Film—special report on the outlook for

audience,

programming. advertiser use

... Edward R. Murrow (r.) discusses TV's

responsibilities and status in society

—

Other highlights: Videotape today .
What to do about triple-spotting? .
Nabisco’'s TV approach . .. Rewards §

executives . . . Brand Awareness stu

There Must Be
‘A Reason

Millions and

. rﬁversity
0 01}

WL 6P
v#gre invm
x P
iy Spat TV adeettiting
by leading AUTOMOTIVE

manufacturers during 193506.

N o o <

;.

=)

e Albuquerque  WISN-TV . .Milwaukee Che reason? More sales mileage to the advertising dollar,
‘N:B-T . o e 1
KERO. SRS IR TY Minneapolis-St. Pf’“l that’s why! Spot TV, more than any other mediuin travels
Bakersfield  wsM.TV . Nashville , ! ]
. Baltimore  \WTAR.TV Norfolk your message straight to the prospective car buyer. And
y q . . : a
y -Chicago \ \4ry _Omaha Petry represented stations show the greatest get-up-and-go
W _Dallas ’ . . . . 3
PESHY Shiore Besch  TYH-TY - .Peoria selling power when it comes to getting results for automotive
| R g ;
iTvD Mt R aleigh WJAR.TY .Providence Advermsers.
u - Erie KCRA-TVY Sacramento )
WENY Flint-Bay City WOAILTY San Antonio Television Division
"‘NEV .Fort Wayne KFMB-TY ....San Dieg°
4 4 _Houston  KTBS-TY .. Shreveport Edward Petr & co Inc
ATy ~Huntington-Charleston ~ WNDU-TV. South Bend-Elkhart .’ s
i Jacksonville  KREM-TY Spokane ,
K- : THE ORIGINAL STATION REPRESENTATIVE
. Little Rock KOTV Tulsa

.. .Los Angeles KARD-TY Wichita New York Chicago Atlanta Boston Detroit Los Angeles San Francisco St. Louis

A
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ADVERTISING—

VL

editorial

A NEW BUSINESS BAROMETER

here are no two ways about it. National advertising

has been soft in the first quarter of 1957, compared
to a year ago. Gross PIB estimates do not tell the whole
story. Rate increases, sometimes, have compensated for
decreases in-lineage or time sold.

The media have been seeking the reason for this soft-
ness for some months. There are undoubtedly a num-
ber of factors involved. One that seems to be overlooked
by many is the fact that advertising is one of the most
sensitive of business barometers.

It may be true that the Gross National Product index
is up over last year, but this can be misleading unless
one looks at some of the so-called bellwether industries.
New car sales, for example, are down from a rate of
6.5 million to 6 million units. Home building dropped
109% in the first quarter compared to the previous year.
And several major corporations have cancelled plans for
announced large capital outlays.

All this does not mean, of course, that there is a re-
cession ahead. However, it does give management cause
for concern. The inevitable consequence is a closer look
at the budget. And here we have a paradox.

What is easier to cut back than advertising? It seldom
involves problems of personnel, equipment or inventories.
And it puts ready cash in management’s hands. Yet never
before has the welfare of American business been so di-
rectly dependent on advertising.

This is clearly seen in the companies which make and
market cigarettes, cereals, soaps, drug products. In re-
ality they are in the advertising business. There is
very little difference in competitive products. The suc-
cess of one brand over another is largely the result of
smarter, more efficient marketing, in which the adver-
tising is the fundamental element.

Despite this generally recognized fact of our econc
life, advertising is usually the first thing that is
whenever the slightest indication of economic dar
appears. Everyone gives lip service to the role of ad
‘tising in building demand for new products and id
and accepts its basic importance in sustaining and
creasing the national production.

Management is well aware of all this. Yet some
or other, when the controller gets into the picture, n
agement must show the next Board of Directors’ m
ing what cuts have been made—and it’s the handy
ad budget which takes the beating.

It’s as simple as 2 + 2 = 4 that when sales are sagj
advertising is most essential, and promotion shoulc
increased rather than cut.

Here is a challenge that could well be taken on
the various advertising bureaus. It is understand
that at times they must be competitive. It is also un
standable that a good portion of a bureau’s budget n
be devoted to presentations made in terms of spe
companies or industries and the medium represen

But the Bureau of Advertising (newspapers),
Magazine Advertising Bureau, the Outdoor Associat
the Radio Advertising Bureau and the Television Buw
of Advertising, might well earmark some funds f¢
common attack on the problem of educating Amer
business to the true role of advertising in a free-en
prise economy.

Such a fund might be used to develop a joint p}‘e
tation, or to finance a study by a leading university
any event, the agencies that speak for the V&}I"
media have a strong enough mutual interest to seric
consider forgetting their differences long enough to ¥
together for this major project.

<4,/ /‘Zf{'
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the fallen angel

“There 1 was flying along like a bat out of heaven,” said this sore
angel. “There was a stack of nimbostratus stretching for miles right
across my course and [ was late. My flight plan called for two
thousand feet but I figured what the hell and dropped down a bit
to flv under the stuff when splatt!”

“What happen?” asked the dispatcher.

“What happen? I fly smack into the 1.450° above-average-terrain
WMT-TV tower my map says was blown over last winter.”

“You been skipping Bulletins again. It was on the last All-Angel
release—the lower’s np again and it’ll be full of juice any minute.
You lucky your wings weren’t scorched. Get on the hall or He’ll
ground vou again.”

www.americanradiohistorv.com
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Pace Setter In The
DES MOINES MARKET

KRNTeTYV

OWLES OPERATED STATION . . . Represented by Katz

*

*
*

'T-TY, THAT—

'HLY AUDIENCE-

'ED, SALES RESULTS
IMEDITATED, Css AFFILIATED
iTION IN DES MOINES

RATINGS — Dominant Again and Again'!
9 out of top 10 Multi-Weekly Shows

10 out of top 10 Once-A-Week Shows

323 Firsts in 476 Quarter Hours

PUBLIC SERV'CE—Ou'rs'ronding Record In

Performance & Showmanship!
FOR EXAMPLE:

HEART OPERATION — “Live" telecast of life-restoring surgery on a

two-year-old boy on May I.

SCHOOL SERIES — KRNT.TV duplicated a typical grade school class-

room in Studio No. |, with hidden cameras and microphones. For 13 weeks — Febru-
ary |8 through May |7—KRNT-TV televised a different class at work each day.

BOY WITH A STRING — Specially filmed story of one of lowa’s men-

tal institutions, dramatically pointing up need for improved state facilities. A KRNT-TV
Public Affairs Presentation.

COURT TRIAL — Complete filmed story of actuai Municipal Court trial
of-a state official. Another Public Affairs Presentation.

CHURCH TELECASTS —— Sunday remotes from various Des Moines

churches.

(AND MANY MORE]

E N TE RTAI N M E NT e KRNT-TV is a firm believer in local shows,

and produces the top-rated programs.

REMOTE TELECASTS — rreQuentLY

Recent Examples: Special telecast of a June 3 wedding in chapel, culmination of a
month-long promotion on Mary Jane Chinn Show. Current daily remote telecasts
from Des Moines Municipal Airport—feature of 12 noon—1:00 p.m. "Bill Riley Time."
Telecast of Saturday afternoon games of Des Moines' Western League games. Tele-

cast of big Home and Flower Show. Weekly church telecasts.
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14th year of publicaiion

TELEVISION

MAGAZINE

“It’s TiME 1o TAKE STock” 42
Ed Murrow calls on TV to live up to its responsibtlities
ViDEOTAPE—THE REVOLUTION 18 Now 46
An exhaustive study of a major technologicad advance
. j ? .
TriPLE SPo1TING: WHAT SHOULD BE DONE? 48 MARKET DATA and
The pros and cons in a heated industry debate tion, updated as of A
for every ecounty in e
Henry Foro 11 50 ket—these exclusive
A key figure in the coming “battle of the giants” on TV pear in TELEVISION
i . Market Book, to be ]
“WERe BUsINESSMEN, NoT SHOWMEN’ 52 August. This dats will
Numbers, not sentiment, gutde Nabisco in TV sented in two forms:
betical directory of the i
Brano Awareness: A Four Survey TrRenp Stupny 54 their counties; and a
Beers, cigarettes, coffees, soft drinks in New York markets. The markets
' the counties included in
Execunive COMPENSATION: AFTER MONEY, WHAT? 58 ket, the circulation as of
U.S. business seeks new ways to reward top executives population, familiex,
sales for eacn county
THE OuTLoOK FOR FiLm 61 total coverage area of the
Prospects for the coming year—Special Report No. 11
FiLm Buyine GUIDE 73
A rating record of 40 key syndicated shows
Fredérick A, Kugel, Editor and
Herman W. Land:
Abby Rand, Seniov Editor
- John Watson,
Focus -oN Business 7 Barton Hickmen, Associate Editor
~OD Barbars Landsberg,
FOCUS BN PEO' LE 11 Robert Biaver, Manaper of
Mimi Grojower, R
REPO"T L SPOT 14 Harry MeMahan, Contribufing
¥ Joseih Tar
CoLor LE'TER 19 Jack L. Blas, Business Managef
y > Robeit Lewis, Adve
]‘ADIO \’v o UP 24 Kerineth A. Bower, Production !
CASII 3] frank Orme
] . Los Angeles Oftice
A montHly column by Norman E. Cash, president of TvB 1749y, gN. La ‘Bres BE
Q\VEENEY 33 Published monthly by the M:I
A monthly column by Kevin B. Sweeney, president of RAB Company, Inc., 600 Madison Avay e
22, N. Y., Plaza 39944, Single cosy, &5
McMaran 36 Yeerly subscriptiom in the Un"';‘- |
posiessions, and nations of the
A monthly column by Harry Wayne McMahan Union, 35.00; in Ceneds, #5808 ::
7 - ’ $6.00. Second-cless mail privitege |
RECEIVER CIRCULATION FOR JULY : 81 of New York, N. . ‘Ediiorsl ool :
Independent set-count estimates for all TV markets be rébroduced lin ey Tome Mtf‘ i
sion. Copyright 1957 by Frederick
Ebiroriai 112 e

wWWwWWwW.americanradiohistorv.com
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WE GET TO FLINT THE BEST WAY

Michigan's Area Station ... Now serves Lansing,
FLINT and Jackson with a Class A Signal

from our New 1023' tower . . .18 of the top 20 network
shows in these major cities are seen on WJIM-TV
Basic NBC . . . CBS-ABC

‘Represented by Peters, Griffin, Woodward, Inc.

ANWNVW AMmMe A 0
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Source: Nielsen Interim Report for April 1957,
Sunday through Saturday average
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Maybe you heard them too— the sound
- and fury of claims about new programs
Why ‘ that were supposed to blow New York

all " viewing habits sky-high.
the
firfewolks Well, the smoke is settling now. Let’s

see what actually has happened:

WCBS-TV’s share of total viewing 1s
greater than at any time in the past two
years!...WCBS-TV leads the second-
place station by 52%—the third station
by 183%!. .. WCBS-TV shows a larger
audience gain than any other station in
the past year!... WCBS-TV leads in
every hour of the day but-one, from 8 am
strarght through to sign-off’!

It takes day-in, day-out showmanship

to win and hold attention in television’s
biggest market. To its superb schedule
of CBS Television Network programs,
WCBS-TV adds a dazzling array of

local entertainment and public affairs
programs, including all five of the top-
rated local participating programs,

and four of the top five daily news
programs in all New York television.

Naturally, more national advertisers
buy the station that attracts the
biggest audience most of the time.

WCBS-TV
CBS Owned, New York

Channel 2—represented by CBS Television Spot Sales

o ' WWwW.americanradiohistorv.com
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Why J. Walter Thompson Timebuyer Selects

Crosley WLW Stations for Ward Baking Company

"WLW Stations do more than just take

your time dollars. Their staff of
merchandising-promotion experts work right
along with the advertiser's sales people

and follow through with trade contacts——
buyers, brokers, distributors, store managers
Yes, I'd sure say that the WLW Stations offer
Tip-Top service everytime, all the time!"

Mario Kircher, J. Walter Thompson Timebuyer.

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

WiLw WLW-T WLW-C WLW-D WLW-A

Radio Cincinnati Columbus Dayton Atlanta

Network Aftiliations: NBC: ABC; MBS Sales Oftices: New York, Cincinnati, Chicago

. ] N N
Sales Representatives: NBC Spot Sales: Detroit, Los Angeles, San Francisco ﬂI‘ZO F
Bomar Lowrance & Associates, Inc., Charlotte, Atlanta, Dallas . . Crosiey Broadcasting Corporation, a division of .

www.americanradiohistorv.com =1
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focus on BUSINESS

iy 1957
» ave some Signs of an upswing L el S = o , .
¢ billings in the latter half of 1] | i ] woret 7S IS
An NARTB survey of broad- T 71 — I
. for example, indicates their 50 - - T+ 1+ ARC 3 e.BIRIE - SEATRETEY
tation Of a six per c”nt TV 1 g4 L B CBS 20,172,173 17,884,976
ye rise and a four per cent in- - y NBC 16,532,394 15,955,688
. in radio revenue for the en- 1 1 T 7 4
ear. k—r - 1= S S -+ T S a— Toral $43,553,415 540,588,592
aparison of first quarter spot a0 |—N L s . 1| S N b
s for 1956 and 1957 (to the I
shows an overall increase of . T 1T 7
i decrease in spot P P
, despite the SESRLL SPO JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC Source: PIB

| s reported by individual sta-
+ Two factors that could ac-

rall rise: rate in-
. sf();néhfono;:; ln,,é:f;s_ . QUARTERLY EXPENDITURES

ht of the top ten spot adver- 1ST QUARTER, 1957 4TH QUARTER, 1956 o AR e
« in 1957, for instance, show a - .

vg budget for the first quarter Day $ 38,074,000 (32.5%) $ 38,255,000 (35.5%) $ 34,637,000 (34.6%)
ta was reflected in 1956, some Night 68,137,000 (58.3%) | 58,948,000 (54.7%) 55,620,000 (55.5%)
ing quite substantial increases. Late Night 10,724,000 ( 9.2%) 10,639,000 ( 9.8%) 9,952,000 ( 9.9%)
year, Carter Products spent Total . $116,935,000 ( 100%) $107,842,000 (100%) | $100,209,000 (100%)
(900 in the first three months. ) A
year, for the corresponding
wr s it spent over twice as much—
-100.
sinental Baking spent $761,400 TOP TEN SPOT ADVERTISERS
torar, $2,822,000 this year. Ist QUARTER, 1957
Estimaled ATH QUARTER, 1956 1ST QUARTER, 1956
Rank Company Expenditure Rank Expenditure Rank Expenditure
1 Procter & Gamble Co. $3,726,800 | 1 54,064,600 1 $5,782,800
BE T 2 _Brown & Williamson Tob. Co. 3,633,000 2 2,739,100 2 2,921,500
3 _Sterling Drug, Inc. 2,942,900 a 1,893,000 3 2,252,800
4 _Continental Baking Co. 2,822,000 — g
5 _Carter Products, Inc. 2,447,100 e =
6 _Philip Morris & Co. 1,993,000 = 8 1,542,200
7. _General Foods Corp. 1,922,600 3 2,004,000 4 2,053,800
¢ EVENING PROGRAM 8 Warner-lambert Pharma. Co. 1,882,800 —_ —
9 _Colgate-Palmolive Co. 1,688,800 10 1,231,000 7 1,583,100
FERRIStEl Audience Basis (Jan.-April) 10 National Biscuit Co. 1,611,300 - 9 1,478,400

Source: TvB-Rorabaugh

1957 1956 1955
rograms 128 137 4 e .- _____________________]/
(8) i 25.2%.......28.3%........ 23.3%
ome . dd 000) 9,086.. ... 7,532. 6,356
® From
o Year A20% . +19% - - === 1955 1956 me—— 1957
S March 1957 index: $3.40
This graph traces the trend in
4.50 I i c-p-m per commercial minute of a
425 B N N represeniative network halt hour,
Based on all sponsored shows tele-
MEC O WEEK.D -4.00 e e ~—1 cast 9:30-10 p.m., N.Y.T., during
AY DAYTIME PROGRAM the ARB rating week, it provides
en Total Audience Basis (Jan.-April) 375 g == ';”"”;' -] a continuing yardstick of the per-
3.50 e '/ ] o formance of nighttime TV. This in-
5 1956 - . P i A~ / dex is obtained by dividing the
3.28 | 7 o = total costs of the programs by the
e — = ‘,"\\ ,’_ L total number of homes reached by
9 53 s1 49 3.00 7 ” these shows, then dividing this by
CB) e 99% . 10.1%... 9.7% 27s the number of commercial minutes.
dd 000) .. 3,489 . 3135 . 2,625 2.50 — + Sources: ARB, PiB,
. 225 _J 1| TELEVISION MAGAZINE
5 Year +1% +19% _ JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC
e www.americanradiohistorv.com
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objective:
Introduction of a new product in a highly competitive field

complicating factor:

An uncertain timetable of production-distribution facilities

solution:

The American Tobacco Company’s HIT PARADE cigarettes
and its agency, BBD&O, are

Left to right: Richard Arbuckle,
Radio Sales Representative, NBC
Spot Sales; William Conner, BBD&0
Account Director for Radio & TV;
Stephen Bell, BBD&0O Account
Supervisor; Harry Mulford, TV Sales
Representative, NBC Spot Sales;
Henry See, BBD&0 Account Executive;
Alan C. Garratt, Advertising Manager
of the ACC Division (PALL MALL and
{IIT PARADE cigarettes) of the
American Tobacco Company.

Photograph by Morris H. Jaffe

www.americanradiohistorv.com

POT

To introduce its new HIT PARADE Cij .,
a market-by-market saturation basis, her)
Tobacco required the ultimate in z.,
flexibility. Anticipated shifts, both in g 4
and in distribution patterns, called fo .
of flexibility that would allow changes
tising schedules at a moment’s notice.

Spot Radio and Spot TV received |
media appropriation of the 13-week in
budget. HIT PARADE entered each m¢
a minimum of 50 weekly radio spots, 10 |
spots. Nationally, the campaign built
of 13,000 radio spots and 700 TV spots

OLD
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he first few weeks of thc campaign, a special study in
k showed that a phenomenal 779, of people canvassed
knew there was a new cigarette on the market . . . they

cigarette’s Nname was HIT PARADE.

yg Manager Alan C. Garratt explains why 111 rakane
to use Spot broadcasting: “Introducing HIT PARADE
to a mass audience in a highly competitive field is o
ertising problem. Thanks especially to BBD&O and
0 and Television, we have cracked the country, market
. NBC Spot Sales represented stations played a big part
smotion of our new brand.”

ur NBC Spot Salesman. He can show you, too, how 10
rsales . . . market by nrarket.

represents these leadership stations

Hartford-New Britain WNBC
New York WRCA, WRCA-TV
Schenectady-Albany-Troy WRGB
Philadelphia WRCV, WRCV-TV
Washington WRC, WRC-TV
Miaml WCKTY
NBC) SPOT SALES o v
' Cleveland WHK
Louisville WAVE, WAVE-TV
Chicago WMAQ, WNBQ

St. Louis KSD, KSD-TV

Denver KOA, KOA-TY
Seattle-Tacoma KOMO, KOMO-TV
Los Angeles KRCA

San Francisco KNBC

Honolulu KGU, KONA
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JACKSONVILLE, FLORIDA...
and the 1,500,000 potential viewers
in its 64 county television area ...
| will flip to brand new
channel 12... WFGA-TV...
| signing on this SUMMER....
‘ with basic NBC affiliation !

WFGA -TV
Channel 12 ¢ VHF
equipped for FULL COLOR e 1000 ft. tower
Top Power 316,000 watts ¢ JACKSONVILLE, FLORIDA '

Represented by Peters, Griffin, Woodward, Inc.

TTTI1 1 ;l F L ' B
CHAGGNEK IZ ' WH
MIeeeE _' 3asis HE e ZESEEE: B
! H 1Lt 1 ] 7 = S i 41 q- o L1 4 Z3S
s & . 33T I =
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PEOPLE

se are some of the men in—and behind—the stories
1is issue of TELEVISION MAGAZINE:

, outstanding figure in radio-TV journalism today
d Murrow, whose views on television are discussed
1is issue. After joining CBS in 1935, Murrow was
rinted European director in 1937. He began his broad-
sng career in 1938 when he reported from Vienna
Jazi Anschluss of Austria. Named CBS v.p. and
tor of public affairs in 1946, Murrow soon decided
‘mist the paper work, returned to the air as newscaster
aommentator in 1947. His present broadcasts: TV—
elt Now and Person to Person; radio—T7:456 p.m.
i newscast.

retor of advertising for the National Biscuit Co.
1c 1956 (see “We’re Businessmen, Not Showmen”),
11y F. Schroeter first joined the company in 1945. Pre-
nly in Procter & Gamble’s advertising department,
ent to Nabhisco as assistant advertising manager. In
5 he became executive assistant to the director of
tising.

resident of Ampex Corp., manufacturers of the
stcommercially successful videotape recorder, George
Lhg, Jr. is responsible for a major development in TV.
ussor of a degree in economics from Stanford Uni-
riy, Long resigned in 1950 as assistant v.p. of the
:i Fargo Bank of San Francisco after 20 years with
ompany. Joining Ampex as treéasurer, he rapidly
ed to the presidency in 1955.

‘trell Wolfson, whose views on triple spotting are ex-
2d in this issue, has been co-owner and president of
@i TV station wTvJ since 1948. Wolfson started his
ess career as a salesman, switched to reul estate.
i'.24, he became co-owner of the Wometco Theatres,
An of movie houses which he still owns.

ISION MAGAZINE - JULY 1957

ﬂ ..
[ ] 1 =,
GEORGE I. LONG, Jr.

!
-

2
Lo

(. ‘} (
MITCHELL WOLFSON
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New 1957 Sales Management Survey of Buying Power shows
TAMPA - ST. PETERSBURG ups market rankings!

1957 1956
Total Retail Sales 38 3
Food Store Sales 39 44
Automotive Sales 29 34
General Merchandise Sales 33 kI

DOMINATE Tampa-5t. Pefershu

T.
YOU GET HIGHEST AUDIENCE ONY

ARB, February 1957, shows 31 out of the 50 "{
i ¥
shows in Tampa - St. Petersburg are on WT'VT, }4 .

one buy in the South’s fastest-growing metropolita e

WWW.americanradiohistorv.com = 5
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| LB

" wsimum-power VHF signal delivers bonus coverage of 239 prospering communities!

the south—

o ;'__ - e e ==
CBS Channel 13 :
4 Represented
o by the
. s e Katz
Agency

L WKY Television System, Inc. . . WKY-TV and WKY Oklchoma Gity « WSFA-TV Montgomery

L’— wwWWwW americanradiohistorv com
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report on spot

How cosmetic advertisers use spot TV. A study of 14 major markets

isted below are cosmetic products
which were advertised on spot

TV during the first quarter of 1957
in 14 major markets, as reported by
Broadcast Advertisers Reports, Inc.

ANATOLE ROBBINS PRODUCTS
Atlanta

AVON PRODUCTS
Atlanta
Baltimore
Boston
Chicago
Detroit
Kansas City
Los Angeles
Miami
Milwaukee
Minneapolis
New York
Phitadelphia
San Francisco
Washington

BONNE BELL COSMETICS
Washington

CASHMERE BOUQUET PRODUCTS
Los Angeles

CORA GALENT! COSMETICS
Los Angeles

COTY PRODUCTS
Chicago
Detroit
Kansas City
New York

CUTEX PRODUCTS

Washinaton

DC HY GRAY PRODUCTS

-

12
10
13

10
n
14
13
14
11
n
1B
14
12

NN W

-
-

-

spot

spots
spots
spots
spot

spots
spots
spots
spots
spots
spots
spots
spots
spots
spots

spot

spot

spots

spots
spots
spots
spots

spot

spot

BAR tape-records all telecasting in
various markets on a regular basis
for seven-day periods. The schedules
shown represent the TV activity of
the various brands in the markets

HAZEL BISHOP PRODUCTS
Minneapolis
New York
Philadelphia
San Francisco
Washington

HELENA RUBENSTEIN PRODUCTS
New York
Philadelphia

HELENE CURT!S PRODUCTS
Detroit

INNER-GLOW LIPSTICK
Milwavuvkee
New York

MAGI-NAIL KIT
Los Angeles

MAX FACTOR PRODUCTS
Atlanta
Baltimore
Boston
Chicago
Detroit
Kansas City
Los Angeles
Miami
Milwaukee
Minneapolis
New York
Philadelphia
San Francisco
Washington

MAYBELLINE EYE MAKE-UP
Atlanta
Baltimore

www americanradiohistorv com

14
13

— -

WooNBENN

-~

spots
spots
spots
spots
spots

spot
spot

spot

spot
spot

spots

spots
spots
spots
spots
‘spots
spots
spots
spot

spots
spots
spots
spots
spofts
spots

spots
spot

during the recording week. They
taken from the recently publis,
BAR report, “A National Guide
Non-Network Television Adverti

by Product Categories.”

Boston
Chicago
Detroit
Kansas City.
Los Angeles
Miami
Milwaukee
Minneapolis
New York
Philadelphia
San Francisco
Washington

PINK ICE HOME FACIAL

Boston

Kansas City

Los Angeles

Miami

Milwaukee

New York

San Francisco
Washington

RADNA| PRODUCTS
Philadelphia

REVLON PRODUCTS
Atlanta
Chicago
Kansas City
Milwaukee

ROMA LIND SKIN CLEANSER
Los Angeles

SOFSKIN HAND CREME
Kansas City

TIPETTE NAIL POLISH
New York
Philadelphia

TELEVISION MAGAZINE
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To the Next o yeal

C

These radio broadcasters look forward to
new opportunities and responsibilities as
their pioneer National Representatives

PETERS, GRIFFIN, WOODWARD, e.

enter their next 25 years of providing
service to advertisers and their agencies.

Midwest
WHO—Des Moines 50,000 j—
2 as
R TATIONS WOC—Davenport 5,009 WBZ + WBZA—Boston and
WDZ—Decatur 1,000 Springfield 51,000
5,000 WDSM—Duluth-Superior 5,000 WGR—Buffalo 5,000
ki J—Honolulu- WDAY —Fargo 5,000 KYW-—Cleveland 50,000
Hilo 5,000 WOWO—Fort Wayne 50,000 WWJ—Detroit 5,000
id 50,000 WIRE—Indianapolis 5,000 WJIM—Lansing 250
B 50,000 KMBC-KFRM—Kansas City 5,000 KDKA—Pittsburgh 50,000
WISC—Madison, Wis. 1,000
WMBD—Peoria 5,000 SRR
WCSC—Charleston, S. C. 5,000
Southwest WIST—Charlotte 5,000
KFDM—Beaumont 5,000 WIS—Columbia, S. C. 5,000
KRYS—Corpus Christi 1,000 WSVA—Harrisonburg, Va. 5,000
WBAP—Fort Worth-Dallas 50,000 WPTF—Raleigh-Durham 50,000
'KENS—San Antonio 50,000 WDBJ—Roanoke 5,000


www.americanradiohistory.com

R0
.II
-onc'lill.l

At11:00 AM (E.S.T.), February 15, 1957 United States population passed the @
million mark. On February 15, 1982 the population will approximate 225 mi n

Never again will U. S. workers have only 170 million people to provide for. Dy 58
the next 25 years, the sale of food, clothing, housing, cars, appliances—everyth &+
will dwarf the biggest years we’ve known.

"
4,200,000 habies in 1956 (approz.)
6,375,000 babies in 1982 (est.)

1,110,000 new houses in 1956 (approx.)
2,300,000 new houses needed during 1982 (est.)

Broadcasting’s bright opportunities are charted through trends toward more hu
time—urban decentralization—and greater needs for better and more efficient ¢/&=
tising patterns. Broadeasting’s greatest opportunity to sell, and serve, lies.i 8

$9.1 billion spent for advertising in 1956 (approz.)
$12.6 billion will be spent in 1982 (est.)

QNnTT

SOURCES: The population and product data on the preceding pages are projections
of long range forecasts reported in the December 22, 1956, Kiplinger Washington Letter
and “Tomorrow is a Big Market” prepared by the Associated Business Publications.

Radio and television set forecasts are from broadcasting industry sources.
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Opportunity means responsibility to these bigger audiences.
As Broadcasters we pledge our best efforts to provide—
better news—higher levels of entertainment- more events
of public intportance and community interest.

