAYTON | DETROIT I SAN FRANCISCO-OAKLAND
Tuesday 9:30 | Friday 7 | Saturday 10:30 I Sunday 10 | Wednesday 9
LRTPAL ] WLW.T (20.3) 25.0 ! WIW-TV (11.3) 19.4 | WHIO-TV (27.5) 22.8 | WWJI-TV (13.0) 19.5 | KPIX (12.3) 22.7
s of WKRC-TV : WEWS 1 WLW-D 1 WIBK-TV I KRON-TV
L et) Stories of the Susie (11.3) 8.0 Midwest Hayride (22.0) 20.5 I Studio 2 (29.7) 15.5 Kraft TV Theatre (19.7) 24.2
Century (41.7) 24.4 | KYW-TV i § WXYZTV | KGO.TV
WCPO-TV | Political (10.0) 6.7 I Craig Kennedy (7.3) 6.4 MGM Parade (29.0) 11.4
Foreign Adventure (6.7) 10.4 | : 1 :
| I
= e m— = e S — - = — S -
ATLANTA I COLUMBUS : LOS ANGELES I MINNEAPOLIS-ST. PAUL : SEATTLE-TACOMA
Wednesday 6 || Saturday 10:30 a.m f Wednesday 6 : Saturday 10 a.m. | Saturday 4:30
] WLW-A (14.2) 0.5 | WBNS-TV (14.3) 16.8 | KABC-TV (14.0) 8.9 | WCCO-TV (15.0) 15.2 | KING-TV (12.4) 16.0
3 WAGA.TV | WLW-C I KTV | KSTP-TV I KINT-TV
Sports, News; | Uncle Johnny 1 Stories of i Captain Gallant (6.0) 6.5 ! Lone Ranger 7.3) 8.8
CBS News-Edwards (9.6) 10.5 Coons (6.3) 3.2 § the Century (5.7) 9.5 | WICN-TV I xTvw
WSB-TV I I KNXT I Western Theatre (3.0) 3.2 ! Champions
News; Weather (7.1) 89 | I Sports, News; 1 | Wrestlir
1 I CBS News-Edwards (5.5) 5.0 1 :
i 1 I 1 i iy —
87
TELEVISION MAGAZINE -+ JULY 1956
A e ———————
WWW-& u -


www.americanradiohistory.com

N - wWwWw . americanradiohistorv.com


www.americanradiohistory.com

FORMIDABLE!

...1s the word for Inspector Fabian of Scotland
Yard, the world’s most famous detective, who has

. ‘}i i had faced and foiled many a heavily-armed desperado.
5#.,»5'_":.' i "

And his exploits make spine-tingling television
fare. With English star Bruce Seton in the

title role, Fabian of Secotland Yard dramatizes

o

s it “ fid., Svimy
U Aie AN, (iED
L]

the Inspector’s most celebrated cases...takes

T - LY Ak . - .

- "Li- ‘ rj_ viewers behind the scenes of the remarkable Yard,
Ny 3 TINT Fl.lﬁ‘ legendary for its crime-fighting prowess. In all
markets...in any situation, Fabian will track

down large audiences, get formidable results.

Just two quick examples. In 3-station St. Louls,
Fabian commands 57% of the audience—close to
70% more than the nearest competition.” And
in Ontario, where Inspector Fabian himself
made a 30-day speaking tour for his sponsor,
Molson’s Brewery enthused: “He greatly
stimulated our sales. His appearance was nothing
less than a personal triumph, from which

we derived full benefit!”

Fabian of Scotland Yard—which Radio-Television
Duaily reviewed as “far superior”—can help you
unravel your knottiest sales problems. To get down

to cases, call us for details and a private eyveful.

CBS TELEVISION FILM SALES, INC.

New York, Chicayo, Los Angeles, San Francisco, Dallas ta,
Roston, Detroit, St. Lowis. In Canada: S. 1. Caldwell, 0.

*Latest Telepulse
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FrLrd BUYINIG GUIDE  Continued
1 ' | 1
ATLANTA : BIRMINGHAM | BOSTON | CLEVELAND | MILWAUKEE
Saturday 11 a.m. 1 Saturday 11 a.m. : Sunday 5:30 I Saturday Noon I Saturday 10 a.m.
Captain WSB-TV (7.3) 8.2 | WABT (15.5) 18.8 | WBZ-TV (12.0) 14.0 : KYW-TV (9.3) 8.5 : WIMJ-TV (10.7)
Gallant WAGA-TV I WBRC-TV | WNAC.TV WIW-TV | Wxix
Big Top (8.7) 9.2 Western Theatre (19.0) 17.8 1 Sunhday Show (20.7) 17.2 : Big Top (11.7) 13.0 h Big Top (8.3) 1
W | ! | WEWS | WISN.TV
Serials (4.7) 43 | 1 1 Bandstand (5.0) 7.4 Tales of
| 1 | the West (.
ST S 1 S IR B,
|
ATLANTA : DETROIT : OKLAHOMA CITY | SAN FRANCISCO-OAKLAND | WASHINGTON
Sunday 2 | Tuesday 10 | Wednesday 9:30 : Friday 10 : Tuesday 10:30
Celebrity WSB-TV (18.3) 13.9 | wwi.TvV (16.0) 16.0 | WKY-TV (26.7) 259 | KRON-TV (17.7) 14.5 | WTOP-TV (35.0) 1
Playhouse ~ WLW-A I wWIBK-TV 1 KWTV 1 KPIX | WRC-TV
Kit Carson (6.0) 7.4 1 Man Called X (27.0y 17.5 | Godfrey and 1 Lineup (25.3) 24.2 h Big Town (13.0) %
WAGA-TV : WXYZ-TV | His Friends (28.0) 29.0 KGO-TV | WITTG .
Cerebral Palsy (7.3) 5.2 H John Wayne | 1 Your All Star 1 Masterpiece
) Show (6.3) 8.2 : 1 Theatre (11.3) 6.0 Theatre (3.0).
i
o A R |
BOSTON 1 CHICAGO : CINCINNATI : LOS ANGELES i MILWAUKEE
Saturday 9 a.m. I Sunday 5 | Sunday 5 | Saturday 5 : Wednesday 6
Cisco WNAC-TV (13.0) 16.4 | wBKB (10.7) 10.4 | WCPO-TV (17.3) 19.2 | KNXT (6.3) 7.3 | WISN-TV enw
Kid WBZ-TV I WGN-TV I WKRC-TV | KTTV | WXIX
Boomtown (7.3) 8.2 1 Baseball (25.7) 24.7 1 Telephone Time  {10.7) 10.7 Ramar of the 1 6 O’Clock Report;
: WNBQ : WLW-T I Jungle (5.0) 6.4 gss Ngws- .0
| Meet the Press (6.0)72 | Meet the Press (9.3) 10.4 | KRCA-TV 1 wards (6.0 1t
| i I Feature Film (3.8) 4.4 | WIMJTV
1 | | Sports Picture;
| : : 1 News, Weather (4.3) ¢
|
: = 1 - 1 4
CINCINNATI I LOS ANGELES | MINNEAPOLIS-ST. PAUL : OKLAHOMA CITY : SEATTLE-TACOMA
Friday 10:30 | Tuesday 9:30 I Thursday 10:30 1 Thursday 8:30 I Sunday 10
WKRC-TV (13.3) 14.9 | KTTV (8.0) 10.2 : KSTP-TV (22.0) 14.0 | KkwiVv (27.0) 28.4 | KiING-TV (12.6) 1
City WLW-T | KRCA-TV : wCCO-Tv I wKY-TV I KOMO-TV
Detective Life of Riley (33.3) 23.4 1 Circle Theatre (19.0) 16.2 I News, Weather; 1 Lux Video 1 Curtain Time (12.5) 12
WCPO-TV | KNXT-TV i };‘ummg & 23.3) 107 : Theatre (37.3) 35.5 : KTNT-TV
Pantomime ] Red Skelton (9.5) 15.4 'shing (23.3) 10. 1 N Sunday News Special;
Hit Parade (11.7) 14.4 | WICN-TV . The Way (17.0) 1t,
| | Early Movie (57) 7.0 { |
- - _:_ _ i 1 _ _ 1 _ .
. ] ! I
ATLANTA | DENVER 1 DETROIT | HOUSTON-GALVESTON : LOS ANGELES
Saturday 10:30 | Sunday 9:30 | Wednesday 10:30 I Monday 10 | Friday 9:30
WSB.TV (20.0) 18.7 | KLZ.TV (22.3) 224 | WWIIV (18.0) 15.0 : KGUL-TV (24.9) 18.0 | KITV (.3
Confidential WAGA-TV | KTVR ) 1 WIBK.TV | KPRC-TV I KNXT
File Overseas i San Francisco 1 Mr. District Star & the Story (26.1) 15 | Playhouse
Adventure (16.7) 129 Beat (14.0) 129 | Attorney (16.7) 15.4 : KTRK-TV : { Stars (12.5) 1t
WLW-A 1 KOA-TV | OWXYZTV | News; i KR(_A TV N
Dixie Jubilee (6.0) 5.2 1 Stock Car Races (20.0) 12.7 Famous Playhouse {10.0) 8.9 1 Patti Page (15.6) 7.7 h Star Stage (15.5) 1®
. § i I = | - s ..
] ! | |
CINCINNATI | CENVER 1 MEMPHIS I SAN FRANCISCO-OAKLAND | WASHINGTON
Thursday 10 } Sunday 7:30 : Sunday 8 : Tuesday 10 | Saturday 6:30
Count of WKRC-TV (16.7) 14.7 1 KIVR (8.3) 8.7 | WHBQ-TV 12.7) 137 | KPIX (21.0) 12.7 : WTOP-TV (143) W
Monte WLW-T I KLZ1v | WREC-TV | KRON-TV | WRCTV
Cristo Groucho Marx (28.7) 334 | What’s My Line? (33.0) 37.0 $64,000 Challenge (25.3) 31.7 1 Circle Theatre (19.3) 19.4 h News-4 'Corners; '
WCPO-TV ' kerv I WMCT | KGO-TV | Sports Time (6:0) 4
Pantomime ! Famous Film I Douglas Fairbanks 1 Confidential File (9.0) 11.9 | WITG
hit Parade (16.3) 12.4 : Festival (8.7) 9.5 : Presents (19.3) 14.9 1 Teen Talk (7.3)
. _ 1 R—
L R B .
ATLANTA | BIRMINGHAM : DENVER | HOUSTON-GALVESTON | OKLAHOMA CITY
Tuesday 7 | Wednesday 8:30 | Friday 8 : Thursday 10 : Thursday 8
Crunch WAGA-TV (12.0) 13.4 | waABT (34.5) 26.8 | KLZ-TV (27.7) 20.4 | KPRC-TV (153) 11.0 | KWTV (28.3) &
and WLN-A b WBRC-TYV I KBTV | KGUL-TV ¢ WKY-TV
Des Warner Brothers  (12.7) 14.0 ) 20th Century | Ozzie and Harriet  (8.7) 21.9 Climax (26.7) 25.8 1 Lux Video 3
WSB-TV : Fox {31.0) 32.3 I KOA.TV | KTRK-TV { Theatre (28.7) 3
Flatt and Scruggs  (11.0) 11.9 | I Truth or 1 News; |
| : Consequences (21.0) 19.4 | Town and Country  (8.7) 5.9
I 1
: - 1 i
ATLANTA | BUFFALO : CHICAGO ! DENVER | DETROIT
Sunday 10:30 1 Saturday 10:30 | Saturday 10 : Friday 9 : Monday 10
Dr. Hudson’s WS3-TV (21.0) 165 : WGR-TV (29.7) 22.0 | WNBQ (32.3) 21.2 | KLZ.IV (22.3) 29.2 | WWJ-TV (203) 1
Secret WAGA-TV ! y  WBEN-TV I WGN-TV 1 KOA-TV 1 WIBK-TV
Journal Big ldea (16.7) 15.5 ) This Happy Breed (24.0) 232 1 Wrestling (9.3) 12.2 1 Patti Page; | Passport 2%
WLW-A ) WBUF-TV I weBm 1 Eddie Fisher (14.0) 142 |  to Danger (23.3)
Hall of Faith 1 Your Hit Parade 5.3) 9.4 1 Pee Wee King (16.0) 10.1 1 B1 1 WXYZ-TV
News, Thentre (2.3) 1.9 : : The Vise (17.7) 10.9 ; Variety Theatre ©7)
! ! , ) e O
CHICAGO ) COLUMBUS : DETROIT : LOS ANGELES : NEW YORK
Thur.day 10 | Thursday 1015 1 Thursday 9 i Moanday 10:30 { Monday 10:30
Douglas WBKB (14.7) 10.4 | WBNS.TV (20.0) 13.0 | wxvz.yv (8.3) 14.5 1 KRCA-TV (18.0) 12.2 | WRCA.TV (225) 1
Fairbank: VINBG | wWLw C I wwl.rv I KTTV 1 WCBS-TV
Pressnis Weather, Connior ) Groucho Marx; ! Lux Video 1 Secret File (10.0) 7.2 1 Studio One (24.3) 2
Ne we, Sports (27.7) 12,0 Dragne (24.0) 22.0 | Theatre (20.7) 319 1 KNXT I wABD
VIGN-TY Cowiviy | Wik TV b7 Big News 9.0) 65 1 Boxing;
Top 10 Theatre  (12.0) 127 1 Early Home Thea.  (7.3) 6.2 |  Arthur Murray  (24.3) 13.2 : : Ringside 73
}
1 : \ - -
CLEVELAND | OETROIT { COLUMBUS | MILWAUKEE | MiNNEAPOLIS.ST. PAUL
) Friday 10:30 ) Tuesday 6:30 I Saturday 11:30 1 Wednesday 10:30 | Friday 10:30
Foilow WEWS (11.0) 9.7 | CKLW-TV 12.0) 100 | wiw.c (6.0) 4.7 | WXIX (14.3) 10.7 1 KSTP.TV (19.0) 4
That Man NIN-IV | WAY/Z TV WBNS-TV I wWimd-Tv WCCO-TV
(reruns of Purson 10 Person  (25.0) 25.4 | Warner Brothers (“.0) 15.0 i Chamipionship [} The Great News, Weather;
Man Against YW IV I wisr-1v 1 Bowling (15.7)y 115 1 Glldersleeve (14.0) 10.5 Amos n' Andy  (16.3)
Crime) f’l':/l"l'h ] .. | tame That Tune  (10.3) 12.7 | WTVN L WISN-TV I wieN 1V
Kord Borher (73.0y 22.0 : {  Paloina Party (6.3) 5.4 : News, Sports, Wea. (8.3) 7.0 |‘ Early Movie (9.3) d
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| ]
ATLANTA I CINCINNATI | coLumsus 1 DAYTON | WASHINGTON
Saturday 5 (1 Hr.) : Saturday 6 1 Saturday 6 : Wednesday 6:30 I Saturday 7
vwvéng\}Tv (19.3) 13.7 ] wggg 'l%\\l/ (10.7) 13.5 : VVEVVSCTV (15.0) 17.7 1 \olvtl\;vODTV (18.0) 19.3 : \\:vvgg?rrv (17.7) 13.5
R The Way; | Twilight Hour (100) 9.7 | Midwest Hayride  (6.0) 12.4 ! Eddie Fisher; | Y v
L (8.3) 102 1 Wit | wivn : News Carman (11.0) 12.5 1 our Hit Parade  (7.3) 17.4
- : WMA
WLW-A : Midwest Hayride (6.3) 9.2 : Amos ‘n’ Andy (10.0) 8.7 1 : ChaLmT;:{onshm
Gospel Jubilee (3.3) 3.0 1 .: ) Bowling (4.0) 5.9
- 1 — |
¥ I
BUFFALO | LOS ANGELES ‘| MILWAUKEE 1 NEW YORK : SEATTLE-TACOMA
Tuesday 9 : Tuesday 9 | Tuesday 7 : Thursday 7 | Friday 10
WBEN.TV (29.0)18.9 | KNXT.TV (17.5 9.8 | wxIX (143) 15.2 | WRCATY (43)102 1 KINTTV (11.0) 13.0
WGR-TV - 1 KING-TV
° ?Aaks Z?jom (52.3) 349 : Fireside Theatre (24.5) 19.3 ‘I Fireside Theatre (11.7) 14.2 | g?}lg t?l:gvsv};lgg’wards 7.8) 8.2 : Code 3 (21.9) 16.9
or badcly 1 KABC-TV WISN-TV 1 . . KTVW
WBUF-TV | Make Room ! "\Warner Brothers  (10.7) 11.2 1 WABC-TV | Baseball (15.0) 15.1
The Falcon 9.3) 7.7 | for Daddy (10.3) 15.2 : ﬁukla JFrhanS( lOllue 4.0) 5.2 1
1 i ews-John Daly . 2
— i — . . —
l ] ]
BIRMINGHAM I CLEVELAND i DAYTON | DETROIT | LOS ANGELES
Tuesday 9:30 : Tuesday 10:30 L Tuesday 8 : Tuesday 9:30 { Monday 9
WBRC-TV (39.5) 27.5 | WIW-TV (39.0) 24.8 : WFLHODTV (34.5) 36.3 | WIBK-TV (40.7) 27.2 } KTTV 12.0) 13.7
WABT KYW-TV WLW | OWWI-TV KNXT
Bob Hope (27.5) 29.3 : Big Town (14.3) 16.5 : Fireside Theatre  (13.5) 29.3 | Federal Men (16.7) 16.5 : I Love Lucy (16.5) 20
I WEWS | I WXYZ-TV 1 KRCA-TV
1 China Smith (2.7) 5.2 | Jumbo Theatre (6.7) 6.2 Medic (14.3) 13.9
:  — : R
1 I
coLumsus | DAYTON 1 DETROIT : LOS ANGELES I MINNEAPOLIS-ST. PAUL
Monday 6 (1 Hr.) : Sunday 1:30 (1 Hr.) : Thursday 6 | Saturday 6 : Sunday 10:30 a.m. (1 Hr
WTVN (17.5) 169 | WHIO-TV (14.0) 155 | CKLW.TV (6.1) 142 | KTTV (8.0) 7.7 § WCCO-TV (11.0) 16.3
1 WBNS-TV | WLW-D | WXYZ.TV 1 KABC-TV | KSTP-TV
Jungle Jim; 1 Sound of Stone; | Kukla, Fran and Ollie; | Lawrence Welk (3.5)17.3 Boots and Saddles;
News, Weather; 1 Amateur Hour (3.0) 4.5 News-John Daly (24.0) 9.4 1 NxT H American Forum
Florascope (14.3) 12.1 | WIBK-TV | Fandango (8.3) 6.8 | of the Air (5.0) 3.9
WLW-C | | Patti Page; I [ WITCN-TV
Meetin’ Time; | 1 News, Weather (7.6) 8.0 1 I Christophers;
Gordon MacRae, 1 { ! I Big Picture (7) 1.0
News Caravan (3.1 68 1 : [
1 1 I
T ' ! 1 ! S R
SIRMINGHAM | DENVER } DETROIT } MILWAUKEE I SAN FRANCISCO-OAKLAND
Wednesday 10 : Thursday 9:30 : Friday 9:30 I Sunday 9 : Monday 10:30
WBRC-TV (35.5) 23.8 | KOA.TV (23.7) 249 | WIBK.-TV (23.0) 185 | WTMJ.TV (20.3) 21.2 1 KRON-TV (25.3) 16.7
WABT | KLZ-TV WWJ-TV I WXIX KPIX
a Stage 13 (23.5) 23.3 | Celebrity ,' Boxing; ] Ed Sullivan (21.0) 28.4 : Jubilee Theatre (17.0) 8.8
1 Playhouse (29.3) 22.7 i Red Barber (21.7) 18.7 1 wiSN-TV [ KGO-TV
I KTVR 1 CKLW-TV i Famous Film | San Francisco
| Curtain Call (6.0) 5.5 1 Person to Person (9.7) 16.5 : Festival (14.3) 129 | Tonight (3.3) 3.7
1 I I
T e i N o —~
HOUSTON-GALVESTON : MEMPHIS I OKLAHOMA CITY I SAN FRANCISCO-OAKLAND I WASHINGTON
Thursday 9:30 ' Thursday 9 ! Friday 9 I Tuesday 7 | Monday 7:30
Y 1 ] i
KPRC-TV (11.4) 152 | WHBQ-TV (12.3) 1.0 | KWTV (31.0) 23.0 | KRON-TV (11.7) 5.9 § WITTG (7.0) 6.4
KGUL-TV 1 WMCT 1 WKY-TV I KPIX | WTOP;TV
Climax (29.4) 27.2 | Groucho Marx (32.7) 31.7 { Playhouse (27.3) 25.0 : $64,000 Question (13.7) 49.4 | Robin Hood (10.3) 15.8
KTRK-TV I WREC-TV y KGO-Tv I WRC-TV
Secret File 1.4 92 1 Robert Cummings (12.0) 19.5 | | Famous Playhouse  (5.0) 2.9 [ Gordon MacRae;
1 1 | I News Caravan (13.0) 12.8
| 1
. 1- —_— : _ T B
COLUMBUS : DETROIT : HOUSTON-GALVESTON | MINNEAPOLIS-ST. PAUL I SAN FRANCISCO-OAKLAND
Sunday 5 | Sunday 1 I Sunday 4:30 | Sunday 5 Wednesday 6:30
WTVN (18.3) 16.0 | WJBK-TV (11.7) 9.9 | KPRC.TV (11.4) 137 : KSTP-TV (6.0) 125 | KRON.TV 9.7) 11.2
o WBNS-TV 1 WXYZTV 1 KTRK-TV WCCO-TV 1 KPiX
2 bey Tetephone Time (13.0) 9.7 1 World Adventure (4.3) 85 1 Super Circus (14.4) 14.7 : Cisco Kid (10.7) 12.2 | Name That Tune (9.7) 13.7
wLw-C I wwity I KGUL-TV | WICN-TV I KGO-TV
Meet the Press (3.7) 5.9 : Sunday Matinee (4.3) 4.9 : You Are There (7.5)92 ;  Movie (16.3) 7.2 : Superman (5.7) 10.4
i - ———
-I- - ————
1
CLEVELAND : DETROIT : LOS ANGELES I NEW YORK ! SAN FRANCISCO-OAKLAND
Friday 6 1 Thursday 4:30 { Monday 6 : Friday 6 | Friday 6:30
KYW-TV (5.9) 120 1 WXYZ.TV (4.2) 10.8 | KTTV (5.7) 12.2 1 WRCA-TV (7.6) 8.4 | KGO-TV (11.3) 1.7
le WIW-TV I owwi.T I KNXT | WCBS-TV I KPIX
Looney Tunes; 1 Howdy Doody (7.6) 7.0 | Sports, News; | 6 O’Clock Report; | My Friend Flicka (9.3) 13.4
Sports, Today (5.8) 119 | criw-tv 1 CBS News-Edwards  (5.5) 5.2 1 Early Show (4.1) 6.2 | KRON-TV
WEWS I " Howdy Doody (7.6) 6.1 | KHJ-TV 1 wp | Three Musketeers  (8.7) 7.5
Dinner Theatre (23.9) 11.0 : H Cartoon Express (3.8) 5.1 Clubhouse Gang (3.4) 5.6 |
1
}- 1 — —— e
BUFFALO : LOS ANGELES : MINNEAPOLIS.ST. PAUL I OKLAHOMA CITY : PHILADELPHIA
Sunday 6:30 | Tuesday 9 } Sunday 3:30 : Monday-Friday 12:30 1 Saturday 11
. WGR-TV (19.0) 20.8 : KTTV (7.3) 7.8 : WCgO{_l'V (11.0) 11.2 | WKY.TV (10.4) 7.3 : WRCV-TV (17.7) 8.2
3 WBEN-TV KRCA-TV WTCN-TV 1 KWTvV WFIL-TV
You Are There (127162 | Fireside Theatre  (24.5) 19.3 : Action Theatre (9.0) 9.5 Art Linkletter (6.0) 9.3 1 Ford Playhouse  (11.3) 11.7
WBUF-TV : KABC-TV | KEYD-TV | : WCAU-TV
Erie Playhouse (4.3) 3.3 Make Room | John Wayne Theatre (9.0) 9.0 1 News, Sports;
for Daddy (103) 15.2 | 1 : Patti Page (15.0) 10.0
1 1— : = g —
1 1
COLUMBUS | DENVER | LOS ANGELES I NEW YORK : SEATTLE.-TACOMA
Friday 10:30 I Monday 8 I Monday 8:30 ! Friday 8:30 I Thursday 8:30
| 1 |
Wiw-C (23.0) 18.5 | KLZ-TV (26.3) 31.4 | KTTV (12.8) 12.0 | WRCA-TV (15.3) 27.9 : Kg‘lGéTV (14.7) 1.3
WTVN KTVR KNXT 1 WCBS-TV KOMO-TV )
Early Home 1 Boxing 77162 | Arthur Godfrey— 1 Our Miss Brooks (26.5) 20.3 | Ford Theatre (19.6)
Theatre (13.0) 11.2 : KOA-TV : His Talent Scouts (24.8) 16.9 | waBC-TV : KINT-TV
WBNS-TV ) Caesar’s Hour (11.0) 15.4 | KRCA-TV 1 Crossroads (10.3) 8.1 1 4 Star P ouse
Turning Point (12.3) 10.2 ] | Caesar’s Hour (14.5) 14.7 : i
- g R S
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[ 1
CHICAGO II CINCINNATI | COLUMBUS : HOUSTON-GALVESTON : LOS ANGELES
Monday-Friday 4 (1 Hr.) | Saturday 9 a.m. I Monday-Friday 4:15 I Monday-Friday 4:30 t Sunday 4:30
Limt \\I/VVZFF\IBTV (3.8) 16.4 : \\svviL(\F/va_-[TV (1.0) 6.2 : ‘\;‘V/_?N:I -TvV (16.2) 17.3 ; KTRK-TV (8.5) 10.5 : KNXT (5‘8)
ittle B - \ KPRC-TV KRCA-TV
Rascals Bandstand Matinee; 1 Pinky Lee (7.0} 9.2 : Gene’s Canteen (7.2) 69 ) Roy Rogers (9.1) 12.4 1 Mary McAdoo (3.5
Baseball (5.5) 7.7 1 WCPO-TV | wLw-C I KGUL-TV I KTV
W%BN'\-Tglh : Willie Wonderful (4.3) 4.2 | Pinky Lee (6.7) 6.8 : Kit Carson (5.5) 6.4 : Jalopy Derby (5.0)
arly Show;
Gene Autry (7.5) 6.4 | { ] ]
1 : I |
_— — - — — - - —} — 4
ATLANTA I CHICAGO : COLUMBUS : HOUSTON-GALVESTON I OKLAHOMA CITY
Friday 6 ! Sunday 2 | Thursday 7 | Thursday 8:30 | Sunday 4:30
\ WLVé-A (14.2) 10.2 | WBKB (6.0} 8.5 : WLW-C (8.0) 14.7 : KTRK-TV (10.2) 12.6 }'(VV'G}VVTV (18.3)1°
Long John WAGA-TV I WGN-TV WBNS-TV KPRC-TV 1
Silver Weather, Sports, News; \ Baseball (267) 257 | Robert Cummings (11.7) 26.4 | Lux Video 1 You Are There (6.7)
CBS News-Edwards  (9.6) 9.2 | WBBM-TV I WTVN ] Theatre (37.8) 40.7
WSB-TV | Sunday Cinema 3.0) 2.7 | Visitor (16.7) 6.2 1 KGUL-TV \
News; | [ I Face the Facts (12.3) 9.2
Weather (5.1) 8.9 | ! 1 1
o | ; S : 1
R (. - |
ATLANTA | BOSTON : CHICAGO : MILWAUKEE } SAN FRANCISCO. OAKLAND
Sunday 2:30 : Sunday 10:30 | Sunday 10 | Wednesday 9:30 : Tuesday 10:30
WSB-TV (13.7) 17.2 1 WNAC.TV (32.7) 26.2 | WBBM-TV (39.7) 10.7 I WTMI-TV (18.0) 17.5 1 KS&N -Tv (19.0) i;
Man WAGA-TV WBZ-TV I WGN-TV 1 WXIX
Behind Boots and Saddles : Masquerade | Courtesy Theatre  (5.7) 21.9 | Arthur Godfrey— : Studio Kay {12.3) ¢
The Badge Playhouse (5.3) 6.2 i Party (19.3) 14.4 | WNBQ ] His Friends (14.7) 14.0 | KGO-TvV
- 1 | Weather, Connors; 1 WISN-TV 1 San'Francisco
Hall of Faith (7.7) 1.9 | News-A. Dreier (12.7) 10.0 } Break the Bank (14.0) 11.9 Tonight 11.7)4
1 ] )
| |
g ———— _ 1 ] - ==
E |
| 1
BIRMINGHAM | BOSTON : COLUMBUS | DETROIT | HOUSTON-GALVESTON
Tuesday 7 I Monday 10:30 | Friday B:30 : Tuesday 10 1 Friday 9:30
Man \‘xi’ﬁbﬁ-w (26.0) 34.8 : WBZ-TV (32.0) 18.4 | WBNS-TV (27.7) 24.4 | WIBK-TV (27.0) 17.5 : %TJCLTTY/ (14.5) 14
O WNAC-TV I WLW-C WWJ-TV
Called X Fireside Theatre  (17.5) 27.8 : Studio 1 (22.0) 22.2 1| Baseball (19.7) 22.0 : glelebrity 16.0 : KTCR))L(NTA\//\ISS Brooks (24.3) %
] ayhouse 1 )} 16.0
! | by Arnold 077 157 | WXYZTY | Wrestling (12.6) 14
} John Wayne
: h : Show (6.3) 8.2 }
- —_—— -:-— — - X | ——
]
ATLANTA : BIRMINGHAM I DETROIT I MINNEAPOLIS-ST. PAUL : SAN FRANCISCO-OAKLAND
Wednesday 10:30 1| Monday 9 : Wednesday 10:30 : Wednesday 10:30 { Friday 10:30
. \\;VVQBGTA\}TV (14.3) 13.9 : WERC-TV (34.5) 28.8 | WIBK-TV (16.7) 15.4 | KSTP-TV (18.0) 12.2 : Kg&N -v (14.0) 16
r. District - WABT WWIJ.TV wCCO-TV
Attorney \[?o You 1rt;st (15.0) ) : Caesar’s Hour (18.5) 26.3 | Confidential File (18.0) 15.0 : News, Weather; : Ké’(%b_[l{/c Defender (24.0) 14
our Wife? .0) 14. WXYZ-TV Amos ‘n’ Andy (21.0) 1.7 .
WLW-A 1 : Famous : WTCN-TV 1 San.Francisco
Sky Theatre 6.3) 5.2 1 \ Playhouse (10.0) 8.9 | Farly Movie 7.3) 6.9 | Tonight (57) 6
' I I -
. —_— - B . I P — . — |
CINCINNATI : CLEVELAND : COLUMBUS : NEW YORK { SAN FRANCISCO-OAKLAND
Saturday 10:30 | Monday 7 I Monday-Friday 1] a.m. I Monday-Friday 9 a.m. | Monday-Friday 4:30
— WKRC-TY (12.3) 10.4 | KWYJ\\IIVVTT\\I/ (10.7) 20.4 : WBNS.TV (10.3) 9.1 : WCBS.TV (6.4) 5.6 | ﬁg&n ALY (6.3) 8
y Little - I - WTVN WRCA-TV | L
Margie Movie of the 1 Mobil Theatre (10.0) 10.5 : Ladies Home Theatre; ! Herb Sheldon 1 Strike It Rich (6.4) 7
WmeeTk (13.0) 12.0 | WSVWS 5 10.3) 59 1 Love of Life (5.6) 5.6 : Show (3.8) 3.5 1 KCEO-TV 81 il
V- ] estern Detective (10.3) 5.9 WLW-C WABD 1 oston Blackie 8) ¢
Midwest Hayride  (11.3) 9.5 : Tennessee Ernie (2.7) 5.2 | Sandy Becker |
| ! : ow (1.5) 3.2 1
- ! - t — - — l— —=
i N — T o 1
BOSTON I CHICAGO | cowumsus | pavron I PHILADELPHIA
Saturday 11 | Thursday 10:30 1 Sunday 8:30 | Sunday 9:30 | Thursday 10:30
— \;\V/EJZA:EVTV (24.3) 12.7 W%’ﬁfw (10.0) 9.2 : WBNS-TV (34.0) 30.2 : WLWéDT (25.5) 21.8 ) WS@&’R’ (20.3) 14.
sspor \ -T i . WLW-C WHIO.TV 1
to Danger Cott First Run | Top 10 Theaire (12.3) s 1 TV Playhouse (19.0) 19.9 | What’s My Line? (35.5) 36.3 | Lux Video
Movie (217) 15.0 | weBm.Tv b owrvn ! | Theatre (20318,
I News-Harrington; Ted Mack M I WFILTV
1 Chicago Story (8.0) 7.0 | Amateur Hour (16.3) 159 : | Diamond Mystery
| 1 | Theatre (578
| : ! {
1 T - . T T
ATLANTA | BIRMINGHAM : CHICAGO : LOS ANGELES I OKLAHOMA CITY
Sunday 10 : Tuesday 10 I Tuesday 8:30 1 Thursday 10 : Monday-Friday 4
:;3‘;3’ VW/Z%LVTV (2.7) 21.2 g Wipéc{w (27.0) 26.5 : WGN-TV (15.0) 13.5 : KTTV (5.3) 11.9 | KWTV (8.4) 10
o [} WBBM-TV KRCA-TV 1
Man Called X (29.7) 16.9 | Crosscurrent (29.5 113 1 Red Skelton 9.7y 23.7 | Lux Video | W':(;YDTS/anny 8713
wgw A . 1 : WNBQ : Theatre (18.5) 21.3 1
mmy Fidler ! Circle Theatre (27.0) 18.5 KNXT !
Hall of Faith (2.7) 2.7 ] ! : Harry Owens (18.5) 103 |
I i ! 1
1 -1 —i- N I — iR
BIRMINGHAM I BOSTON | CINCINNATI | oerolr ! LOS ANGELES
Sunday 5:30 : Thorsday 6 I Friday 6 | Wednesday 4:30 : Saturday 5
Hear CERCTY (18.5) 21.3 { wNAC TV 25.3) 109 | wiw.t (5.2 1a ! Az @273 |yt (5.0) ¢
) \ y WKRC-TV 1 KNXT
lungle Frontier (16.5) 16.5 : Carnival ‘56 (9.2) 19.4 : Hoime Thealre; : CKT_SVVYS\Z Doody 7.6)7.0 1 Cisco Kid (6.3) 7
' ' News, Weather (6.1) 89 | Howcdly Doody (7.6) 61 | KRCA-TV :
' , WCPO-Tv 1 | Feature Film (38)
) 1 Patti Page; News  (23.4) 8.7 | :
i i i. -1
B | I [}
M’fr:fl/? - | :“'TAG'O ) CLEVELAND | DENVER : OKLAHOMA CITY
T | sunday Hoon 1 Sunday / I Thursday 6:30 | Monday-Friday 4:30 ,
WBEN-TV i !
Wt WeRIY (15.3) 17.2 | WaRATY (50) 85 | wews (150) 27.7 | KizIv @13 209 | kwrv (10.8) 14
Rider Hane C, Zindersen; 1 My Hero 2.3) 6.9} Y ) KOA-TV WKY-TV
Mewis, Woather  (12.3) 127 | won.1y L 1V's A Groar Life  (20.0) 14.5 ) Ford Theatre (19.0) 23.4 : chﬂv and the (135 ¥
‘ . A WIW.TV KBTV Kids '
WEF-TY I Championshi ! !
Million & thovie  (4.3) 4.5 | Gowling " (4.0) 5.7 | Hbrggce (10.7) 5.4 : Pown You|Go (6.7} 7,2
I ! |
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[
CHICAGO | NEW YORK | oKLaHOMa cITY | SEATTLE-TACOMA | WASHINGTON
Saturday 10:30 1 Friday 7 1 Friday 9:30 | Thursday 9:30 : Sunday 6
Gele WNBQ (21.0) 18.8 | WRCA-TV (4.0) 10.8 | WKY.TV (24.7) 24.2 | KING-TV {17.4) 16.2 w m
) WGN-TV | WCBSTV | KWTV I KOMO-TV I wRenY (10.3) 10.7
th e Wrestling (12.3) 1.4 Rain or Shine; 1 Qur Miss Brooks (22.7) 23.7 ) Lux Video | Meet the Press 16.3) 14.0
WBBM-TV 1 CBS News-Edwards  (6.5) 7.8 ] Theatre (18.5) 19.5 | WIOP.TV . !
Pee Wee King (9.7) 87 | WOR-TV 1 1 KTVw | Teler ;
I Million s Movie  (3.3) 491 I Baseball (141) 137 | lelephone Time  (9.3) 12.2
i i i
- — — ! ;
CHICAGO : DETROIT : LOS ANGELES : NEW YORK 1 PHILADELPHIA
Tuesday 9 } Monday 10:30 ) Saturday 9:30 | Monday 8:30 : Wednesday 10:30
WGN.TV (13.7) 10.2 | WIBK-TV (20.3) 14.0 | KTTV (13.0) 13.3 1 WPIX (4.0) 4.9 | WRCV.TY (25.3) 17.2
<o WBBM-TV | WWITV I KRCA-TV 1 WRCA-TV | WCAU-TV
$64,000 Question (23.3) 40.7 Long John Silver (18.3) 12.4 § Texaco 1 Caesar’s Hour (32.5) 30.7 | 20th Century-Fox (16.7) 16.7
of  wNBQ 1 WXYZ-TV 1 StarTheatre (19.5) 219 1 weps-Tv I WEILTY
Jeup) Circle Theatre (18.0) 15.4 1 Broadway I KNXT - | Godfrey and His Boxing;
: Star Theatre 6.3) 7.7 : Amos ‘n’ Andy (15.5) 9.6 : Talent Scouts {20.0) 22.2 : Sports Headlines (14.0) 14.9
| e I (. \V— -l
CLEVELAND : COLUMBUS : LOS ANGELES : MEMPHIS : NEW YORK
Wednesday 6 1 Thursday 6 I Thursday 6:30 | Monday 5:30 | Wednesday 7:30
KYW.TV (5.9 11.4 | WTVN (17.5) 9.4 | KABC.-TV (3.8) 6.9 | WREC-TV (7.6) 9.5 | WPIX (2.3) 3.5
of  WIW-TV I WBNS-TV | KTV | WHBQ-TV I WABC-TV
igle Looney Tunes; ] Annie Oakley (14.3) 16.5 1 Life With Elizabeth; i Mickey | Disneyiand @
Sports, Today (5.8) 11.0 | WLW-C | News- | Mouse Club (17.2) 17.0 | wWCBS-TV
"WEWS I Meetin’ Time (3.1) 4.4 1 George Putnam (0-009.7 1 wmcr t Brave Eagle 8
Art Linkletter’s Kids; I I KNXT Gordon MacRae; |
Dinner Theatre (23.9) 8.7 : : Sergeant Preston (3.8) 6.9 : News Caravan (4.3) 5.7 :
— -f- — - 1 — —I-
ATLANTA : BIRMINGHAM : HOUSTON-GALVESTON : MINNEAPOLIS-ST. PAUL : PHILADELPHIA
Monday 11:30 | Friday 10 | Monday 10 | Monday 9 { Sunday 11:30
WSB.TV (8.7) 7.4 | WBRC-TV (33.0) 29.3 | KPRC-TV (26.1) 146 1 WCCO-TV (25.0) 16.2 | WCAU-TV (7.7) 5.5
o WLW-A I WABT I KGUL-TV I KSTP-TV I WRCV-TV
Sty Sky Theatre (12372 1 Masquerade Party (29.0) 17.3° | Confidential File (24.9) 18.0 ! Caesar’s Hour (14.0) 18.2 | Charm Headquarters;
WAGA-TV i I KTRK-TV ! kevory 1 Detective Time 0) 53
Overseas | ! News; : Baseball (16.3) 17.5 b writtv
Adventure (7.3) 6.7 f I Patti Page (15.6) 7.7 1 | Les Paul & Mary ford;
: : | : Rainbow Theatre (3.7) 3.0
— - - — R — -
ATLANTA : BIRMINGHAM : HOUSTON-GALVESTON ; OKLAHOMA CITY : SAN FRANCISCO-OAKLAND
Saturday 10 | Saturday 11 | Thursday 9 I Saturday 1 (1 Hr.) | Sunday 9:30
W WAGA.TV (15.3) 16.7 | WBRC.TV (16.0) 10.8 | KTRK-TV (12.3) 11.4 bFoxwrv (15.7) 11.5 | KPIX (29.7) 23.5
¥ ind WSB-TV I waBT I KGUL-TV T wWKY-TV I KRON-TV
Cry Turning Point (28.0) 20.2 | Wrestling (16.5) 13.0 1 Robt. Montgomery (8.7) 29.6 | Sleepwalker’s I TV Playhouse (27.3) 25.8
WLW-A ! I kpRC-TV | Motinee (21.3) 7.8 T ygo-Tv
Dixie Jubilee 9.3) 6.4 | I Lyndon Johnson; | T " Ted Mack
| | PublicService  (40.5) 11.7 | Amateur Hour (77)85
L _— — ‘- - — : - B =
ATLANTA : BOSTON : MINNEAPOLIS-ST. PAUL | NEW YORK : SEATTLE-TACOMA
Sunday 5 { Wednesday 7:30 | Saturday 5 I Tuesday 6 | Wednesday 7
W WLW-A (13.3) 109 | WNAC.TV (14.7) 165 | wcco-v (167) 149 | WRCA-.TV (7.6) 6.9 1 KING-TV (25.4) 24.7
on,  WSB-TV I wBZ-Tv I xsrp1v | WCBSTV I KINT-TV
nita Meet the Press (12.0) 142 1 Eddie Fisher; 1 Roy Rogers (3.3) 13.2 ) 6 O’Clock Report; I Godfrey &
W sH WAGA-TV 1 News Caravan (15.3) 187 1 wrenaTv | Early Show (4.1y7.9 1 His Friends (11.5) 12.6
Telephone Time ~ (7.3) 7.9 | 7 Locky 11 Ranch 6.0) 5.9 | WPIX | xomoTv
i 1 I Clubhouse Gang (3.4) 5.9 { Screen Director’s
1 I I i Playhouse {(7.9) 11.8
] 1- - b —
)
BIRMINGHAM : BOSTON : DENVER | LOS ANGELES = PHILADELPHIA
Sunday 4:30 I Tuesday 6 1 Monday 9:30 : Wednesday 6 I Wednesday 11:30
Wi WBRC-TV (16.5) 15.3 | wNAC-TV (25.3) 16.7 | KLZ-TV (16.0) 22.2 | KTTV (5.7) 9.6 | wcau.tv (7.7) 4.7
" e WABT I wezTv I KOA-TV | KABCTV I WRCV-TV
sty Roy Rogers (14.5) 15.7 : Carnival ‘56 (9.2) 18.3 : Mark Saber (15.3) 18.9 Buffalo Bill, Jr. (14.0) 89 1 Tonight (7.7) 9.4
1 I KBTV 1 KNXT 1 WFIL-TV
1 1 Masquerade Party (18.3) 13.9 | Sports, News; i Night Owl! Theatre (5.7) 5.4
1 i 1 CBS News-Edwards  (5.5) 5.0 i
o — — S —= :7 - — —
I
BOSTON 1y CHICAGO : LOS ANGELES I NEW YORK : SAN FRANCISCO-OAKLAND
Friday 6:30 I Saturday 5 I Saturday 7 : Monday 6 I Wednesday 6:30
WNAC-TV (24.3) 22.7 I, WBKB (3.7) 9.5 T Krrv (6.5) 9.1 | WRCA.TV (7.6} 12.8 1 kGo-tv (5.7) 10.4
% jean  WBZ-TV I wsBM.TV bRNXT | WCBS-TV I xpix
News-Victor Best; 1 Saturday Matinee (14.7) 14.4 { This Happy Breed (17.3) 18.5 6 O'Clock Report; i Name That Tune (9.7) 13.7
Western® (12.7) 11.9 : WGN-TV | KRCATV | Early Show (4.1) 7.1 : KRON-TV
I Frontier I Death Valley (3.0) 10.2 1 WPIX 1 Judge Roy Bean (9.7) 1.2
I Playhouse (5.7) 6.0 | 1 Clubhouse Gang (3.4) 6.2 I
2 - 1 O | o : I
1 I I
CHICAGO | DETROIT | HOUSTON-GALVESTON | MILWAUKEE | OKLAHOMA CITY
Monday-Friday 10:30 a.m. 1 Monday-Friday 4 I Monday-Friday 11 a.m. : Monday-Friday 4 1 Monday-Friday 3:30
' ue WGN.TV {6.9) 6.8 : WXYZ-TV (5.4) 4.3 : KGUL-TV (7.7) 6.7 § WXIX (6.0) 6.6 ! KWTV (10.9) 8.6
tkather WBBM-TV I WWIJ-TV i KPRC-TV 1 WTMIJ-TV ! WKY-TV
s ?f Strike It Rich (10:3) 9.7 1 Pinky Lee (7.5) 7.5 1 TV Kitchen 7.7y 5.5 Cartoon Carnival (8.6) 12.2 { Howdy Doody (9.1) 8.5
win - wNBQ 1 CKLw-TV § KIRK-TV I WISN-TV 1
Home (4.3) 4.6 Justice Colt (7.0) 7.5 | Hollywood Theatre (3.5) 3.5 1 Looney Tunes; l
1 1 1 Gretchen Colnik; I
i 1 ) Sports Report (6.9) 6.9 |
1 e R 1 - I |
I I 1
BOSTON I BUFFALO 1 DETROIT : LOS ANGELES t PHILADELPHIA
Sunday 7 : Saturday 7:30 T Monday 9:30 | Wednesday 9 I Sunday 6:30
k. WNAC-TV (22.7) 20.5 | WGR-TV (22.7) 28.7 : WWwWI-TV (25.0) 205 | KTTV (3.5) 10.2 i WCAU-TV 0.0)
brfront  WBZ-TV I WBEN-TV I WIBK-TV 1 KRCA-TV I WEFIL-TV
Jungle Jim (16.0) 18.4 1 U. B. Roundtable (10.3) 6.5 I Studio | (23.0) 23.7 ) Kraft Theatre (20.8) 23.2 | Beulah
1 WBURTV | CKLW-TV I KNXT 1 WRCV-T
1 Ozark Jubilee (3.7) 4.5 Boxing; 1 The Millionaire (9.3) 14.4 § Roy Rogers
) : | Sports Album (1n.0)127 1 I
- 1 3 ) ! s snsre rve
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DO THEY REMEMBER