156 U.S. homes with color TV passed 100,000
& vaillion will have color TV in 1982 (est.)
1 8nillion home and car radio sets in 1956 (appros.)
L dmallion people will carry personal radio sets in 1982 fest.)

= T Opportunity means responsibility to advertisers. As

2 exclusive Station Representatives P.G.W. pledges its best
efforts toward simplifying the use of spot broadcasting —
assembling meaningful market information —maintaining
accurate station data.

U. S. population will increase 33% 9o by 1982 (est.)
= Some market areas will increase 150 Jo(est.)

" Iradio and television stations listed on these
I11gs salute their Pioneer National Representatives

PrTERS, GRIFFIN, WOODWARD, inc.

* he company enters its second twenty-five years. « o o o o o o o o
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TELEVISION STATIONS

st
DI-TV—Boise
TV—Denver

MB-TV—Honolulu
AU-KHBC-TV

DN-TV—San Francisco

Channel

2 CBS
9 ABC
9 CBS

4 NBC

i

Southwest

KFDM-TV—Beaumont
KRIS-TV—Corpus Christi
NBAP-TV—Ft. Worth-Dallas 5 ABC-NBC

Channel

13 NBC
6 NBC

Midwest

WHO-TV—Des Moines
WOC-TV-—-Davenport

WDSM-TV—Duluth-Superior 6 NBC
WDAY-TV—Fargo 6 NBC-ABC
KMBC-TV—Kansas City 9 ABC
WISC-TV—Madison, Wis. 3 CBS
WCCO-TV—Minneapolis-St. Paul 4 CBS

Channel

6 CBS
6 NBC

an Antonio 5 CBS

R TS istd

> 4

BZ oy}

GR-TV—Buffalo
KYW-TV—Cleveland
WWJ-TV—Detroit
WIIM-TV—Lansing
WPIX—New York
KDKA-TV—Pittsburgh
WROC-TV—Rochester

Southeast

WCSC-TV—Charleston, S. C.

Q i ; 10
a. 3
12

o |l
the C I\ |

l.
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Color Letter

AS OF JULY . ..

NBC will maintain a steady flow of color programming during the sum-
mer. In July, it will telecast 65% hours in tint. CBS will have no coloreasts
during the summer months. . . . Latest estimate is that 39 stations are
equipped to handle color films and slides. The number of stations able to
transmit network color is now about 263. Last month’s figure of 296
was a typographical error.

SYNDICATED FILM AVAILABLE IN COLOR

Here are some of the film packages which are available for colorcasting
now, or will be by winter. Under each distributor is listed the series,
running time and number of episodes in color, where this is known.

No. No.
Length available Length available
(Minutes) in Color (Minutes) in Color

AAP T RCA RECORDED PROGRAM
Popeye . 7-10 SERVICES
Warner Bros. Cartoons 7-10. Foy Willing and Riders of the
Warner Bros. Shorts 13-25 . 250 Purple Sage 15 260
CBS FILM SALES The Sam Snead Show 5 39
Gene Autry 30 13 | Town and Country Time 15 52
*ECONOMEE TV The World Around Us 15 26
Boston Blackie 30 SCREENCRAFT
Zddie Cantor Comedy Theater 30 - Judge Roy Bean 30
Favorite Story 30
I Led Three Lives . .. 30 —_ ‘ WARREN R. SMITH
Meet Corliss Archer 30 _ Abbie Neal and Her Ranch Girls -30. -
Mr'. DisiriFt'Artorney 30. | STERLING
Science Fiction Theater 30.. — ' Animal Adventure Group 512 -
FLAMINGO Animal Crackers 5-12 —
Cowboy G-Men 30 39 Betsy and the Magic Key. 15. —
Stars of the Grand Ole Opry 30 39 Cartoon Classics 5 65
GUILD Jungle 15.
Captain David Grief 30 39 | Playland Films 5-12 =
Kingdom of the Sea. 30 39 This Land of Ours 10-12 26
Light of the World . 30 39 This World of Qurs. 15 104
Michaels in Africa 30 39 Tropic Hazard 15 S
INTERSTATE . TRANS-LUX
Adventures of Blinkey 15 26 R I

. Animal Kingdom 11413, 38
Popular Science 15 78 Children Love Animals 11-13. 22
NTA Children of Many Lands. ... 11-13 18
Amy Vanderbilt's Etiquefte 5 39 Children‘s Stories 1113 22
The Big Little Show 30. 30 What's Your Line 11-13 27
Bill Corum Sports Show 30. 13
Color Cruises 10 18 ZIv
Funarama 30 or 60. 175 Cisco Kid 30 =
Holiday 30 13 Dr. Christian 30.
Little Lulu 7- 9 26 Highway Patrol 30.
Noveltoons 6;- 8 54 Man Called X 30.. =

*Many of Ziv's syndicated series, including shows now distributed by its Economee TV subsidiary,
were shot on color negatives. Number of individual episodes printed in color varies for each series.

NEW KEY TO COLOR SET SALES

RCA feels it has found the formula to move color receivers: intensive
market-by-market promotion designed to get people to try home demon-

strations. The manufacturer recently completed an experimental “Carnival
To page 23

£ ION MAGAZINE » JULY 1957

|
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“'rm-: Nsw ADVENTURES OF

Meet James WN\ Seiler,
Director of ARB, the un-
biased source of the rafings
upon which these facts
are based.
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ANE WINS

WAL Share of Rudience

N FIRST RATING SURVEY!

OF AUDIENCE Friday — 10:00-10:30 pm
o MARTIN KANE — 55.6% share
Station B — 20.9% share
o Station C — 20.0% share
' - ‘ IN ATI’ 0. Other — 3.5% share

o OF AUDIENCE Wednesday — 10:15-10:45 pm
MARTIN KANE — 45.8% share
| 4 Station B — 43.0% share
‘ IN COLUMBUS 0 Station C — 11.2% share
- yVa |

OF AUDIENCE Monday — 10:30-11:00 pm
| MARTIN KANE — 50.8% share

Station B — 41.4% share

IN ATLANTA, GA. | & 5=

TIME AFTER TIME... .

Z1V
SHOWS
RATE

- GREAT

IN CITY AFTER CITY'!

Wwww.americanradiohistorv.com
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DICTIONARY OF SYNONYMS FOR WSM-TV

/ . ‘ [ ] [ ] ° ﬂ ‘
FlrSt VlOlln ® o o If you want your product to play

before the top audience in the Nashville Market, better pick WSM-TV.
By every yardstick, and particularly by the all-important ability to move
merchandise, WSM-TV is clearly Nashville’s Number 1 television
station. Ask any Petry man for the facts.

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

EDWARD PETRY & CO., National Advertising Representatives

WSM-TV's sister station — Clear Channel 50,000-watt WSM Radio — is the only single medium that covers completely the rich Central South markel.

www americanradiohistorv. com
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Ve're making a
iig Hole! . . .

7. 10 70% OF THE TOTAL
#WING AUDIENCE IN OUR
JORNER OF THE U.S. AND CANADA!* ‘

N worked out claim here! Our lode
wdes over 1,000,000 Canadians in |
lish Columbia and 300,000 high- i
mme Americans (who, by the way, |
ap sides of the border regularly |
wantastic totals!) CBS programming,
:pled with Hollywood’s best movies
1 select film features, does the
rk! tet us swing our big pick in ’
th golden market for your products.
Il make a big strike . . . for sure!

wnational Surveys Inc. l

stvdios in Bellingham, Waihinglon 1

1SION MAGAZINE + JULY 1957

COLOR LETTER  /row page 14

of Color” drive in Milwaukee. At the
end of five weeks of special color
shows, network-program origina-
tions, public demonstrations held
throughout the city and other pro-
motions, RCA reported sales jumped
from 12 per week to 106. Also en-
couraging to RCA were the facts
that more expensive sets outsold the
minimum-price models and that two
out of every three home demonstra-
tions resulted in sales. The ustal ra-
tio for home appliances is one out of
three. Starting in September, RCA
will kick off similar campaigns in
all major markets.

ART DIRECTORS STUDY COLOR TV

Some of the country’s top art diree-
tors got their first look behind the
scenes of colorcasting as part of the
Visual Communications Conference
sponsored by the N.Y. Art Directors
Club recently. NBC staged a seminar
at the Ziegfeld Theatre, combining
film, live demonstrations and a panel
discussion. The AD’s got a wrap-up
on everything from how a color cam-
era works to ColorTown’s research

findings.

STATION ROUNDUP

Taking advantage of the fact that
RCA’s Color Caravan was passing
through Salt Lake City, KTvr uti-
lized the Caravan’s remote equip-
ment to colorecast local-live shows
for four days. Highpoint of the
series was the televising of the
Armed Forces Day parade in tint.

In Portland, Ore., KGW-TV turned
its color cameras on the annual Rose
Festival parade, claiming the honor
of the first color remote in Oregon.

COLOR SHOWS FOR FALL

TFFor next season, NBC plans to con-
tinue its 10 hours of daytime color
via Club 60 and Matinee. Its night-
time roster will have as its nucleus
Twenty-One, Fisher-Gobel, Kraft,
Lux Video, and Perry Como. The
number of color specials has not yet
been set. At least one series of CBS
specials is definitely set for color,
the Lowell Thomas hour-long films,
to be sponsored by two divisions of
General Motors. ABC has no plans
for colorcasting next fall.

MORE NEWSPAPERS OFFER COLOR

Advertisers are finding greater op-
portunities to use color in newspa-
pzrs. The number of papers offering
ads in two colors has grown to 743,
according to the Reilly-Lake Shore
Report tally of ROP facilities. There
are now 295 papers offering four-
color ads, 23% over 1955. END

WwWWW.americanradiohistorv.com

DOMINATING
SACRAMENTO

KCRA:TV Has

57.5% More

Audience Than
Sacramento’s

Second Station
W////////////////’///////’//////

Slgn -on to Sign-off

Sunday - Saturday

Avg. ARB’
/o Share of
Audience

T,

R

ARG
N

IZSQ'\"»::.\':R::-TN“&: ;:;.

‘\\\\\\

&

Throughout the day and night
KCRA-TV completely dominates
the big Sacramento Television
Market:

Mon.-Fri. Sun.-Sat. Average

Sign-onto 6 p.m. to Share of

6 p.m. Sign-off Audience
KCRA-TV 57.5°/, 43.8%, 48.5%,
"B" 25.5%  34.09%  30.89%
“Cr 21.1%  21.8% 16.39%

DT 73%  74% 749

Throughout the week, KCRA-TV
has virtually twice as many

quarter-hour ‘‘firsts'' as the

other three stations combined:

Local Network Total

KCRA-TV 177 144 i
"8 16 109 125
e 0 34 34

0

“p"

Ask Petry
about the Highest Rated
NBC Station in the West.

*ARB, Sacramento, April 1957

ACRAMENTO, CALIFORNIA
Serving 28 Northern
California and Nevada
Counties

CHANNEL

23
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RADIO
WRAP-UP

WESTINGHOUSE STRENGTHENS NIGHT PROGRAMS

Westinghouse’s move to strengthen its nighttime pro-
gramming introduces a new twist to group station opera-
tion, “lateral programming.” Each of the five stations
will have an identical format, adapted to local interests,
and will also utilize taped segments with national stars.
These elements are built into one show, Program PM,
running from &:00 p.m. to 11:00 p.m. seven nights a week.
The basic theme will be behind-the-scenes treatments of
many subjects.

Says WBC president Donald H. McGannon: “Night-
time radio needs name value. It must be primarily local.
It must be based largely on entertainment with enough
information blended in to satisfy audience hunger for
provocative programming at night. Above all, it must be
exciting, not only to listeners but to advertisers as well.”

As evidence of potential growth, he cited this Nielsen
data: The seven-day cumulative audience for night TV
is 33,700,000 homes; for radio it is 29,700,000, plus
an estimated 25% added for auto listening.

MORE RESEARCH COMING UP

Expect radio to get more funds for research, from buyers
as well as sellers. There will be more major agency
studies, like the J. Walter Thompson and BBDO reports,
reproduced by TELEVISION MAGAZINE as Radio Studies.
wcceo’s investigation of its own “‘brand image” is spark-
ing interest among similar stations. Most of the key reps
are stepping up their fact-finding activities. CBS has
prepared a primer on radio use. NBC has received a
flurry of inquiries from advertisers interested in its offer
to share the cost on effectiveness research. C. E. Hooper
is experimenting with qualitative data which would de-
termine income and education, along with audience com-
position. Radio budgets are again becoming large enough
for advertisers to want research guidance in order to
protect their investments.

U.S. STEEL'S "SNOWFLAKE" A RADIO SUCCESS

This year, when U.S. Steel stages its Christmas gift
promotion tying-in with manufacturers and dealers, net-
work radio will have a major role for the first time.
For 1957, Snowflake radio support calls for 10 spots
weekly on seven network shows—Gunsmoke, Robert Q.

To page 26

24
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A monthly review of events ip

network and national spot radig

So®mNg LA LN~

wn AW

TOP TEN DAYTIME WEEKDAY

SPONSORED NETWORK RADIO PROGRA! !

NIELSEN, APRIL 1957 (SECOND REPORT)
Program Homes

Ma Perkins—(CBS)—Scntt 1
Heler Trent—(CBS)—Scott ]
1
1

Ma Perkins—(CBS}—Lever

Young Dr. Malone—(CBS)—Lever

House Party —{(CBS}—FPharmacraft

2nd Mrs. Burton—(CBS)}—Colgate

Helen Trent—(CBS)}—Llever

Ma Perkins—{CBS}—Lipton, il
Qur Gal Sunday—(CBS}—Colgate I
Nora Drake—(CBS)—Scott i

TOP FIVE NIGHTTIME

SPONSORED NETWORK RADIO PROGRA
NIELSEN, APRIL 1957 (SECOND REPORT)

Program Homes

Gunsmoke—(CBS)—Liggett & Myers

Jack Benny—(CBS)—Cowles Magazines ]
Our Miss Brooks—(CBS)—Lorillard 1
Mitch Miller—(CBS)}—Lorillard

FBI In Peace and War—{CBS)—Lorillard

TOP THREE NIGHTTIME MULTI-WEEKE

SPONSORED NETWORK RADIO PROGRA
NIELSEN, APRIL 1957 (SECOND REPORT)

Program Home::

News of the World-—(NBC)}—-Participating

One Man’s Family—(CBS)}—Quaker Oats.
Lowell Thomas—{CBS}—General Motors

RADIO SETS-IN-USE (IN HOME ONLY!
NIELSEN, MARCH 1957
% Radio Homes

Hour’ Using Radio
6- 7 a.m. 55
7- 8 a.m. 13.2
8- 9 am. 169
9-10 a.m. 15.3
10-11 a.m. 156
11-12 noon 13.8
12- 1 p.m. 14.6
1- 2 p.m. 14.4
2- 3p.m. 1.7
3- 4p.m. 1.4
4- 5 p.m. 10.5
5. 6 p.m. 1.2
€ 7 p.m. 1.7
7- 8 p.m. 9.6
8- 9 p.m. 8.0
9-10 p.m. 7.6
10-11 p.m. 6.9
11-12 mid. 5.4

*Mon.-Fri. average before 6 p.m:.i
Sun-Sat., 6 p.m. and after,

TELEVISION MAGAZINE * !
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GENERAN

Latest Bell System control units

speed accurate network switching

ew Bell System control unit permits network
vitches to be set up and double-checked in advance.

Network switches can e set up in
advance and double-checked. thanks
to new Bell System control units.

Ten or 15 minutes hefore actual
switching time, buttons representing
incoming and outgoing circuits are
punched on the control panel. Then,
at the appointed split second, one
master button is pushed and all
switches are performed at once.

The first new operating center
utilizing the control unit began oper-

BELL TELEPHONE SYSTEM

ation in Chicago during the summer
of 1956, followed by similar instal-
lations in Los Angeles and New York.
In the near future, operating centers
will be added in Des Moines, Dallas
and Washington, D. C.

This development, which makes
switching faster and more accurate,
is another example of how the Bell
System is constantly finding new and
beiter ways to serve the broadcasting
industry,

Providing intercity channels for network radio and television throughout the nation

www americanradiohistorv com
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RADIO WRAP-UP From page 2

Lewis. Amos 'n’ Andy, Our Miss Brooks, Galen Drake,
Breakfast Club, My True Story—for two weeks.

Spot radio made its debut as part of this annual Opera-
tion Snowflake last year, and results were considered
excellent. For 1956, U.S. Steel bought five spots a week
for two weeks on 54 stations. It also sent time-selling
kits to 1,500 stations, designed to help them get local
manufacturers and dealers to buy time. A survey of
participants yielded a total of 19,000 spots and 600
special programs sold by 210 stations.

PETRY'S CRUSADE FOR NIGHTTIME RADIO

In an all-out drive to make nighttime more attractive to
advertisers, Petry is urging the stations it represents,
and all others, to lower nighttime rates to half the day-
time level. “Agencies have said they may be interested
in night radio if it’s priced right, and if they know that
they can plan on equitable night rates on good stations
on a broad scale,” says Petry’s v.p. in charge of radio,
Bill Maillefert. He reports that all but a few of the Petr)
stations have agreed to the nighttime rate plan. Wrap-
ping up its research arguments in one presentation,
Petry will soon launch a major sales drive on advertisers
and agencies.

SPOT BILLINGS RISE

Spot radio billings for the first quarter of 1957 hit
$48,827,000—a 40.59% leap over the same quarter of 1956,
Station Representatives Association reports. . . . For one
station, KFMB in San Diego, the first-quarter spurt in
spot brought a 779 increase in national business com-
pared with last year’s first quarter.

NEW NATIONAL SPOT BUSINESS

Lever Brothers is test-marketing its new toilet soap,
called Praise, in Florida. Radio is being used heavily,
and although it is a test campaign, buys have been on a
52-week basis. . . . Lehn & Fink, for Etiquet deodorant,
has placed a five-week schedule in a group of major mar-
kets, using 10-25 daytime announcements per week.

General Foods in July begins a 100-market drive for
Jell-O, to run for 10 weeks . . . A one-week push for its
Maxwell House Instant was staged in June, covering
about 20 markets . . . Another cofTee brand that has been
buyving a short-term campaign is J. A. Folger, which will
use 20 daytime spots per week, concentrated at the end
of the week, in a group of markets. To run four to eight
weeks, the drive has starting dates staggered from late
June to early July.

In mid-June, Schweppes launched a 10-12 week an-
nouncement drive in 15 Eastern markets, using minutes
and 20-second spots. With the male audience as its target,
Schweppes tries for spots adjacent to sports shows.

Gasoline products getting new radio support are Texaco
Supreme and Super Shell. Texaco, in 20-25 Midwest cities,
will use about 60 spots per market in driving time. TV
also will be used in the same areas. Super Shell will get
under way in 20 markets, via 20-second teaser spots, fol-
lowed in the second week of the four-week drive with

O-second spots. Early morning and late afternoon time

s being used.
hnson Motors, for its Sea Horse outboards, is taping
15-minute outdoors sports show for its dealers.

26

——— =
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TELEVISION MAGAZINE'S RADIO STUDY

I
Due to circumstances beyond TELEVISION Ma
ZINE's control, there is no Radio Study this mep -
The series will be resumed in subsequent issues,

——
P\

In any market where the dealer does not want to “’!ll
show, stations can sell it to other advertisers . . &
kicked off a 13-week campaign using mid-mornim;
early afternoon spots in major markets across the
try . . . Welch Grape Juice is launching a six-week
in 25 markets for its juice line . . . Corn Produects t
Niagara starch has started a combined radio-TV
in the Southwest. For AM, it will use early ma!,
spots in 35 markets for 25 weeks, using 12-15 ann
ments per week. . . . American Home Products for| o
Boy-Ar-Dee started a 26-week barrage of morning |

i

NEW BUSINESS ON THE NETWORKS

Next big advertiser to take a multi-million dollar yr,
into network radio might be Colgate, which is repo iy
working on a new $3,500,000 campaign. . . . New : .
tisers on Arthur Godfrey Time are Kitchens of Sar ,
for 52 weeks and Florida Citrus for 13. Each will ¢
weekly segment, pius an extra segment every fourth .
Sara Lee's campaign starts at the end of August. . .
has bought 20 7V5-minute segments of CBS dae
serials; the four-week stint began June 12.

Pepsi Cola launched its first network radio driv
month, a 13-week campaign using 10 one-minut
nouncements and 10 30-second participations in Be
Ray and Fibber McGee on NBC. . . . Two adver s
picked up segments in Don McNeil on ABC. Beltor ior
its hearing aids is taking two weekly segments 1 5
weeks, and C. H. Musselman is taking three weekl 2
ments. Both start September 16.

General Foods, in a flurry of buying activity, cont &l
for five-minute segments in Gunsmoke (both the i
day and Sunday show), Our Miss Brooks, Amos ‘o 1y
Galen Drake and Robert Q. Lewis—all on CBS, all 126
weeks. The food giant’s buys on NBC are on Bant
and Truth or Consequences, each to be used for 10
starting this month. .

Advertisers picking up Monitor segments in 0L
weeks include Plough, Inc., which uses 29 particip /%
per weekend for 52 weeks . . . Dodge just began half o
sorship of Monitor’s sport segments, to run 10 wee
RCA will start an eight-week participation drive on &
tor in mid-July. d

R. J. Reynolds has renewed its News of the '
schedule for Camel on NBC . . . Harrison Product! »
for No Doz Awakeners, has made a 10-week particl 5
buy for the same news strip and has taken porti
Nightline. . . . Sleep-Eze becomes a 52-week U i
Houseparty on CBS July 30 . . . Simoniz has rené€v. -
participations on this show and also has added a2 ™
Godfrey segment. fof

Dodge has bought five “Impact” segments we*er
10 weeks; they started on CBS in mid-June. . for
Brewing this month starts a schedule on ABC calli ¥
17 news and sports segments each week. . .. Chevro 1re
renewed its five-minute newscasts on OBS, and @ o
two additional units for the next 52 weeks. T0#°

of

{957
TELEVISION MAGAZINE * Y
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The circle of WSLS-TV influence
reaches a 2 billion dollar market

and bringing 548,200 households
BUFFALD " within sales range.

i J e
. l@/ Confirmed by NCS /2 Spring 1956

CLEVELAND

BOSTON

-

PITTSBURGH

| A

THE GREATER ROANOKE MARKET

BALTIMORL

WASHINGTON

RICHMOND
NORFOLK

Population ==~ .. . 7 .2,209,500
onsumer Spend. Inc,.. 7 $2,700,177,000

Retail Sales. .. ... A7 . .$1,950,146,000

'y lassificat: WSLS-TV aver-all e

AUNA §By ston:e < assmc;mons. .o ,S-_ . ovel"-ull dominunc_f

Food. ... T .. . $456,058,000 with 68% TV caverage in/"
Drug.™=~. .. 4 $ 55,502,000 s, ¥ H 5
General Merchandise. . $235,399,000 s8iindependent counties.
Apparel ¥ ... .. .. $107,998,000
Home Furnishings. . ... .$107,784,000
Avtomotive . . . ... .. .$403,677,000
Filling Stations. ... .. . $174,001,000

Farm Population. . .. .. ... .. .. 624,100 HIGHEST RATED IN AREA

Gross Farm Income . ... .. . $351,801,000

16 of the top 20 nighttime network programs

A
Source: 1-1-57 SRDS estimates of on WSLS-TV.

consumer markets
11 of the top 13 half-hour film shows on
WSLS-TV.

Rated highest in 341 of 499 quarter-hours,
{March °'57 A. R. B.)

WSLS-TV Roanoke
316,000 Watts _@g Channel 10

'REPRESENTED BY AVERY-KNODEL, INC.

jr— : www.americanradiohistorv.com
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Introducing . . .

THE NEW
SPOT FILM GUIDE

THE INDUSTRY'S FIRST INDEX

TO

SYNDICATED & FEATURE FILMS

AND THEIR

Participating Advertiser

ACCORDING TC

FILMS, MARKETS, STATIONS

Includes

HALF HOUR SPONSORS

Lists
STATION PROGRAMMING

lirdexes

SPOT ADVERTISERS

THE NEW

SPOT FILM GUIDE

An All Monitored Quarterly
compiled from the

TOP MAJOR MARKETS

Another Monitored Service of

broadcast advertisers reports, in:

236 FEast 47th St., New York 17, N. Y., MUrray Hill 8-1370

www.americanradiohistorv.com Fe
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. \ESS REPORT ON MUTUAL

yver 850 stations having signed
ion contracts by the June 2
ing of its new network plan,
| claimed afliliates in 70% ot
D largest markets. Five-minute
sts on the half-hour are now
art of the network’s program
gs. There are 115 weekly news
\ts available to Mutual for
] sale; 84 have been taken by
sers who had previously spon-
ther programs. Only one spon-
nerican Molasses, did not go
with Mutual’s new network

CUT NETWORKING HOURS

dio, now re-christened Amer-
dadecasting Network, current-
d1% hours of programming
ihrough 16 hours of the day,
~ at 8:00 a.m. Hope of presi-
bbert E. Eastman is to cut
eight or nine hours. Possible
+ for network time would be
0 wn.-11:00 a.m., 1:00-4:00 p.m.,
00 p.m.

NG CONCEPT OF COVERAGE

a5 dy comparing clear channel

iwith local and regional com-

Adam Young, Inc. points

: stations with wide physical

s, because of increasingly

in cal competition, do not nec-

deliver large audiences

sut their coverage areas. On

fr hand, the study concludes

higher-powered stations can

pre of the automobile audi-

{ ul can be useful in covering
¥ rural areas.

€ WIEADY OVER 1956 TOTAL

By 9, NBC says, its net bill-
hady has surpassed those for
ire year of 1956. Booming
‘is about 959% sold out from
il August. About 709% of
navailabilities for September
ady been spoken for.

Y OL-EXPENDITURE ESTIMATES?

'of the upbeat in network
§ rumblings are growing
ver lack of information on
'I.radio expenditures, now the
ﬂ-l.or.medium to go unmeas-
418 18 the season for analyz-
# ral expendituras for the pre-
Ar, and 1956 is the first full
yvhich no estimates on net-
dio are available. PIB gave
sk when discount structures,
‘€ it too complex ; if industry-
Orts are reinstated, the move

A
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would have to com
themselves.

from the websy

VITAL STATISTICS

Produetion and sales of radio re-
ceivers duving April were below
March levels, but were above the fig-
ures for April 1966, In April, 1,115,
813 sets weire made, 380,452 of them
for autos. April sales, exeluding auto
receivers, totulled 543,092, [n 1966,
April production totaled 992,942, in.
cluding 299,253 auto sets.

Nielsen reports thut 128 companies

were using neftwork radio in Mav
one less than the number active in
the same period last year

SPOT RADIO RATES

Rates for nighttime spot radio now
in eftect enable an advertiser to buy
9.6% more radio families at night
(6:00 p.m.-10:00 p.m.) than in the
populay moining times (6:30 a.m

9:00 a.m.), according to a study con-
ducted by Peters, Griffin, Woodward,
at the same cost with essentially
the same audience composition. END

FOR UNMATCHED COVERAGE OF
STEUBENV".I.E'WHEEI.ING 52nd TV Market

T -

fWSTV-TV

CBS-ABC ¢ 234,500 WATTS

H Ak
ESTeEL center OF

HERE ARE THE FACTS:

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

1,125,500 TV homes, including Pittsburgh.

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

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

Steubenville-Wheeling Market."

WWW.americanradiohistorv.com

STEUBENVILLE, OHIO
CHANNEL 9 234,000 WATTS

Represented by Avery-Knodel, John J. Laux, Exec. V.P. and Gen'l. Mgr.; Rod
Gibson, Nat’l. Sis. Mgr., 52 Vanderbilt Ave., N.Y.C., MUrray Hill 3-6977

A Member of the Friendly Group
WSTY, WSTV-TV, Steubenville:
KODE, KODE-Tv, Joplin:
WBOY, WBOY-TV, Clarksburg
WPAR, Parkersburg
WPIT, Pittsburgh

LR A R ]
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FOUR N ONE PLUS 7

This one television station delivers four

standard metropolitan area markets plus

* 917,320 TV sets CHANNEL 8 MULTI-CITY MARKE
® 1,015,655 families = D e g y
,"' cuimtox N sere vy <bnione e [Ty A
® 3% million people S ez =
. . . ¢ - LEWISBURG 2 =) s ? ~< 1
e $3% billion retail sales B wronnm = P
A 5 4 SHAMOKIN &7 Fitan e ol

$6Y billion annual income —

CLBACL L MIFFLINTOWN

wynringgon /. g T s "
] : READING ;
¢ ] ' . _ ) Y LHANON/‘\
e k HARRISBURG 4
% N CARLISLE 4 ::.!‘ ]

AT ' 3 LANCASTER

LANCASTER, PENNA. | "™ 0 voa ™

v

GETTYSBURG e
------------ |manover

NBC and CBS B\ e L
STEINMAN STATION - Clair McCollough, Pres. . o

& . T
WESTMINSTER
revecy e

Representative: .~ EEmeen 0N

The MEEKER Company, Inc.