Television Magazine's

Continuing Study

of the TV Audience—#8

In survey of Chicago, Hamm's, Ford,

amm’s, Chesterfield, Ford and Westinghouse—
these were the brands that led their product
categories in recall of TV advertising in TELEVISION
MAGAZINE’s most recent survey of Chicago. In this re-
port, recall and use of beer and cigarettes are compared
with the findings of a September survey made in Chi-
cago. Recall scores for household appliances and autos
are compared with a June study done in New York.
A comparison of the Chicago survey of September,
1955, and the current one shows that beer rankings for

BEER

BRAMNDS RECALLED

JUNE 1956 SEPTEMBER 1955
Rank Brand Yo Rank %
I....Hamm's .
2.....Pabst .
< Schlitz ..

4....Meister Brav
5....Budweiser
6...0Id Style R o —_—
7....Drewry's ..

8. .Heileman’s
9...Blatz ...
0 ... Edelweis .

BRANDS USED

JUNE 1956 SEPTEMBER 1955
Rank Brand % Rank %
| . Hamm’s ... 14.9 1
2....Schlitz 9.2
3. Pabst i 8.9
4. Meister Brav ... 5.9

5. Miller High Lifo. 5.6
6 ....Budwoeiser
7. ..Drewery’'s

NA W

8....0ld Style
Dt Blatz 9
10.. . Hoileman’s 8

TELEVISION MAGAZINE =« JULY 1956
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\“YOUR COMMERCIALS?

Chesterfield, Westinghouse led their categories in recall of TV advertising

both recall and use have remained practically the same.
Dne exception is Meister Brau, which shot up from
seventh place to fourth in recall and shows an increase
in use of almost 509 .

Not so static were the cigarettes. Chesterfield, Philip
VMlorris and Old Gold dropped considerably in brand
-egistration and L&M was recalled by almost twice as
nany TV viewers in June as in September.

As in New York, Chesterfield led the cigarettes in
yoth recall and use but by a narrower margin than

CIGARETTES

BRANDS RECALLED

AUTOMOBILES

BRANDS RECALLED

in previous surveys. Further indication of a trend that
has been going on for some time is the consistent rise
in use of the filter brands.

In the automobile category, Ford again was ahead in
brand registration, as it was in New York. Dodge took
second place in recall compared to its fourth-place show-

To page 119

The use figures in the tables below represemt incidence
of brands in homes and not necessarily sales volume.

HEAVY APPLIANCES

TR R G
L e

BRANDS RECALLED
CHICAGO, JUNE 1956

JUNE 1956 SEPTEMBER 1955 CHICAGO, JUNE 1956
Rank  Brand %

ank Brand % Rank % Rank Brand 9

— — _ = 1 Westinghouse 292
1. ..Chesterfield ... .35.6 1 .49.7 } Ford 451 2 General Electric . .27.5
2. _Llucky Strike .28.8 2. 279 2 . Dodge 288 3 Frigidaire .10.4
3.. Camel 4. 16.3 3 ... Mercury 251 4 Easy 9.2
4. Winston 3.....200 4 .. Chevrolet .22.8 5 Hotpoint .. 7.4
5..L& M. 7. 9.4 5. . Chrysler 17.4 6 . Maytag 7.3
6....Pall Mall — 6. 2110 6 ... .De Soto 162 7 Kelvinator . 3.8
7....0ld Gold ... .06 5. 15.6 7. . Buick 15.7 8. . Crosley . 3.5
8...Viceroy — 7.8 10... 4.3 8 Plymouth 14.8 9 Norge . 3.3
9....Marlboro . . 6.6 1. 3.5 G . _Llincoln 2143 10 . Amana 3.2
0. ..Kent . . 5.2 9. 6.2 10. Oldsmobile 13.3 ] Whiripool . . 2.8
11....Philip Morris .. 4.4 8. .. 9.2 11 _Pontiac 12.0 12 Philco 2.7
2....Kool 1.9 12 2.2 12 Nash 4.3 13 ... Kenmore 2.5
13...Salem 1.3 - —_— 14 Bendix 2.2

BRANDS RECALLED BRANDS RECALLED
BRANDS USED NEW YORK, APRIL 1956 NEW YORK, APRIL 1956
JUNE 1956 SEPTEMBER 1955 { Rank Brand o
Rank Brand Y% S _
Rank Brand % Rank % — - 1. . .Westinghouse .36.4
- . —_— . 1 _Ford . 348 2 General Electric 29.6
1....Chesterfield . 128 1 177 2 .. Mercury .30.4 3 Frigidaire 215.0
2 . lucky Strike . ..10.4 3 103 3 . _.Chevrolet .29.0 4. __Whirlpool 109
3.....Camel i 9.2 2 12.3 4 _Dodge .25.0 5. . Maytag 8.1
4. Pall Mall 8.9 4 9.9 5 .Oldsmobile .21.5 6 . Bendix 6.4
5.. Viceroy 7.3 7. 4.4 6. De Soto .21.0 7. ....Kelvinator 5.5
6. . Winston .. 7.1 5 5.5 7. . .Buick .20.1 8 _Phileo 4.9
7..L&M. . . 5.9 9. 2.5 8. ..lincoln ... ..19.3 9. .. _Hotpoint 4.6
8...0Id Gold 5.5 6. 5.0 9 ... Chrysler 19.0 10 .. Amana
9....Philip Morris... 4.3 8. 3.5 10. ... Plymouth 17.3 " Norge 2.8
10._. Marlboro 2.1 10. 2.3 11. .. Pontiac . 8.2 12 .. Crosley 2.6
10.. Kool 2.1 1. 1.9 12 ......Nash 3.5 13 . Admiral
12 Yareyton . 1.9 12. 1.0 13 ... Studebaker 2.7 14 . Easy
95
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We’re lse.lling more clothes in well-dressed San Diego!

55% Nore Than in 1950°¢

Now more than Portland. Ore.; Birmingham,
Alabama; Cohnnbs, Ohio or
Norfolk and Portsmouth. Virginia

C()lnbil’led,. WHRATHER-ALVAREZ BROADCASTINCG, INC.
REPRESENTED WY PETRY

TV

AN DIEGO, CALLF,

San Dicgo has more people, 0 )
making sore, spending raore America’s more market

and walching Chliannel 8 morc
than ever before.

“Sales Management, 1955

wWwWw.americanradiohistorv.com
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Television Magazine's Exclusive RECEIVER
CIRCULATION
REPORT FOR JULY

independent estimates of TV set count for all markets, based on

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

Set-count estimates which appear
in this section are based on

ELEVISION MAGAZINE’s projections
f “The National Survey of Tele-
ision Sets in U.S. Households, June,
955,” a report made by the U.S.
wureau of Census for the Advertis-
12 Research Foundation.

This Census study was sponsored
y the three networks, the NARTB
nd the Television Bureau of Adver-
ising. The raw materials used in ar-
iving at county estimates beyond
he Census sample were the Census
iata plus an adjusted average of esti-
1ates prepared by the NBC network
nd those computed by TELEVSION
TAGAZINE's research department.
'ELEVISION MAGAZINE will project
hese ARF figures on a county-by-
ounty basis every month. These esti-
nates will be cortelated to TV cover-
ige areas to enable TELEVISION
MAGAZINE to arrive at updated fig-
ires for television markets.

The sets credited to each market
ire those covered by the station with
the maximum coverage in that
market. It must remembered that
the statistics for each market are
baged on the coverage of one station
only. Figures for other stations in
a market will vary according to chan-
nel, power, etc.

Basic to any estimate of set cir-
culation or market data for specific
TV areas is definition of coverage.

TCLEVISION MAGAZINE « JULY 1956

It is impossible to define coverage
in terms of signal contour alone. Evi-
dence of viewing must be taken into
account.

As evidence of viewing, stations
are studied, wherever possibie, for
over-all share of audience as reported
by the rating services. There are,
however, a number of instances
where individual programs may de-
liver sizable audiences in counties
not credited as coverage, which can
be an important bonus to the adver-
tiser.

The coverage picture is constantly
shifting. Almost daily, conditions are
altered by the emergence of new sfa-
tions and by changes in power, an-
tenna, channel and affiliation among
older stations. For this reason, TELE-
VISION MAGAZINE's Research Depart-
ment is continuously re-examining
markets and revising set counts ac-
cordingly.

A 90% ceiling on TV penetration
has been established for all markets.
Many rating services show higher
penetration in metropolitan areas
(e.g., 93.5% in Providence), but
the available evidence shows that
penetration drops off outside the
metropolitan area and that 90% 1s
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 TV
markets.

WWW.americanradiohic o

county

CIRCULATION AS OF JULY 1, 1956
TOTAL U.S. TV HOMES .36,400,000

Lnlike 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 June 1, 1956,

Market—-% Penetration Sets

ABILENE-SWEETWATER, Tex.—56.6 49,518
KRBC-TV (N); KPAR-TV (C})

ADA, Okla.—59.9 93,223
KTEN (A,C,N)

AKRON, Ohio—40.2 174,972
WAKR-TVT (A)

ALBANY, Ga.—36.8 38,990
WALB-TV (A,N)

ALBANY.SCHENECTADY-TROY, N. Y. 432,198
WCDA-TVT (A,C); WRGB (N) ***1168,136
(WCDA-TV, Albany, N. Y. operates
satellite WCDB-TV, Hagaman, N. Y.}

ALBUQUERQUE, N. M.—49.8 58,940
KGGM-TV (C); KOAT-TV (A); KOB-TV (N)

ALEXANDRIA, La.—43.3 51,547
KALB-TV (A,C,N)

ALTOONA, Pa.—80.4 377,654
WFBG-TV (A,C,N)

AMARILLO, Tex.—64.5 67,488
KFDA-TV (A,C); KGNC-TV (N)

AMES, lowa—80.6 211,909
wOI-TV (A,C)

ANCHORAGE, Alaska—66.4 23,180
KENI-TV (A,N); KTVA (C)

«ANDERSON, S. €.—52.9 188,870
WAIM-TVY (C)

+ ANN ARBOR, Mich.—21.7 122,470
WPAG-TV{

ASHEVILLE, N. C. 6,138
WISE-TVt (C,N); WLOS-TV (A 37

97
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Market—% Penetration Sets Market—% Penetration Sefs

*ASHTABULA, Ohio-—39.5 127,540 BATON ROUGE, La. 165,117
WICA-TV} WAFB-TV1 (C)}; WBRZ (A,N) 176,580
ATLANTA, Ga.—71.4 508,430 BAY CITY-SAGINAW, Mich. 250,855
WAGA-TV (C); WLW-A; WSB-TV (N) WNEM-TV (A,N); WKNX-TV1 (A,C) tt
AUGUSTA, Ga.—51.5 110,575 BEAUMONT, Tex. 94,880
WIBF-TV (A,N); WRDW-TV (C) KBMTY (A,N); KFDM-TV (A,Q) 146,451
AUSTIN, Minn.—73.2 98,212 BELLINGHAM, Wash.—66.9 64,946
KMMT (A) KVOS-TV (C)
AUSTIN, Tex.—60.4 106,142 BETHLEHEM-ALLENTOWN-EASTON,
KTBC-TV (A,C,N) Pa.—32.3 171,784
BAKERSFIELD, Cal. 101,216 WLEV-TVt (N); WGLVT (A)
KBAK-TVY (A); KERO-TV (C,N} 170,154 BIG SPRING, Tex.—50.9 20,562
BALTIMORE, Md.—84.6 643,014 KBST-TV (C)
WAAM (A); WBAL-TV (N); BILLINGS, Mont.—38.2 22,217
WMAR-TV (C) KOOK-TV {A,C,N)
BANGOR, Me.—80.6 86,829 BINGHAMTON, N. Y.—83.9 409,585
WABI-TV (A,C,N); W-TWO (C) WNBE-TV (A,C,N)

An $899,481,000
Buying Power Market!

»
e
e
%\/@/Zaw
B
%
Yég}i %z\
% G
PN < £3
¢

MORE AUDIENCE

than any other TV station in the
rich heart of Louisiana

? FROM 5:00 P. M. to SIGN OFF

- {Monday thru Friday)
WBRZ rated highest in 125 quarter hours out
of 149.

FROM 12 NOON to 3:30 P. M.
(Monday thru Friday)

WBRZ rating Tops All Others Combined!

- from a study by American Research Bureau,
Inc., encompassing 31 counties and parishes
in Lovisiana and Mississippi.

éWBRZM

BATON ROUGE, LOUISIANA
Power: 100,000 watts Tower: 1001 #t.

o

NBC-ABC
Represented by Hollingbery

98
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Market—% Penetration Sets

BIRMINGHAM, Ala.—58.6 310,658
WABT (A,N); WBRC-TV (C)

BISMARCK, N. D.—60.6 21,265
KBMB-TV (C); KFYR-TV (A,N)

BLOOMINGTCN, 111.—59.2 148,242
WBLN-TVY (A)

BLOOMINGTON, Ind.—86.7 547,970
WTTV (N)

(Includes Indianapolis, Ind.)

BLUEFIELD, W. Va. 1
WHIS-TV (N)

BOISE, Ida.—59.7 50,725
KBOI (C); KIDO-TV (A,N)

BOSTON, Mass.—90.0 1,288,540
WBZ-TV (N): WNAC-TV (A,C);

BRIDGEPORT, Conn.——19.7 168,226
WICC-TVY (A)

BUFFALO, N. Y. 458,335 |
WBEN-TV (C); WBUF-TV (N); 179,327
WGR-TV (A,C,N)

BURLINGTON, Vt—80.2 139,764
WCAX-TV {C)

BUTTE, Mont.—59.9 15,210
KXLF-TV (A)

CADILLAC, Mich.—71.3 127,499
WWTV (A,C)

CAPE GIRARDEAU, Mo.—55.4 153,724
KFVS-TV (C,N)

CARTHAGE-WATERTOWN, N. Y.—81.0 *75,839
WCNY-TV (A,C)

CEDAR-RAPIDS, lowa—80.8 205,729
KCRG-TV (A); WMT-TV (C)

CHAMPAIGN, IIl.—72.7 323,469
WCIA (C,N)

CHARLESTON, §. C.—59.6 120,077

WCSC-TV (A,C); WUSN-TV (N}
CHARLESTON-HUNTINGTON, W. Va.—66.4 356,150
WCHS-TV (C); WHTN-TV (A);

WSAZ-TV (N)

CHARLOTTE, N. C.—64.4 435,045
WBTV (A,C,N)

CHATTANOOGA, Tenn.—56.8 150,448
WDEF-TV (A,C); WRGP-TV (N)

CHEYENNE, Wyo.—53.5 **47,358

KFBC-TV (A,C,N)

(Operates satellite KSTF, Scottsbluff, Neb.)
CHICAGO, 111.—90.0 2,033,640

WBBM-TV (C); WBKB (A);

WGN-TV; WNBQ (N)

CHICO, Cal.—58.3 64,230
KHSL-TV (A,C,N}

CINCINNATI, Ohio—85.8 546,544
WCPO-TV (A); WKRC-TV (C);
WLW-T (N)

CLEVELAND, Ohio—90.0 1,146,150 |

WEWS (A); KYW-TV (N}; WIW-TV (C)

COLORADO SPRINGS-PUEBLO, Colo.—51.1 51,839

KKTV (A,C); KRDO-TV (N);

KCSJ-TV (N)

COLUMBIA-JEFFERSON CITY, Mo.—64.2 86,918
KOMU-TV (A,N); KRCG-TV (C)

COLUMBIA, S. C. 120,009
WIS-TV (A,N); WNOK-TVY (C) 141,727

COLUMBUS, Ga. 133,592
WDAK-TVT (A,N); WRBL-TV (A,C) 155,384

COLUMBUS, Ohio—90.0 500,400
WBNS-TV (C); WIW-C (N); .
WTVN (A) 1

CORPUS CHRISTI, Tex. 141,294
KRIS-TV (N); KVDO-TVT (A,C)

DALLAS-FT. WORTH, Tex.—71.0 502,107

KRLD-TV (C); WFAA-TV (A,N);
KEJZ-TV; WBAP-TV (A,N)

DANVILLE, 11.—34.3 141,251

WDAN-TV1 (A)
DAVENPORT, lowa-ROCK ISLAND, I1l.—85.5 289,084
WOC-TV (N); WHBF-TV (A,C)

TELEVISION MAGAZINE -+ JULY 19586"
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46th TV MARKET

Television Magazine, March 1956

for ® BLOOMINGTON
® CHAMPAIGN-URBANA
® DANVILLE
® DECATUR
® SPRINGFIELD

1,700,800 People
in A and B Contour
THE FIRST . . AND ONLY VHF
COVERING THIS GREAT
MARKET

1000 fi. ANTENNA
100,000 WATTS

In the WCIA area is the largest
farm income covered by any station
on maximum power. Here’s No, 1
U.S. FARM MARKET! Supporting

data on request,

GEO. P. HOLLINGBERY,

Representative

STUDIOS
CHAMPAIGN

TRANSMITTER
SEYMOUR

TELEVISION MAGAZINE + JULY 1956

| Market—% Penetration Sets

DAYTON, Ohio—90.0 476,010
WHIO-TV (C); WLW-D (A,N)

DECATUR, Ala.—44.3 128,807
WMSL-TVT (C,N)

DECATUR, I1l.—é69.1 161,471
WTVPt (A,N)

DENVER, Colo.—70.6 231,120

KBTV (A); KLZ-TV (C);
| KOA-TV (N); KTVR
‘ DES MOINES, lowa—80.6 213,603
KRNT-TV (C); WHO-TV (N)
i

DETROIT, Mich.-WINDSOR, Can.—90.0 *1,356,120
WIBK-TV (€); WWI-TV (N);
WXYZ-TV (A); CKLW-TV
DOTHAN, Ala.—36.8 26,762
WITVY (A,C)
DULUTH, Minn.-SUPERIOR, Wis.—65.2 102,389
KDAL-TV (A,C); WDSM-TV (C,N)
DURHAM, N. C.—59.9 264,847
WTVD (A,N)
EASTON-BETHLEHEM-ALLENTOWN,
! Pa.—32.3 171,784
WGLVT (A); WLEV-TVt (N)
EAU CLAIRE, Wic.—66.4 67,756
WEAU-TV (A,N)
EL DORADO, Ark.—45.0 40,457
KRBB
| ELKHART, Ind.—(See South Bend, Ind.)
| ELMIRA, N. Y. 4
WTVET (A,N)
EL PASO, Tex.-JUAREZ, Mex.—72.3 67,159
KROD-TV (A,C); KTSM-TV (N);
XEJ-TV
ENID, Okla.—66.0 71,771
KGEO-TV (A)
ERIE, Pa. *124,486
WICU (A,N}; WSEE-TVt (A,C) 167,660
EUGENE, Ore.—46.6 **76,222
KVAL-TV (AN}
{Operates satellite KPIC-TV, Roseburg, Ore.)
EUREKA, Cal.—60.0 25,704

KIEM-TV (A,C,N)
EVANSVILLE, Ind.-HENDERSON, Ky.—58.1 99,184
WFIE-TVt (A,N); WERTT (C)

FAIRBANKS, Alaska Tt
KFAR-TV (A,N}; KTVF (C)
FARGO, N.D.—53.5 92,679

WDAY-TV (A,N)
{See also Valley City, N. D.)

FAYETTEVILLE, N. C.—26.3 118,398
WFLB-TVT (A,C,N)

FLORENCE, 5. C.—53.9 135,868
WBTW (A,C,N)

fT. DODGE, fowa—19.1 118,635
KQTVt (N)

FORT LAUDERDALE, Fla.—(See Miami, Fla.)

FT. MEYERS, Fla.—58.2 20,123
WINK-TV (A,C)

FT. SMITH, Ark.—63.5 131,900

KFSA-TVt (A,CN)
FT. WAYNE, Ind.—52.4
WIN-Tt (A,C); WKIG-TVt (N)

FT. WORTH-DALLAS, Tex.—71.0 502,107
KFJZ-TV; WBAP-TV (A,N);
KRLD-TV (C); WFAA-TV (A,N)

FRESNO-TULARE, Cal. 190,037

121,486

KFRE-TV (C); KJEO-TVT (A); 146,968
KMJ-TVT (N); KVVGT

GALVESTON-HOUSTON, Tex.—68.9 418,697
KGUL-TV {C); KPRC-TV*** (N);
KTRK-TV (A)
(KTRE, Lufkin, Tex., optional satellite of
KPRC-TV, Houston, Tex.)

GRAND FORKS, N. D. tf
KNOX-TV (N)

GRAND JUNCTION, Colo. Tt

| KREX-TV (A,C,N) »

CHANNEL

CBS
ABC

Columbus, Georgia

. .. a Billion dollar*

TV market with

a population of
991,900+

** 1956 Survey of B. P.

WWIY T et e T o L s v.u\~
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I
PENNSYLVANIA'C

4TV MARKET
IN YOUR PICTURE

WJAC-TV is the Number
One Station not only in
Johnstown, but in Altoona
as well, and this one-two
punch covers an area that
rates 4th in the rich state
of Pennsylvania, and 28th
in the entire country!

Well over half a million
(583,600, to be exact) tele-
vision families look to

WJAC-TV for the best in

television entertainment.

Add to this the free
bhonus of WJAC-TV cover-
age into Pittsburgh, and
you have a total market for
your sales message that
just can’t be overlooked, if
you really want to tap the
potential of Southwestern
Pennsylvania!

m;/%, e

U SERVING MILLIONS FROM |
f y/ , ATOP THE ALLEGHENIES
7 | |

A

JOHNSTOWN - CHANNEL 6

Got full details from your KATZ man!

100

Market—% Penetration Sets

GRAND RAPIDS, Mich.—89.3 427,597
wOOD-TV (A,N)

GREAT BEND, Kan.—61.7 66,554
KCKT-TV (N)

GREAT FALLS, Mont.—35.2 23,815
KFBB-TV (A,C,N)

GREEN BAY, Wis.—78.4 202,952
WBAY-TV (C); WFRV-TV (A)

GREENSBORO, N. C.—67.6 304,610
WFMY-TV (A,C)

GREENVILLE-WASHINGTON, N. C.—56.7 136,158
WHNCT {A,C); WITN (N)

GREENVILLE-SPARTANBURG, S. C.—60.9 264,758
WFBC-TV {N); WSPA-TV (C)

HANNIBAL, Mo.-QUINCY, 111.—76.6 148,240
KHQA-TV (C); WGEM-TV (A,N)

HARLINGEN-WESLACO, Tex.—42.7 46,113
KGBT-TV {A,C); KRGV-TV (N)

HARRISBURG, 111.—46.0 128,493
WSIL-TVE (A)

HARRISBURG, Pa.—72.6 1184,941
WCMB-TVt; WHP-TVt (C);
WITPAT (A,N)

HARRISONBURG, Va.—56.3 86,846
WSVA-TV (A,C,N)

HARTFORD-NEW BRITAIN, Conn.—54.9 1272,306
WGTH-TVT (A,C); WKNB-TVT (N)

HASTINGS, Neb.—65.0 75,732
KHAS-TV (N)

HENDERSON, Ky.-EVANSVILLE, Ind.—58.1 99,184
WEHTT (C); WFIE-TVT (A,N)

HENDERSON-LAS VEGAS, Nev.—59.9 18,147
KLRJ-TV (A,N); KLAS-TV {C); KSHO-TV

HONOLULY, T. H.—69.1 **93,627
KGMB-TV (C); KONA (N);
KULA-TV (A)
(KGMB-TV opesates satellites KHBC-TV,
Hilo and KMAU, Wailuku. KONA-TV
operates satellite KMVI-TV, Wailuku)

HOUSTON-GALVESTON, Tex.—68.9 418,697
KPRC-TV*** (N); KTRK-TV (A);
KGUL-TV (C) .
(KTRE, Lufkin, Tex., optional satellite of
KPRC-TV, Houston, Tex.)

HUNTINGTON-CHARLESTON, W. Va.—66.4 356,150
WHTN-TV (A); WSAZ-TV (N);
WCHS-TV (C)

HUTCHINSON-WICHITA, Kan.—62.8 213,601
KTVH (C); KAKE-TV (A);
KARD-TV;

IDAHO FALLS, Ida.—63.0 36,493
KID-TV {(A,C,N)

INDIANAPOLIS, Ind.—90.0 630,720
WEFBM-TV (A,N); WISH-TV (C)
(See also Bloomington, Ind.)