,,,,,,

wW Chicago neKE N

. ) puGe CBS
os Angeles San Francisco- | / : j ’ ‘ 3]6,000 WAT
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A MONTHLY FEATURE
BY NORMAN E. CASH

President, Teloviston Bureau of Advertising

"HE FALLACY OF ‘MEDIA DOMINANCE’

‘ination of a concept which is creeping more and more into media strategy

v often have you heard this: “With my adver-
~Ising budget I can't expect to dominate the TYV
, 50 I am turning to magazines (or billboard, or
oers, or radio, or matchboxes or something) be-
can dominate there”.
yinate” is one of those words that mean all things
en, and has as many faces as definers. Generally,
tmation of what is meant is “reach more often’.
an also mean “reach with greater impact”. This
finition, to my way of thinking, is the function
:divity. The core of the cliché, however, is the
¢ 1edium”, or rephrased, “dominate the medium.”
ns the fallacy.
nedium doesn’t buy the product; people buy.
i advertiser says he wants to dominate a medium
fact, saying he wants to dominate people. Thus,
helaims that his budget doesn’t allow him to dom-
! ple one way, he will try to dominate them an-
Wy, possibly through another medium. The fly in
‘ment is the fact that these may be the same
I 2 is trying to reach through two different media.
wwith his too-small budget, he may turn to the less
‘imedium (whichever it may be) rather than go
'\ 7 best customers with the best medium, all in an
t “dominate” for domination’s sake.

“ariominant in the time-spent-with area

uld be presumptuous to say that television dom-
tople. It is interesting to observe, however, that
working and sleeping, it occupies more of their
n anything else. Thus, on a time-spent-with
~ 2 Presumption of dominance vis-a-vis other media
7 a slightly different coloration. A few statistics
Spect are in order.
ults of a national Pulse study, commissioned by
4w that the total number of persons viewing TV
‘ven day average is 739 of the entire population.
‘age number of minutes per day of viewing per

N MAGAZINE JULY 1957

person over the same span of time is one hour and 45
minutes. The average time per day spent by housewives
viewing TV is two hours and 22 minutes, and for teen-
agers (12 to 17) it is one hour and 57 minutes.

Let’s look at this ‘“dominance of time” in terms of
households. The household with a housewife under 35
years of age averages five hours and 10 minutes per day
viewing. The household with three to four persons aver-
ages six hours and 33 minutes per day viewing. Where
the head of the household has gone through high school,
viewing averages six hours and 15 minutes per day.
Finally, where the head of the household earns $10,000
a year or over, average TV viewing per day hits a re-
sounding seven hours and 21 minutes.

The dominant advertiser—and the only one

But let’s get back to the advertiser out to dominate
one medium or another. If he followed his logic to its
inevitable conclusion, he might very well find his entire
budget going into a less efficient medium where he would
certainly be the dominant advertiser in his product clas-
sification—and the only one. He would, in truth and
within his product classification, be the outstanding
giant, the lord and master of all he surveys. Trouble is,
he’d wonder where his customers went.

If there is a way to reach people that has been proven
to be the most efficient and that reaches more of one’s
best customers than any other medium, does it make
sense to turn one’s back on that medium, embrace a less
desirable one because the competition is not in the less
desirable one? —Ovr perhaps for that very reason?

We believe that if an advertiser looks at the fallacy
of “media dominance,” not in terms of what his budget
will allow but what he can get for that budget—impact,
audience efficiency—he will quickly recognize that if he
drives even an inexpensive car on a superhighway he
will travel faster (and farther) than if he stuck to the
rutted back roads in a custom-built Rolls Royce. END
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A Fable

The Better Mouseirap

Once upon a time a Bright Young Man built a Better Mousetrap
and waited for the People to beat a path to his door. But nobody
did. So the Bright Young Man drew a dandy picture of the
Better Mousetrap and nailed the dandy picture to a big tree by a little
trail. An itinerant scissors-grinder and one old woman saw the
picture. But everybody else passed too quickly and didn'’t see it
at all. So the Bright Young Man hung many pictures on many trees. Then
the People couldn’t see the forest for the trees (or the trees for the
forest). So the Bright Young Man went out of business and the

path to his door became overgrown with noxious weeds. %

Moral: Just picturing your product may not be enough. Use Radio to tell People about Better
Mousetraps. The People spend over 17 hours weekly hanging on every word of their
favorite announcers. Lots of that listening is done at night, by the way, and there’s a
hot tip for shrewd advertisers.

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

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

NEW YORK + CHICAGO + ATLANTA + DETROIT - LOSANGELES -+ SAN FRANCISCO - ST Lot
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A MONTHLY FEATURE
BY KEVIN B. SWEENEY

President, Radio Advertising Bureau

THE FORGOTTEN MALE

fember of the "first" sex wonders why most advertising is aimed at women

ju recall Ethel Merman’s ‘tiny baby brother’ in
! inie Get Your Gun, you'll remember that he was
mt who “knew one sex from the other, all he had
sbas look.” ‘Some marketing men could employ this
v s infallible index to which sex is which during
128 hours with important results in marketing many
ars. And with an equally important effect on their
auying.
tof the first places to start looking would be any
nupermarket on a Friday. Another place would be
dwntown first-run movie house on any weeknight.
1 tad in the doorway of a big self-service drug store
tae any day.
i€ examine the advertising, national and retail, de-
«to bring customers there as it compares to the
sount. To stay in the Broadway show idiom: “It’s a
‘aent.”
5u haven’t the time to stroll through the Safeway,
71l Tea or A & P store this weekend, I'll save you
i€ brt: better than a quarter of all the bodies that
o are male.

¥ 1% of drug store traffic is male

aover the audience most nights in first-run movies
I've done it in over 40 cities. Close to half male,
the picture is teary. The drug store—well, it’s
fout the only retailer which has more male than
licustomers, over 509 of its traffic is male.
“'& Swivel around and check the advertising—listen
nd look at it. Yep, everything’s for the ladies.
“ are the only ones, it appears, who go to the gro-
ore, drug store, movies or who ever have a buying
k apout any of the products sold at these emporia.
'might also take a peek at the media situation
*ou’re considering the complete disenfranchisement
| ‘male as a buyer of anything except tires, shotguns
“%eks. It's also weighted in favor of the female.

4
1
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If you employ the ‘one-man survey’ used rather widely
in all marketing (“Now, maybe my family isn’t typical,
but yesterday .. .”) it’s easy to prove the fallacy of this
virtual exclusion of the male by some advertisers from an
opportunity to buy or motivate the purchase of many
products.

I don’t know how it is in your household, but my one-
man survey shows that in my household I am king em-
peror, grand mogul, and pretty much the boss of the
purchases of a long line of grocery products (I gotta be
boss somewhere).

Take peanut butter. It’s Skippy or heads roll. It's white
Kleenex or none. It's Scott paper towels or there’s hell
to pay. Del Monte tomato sauce goes into the spaghetti
sauce or chaos ensues.

Men do have a voice in brand selection

Fortunately, there’s more than the one-man survey to
back up the impression that men have a great deal more
than a little to say about what brands are purchased.

McCall's is responsible for some imaginative research
that holds the first mirror up to the importance of men
in brand selections. With this new data, it’s impossible
to kiss off men as errand boys who go down to the super-
market or drug store with a list that specifies brand,
size, and price range of all products the lady of the
house thinks she needs.

This study puts the finger on who actually picked up
the merchandise at the store, whose idea it was to have
this type of commodity, and  who selected the brand.

Let’s select the most obvious example: coffee.

Approzimately one-third of all regular coffee brand
selections are motivated by the husband. That’s the male
sex.

Yet virtually every coffee, regular and instant, makes
its entire play to the ladies, both in copy and media,

To page 111
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AROUND THE WORLD
IN 52
ADVENTURE-
PACKED A\
HALF HOURS -
ON FILM...

WITH MCA’S “TOP TEN” ZLE S
ADVENTURE HIT... b
JUST MADE AVAILABLE B A,
TO LOCAL ADVERTISERS! "'

YOU KNOW IT IS “TOP 10” IN 49 MARKETS! (latest available ARB ratings as of May, 1957)...with a
world-beating average of 26.9! You know you are going on the air with a huge and happy audience!

YOU KNOW WHY IT ALWAYS RATES HIGH! . . . because the REVUE PRODUCTIONS seal spells television’s

finest film programs. Made on seven seas and five continents, SOLDIERS OF FORTUNE takes viewers
adventuring in the mountain fastnesses of Tibet, the jungles of the Amazon, the menacing waters off
Hong Kong! Everyone claims to spend a fortune on production — Revue really does.

YOU KNOW ITS TERRIFIC SALES RECORD! Seven-Up, exclusive national sponsor, ran 26 of these programs,

took a look at the results, asked Revue to produce 26 more! Consistently high ratings are matched by

A

ideal audience composition — 50% adults, 50% kids.

Call your MCA TV Film Syndication representative for details on TV’s most successful adventure hit . ..

———

D)

A \
-\ u
Z\Y > \ starring JOHN RUSSELL and CHICK CHANDLER

SOLDIERS O
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Write, wire, phone

MnCa

FILM SYNDICATION

America’s No. 1 Distributor of TV Film Programs

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

ORTUNE

www.americanradiohistorv.com
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A MONTHLY FEATURE

BY HARRY WAYNE McMAHAN

THE VIEWER TALKS BACK

Despite a few public gripes, many imaginative new commercials are appear

We have always contended that the viewers of TV
commercials get smarter faster than the adver-
tising writers. With our increasing velocity of communi-
cations, the audience is constantly graduating out of
last year’s class.

Colgate toothpaste is a good case in point. The yell-
and-sell technique, so successful in the early days of TV,
reached an extreme early this year on this account.
Fortunately, they have now retreated from this blatant
campaign, but we have a hunch a lot of consumers may
already have been offended.

Some confirmation of this is to be found in a “gripe
poll” conducted by Guy Wright in his San Francisco
News TV column.

“After having my ears blasted, I'll never use their
toothpaste again if every tooth in my head drops out.”
—This is a typical comment.

Of course, “gripe polls” are to be taken with a grain
of salt, especially when conducted by newspapers con-

BAKERS
INSTPWNT
Exo EglpTe
= Mix _

This spot for Baker’s Instant Chocolate Mix shows
the current trend of devising ingenious new ways
to get words on the screen. Abstract graphics,
mambo band and voices. Ray Patin Productions.

CHESTERFIELD

36
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cerning the rival medium of television. But where {-
smoke, there isn’t always a filter.

“For the sponsor’s benefit,” gripes another of the /!
posteards received by Wright, “I wish to state |¢
smoked his cigarettes until that awful screaming 1
mereial made me so angry I switched to another b

Viewers are rejecting the old "formulas”

Yes, the viewer is smarter. There is more confir
of this in the study of viewer response we've m
the last six months while developing a new TV co ¢!
cial testing technique. Many of the “formulas” of 1l
TV have run their course, and the viewers are rej !¢
them. They want commercials that reward them it
entertainment, news, information on how to live f

-but they are pointedly rebelling against the adve erf
who seream and insult their intelligence.

Among the brighter spots before our eyes these
To 1

v
v

NEW MOBILGAS SPECIAL

SMOKE v
F R

1./JAL

Chesterfield also plays with words, with a little
character to move letters stound. Devices such as
the missing letter {above) involve the viewer in
correcting the message.

New MOMlgas Spe

i B A Jo8
Another “animated ‘face’ film in the

X X af
series shows sharp creative work. W°'d_

5 . inging
is also used with great success, bring!nt:

Chadwick Productions. and title to life. Terrytoons, CBS TV Riled

4951
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ZYT(:D UNG &5 ’71) UIBTCAM  Tvee
1dvertising

NEW YORE - CHICAGQ - DETROIT : SAN M'RANCISCQ - LOS ANGELES + HOLLYWOOLD + MONTREAL - TORONTG *MEXICO CITY « SAN JUAN + LONDON

CLICK!
\

It makes a happy sound when millions of peo-
ple all over the country click on their TV sets
to watch your show.

And it’saneven happier situation when these
viewers ‘“‘tune in on”’ your sales message.

If you’ve made your salesmanship as com-
pelling as your showmanship, viewers will not
only react favorably—they’ll go out and buy.

WWW.americanradiohistorv.com
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GETTING THE MOST F|,

—_—— ——_—_—_——_——_—
——

Good Films are
Only HALF the story

If you have complete system equipment to provide
showmanship in your film programming, you'll be ready
for bigger film profits. That's why it's a good idea to
take a long look at your station’s film room facilities
before you invest a lot of money in films.

WWWwW.americanradiohistorv.com —
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How an RCA Film System
W ill Enable You to Spark
and Hold Viewer Interest

/ Here’s how one of the most successful users of film shows gets excellent
results. He employs several carefully planned steps made possible by
the use of an extremely versatile film system. First, the program
starts with a 20-sec. film commercial followed by a 10-sec. VSI—fading
to a 30-sec. film teaser strip. The feature is then announced with a
super-imposed “presentation” slide with record music. Feature is
begun and film commercials are inserted at appropriate times
to the end of the showing. This kind of expert programming
that sustains audience interest is only possible with the proper
combination of film equipment.

You have creative people who can do a similar job for you if given

the right tools. An RCA Film System will provide them with these tools.
It will enable you to offer a variety of film presentation formats for
sparking and sustaining program interest. It will also help

you prepare for future expansion.

Lack of long-range planning will obsolete equipment
before its time . . . leave you unprepared for color.
Investigate the quality and cost-saving of an RCA Film
System—we'll be glad to help you check at typical
stations. And ask the RCA Broadcast Representative to
show you our latest film literature.

M
v FIE

NING
LAY

h
!
1ES :
T -
FACILY ——j_-- = /
i
1
"~ ND 1
FoRr COLO® & —D__- -7

ROME.

MONOCH

"
lh':i RADIO CORPORATION of AMERICA
N BROADCAST AND TELEVISION EQUIPMENT
'f® CAMDEN, N. J.
In Canada: RCA VICTOR Company Ltd., Montreal
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In Mobile...

GETS STILL BIGGER
IN ALL 3 DIMENSIONS'!

A R B WKRG-TV sets a
oM eldenew record in
A.RB. (Feb. ’57), leading 281
to 150 in quarter-hours when
both VHF’s are on the air . . .
with a record new night-time
lead, too . . . 139 to 59!

PULSE Telepulse (Sept.
’56) shows WKRG-
TV leading in 275 quarter hours
to 171 for Station “X”. Even
the night-time lead was
lec 117 to 48.

NIELSEN Nielsen Cover-
age Service (Re-
port #2) shows WKRG-TV leading
in every department . . . covering
33 counties to 26 for Station X",
with 45,000 extra homes in Channel
5’s Nielsen Coverage Service area.

& VKRGV

CBS
Avery-Knodel

WWW.americanradiohistorv.com

McMAHAN From page 36

Ballantine Beer is making a
new switch with their jingle ¢
We especially like the “Club Ca
commercial with the Charles p
voice. '

Piel's Beer is experimenting
a new character for the “Beyt
Harry” series. He is “Otto, the B
master,” and he should help the
ation. For those who questioneq
statement that Piel’s sold no
beer in 1956 than in 1955, the fig
are: 1955, 1,350,000 barrels;
1,350,000.

It would be nice to report
“Bert and Harry” sold a lot
beer, but it’s apparently not
They did, however, keep sales
slipping — a serious problem
most regional brewers. And
have done a great service for.
industry in stimulating intere
better TV commercials.

Another interesting Mobilgas spot:

Mobilgas has another intere
spot with an animated face and
animation that brings the tit
life. This series is very imagin:
We’'re not sure it sells gasoline
then there are very few TV con
cials that do a very pointed j¢
this direction.

Gasoline is a toughie—and y¢ ¢
vertisers in this product field
afford to pass up the medium.
new approaches to this comm
problem are in order.

Armour’s New Liquid Chif
doing a smart new cartoon app
to the straight pitch comme i
using a “little man” character
liver the message with inge
words-on-screen animation. Ca
produced.

Fine word animation by Chesterfil:

Chesterfield has done one @
best words-on-screen jobs in !
months, and there seems to
growing tendency for others {
more ingenuity in getting tit}e
words on the screen and anin
them. Chadwick handled prodv -

Ray Patin is another top PI¢ 1
on tricks with words. His BT
Instant Chocolate Mix commer
a good example. Here is an ak
treatment to the music of 8 I
band. Quite contemporary and
orable. .

Also out of Patin’s place T
series for Bardahl that in maw®
spects tops the old awa}rd-w
series of Dragnet satires:
imagination, good sell. This
sort of fine work that spoils &
ers and intrigues both thelr ¢
and their pocketbooks.

¢

2
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FOR A HAPPY PRESENTATION

The joy of accomplishment is a universal happiness.
Especially in the case of a film which is your creation, born
out of hard work and careful planning.

Because Precision’s staff of specialists adds its own

creative efforts to yours by the use of specially designed
equipment, and by careful handling and intelligent timing —
you might say we are fellow créators, working with you

to bring out all you've put into the original...Yes,

and: maybe more!

So, when you turn those 16mm dreams into

realities, be sure to call upon Precision for the accurate, sound
and ¢raét processing your films deserve.

Remember: Precision is the pace-setter in processing

of all film. No notching of originals—scene to scene ‘
color correction, optical track printing, / 1]

all are the very best...35mm service, too!

i

—
you'll see 12 and hear
F I L M
21 West
everything, there ls one best . . . in

TON

i -~

@o@Enns /o 4

A B ORATORII E S f N C

46fth Street New York 36, New York

tilm

processing, it's Preclsion

www americanradiohistorv.com


www.americanradiohistory.com

JULY 1957

TELEVISION

MAGAZINE

IT'S TIME TO TAKE STOC

BY HERMAN LAND

t is time for American advertisers and broadcasters

to pause a moment and take stock. They are not only
engaged in a marketing enterprise, they are deeply in-
volved in the most powerful of all communication media
and are influencing society whether they wish to or not,
indeed whether they know it or not.

The man who voices this sentiment is not a scholastic
recluse but one of the most successful men in television,
who himself has sat in network management councils at
CBS and negotiated directly with sponsors. Edward R.
Murrow has a keen appreciation of the client’s needs
in the medium and of the medium’s own economic re-
quirements in turn. Commercial TV has been good to
him; he is said to earn close to a third of a million a
year. “Naturally,” he says with a smile, “I’d much rather
work sponsored than unsponsored, for obvious reasons.”

TV carries an inescapable responsibility

Murrow’s views are of importance because they serve
to remind a usually frantic industry of its true stature
in American society. It is his basic contention that this
stature carries with it an inescapable responsibility.

“Television is growing so fast,”” he said recently, on
receiving the Albert Einstein Memorial Award, “that
those in charge of it hardly have time to administer it
well, let alone to think of its place in civilization. If
these instruments of television and radio are to sur-
vive, they must strengthen and affirm the values that
are the essence of our civilization.

am well aware that the bulk of the money that pays
elevision and radio comes from a relatively small
of corporations. Hence the thinking of the execu-

www.americanradiohistorv.com

Edward R. Murrow, radio
most-honored journalist, calLs!‘
the TV industry to recogni

true status in contemporary so

tives in these corporations will have a profoun I
ence on what happens in television and radio. Ant &
is saying that they will greatly influence and coult &
sibly decide the course of our civilization. Arﬂ
insisting that they cannot abdicate this respo 1
by assigning it to an advertising agency.

“It might be helpful if those who control tele =1
and radio would sit still for a bit and attempt LL
cover what it is they care about.

“That they have great belief in the power an ¥
ture of these instruments is certainly the case. I
television and radio are to be used to entertain. -
the people all of the time, then we have come peri =
close to discovering the real opiate of the people «

The American advertiser sometimes appears &
Murrow as a split personality. “If you sit and tall lt."‘
executives of big corporations, you find that as di
viduals they care about a hell of a lot of things th ¥
never reflected in the programs they sponsor. Tb [/¥
often a complete divorcement between the individu ﬂ.
his corporate personality.

The sponsor contributes to the level of taste

“I am not saying that his primary job is.t_o
but the sponsor cannot escape his responsibili
a very real extent he is responsible for contr
the level of taste.

“This is no idle speculation. I have talked
about this question of influencing taste with OUE
people. They tell me that as a result of years:

casting the concerts of the New York P:
0
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"IT'S TIME TO TAKE STOCK"

Continued

“The advertiser, of course, has
every right not to sponsor controversy.
... I probably would be reluctant

Over-reliance on mass appeal can only

orchestra, the level of appreciation among those who
have listened has been raised. It follows that if, by
exposure to a cultural product over a period of time, the
level of taste can be raised—it can also be lowered.”

Murrow notes signs of awakening in some quarters of
industry. “I think there is a gradual development of
a sense of responsibility among some of our big corpora-
tions. You can see it in their new willingness to estab-
lish fellowships and scholarships. Some have created
foundations which are doing important and useful work
in several fields.”

Information programs are always a problem

Once a sponsor moves into the area of information and
discussion, he is sooner or later bound to be faced with
the question of controversy. Murrow, himself considered
a controversial figure by some, is sympathetic to the
advertiser who fears to offend potential customers.

“The client, of course, has every right not to sponsor
controversy. If I were sitting on the advertising side of
things, I probably would be reluctant to sponsor trouble
myself. But I must admit that I have been very lucky.
Most of the time, there seems to have been someone
around who has been willing to pay the bills.”

This is one of the knotty problems to which no easy
solutions appear. In fact, Murrow is the first to admit
that it is easier to be critical in this connection than
to offer constructive suggestions.

Of one thing, however, Murrow is convinced. While
popular entertainment obviously must continue to occupy
a substantial portion of the TV schedule, over-adherence
to the mass-appeal thesis can only lead to degradation
of the medium in the long run. Indeed, it could very well
turn out that this trend will be self-defeating, since it
can only lower the prestige of the medium to the point
where the viewer will take it less seriously than at pres-
ent. In other words, the commercial believability of the
television medium itself will suffer.

“If this is taking place,” says Murrow, “and I think
that is exactly what is happening, then, it seems to me,
the medium may begin to change again. For sponsors

y start to look for something more than it is pro-
ing.”
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to sponsor trouble myself.”

lead to the degradation of the med .

What then can be done, given advertiser willing 1

At this point Ed Murrow tosses the challenge « ke
creative forces in the industry. “Perhaps the ansy i
that so-called public service programming has j |
get better. It must be done with more imaginatiol 1!
achieve greater appeal. I think it can be done.”

Another answer may be found in a variation
public service-entertainment combination worked o fo
radio during World War II. “The sponsor of an e
tainment show might contribute a ‘tithe’ of his pr an
time for informational material.

“For example, let us say GE is sponsoring a n¢
program. Now it is generally agreed that we h:
acute shortage of scientists and that this is a s ou
national problem. Would it be reprehensible if G @
Electric were to turn three or four minutes over to né
one like the commander of the Nautilus, one of th- o0&
forceful and persuasive men I've ever met? He uid
not exhort, but explain the facts and the proble aid
point to what might be done. His ability to commu:4¥
with the audience is great. What would be wron, 7t
that?” J

Possibly that the viewer might resent having edi 00
thrust upon him in a program he turned to ori %U}I
because he wanted entertainment. Murrow admi &
might be a problem. He recalls how the political ‘.txe.
were made painfully aware of it during the 1952 & lon

Stories of industry could be exciting TV fare

Among the areas he believes TV might look inf *
happy results is big business, “one of the most € #'°
stories in the country. There is excitement and r tneé
in the story of industry’s accomplishments. But b o
ness has done a lousy job of telling its story.” ‘

Above all, Murrow would like to see a major ‘Ei
events show designed for children. He refers to t F'f“
ject often, impressed with the educational poss = \
of such a venture, well handled. o

American television, in his view, might well fir
for an occasional program from abroad. “The !
programs in England, Japan, Italy, even East i
which would be interesting fare in this country—
not as a-steady diet, of course.

ith
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Lxecutives as individuals care
hings that are neve: reflected
programs that they spomsor.”

. on’t believe that television has even begun to

<

| possibilities that lie in the field of reality. Let
tforget that during the last war reality became,
use, more ‘real’ than fiction. It may be that fic-
sich is the staple of TV, is losing its appeal simply
it is so predictable in most cases. Reality, on
or hand, is always unpredictable.”

sigly critical viewer will affect programming

rzdless of his misgivings, Murrow is by no means
wtic about television’s future. He sees the viewer
soly being ultimately responsible for positive pro-
1ange. “I think the viewer will become more
2/ As a result, sponsors may begin to make new
"% on the medium. They may also demand that
;ie done more cheaply. The fact is, that it is not
yplicated thing which necessarily works best in
the simple. I am convinced for instance, that
nothing more effective on the TV screen than
widual with something to say, well lit and shot.”
te whole, Murrow maintains, the sponsor record
obeen so bad, considering the size of the risks in-
In a medium as costly as TV. To him it is en-
g that clients have been willing to underwrite
abitious projects as Ommnidbus, Wide Wide World,
Tow.
2 took a fantastic gamble with See It Now. I re-
# very well going before the board and Chief

" maying to me: ‘Are you sure you can do a half-

-

e

sow like this every week?’

dn’t know, since we hadn’t done it before. Of
:I could give no guarantee, except our record and
uce. T answered: ‘Could you guarantee anything
Ju were asked to cast your first aluminum motor

X, 'Of course, took on the weekly sponsorship. It
* Important period in the broadcast life of Ed
¥ and for the industry in general, for the half-

" Joduction chalked up one journalistic accomplish-

fFer another, bringing attention and prestige to
ilium. The experience was also a testing ground
| Murrow thesis that advertiser and medium can
jether in mutual respect, that journalistic in-
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“If TV is to entertain all the
time, we might have found the
real opiate of the people.”

“Networks and stations have the
right to editorialize. Yet by and large
they do not. They have no guts.”

dependence is compatible with commercial sponsorship.

“I must say that Alcoa lived up to its agreement com-
pletely,” says Murrow. “Not once did they even ask me
what the show was going to be. It was an excellent re-
lationship.”

That not all TV advertisers are this enlightened is as
obvious to Murrow as to anyone else. But his own ex-
periences have been such as to encourage him to hope
that clients will, more and more, come to understand
that their best interests lie in a strong, independent,
vital TV medium, a medium “with guts.”

It is on the subject of the final responsibility that
belongs to the medium rather than to the buyer that the
mild-spcken Murrow suddenly becomes forceful, turns
from objective observer into direct partisan. The long-
range welfare of broadcasting, he insists, depends on
the ability of stations to be not only “conduits” of en-
tertainment, but vital organisms which are deeply in-
volved in the life of the community. Only thus can they
achieve influence and enhance their prestige.

The final responsibility belongs to the medium

This is why Murrow is irritated by the failure of
broadcasting to editorialize. “The networks and stations
have the right to editorialize,” he argues. “The FCC
has recognized that right. Yet, by and large, they do
not editorialize. They have no guts.”

The argument of scarcity of facilities no longer ap-
plies, he holds. “Today, the combined number of TV and
radio stations in any city is greater than that of the
newspapers.

“It should not be forgotten that the legal and moral
responsibility rests in the hands of the licensee. In my
opinion, station management does not have the right to
abdicate that responsibility. Nor can it turn that respons-
ibility over to those who purchase the facilities.

“Even more than in the case of advertisers, it is not
enough for station management to look upon TV as only
an instrument for the sale of goods. I repeat, it is a
medium for the transmission of ideas as well.

“I have no illusions about the quality of the editorials
that will be aired, Undoubtedly, some of them will be

To page 109
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THE REVOLUTION IS Nowi

y October, there will no longer be a single regularly

scheduled liwe nighttime coast-to-coast telecast on

the CBS network. The age of videotape is here. Its qual-

ity has been proved beyond question. Already, videotape

is profoundly affecting network schedules, and national
and spot advertisers.