JACKSON, Miss.—38.4 116,448
WITV (A,C); WLBT (N)

JACKSON, Tenn.—48.1 73,547
WDXI-TV (C)

JACKSONVILLE, Fla. 270,984
WIHP-TVT (A,N); WMBR-TV (A,C) 158,491

JEFFERSON CITY.COLUMBIA,

Mo.—64.2 86,918
KRCG-TV (C); KOMU-TV (A,N)

JOHNSON CITY, Tenn.—45.7 131,119
WIJHL-TV (A,C,N)

JOHNSTOWN, Pa. 523,088

WARD-TVT (A,C); WIAC-TV (A,C,N)

-

(Circulation shown does not include Pittsburgh,
Pa. where station has sizable share of audience.)

JOPLIN, Mo.—60.6
KSWM-TV (C)

JUNEAU, Alaska
KINY-TV (C)

KALAMAZOO, Mich.—90.0
WKZO-TV (A,C)

KANSAS CITY, Mo.—82.7
KCMO-TV (C); KMBC-TV (A),
WDAF-TV (N)

Wwww americanradiohistorv com

92,388

Tt

508,680

481,502

MAY 30, 1956

NOW
TELECASTING
FROM

NEW
SUPER TOWER

Now over 600,000
families live within
kgul-tv's coverage
area AND 80% of
these families live
within the new
kgul-tv 0.1 MV/M
contour.

Effective
Families Buying Income
0.1 MV/M Contour 501,500 $ 2,854,336,000
Total Coverage 611,600 3,299,272,000

Total State 2,523,800 12,938,800,000
kgul-tv’s percent
of State 24.2% 25.4%

Source: Sales Management, 1956

*1170 feet above average
terrain; 1234 feet above sea level.

v

The only ™
station
delivering N 274
primary
city
service
to both
Galveston
and
Houston

. \
\4 s ]
- — |
H}U\STON\.K 1]~
GALVESTO @ «
0.1 MV/M
; [:I Area '
. { )_‘-_::.r' Proven 1

GALVESTON, TEXAS

TELEVISION MAGAZINE + JULY 1956
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Market—% Penetration Sets

KEARNEY, Neb.--53.5 **71,888
KHOL-TV (A,C,N)

(Operates satellite KHPL-TV, Hayes Center, Neb.)

KNOXVILLE, Tenn. 167,621
WATE-TV (A,N); WTVK-TVT (A,C) 172,808

LA CROSSE, Wis.—58.4 94,819
WKBT (A,C,N)

LAFAYETTE, Ind.—72.1 152,950
WEAM-TVE (C)

LAFAYETTE, Lla.—41.4 53,418
KLEY-TV (C)

LAKE CHARLES, La. 63,866
KPLC-TV (A,N); KTAG-TV{ (C) 140,327

LANCASTER, P2.—90.0 619,298
WGAL-TV (C,N)

LANSING, Mich. 340,619
WIIM-TV (A,C,N); WTOM-TV{ 158,737

LAREDO, Tex. 17
KHAD-TV (A,C,N)

LAS VEGAS-HENDERSON, Nev.—59.9 18,147
KLAS-TV (C); KSHO-TV; KLRJ-TV (A,N)

LAWTON, Okla.—65.2 47,254
KSWO-TV (A)

LEXINGTON, Ky.—31.2 135,506
WLEX-TVE (A,N)

LIMA, Ohio—64.2 164,070
WIMA-TVE (A,C,N)

LINCOLN, Neb.—73.8 146,414
KOLN-TV (A,C)

LITTLE ROCK-PINE BLUFF, Ark.—47.0 120,759
KARK-TV (N); KTHV (C);
KATV (AC)

LOS ANGELES, Cal.—83.6 1,877,121
KABC-TV (A); KCOP; KHJ-TV;
KNXT (€); KRCA (N); KTLA; KTTV

LOUISVILLE, Ky.—66.1 446,454
WAVE-TV (A,N); WHAS-TV (C)

LUBBOCK, Tex.—54.8 91,104
KCBD-TV (A,N); KDUB-TV (C)

LUFKIN, Tex.—41.6 31,940

KTRE-TV (N}
(Optional satellite of KPRC-TV, Houston, Tex.)

LYNCHBURG, Va.—60.3 179,071
WLVA-TV (A,C)

MACON, Ga.—57.8 89,526
WMAZ-TV (A, Q)

MADISON, Wis.—62.8 105,911
WKOW-TVT (C); WMTVt (A,N)

IMANCHESTER, N. H.—89.8 726,442

WMUR-TV (A)
(Circulation shown does not include Boston, Mass.
where station has sizable share of audience.)

MARINETTE, Wis.—79.6 142,180
WMBV-TV (A,N)

MARQUETTE, Mich. 1
WDMJ-TV (C)

MASON CITY, lowa—70.8 103,689
KGLO-TV (C)

MAYAGUEZ, P.R. 1
WORA-TV (C)

MEDFORD, Ore.—41.6 35,006
KBES-TV (A.C.N,

MEMPHIS, Tenn.—55.9 326,248
WHBQ-TV (A); WMCT (A,N);

WREC-TV (C)

MERIDIAN, Miss.—33.8 66,151
WIOK-TV (A,C,N)

MIAMI.FT. LAUDERDALE, Fla. 310,054
WGBS. TV (N); WITVT (A); WTVJ (C) $181,830

MIDLAND.ODESSA, Tex.—46.8 42,086
KMID-TV (A,N): xOSA-TV (C)

MILWAUKEE, Wis. 617,674
WISN-TV (A); WITI-TV; 1245,845
WTMJ-TV (N); WXIX1 (C)

MINNEAPOLIS.ST. PAUL, Minn.—79.8 609,722
KEYD-VV; KSTP-TV (N);

WCCO-TV (C); WTCN-TV (A)
TELEVISION MAGAZINE < JULY 1956

Market—% Penetration Sets

MINOT, N. D.—47.3 16,502
KCBJ-TV (A,C.N)

MISSOULA, Mont.—32.9 15,724
KGVO-TV (A,C)

MOBILE, Ala.—59.9 142,614
WALA-TV (A,C,N); WKRG-TV (C)

MONROE, La.—51.2 104,808
KNOE-TV (A,C,N)

MONTGOMERY, Ala. 95,756
WCOV-TV{ (A,C,N); WSFA-TV (A,N) 167,257

MUNCIE, Ind.—62.7 196,283
WLBC-TVH (A,C,N)

MUSKOGEE, Okla.—71.5 200,590
KTVX (A)

(includes Tulsa, Okla.j

NASHVILLE, Tenn.—51.6 277,564
WLAC-TV (C); WSIX-TV (A};

WSM-TV (N}

NEW BRITAIN-HARTFORD, Conn.—54.9 1272,306
WKNB-TVt (N); WGTH-TV1 (A,C)

NEW HAVEN, Conn.—89.0 847,738
WNHC-TV (A,C,N)

NEW ORLEANS, La. 310,108
WDSU-TV (A,C,N); WIMR-TVT (A,C) 118,158

NEW YORK, N. Y.—90.0 4,520,748
WABC-TV (A); WABD; WATV;

WCBS-TV (C); WOR-TV; WPIX;
WRCA-TV (N)

NORFOLK, Va. 264,713
WTAR-TV (A,C); WTOV-TV; 1147,670
WVEC-TV? (N)

OAK HILL, W. Va. Tt
WOAY-TV (A)

ODESSA-MIDLAND, Tex.—46.8 42,085
KOSA-TV (C); KMID-TV (A,N)

OKLAHOMA CITY, Okla.—73.2 278,821
KWTV (A,C); WKY-TV (A,N)

OMAHA, Neb.—90.0 301,050
KMTV (A,N); WOW-TV (C)

ORLANDO, Fla.—52.4 110,516
WwDBO-TV (A,C,N)

OTTUMWA, lowa—61.8 112,282
KTVO (C)

PANAMA CITY, Fla.—44.6 17,700
WIDM-TV (A,C,N)

PARKERSBURG, W. Va.—49.3 135,803
WTAP-TVt (A,C,N)

PENSACOLA, Fla.—46.3 104,293
WEAR-TV (A,C)

PEORIA, HI.—77.1 172,412
WEEK-TVT (N}; WTVH. TVt (A,C)

PETERSBURG, Va.—69.6 194,323
WXEX-TV (N)

(Includes Richmond, Va.)

PHILADELPHIA, Pa.—90.0 1,795,680
WCAU-TV (C); WFIL-TV (A);

WRCV-TV (N)

PHOENIX-MESA, Ariz.—69.1 119,253
KOOL-TV (C); KPHO-TV;

KTVK (A); KVAR (N)

PINE BLUFF-LITTLE ROCK, Ark.—47.0 120,759
KATV (A,C); KARK-TV (N);

KTHV (C)

PITTSBURG, Kan.—61.5 115,946
KOAM-TV (A,N)

PITTSBURGH, Pa. 1,070,640
KDKA-TV (A,C,N); WENST (A,C,N) 1325,80

PLATTSBURGH, N. Y.—81.9 *101,308
WPTZ (A,N)

POLAND SPRING, Me.—80.4 *230,472
{Mt. Washington, N. H.)

WMTW (A,Q)

PORTLAND, Me.—90.0 187,290
WCSH-TV (N); WGAN-TV (C)

PORTLAND, Ore. 111305,962
KLOR-TV (A); KOIN-TV (C); KPTVt (N)

POUGHKEEPSIE-KINGSTON, N. Y.—29.4 138,514
WKNY-TVt (A,C,N) >
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The sun—the water—and the world’s most beautiful beaches still remain the Miami remarkable new records. One airline experienced an 85% increase between April 15
Area’s greatest commodity, and the Great American Tourist, its leading customer. and June 1 in package-vacation tours alone,while another predicts a 40% increase in all
Present hotels showed an average season occupancy of 93.3%, and some $40 million Miami trips during balance of summer. Railroads and bus lines are scheduling special
will be invested this year in new tourist facilities. Summer vacations are establishing trains and trips to carry greatly increased summer loads, greatest in Miami’s history.

The beautiful Mizrni skyline is familiar to most of the nation, hut behind this While Florida’s farm economy has been somewhat obscured by vacationland
lovely scenc i an important industrial boom. The county now ranks first in and industrial publicity, agriculture is an area of vast importance. The cattle
Florida in industrial production, and a total of some $316 million in new projects industry ranks sccond in the nation, and the economic value to Dade County
cement planis, arcraft industries, ete.) will solidify that position. (Miami) of all farming interests is in excess of $75 million per year.
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op channel port facilities bring ocean vessels (and voyagers) virtually
i the center of Miami's downtown area, and cruise ships add their
tilities to a greatly expanded transportation system.

The University of Miami, possibly the nation's most modern, is Florida’s
largest with an enrollment of 11,077. The recent establishment of the
state's first medical school at the University has provided added prestige.

114 MOVED IN TODAY

Every day is “moving-in’’ day in Greater Miami. 42,000
new permanent residents in each of the past five years have
stimulated phenomenal residential construction, and new-
record tourist seasons keep hotel-motel eonstruction at
an equally high peak.

1956 public school enrollment increased 12.2% over
1955 and a $34 million bond issue will provide over 1,000
additional classrooms for next year’s crop of youngsters.

Greater Miami is enjoying an increased earning
power generated by 249,000 non-agricultural jobs, while
all-important retail sales moved up to a new level of over
a billion dollars in ’55 (a gain of 15.2% over 1954 against
a national gain for the same periods of only 9.3%).
“Effective Buying Income” is measured at over $1¥4 bil-
lion by Sales Management Magazine ($6,047 per family)

_ e g

in a population area of 744,000 as of January 1,1956.

Federal Reserve ‘“Bank Debits,”” a reliable business
yardstick, soared to a new high of over $6%4 billion in ’55,
a healthy 22.89, increase over '54 — and a remarkable
265% over ’45.

Serving this booming Florida market are two Storer
Broadcasting Company stations: WGBS, a 50 kw CBS
Network (radio) afhiliate, and WGBS-TV. Both stations
are enjoying new peaks in audiences and the widest cover-
age in their respective fields. A strong merchandising
service keeps pace with the rapidly expanding retail store
development. Like all Storer stations, program policies of
both WGBS and WGBS-TV make them ““local stations.”
while maximum power guarantees best reception through-
out the entire Greater Miami area.

wWSPD
Toledo, Ohio

| : - STORER
' - BROADCASTING
{ COMPANY

Toledo, Ohio

s TOM HARKER —vice-president and national sales director

BOB WOOD—national sales manager

SALES OFFICES

wJw
Cleveland, Ohlo  Detroit, Michigon  Ationta, Georgla  Birmingham, Alaboma  Wheeling, W. Virginia  Miami, Flonda

WSPD-TV WJW-TV WJBK-TV WAGA-TV
Clevelond, Ohlo Detroir, Michigon  Atlanto, Geargla  Birmlnghom, Alaboma

wJBK WAGA WEBRC WWVA waBs

wGBS-TV
Miomi, Flor.da

WBRC-TV KPTV

Postland, Oregon

{ 118 East 57th Street, New York 22 ® Murray Hill 8

)

LEW JOHNSON—midwest sales manager ® 230 North Michigan Avenue, Chicago | ® Franklin 2-6498
GAYLE GRUBB—vice-president and Pacific coast soles manager ® 111 Sutter Sireet, San Francisco ® Sutter 1-8689
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"BABY
SPECTACULARS”
| Open for AA Spots!

(1 MINUTE SPOTS
AVAILABLE)

“Baby Spectaculars?’'—

why. they’re first run, big-name
feature films on KCRA-TV that
substitute for George Gobel and
“Medic” on “Spectacular” nights.

NBC's Spectaculars are seen live
on the Pacific Coast, 3 hours
earlier than New York time.
Class AA participations are open
once-a-month from 7:30-9 p.m.
Sundays, 8-9:30 p.m. Mondays
and 9-10:30 p.m. Saturdays.

A
7

7. “Baby Spectaculars” feature full-
length films from the complete
new Screen Gems-Columbia
package. Bing Crosby, Hum-
phrey Bogart und Ingrid Berg-
man are among the many
known-name stars. Your Petry
man knows all about these
“Babies.”

Y,
7

7 .
7 777
Vi 7,

CHANNEL 3

SACRAMENTO, CALIFORNIA
100,000 Watts Maximum Power

BASIC

AFFILIATE

represented by Edward Petry & Co.

Market—% Penetration

PROVIDENCE, R. 1.—90.0
WIJAR-TV (A,N); WPRO-TV (C)

PUEBLO-COLORADO SPRINGS, Colo.—51.1
KCSJ-TV (N); KKTV (A,C); KRDO-TV (N)

QUINCY, (Il.-HANNIBAL, Mo.—76.6
WGEM-TV (A,N); KHQA-TV (C)
RALEIGH, N. C.—51.4
WNAO-TVt (A,C)
RAPID CITY, S. D.
KOTA-TV

READING, Pa.—47.4
WHUM-TVt (A,C)
RENO, Nev.—78.9
KZTV (A,C,N)
RICHMOND, Va.—69.6
WRVA-TV; WTVR (A,C); WXEX-TV
(Petersburg, Va.} (N)

ROANOKE, Va.—60.8
WDBJ-TV (C); WSLS-TV (A,N)
ROCHESTER, Minn.—71.2
KROC-TV (A,N)
ROCHESTER, N. Y.—90.0
WHAM-TV (A,N); WHEC-TV (A,C);
WVET-TV (A,C)
ROCKFORD, Ill.
WREX-TV (A,C); WTVOT (N)

ROCK ISLAND, 1II.-DAVENPORT,
lowa—85.5

WHBF-TV (A,C); WOC-TV (N)
ROME, Ga.—67.5

WROM-TV
ROSWELL, N. M.—42.0

KSWS-TV (A,C,N)
SACRAMENTO, Cal.

KBET-TV {C); KCCC-TVt (A);

KCRA-TV (N)
SAGINAW-BAY CITY, Mich.
WKNX-TVT (A,C); WNEM-TV (A,N)

ST. JOSEPH, Mo.—74.8
KFEQ-TV (C)

ST. LOUIS, Mo.
KSD-TV (N); KTVt (A,C);
KWK-TV (C)

ST. PETERSBURG-TAMPA, Fla.

WSUN-TVT (A); WFLA-TV (N); WTVT (C)

SALINAS-MONTEREY, Cal.—79.1
KSBW-TV (A,C,N)

SALISSURY, Md.—80.5
WBOC-TVt (A,C)

SALT LAKE CITY, Utah—78.6

KSL-TV (C); KTVT (N); KUTV (A)

SAN ANGELO, Tex.—47.9
KTXL-TV (A,C,N)

Sets

74;,736
51,839
148,240
103,511
tt
173,135
21,755

194,323

240,967
94,689

*293,220

238,074
134,230

289,084
116,799
26,968

359,239
1153,290

250,855
i

120,924

787,255
312,911

206,819
1149,002
89,675
153,727

175,372

18,788

Market—% Penetration Sets

SAN ANTONIO, Tex. 193,99
KCOR-TVt; KENS-TV (A,C); 1,
WOAI-TV (A,N)

SAN DIEGO, Cal.-TIJUANA, Mex.—80.4 269,47
KFMB-TV (A,C); KFSD-TV (N); XETV (A)

SAN FRANCISCO, Cal. 988,553
KGO-TV {A); KPIX (C); 1199,34¢

KRON-TV (N); KSAN-TV{

(Circulation shown does not include Sacramento,
Cal. where stations have sizable share of augj
ence.) (See Stockton, Cal.)

SAN JOSE, Cal.—47.1 211,588
KNTV

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

SAN LUIS OBISPO, Cal. 4
KVEC-TV (A,C)

SANTA BARBARA, Cal.—71.3 78,23
KEY-T (A,C,N)

SAVANNAH, Ga.—57.0 70,757
WSAV-TV (N); WTOC-TV (A,C)

SCHENECTADY-ALBANY-TROY, N. Y. 432,198
WRGB (N); WCDA-TVt (A,C) **1168,13¢)
(WCDA-TV operates satellite WCDB-TV,
Hagaman, N. Y.)

SCRANTON-WILKES-BARRE, Pa.—72.3 215,556
WARM-TVt (A); WGBI-TVT (C);
WBRE-TVt (N); WILK-TVt (A)

SEATTLE-TACOMA, Wash.—76.0 408,042
KING-TV (A); KOMO-TV (N);
KTNT-TV (C); KTVW

SEDALIA, Mo.—62.4 37,099
KDRO-TV

SHREVEPORT, La.—55.6 161,289
KSLA (A,C); KTBS-TV (A,N)

SIOUX CITY, lowa—82.4 157,196
KTIV (A,N); KVTV (A,C)

SIOUX FALLS, S. D.—60.5 **134,957
KELO-TV {A,C,N)
(Operates satellite KDLO-TV,
Florence, S. D.)

SOUTH BEND-ELKHART, tnd.—66.3 166,701
WNDU-TVH (N); WSBT-TVt (C);
WSJV-TVT (A)

SPARTANBURG-GREENVILLE, S. C.—60.9 264,758
WSPA-TV (C); WFBC-TV (N}

SPOKANE, Wash.—58.1 150,949
KHQ-TV (N); KREM-TV (A);
KXLY-TV (C)

SPRINGFIELD, 111.—63.1 68,904
WICST (A,N)

SPRINGFIELD.-HOLYOKE, Mass.—84.2 185,139
WHYN-TVt (C); WWLPt (A,N)

SPRINGFIELD, Mo.—58.3 103,918
KTTS-TV (C); KYTV (A,N) »

How to get

for all

TV markets

county-by-county data

TELEVISION MAGAZINE's upcoming Market Book is
the standavd source for set count, population, and
income figures for each TV county. Subscribers get 0
the Market Book free. Eixtra copies: $3.00. 1{ you've
been getting roule-list copies of TELEVISION MAGA-
ZINE, now’s the time to order a subscription and gzet
your own Market Book—-free. One-year subserip-
tion:

$5, only $2 move than the Market Book alone.

www.americanradiohistorv.com
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THE PACIFIC

N ANS H I N 6

Thatt CAGCADE
TELEVICION

For the first time, the huge agricultural-
industrial heartland of the Pacific Northwest is
moulded into a single, deliverable marker. Na
other single medium, only Cascade’s sprawling
three-station network dominates the entire

Q three-state region. It takes plenty of caverage
;é‘ {morc than 40,000 square miles), . . . ., and
v{/}% Cascade’s got it—oxclusively!

ied

_OKIMA-TV |
KLEW-TV

Lewistan, Ida.

SKEPRTV

Pasco, Wash,

See Weed Television

Pacific Northwest: MOORE AND LUND

106

Market—% Penetration Sets

STEUBENVILLE, Ohio—83.7
WSTV-TV (A,C)
(Circulation shown does not include Pittsburgh,
Pa. [Allegheny County, 424,438 sets] where sta-
tion has sizable share of audience.)

356,909

STOCKTON, Cal.—77.7
KOVR
(Circulation shown includes Sacramento and San
Francisco counties, Cal.)
(See San Francisco, Cal.)

1,118,072

SUPERIOR, Wis.-DULUTH, Minn.—65.2 102,389
WDSM-TV (C,N); KDAL-TV (A,C)

SWEETWATER-ABILENE, Tex.—56.6 49,518
KPAR-TV (C); KRBC-TV (N)

SYRACUSE, N. Y.—90.0 *362,340
WHEN-TV (A,C); WSYR-TV (N)

TACOMA-SEATTLE, Wash.—76.0 408,042
KING-TV (A); KOMO-TV (N)

KTNT-TV (C); KTVW

TALLAHASSEE, Fla.—(See Thomasville, Ga.)

TAMPA-ST. PETERSBURG, Fla. 206,819
WELA-TV (N); WTVT (C); 149,002

WSUN-TVT (A)

TEMPLE-WACO, Tex.—56.3 100,531
KCEN-TV (N); KWTX-TV (A)

TERRE HAUTE, Ind.—81.0 177,084
WTHI-TV (A,C)

TEXARKANA, Tex.—53.2 136,702
KCMC-TV (A,C)

THOMASVILLE, Ga.-TALLAHASSEE,

Fla.—53.6 81,370
WCTV (C,N)

TOLEDO, Ohio—90.0 369,990
WSPD-TV (A,C,N)

TOPEKA, Kan.—71.0 129,416
WIBW-TV (A,C)

TRAVERSE CITY, Mich.—55.5 31,205
WPBN-TV (N)

TUCSON, Ariz.—51.8 42,165
KOPO-TV (C); KVOA-TV (A,N)

TULARE-FRESNO, Cal. 190,037
KVVGT; KFRE-TV (C); KJEO-TV{ (A); 1146,968
KMJ-TVT (N)

TULSA, Okla.—66.7 266,018
KOTV (C); KVOO-TV (N);

KTVX (Muskogee, Okla.) (A)

TWIN FALLS, Ida. Tt
KLIX-TV (A,C)

TYLER, Tex.—48.8 67,940
KLTV (A,C,N)

UTICA-ROME, N.Y.—90.0 152,844
WKTV (A,C,N)

VALLEY CITY, N. D.—51.6 100,786
KXJB-TV (C)

{See also Fargo, N. D.)

WACO-TEMPLE, Tex.—56.3 100,531
KWTX-TV (A); KCEN-TV (N)

WASHINGTON, D, C.—82.2 601,709
WMAL-TV (A); WRC-TV (N});

WTOP-TV (C); WTTG

WASHINGTON.GREENVILLE, N. C.—56.7 136,158
WITN (N); WNCT (A,C)

WATERBURY, Conn.—52.2 105,227
WATR-TV (A)

WATERLOO, lowa—75.4 191,792
KWWL-TV (N)

WAUSAU, Wis.—60.3 68,111
WSAU-TV (A,C,N)

WESLACO-HARLINGEN, Tox.—42.7 46,113
KRGV-TV (N); KGBT-TV (A,C)

WEST PALM BEACH, Fla.—71.6 92,435
WEAT-TV (A,C);  WINO-TV (C,N)

WHEELING, W. Va.—81.4 299,655
WTRF-TV (A,N)

WICHITA-HUTCHINSON, Kan.—62.8 213,601

KAKE-TV {A); KARD-TV (N); KTVH (C)

wWwWw.americanradiohistorv.com
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Reach 5070 MO RE

viewers in this

1/2-Billion-Dollar-Plus*

WICHITA
FALLS, TEX.

25-County Trade Area

TELEPULSE

Report

Area
MAR.-APR.-1956

shows...

KFOX-TV

Chemnet 3

.. has 509, greater aver-
age audience than Station
B ... KFDX-TV leads deci-
sively MORNING, AFTER-
NOON, and EVENING.

* 25.county retail sales: $542,579,000

(Source: Sales Management, May

10, 1956).
NBC-ABC-100 KW

TELEVISION MAGAZINE « JULY 1956
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Market—% Penetration Sets

WICHITA FALLS, Tex.—62.1 84,231
KFDX-TV (A,N}; KSYD-TV (C)

. WILKES-BARRE-SCRANTON, Pa.—72.3 215,556
WBRE-TVH (N); WILK-TVT (A);
WARM-TVT (A); WGBI-TVT (C)

WILMINGTON, Del.—76.5 211,358

WPFH (N)

(Circulation shown does not include Philadelphia,

Pa. where station has sizable share of audience.)
WILMINGTON, N. C.—44.8 61,415

WMFD-TV (AN) -

WINSTON-SALEM, N. C. 312,907
WSJS-TV (N); WTOB-TV1 (A) 178,459
YAKIMA, Wash.—51.9 **170,557 |

KIMA-TVt (A,C,N)
(Operates satellites KLEW-TV, Lewiston,
Ida. and KEPR-TV, Pasco, Wash.) |
YORK, Pa.—77.7 195,926
WNOW.TVY; WSBA-TVT (A)
YOUNGSTOWN, Ohio—53.8 177,926
WFMJ-TVT (N); WKBN-TV? (A,C)
YUMA, Ariz.—56.7 17,179 |
KIVA-TV (A,C,N)
ZANESVILLE, Ohio—64.5 148,377 |

WHIZ-TVT (A,C,N)

e Unadjusted for new data pending further study.

T U.H.F. !
11 Incomplete data. .
11 V.H.F.-U.H.F.

* U.S. coverage only.

** Inctudes circulation of satellite.
*** Does not include circulation of satellite.

BACK ON THE AIR IN MAY: 2

Market

Anderson, S. C,

(Off the air one day
during May. Now in
full operation.)

Elmira, N. Y.

(Tower demolished by
Hurricane, Oct., 1954.
Now in full operation.)

OPENED IN MAY: 5

Market

Chattanooga, Tenn.
Corpus Christi, Tex.
Fresno, Cal.

Las Vegas, Nev.
Milwaukee, Wisc.

OPENED IN JUNE: 5

Market

Albany, N. Y.
Ardmore, Okla.
Daytona Beach, Fla.
Hattiesburg, Miss.
Tucson, Ariz.

DUE TO OPEN IN JULY: 7

Market

Agana, Guam
Columbus, Miss.
El Paso, Tex.-Juarez, Mex.

Klamath Falis, Ore.
Madison, Wisc.

Miami-Ft. Lavderdale, Fla.
Montrose, Colo.

Station Channel

WAIM.TV (40) |

WTVE (24)

Station  Channel

WRGP-TV 3) i

KRIS-TV (6)
KFRE-TV (12)
KSHO-TV  (13)
WITI-TV (6)

Station  Channel

WTRI (35)
KVSO-TV  (35)
WESH-TV:  (12)
WDAM-TV )
KWDI-TV ©)

Station  Channel

KUAM-TV (8)

wWCBI-TV 4)
KILT-TV (formerly
designated

KOKE-TV) (13)
KFJI-TV (2)
WISC-TV (3) ‘
wWCKT (7)

KFXJ-TV (10)
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Represented by

* cBS REPORT TO FCC, DEC. 1955

re ""100 Largest Television Markets”
tLarger than Omaha, Denver,
Oklghoma City, San Diego!

Yoy
oty
U3 nd tolevision maxkit!

o Undisputed leadership by every audience
measurement since 1949,

® Example: Winter ARB shows KOTV to have

more than twice the number of the most

popular quarter hours, in prime evening

time, than stations B and C combined.

TULSA

BASIC CBS AFFILIATE

Edward Petry & Co., Inc.

NEW YORN - CHICAGO * ATLANIA * DEIEOIT + 1UY ANGILIS - 14N IFANCIICO - 31, (OURS
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AS THE FILM MEN SEE IT From page 53

The only thing they agree on is that there are many serious problems ahead

gram costing $25,000 per episode to
produce.

Negative and prints
(for 39 half hours) $1,000,000

Advertising 100,000
Interest 50,000
Total $1,150,000
Sales costs 650,000
Grand total $1,750,000

Income from the top 75 markets,
at $30,000 per week, is $1,500,000.

This means that you must sell well
beyond the top 75 markets. The fact
is you have to sell an additional 50
markets to break even.

I should point out that no syndi-
cated property can be brought in to-
day for under $25,000. The switch
from the six- to the five-day week
on the West coast and other union
scale increases have been responsible
for an immediate increase of 17%
in the cost of production.

At the same time, the need to in-
sure high quality impels you to go
after the best crews, which means
over-scale payments and long-term
contracts. Most other costs have gone
up as well.

Obviously, this must ultimately be
reflected in an over-all rise of the
syndicated price level. Till now, how-
ever, we have been absorbing cost
increases rather than passing them
on to the buyer, and do not contem-
plate any price rises in the near
future. This is made possible largely
because of our sales in the foreign
market.

While there will be considerable
interest in feature-film programming
next season, 1 do not expect it to
make significant inroads into Class A
half-hour time, which has proven the
best means of advertising on TV.
Feature films will find important
uses in the late afternoon and late
evening.

Exciting prospects are opened by
tape. It ig inevitable for syndication
within two to five years. Tupe may
reduce production costs up to 309,.
For the syndicator it will offer new
opportunities, for it, will become pos-
sible to syndicute live shows, as well
a8 film.

"Our hottest property is a rerun”
WYNN NATHAN, V.p., General Sales
Manager, MCA TV [.4d.

Syndicated prices  generally  will
probably rige about 15% for new

108

properties. Production costs have
increased 85%-45%. Today, a dra-
matic series, even without star
names, will come in at around
$30,000. A musical will run an addi-
tional $5,000-$10,000.

In addition, distribution costs are
going up because of the need to ob-
tain as wide a distribution as pos-
sible in order to realize a profitable
return. We now have 60 people in
sales.

As a result of these pressures, I
expect a posible industry drop-off of
almost 50% in new shooting for syn-
dication.

It is interesting that our hottest
current property—Waterfront—is a
rerun.

Stripping also has increased. With
us it began three-and-a-half years
ago with Royal Playhouse, and is
popular with our westerns, like Gene
Autry and Roy Rogers. More strip-
ping may be likely in the 4-6 p.m.
period. A popular slot for this type of
programming is 10:30-11 p.m.

Release of the features will just
mean more and rougher competition
—and that we will have to work
harder. It is primarily the older film
distributors who will be in the most
trouble. -

We must not forget that we cannot
afford to put the local advertiser out
of business. At the same time, the
advertiser must be willing to pay for
the higher-priced show if he wants
quality. Our experience has shown
that there are always advertisers
who want the best first-run prop-
erties and are quite prepared to pay
for them. The Rosemary Clooney
Show, for example, is above average
in price, yet was pre-sold in about
50 markets.

"Features not much competition"

RaLpH M. CoHN, V.p., General
Manager, Screen Gems

The growing network practice of ac-
quiring shows from other sources is
a tacit recognition that the network
is not the only source of good pro-
gramming. It is a tacit recognition,
too, that it is more important for the
show to be good than for the net-
work to own a piece of it. There is
now more competition hetween the
networky, and the independent pro-
ducer has a better chance than for-
merly to place his programs.

The great problem today is the
tremendous facilities shortage. The
real losers are the local and regional

www.americanradiohistorv.com

advertisers, who will not be able to
get time in good periods, nor be able
to afford quality shows.

The greatest single task facing those
charged with the over-all respon-
sibility of making television demo-
cratic is to change the regulations
in order to make room for more chan-
nels, or to make possible the creation
of new stations of like frequency and
power. Only a handful of people who
have goods and services to offer to-
day have an opportunity to use tele-
vision because of this paucity of sta-
tions and time slots.

Because of the time-clearance
problem, it is sometimes necessary
to hold back a show in a major
market until the right slot is avail-
able in order to justify the program
cost.

This happened in the case of our
Celebrity Playhouse. Although spon-
sored by one firm in 40 markets for
a long time, it is only now going
into New York. It took a consider-
able period before the right competi-
tive time slot could be cleared—this
despite the availability of time on the
independents.

I do not believe that the newly-
released feature films will prove seri-
ous competition to the half-hour film
programs. Basically, they will affect
other feature films. The older re-
leases have been repeated many
times, since supply has run behind
demand. Supply is now catching up,
but the newer properties by and
large, will go into the established
feature slots.

The feature film will compete with
the hour and hour-and-a-half shows
like Tonight, Home, and so forth.
The stations may reject such net-
work shows in non-option time in
favor of the good old movies with
their sales possibilities.

Reruns of network shows also will
be affected, but they will be the last
to be attacked, because they are more
satisfying programs because of their
high quality.

Features can correct the imbal-
ance in certain markets. In New
York, Los Angeles and Chicago there
is a great demand for film program-
ming. It is impractical, however, to
produce films for these markets. You
must produce for the two- and three-
station markets, since you must sell
at least 100 markets before you can
get your money back. Features will
be of help to the independents, who

To page 110
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DU MONT INCREASES ELECTRONICAM FACILITIES

Now Better Equipped to Save You Time and Money!

Adds 5 new pick-up units to assist agencies, producers and advertisers
in getting commercials and shows on top-quality film at minimum cost.

Here’s How These Top Agencies,
Advertisers and Stars Get Finer Film
in Less Time ... at Lower Cost!

K & E—filmed three l-minute and one 2-
minute commercials for Beech-Nut—including
set-up, lighting, rehearsal, and shooting—1in a
single day! Had prints on the air on 20 stations
across the country 7 days later!

McCann-Erickson—shot two 1-minute com-
mercials for Nu Soft in just 1 afternoon!

Westinghouse —set, reliearsed and shot a
full 15-minute show in one morning—had final
prints 48 hours later!

Les Paul and Mary Ford — delivered 35
5-minute shows for the Instructo Corpora-
tion in just seven shooting days!

George Jessel _shot three l4-hour films
on a new show before two separate live audi-
ences tn just 1 day!

YOU can get the same kind of results!

AT YOUR SERVICE

complete production facilitics « cameras .
technical personnel « fully-equipped stages .
live audience theaters. At Your Option—
direction « lighting » set-up « scenic design
scoring - costuming . laboratory service and
film editing.

oUMON
ELECTRONICAM

WRITE OR CALL TODAY
FOR DEMONSTRATION

Allen B. Du Mont Laboratories, Inc.
Electronicam Division

Execative Offices and Studio West Coast Offices
152 West 54th Street, New York, New York 11800 West Olympic Boulevard, Los Angeles, Calif.
Telephone: JUdson 2-2590 Telephone: GRanite 7-1271

WWW.americanradiobistenmcol _
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WREX-TV

;1(Dhl TOP

157 1o 11

WREX-TV
leads in Ya
hour periods
from 6:00 P.M.
to midnite

All 48 of the top 48

once-a-week shows are on
WREX-TV!

57 of the top 59

once-a-week shows are on

WREX-TV!

All 15 of the top 15

multi-weekly shows are on
WREX-TVI

Facts from the April 1956 ARB
Survey prove conclusively that
WREX-TV continues to grow in
tavor with the ever increasing
number of viewers in this 10
county billion dollar market!

WREX-TV

ROCKFORD -

ILLINOIS

channel 13

CBS - ABC
AFFILIATIONS

represented by
° H-R TELEVISION, INC. 4
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AS THE FILM MEN SEE IT From page 108

will do well with them. The affiliates
will look upon their affiliations with
less excitement,

Finds advertisers will pay for quality
MARTIN LEEDS, Executive V.p.,
Desilu Productions

1 do not believe that price is a funda-
mental problem where the advertiser
is really interested in top-quality pro-
gramming, for he will then be willing
to pay the extra few thousand neces-
sary.