So swift has been tape’s advance that the industry has
barely had time to realize how far the transformation
has gone. Now that six months of on-the-air operation
have elapsed—the first network broadcast was the CBS
Doug Edwards newscast of November 30, 1956—it is
becoming possible to make a realistic evaluation based
on experience rather than fantasy.

Although there are only ten Ampex videotape recorders
in use throughout the country—five CBS, three ABC,;
two NBC—the network picture has already been pro-
foundly changed.

On April 28, CBS begun what its vice president in
charge of engineering, William Lodge, aptly terms a
“grind and groan’’ tape operation. The entire nighttime
schedule, with the exception of one show, is now being
taped in Hollywood and fed to the West Coast. In Oec-
tober, CBS hopes, the last remaining live show, U.S.
Steel Hour, will go on tape, and the East-West schedule
parallel will be complete.

New York program sequerce restored on West Coast

Says Robert Jamieson, CBS director of sales service:
“The significance of tape lies in this—it means the final
restoration of origination sequence of programming on
the West Coast repeat network.”

Tape’s advantages are dramatically illustrated by the
fact that it has made possible, according to Jamieson, a
basic shift in the West Coast schedule based on sets-in-
use analysis.

“We start with the premise,” he says, “that during the
week the West Coast audience peaks an hour earlier than
on the East Coast, while on Sunday it seems to fit into

he same pattern. Therefore we think that the weeknight
hedule should be pushed back one hour, to Chicago
while the Sunday schedule remains on New York
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VIDEOTAP}:

v

time. This, of course, is impossible with film kinest

To the advertiser, tape’s ability to eliminate; |
Jamieson calls “schedule abortions” that induce pi
conflicts is welcome indeed. He recalls that on Tu ¢+
Do You Trust Your Wife?, aired in the East at 8
p.m., was fed to the West Coast at 7:30 p.m,, to | =
lowed there by the Phil Silvers Show. The first wag j‘
sored by Liggett & Myers and Frigidaire, the sect
R. J. Revnolds and Amana. .

“All the clients were screaming,” says Jan S
“Who’s right in such a situation?”

The Ampex machines handle only black-and'd
This means there will probably be little CBS col¢
fall on the West Coast, although the network h: ai

nounced plans for fall color shows. Color shows ¢ i
To g &

VIDEOTAPE IMPACT AT A GLANCE ¢

Network schedules on the West Coast are already %
formed, amd DST leadaches are rapidly being #&
inated; show recording for later playback is no e
ular practice.

Tape’s commercial use is limited, mostly to recordd
commercials for network shows and rehearsal 6t
Editing remains major problem, mot expected &
proach film possibilities soon, if ever.

Dubbing is too expensive and slow for Large=scale$
cation, ruling out program syndication Vi@ tape.-

Color recorders may be available from Ampex i ?
and a half; no predictions are available from RCA

Station use will not begin before November; 4Pt
be used for recording of local shows, commerciak
tions and delays of network shows. i
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Ampex president
George I. Long and the
Ampex tape recorder
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TRIPLE-SPOTTIN(
WHAT SHOULD BE DON

Here are the arguments in a crucial and heated industry de

he problem of triple-spotting has long been a center

of controversy. This April, Procter & Gamble turned
the spotlight on the subject by launching a series of con-
versations with networks, representatives and stations.
The focus of its concern was a number of stations that
were clipping cast credits from network shows in order
to run two 20-second announcements and an ID.

Triple-spotting has been opposed by most advertisers
and many stations, but practiced by quite a few on both
sides. What can—or should—Dbe done about it is a matter
that affects every segment of the industry, and raises far-
reaching questions about the traditional operating meth-
ods of broadcast media.

Procter & Gamble made this statement of its position
to TELEVISION MAGAZINE: “We are opposed to triple-spot-
ting between network shows . .. We think the best way to
correct the present situation is for the networks and
their affiliates to agree on the time span to be occupied
by 15-minute, half-hour and hour shows, namely, the
designated time less 30 seconds.” The reason for its oppo-
sition, P&G says, is that triple-spotting dilutes the effec-
tiveness of network advertising.

Both applause and resentment for P&G's action

P&G’s move has produced a variety of responses, re-
flecting the strongly divergent viewpoints of various por-
tions of the industry. Reactions ranged from the accusa-
tions of undue pressure made by some stations and reps,
to the applause of networks, agencies and the stations
that have spurned triple spots.

The initial reactions of some stations and reps was
one of resentment. They thought broadcast media were
being singled out unfairly.

One rep executive said, “Have they complained because
magazines run facing pages or because newspapers put
an unlimited number of advertisements on one page?
They’re criticizing TV for a problem that is presented
by all media. There is an awful lot of advertising these
days; no one has the stage to himself in any medium.
It’s a matter of economics. Look at the magazines that
have gone under, squeezed by high costs. All media need
all the revenue they can get.”

Many of the station management people queried by

VISION MAGAZINE were outspoken in their defense
‘tack on, triple-spotting, but Mitchell Wolfson,
vJ, Miami, was exceptional in his frankness.
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“When Miami was a one-station market,” he sai
vertiser demand for time created tremendous pre
If we hadn’t squeezed them into triple spots, it
have meant that they’d have no television advertis I
one of the country’s most important markets. W jg
triple spots then and we continued to take them: te.
other stations came into the area. "

“We never misrepresented our position. Agenci u
clients knew what they were getting. In light &
Code’s revision last July, we have changed our i,
As advertiser contracts have expired, we have r
newed any that would create a triple-spot situation; #
September, there will be no more triple spots bs
network shows on this station.

“This will mean a loss of about $500,000 in po :a
revenue for us.”

More long shows will mean fewer availabilities

Another problem ahead, Wolfson pointed out,
from the rise in 60- and 90-minute shows on the net
“The trend will become more prominent as the ne
meet the competition of new feature films progr: @&
against them. And, understandably, advertisers 0
large sums for these longer shows want to get the @
for presenting them. They won’t want a flock of 4
advertisers coming into the station break. We're
to lose some of these availabilities.

“There will have to be a new approach to the sp:
situation that will give us some means of recal
the lost revenue.”

So far, WIvJ is the only station that has ani 8
its intention of abandoning the triple spot betwe iet
work shows.

me
ing

How the revised NARTB Code now reads

The revision of the Code Wolfson referred fo W
in July, 1956. The Code now reads:
“More than two back-to-back anmouncements
the comventional sponsored 10-second 1D 07¢ b
acceptable between programs or within the f""lt
work of a single program. Announcements St )
uled between programs shall not interrupt @
ceding or following program.” iz
From the first sentence it can be construed 1 i
tions may triple-spot. The second sentence. how”.’ﬂ.
the crucial one. For, with approximately 30 secont"

g alE

3
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SATEMENT
3'PROCTER & GAMBLE ADVERTISING EXECUTIVES

MILD MENTWY 1PPLD

S
YV a P aiE g nE

ISSUED TO TELEVISION MAGAZINE

eire opposed to triple-spotting which is practiced
n stations in various markets where television spot
llities are tight. We are especially opposed to
otting between network shows.
refer to that triple-spotting hetween network
hich 18 accomplished through appropriating some
ime traditionally occupied by one or both of the
i programs. We believe the insertion of the addi-
ot advertising inevitably dilutes the effectiveness
etwork advertising.
eelieve also there is a loss in effectiveness when
tvertisements are broadcast in succession as com-
2 when two advertisements fill the interval be-
wo network broadcasts.
tunfairness of triple-spotting is perhaps best illus-
vhen an advertiser buys a spot following his own
» program. Quite possibly, in such a case, his own
® will be trimmed by the station to help accommo-
* spot he has purchased.
€hink the best way to correct the present situation
he networks and their affiliates to agree on the
tan to be occupied by 15-minute, half-hour, and
%ows, namely, the designated time less 30 seconds.
" this agreement is lived up to by the individual
4 the network advertiser can be assured that his
tll not be pre-empted, and the station can sell its
2e as it sees fit, though presumably in accordance
le NARTB Code.”

ON MAGAZINE -+ JULY 1957

Kools, Birdseye and Ivory soap—
an actual case of triple spotting

recently cited by the NARTB

able between network programs, it would be physically
impossible to run two back-to-back announcements, plus
the conventional sponsored 10-second ID, without inter-
fering with network programming. Insofar as non-net-
work programming is concerned, it is generally inter-
preted that a station may triple-spot within the Code’s
regulations to the extent of the first sentence. In other
words, it would not be allowable at any time to screen
three one-minute spots or even three twenties.

Are credits and network promotions "programming'?

Whether or not network promotion spots and cast
credits are part of a program is a gray area subject to
varying interpretations. Some stations contend that these
are not programming, and the Code specifies that the
announcement should not “interrupt a program.”

“We don’t feel network promotion plugs and credits
are programming,” says a station man. ‘“The people in
this city don’t give a hoot about the name of the audio
engineer or set designer. And we can do without the
‘promos’. We can plug their shows in lots of better ways.
Whenever we find a network show that runs the credits
last, we’ve got another spot. We've made up a network
cue card and whenever we want to cut off the net, we
just throw up the card.”

The advertiser and agency people who have opposed
triple-spotting contend that it dilutes the effectiveness
of advertising and means cutting off time that the net-
work advertiser has bought and paid for. On the other
hand, agency men admit that they have knowingly bought
triple-spot positions and will continue to buy them as
long as they’re available.

"There can be four minutes between entertainment”

As one media man puts it, “We have been forced by
monopoly situations to put up with a practice that is just
plain bad advertising. The viewer doesn’t see only three
spots; he sees a closing commercial on the network show
and possibly a hitehhike for another product or a plug
for the alternate-week sponsor. Then comes the network’s
program promotion spot, then the breaks and ID, and the
opening commercial for the next show. There can be
three or four minutes between entertainment.”

There are a few major spot advertisers who, though
naturally preferring fewer spots surrounding their own

To page 90
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A key figure in the

battle of the automotiy. lig
on TV this fall, Henry

bases his persq |,

business philosophy on t 4,

pegs of “solidity g

reasonable “progress

HENRY FORD Il

hirty-nine-year-old Henry Ford is the key figure in

plans of the U.S. auto industry for a sales battle this
fall that will put more auto advertising on television
than ever before.

The battle is inevitable. The auto industry had hoped
to make 1957 a record-breaking year. Sales are off,
though not enough to discourage optimism, and indi-
cations are that ’57 will wind up as only the third best
year in the industry’s history. Ford this year widened
its now unquestioned lead over Chevrolet, the tradi-
tional leader of the industry. General Motors is not the
sort of company to take this treatment lying down. In
addition, ’58 is GM’s golden anniversary year, and it is
now winding up a ‘“‘crash” program to bring out a ¢om-
pletely new Chevrolet and Pontiac for ’58.

At the same time, Chrysler has made striking progress
this past year, with rakish new models in all divisions
apparently  able to win public faney. Chrysler's Climaz,
You Bet Your Life, and Lawrence Welk are among the
most popular shows in TV.

All eyes will be on the new Edsel this fali

This situation has resulted in the most competitive
auto market of all time. And, as the battle reaches its
climax this fall when each motormaker unveils its new
models for ’58, Ford Motor Co. will introduce its brand
new car, the much talked about Edsel. It is the first
new name in the industry since Nash produced the
Rambler in 1950, and the first major addition to the
U.S. auto market since the Mercury appeared 20 years

art the new Edsel off with a bang, the company
1ie seeking a television spectacular that will be

50

breath-catching. The company has reportedly at i
to negotiate for a full-length television present, n
what for the past year and a half has been the te¢ ick
on Broadway—aly Fair Lady.

In addition, there will be heavy expenditures o 9
basis by the Ford dealers.

Half of Ford's ad budget may be earmarked. for TV

A good indication of the Ford trend to TV @ : &
month ago when 40-year-old Robert McNamara, W o
the Ford car and truck divisions of the Ford Mc =
was made executive vice president in charge of | &
divisions in the company—Ford, Lincoln, Mercur-j:dﬁ
and Thunderbird. McNamara is said to be oné .FH
company’s strongest believers in the value of te 18I
advertising. It is estimated that half of next yea For
budget will go into TV. Ford’s major network ri 1 0%
for next season has already received wide puk L

All of these moves lead quietly back to Henry #
the president who believes in giving his divisic !
much independent authority—but who promotes
believes will run their units pretty much as bV
himself. In the dozen years since young Hen J
was catapulted into the presidency, Ford Motorl “
turned increasingly larger segments of its ad i
toward television. it

Ford believes that his programs should appe.fpﬂ'
mass audience, that selective programming ¥ .m
nomical and impractical. He carefully watches ¥= bp
grams on TV and sends frequent comments on
personal memo to his advertising men. -

A remarkably young man to be an industria -
To"'{

!
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Nabisco exemplifies the
modern trend toward rule of
logic and numbers in selection

of spot and network programs

= = 'WE'RE BUSINESSME]|
NOT SHOWMEN’

concern for the media efficiency of each dollar he advertising.
spends. The extent of today’s c-p-m thinking is clearly At the last annual meeting, Nabisco president :o¢
evident in the slide rule approach to TV taken by the H. Coppers, after citing the 1956 record net sales dus
National Biscuit Company, one of the country’s top 100 of $410 million, reported: “Our total advertist ©
corporations and undisputed leader in its field with 40% penditures were $20.9 million. Nabisco sponsol P
share of the market. the popular Rin Tin Tin and Sky King televiss i

It is no surprise, therefore, to find Nabisco attempting grams and television spot announcements we U

to resist the rate increases which have been a feature of extensively.”
TV’s growth to maturity. Advertising director Harry F.
Schroeter reports that in some markets rates have

As media costs have increased, so has the advertiser’s chief reasons why TV continues to be the key to N s¢

Despite higher rates, its TV schedule expands

climbed to the point where “we have shifted out of TV For all of the company’s complaints against
into radio.” creases, its TV schedules continue to expand. T
Although such media shifts have only been occasional, tensive Sky King spot schedule in over 100 ma *
they may be significant in that they represent a major has added Whirlybirds in 10, and a dozen or *
TV advertiser undertaking concrete action rather than  syndicated films in various markets, among t' lu
remaining content with a perennial grumble. How wide-  Hudson’s Secret Journal, O'Henry Playhouse, G0t (;‘
spread such action is becoming is difficult to determine, I Married Joan, Gene Autry, Mayor of the T¢ !
but Nabisco is not an isolated case. Francisco Beat, Midwestern Hayride, Ozark p
Range Rider, State Trooper, Star and the Stor nt
TV was chosen for its qualitative superiority South, Nabisco sponsors the Statesman Quartei e

For all his emphasis on costs and efficiency, however, Nashville, it sponsors a portion of Grand Olé

Schroeter is not misled into making purely mathematical radio. Its network vehicle is Rin Tin Tin, on &
comparisons of media. He does not forget that Nabisco This unusual lineup represents not an effort t ]p;
went into television in the first place because of its ment network with spot activity, as is so often *
qualitative superiority over other media, as well as its but a series of individual answers to specific mai
ability to deliver great coverage and frequency. “There ations. From the media standpoint, Nabisco s “tl
is no question of TV’s impact,” he says. It is one of the  than ordinary interest because its complex P~

I
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ure has produced two distinctly different advertis-
¢ aproaches. On the one hand it behaves as a country-
etwork advertiser, on the other almost as a purely
oncern.

] s3pecial Products Division, which produces cereals,
v a conventional distribution nationally through
salers and chain-store warehouses. National media
yuired in this area as the basic form of advertising.
m Tin, the major national vehicle, was recently re-
s, for at least another two years.
impletely different set of conditions prevails in the

« u Division, for cookies and crackers are regional

ines kal items, according to Schroeter. The concept of
r dvertising is always in terms of the total exposure
i local level. For six years, Nabisco sponsored God-

n TV and radio nationally. “Despite our big na-

acampaign,” Schroeter recalls, “we found that local

1 piitors were beating our ears back in some cases.”
«aisco went from network into spot announcements
juut 150 markets. In some areas, programming was

ds20as the company sought prime time and minute
ahailities.
rould be difficult to find a better example of the

ut hmatically-oriented, cost-conscious advertiser than
Naviio, particularly when it comes to the use of syn-
i films. In Nabisco’s media thinking is evident an

Ui mt to rule out sentiment and emotion in advertising.

‘mpany endeavors to be guided by what it regards
5 ol business logic rather than the immeasurables of
i wnusiness.

N

"
i

;uu

2.

Ho fid ideas as to selection of programs

ﬁ:‘f)eter explains: “We are business men, and have
‘U mire to be deeply involved in show business. We
4200 fixed jdeas about the kind of shows we should
' e don’t get excited about a show and run around
"ing that we are going to do a big job with it.
- Utead, we look at what is available in the market.

Ipurchase what will give us the best cost per thou-
- ﬂ,re'gard]ess of what we are sponsoring elsewhere.”
- b T why the syndicated lineup is so varied, for a

irejected in one market as overpriced in terms of
" ace delivered may prove highly desirable in another.

SION MAGAZINE -+ JuLY 1957
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'‘hree of Nahiseo’s TV vehicles:
Itin Tin Tin, Whirlybirds and Sky King. Far left,

PRRL  adve rtising director Harry F. Schroeter

In this regard, Schroeter confesses to being perplexed
by the system of program pricing.

“Why should program A be higher priced than pro-
gram B when both are offered to you in Detroit, while
program B is higher priced than program A when both
are offered to you in Milwaukee? It is perfectly conceiv-
able that in Detroit we would purchase program B, and
in Milwaukee program A.”

If this seems inconsistent with Nabisco sponsorship
of Sky King in over 100 markets and Whirlybirds in 10,
with the prospect of more in the near future, Schroeter
points out that he was able to make a highly satisfactory
financial arrangement in both cases. He stresses that
rating is an important element in the c-p-m formula,
and that a favorable cost picture would be meaningless
were the programs unable to deliver substantial audi-
ences.

But in neither case, Schroeter insists, ‘“are we wedded
to the show.”

This refusal to stay “wedded” to any vehicle (except
Rin Tin Tin, apparently) reflects the universal advertiser
desire to retain flexibility in the face of an opposing TV
tendency to seek stability.

Nabisco dislikes long-term program commitments

“We are not happy with the idea of making long-term
commitments for a program,” Schroeter says, ‘“particu-
larly in view of the large dollar sums involved. The
medium should understand that the client’s needs vary
with competition, and that his situation is subject to
rapid change in any market.

“Ideally, therefore, we should be in a position to move
in and out of a medium as our business position at any
given time makes advisable. Nor do we care to be put in
the position where we have to make up our minds on
large show expenditures in two hours.”

It is particularly on the local level that flexibility be-
comes important. Unlike those advertisers who consider
television as eliminating the need for an extensive sales
organization, Nabisco looks upon television as primarily a
weapon with which to back up the efforts of a far-flung
3,500-man sales force. It is the sales force which is re-

To page 100
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BRAND AWARENESS STUDY NO. 18: NEW Y

TREND REPORT 1953 — 1957

BEER
CIGARETTES
SOFT DRINKS
COFFEE

A comparison of TV commercial recall
and brand use drawn from Television
Magazine's surveys conducted over

the past four years in theN.Y. area

This month, TELEVISION MAGAZINE reports on #,
in brand awareness and use for beer, cigarette
drinks and coffee in the New York metropolitap -
Drawing, for comparison, from interviews made b I
Pulse, Inc. over the past four years, the report ind
changes in both use and TV commercial recall from
in the case of soft drinks and coffees, and from :
for cigarettes and beers, to the present. [
In the latest survey, conducted in May, 1957, 0
viewers were asked the following two questions fo
product category: “What brands of have yoi .
advertised on TV during the last two weeks?y 4
“Which do you use?”
Piel’s, Lucky Strike, Pepsi-Cola and Maxwell 1
lead in their respective product categories in reecal
Piel's, which shot up from fifth place among
in August, 1955, to first place in April and July,
continued to maintain its lead in recall. The Berf ¢
Harry brand image, rather than becoming blurree 4
stale with time, seems to be holding up as strong
ever. In produet use, however, Piel's remained i -
fourth place position it has held constantly since 5
Ballantine retained its number two spot in reeall
the earlier survevs—in use it moved from first in 3
to second in ’56 and ’'57. Rheingold, scoring four
recall, was first in use—its position since April,
Among cigarettes, Lucky Strike moved from seco fo
first place in ecommercial recall, changing positions &
Chesterfield, which had led in August, 1955, and
and Julv, 1956.

Filter tips continue to rise in recall

The filter tips, represented by L&M, Winston an
Parade, ranked third, fourth and fifth respectively, i
tinuing their steady rise. L&M crowded behind Ch
field by an extremely close margin, and Hit Parade W
in the market since the last TELEVISION MAGAZINE
vey, immediately took fifth place.

Use figures for cigarettes show Pali Mall lea
followed by Chesterfield and Marlboro. The extrel
small spread in percentage between the three top b, 18
makes this difference in rankings an insignificant
Marlboro showed a rise of over 1509%, from 3
August, 1955, to 10.3 in May, 1957—a rise whicl
been borne out by other sales indices in the New
market.

Pepsi-Cola, moving from third place among soft ¢ :5
in October, 1953, to second in January, 1954, was ¢
in recall for May. Coca-Cola, first in the past two =
jes, was dropped to second by Pepsi’s rise. Hofii™
third in recall as it was in the preceding study,f' “;
third in use. It had ranked first in this category i ©
1954 and 1953 studies. i

Maxwell House remained first in recall of cOﬂ?e‘lll
vertising, with Savarin in second place and Chock
O’ Nuts in third. These rankings represented very !
change from the August, 1955, study. The use flat’ ,
generally the same except for A&P, which tied 4

Text to page 57; Tables pages 55,

A
TELEVISION MAGAZINE * JUb
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2ZRS BRANDS USED-—NEW YORK

MAY, 1957 JULY, 1936 APRIL, 1956

Rank % Rank % Rank %
Rheingold 1. 13.9 | 7.2 | 16.5
Ballantine 2 13.8 Z 15.4 ) 15.0
Schaefer 3. J2.8 3 14.8 4.9
Piel's 4 8.9 4 Q9 4 7.6
Schlitz 5. 4.6 6.0 5 49
Knickerbocker 6. .. 34 7 5.5 6.8
Pabst 7. 2.7 6. 5.6 7 4.2
Miller High Life 8. 2.6 7 5.5 38
Budweiser 9. 2.3 9 3.9 9 33

Krueger 10. 1.5 10 1.0
RS BRANDS RECALLED—NEW YORK
MAY, 1957 JULY, 1956 APRIL, 1956
Rank % Rank Rank
Piel's 1 461 I 56.7 ! 57.5
Ballantine 2 .32.2 2 36.1 2 24.0
Schaefer 3 24.2 5] 28.4 4 20.1
Rheingold 4 .15.7 4 21.5 21.9
Schlitz 5. 14.6 5 17.7 ! 16.1
Knickerbocker 6. .. 7.4 b 16.8 6 1.7
Pabst 7 . 64 7 10.8 7 I'l.4
Krueger 8 1.5 9 35 8 79
Budweiser 9. 1.3 8 6.6 9 3.1
Miller High Life 10 1.0 10 2.7

fCM DRINKS BRANDS USED—NEW YORK

MAY, 1957 JANUARY, 1954 OCTOBER, 1953
Rank % Rank Rank

Coca-Cola 1 271 3 16.3 2] I5.4
Pepsi-Cola 2. ... ..24.2 2 16.4 2 16.0
Hoffman 3. . 22.4 I 19.3 | 8.5
Seven Up 4 1.6 5 49 5 4.7
Canada Dry 5. 7.2 4 5.4 4 5.8
No Cal (Kirsch) 6. .. 5.1 b. 2.9 i 24
Hammer 7. 3.0 = = — —
Cott 8. ... 24 8. 2.0 9 [.1
White Rock 9. 1.8 b 2.9 b 3.0
Super Coola ... — 8 2.0 7 24

S0 DRINKS BRANDS RECALLED—NEW YORK

MAY, 1957 JANUARY, 1954 OCTOBER, 1953

Rank Yo Rank /e Rank %

Pepsi-Cola 2 51.7 3 48.6
Coca-Cola I 60.7 [ 56.0
Hoffman 3. 48.9 2 50.2
Seven Up 5. 15.0 5 15.2
Canada Dry 4 19.5 4 19.4
Hammer L. = —_ =
Cott 6. 9.9 9. 44

No Cal (Kirsch) 9. 8.6 7. 8.5
White Rock 7. 9.7 8. 8.0
Super Coola ... —_ 8. 8.7 6. 9.7

‘L ION MAGAZINE « JULY 1957
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AUGUST, 195

Rank %

N

19.2
213
(8.9
7.2
42
5.3
4.6
2.6
2.8

AUGUST, 1955

Rank

18.8

33.0

334

4 21.0
7 10.3
3 22.4
b 10.4
8 3.2
9 2.6
55
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BRAND AWARENESS STUDY Continued

CIGARETTES BRANDS USED—NEW YORK

MAY, 1957 JULY, 1956 APRIL, 1956 AUGUS.
Rank Rank Rank % Rank
Pall Mall 1 11.3 3 9.2 2. 1.0 2
Chesterfield 2. 10.9 | 13.2 | 15.1 [
Marlboro 3. 10.3 4. 8.3 4 8.0 8
L&M 4. 8.2 2 9.3 3 8.3 6.
Camel 5 5.0 5. 7.9 5 6.5 3
Winston 6. 4.9 7 5.0 7 44 9
Lucky Strike 7. 4.7 6. 5.3 6. 5.0 4
Philip Morris 8 4.3 7 5.0 8 40
Viceroy 9. 3.6 9 4.7 i 3.9
Kent 10 1.8 = — — =
Hit Parade 11 1.5 — — — -— —
Old Gold 12 1.4 Il 1.9 10. 2.3 0
Raleigh 12. 1.4 0. 2.8 I 2.2 10
Kool 14. - 1.3 |l .9 [3. [.3 13
Salem 15 11 — * —_ - —
Parliament 15 1.1 — — —
Du Maurier 17 5 e — : — —
Herbert Tareyton —_ 13. A 12. 1.7 12
Encere —_ — -
Cavalier — _ — —
*Less than 1%
CIGARETTES BRANDS RECALLED—NEW YORK
MAY, 1957 JULY, 1956 APRIL, 1956 AUGUSY |55
Rank Rank Rank ¢ Rank
Lucky Strike 1. .26.4 2 33.1 2 36.2 2
Chesterfield 2. 24.3 40.4 [ 46.0
L&M 3 241 4 243 6 (8.3
Winston 4. 21.5 5 212 5 20.7
Hit Parade 5. 2165 -
Marlboro 6 16.4 7 2.9 9. 8.0
Pall Mall 6. 16.4 6 19.4 4 23.7 4
Camel 8 10.7 3 26.6 3 26.7 ;
Viceroy 9. 10.4 ¢ 8.8 10. 7.9 8
Old Gold 10. 7.8 10. 7.4 7 .3 9
Philip Morris 11 6.8 9. 8.5 8 9.0 /
Kent 12 6.3 12 4.2 | 3.5 0.
Parliament 13 4.9 = — 7
Salem 14 4.3 ‘ 5.8 — ==
Kool 15 2.2 14 2.7 (2. 3.1 =
Raleigh 15. 2.2 (3 3.1 =
Du Maurier 17 1.5 - —
Herbert Tareyton — 5 1.8 = —
Cavélier J— — —
Encore — — = (2 3.
*Less than 1%
E6 TELEVISION MAGAZINE I
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ZIFFEE

MAY, 1957

Rank % Rank

Maxwell House 1. 35.1 l
Savarin 2. 13.3 8

A&P 2 . 133 2

. Chock Full O'Nuts 4. .. 8.4 b
Nescafe 5. 7.8 4
Martinson’s 6. . 4.6 b
Nestles 7. . 3.3 13

Sanka 8 . 3.1 9

Chase & Sanborn 9. 2.7 8
Medaglia D'Oro 10... . 2.2 (5
Beechnut 10. 2.2 [0

DeCaf 12 . 1.3 —
Borden's — 5.

Ehlers —_ I

Cafe Bustelo . — |2
Old Dutch —_ 14

G. Washington —_— =

AUGUST, 1955

BRANDS USED—NEW YORK

'NOVEMBER, 1953
o

70 Rank
318 . 35.6%
114 3 12.6
15.8 2 16.2%
35 12 | 8%
8.7 5 8.5
35 8 4.0+
1.7 _ _
3.1 I 2.9+
33 6, 5.0
] i _
3.0 7 411
5.8 4 9.5¢
2.9 9 3.04
.8 _ _
13 9 304
— 13 1.01

:mber, 1933 survey broke down instant and regular coffees; for this listing, use scores for instant and regular of cach brand have been added together.

s regular and instant. }Regular only “lnstant only.

FEE

BRANDS RECALLED—NEW YORK

MAY, 1957 AUGUST, 1958 NOVEMBER, 1953
Rank % Rank Rank %

Maxwell House 1 43.4 | 345 | 80.4%
Savarin 2 .25.0 2 30.2 3 30.4%

Chock Full O'Nuts 3 18.4 4 5.8 [3 4.7%
Sanka 4 7.7 5 3.3 7 7.7

Nescafe 5. . 6.5 3 8.7 5 2089

DeCaf 6 .21 = — - -

Nestles 7 1.7 — — -— —
Chase & Sanborn 7. 1.7 9 |.8 4 24 3%
Martinson's 9. 1.4 10 1.7 8 [1.9%

Medaglia D'Oro 10 1.0 - — = —
Beechnut 10 .. . 1.0 7 2.4 9 [1.7%

A&P 10 . 1.0 [ 1.6 2 30.1%

Ehlers —_ 6 2.7 I 9.9%

Borden's — 2. 6 20.1¢

Old Dutch s — - = 10, [1.3%

G. Washington i — — 12. 8.1

Nember, 1953 survey broke down instant and regular coffees; for this listing, recall scores for instant and regular of each brand have been added together.

»s regular and instant.

{Regular only. “Instant only.

page 54

“in for second place among the three leaders.
Bhould be remembered that use figures in this sur-
€present product incidence in the home and not
“ volume. On many points, however, the data is

fo the sales ranking of the brands in the New
market.

4SION MAGAZINE + JuLY 1957

The objective of these surveys is to obtain some com-
parative measure of brand registration. Obviously, while
these findings are most meaningful in terms of adver-
tisers’ own data, comparisons between products and
categories do indicate some degree of market efficiency.

END
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BY BARTON HICKMAN

've been with this agency five years. I'm 40 now.
I In another 10 years, through stock options and other
perfectly legal benefits, 1 expect to retire——and I mean
after taxes- with half a million dollars in my own
hands.”

This was an advertising executive speaking and, al-
though he appears to he a remarkable optimist, he was
not joking. He isn’t a tycoon of business. He is an agency
vice president, it is true, but his company has more
than a score of men with that title. He was simply using
a personal illustration to show the importance of stock
options and other profit-sharing plans.

“It’s almost universal in television advertising today,”
the advertising executive said. “All agencies—well, all
of the good ones, anyway-—have some kind of profit-
gharing plan. They have to. With income taxes the way
they are, you can't attract men with talent just by
offering them salary alone. And if you've got them, how
else are you going to hold them?

“It's true with the agencies, it’'s true with the net-
works. NBC is the only one | know of that doesn’t. I
don’t know how NBC stays in buginess. All they give ig
money.”’

(This spring, however, RCA’s stockholders gave the
firm’s directors authority to grant stock options, at
their discretion, to some top executives of RCA and
its subsidiaries, including NBC.)

"All the dough is in the fringe'

In many cases, salaries are bheing equalled or even
subordinated hy other factors. These used to be called
“fringe” henefits. Today, however, the situation is he-
ginning to look like a doughnut—all the dough is in the
fringe. The Madison Avenue doughnut factories are all
using different recipes, hut the most popular ingredient
today ig usually some kind of a stock deal.

The stock option plan is an outstanding example. It
offers a chance to acquire great wealth of which only 25
per cent is taxable because it comes under the heading
of capital gains. But its rewards can be meager or noth-
ing unlesgs the company enjoys spectacular growth.

Less spectacular, but much safer, is the plan called
Deferred Contingent Compensation. It also offers future
gecurity in exchange for present effort. Here, a sizable
portion of an executive’s earnings are withheld and paid
him at the end of his years of major employment. Such
earnings are taxed the year in which they are received,
rather than the year in which they are earned.

lere 18 why profit-sharing plans—particularly those
which come under the 25 per cent capital gains tax—
hecome such a lure after a man's salary hits the $200-a-
week level. For a childless married man using the stand-
ard deductions, the tax bite is 26 per cent of gross
income above $10,200 a year. Not 26 per cent of his

To page 102
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EXECUTIVE COMPENSATION:
AFTER MONEY=WHAT?

54,176

72,818

I ' \

| 70,068
o 63,808 67,274
\ 59,442

|'.‘)

N Since the Federal income tax has placed an effective

ceiling of $75,000 on take-home pay, U.S. corporations have had to devise new

methods of non-salary compensation to win and hoid top-rank executives.
Stock option plans and deferred contingent compensation are two of

the most prominent, but the expense account is little more than a myth.

But beyond monetary rewards is the struggle for status

/ISION MAGAZINE « JULY 1957
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If you're a TV station owner or op
—your basic commodity is TIME
since nobody, but nobody, has
come up with a plan to expar
twenty-four hours in a day, th
very circumscribed limit to the a
of time you can sell!

You can increase the number of
however, who watch your pa
channel at any given hour. And fo

for being obvious—but by so doi
must automatically increase the va
your air-time!

That’s where M-G-M features become a verys
portant consideration. Literally dozens of static
found that the higher ratings achieved by the pra
of M-G-M features have justified important rate-card

Therefore, we wonder if you have looked over your r
lately? And have you thought about what these
M-G-M features can do towards boosting your rates
We would be happy to have you -contact-us for
M-G-M story

A SERVICE OF
LOEW'S INC.

RICHARD A. HARPER, General Sa
701 7th Avenue, New York 36. J
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THE OUTLOOK \:’

FOR FILM

c\“. .

® g &

ELEVISION MAGAZINE SPECIAL REPORT NO. 11

The future direction of film is of prime

importance to all TV advertisers. Film gives regional
and local companies the "big" shows they need:

it means broader scope in programming for network
users; and it provides an ideal tool for

advertisers aiming at selected markets. Here are the

factors which will affect film use next year
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~ "Destination

.....‘---“""“‘“ Miamians had a choice of two trips

o to Tokyo one recent Sunday night from
.t Most 10:00 to 12:30. Station WTVJ showed

Warner Bros." “Destination Tokyo”,
honorable starring Cary Grant and John Garfield,
report . while WCKT had MGM's “Thirty Seconds
[ ]

Over Tokyo, starring Spencer Tracy

Miami prefer and Van Johnson.

Results: a 25.4 ARB rating for the
Warner Bros. film distributed by AA.P.;

..... Tokyo " a 9.1 rating for the other Tokyo story,

. shown during the.same time period.

. This kind of pulling power for
Warner Bros. features is being repeated

in market after market from coast
to coast. For rates and availabilities,

write, wire or phone

345 Madison Ave., MUrray Hill 6-2323 NEW YORK
75 E. Wacker Dr., DEarborn 2-2030 CHICAGO
1511 Bryan St., Rlverside 7-8553 DALLAS
9110 Sunset Blvd., CRestview. 6-5886 LOS ANGELES

www.americanradiohistorv.com

Distributors for Associated Artists Productions Corp.
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TELEVISION MAGAZINE SPECIAL REPORT NO. 11

THE OUTLOOK
FOR FILM

What advertisers can expect in the year ahead:

The effect of new features on syndicated film;

»

Patterns

of advertiser use; What has happened to ratings;

The prospects for new properties in the coming season

BBY RAND

# oing beyond the flood of rumors and counter-rumors
'] about the vitality of syndicated film and features,
JLVISION MAGAZINE finds that these two forms of pro-
1 aming have reached a state of successful coexistence.
te year since the Hollywood majors poured forth their
. tat backlog of movies, national spot, regional and local
vrtisers have expanded their use of TV. Big-name
ilres have not made half-hour shows obsolete, nor
feature ratings proven to be one-shot wonders.
aile the intra-mural battles of the various film com-
s are not important to the advertiser, the fact that
icets of film are flourishing is extremely important.
iepast year has brought many intricate developments
lis volatile field, but the prime news is that film in
s forms has continued to deliver relatively good
tigs and to give the advertiser flexibility in TV buy-
'Flexibility continues to be a major asset for large
#and regional advertisers and for national adver-
& with regional sales problems.
#ong the developments which will affect advertisers
iy film is the growing acceptance of new ways of
“wmg film involving some form of barter. These ar-
“mements, so far, have been limited largely to older
S and “libraries.” This might change. Although
"W advertisers and stations are still leery of time-
“lm trades, such deals are gaining recognition.

' to different shows in different markets

Aother trend that seems to be gaining ground is the
g of different shows in different markets. The adver-
® reasoning involved is that syndicated shows afford
“ 1 timebuying opportunities and should be selected on

JISION MAGAZINE « JULY 1957

a straight cost-per-thousand basis. The program per se
is not a factor. Although this kind of buying is gaining
in popularity, many national and large regional com-
panies continue to use a single series in multi-market
campaigns.

In the year ahead, more advertisers will be buying
first-run film directly from distributors, rather than se-
lecting shows already running on stations.

Last year at this time, fewer new series were being
made for syndication than had been made in previous
years. The economics of market-by-market distribution
kept many film companies from producing series for local
and regional sponsorship. The only way they could turn
out quality programs at a price that advertisers could
afford, they said, was to create a package that would
run on the network first and find its way into syndica-
tion later.

Film companies can now maintain a flow of new product

Some of the film companies have changed their think-
ing. They now feel that they can maintain a flow of new
product for local and regional users, and can do it eco-
nomically.

Behind this change in thinking is the fact that many
of the programs still on the air have been exposed too
often to keep on attracting large portions of the audience.
A modest rating can make an efficient cost-per-thousand
buy, but that is frequently not enough for the local
or regional advertiser who needs a prestige vehicle with
a large audience in-order to compete with national ad-
vertisers’ brands.

The advertising manager of a major regional brewery »
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put his problem this way: “We need a program that has
as much effectiveness and stature as the shows used by
our national competitors. If necessary, we’ll pay more
than we have in the past. But last year we had a hard
time finding a show. It almost looked as though the syn-
dicated people were trying to drive us into feature films.”

The shortage of new product last year was felt by
stations, too. To ensure themselves of fresh program-
ming this year, six stations—the Westinghouse group,
KTTV in Los Angeles and WPIX in New York—have taken
the unusual step of joining Screen Gems in the financing
and production of the Casey Jones series. The station
group is contributing about $500,000 toward the total
cost. Each outlet will pay the “going rate” for use in its
own market, just as other stations will. The co-financing
stations will share in the series’ profits.

Features haven't cut into other film programming

The ranks of feature film sponsors have grown, but
not at the expense of other film programming. One dis-
tributor, CBS TV Film, reports that in May, 1957, it had
454 half-hours or strips playing each week—more than
twice the number running in May, 1955. As local-live
shows have declined and as spot expenditures have in-
creased, stations have found sufficient advertising sup-
port for both features and half-hours. And this has
occurred despite rising costs for both.

Syndicated prices have inched upward this year. Mar-
ket by market, pricing still presents a crazy-quilt pat-
tern based largely on what the traffic will bear in each
city.

Distributors and producers say that they are spem; I
more to make programs, in an attempt to raise thejr =«
quality. So far, advertisers have been willing to :

A few years ago, $25,000 or $27,500 was about
for a half-hour production, and some were coming
for $18,000. Today $35,000 is not an unusual byd
and some series go up to $40,000, or beyond.

The syndicated film strip, particularly in wee}
daytime, continues to be popular as a spot carrier,
network strips—such as NBC’s Comedy Time and (
Our Miss Brooks—also have done very well.

An examination of ratings earned by film shows
past year yields mixed results. Some of the older s¢
have not been able to withstand the competition of
newer series or feature films with which they comy
Others have been able to hold on to their ratings thrg
more than a dozen runs. In view of the success
many stations have had with fresh Hollywood featy
there are relatively few instances of syndicated
losing out to features. (See “Film Buying Guide”, p.

During the past year TV movie ratings have been {:
ly consistent. At first, it was felt that unusually he
promotion at launching time would produce ratings
could not be maintained, but this has not proven
In some cases, particularly in day and fringe hours, .
features raised sets-in-use substantially. The showe
for major Hollywood first-runs probably will continu.
earn good scores next year—mnot all the cream pict
have been exposed yet. These developments will be -
cussed in greater detail in subsequent sections of
study.

HOW ADVERTISERS ARE USING SYNDICATED FILM

lexibility is the film word of the year. It used to
be that an advertiser who had decided on a half-hour
show for a large number of markets shopped around
among the distributors for a new or first-run-off-the-net-
work property that met his standards of quality and
price. This vear, too, he might be buying this way, but
chances are that he is also considering other approaches,
such as market-by-market program selection or barter.
National Biscuit is fairly typical of advertisers who
are choosing syndicated film on the basis of individual
cost-per-thousand performance rather than seeking com-
pany identification solely with one series. The specifics
of Nabisco’s campaign for its cookie and eracker prod-
ucts are described elsewhere in this issue.

Buying different shows in different markets

Essentially, the reasoning behind this approach is that
delivered audience is the basic consideration, and the
show that will be the best bet in City A is not necessarily
the likeliest contender in City B. Frequently, Nabisco
says, it can make better buys going market by market
than it could get by negotiating one over-all deal, and it
can select shows that are already established in good
time slots. It will make a large-scale deal, however, if
the offer is financially attractive.

Other advertisers following this pattern are Bryl-

creem, Good and Plenty candy, Robert Burns and Robert
Hall.

64

Although barter in film buying is not new, the 1
has gained momentum since Matty Fox successi
traded the RKO feature backlog for TV time to be f'!
by International Latex. At first, the appeal of ba®
was limited to “fringe” advertisers who had not !
TV extensively before. It has since attracted the at
tion of more active companies and is expected to sp! ol
farther.

Pink lce buys time acquired via barter

Barter originated with distributors who gave 1
batches of film to stations in exchange for spot t
which was then sold by the distributors to adverti:
How big such deals can be is illustrated by Pink
which in addition to time acquired through other bé &
arrangements, has acquired 75,000 announcements t
used over four or five years from Flamingo Films, ©
about $1,000,000 plus stock. This is still the most
ular form of barter, although in some cases the
tributors turn over then unsold time to firms like *
Merchants, an organization established for the purpo
selling availabilities that syndicators have acd!
through barter.

One increasingly important variation of the bi
principle is that employed by Charles Antell. ThE P
one of its ad agencies, Paul Venze Associates, this
products manufacturer acquires programs from 1 4
different svndicators. It leases a package for oné oL ¢

1
TELEVISION MAGAZINE *+ JULY
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Special Report No. 11 — The Outlook For Film

+i's use in a group of markets, thus getting a lower
_J1-usual price per market. The Venze agency then sets
four-man telephone crew to work, offering the pack-
to stations in exchange for its dollar value in spots,
jetermined by negotiation between the agency and
ion. Sometimes there is a formal exchange of checks
equal sums of money.

4.0l gives films to stations, gets spots

htell uses the acquired time for its own advertising;
- ses not use the film shows. These are sold by the
ons to other advertisers. According to Venze ac-
, t executive Charles Wygart, Antell prefers to take
pots in Class C time because these hours usually
ide more audience per barter dollar than A or B time,
., lalso because there is less danger of pre-emption
.« ‘linge hours.
e agency buys film at less than the going rate for
o4 market, then barters it for the spot-time equiva-
tof the “normal” price. In effect, Antell is getting
bn time at a discount that might be 25% or higher.
¢+ salso getting 52 weeks of advertising placed in fairly
wposition, although the station can switch Antell to
2 ner spot if it gets a cash customer for the original

 the station’s part, it gets a film of its choice (if the

2 people don’t have a desired property on tap, they’ll

v p locate it for the station) without actually payving

ny. Since the station is always likely to have some

wed time, it feels it is not losing out by consigning

I “ime to Antell. Station reps, it should be noted, get
copntission on the dollar value of the sale.

\tell is now in 160 markets. It has as many as 140

a week in New York and 90 in Los Angeles. In
#nmer markets, it may use as few as 10.

irs Wygart, “Sales results have been excellent. We

etting a tremendous amount of exposure in the

rats that matter to us most.”

‘iong the advertisers who work close to the Antell

) trn are Hazel Bishop and various clients of Product

rees ad agency, such as Bymart-Tintair and Glam-

fmter plan js used by DeCaf and MCA

‘other type of arrangement is that made between
‘tand DeCaf, a brand of the Nestle Company, which
3 stiking out for wider distribution. DeCaf’s agency,
Joer, Fitzgerald & Sample, tells MCA which markets
Lowuld like. The distributor sells the show to the de-
eistation on the understanding that DeCaf will buy

one participation in the program each week. The sta-
tion can sell the remaining announcements, with MCA
sharing in the revenue.

Commenting on this plan, one envious distributor said,
“It’s 80 clean-—DeCaf actually uses the spots for its own
advertising. T wish I could set up something like that.”

Departures from conventional buying patterns also
have been made for national advertisers’ cooperative
campaigns with dealers. Bulova, for instance, provides
film shows at no cost to its dealers. The retailer pays for
time on a local station. The watch company uses two
spots in the program, the retailer gets the third.

Singie series in multi-markets are still used

These new ways of using film have been a center of
industry interest, but there are still quite a few com-
panies using single series on a multi-market basis. Among
them are Esso, International Shoe, Heinz, Clairol and
Lorillard.

The number of advertisers placing announcements in
syndicated films is almost as large as the complete roster
of TV spot advertisers. The availability of nighttime
minutes, the identification with program sponsorship and
satisfactory rating performance continue to make syn-
dicated shows attractive participation buys. The next
section of this report traces the patterns of advertisers
using syndicated and feature films in a representative
market.

More network film means more shows for second run

To the advertiser, the continued health of the com-
panies producing and distributing film is important in
insuring steady lines of supply. Two developments are
helping to modify the precarious nature of the busi-
ness: the growth of the international market and the
continued importance of film on the networks. Sales in
foreign markets are beginning to account for consider-
able revenue. This promised income serves as a check on
domestic prices.

Production abroad is on the upswing too. The recent
co-production deal on Tugboat Annie made by Lever
Brothers of Canada and TPA indicates the widening
possibilities presented by the growth of foreign TV.

The flow of sales to the networks means a steady
stream of rerun properties. During the past program-
ming season, about 449% of prime-time shows were on
film. Next year, the percentage probably will go above
509%. This includes programs like Playhouse 90 and
Crisis, which ocecasionally use film, the Screen Gems filmed
fairy tale specs and features.

“OVERTISER USE— A MARKET STUDY

* M0 uncover the changes that have occurred in adver-
tisers’ use of syndicated and feature films, TELE-

IN MAGAZINE commissioned Broadcast Advertisers
rts to make a complete analysis of one market that

1 reflect a high degree of advertising activity. Chi-

“* was chosen as the market to be studied. Each of the
' - stations in this market has acquired major Holly-
movies this year and each employs syndicated

8. Unlike independents in many other cities, Chi-

© UISION MAGAZINE + JULY 1957

cago’s WGN-TV relies principally on half-hour shows,
rather than features, in prime evening time.

The table on the next page is based on all brands adver-
tised on syndicated shows or features in Chicago during
the first quarter of 1957. For each brand, the type and
day part of its film and other spot purchases were stud-
ied in comparison with what the same advertiser used
in Chicago during the first quarter of 1956. (Because

many multi-brand companies follow different strategies »
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PROJECTING THE BEST...

From CBS Television Film Sales come the best film programs for

all stations: expertly-made, wide in appeal, easy on the budget.

Fast-moving action dramas like “Whirlybirds,” “Assignment Foreign
Legion” and “San Francisco Beat”...the western adventures of
“Annie Oakley” and “Brave Eagle”...wholesome family entertainment
like “Mama” and “Life with Father”...are part of a catalogue

listing more than 20 top-rated syndicated properties. Each meets
CBS Television Film Sales’ quality-first standards; each comes backed

with plenty of hard-hitting merchandising and promotion aids.

Hundreds of local, regional and national advertisers in more than
200 markets (who last year pushed CBS Television Film Sales’ billings

to a record high!) make their best showing with programs from...

CBS TELEVISION FILM SALES, INC.

““... the best film programs for all stations”

Distributing San Francisco Beat, Whirlybirds, Winning of the West, Annie Oakley, Brave Eagle,
Life with Father, Fabian of Scotland Yard, Amos 'n’ Andy, Gene Autry, Buffalo Bill Jr.,The Whistler,
Files of Jeffrey Jones, Assignment Foreign Legion, Cases of Eddie Drake, Under the Sun, Mama,
Gray Ghost, Champion, Colonel Flack, Navy Log, Range Rider, Terrytoons and Newsfilm.
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for different products, the data is presented in terms of
brands rather than parent companies.)

This study clearly illustrates that the rush to feature
sponsorship was not a rush away from syndicated films.
Many of the brands now using film are new spot buyers
in this market. Many have expanded their budgets to
include both forms of film use, as well as non-film spot
buys. Only a handful dropped syndicated shows and
subsequently picked up features, or vice versa.

Chicago—100 out of 180 film users new to film

During the first quarter of 1957, 180 brands were
advertised on syndicated or feature films 1n Chicago.
About 100 of these had not used either type of film in
the first quarter of 1956, although 36 of them had used
other types of spot TV in the market.

More different products were using features than syn-
dicated shows. There were 121 brands on movies, com-
pared to 95 on syndicated shows. Roughly the same
proportion of feature and syndicated users staved with
the form of film they had used previously.

Of the 121 features buyers in 1957, 38 were carryovers
from the previous year. Over 80 were new to features,
and about a dozen of these new features buyers had
dropped half-hour shows they had used in 1956. Approx-
imately 40 movie advertisers had not used any form of
spot TV in Chicago the year before. About two dozen had
been active in the market, but had made non-film pur-
chases. Many switches from one kind of spot buying to
another, of course, are made by advertisers seeking well-
rated spots rather than specific types of participations.

Nine advertisers were acting as full sponsors of feature
showcases; eight of these are local companies and one
is a regional outfit.

Seventy-two new products used syndicated shows

During the first quarter of the current vear, 95 prod-
ucts were advertising on syndicated programs. About 45
of these took full sponsorship of the show (a few as
alternate-week advertisers). Some paid the full freight
on more than one vehicle. Of the 95 syndication users,
23 had used similar programs in 1956 and 72 had not. Of

FILM SPONSORSHIP IN CHICAGO
First Quarter 1957 vs. First Quarter 1956

BRANDS USING FILM IN 1957
Total Using Film . . T :

Using Features I
Full Sponsorship
Participations m
Using Syndicated Shows i

Full Sponsorship g
Alternate Sponsorship |

Participations

Using Both Features and Syndicated Film

OF THE 180 BRANDS USING FILM IN 1957: l

Used Film in 1956 R i
Used Spot TY Other Than Film in 1956. 1
Did Not Use Spot TY in 1956 {

OF THE 121 BRANDS USING FEATURES 1IN 1957:
Used Features in 1956 :Er:
Used Syndicated Film But Noi Features in 19586, il
Used Spot TV Other Than Film in 1956. JL R
Did Not Use Spot TY in 1956 . . |

OF THE 95 BRANDS USING SYNDICATED SHOWS IN ]95',&,]

Used Syndicated Shows in 1956

Used Features in 1956 But Not in 1957

Used Spot TV Other Than Film in 1956. e
Did Not Use Spot TV in 1956 o

the newcomers, one third had not used spot TV in
cago in early 1956. About six had used features the -
vious year but had switched to half-hours. The bal @
had been using non-film spot.

Of the 180 brands using film, 86 had both features.
syndicated shows on their schedules.

HOW ADVERTISERS ARE USING FEATURES

ost national advertisers who have been investing
M spot funds in Hollywood movies have been buy-
ing participations. Comparatively few have followed in
the footsteps of Colgate and Bristol-Myers, taking full
sponsorship of features in key markets.

Four advertisers are in large-scale sponsorship of
movies via the NTA film network, which has been tele-
casting first-run, full-length features, entitled Premiere
Performance, in approximately 135 markets. P. Lorillard
has 6/10ths sponsorship for Old Gold: Warner-Lambert
has 3/10ths sponsorship, and Hazel Bishop shares the
balance of the time with Sunbeam. First returns indi-

,,,,, U Premiere Performance is reaching larger audi-
nce 1 had been reached by the programming which
it replaced. For fall, three half-hour film series will be

68

added to the NTA Network—How to Marry a Million
This Is Alice and The Last Marshal.

New network feature showcase still a possibility

Last season, a plush feature showcase on the netw ;
was a much-discussed possibility that never mafk
ized. ABC has kept its Famous Film Festival goib fl
Saturday nights and weekday afternoons, largely *
British product.

In the past few months, the network purchased sol
RKO Teleradio’s RKO pictures to run through the 4
mer as a replacement for Omnibus. At presstimé a
other feature showcase on the networks, for t‘he r
films, was still a strong possibility. Several major &
tisers are interested.

7
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Special Report No. 11 — The OQutlook For Film

''E AUDIENCE FOR FILM

puy and large, the feature showcases which were pro-
# grammed with fresh product this year spurted

in ratings, whether they were running in day or
periods. Some of the stations which had not been
users of movies before the deluge of 2,500 Ilolly-
releases have swung over to feature programming
r the past 12 months. As a result, their rating posi-
as improved. The biggest gains in feature ratings
een made in the weekend evening slots where these
een reserved for the best of the station’s properties.
improvements in feature ratings were not neces-
made at the expense of syndicated shows. For one
. ithe half-hour shows are still more prevalent than
¢s in the time periods when set use is highest.
e a number of stations have moved features into
.ots previously used by syndicated shows, this prac-
s not been as widespread as was anticipated last
o .ate night and afternoon continue to be the most
-] periods for movies on network-affiliated stations.
g and early evening showcases rank behind them.
®s have broken into prime time mainly on the
mident stations. In many cases, they depend on
iveekly Million-Dollar-Movie-type showings to get

i1 nduplicated audiences.

box on this page traces the changes in film pro-
aing in a representative three-station market, Bal-
r from 1953 to the present. One station has dou-

e i feature time largely at the expense of syndicated

FILM IN BALTIMORE
ive Year Study of a Representative Market

AM Total
Airtime % A
(Hours) Syndicated Features
106Y5 12.2 25.0
104 255 . 125
L S 92 9.8 30.4
. 100 .15 . 315
E - 100 2.5 27.0
1TV Total
Airtime % xn
{Hours) Syndicated Features
123 12.0 5.0
| 120 14.6 4.2
B (201, 9 2.5
18 102 7.6
e 3.8 18.7
' MR-TV Total
Airtime YA /A
(Hours) Syndicated Features
117-1/6 e B.6 7.7
1Sy 6.7 43
118 7.8 oWcos 5.5
120 4.2 10.0
101 1.0 . 15.0

4 ION MAGAZINE e« JULY 1957

shows, but on all three stations syndicated shows are
getting about as much air time as they did in 1955.

Among the research studies turned out by the syndi-
cated-film distributors to highlight the stability of the
half-hour show is an analysis made by Television Pro-
grams of America. It compared the highest-rated fea-
tures in 57 markets with the highest-scoring syndicated
shows in the same cities and found that in 92.59% of the
situations the syndicated series outpointed the feature.
The top feature in each of these markets averaged a 17.5
Pulse; the top half-hour film averaged 29.7.

Here are some of the highlights of the rating situation
in key markets, as measured by March ARB for 1957
and 1956.

New York: On Sunday at 1:00 p.m., WCBS-TV's Picture
for a Sunday Afternoon gets ratings in the 5 bracket
compared to last year’s 3’s. Movie 4 at 10:30 p.m. has
taken WRCA-TV's ratings into the 22 range, compared to
the 9 ratings earned last year.

On weeknights, wcBs-TV’s Early Show has inched up-
ward. WOR-1V’'s Million Dollar Movie during the 1957
Marech rating week scored below its 1956 mark (in other
months it has not registered sharp drops, however).
WATV, which is playing new features along the multi-
weekly showings pattern of WOR-TvV, has improved its
position slightly. At 11:15 p.m., weBs-Tv’s Late Show is
ahead of its last year’s scores.

Independent wpix, which has stuck to syndicated shows
in prime time, has maintained its position, gaining over
last year in some slots, losing in others. The same can be
said for WRCA-TV’s 7 o’clock block of half-hour films. On
weekday mornings, WCBS-TV's Amos 'n’ Andy block at
9:30 a.m. has spurted ahead over last year’s live entry.