On the basis of experience with
our own shows now running, I Love
Lucy, for example, and the produc-
tion we do for more than a half-dozen
other network properties, I can as-
sure anyone that it just takes more
money now than ever before to pro-
duce the quality program. For ex-
ample, our asking price, for Adven-
tures of a Model is $46,500. This
price, incidentally, does not produce
a profit for us the first year. On new
shows, we are content to break even
on the first run.

Cost cannot be the primary factor
when, like us, you try to shoot for
the “top ten” in each case. The gam-
ble is high, it is true, but if you
click, the rewards are there.

The major problem today, which
we have probably faced as much as
anybody, is getting air time.

It is no one’s fault, just a simple
matter of mathematics. There are
just so many hours: three prime
hours a night, or 21 a week, adding
up to 42 half-hours which allow for
84 alternating sponsors per network
—or a total of 252 for the three net-
works. (Twenty-four hours after our
Adventures of ¢ Model hit New York,
three sponsors wanted it, but couldn’t
clear adequate time.)

Advertisers getting more selective

CARL M. STANTON, V.p.,, NBC
network; until recently, head of
NBC Television Films

The number of advertisers who want
to identify themselves with a specific
TV film series and a personality
seems 1o be growing. Advertisers are
also increasingly selective in choos-
ing programs, both as to quality and
distinetiveness. These facts, plus the
continued success of really good pro-
gramming in syndication, seem to be
Lhe best reason for optimism about
Lthe future of the television film
industry.

I think that our future depends
hagically on good programming and
on the continued growth of under-
standing on the part of advertisers

www.americanradiohistorv.com

about the value of syndicated shows.

Because we felt that this under-
standing was on the increase, we in-
vestigated one market—San Fran-
cisco—and found that the number of
national and regional advertisers
using syndicated programs there
during the first quarter of 1956 had
increased by 47% over the same
period last year. Not only that, but
of these new users of syndicated TV
film, 40% had used no form of local
television during the first quarter of
1955, 37% had used some form other
than syndication in 1955 and con-
tinued to do so in 1956 and 23% had
used some form other than syndica-
tion in 1955 but were using syndica-
tion only in 1956. If this is indicative
of a trend, which I believe it to be,
then this is the real cause for re-
joicing about the future of film syn-
dication.

Better talent coming to TV film

EARrL R. COLLINS, President,
Hollywood Television Service

In my opinion, it is now necessary
for television stations, networks and
producers to go through a complete
reappraisal of their programming
structures because of the great talent

338,100 Families

‘ with a net E.B.. of $1,793,-
518,000 reside within WHBF's
25,500 sq. mile coverage area
according to S. M. 1956 Sur-
vey of Buying Power. 98%, own
radios — 80% have TV (TV
Magazine).

CBS FOR THE

1 ROCK ISLAND' ILL
HEPﬂESENlED BY AVERY-KNODEL' '
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that is becoming available to TV
through the activities of Hollywood.

This coming season should see
major changes in conventional pro-
duction. These changes, aimed at
achieving higher quality than we
now know, will be a direct result of
the need to compete against the big-
name features that will enter the
medium during the next nine months.

I am convinced that, this year,
television will enjoy its greatest ad-
vancement and will build its biggest
audiences.

"Features will predominate™

ELY A. LANDAU, President, National
Telefilm Associates

The biggest problem facing the TV
film industry is that of time clear-
ance. At the present time, there are
nine un-intermixed four-or-more-
station markets and 20 non-inter-
mixed three-station markets. These
are simply not enough to spread
around to film sources.

From the program standpoint, the
major problem facing the industry
is the present inability to match the
production values that the American
public has come to expect from mo-
tion pictures. It is simply a question
of the medium’s limited economics,
of a comparison between the $1,500-
t0-$2,000-per-minute invested into
television film production and the
$15,000-$20,000-per-minute invest-
ment in the average motion picture.

The coming season will see the be-
ginning of major program changes
on stations throughout the country.
By the 1957-58 season, feature film
will have come to play the predomi-
nant role in station programming,
and will affect the networks as well.

Stations will have program lever-
age for the first time, and will fight
the networks harder; they will be
squeezing the feature films into op-
tion time.

This monster, TV, will devour all
programming at a rapid pace. In two
years there may be another ten-year
backlog—between 1,200 and 1,400
features—available.

At the same time, I expect other
phases of this business to thrive. I
think, for example, that in a few
years we will see another big cycle
of live programming.

The half-hour film show will con-
tinue to flourish, and the hour and
hour-and-a-half TV film show will
come into its own.

We are in the youngest branch of
the entertainment industry. Televi-
sion is still a baby. In the words of
the late Al Jolson: ‘“You ain’t seen
nothin’ yet!” END
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We tip our topper to TvB

WNEM-TYV is proud of its membership in TvB . . . enthusiastic
about the results and accomplishments of the Bureau. So much
so, in fact, we bought this page just to urge non-members to
join forces with us now.

Do you belong? You owe it to yourself and associates to support
this outstanding organization. For TvB sells the television idea
to management and agency buyers . . . makes your selling job
easier. Call TvB or wire them in New York for information.

WNEM-TV, James Gerity, Jr., President

NBC-ABC
serving Flint, Saginaw, Bay City and Midland—
Michigan’s second richest market!

WPON Pontiac, Michigan

Radio Stations: WABJ Adrian, Michigan

NN

WWW.americanradiohistonscasa —<—
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SYNDICATED FILM F'rom page 63

WHO WATCHES WHAT WHEN?

Patterns of audience composition, based on study of 25 shows in 14 markets

Typical audience composition of
SYNDICATED MYSTERIES

by time periods

Typical audience composition of
SYNDICATED COMEDIES

by time periods

PRIOR TO 6 PM (Weekends or weekdays)

(Instances are too few for analysis)

6.7:30 PM [All nights) .MEN
2.8 viewers per set WOMEN
CHILDREN
7:30-10:30 PM [All nights) MEN
2.4 viewers per set WOMEN
CHILDREN
AFTER 10:30 PM (All nights) MEN
2.0 viewers per set WOMEN
CHILDREN

29.7%
35.3%
35.0%

34.7%
43.1%
22.2%

42.8%
51.0%

6.2%

Source: ARB-—based on a mid-season month and covering 11 mysteries in a

cross-section of 14 television markets.

Typical audience composition of

SYNDICATED DRAMA

by time periods

PRIOR TO 6 PM (Weekends) MEN .
2.9 viewers per set WOMEN
CHILDREN

PRIOR TO 6 PM (Weekdays)

{Instances are too few for analysis)

6-7:30 PM (Al nights) .MEN
2.6 viewers per set WOMEN
CHILDREN
7:30-10:30 PM (All nights) MEN
2.4 viewers per set WOMEN
CHILDREN
AFTER 10:30 PM (All nights) MEN
2.0 viewors per sof WOMEN
CHILDREN

.34.0%
.35.5%
30.5%

30.4%
41.2%
28.4%

32.9%
47.2%
19.9%

36.8%

.56.1%

7.1%

Source: ARE--bored on a mid-sesron montn and covering 8 dramas In a eross-

section of 14 television markets.

112

PRIOR TO 6 PM (Weekends or weekdays)

(Instances are too few for analysis)

6-7:30 PM (All nights) . .MEN .
2.9 viewers per set WOMEN
CHILDREN
7:30-10:30 PM (All nights) ... MEN .
2.5 viewers per set WOMEN
CHILDREN
AFTER 10:30 PM (All nights) ... ... MEN
2.1 viewers per set WOMEN
CHILDREN

20.7%

.32.0%
.47.3%

...34.2%

43.3%

.22.5%

...39.2%
..56.8%

4.0%

Source: ARB—based on a mid-season month and covering 6 comedies in a

cross-section of 14 television markets.

fypical audience composition of
SYNDICATED WESTERNS

by time periods

PRIOR TO 6 PM {Weekends) B MEN .
2.8 viewers per set WOMEN
CHILDREN
PRIOR TO 6 PM (Wasekdays) .MEN
2.6 viewers per set WOMEN
CHILDREN
6-7:30 PM {All nights) .MEN .
2.7 viewers per set WOMEN
CHILDREN

7:30-10:30 PM (All nights)

(Instances are too few for analysis)

AFTER 10:30 PM (All nights)

(Instances are too few for analysis)

281 %
e 21.3%
..54.6%

. 20,9%
...20.9%
.58.2%

.24.7%
..241%
.51.2%

Source: AKB--hased on a mid-season month and covering 9 westerns inea

cross-section of 14 tolevision morkets.
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\ You Get
Maximum
Coverage

In
Southeast

New England

Only With
WIAR-TV

Contact
WEED
Television

CHANNEL

PROVIDENCE, R. I
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HOW THEY USE FILM From page 71

has 15 stores. H.E.B. decided on a
syndicated show rather than spots
because 1t was felt that a program
would establish greater identification
of the stores and the advertising.
Its vehicle is Confidential File, which
has become the top-rated locally
sponsored show in the market.

It is aired on WOAI-TV at 9:30
on Thursday, the night before the
heavy weekend shopping days. Com-
mercials are used to sell specific
items. They are live and hard sell.
If the episode is one that is best not
broken in the middle, or if it depicts
an unsavory situation that would ad-
versely affect a following commer-
cial, the usual three commercials are
changed to one one-minute and one
two-minute spot.

Approximately 10 items are shown
per show and prices are given, as in
the company’s newspape. ads. When
a TV commercial mistakenly quoted
a price higher than the one which
ran in the chain’s newspaper ad, a
number of phone calls were received
drawing attention to the discrepancy
in the two prices.

The show is widely merchandisel
with store streamers, newspaper ads
and bag stuffers.

Another reason for buying Confi-
dential File was its public service
aspect. Before each show is telecast,
it is previewed by about 20 repre-
sentatives of the Police Department,
Boy’s Club, school board and similar
organizations. Films are also lent to
these groups for private showings to
their members—with the Police De-
partment having used several.

Ratings have been consistently
high since the show premiered in
October 1955, never falling lower
than a 35 ARB. It attracts a family
audience. In February, for example,
it received a 37.3 ARB with this au-
dience composition: men, 34%
women, 52% ; children, 149%.

Local Holsum bakers co-operate
on use of "Captain Gallant”

Nissen Bakery is one of 54 Holsum
bread bakers handled by the W. E.
Long Co., a Chicago advertising
agency. The agency tries to approach
the advertising and merchandising
of all these bakers as though they
were one account so they can have
the impact of a national brand.

TV film offers one of the most
efficient means of standardizing the
bakers’ advertising. The agency ad-
vised Nissen to buy Captain Gallant
of the Foreign Legion. It is seen
Sunday, 7 p.m. on both WCSH-TV,

To next page
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TO REACH
SHREVEPORT'S
BIGGEST AUDIENCE*

...PUT IT OVER

/A KSLA-TV
x _4‘ T

0 of %
&L . gyl SHOws

of the night-
time audience

of the weekly
J morning audience

of the weekly
E} afternoon audience

KSLA-TV LEADS in 143 out of 168
in 82
out of 100 weekly morning quarter
in 94 out of 120 weekly

afternoon quarter hours.

nighttime quarter hours . ..

hours . ..

*Based on ARB Survey of Television
Viewing — Week of March 8-14, 1956.

KSLA-TV GIVES

full power coverage of over 165,-
000 TV sets. Buy KSLA-TV and ““win

1)

the most sets

CALL YOUR RAYMER MAN TODAY

CBS-TV BASIC
55TH MARKET

PAUL H. RAYMER COMPANY, INC.
National Representatives

FIRSY in Shreveport, Loui a
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How that Floyd
“carries on”’|

across 4
state lines

Joe Floyd's new 1,032 ft. KELO-TV
tower in Sioux Falls now beams

a picture that reaches a wider market
than ever in So. Dakota, Minnesota,
and lowa. Add Joe's neighboring
KDLO-TY, and you've got more than
1,800 ft. of towering TV salesmanship
that blankets this rich 3-state

money belt.

s ADERDEEN CHANNEL K

WATERTOWN ©

JHuRON

D
L
O

CHANNEL

General Offices in Sioux Falls, S. D.

JOE FLOYD, President
EVAMS NORD, Genl. Mgr.
LARRY BENTSON, V.P.

NBC + ABC - CBS
Represented by H-R for TV and AM
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HOW THEY USE FILM From puage 113

Portland, Me. and WABI-TV, Ban-
gor, Me.

The show is used to support Hol-
sum’s over-all ad campaign, which
the agency’s radio and TV director,
David Hayes, describes in these
words: “The 1956 Holsum bread
campaign is directed at getting chil-
dren to eat full nutritional meals and
to have bread with their meals.”
Commercials are on film with some
animation.

When the show was introduced in
Bangor, Buster Crabbe (Captain
Gallant), came to town and appeared
at a local movie house where one of
the shows was run as part of the
regular matinee. Children were given
pins and shoulder patches.

The syndicator, TPA, supplied
2,000 free Kkits of buttons and
shoulder patches when the show was
brought into the market. Additional
kits were available at nine cents
each. Nissen either offers the kits as
a free write-in premium or puts
them in stores for the kids to pick up.

Nissen promotes the show with
newspaper ads utilizing mats sup-
plied by TPA and with portions of
full-page bread ads.

TV accounts for about 35% of the
total ad budget. Nissen ranks fourth
or fifth aumong the Holsum bakers.

Gas-station chain sponsors
weekly feature film

“Before TV, the favorite form of
family entertainment was movies.
We felt that the best way to combine
these two forms of ertertainment
was to offer them good movies on
TV.”

This is why the Oklahoma Oil
Company relies on tfeature film in the
highly competitive Chicago gasoline
station market, says account execu-
tive Bob Oukley of Maryland Adver-
tising, Chicago. The show is 8 O'Clock
Thealer, WGN-TV, 8-10 p.m., Sundauy.
The agency based its recommenda-
tion on its own survey which re-
veuled that viewers were interested
in good properties of fairly recent
vintage.

Oklahoma Oil is one of the few
sponsors to pick up the entire tab
for a weekly feature film. The bulk
of ils TV expenditure, which takes
about 65% ol a $900,000 bhudget,
goes into 8 O'Clock Theater during
the Fall and Winter and co-sponsor
ship of the Chicago White Sox and
Chicago Cub games during the warm
wealher.

In its 8-10 period, the feature film
show bucks heavy network compe-
tition. Okdahoma Ol was willing {o

www americanradiohistorv com

The average value of land and
buildings of an Iowa farm now is
estimated at $36,077, up from
$27,5666 in 1950.

WMT.TV
CBS for Eastern lowa

\

\\

Lﬂj"‘““s‘?\)
WICHITA

is BIG BUSINESS! ... with daily
retail sales topping $1,000,000.

HJ

Wichita, with its diversified
economy — oil, cattle, agricul-
ture, aircraft —is the bustling
hub of the rich Central Kansas
area, dominated by KTVH.

To sell this rich Kansas market,

buy. KTVH with its undupli-
cated CBS-TV coverage.

KTVH

CBS-TV FOR
CENTRAL KANSAS

CHANNEL 12 — CBS BASIC
VHF — 240,000 WATTS

Rnprnunlod Nationally by H-R Representa-
tives, Inc. Main office and studios in
Hutchinson. Office and studio in Wichita
(Hotel Lassen). Howard O. Peterson,
General Manager.
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* tured a chariot race in a commercial!

forego the lower-cost-per-thousand ‘
that might be available at a later .
|

WCDA-B ¢ 4840y
WAAM e sairimvore

hour in order to bring a film to
viewers ‘“early enough for most of
them to be able to watch all the way

through without losing sleep.” WBEN_TV ® BUFFALO
Only seven or eight minutes of
commercial time are used, although WJ RT o FLINT

considerably more is available. This
brings dividends of viewer good will,

' the company believes. WEMY-TV e creenssoro

Commercials are live and low pres-
sure, seldom ever showing a gas sta-
tion. They often are delivered in a WTPA ® HARRISBURG
living room setting.

“Without heavy use of radio and WDAF-TV ® KANSAS CITY
TV,” comments Oakley, “the growth |
of Oklahoma OQil to fourth place in WHAS 'TV S LOUISVILLE

the market—right benind Standard,
Sinclair and Shell—would not have

been possible.” WTMJ-TV e miLwavkee

Six years ago the chain consisted

of 15 retail gas stations. Today it WMTW ® MT. WASHINGTON
has 75. o

Auto dealer: ''Films boosted WRVA'TV ® RICHMOND

our sales 550%"
Ed “The King” Clarke claims to WSYR,TV ® SYRACUSE

be the largest used car dealer in the
state of Indiana. In the year that he

anapolis’ WISH-TV, Clarke has swelled i ) ) Chicago
his sales volume from one million The only exclusive TV national representative § Sax Francisco
dollars to $6l5-million per year. Atlanta

Clarke is an ex-sideshow barker
and showman. He believes in a “big
splash” advertising approach. He |
felt that he could create the biggest
splash with film because it would |
allow him to have nationally known
stars and programs under his own
name. His annual TV ad budget is
$100,000. This past year he has been
sponsoring feature film on T/he Late
Show, Saturday, 10:45 p.m. to ap-
proximately 12:30 a.m., and a syndi-
cated film, Grand Ole Opry, Wednes-
day, 6:30-7 p.m. The latter show will - One of the smallest things in
| end shortly as all of the re-runs have } e o T oSt Der thou-
been used up. “The King” co-spon- Ty _
sors Amos 'n’ Andy, with Richard ""’FSKT v‘vgﬁ;‘}'{“ I
Bennett Furniture, Monday, at 7 ) Represented nationally by H-R
i p.m., but at a later hour during the Television, in the south by
summer months.

Most of his commercials are live.
Clarke himself usually makes the
pitch. He often goes to great lengths
to attract attention. Once he fea-

has been using film shows on Indi- Harrington, Righter and Parsons, Inc. § *« Yot

Clarke Brown Company

- Viewers are occasionally invited to
write in for an autographed picture
of “The King.” The station reports
i that the response is huge.

One of Clarke’s most effective sales
points is his liberal credit offer;
often he will give credit where the
banks will not. His credit philosophy
is summed up ungrammatically but
effectively: “The King Don’t Care.”
The slogan has become a popular say-

To next page
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Wliut Makes (o_lumbus A Market?*

channel 10 + columbus, ohio

16

For greater coverage . . . it's WBNS-TV . . .
Station in the Columbus market . . . a market offering great
effective buying income from “plus” population segments
such as Lockbourne Air Force Base, Strategic Air Command, and
many progressive industries and neighboring farm communities.

Statistics on Lockbourne Air Force Base show:

number 1

a. Millions of dollars spent in Columbus each year
for Base construction, food, supplies and sundries.
b. Personnel of 6,436 ... with a high percentage

living off the base, in homes of their own.

¢. Monthly payroll averaging approximately 2

million dollars.

Due to its high percentage of tune-in . . .

WBNS-TV's

commercials vitally affect the purchasing selections of this

group, as well as the total WBNS-TV coverage
area.

Lockbourne Air Force Base is important
to Columbus . . . and WBNS-TV is important
to you in reaching this "Plus” market.

Photograph courtesy of
Lockbourne Air Force
Base, Strategic Air Cowm-
mand,depicting a RB-47 [et
Bomber being refueled by
tanker aircraft, both Lock-
bonrne-based . .. a familiar
sight in mid-Obio skies.

Number 2 in "Columbus Market” Series.

WBNS-TV

REBPRESENTED BY BLAIR TV .

WBNS-TV
COVERAGE FACTS

TOTAL POPULATION
1,872,900
TOTAL FAMILIES
556,000
TOTAL TV HOMES
500,400
%k45.2%, average
tune-in in this 3

station market,
k14 out of 15 Top
once-a-week
shows,
*9 out of 10 Top
multi-weekly
shows.
(Source Columbus
Telepulse May 1956)

—

CBS-TV Netwuik ... Affiliared with Columbug Dispareh. General Sales Office: 33 N High S,

www.americanradiohistorv.com

HOW THEY USE FILM From page 115

ing throughout the state. Viewerg
can drop into the lot and pick up a3
pin or second license plate (Indian
issues only a rear plate) by mention-
ing the slogan:

“The King’s” TV shows are pro-

moted at his lot via counter cardg
and other point-of-sale material
They are mentioned in his newspaper «

ads, too.

Aiternate sponsors use live pitch
on "Highway Patrol"

Two local advertisers have the
services of a nationally-famous Acad-
ey Award-winning star available
That’s why Hunt-Sheid, a building
material and construction firm, and
the Muhn Tire Co. alternately spon-
sor Broderick Crawford in Highway

Patrol on KTsM-TV, El Paso, Wed-

nesday, 8:30 p.m. Both sponsors co-
operate in promotion of the show.
Muhn Tire finds Highway Patrol
a natural promotional opportunity
for tires, making use of the traffic-
safety pamphlets provided by the
syndicator. This allows the sponsor

to make a public-service pitch with

the program, and gives it high spon-
sor identification.

Hunt-Sheid distributes building

materials in the El Paso area. It uses

the show to acquaint viewers with

its variety of services, which include |
the design and construction of homes

and buildings. They presently are

constructing 25 homes ranging in
price from $25,000 to $65,000, the

luxury class.

When the show started in October
1955, a concentrated promotional
drive was launched, using all the ma-
terials that Ziv could supply.

There are three one-minute com-
mercials on each show with the spon-
sors alternating so that, each week, !
one has two commercials and the
other, one. For the most part the
commercials are done live by a sta-
tion announcer, though Muhn Tire
sometimes uses a film supplied by a
manufacturer. Both advertisers feel
Higlhway Patrol has increased sales
and boosted prestige.

"Margie” strip plugs Westinghouse
local dealers, aids suppliers

When the Westinghouse Electrical
Supply companies in Pittsburgh, Pa,
and Wheeling, W. Va., decided to
co-sponsor a TV show in Steuben-
ville, Ohio, a market they both sup!
ply, they picked a program that had
a proven track record on nighttimé®

network TV and could be {ranslated ¢

to daytime strip. These (listribptorﬁf
figured that My Litile Margie 8t
12:30 p.m. on WSTV-TV would have &

TELEVISION MAGAZINE - JULY I'.95‘."'
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"HIGHER

RATINGS

Feb. 1956 Shreveport ARB
Area Survey

LEADING in 22'2 morning
quarter hours.

LEADING in 452 afternoon
quarter hours.

LEADING in 51 nighttime
quarter hours.

GREATER

COVERAGE

KTBS-TV Channel 3, Shreveport,
Louisiana, covers 44 counties in
Louisiana, east Texas and south
Arkansas. Population 1,351,700;
set count 249,895,

MORE

VIEWERS
PERDOLLAR

55% of the viewing audience
from sign-on time to 12 noon.

82% of the weekday afternoon
audience.

72% of the nighttime NBC au-
dience in the Shreveport area.

MAXIMUM POWER

KTBS-h

CHANNEL

SHREVEPORT
LOUISIANA

Represented by

Edward Petry & Co., Inc.

NEW YORK « CHICAGD * ATLANIA « DETROIT + LO% ANGHLES  SAN FRANCISCO * ST LOUIS

TELEVISION MAGAZINE =+ JULY 1956

different audience in daytime than
it had as an evening show, but would
retain several of its nighttime
virtues.

The property offered “a good
wholesome appeal,” a name star, an
excellent merchandising potential
and a complete episode every day.
The suppliers thought the time of-
fered was a good one to reach the
largely female audience they wanted.

Three Westinghouse appliance
dealers are mentioned in each of the
three daily one-minute commercials,
a total of 45 per week. There is a
“nominal charge” to each dealer, ac-
cording to Elmer Hanlon of the
Pittsburgh supplier. He explains that
his company and the Wheeling dis-
tributor share the major cost of the
show.

Commercials are live. They stress
quality and price and give dealer lo-
cations.

At the dealers’, counter cards and
streamers serve as point-of-purchase
tie-ins with the show. Newspaper
ads from Official Films’ promotion
kits are also employed. END

FILM SPONSORSHIP

Shows used by beer, gas and food
advertisers in a representative week:

SPONSORED BY BEER BRANDS

BOSTON
Ballantine Highway Patrol
Dawson Man Called X

MINNEAPOLIS-ST. PAUL
Hamm's Badge 714

SAN FRANCISCO
Falstaff Celebrity Playhouse
Lucky Lager Crunch & Des

SPONSORED BY GAS AND
LUBRICANTS
MINNEAPOLIS-ST. PAUL

Mobilgas & Mobiloil Mobil Theatre
Phillips | Led Three Lives

SAN FRANCISCO
Richfield Mayor of the Town

SPONSORED BY FOOD AND

GROCERY PRODUCTS
PHILADELPHIA

California Lima Beans Life With Elizabeth
Keebler Bakery alternates with
Morrell-Felin Meats The Great Gildersieeve
Kellogg Cereals Superman, Wild Bill Hickok
LaRosa alternates with Aristocrat and
Dolly Madison Ice Cream Waterfront

Mott Apple Products Amos ‘n’ Andy
Nabisco alternates with Savarin Badge 714
Society Brand Easter Eggs Qur Gang

Sylvan Seal food Products Award Theatre

These data are taken from
TELEVISION MAGAZINE'S Report
on Spot. For detailed study of
beer and gas-lubricants, see
paye 13. For grocery detalls,
see June 1956 iSsue, page 15.

—WHTN-TV-

CHANNEL 13
IT'S A SELLER’S MARKET,
but we can give you

the BIGGEST BUY yet!

TIME: Now, while we're still new . .
with _rates set to offer Jow cost per im-
pression . ... choice availabilities are
still open.

PLACE: Huntington — Ashland — Charles.
ton and Portsmouth Markets. The rich,
prosperous, tri-state area of more than
1,250,000 population conservatively meas-
ured from mail responses.

SCENE: WHTN-TV with the largest trans-
mitting antennd in the world . . . 316,000
watts of power for maximum. effective
coverage . . . a built-in audience of more
than 200,000 sets . . . popular basic ABC
network programs, outstanding local live
shows and top-notch films.

ACTION: Get on our “bandwagon” and
g-r-0-w with us! After only one month of
maximum power, Channel 13 showed
36.8% audience increase over the first
audience report.

CALL US: Huntington, West Virginia,
JAckson 5-7661, or our representatives:
Edward Petry & Co., Inc.

N
AT

TV'S 7 Zuee

\ Basic
ABC

D&\:/‘

WGR-TV

CHANNEL

BUFFALO

Buffalo’s
Best Krnown
Sales Team

WGR-TV

BUFFALO

T

Nat. Reps: FREE and FETERS
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WHY FILM COSTS ARE GOING UP

Here's how a leading film producer summarized the situation

Within the past vear, costs of
filmed television programs in
Hollywood have increased ap-
proximately 209 . A year ago, it
cost the producer about $30,000
per show to make a quality half-
hour dramatic series in black
and white with three production
days allocated per show. Today,
the same show in black and
white, still requiring three days
to film, costs the producer
$36,000.

The principal reasons for this
jump in production costs are (1)
the over-all wage increase which
went into effect throughout the
film industry in October 1955,
and (2) the fact that on Janu-
ary 30, 1956, the entire film in-
dustry, both motion picture and
television, went on a five-day
work week instead of the old six-
day week.

Actually, the five-day week
has had a more decided effect on
television film production than
it has had on motion picture fea-
ture production. A year ago, it
was possible to produce two half-
hour filmed television shows in
a six-day week, with three days
production time allocated to each
show.

Generally speaking, however,
the producer who is seeking to
maintain or better his quality
must continue to employ a mini-

mum of three days for each half-
hour film. This means that on
each two shows he must over-
lap into the second week, and in
many cases, personnel must be
paid for the entire second week.

In October, 1955, production
personnel obtained a 25¢-per-
hour blanket wage increase to-
gether with other so-called
fringe benefits. This increase ap-
plied to camera crews, sound
men, carpenters, propmen, elec-
tricians, and all other crafts. In
addition, there were many in-
volved pay increases for certain
supervisory personnel including
a 54-hour a week pay guarantee.

About a year ago the television
industry was faced with a strike
on the part of the actors which
resulted in an increase in their
basic daily and weekly rates. In
addition, the actors also obtained
increased payments for reruns,
which now total 140% through
the fifth run.

The writers also have obtained
complicated increases, guaran-
tees, ete., depending upon the
type of program and the indi-
vidual contracts. The directors
are presently negotiating for in-
creases which, if granted, will
further increase the basic cost
of production. The director’s
minimum has jumped from
$135.00 in 1950 to $600 in
1955. The assistant director’s

minimum has gone from $125
to $350 in the same period. In
1950 no second assistant director
was required; since 1955 he has
been getting a minimum of $200.

A television producer must
purchase film and sub-contract
such requirements as laboratory
work, opticals, sound, and simi-
lar activities. The labor costs
have gone up in the operation of
all of these outside companies
and have resulted in increased
costs in each area.

Transportation equipment ren-
tals have been jumped by 15%.

Laboratory and editorial work
in connection with titles and op-
ticals was increased four months
ago as a result of higher labor
costs. The price of film recently
was increased by 209.

It is understood that motion
picture camera rentals will be
jumped about 20% in the near
future.

There are other causes of in-
creased production costs in the
television film industry but many
of these are difficult to pinpoint.
For example, many television
producers are hiring top person-
nel and talent from the feature
motion pictures. The TV pro-
ducer must pay higher prices for
this personnel but fortunately
this type of increase in costs re-
sults in better production values.

I8

cAN poA

HERE ARE
156,780

OF AMERICA’'S
TV HOMES

, ]
WC AX'TV Burlington, Vermont
CHANNEL 3

JULY 1956

Weed Television

TELEVISION MAGAZINE
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AUDIENCE STUDY From page 95

The Formula

ing in New York. The heavy TV !
expenditures of the automakers is re- . .
flected in the entire category’s un-

for SaIeS usually high recall scores. : '

(
Among the heavy household ap- : ~
. pliances, the three brands which led ; '
n in New York—Westinghouse, Gen-

eral Electric and Frigidaire—ranked 3

3 first, second and third in Chicago |
c A I- I F 0 R N IA S as well. The only significant differ-

ences between the two cities are

Easyv’'s jump from a 2.29%-vecall
score in New York to 9.2% in Chi-
e n r a U a S cago, and Whirlpool’s drop from

fourth place and 10.99% recall in New

S York to eleventh place and 2.2, in
c 0 U N T l E ' Chicugo‘
]

Next month, TELEVISION DMAGA-
ZINE's Continuing Study of the TV
Audience will report on recall of
TV advertising and use of beer and
cigarette brands in Los Angeles,
comparing new data with the find-
ings of a survey done in September,
1955 in the same market. The next
Audience Study will also cover re-
call of TV advertising for automo-
biles and heavy household appli-
ances In Los Angeles.

TELEVISION DMAGAZINE has been
conducting these studies since 1953.
For additional information on pre-
vious surveys write to the Research
already know, KSBW-TV—Channel Dvepurt'ment at 600 i\la(lison Avenue, “JAX" AND THE BEANSTALK
8 in Salinas-Monterey—has all 3 New York 22, N. Y.

net works covering i big

As hundreds of national accounts

How this survey was done

market.
For TELEVISION MAGAZINE's Con- Jacksonville has grown
tinuing Study of the TV Audience, into a market of 394,000
The Pulse, Inc. made 1,000 personal inhabitants, a market-
interviews during the first week of place for 700,000 more;
June in the Chicago metropolitan it's the mail address of

NOW Channel 8 goes Maximum WMBR-TV. which

P d full COLOR o area. For two product categories— L o o
ower an u wi I : y - ey reackies more thar

j i bEEID. and cigarettes—the following 370,000 tv families in 68
240.000 watts—putting an addi- questions were asked: Florida and Georgia
tional 300,000 TV homes in the 1. What brands have vou seen adver- countics.
Class A coverage where they can tised on TV in the last two weeks?
see all the top CBS, NBC and ABC 2. What brand do you use?

! . .
shows on Channel 8! In addition, respondents were

asked what brands of automobiles

* IMPORTANT NOTE: When you use and heavy appliances—particularly
this formula, your result comes out refrigerators, washers and dryvers—
in dollars. they had seen advertised on TV in

the last two weeks.

The principal objective of these
surveys is to obtain some compara-
tive measure of brand registration.

K BW V These findings, obviously, can be
5 = I meaningtful only in terms of an ad-
vertiser’s own data. WMBR-TYV

Although it should be remembered Jacksonville, Fla.
CHANNEL 8 that the use figures represent in-
cidence of the brands in homes and Channel 4 CBS
not sales volume, the findings cor- Operated by
ASK H-R relate very closely with the brands’ . d
actual sales rankings in the New The Washington Post Broadca
Salinas - Monterey York and Chicago markets. END Represented by CBS Tel

9
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editorial

THANK YOU, SENATOR BRICKER

_-.AND DICK MOORE, TOO

can remember so well having lunch with Dick Moore
I last November at the Brown Derby in Hollywood. It
was then that he first outlined his plans for forcing the
issue on network option time. Dick was concerned that
with network’s taking up more and more option time the
film svndicators, in turn, would have a smaller market
for their product. Consequently, he would be losing out
on the backbone of KTTV's programming—syndicated film.

1 argued against going to the government for relief
of competitive problems. What I didn't foresee, though,
was how well the KTTv petition would turn out for the
industry. It worked like a boomerang. The same holds
true for Senator Bricker’s attack. He made the networks
show him and they did.

Because of these onslaughts, the business practices of
broadcasting have heen put down in black and white as
they never have hefore. At the start of the recent hear-
ings, a government official commented that the investi-
gations were a great opportunity for the networks to
come up with the facts and figures that would silence
their critics once and for all. And this they have done
admirably.

Must reading for everybody in this business is the
testimony of CBS and NBC. Particularly illuminating

Frank Stanton’s, “Network Practices,” which was sub-
mitted to the Senate Committee.

Of course, it would he naive to put the networks on
a pedestal. They are powerful-—they have to be, but where
there’s a concentration of power, someone always gels
pushed around u hit. By no mesns would it be fair to say,
even at this early date, that the investigations have ac-
complished nothing more thun getting the facts on vecord.

Senator Magnuson and hig fellow senators must cey-
tainly be wiven u lurge part of the credit fov getting
the networks to come to the aid of the small station.

The EMP and the PEP plans, largely, are a result of
Senate action. But it is ridiculous to place all the ills
of the industry on the networks, to say that they are
the reason why the film companies can’t sell more film,
why small stations are having a tough time, why small
advertisers aren’t using television.

As the competition gets sharper, the cries of anguish
grow louder. For example, there is hardly a film producer
around who does not blame a good portion of his prob-
lems on a combination of “network monopoly” and short-
age of facilities. No one can criticize the film companies
for trying to get a larger share of the market. Their
problem, however, stems from a little old economic
formula called supply and demand. They just have to
face up to the fact that there are only so many hours
in the day and film already accounts for about 40%
of all television programs. A large number of programs
will always be live because of economics or the nature
of the programs themselves. Considering this, the film
companies have done very well indeed.

The question arises whether the ultimate solution may
lie not so much in airing grievances before Senate com-
mittees as in creating better and, therefore, more salable
programs. Perhaps if the budgets were upped an addi-
tional ten thousand dollars, the quality would improve
so stbstantially that producers would find sponsors moreé
than willing to pay higher costs. Then some of the clear-
ance obstacles would disappear.

Any analysis of the hearings must lead to the conclu-
sion that the only interest of the government is the pub-
lic interest. Basically, the public interest has nothing
to do with the present petitions which are no more
and no less than the seeking of relief from competitive
business problems.

www americanradiohistorv com
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