Chicago: On Sunday morning, WBBM-TV has added
features from ten until noon and has increased its ratings
over last yvear. On Sunday afternoon WBKB-TV has re-
placed a block of syndicated and live shows with Movie-
time USA, and its ratings are higher by about one third.
At night, WGN-TV’s Eight O’Clock Theater has strength-
ened its stand against the opposing network shows, hit-
ting 10’s and 11’s.

On mid-week evenings, WGN-TV faces the network com-
petition with a battery of syndicated and live shows.
Some are running ahead of last vear’s entries, some be-
hind. At 10:00 p.m., WBKB-TV now has a feature whevre it
formerly ran two syndicated shows. The feature has not
raised the ratings for the time period. WGN-TV’s Movie
at 10 is running a bit ahead of last year. At 11:00 p.m.,
WBBM-TV’s Late Show has been moved ahead from its
old midnight starting time, replacing a live show. Ratings
have gone up.

In weekday daytime, the morning syndicated strips
that wGN-TV is running this year do not get as large an
audience as the strips it ran in the same period. This
station’s mid-afternoon movies score a bit below last
year’s counterpart, against network competition. WBBM-
™'s Farly Show, starting at 5:00 p.m. as opposed to the
1956 starting time of 4:00 p.m., gets slightly higher rat-
ings. Movie 5 on WNBQ scores about as well as Howdy
Doody did last year on this station.
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Los Angeles: The biggest splurge in features has been
made by KTTV on Wednesday and Friday evenings. The
much-discussed Colgate Theater, starting on Friday at
8:00 p.m., averages a 25.6 rating, the top score in each
of its segments. On other nights KTTV continues to use
many syndicated shows, and some of these have gained
rating points over last year.

Boston: The major change in film programs has oc-
curred in weekday daytime. WBZ-TV now has a movie at
9:00 a.m., replacing its previous live entry, but with no
gain in ratings. Its competition on WNAC-TV for both
years is a feature film, which wins the rating lead.

At 5:00 p.m., WBZ-TV now runs Boston Movietime in
lieu of the 1956 network entries, Pinky Lee followed by
Howdy Doody. The station’s ratings have jumped from
5’s to 19’s. The gains were not made entirely at the ex-

1

pense of the opposing show, Mickey Mouse Club; g

.C
use have climbed from the high-30’s to the mid-4¢ 2

Minneapolis-St.Paul: Independent KMGM runs fe;..
against the nighttime network opposition on thel |
other stations, as it did in 1956. This year itg y
are generally higher. On Friday night its feature
is far stronger than it was previously. Its first-rup
movies have tripled its scores, lifting the station
fourth to second place in many segments.

Cincinnati: Patterns of syndicated film and f¢
film in 1957 are similar to those of 1956. One ¢ ’
major differences is the jump in ratings made by » i
TV's Home Theatre on Friday nights, when it has i o
than doubled its ratings. The showcase starts at 12
p.m., Monday through Friday, but its ratings on ol
days have not registered any great change.

PROSPECTS FOR NEW PROGRAMS

W ith the selling season just moving into high gear,
not all the syndicated properties that will be
available for fall have been announced. Indications are
that over 20 new series will be launched for regional and
local sponsorship, as compared to the 14 packages intro-
duced last year. There will also be a half-dozen or more
vehicles coming into syndication as first-run-off-the-
network properties. The programs that have been an-
nounced so far are listed on the facing page. Adventure
themes dominate, with non-cowboy action series more
prominent than Westerns.

"At least three shows for syndication yearly''—Levitt

Encouraging to regional and local advertisers are such
moves as that of California National Productions (NBC-
TV Film), which is bucking the once-firm trend toward
putting programs into syndication only if a network sale
is unobtainable. Says Robert D. Levitt, v.p. and general
manager of California National, “The economic limita-
tions on syndication have relaxed greatly. More and more
local advertisers and stations have a desire for quality
film. From now on we will bring out a minimum of three
series a year, strictly for syndication.”

A similar viewpoint is held by Official Film. Says v.p.
Ray Junkin, “We have two programs as our premier
entries into first-run syndication, Vagahond and Marco
the Magnificent. This year, we find increasing attention
being directed by regional and local advertisers to pro-
grams of a fresh and different nature, programs which
can compete successfully on the national level.”

“A greater number of new series will be available in
syndication next season than in the last 12 months—
shows that will have to be even better in quality,” says
Michael M. Sillerman, executive v.p. of Television Pro-
grams of America. “We already have introduced two new
series for syndication this year, Hawkeye and the Last of
the Mohicans and Charlie Chan. 1 expect we will intro-
duce two—possibly three—more, more than ever before
in a calendar year.”

According to Leslie T. Harris, v.p. and general man-

r of CBS TV Film Sales, “The syndication market is
bet than it has ever been, if our sales on Whirlybirds
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and those reported by other film distributors on s
new properties are to be considered indicative. At s
ent we are able to announce one first-run-off-the-net ik
program to stations and advertisers, Mama. I woull #;
mate that we will have three first-run programs and wa
new network programs in syndication before the ¢ of
the year.”

Ziv also expects to have more shows in syndicatid u
year than it did last. Says president John Sinn, he
demand is substantially greater now. We've planne wr
biggest production budget to date. In addition to b &
Command, Martin Kane and a third year of the Hij wy
Patrol series, we are grooming two more shows for
cation by the end of the year.”

NTA has at least two new series set, and RKQ J&
radio has one, plus several in the development stage EC
and Guild expect to introduce some shows next g o
but the lineups are not set. Gross-Krasne will haviwe
series coming out by 1958. In addition, most of the ¢
companies have sold film series for showing on I
works.

MCA-TV is bringing out the Mickey Spillane ser £
syndication and is also making Soldiers of Fortune ail-
able now for local and regional sponsorship. The ter
was used exclusively last year by Seven Up.

More than 150 new feature releases this year

On the feature side, even stations burning ul ‘i:
quantities of film are not likely to run short of Fi*
for several years. About 150 fresh releases have |

he

market since the first of the year, and moré !
forthcoming. -
Among the main sources for new product ha:l)k.

Screen Gems, which issued two groups of Colum ‘
tures; Hollywood TV Service, which marketed ReJ ”z
remaining 27 pre-1948 product; and Signet TV, ¥*
is distributing 35 Pine-Thomas productions. NI
gotten new Fox films into circulation via its
work, and has released 39 of the network featu
use by other stations, plus 11 other films. AAP g
packaged all but its Warner Bros. and Popeye filts

is offering these in library form, if desired.

pe
for
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NEW SHOWS FOR THE COMING SEASON
RECENTLY RELEASED FOR SYNDICATION

Running No. of

Time Episodes

Program: Distributor {Minutes) Planned
African Patrol.. Gross-Krasne 30 39
Aggie. . .RKO Teleradio 30 26
Assignment Foreign Legion.. ... CBS 30 26
Big Little Show.. . NTA 36 30
Boots and Saddles. . . CNP (NBC}) 30 2
Casey Jones.. Screen Gems 30 39
Charlie Chan.. TPA 30 39
Danger Is My Business . Screen Gems 30 39
Funarama. NTA 30 39
George Jessel's Show Business. NTA 30 39
Harbor Command. Ziv 30 39
Johnny Nighthawk. .Screen Gems 30 39
Jungle Boy . .Gross-Krasne 30 39
Light of the World.. . Guild 30 39
Marco The Magnificent. ....Official 30 39
Michaels in Africa. .Guild 30 39
Mickey Spillane. MCA 30 39
New Adventures of Martin Kane. Ziv 30 39
Official Detective. NTA 30 39
Ranch Party.. Screen Gems 30 39
Sailor of Fortune. .RKO Teleradio 30 26
Tugboat Annie. .TPA 30 39
Twenty-six Men.. .ABC 30 39
Union Pacific...... .CNP (NBC) 30 ?
Vagabond.. .. .Official 30 39
White Hunter. Telestar 30 39

FIRST-RUN-OFF-THE-NETWORKS OR AFTER NATIONAL-SPOT SHOWING

Program Original Title

Badge 714 (Series E).
All Star Theatre..

.Dragnet (Series E}
.Ford Theatre

Mama. Same.
Screen Directors Playhouse. Same.
Soldiers of Fortune. Same.

Running No. of
Time Episodes
Distributor (Minutes) Planned
.NBC 30 39
Screen Gems 30 195
.CBS 30 10 reruns
16 new
RKO Teleradio 30 104
MCA 30 52

Fr7all, more United Artists films are due. MGM-
wision to sell its films in as small a package as the
¥ vants has uncapped, in effect, a new source of
¥or stations that did not want to take the entire
~avie library.
T aUniversal and Paramount backlogs are still the
® of purchase negotiations. Chances are that a
h Universal will be made in time to get some of
'8 on the air by the end of the year.
4 the post-1948 movies will be available is any-
uess. The RKO’s alone have been cleared. Some
tdistributors are now negotiating with the unions
® re-use payments; others are waiting to see how
‘otiations come out.

B

.

llIn
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In summary, the outlook for stations and advertisers
interested in features is still good. Prospects for adver-
tisers seeking syndicated film shows are better this year
than last year: they will have many more programs to
choose from. As for the quality of the latest crop, there
are divergent views. The film men themselves, naturally,
are confident that their new shows are better than ever.

To advertisers and agencies, some of the pilots dis-
played this spring were a disappointment. But, as one
major agency éxecutive put it, “We saw more new shows
this year, so we saw more good ones. Some of the pro-
grams we screened didn’t look very strong story-wise,
but all of them had satisfactory production quality. I'd
say it will be a pretty good year for film buying.” END
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adventures of

starring

with James Hong as the Number One Boy

Here it 1s! Television’s own brand-new half-hour
series now being produced in Hollywood and in the
intrigue-filled Hydrogen Age capitals of Europe —
The NEW Adventures of Charlie Chan. He’s the
master mystery entertainer of them all-Enter-
tainment’s only Chinese detective. Loved by
millions . . . eager audiences have laid down their dollars at box offices
everywhere to thrill to the exciting cleverness of Earl Derr Biggers’ famous
fictional sleuth. Want to enjoy yourself and profit seeing Charlie Chan solve
“The Case of The Profit-Building Program”? Just wire collect or phone
tpa today for a private screening.

Charlie Chan and his
Number One Son have filmed commerical lead-ins and lead-outs for you. At
small additional cost, you can wrap your local announcements with the prestige
and power of introductions by Hollywood’s stars!

EDWARD SMALL * MILTON A. GORDON + MICHAEL M. SILLERMAN

Chairman President Executive Vice-President

488 Madison Ave., New York 22, N. Y. « PL. 5-2100
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film buying-guide

RATING RECORD
" OF 40 KEY SHOWS

(nyze the performance, as of mid-season, of 40 of
mst active properties in syndication, this report
% the rating of each program in five representa-
mrkets, the rating of competitive programs and the

wf the quarter hour which precedes each show.

Guide is designed to give the advertiser an idea
v a prospective vehicle would do in his market
i hoing how it has performed in other markets, in
I ret time segments, against varyving competition.
rang of the preceding program (shown in paren-
s )may indicate how much of a show’s pull is due
¢ wn power, how much to an inherited audience.
1w 10lding power of some of the properties that
& ben played and replayed many times in the same
¢ wetis illustrated by this study. For example, Amos
Y Any in Birmingham, which plays against evening
* Joricompetition, earns substantially the same rating

of the oldtimers,

to be

as it did in the 1956 Film Buying Guide—a 23.3 Pulse.
In Boston, the much-displayed Ramar of the Jungle faces
a strong daytime feature film and outrates it, getting
a rating one-third higher than it did last year. Not all
however, are still setting
Some have begun to show signs of wear.

As the ratings indicate, most of the films which have
come into syndication this season have gotten off to a
fairly good start.

IExcept where noted, February Pulse ratings have been
used. Because a few properties did not get on the air
until late in the season, April Pulse ratings have been
employed for these shows. For several recently launched
shows, sufficient rating data was not available in time
included.

Unless noted, times given are p.m. and syndicated
films are half-hours.

records.

-
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ALANTA BIRMINGHAM DAYTON MEMPHIS NEW YORK
ursday 7:00 Thursday 10:00 | Wednesday 7:30 Wednesday 10:00 Friday 9:30 a.m.
WGA.TV (12.0) 24.7 WBRC-TV (22.5) 23.3 | WHIO-TV (36.5) 41.0 | WREC-TV (24.7) 21.3 | WCBS-TV (4.8) 5.3
\W-A WABT | WLw-D | wmcT WABC-TV
Assignment Father Knows Eddie Fisher News; Hiram Morning Feature (.9) .8

Atlanta; News (16.4) 4.3 Best (31.5) 23.8 News (18.5) 14.7 Holiday (9.7) 6.4 WRCA-TV
¥B-TV WHBQ-TV Today (3.3) 3.4
Lone Ranger (15.7) 21.9 | Million $

Movie (25.0) 13.3
= |

AANTA BOSTON | CINCINNATI | KANSAS CITY WASHINGTON
hnday 6:00 Sunday 5:00 Tuesday 6:00 Friday 6:00 Friday 7:00
W-A {v4.0) 14.3 WNAC (22.0) 27.0 WLW.T 6.4) 11.5 KMBC-TV (19.5) 18.2 | WTOP-TV (12.7) 13.3
AGA-TV WBZ-TV WCPO-TV KCMO-TV WRC-TV
Outdoors (10.1) 6.7 | Wide Wide . Flash Gordon (22.2) 9.0 | News - Sports (11.9) 12.0 Your Hit
5B-TV World (13.0) 13.7 | wrC-Tv | WDAEF-TV Parade (10.7) 13.1
Clubhouse Ladies Home | News - Sports (5.0) 5.4 WMAL-TY

Gang {10.0) 9.3 ' Theatre (6.2) 9.7 News (10.0) 5.5
? — | d
ILANTA BOSTON DETROIT KANSAS CITY MINNEAPOLIS-ST. PAUL
dnday 7:00 Wednesday 6:30 Sunday 7:00 | Thursday 10:30 Tuesday 10:30
3BTV (9.0) 22.7 WNAC-TV (23.3) 24:3 } WIBK-TV (13.3) 16.7 KCMO-TV (17.0) 16.2 KSTP-TV (17.0) 10.5
AGA-TV WBZ-TV T OWWI-TV I KMBC-TV wCCO-TV

Osemary Movietime; L. Young (19.7) 16.8 | Premiere Theatre (14.0) 12.2 I News; Hollywood

Clooney (10.7) 16.5 News (13.0) 12.4 WXYZ-TV . WDAF-TV Playhouse, (23.0) 10.3
it You Asked It (12.7) 89 News - Sports  (12.0) 9.6 | WTCN-TV
Assignment Early Theatre 6.0) 6.9

Atlanta; News (14.7) 5.4 |

P i | | i
:TROIT | LOS ANGELES | NASHVILLE NEW YORK ' WASHINGTON
onday 6:30 | Thursday 6:30 Thursday 6:00 [ Sunday 5:30 Friday 6:00
XYZ.Tv (10.0) 127 | KNXT (8.6) 8.3 | WSIX-TV (18.1) 7.7 | WPIX (4.3) 6.9 | WMAL-TV (16.9) 13.3
w1y KABC-TV WLAC-TV | WCBS-TV | WRC-TV
|By-Line (23.1) 11.3 Sheena-Jungle (11.0) 9.0 | Popeye (8.7) 19.5 Golf Tournament (5.3) 5.3 | Ray Milland (7.3) 8.3
LR, | KRCA-TV WSM.TV WRCA-TV [ WIOP-TV
Legionnaire (7.1)8.3 | Curt Massey— Buffalo Bill, QOutlook 9.8) 6.4 | Cisco Kid (7.1) 12.0
News (4.9) 5.2 Jr. (11.2) 17.0 [
- >
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FILM BUYING GUICE Continuer.
‘14
BIRMINGHAM MINNEAPOLIS-ST. PAUL NEW YORK PROVIDENCE SAN DIEGO:
Saturday Noon Saturday 11:30 a.m. Saturday 6:00 Saturday 11:30 a.m. Tuesday 6:00
Buffalo WABT (12.0) 13.5 WC'CO-TV (12.0) 14.0 WPiX (10.5) 8.0 WIJAR-TV (17.0; 17.8 | KFMB.TV
Bilt Jr. WBRC-TV i KSTP-TV WABC-TV WPRO-TV KFSD-TV 5
Saturday Mat. (21.0) 10.0 Mr. Wizard {(7.0) 7. Rin Tin Tin (4.0) 5.0 Texas Rangers (12.5) 13.3 Big Movie 3
WTCN-TV WCBS-TV
Rockel- News—Lopez (4.5) 7.2
Man-Man (6.7) 2.9
—
CLEVELAND DAYTON DETROIT PORTLAND SAN FRAN y
Wednesday 7:00 Thursday 7:00 Wednesday 7:00 Monday 7:00 Friday 8:30C|SC0.0 i
Captain KYW-TV (16.8) 12.7 WLW-D (13.0) 24.8 WIBK-TV (7.5) 9.2 KGW-TV (10.1) 14.2 | KRON-TV
David WEWS WHIO-TV . WWJ-TV KLOR KGO-TV 3
Grief Western Outdoor Guide  (26.5) 27.3 Amos ‘n’ Andy (6.0) 13.8 My Little Crossroadl
(April) Marshal (13.4) 15.2 WXYZ-TV Margie (10.0) 13.2 | ypix L -
WIW-TV Kukla, Fran-Ollie; KOIN-TV Zane G
Man Called X (8.9) 14.5 News (6.3) 11.9 Studio 1 (23.5) 25.0 Y 0
-‘s
CHICAGO CINCINNATI CLEVELAND COLUMBUS DETROIT
Sunday 3:00—1 hour Sunday 1:00--1 hour Monday 11:15-—45 minutes Saturday 11:30—1V2 hour Sunday Noon—} ki
Cham- WGN-TV (8.3) 10.3 | WKRC-TV (7.3) 7.4 WEWS (12.3) 6.4 | WBNS-TV (16.7) 12.2 | WXYZ.TV
pionship  WBBM-TV WCOP-TV KYW-TV , WLW-C WIBK-TV J
Bowling Odyssey (5.7) 8.3 School Talent Sports; Tonight  (20.7) 11.0 First Night Capt. Midnight
Getz Prize i Theatre (4.3) 3.9 wild Bill Hi i
WNBQ Plavh 4.0) 5.7 WIW-TV ill Hickok /g
e ) Tay ouse (4.0) 5. Nite Owl a7 WTSVN-TX’ WWJ-TV
World 8.0) 11.2 WLW- Theatre 14.7) 5.8 omething World A 7
or ol Big Picture Different (16.3) 15.4 Kit Corsam o
World Front (3.3) 4.6
BOSTON CINCINNATI KANSAS CITY LOUISVILLE MEMPHIS
Sunday Noon Sunday 6:00 Monday 6:00 Saturday 5:30 Wednesday 7:30
Cisco WNAC.TV (11.7) 12.3 WCOP.-TV (8.7) 17.0 KMBC-TV (19.6) 14.3 WAVE-TV (19.5) 18.0 WMCT
Kid WBZ-TV WKRC-TV ) KCMO-TV WHAS-TV WREC-TV
News; Popeye (8.7) 6.8 Telephone Time  (13.7) 12.7 | 3 Star News; Soldiers of Godfrey
WLW-T | Sports (1.9 11.7 Fortune (15.5) 19.3 WHBQ-TV
Meet the Press (13.0) 10.7 WDAF-TV Navy Llog
News;
Pantheon (5.0) 7.5
ATLANTA BIRMINGHAM BOSTON CLEVELAND MINNEAPOLIS-ST, 1
Wednesday 6:30 Monday 11:15 Friday 11:15 Saturday 6:00 | Friday 10:30
City WLW-A (15.7) 17.5 WBRC-TV (9.0) 8.0 WNAC-TV (12.3) 11.5 KYW-TV (6.3) 10:5 KSTP-TV
Defective WAGA-TV WABT WBZ-TV WEWS KMGM-TV
News; Tonight (8.0) 7.0 Headlines (11.3) 6.3 Old Dutch Revue (10.7) 11.2 Nitecap Theatre 5.
Weather (7.7) 9.7 WIW-TV WCCO-TV
WSB-TV Death Valley (20.7) 18.7 News; Hollywor
Gardening; Playhouse
News (13.7) 9.7
BIRMINGHAM PHILADELPHIA SAN DIEGO SAN FRANCISCO-OAKLAND ! WASHINGTON
Thursday 10:30 Wednesday 7:00 Wednesday 9:30 Sunday 10:30 Thursday 7:00
Code WBRC-TV (23.5) 195 WRCV.TV (11.0) 12.3 KFMB-TV (29.0) 24.2 KRON-TV (25.7) 17.0 WTOP-TV
Three WABT WCAU-TV KFSD-TV KPIX RC-TV
Danny Thomas  (23.5) 19.5 Whirlybirds (9.0) 15.2 Kraft TV Alfred Hitrchcock (25.0) 17.5 wild Bill Hicko' 80
WEFIL-TV Theatre (19.0) 19.9 KGO-TV wTTG
TV Newsreel; XETV Feature Film (8.7) 2.9 Dangerous
News-Jchn Daly  (12.3) 8.2 Ozzie & Harriet  (11.0) 12.0 Assignment
LOS ANGELES M!LWAUKEE SAN DIEGO SAN FRANCISCO.OAKLAND WASHINGTON
Sunday 9:30 Monday 10:30 Tuesday 9:30 Sunday 11:00 Monday 9:00
C_onﬁdemial KTTV (8.0) 12.8 WISN-TV (10.0) 8.7 XETV (22.3) 10.2 KPIX (17.3) 9.7 WTTG
File KNXT . WITI-TV KFMB-TV KGO-TV WRC-TV
Alfred Hitchcock (22.0) 22.9 Million $ Movie (7.3) 6.5 Red Skelton (15.0) 23.2 Feature Film (27) 1.5 R. Montgomery #%°
KRCA-TV WTM) TV KFSD-TV KRON-TV WTOP-TV N
Alcoa Hour (13.5) 13.9 Studio 57 (9.3) 6.8 Circle Theatre (22.3) 20.2 Owl Theatre (17.0) 10.5 December Bridi
-
BOSTON LOS ANGELES MILWAUKEE ST. LOUIS WASHINGTON
Tuesday 8:30 Saturday 5:00 Monday 10:00 Friday 9:30 Saturday 6:30
Count of WNAC.TV (29.0) 29.4 KTTV (4.5) 5.3 WXIX.TV (22.3) 16.2 KWK-TV (27.3) 23.9 WTOP-TV
Mgme WBZ-TV’ KNXT WISN-TV KSD-TV WITTG 10,
Cristo Noah's Ark (29.0) 30.9 Captain Jet (4.8) 5.9 News Digest (12.7) 10.5 Boxing, Sports  (25.0) 23.5 Capital Carave,
KABC-TV WTMJ-TV WMAL-TV i
Joe Palooka (7.0 5.2 Triangle Theatre  (17.7) 9.8 Champ. Bowli
L)
:—_—_ X
BALTIMORE BOSTON PROVIDENCE ST. LOUIS WASHINGTON "
Wednesday 10:30 Thursday 8:00 Saturday 4:00 Tuesday 10:30 Friday 9:30
Crunch WBAL.TV (24.5) 11.8 | WNAC.TV (19.7) 25.2 | WPRO.TV (10.0) 11.0 KSD-TV (22.3) 15.9 WTTG
and WAAM WBZ-TV I WIAR-TV KWK-TV WRC-TV
Des Boxing (11.5) 10.5 Groucho Marx (15.7) 37.6 wild Wild West (11.5) 1.7 ! Ford Theatre (23.7) 18.7 Big Story
(April) WMAR-TV ! WTOP-TV
20th Century Playhouse {
Fox (22.0) 23.3 1 of Stars
| | ! J—" /
2
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&

I
IBIRMINGHAM i BOSTON | BUFFALO COLUMBUS, O. $T. LOUIS
Wednesday 10:00 : Sunday 4:00 ‘ Saturday 10:30 Sunday 6:30 Sunday 10:00
| WBRC-TV (35.0) 20.3 | WNAC.Tv (21.3) 16.3 | WGR-TV (13.7) 17.0 | WBNS-TV (12.3) 14.5 | kwk.Tv (39.0) 21.2
WABT - | WBZTV | WBUF | WLW-C KSD-TV
Hiram Holiday ~ (24.0) 17.8 | Wide Wide Your Hit Roy Rogers (9.0) 16.0 Lawrence Welk  (14.0) 15.9
i World (11.0) 13.3 Parade (14.3) 15.4 WTVN-TV
i | WBEN:TV Sky King (14.3) 11.9
You're on
[ Your Own (24.7) 12.4
= = |
\TLANTA BOSTON | DETROIT MEMPHIS SAN DIEGO
Aonday 10:30 Tuesday 10:30 Monday 10:30 Tuesday 8:30 Friday 7:00
VSB-TV (19.3) 15.8 | WNAC-TV (33.5) 15.2 WXYZ-TV (18.7) 13.0 | wHBG-TV (22.0) 18.5 | KFMB-TV 19.0) 19.3
| VAGA.TV WBZ-TV WIBK-TV WREC.TV | oy 0
Studio 1 (33.0) 19.8 Studio 57 (29.3) 18.4 Studio | (16.0) 17.7 Red Skelton (20.7) 26.5 Boxing (12.0) 18.4
YLW-A | WWI-TV WMCT XETV
it (15.8) 6.8 Waterfroni (19.3) 13.0 Circle Theatre (17.7) 17.5 I Led Three
Lives (9.3) 9.2
| |
|
TLANTA coLumsus, O. | DETROIT KANSAS CITY MILWAUKEE
ynday 5:30 Friday 7:00 Sunday 6:00 Tuesday 10:00 Thursday 10:00
AGA-TV (9.3) 145 | WTVN-TV (9.0) 16.7 WXYZ-TV (9.3) 16.9 KCMO-TV (27.7) 23.2 WXIX-TV (22.7) 16.4
SB-TV | WBNS-TV WIBK-TV ) KMBC-TV WTMJ-TV
Caprain Gallant  (19.0) 20.0 Chet Long Telephone Time (7.0) 10.9 10:00 News Weather,
LW-A | CBS News- WWJ-TV Sports, Plyhs 15, News  (21.7) 14.2
Press | Edwards (23.3) 28.0 Meet the Press 9.7) 7.0 Premiere WISN-TV
Conference (2.7) 3.9 | wilw-C Playhouse (15.0) 11.4 News Digest (15.0) 7.0
News-Deegan, WDAF-TV
Ohio Story, Sports  (8.7) 5.5 9:30 Theatre (12.7) 11.2
! | ‘
[LANTA BIRMINGHAM CLEVELAND COLUMBUS NEW YORK
day 7:30 Tuesday 10:00 Tuesday 10:30 Tuesday 10:30 Monday 7:00
AGA-TV (22.0) 22.2 | WBRC.TV (30.0) 29.0 = WIW-TV (34.0) 29.2 WBNS-TV (34.7) 29.5 WRCA.TV (5.0) 15.1
_W-A WABT KYW-TV wilw-C WABC-TV
Rin Tin Tin (5.7) 18.5 Navy Lcg (24.0) 22.3 Hold That Note  (20.0) 13.4 RCA Theatre (14.7) 6.1 Kukla, Fran & Ollie;
‘%B-TV WEWS WTVN-TV News (4.8) 3.7
ddie Fisher; Late Show (9.7) 10.4 Wrestling (9.3) 8.9 | WCBS-TV
News (13.3) 11.5 7 O’clock Rept..;
News (9.8) 7.9
— = | | |
ESTON KANSAS CITY LOUISVILLE MEMPHIS PROVIDENCE
Vdnesday 7:30 Sunday 10:00 Tuesday 9:30 Monday 9:30 Sunday 10:30
WAC.TV (15.0) 20.2 KCMO-TV (34.0) 16.2 | WHAS-TV (49.5) 34.3 WMCT (14.0) 16.4 | WIAR-TV (25.0) 16.3
VZTV . KMBC-TV | WAVE-TV | WREC-TV WPRO-TV
\ddie Fisher; Brothers (11.7) 10.5 On Stage (20.0) 18.0 Studio 1 (22.3) 19.4 What's My Line  (18.5) 21.7
lews (137) 14.4 WDAF-TV WHBQ-TV
Theatre (22.3) 12.0 Million $ Movie (31.7) 15.5
= 4 |
CLUMBUS | DETROIT LOS ANGELES NEW YORK SAN DIEGO
Flay 6:00 Saturday 2:30 Monday 6:00 Monday 6:00 Friday 6:00
¥NS.TV (14.8) 14.3 | WXYZ.TV (9.0) 10.7 | KTTV (4.5) 9.9 WABC-TV (15.7) 5.2 KFSD.-TV (18.0) 12.2
WN-C [ CKLW-TV KABC-TV ‘ WCBS-TV KFMB-TV
Aovietime (3.8) 5.6 | Saturday Mat. (5.0) 4.3 | Chucko’s Early Show (9.4) 9.4 Sky King (12.6) 13.2
IWN-TV ' WIBK-TV Cartoons (19.5) 5.9 | WRCA-TV XETV
uffalo Bill, Hockey (13.7) 14.3 KNXT Evening Theatre (3.8) 3.6 Laurel-Hardy (12.0) 12.0
Jr. (23.9) 15.9 | News; Sports (5.2) 6.3
— i i '
L6 ANGELES NEW YORK PORTLAND J SAN DIEGO SEATTLE-TACOMA
Tirsday 6:00 Wednesday 6:00 | Wednesday 6:00 Wednesday 6:30 Wednesday 6:00
ICA.TV (5.2) 8.3 WABC-TV (15.9) 8.3 { KGW-TV (30.1) 17.3 KFMB-TV (14.0) 19.2 KING-TV (24.9) 22.4
BC-TV WCBS-TV KLOR KFSD-TV KOMO-T)/
tudio 57 (9.0) 7.4 Early Show (8.3) 9.7 Sgt. Preston (5.4) 15.5 Big Movie (17.7) 17.5 Ray Miliand (4.3) 12.9
KXT | WRCA-TV KOIN-TV XETV KTNT-TV
fien Of Movie 4 (3.5) 4.6 Sports; News (7.1) 15.7 Whirlybirds (9.0) 13.2 News (8.2) 8.2
Annapolis (8.5) 10.4 | ! [
—| : = i i
ZANTA LOS ANGELES MINNEAPCLIS-ST. RPAUL PROVIDENCE | SAN FRANCISCO-OAKLAND
Fay 8:30 | Monday 8:30 Sunday 6:00 Friday 8:30 Thursday 7:00
VB.-TV (25.7) 26.3 | KITV (11.5) 14.3 | KSTP-TV (8.0) 9.2 WIAR-TV (20.5) 36.3 | KRON-TV (11.7) 249
WGA-TV KNXT WCCO-TV WPRO-TV KGO-Tv
ane Grey (24.3) 21.9 Godfrey (15.5) 13.1 Lassie (22.0) 29.8 Qur Miss Success Story, (7.0) 10.7
YW-A KRCA-TV WTCN-TV Brooks (36.0) 24.8 KPI),(
Lrossroads (12.7) 16.5 Producers You Asked O’Henry
Showcase (28.8) 24.2 For It (6.7) 10.8 Playhouse (14.3) 13.0
] | 1
= |
ARINGHAM BOSTON CINCINNATI | KANSAs cITY SAN FRANCISCO-OAKLAND
esday 8:00 | Monday 10:30 Wednesday 9:00 Tuesday 9:30 | Wednesday 10:30
BRC.TV 39.5) 34.3 WBZ.TV 29.7) 20.5 WKRC-TV (23.7) 21.9 | KMBC-TV (15.3) 14.9 KRON-TV (26.3): 18.6
BAT (P22 WNAC-TV ( ) WCOP-TV. KCMO-TV KGO-TV _
Jane Wyman (24.0y 33.7 Studio (19.0) 19.5 Ozzie & Harriet  (19.7) 22.5 | Studio 57 (34.7) 28.0 i Sherlock_ Holmes (12.0) 10.2
WLW-T | WDAF-TV ) KPIX )
Kraft Theatre (23,0) 20.5 9:30 Theatre (18.3) 12.9 ‘ Big Movie (11.7). 10.8
' [ | | | >
- - | ; i
Y = ey E
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“Once bitten, twice shy,” goes the old saw. But every year, Summer’s
ght promise puts a silencer on the maxims. And all over again, forgetful baseball fans
2 firmly convinced that their seventh-place stalwarts are a shoo-in for the pennant.

In television, it’s a sure sign of Summer when the talk in the trade press 1s
labout Fall. A favorite theme, of course, is always the unprecedented variety of programs
iting in the wings. Programs skillfully designed to please all tastes, all ages. Westerns!
{steries! Comedies! Adventures! They're all coming—all you have to do is wait till Fall.

However, more and more local and regional advertisers are learning they
o't have to deal in futures. Variety and balance of programs? That’s exactly what non-
- jework advertisers have had to choose from, and can choose from right now, in the CNP
aalogue of prime syndicated TV film products. Variety and balance like this:

The crunchy goodness of charter-hoat adventure in rolling Caribbean waters.

The toothsome hilarity of a landlocked Water Commassioner’s imasadventures.

Gripping episodes of undercover espionage with a real bird of a secret agent.

Blazing six-gun action by a thunder-browed Marshal with a lightning draw.

Spine-tingling tales with chilling plots that always hinge on narrow squeaks.

Stirring stories of pioneers whose exploits set Conestoga tongues to waggin’.

Smashing dramas of police versus underworld that probe those prison cells

are busting up that old gang of crime.

This, as they say, is only a partial listing. To give you a clearer idea: In
‘w York City alone, 14 different CNP shows are currently being programmed every week.

Want a real run for your money? Or a profitable re-run for your money?
' probably have exactly the program type you’re looking for. Not ‘‘coming next Fall,”” but
. Don’t phone, wire or write. One of our sales representatives will call on you in the

1er future. If he doesn’t, let us know. NBC TELEVISION FILMS a division of

ALIFORNIA NATIONAL PRODUCTIONS, INC.
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FILM BUYING GUIDE Continued
; - — -
COLUMBUS, O. DAYTON LOVISVILLE MINNEAPOLIS.ST. PAUL | SAN FRANCIsC )
Friday 9:30 Friday 10:30 Monday 10:00 Sunday 4:00 { Saturday 10:30 - KiAlp
WBNS-TV (31.3) 26.9 WHI0-TV (31.5) 30.5 WHAS-TV (31.0) 21.3 | wWC€CO-TVv (17.7) 16.5 | KPIX
2"22:,32.;5 WLW-C WLW-D WAVE-TV I KSTP-TV | KRON-TY 14
Big Story (12.3) 7.7 Boxing, Playhouse Wide Wide Your Hit
RNy R. Barber (23.0) 21.5 of Stars (25.0) 22.3 World (11.0) 12.2 Parade r
- []
The Vise (23.0) 16.9 WTCN-TV KGO-TV 2
| Married Joan (5.7) 8.2 Ozark Jubilee ) 8
| | —
| I —
ATLANTA BIRMINGHAM DETROIT | MINNEAPOLIS.ST. PAUL | PROVIDENCE
Wednesday 11:15 Monday 10:00 Friday 10:30 I Wednesday 10:30 Monday 10:30
istrict  WAGA-TV 8.7)7.8 | weRC-TV (37.5) 21.3 | WJBK-TV (24.3) 211 | KSTP-TV (157) 9.2 | WJARTV
2“.'.‘0?;2‘;"' WLW-A WABT CKLW-TV WTCN-TV WPRO-TY
Sky Theatre (8.7) 7.3 Broken Arrow (21.0).19.3 Person to Early Movie 7.3) 79 | Studio 1 3
WSB-TV [TEELC (7.3) 131 | wccov 4
News; WWJ-TV News;
Tonight (8.3) 7.8 Boxing (13.3) 125 Hollywood I
Playhouse (19.3) 11.2
BOSTON CLEVELAND COLUMBUS | LOS ANGELES MEMPHIS
Thursday 6:00 Saturday 5:30 Sunday 10:30 | Sunday 5:30 Saturday 4:00
Ramar WNAC-TV (25.0) 19.9 | KYW-TV (6.7) 6.9 | wiw-C (8.0) 9.7 | KTTV (2.0) 43 | WHBQ-TV 2
of the WBZ-TV WEWS WBNS-TV | KNXT WREC.TV
Jungle Bostion Movie Western Theatre  (17.0) 15.7 Look Up Telephone Time  (10.3) 13.2 Early Movie @
Time (15.7) 19 WIW-TV & Live (37) 33 | krea-tv | wmer
Capt. Midnight (5.3) 13.0 WTVN-TV ! Capt. Gallant (7.3) 59 | Movie Mat,
Porky’s .
Playhouse (3.3) 9.9
1 —
i
CINCINNATI DAYTON DETROIT NEW YORK WASHINGTON{.
Thursday 6:00 Thursday 6:00 Thursday 6:30 Thursday 6:30 ] Sunday 1:30
Range WLW-.T (6.4) 12.0 WHIO-TV (17.4) 26.0 WIBK-TV (6.3) 7.5 WPIX (14.8) 6.2 | WTOP.TV
Rider WCOP-TV WLW-D WWJ-TV WCBS-TV WRC-TV
Sky King (22.2) 11.5 Capt. Midnight  (19.8) 14.8 Juvenile Court (6.3) 12.0 Early Show (11.5) 11.9 Frontiers of
WKRC-TV WXYZ-TV WRCA-TV Faith
Ladies Home Frontier Movie 4; wTTG
Theatre; News (6.2) 8.4 Justice (16.0) 9.9 News (3.0) 3.7 Sunday Movit
f 1
|
BUFFALO DAYTON LOUVISVILLE PHILADELPHIA SAN FRANCISC akis
Saturday 7:00 Tuesday 7:30 Saturday 9:30 Thursday 7:00 Sunday 9:30
Rosemary WGR-TV (8.7) 12.7 WHIO-TV (32.0) 34.5 WHAS.TV (40.0) 37.5 WRCV-TV (9.7) 14.0 KPIX
Clooney WBEN-TV WLW-D WAVE-TV WCAU-TV KRON.TV
Science Theatre  (12.3) 12.9 Jonathan Great Man Called X (7.0) 14.0 Alcoa Hour 2.
WBUF Winters Gildersleeve  (24.5) 21.3 WEFIL-TV KGO-TV
Bantam Bouts (11.3) 7.5 NBC News (29.0) 22.3 Newsreel; Omnibus
News-John Daly  (12.7) 8.7
- |
BOSTON CLEVELAND DETROIT LOUISVILLE MEMPHIS
Saturday 11:00 Tuesday 7:06 Saturday 7:00 Sunday 10:30 Monday 10:00
San WNAC-TV (24.0) 12,9 | WIW-TV (9.7)17.5 | WJIBK-TV (18.7) 14.8 | WAVE.TV (34.0) 20.5 | WREC-TV
Francisco WBZ-TV KYW-TV WWJ-TV WHAS-TV | wMmCT
Beat News; Science Fiction Sheriff of Cochise (9.0) 16.7 News; News; City
Hollywood's Theatre (14.0) 16.5 WXYZ-TV Do You Trust Detective u
Best (22.3) 9.8 WEWS Code 3 (11.2) 9.0 Your Wife? (22.5) 19.3 | WHBQ-TV
Star Performance (14.7) 11.2 Million $ Mo {!
| {
BOSTON CLEVELAND NEW YORK SAN DIEGO SAN FRANCISE AN
Tuesday 7:00 Tuesday 7:00 Friday 7:00 Friday 8:30 | Saturday 7:00
Science WBZ.Tv (15.0) 20.0 KYW-TV (14.0) 16.5 WRCA-TV (6.0) 10.2 XETV (15.3) 15.5 KRON-TV
Fiction WNAC-TV WEWS WABC-TV KFMB-TV KGO-TV
Theatre News; Greatest Star Kukla, Fran & Ollie; Zane Grey (26.0) 28.7 Galen Drake
Drama (16.0) 15.7 Performance  (14.7) 11.2 News (3.5) 3.5 KFSD-TV KPIX
WIW-TV WCBS-TV Hall of Stars (16.7) 147 Waterfront
San Francisco News (10.5) 9.4
Beat (9.7)17.5
-
1
1
BOSION COLUMBUS DETROIT LOS ANGELES SAN DIEGO
Saturday 5:00 Thursday 6:00 Tuesday 6:30 Thursday 6:30 | Thursday 6:00
Sheena, WNAC-TV (12.7) 15.3 WTVN-TV (23.9) 12.9 WIBK-TV (6.3) 8.9 | KABC-TV (7.3) 7.0 | KFSD-TV
Queen WBZ-TV WBNS-TV CKLW-TV L OKNXT | KFMB.TV. (174
3f 'hle Capt. Gallant (13.0) 12.9 Annie Ozkley  (14.8) 22.4 Family Theatre (90) 8.5 |  Brave Eagle (6.8) 6.9 wild Bill Hic
ungle WLW-C WWJ-TV WRCA-TV RE Riden
Movietime (3.8) 5.9 Traffic Court (6.7) 11.5 News (4.8) 4.8 | Range X
~
-
BOSTON COLUMBUS, O. DETROIT MILWAUKEE SAN DIEGO
) Sunday 6:00 Thursday 7:30 Saturday 7:00 Friday 10:30 | Saturday %
S'f'e"ff WNAC.TV (19.3) 21.5 WBNS.TV (26.3) 27.5 WWI.TV (9.0) 167 | WTMITV (10.7) 10.2 | KFMBTV
. WBZ-TV WTVN-TV WJBK-TV | WXIX-TV XETV "
SOUTED Pleasure Lone Ranger (16.0) 22.2 San Francisco | Big News; Lawrence
Playhouse (23.0) 232 | wiw Beat (18.7) 14.0 | News, Late Show (12.7) 109 | KFSD-TV, '
Dinah Shore; WXYZTV WISN-TV Caesar's He
NBC News (3.7) 4.9 Code 3 (11.3) 9.0 Lone Wolf (6.3) 3.9
| | w—
e | T
1957
78 TELEVISION MAGAZINE °*

www americanradiohistorv com


www.americanradiohistory.com

i i n
f i
| COLUMBUS - KANSAS CITY LOVIsSVI
By 630 ! Friday 10:00 Pt S o ; v Y
R | Ty e e (32.7) 282 | WAVETV (38.0) 315 WREC-TV (29.0) 23.5
(313 185  Srudio | (220) 242 | 10:00 News, Sorts. wrm;vm L | WMaT
) . 5 ine? .0} 33.8 } 1 12.2
| wawc ! Premiere Thea,  (8.7) 13.2 Rine® (85,00 \\mdwoeo""’ 1e7)
90) 87 | Swdio 57 (47} 115 | WDARTV¥ AR o
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1 WNAC-TV ‘ WMCT KFSO-TV e WTOP-TV e
—_ Newrs - Weather (24.3) 151 Acadermny Theatre (25.7) 16.0 San Francisco What's My Line? {27.7) 29.2
nmas WHBQ-TVY Beat (12.3) 132 | wrtG
Million $ Movie (5.0} 5.5 XETV Washington
®0) 76 I Search \ Movietime (5.3) 5.7
Adventyre (s.7y 132
BIRMINGHAM CHICAGO KANSAS CITY MEMPHNIS
Tussday 9:20 Wednesday 9:30 Wednesday 10:00 Tuesday 8:00
11 q1e | WEBRCTY (41.0) 30.3 WNEQ (26.0) 188 XCMO.TV (20.3) 143 WHBQ-TV 32.0) 21.9
mn WABT WBBM.TV ‘ WDAF.TV WREC-TV =
(1) 133 Do You Trust I 20t Century-Fox (207) 237 9:30 Theatre (17.0) 149 To Tell the Truth  (18.3) 20.5
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We're selling more drugs in smiling San Dieg

apt

15% more than in 1950 for a 1956 total of

82,461,000, More than is sold in Portland, Colum-

is, Fort Worth or Providence-Pawtucket (R. I.).*

i Diego has more people, making more, spending
: 210 watching Channel 8 more than ever before!

. www.americanradiohistorv.com
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Television Magazine's Exclusive RECEIVER

CIRCULATION

REPORT FOR JULY

. endent estimates of TV set count for all markets, based on

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

% .t punt estimates which appear in this section are
) bsed on TELEVISION MAGAZINE's projections of the
‘ n Survey of Television Sets in U.S. Households”
A1 141955 and March 1956, two reports made by the
ieau of Census for the Advertising Research
) abn. In addition, totals for the four census regions
disted by the August 1956 ARF report.
K1 VION MAGAZINE has just completed a re-evalua-
le coverage definition of each television market
‘1 tantry. The backbone of these coverage estimates
‘% UBION MAGAZINE's interpretation of the Nielsen
1Service No. 2, where it has been made avail-
"EEVISION MAGAZINE utilizes a flexible cut-off
15% based on a weekly viewing factor. (A spe-
st with a full explanation of this plan is avail-
{ quest.) '
1vf of the UHF markets it has been impossible
) elte the available data. These markets are being
% eolby TELEVISION MAGAZINE’s Research Depart-
finew figures will be reported as soon as a sound
&an be made.
marison of the ARF county figures of March 1,
& b those of TELEVISION MAGAZINE of the same
E aws a difference of less than 19%. TELEVISION

®'s March 1 estimates were based on projec-
fthe previous ARF study of June 1955. This
related NBC’s and TELEVISION MAGAZINE's esti-
%h census data to arrive at nationwide county-
4 figures. In order to enable its Research De-
f¥ ato arrive at updated figures for television mar-
* EEVISION MAGAZINE will continue to project the

#res on a county-by-county basis every month.

#

[

P ey MAGAZINE - JuLY 1957

|

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

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

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

A 9259 ceiling on TV penetration has been estab-
lished for all markets. Many rating services show higher
penetration in metropolitan areas (e.g., 93.5% in Provi-
dence) but the available evidence shows that penetration
drops off outside the metropolitan area itself and that
92.5% is the most logical theoretical ceiling for the TV
market as a whole. This does not mean that penetration
may not actually go higher in some markets. Penetration
figures in markets with both VHF and UHF outlets
refer to VHF only. >

81
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CIRCULATION AS OF JULY 1, 1957
TOTAL U.S. TV HOMES 40,100,000

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

Marker & Stations—% Penetration TV Homes

ABILENE, Tex.—58.1 59,774
KRBC-TV (N)

ADA, Okla.—58.5 75,816
KTEN (A,C,N)

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

AKRON, Ohio—42.4 * 780,380
WAKR-TVT (A)

ALBANY, Ga.—53.8 60,146
WALB-TV (A,N)

ALBANY-SCHENECTADY-TROY,

N.Y.—92.4 476,223
WCDA-TV$4*4(C); WTRIT (A); 183,044
WRGB (N)

(WCDA-TV, Albany, N.Y. operates satellite
WCDB-TV, Hagaman, N.Y.)

ALBUQUERQUE, N.M.—58.2 72,458
KGGM-TV (C); KOAT-TV (A);
KOB-TV (N)

ALEXANDRIA, La.—50.7 68,026
KALB-TV {A,C,N)

ALTOONA, Pa.—83.2 383,490
WFBG-TV (A,C,N)

AMARILLO, Tex.—64.4 86,280
KFDA-TV {A,C); KGNC-TV (N)

AMES, lowa—81.3 313,271
WOI-TV (A,C)

ANCHORAGE, Alaska—74.5 26,072
KENI-TV {A,N); KTVA (C)

ANDERSON, §.C.—75.7 «188,870
WAIM-TVY (C)

ANN ARBOR, Mich.—20.9 «122,470
WPAG-TV?

ARDMORE, Okla.—66.3 77,800
KVSO-TV (N)

ASHEVILLE, N.C.—61.7 319,164
WISE-TVT (C,N); WLOS-TV (A) «141,195

ATLANTA, Ga.—85.4 580,055
WAGA-TV (C); WLW-A (A);
WSB-TV (N)

AUGUSTA, Ga.—62.9 151,676
WJBF-TV (A,N); WRDW-TV (C)

AUSTIN, Minn.—80.3 129,182
KMMT (A)

AUSTIN, Tex.—60.5 117,688
KTBC-TV (A,C,N)

BAKERSFIELD, Cai.—84.1 158,024
KBAK-TVT (A,C); KERO-TV (N) 160,839

BALTIMORE, Md.—88.5 660,997
WAAM (A); WBAL-TV (N)
WMAR-TV (C)

BANGOR, Me.—85.0 112,409
WABI-TV (A,N); W-TWO (C)

BATON ROUGE, La.—59.3 224,138
WAFB-TVT (C); WBRZ (A,N) * 187,314

BAY CITY-SAGINAW, Mich.—89.3 311,525
WNEM-TV (A,N); WKNX-TV1 (A,C) *182,371
(Includes Flint)

BEAUMONT, Tex.—73.0 141,400
KFDM-TV (;“’:‘\

Market & Stations—9% Penetration TV Homes

BELLINGHAM, Wash.—81.5 81,416
KVOS-TV (C)

BETHI.EHEM'-AI.'I.ENTOWN-IEASTON,

Pa.—29.5 © 176,962
WLEV-TV? (N); WGLVT (A)

BIG SPRING, Tex.—68.4 24,232
KEDY-TV (C)

BILLINGS, Mont.—45.6 30,472
KOOK-TV (A,C)

BINGHAMTON, N.Y.—92.5 355,940
WNBF:TV (A,C,N)

BIRMINGHAM, Ala.—64.2 402,304
WABT (A,N); WBRC-TV (C)

BISMARCK, N.D.—55.1 45,448
KBMB-TV (C); KFYR-TV (A,N)

BLOOMINGTON, Ind.—84.8 696,811

WTTV (N)

(Includes Indiahapolis, Ind.)

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

BLUEFIELD, W. Va.—54.8 130,678
WHIS-TV (N)

BOISE, |da.—61.6 58,237
KBOI (C); KIDO-TV (A,N)

BOSTON, Mass.—92.5 1,384,817
WBZ-TV (N); WNAC-TV (A,C)

BRIDGEPORT, Conn.—15.4 »173,147
WICC-TVt (A)

BRISTOL, Va.-Tenn.—53.9 237,329
WCYB-TV (A,N)

BRYAN, Tex.—47.7 21,885
KBTX-TV (A,C)

BUFFALO, N.Y.—92.5 556,480
WBEN-TV (C); WBUF-TV{ (N) «1189,601
WGR-TV (A,C,N)

BURLINGTON, Vt.—83.3 *155,113
WCAX-TV (C)

BUTTE, Mont.—46.6 25,590
KXLF-TV (A)

CADILLAC, Mich.—83.4 182,370
WWTV (A,C)

CAPE GIRARDEAU, Mo.—62.0 191,918
KFVS-TV (C,N)

CARLSBAD, N.M.—50.6 25,332
KAVE-TV

CARTHAGE-WATERTOWN, N.Y.—82.7 *79,991
WCNY-TV (A,C)

CASPER, Wyo.—55.5 11,057
KTWO

CEDAR RAPIDS-WATERLOO, lowa—85.0 332,963
KCRG-TV (ARWMT-TV (C); KWWL-TV (N)

CHAMPAIGN, 111.—77.5 373,281
WCIA (C,N)

CHARLESTON, 5.C.—60.9 176,848
WCSC-TV (A,C); WUSN-TV (N)

CHARLESTON-HUNTINGTON, W.Va.—70.0 403,908
WCHS-TV (C); WHTN-TV (A); WSAZ-TV (N)

CHARLOTTE, N.C.—67 .5 574,531
WBTV (A,C); WSOC-TV (N)

CHATTANOOGA, Tenn.—64.5 132,265
WDEF-TV (A,C); WRGP-TV (N)

CHEYENNE, Wyo.—52.7 **56,896
KFBC-TV (A,C,N)

(Operates satellite KSTF, Scottsbluff, Neb.)

CHICAGO, 111.—92.5 2,137,398
WBBM-TV (C); WBKB (A); WGN-TV;

WNBQ (N)
CHICO, Cal.—60.5 75,390

KHSL-TV (A,C)

www.americanradiohistorv.com

Market & Stations—% Penetration "
o

—
CINCINNAT!, Ohio—85.9
WCPO-TV (A); WKRC-TV (C); WLW-T (e

CLEVELAND, Ohio—92.5 »
WEWS (A); KYW-TV (N); WIW-TV (¢} & !

CLOVIS, N.M.—51.5 ‘
KICA-TV (C) L

COLORADO SPRINGS-PUEBLO,
Colo.—58.5
KKTV {A,C); KRDO-TV {N);
KCSJ-TV (N)

COLUMBIA-JEFFERSON CITY, Mo.—62,8
KOMU-TV (A,N); KRCG-TV (C}

4

COLUMBIA, 5.C.—65.5

83
WISTV (A,N); WNOK-TV# (C) ’

COLUMBUS, Ga.—57.4
WTVMT (N); WRBL-TV (A,C

COLUMBUS, Miss.—51.7
WCBI-TV (C,N)

COLUMBUS, Ohio—92.5
WBNS-TV (C); WLW-C (N); WTVN'(A)

CORPUS CHRISTI, Tex.—68.9 903
KRIS-TV (A,N); KSIX-TV (C); i
KVDO-TV? (A)

DALLAS-FT. WORTH, Tex.—77.9 5
KRLD-TV (C); WFAA-TV (A,N);
KFJZ-TV; WBAP-TV (A,N)

DANVILLE, 11.—44.7 o
WDAN-TVt (A)

DAVENPORT, lowa-ROCK ISLAND,
111.—88.4
WOC-TV (N); WHBF-TV (A,C)

DAYTON, Ohio—92.5 4
WHIO-TV (C); WLW-D (A,N)

DAYTONA BEACH, Fla.—54.2 $
WESH-TV

DECATUR, Ala.—49.8 3
WMSL-TV (C,N)

DECATUR, I{.—73.9 §
WTVPT (AN)
DENVER, Colo.—78.8 ha

KBTV (A); KLZ-TV (C);
KOA-TV (N); KTVR

DES MOINES, lowa—84.2 10,6
KRNT-TV (C); WHO-TV (N)

DETROIT, Mich.-Windsor, Can.—92.5 ?
WIBK-TV (C); WWI-TV (N);
WXYZ (A,C); CKLW-TV

DICKINSON, N.D.—43.2
KDIX-TV (C)

56,46
DOTHAN, Ala.—44.9

WTVY (A,C)

DULUTH, Minn.-SUPERIOR, Wis.—67.1
KDAL-TV (A,C); WDSM-TV (N)

10,194

DURHAM-RALEIGH, N.C.—86.7
WTVD (A); WNAO-TV1 (A,C):
WRAL-TV (N)

EASTON-BETHLEHEM-ALLENTOWN, "
Pa.—29.5 L
WGLVT (A); WLEV-TVT (N)

EAU CLAIRE, Wis.—71.0
WEAU-TV (A,N)

EL DORADO, Ark.—50.6
KRBB (N)

ELKHART, Ind.—(See South Bend, Ind.}

et

EL PASO, Tex.—JUAREZ, Mex.—80.9 :
KILT-TV; KROD-TV (A,C); KTSM-TV (Nk
XEJ-TV

ENID, Okla.—(See Oklahoma City)

TELEVISION MAGAZINE * ¥
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. . . the Priceless Advantage You Get
When You Buy the WWJ Stations

In fast-moving, hard-working Detroit—
where cash registers ring up five billion
dollars worth of retail sales annually— the
WWJ stations back up your advertising
with a very special quality of their own. It’s
believability.

Detroiters have faith in the WWJ stations,
respect their traditional leadership, high
standards of quality, sincerity of purpose.
That’s why so many say, “If it's on WWJ
or WWJ-TV, it must be good.”

Put this believability to work for you on the
WWJ stations.

original

WW. J rabio WWIJ-TV

The World's First Radio Station affiliates Michigan’s First Television Station

Owned and operated by The Detroit News

National Representatives: Peters, Griffin, Woodward, Inc.
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Market & Stations—% Penetration TV Homes Market & Stations—% Penetration TV Homes Market & Stations—% Penetration
S = — .r.-
ERIE, P2.—92.5 87,782 HASTINGS, Neb.—64.7 105,594 LANCASTER, P>.—89.8 b
. WICU (A,N); WSEE-TV{ (A,C) 169,707 KHAS-TV (N) WGAL-TV (C,N) L
EUGENE, Ore.—65.8 494,193 HATTIESBURG, Miss.—56.5 80,219 LANSING, Mich.—90.8
KVAL-TV (A,N) WDAM-TV (A,N) WIIM-TV (A,C,N) -
(Operates satellite KPIC-TV, Roseburg, Ore.) HENDERSON, Ky .-EVANSVILLE {Includes Flint)
EUREKA, Cal.—62.7 36,439 Ind.—64.6 187,437 DAL, UEL==A00 -
. WEIE- . KHAD-TV (A,C,N)
KIEM-TV (A,C,N) WEHT-TV{ (C); WFIE-TVY (N); «1106,339
EVANSVILLE, Ind.-HENDERSON, Ky.—64.6 187,437 WIVW (A) LAS VEGAS-HENDERSON, Nev.—74.3 f
WFIE-TVT (N); WTVW (A); WEHT? (C) *1106,339 HENDERSON-LAS VEGAS, Nev.—74.3 22,518 KLAS-TV (C); KSHO-TV; KLRJ-TV (AN)
LRJ-TV (A,N); KLAS-TV (C); KSHO-TV —F |
FAIRBANKS, Alaska 1t K S i LAI:;TWOON}\?U:)' 726 .
KEAR-TV (AN): KTVE (C) HONOLULY, T.H.—77.6 **105,461
KGMB-TV (C); KHVH-TV; KONA-TV (N); LEBANON, Pa.
FARGO, N.D.—66.4 133,085 KULA-TV (A) WLBRTVY (C)
WDAY-TV (AN) (KGMB-TV  operates satellites KHBC-TV, Hilo
(See also Valley City, N.D.) ané  KMAU-TY, Wailuku. KONA-TV operates LESI#E?('%T&Y&TJLO ' =
FAYETTEVILLE, N.C.—31.2 »121,830 satellite KMVI-TV, Wailuku) ‘
WFLB-TVE (A,C,N) HOUSTON-GALVESTON, Tex.—82.7 543,631 l"\:{‘;‘;}\i";r’:g N '
FLORENCE, $.C.—54.1 156,162 KPRC-TV*** (N); KTRK-TV (A); KGUL-TV (C) TVHACH)
WBTW (A,C,N) (KTRE, Lufkin, Text, optional satellite of KPRC-TV, LINCOLN, Neb.—75.8 &
Houston, Tex.) KOLN-TV (A,C)
FT. DODGE, lowa—45.0 120,578
KQTVt (N) HUNTINGTON:CHARLESTON, W.Va.—70.0 403,908 LITTLE ROCK-PINE BLUFF, Ark.—60.6 &
) WHIN-TV (A); WSAZ-TV (N); WCHS-TV (C) KARK-TV (N); KTHV (C); KATV {A)
FT. LAUDERDALE, Fla.—{See Miami, Fla.)
HUTCHINSON-WICHITA, Kan.—75.2 253,674 LOS ANGELES, Cal.—92.0 2 m
FT. MYERS, Fla.—59.7 16:81:2 KTVH (C); KAKE-TV (A); KARD-TV {N) KABC-TV (A); KCOP; KHJ-TV;
WINK-TV (A,C) . .
IDAHO FALLS, Ids.—60.1 42,090 KNXT (C); KRCA (N); KTLA; KTTV
FT. 5‘:'7“':'*:)5‘-; cvie T;:v;’z:’ KID-TV (A,C,N) LOUISVILLE, Ky.—74.7 %
KFSA-TV{ (A,N); KNAC-TV (C) 134, r .
INDIANAPOLIS, fnd.—85.8 725,285 WAVETV (A N); WHE
FT. WAYNE, Ind.—78.7 183,326 WFBM-TV (A,N); WISH-TV (C) LUBBOCK, Tex.—67.7 p
WANE-TVT (A,C); WKIG-TVT (N (See also Bloomington, jnd.) KCBD-TV (A,N); KDUB-TV (C)
FT. WORTH-DALLAS, Tex.—77.9 583,508 (For ranking purposes, consider this market LUFKIN, Tex.—46.4 <
KFJZ-TV; WBAP-TV (A,N); indianapolis-Bloomington.) KTRE-:fV N)
KRLD-TV (C); WFAA-TV (AN) JACKSON, Miss.—58.3 188,589 (Optional satellite of KPRC-TV, Houston, °
FRESNO-TULARE, Cal.—85.1 216,781 WITV (A,C); WLBT (N) LYNCHBURG, Vo.—63.7 4
i;fJE‘TTVVT((CN); "KJS%T;’T (A); 175,809 JACKSON, Tenn,—50.5 70,224 WLVA-TV (A,C)
’ W2 A MACON, Ga.—52.6 %
G?(Lc!uELSTT?/Tg;OKUPSRTc??\;-Tf:(}TeZ‘;RKTv " 543,63 JACKSONVILLE, Fla.—57.8 228,997 WMALZ-TV (A,C)
g g g )i - WJHP-TVt (A,N); WMBR-TV (A,C 73,508 :
(KTRE, Lufkin, Tex. optional satellite of KPRC-1V. TAN) (A.) f MADISON, Wis.—84.0 L
Houston, Tex.) JEFFERSON CITY-COLUMBIA, Mo.—62.8 104,068 WISC-TV (C); WKOW-TVT (A} Sl
KRCG-TV (C); KOMU-TV (A,N) WMTVE (N)
FRAND FORKS, N.D.—64.7 29,765
KNOX-TV (N) JOHNSON CITY, Tenn.—48.8 104,608 MANCHESTER, N.H.—92.5
GRAND JUNCTION, Colo.—42.0 14,228 LS Aldend WmURTVIED
, Colo. . , . .
KREX-TV (A,C,N) JOHNSTOWN, Pa.—92.5 1,087,430 E&:nrculanor;‘ shov\:nr doesh not. irLc'lud:h ':;
) WARD-TVT (A,C); WIAC-TV (A,C,N) t a:.s., where station has sizable
G'xgg;‘::'(n:'N’T'Ch'_qoﬁ 456,643 (Circulation shown includes Pittsburgh, Pa.) audience.)
- , MARINETTE, Wis.—81.3 L
{For ranking purposes, consider this market JOPLIN, Mo.-PITTSBURG, Kan.—63.2 136,547 S (A';)
Grand Rapids-Kalamazoo.) KODE (A,C); KOAM-TV (AN) (Covers Greeln Bay)
JUNEAU, Alaska Tt
GREAT BEND, Kan.—64.8 102,330 RINY-TV () MARQUETTE, Mich.—82.5 0
KCKT-TV (N) WDMITV ()
KALAMAZOO, Mich.—90.9 650,533
GRKEFAT FALLS, Mont.—43.7 29,224 B Ve MASON CITY, lowa—T78.7 "
BB-TV (A,C,N) ) ) ) KGLO-TV (C)
(For ranking purposes, consider this market
GREEN BAY, Wis.—78.9 367,631 Kalamazoo-Grand Rapids.) MAYAGUEZ, P.R.
";’BAY'TY (C); WFRV-TV (A,C) KANSAS CITY, Mo.—84.0 556,493 WORA-TV (C) .
(See Marinette) KCMO-TV (C); KMBC-TV (A); MEDFORD, Ore.—49.8
GREENSBORO, N.C.—74.3 409,877 WDAF-TV (N) KBES-TV (A,C,N)
x &
WFMY-TV (A,C) KEARNEY, Neb.—61.7 *%107,892 MEMPHIS, Tenn.—53.7
GREENVILLE-SPARTANBURG, 5.C.—62.8 289,864 KHOLTV (A,C,N) WHBQ-TV (A); WMCT (N);
WFBC-TV (N); WSPA.TV (C) (Operates satellite KHPL-TV, Hayes Center, Neb.) WREC-TV (C) A
MERIDIAN, Miss.—57.7
GREENVILLE-WASHINGTON, N.C.—58.7 202,150 KLAMATH FALLS, Ore.—39.4 12,301 WIOKIV (A CN)
WNCT-TV (A,C); WITN (N) KOT! (A,C,N) - LAJD’ERDME - B
Optional satellite of KBES-TV ) MIAMERTS gLiLLEe—"4')
HANNIBAL, Mo.-QUINCY, 111.—76.6 160,625 (Optional ssteliite o » Medford, Ore. WCKT (N); WITVY (A); WTVJ () .
KHQA-TV (C); WGEM-TV (A,N) KNOXVILLE, Tenn.—59.3 221,583 . »
WATE-TV (N); WBIR-TV (C); 77,997 MIDLAND-ODESSA, Tex.—64.
HARLINGEN.WESLACO, Tex.—51.7 66,604 (N) 42 i KMID-TV (A,N}; KOSA-TV (C)
- WTVK-TV (A,C) N); s
KGBT-TV (A,C); KRGV-TV (N (LWAUKEE. Wis, T
LA CROSSE, Wis.—61.0 108,325 e EE, Vilk- q o
HARRISBURG, [I[.—37.7 135,432 WKBT (A.C.N) ’ ' WISN-TV (A); WITI.TV;
WSILTVE (A,N) i WTMI-TV (N); WXIXT (C) -
HARRISBURG, Pa.—77.8 *1198,282 LAFAYETTE, Ind.—76.8 « 156,771 MINNEAPOLIS-ST. PAUL, Minn —83.4
WHP-TVH (C); WTPAT (A) WFAM-TVT (C) KEYD-TV; KSTP-TV (N);
WCCO-TV (C); WTCN-TV (A)
HARRISONBURG, Va.—66.5 #102,518 LAFAYETTE, La.—52.3 93,415 i o
WSVA-TV (A,C,N) KLEY-TV (C) MINOT, N.D.—S3.1
KCBJ-TV (A,C,N) »
HARTFORD-NEW BRITAIN, Conn.—71.} 292,808 LAKE CHARLES, La.—69.5 131,010 MISSOULA, Mont.—50.1
WHCTt (C); WNBCT (N) KPLC-TV (A,N); KTAG-TV? (C) » 152,234 KGVO-TV (A,C)
¥
84 u; ¥
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it & Stations %, Penetration TV Homes

.9.[5[“.1.-—60.7 194,823
w ATV (A,CN); WKRG-TV ()
OE, la.—54.9 134,094
LTV {ACN)
. JOMERY, Ala,—57.0 132,717
V-TVH (C); WSFA-TV (N) « 176,890
:, Ind.—75.7 « 102,717
IV (ACN)
\GEE, Okla. —79.2 231,958
(A)
Hes Tulsa, Okla.)
/LLE, Tenn.—55.9 338,480
LTV (C); WSIX-TV (A); WSM-TV (N)
541 STAIN-HARTFORD, Conn.—71.1 {292,808
w it (N); WHCTt (C)
L& HVEN, Conn.—92.5 881,618
TV (A,C.N)
14y CLEANS, L2.—79.4 435,719
STV (A,C,N); WIMR-TVY (A,C) *1133,387
reK, N.Y.—92.5 4,744,048

W BV (A); WABD; WATV;
% 8LV (C); WOR-TV; WPIX; WRCA-TV (N)

\1.0:, Va.—81.0 313,241
ATV (A,C); WTOV-TVY; +1163,002
VT (N)
Hi, W.Va.—54.5 89,222
v ATV (A)
SAMIDLAND, Tex.—64.7 64,286
AV (C); KMID-TV (A,N)
1 "HAA CITY, Okla.—76.0 374,427
£1.7\C); WKY-TV (N); KGEO (Enid) (A)
11 P4 ANeb.—85.2 377,657
Vi, N); WOW-TV (C)
“RRaND, Fla.—64.4 155,281
Vv (A,C.N)
A, lowa—70.9 147,382
.N)
"0, 4CA, Ky.—51.5 57,173
D/ (N)
AL AMCITY, Fla.—44.) 18,076
¥ DAV (AC,N)
:RIURG, W.Va.—41.9 437,582
P/t (A,CN)
&% ACLA, Fla,—57.9 162,915
RV (A,C)
Al.—83.8 +1185,390
¥ EKAE (N); WIVH-TVT (A,C)
581G, Va.—76.2 257,475
Xv (N)

uc Richmond, Va.)

il rxing purposes, consider this market
rslrg-Richmond.)

“-\DPHIA, Pa.—92.5 1,782,750
ALV (C); WFIL-TV (A);
"V (N)

rking purposes, sonsider this market
adbhia-Wilmington.)
!AHMESA, Ariz.—79.1 165,419
LY (C); KPHO-TV;
0 K ); KVAR (N}

Elﬂs BLIF-LITTLE ROCK, Ark.—60.6 246,350
V1); KARK-TV (N); KTHV (C)
'HCAUS, Kan.-JOPLIN, Mo.—63.2 136,547
ANV (A,N); KODE-TV (A,C)
¥ 3USH, Pa.—91.3 1,236,838
W (A,C); WENST (A,C,N) «1334,322
14 IBRG, N.Y.—83.0 109,593
Z4,N)
“% NEPRING, Me,—88.5 *318,480
TYA,C); (M1. Washington, N.H.)
- :JD, Me.—88.7 214,516
SHV (N); WGAN-TV (C) D>

WION MAGAZINE + JULY 1957

|

Gat o Blind SPOTO

UKI_AHUMA CITY WATCHES _3_ STATIONS

KGEO-TV

OKLAHOMA CITY ¢ ENID
100,000 WATTS ¢ 1356 FT. TOWER

Gl sasic aBc NETWORK

RePRESENTED BY BLAIR 7221180 ASSOCIATES inc.

e

www americanradiohistorv. com


www.americanradiohistory.com

“
| |
-

[

— - — e . — | ERaEE. —_— e - —

()

.«

= o avw americanradiohicetory com

AL 4


www.americanradiohistory.com

... EACH PEARL A MEMORY

President Coolidge had just made the first Presidential broadcast from the floor of
Congress; the first Federal Radio Commission had heen recently appointed; Columbia
Phonograph Broadcasting System, Inc. came into existence; and Secretary of

Commerce Herbert Hoover spoke from Washington to New York in the first demon

stration of television . . .

Lindbergh flew into the hearts of America; Commander Richard E. Byrd
crashed into the sea off France; Tunney retained his championship, although Dempsey
claimed a ‘‘long count,” and the immortal “Babe’ hit sixty home runs

“Talking”’ pictures became a reality when Al Jolson in “The Jazz Singer”” scored
an instant success; Henry Ford unveiled the Model A; ground was broken for the
George Washington Bridge in New York . ..

Broadway presented Show Boat, My Maryland, Connecticut Yankee, Hit
the Deck. and Good News; Tin Pan Alley gave us Chloe, Me and My Shadow, Just
a Memory, At Sundown, Blue Skies, and many others.

This was the wonderful year of 1927—and .on July 11th of that year Storer
Broadcasting Company started.

Only the old and.tired stop counting birthdays. Storer Broadcasting Company,
being neither, is proud and happy to celebrate its 30th anniversary Proud, too, of its
thirty years’ service in the public interest and happy that our advertisers find Storer
stations a most effective sales medium.

Yes, each year has been a pearl—and each pearl a memory.

STORER BROADCASTING COMPANY

WSPD-TV WIW-TV WJBK-TV WAGA-TV WPFH-TV
Toledo, Ohio Cleveland .Ohio Detroit, Mich. Atlanta, Ga. Wilmington, Del:
WSPD WIW WJBK WAGA WIBG WWVA WGBS
Toledo, Ohio Cleveland, Ohio Detroit, Mich. Atlanta, Go. Philadelphia, Pa. Wheeling, W. Va. Miami, Flo.

NEW YORK—'§25 Madison Avenue, New York 22, Plaza 1-3940
SALES OFFICES CHICAGO—230 N. Michigan Avenue, Chicago 1, Frankljin 2-6498
SAN FRANCISCO — 111 Sutter Street, San Francisco, Sutter 1-8689

L WWW.americanradiohistorv.com
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In the
St. Joseph, Missouri

37 COUNTY MARKET

there are...

7 ovm )
182,583
brv sgg\|

YD) T

883,700

Ui orerd KU

Q
281,300

FAMILIES

SN
<]

OVER A BILLION $

EFFECTIVE BUYING INCOME -

and only , complete

coverage TV station!

Blair Television Associates, Rep.

88

Market & Stations—% Penetration TV Homes

PORTLAND, Ore.—74.6 400,588
KGW-TV (A); KLOR-TV; KOIN-TV (C);

KPTVH (N)

PRESQUE ISLE, Me.—77.5 30,942
WAGM-TV (C)

PROVIDENCE, R.1.—92.5 754,985
WIJAR-TV (A,N); WPRO-TV (C)

PUEBLO-COLORADO SPRINGS,

Colo.—58.5 64,544
KCSJ-TV (N); KKTV (A,C); KRDO-TV (N)

QUINCY, III..HANNIBAL, Mo.—76.6 160,625
WGEM-TV (A,N); KHQA-TV (C)

RALEIGH-DURHAM, N.C.—66.7 319,194
WNAO-TVt (A,C); WRAL-TV (N); ©1113,122
WTVD (A)

RAPID CITY, S.D.—51.8 21,558
KOTA-TV (A,C,N)

REDDING, Cal.—44.7 21,039
KVIP (N)

RENO, Nev.—59.4 42,050
KOLO-TV (A,C,N)

RICHMOND, Va.—76.2 257,475

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

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

ROANOKE, Va.—70.1 307,089
WDBJ-TV (C); WSLS-TV (AN

ROCHESTER, Minn.—78.5 98,230
KROX-TV (A,N)

ROCHESTER, N.Y.—92.5 *301,365
WROC-TV (A,N); WHEC-TV (A,C);
WVET-TV (A,C)

ROCKFORD, I11.—87.8 201,942
WREX-TV (A,C); WIVOT (N) «1142,096

ROCK ISLAND, lIl.-DAVENPORT,
lowa—88.4 388,423,
WHBF-TV (A,C); WOC-TV (N

ROME, Ga.—68.5 109,979
WROM-TV
ROSWELL, N.M.—53.4 41,382

KSWS-TV (A,C,N)

SACRAMENTO, Cal.—81.9 328,182
KBET-TV (C); KCRA-TV (N)

SAGINAW.BAY CITY, Mich.—89.3 311,525
WKNX-TVT (A,C); WNEM-TV (A,N) *182,371
(Includes Flint)

$T. JOSEPH, Mo.—79.5 193,310
KFEQ-TV (C)

ST. LOUIS, Mo.—85.9 752,378
KSD-TV (N); KTVI (A,C); KWK-TV (C

ST. PETERSBURG-TAMPA, Fla.—79.7 289,239
WSUN-TVt (A); WFLA-TV (N); WTVT (C 172,965

SALINAS-MONTEREY, Cal.—91.2 112,587
KSBW-TV (A,C,N)

SALISBURY, Md.—85.6 * 157,603
WBOC-TVt (AC

SALT LAKE CITY, Utah—83.7 202,65.7
KSL-TV (C); KTVT (N); KUTV (A

SAN ANGELO, Tex.—54.7 21,061
KTXL-TV (A,C,N)

SAN ANTONIO, Tex.—64.9 233,347
KCOR-TVt; KENS-TV (C); tt
KONO (A); WOAI-TV (N)

SAN DIEGO, Cal.-TIJUANA, Mex.—92.5 268,528

KFMB-TV (A,C); KFSD-TV (N); XETV (A)

wWWW americanradiohistorv com

Market & Stations—% Penetration 1

SAN FRANCISCO, Cal.—86.9 1
KGO-TV (A); KPIX (C); b
KRON-TV (N); KSAN-TV{ Wy

SAN JOSE, Cal.—91.2 ‘
KNTV "

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

SAN LUIS OBIS?O, Cal.
KVEC-TV (A,C)

SANTA BARBARA, Cal.—81.6 ¥
KEY-TV {A,C,N)
(Includes 33,046 TV homes in western
of Los Angeles County.):
SAVANNAH, Ga.—59.7
WSAV-TV (N); WTOC-TV (A,C)
SCHENECTADY-ALBANY-TROY,
N.Y.—92.4
WRGB (N); WCDA-TVt***(C);
WTRIT (A)
(WCDA-TV operates satellite WCDB-TV,
Hagaman, N.Y.)
SCRANTON-WILKES-BARRE, Pa.—76.4 t. 0
WARM-TVT (A); WDAUt (C);
WBRE-TVT (N); WILK-TVT (A)
SEATTLE-TACOMA, Wash.—79.0
KING-TV (A); KOMO-TV (N);
KTNT-TV (C); KTVW
SEDALIA, Mo.—75.6
KDRO-TV

SHREVEPORT, La.—63.9 I
KSLA (A,C); KTBS-TV (A,N)

SIOUX CITY, lowa—79.1
KTIV (A N); KVTV (A,C)

(BS

TELEVIGION
NETWOAR

m

SHREVEPORT
LOUISIANA

e FULL 316,000
WATTS POWER

e TOWER 1,210 FEET

Above Average Terrain

e AUDIENCE

LEADERSHIP
In Survey After Survey

KSLA-TV!
channel 12

SHREVEPORT, LA
PAUL H. RAYMER CO. N

National Repreu:nm'ive

TELEVISION MAGAZINE °* JUH
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arkis Statlons: % Penetration TV Homes
i

EIS

o FALLS, $.0,—64.8
TV (A,C,N)
Jstes satellite KDLO-TV,
ce, S.0.)

11t \END-ELKHART, Ind.—66.9

1TV (N); WSBT-TV (C)
1TVt (A)

FR Y4 JBURG-GREENVILLE, §.C.—62.8
TV (C); WFBC-TV (N)

*182,936

*4178,727

289,864

£, Wash.—70.9 216,757
v (N); KREM-TV (A);

IV (C)
114 IELD, 1N.—72.}
(AN)
[ ) “IELD-HOLYOKE, Mass.—90.0
s VT (C) WWLPT (AN)
JWAELD, Mo.—68.3 90,861
1(C); KYTV (A,N)

« 107,429

*1197,820

L YILLE, Ohio—%1.9
W (AC)
tion shown includes Pittsburgh, Pa.)

1,033,159

t9C. IN, Cal.—83.1 555,789
4a)

JREGHL, Wis.-DULUTH, Minn.—67.1 140,132
&V (C,N); KDAL-TV (A,C)

L\ ATER, Tex.—64.6 45,799
4{C)

ea i, N.Y.—92.5 446,590

i NV (A,C); WSYR-TV*™* (N)
V. RV operates satellite WSYE-TV, Elmira,

G EEATTLE, Wash.—79.0 443,450
& {C); KTVW; KING-TV (A);
2V (N)
. WUJSEE, Fla.—(See Thomasville, Ga.)
H14 PETERSBURG, Fla.—79.7 289,239
b (N); WTVT (C); WSUN-TVt (A)  1172,965
AMCO, Tex.—66.2 134,292
I (N); KWTX-TV (A)
B WTE, Ind.—77.1 215,013
o -1(AC)
BB (8A, Tex.—57.2 88,682
Bl - (AQ)
BRA SLLE, Ga.-TALLAHASSEE,
- 103,026
I Y LCN),
4 19%hio—91.0 363,729
/S (ACN)
E0%n.—76.8 175,028
I (AC)
VBIISCITY, Mich.—69.7 47,642
)
i4,riz.—83.0 77,113
1< (A); KOLD-TV (C); KVOA-TV (A,N)
{ “ESNO, Cal.—85.1 216,781
HICFRE-TV (C); 175,809
T (A); KMJ-TVT (N)
£ 43a.—75.8 314,435
[ KVOO-TV (N);
¥ [ (Muskogee, Okla.)
U 1iss.—a4.0 29,865
Viv /1)
“AS, Ida.—59.1 25,590
L TAQ)
P 935 86,826
EEN
EA aE, NY.—925 133,663
" CN)
ilE N
fue ffziN.D.—es.o 147,144

11 Fargo, N:D.)

CEYON MAGAZINE - JULY 1957

Market & Stations=—9, Ponetration TV Homes

WACO-TEMPLE, Tox.—66.2 134,292
KWITX-TV (A); KCEN-TV (N)

WASHINGTON, D.C.—85.9 744,577
WMAL:TV (A); WRC-TV (N)y
WIOP-TV (C); WTTG

WASHINGTON-GREENVILLE, N.C.—58.7 202,150
WITN (N); WNCT (A,C)

WATERBURY, Conn.—82.1 1148,657
WATR-TVT (A)

WATERLOO.CEDAR RAPIDS, lowa—85.0 332,963

KWWL-TV (N); KCRG-TV (A); WMT-TV (€)

WAUSAU, Wis.—67.4 83,194
WSAU-1V (A,C,N)

WESLACO-HARLINGEN, Tox.—51.7 66,604
KRGV-TV (N); KGBT-TV (A,C)

WEST PALM BEACH, Fla.—81.4 91,335
WEAT-TV (A); WPTV (C,N)

WHEELING, W.Va.—85.8 434,514
WTRF-TV (A,N)

WICHITA.-HUTCHISON, Kan.—75.2 253,674
KAKE-TV (A); KARD-TV (N);
KTVH (C)

WICHITA FALLS, Tex.—62.8 122,248
KFDX-TV (A,N); KSYD-TV (C)

WILKES-BARRE-SCRANTON, Pa.—76.4 +231,003
WBRE-TV? (N); WILK-TVt (A);
WARM-TVT (A); WDAUT (C)

WILMINGTON, Del.—92.5 1,345,875

WPFH (N)

(Circutation shown includes Philadelphia, Pa.)
(For ranking purposes, consider this market
Wilmington-Philadelphia.)

WILMINGTON, N.C.—52.7 130,719
WMFD-TV (A,N)

WINSTON.SALEM, N.C.—84.6 318,859
WSJS-TV (N); WTOB-TVT (A) * 185,894

YAKIMA, Wash.—58.0 ***91,514

KIMA-TVT (A,C,N)
(Operates satellites KLEW-TV, Lewiston, Ida.
KBAS-TV, Ephrata, Wash., KEPR-TV, Pasco, Wash.)

YORK, Pa.—81.2 « 102,842
WNOW-TVt; WSBA-TVT (A}
YOUNGSTOWN, Ohio—69.4 +1190,761

WEMJ-TVF (N); WKBN-TVY (A,C)
YUMA, Ariz.—58.2 17,640
KIVA-TV (A,C,N)

ZANESVILLE, Ohio—66.3
WHIZ-TV1 (A,C,N)

« 151,682

e Due to conflicting research data, this market has
not been re-evaluated pending further study.
# This market has not been re-evaluated pending
further study.
T U.H.F.
Tt Incomplete data.
* 1U.S. coverage only.
** Includes circulation of satéllite.
*** Does not include circulation of satellite.

DUE TO OPEN IN -JUNE: 1

Market Stationn Channel
Greenfield, Mass. WRLP (32)
(Satellite to WWLP
Springfield, Mass.)
OFF THE AIR IN MAY: 1
Market Station  Channel

Sacramento, Cal. KCCC-Tv (40)

www americanradiohistorv com

"KLEW-TV }

] Lewistasm

== l. E -C-
The unprecedented area dominated.by Cascade's
four-station, three-state network quickly adds up
to the notion’s LARGEST EXCLUSIVE COVERAGE.
The sum total of this unchallenged exclusivity is
the "Biggest TV Buy in the West”| Add. Cascade

to your schedule and multiply results in the vast,
booming agriculiural-industrial heartiand of the

Pacific Northwest.

WASHINGTON i ,

@ FORTLAND

CASCADE

BROADCASTING COMPANY
NBC CBS ABC

NATIONAL REPRESENTATIVE:
WEED TELEVISION
SEATILE AND PORTLAND: MOORE AND ASSOCIATES
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TRIPLE-SPOTTING F'romn page 49

announcement, still feel that the key
factor is size of audience. They will,
therefore, buy into a triple-spot situ-
ation if necessary in order to be ad-
jacent to a high-rated network show.

The viewpoint of the networks is
simply that an afliliate clipping net-
work programs to put three spots be-
tween shows is violating its con-
tract, which obligates the station to
carry the show from the beginning
to the officiul end, as cued by the “sys-
tem signal” (e.g., the CBS eve).

An advertiser’s contract for a half-
hour show specifies ‘“‘approximately
30 minutes” or “approximately half
an hour”. By long-standing practice,
this means 29 minutes and 30 sec-
onds, less five to 10 seconds for a net-
work promotion plug.

Affiliates cut credits, promotions

To make room for 50 seconds of
commercial, an afliliate must cut off
the network promotion and omit or
trim the cast credits. The display of
credits is required by the various
unions and is part of their contracts
with program producers.

Contrary to general opinion, the
P&G agencies fear that triple-spot-
ting will become more widespread as
the stations within each market be-
conie more competitive. They reason
that as competition increases, the
number of gilt-edged availabilities
on an individual station will be few-
er, and each outlet will be tempted to
crowd as many clients as it can into
the positions that are most salable.
Thus, now is the time for firm oppo-
sition.

An agency observer suggests that
others do what the Esty agency has
done in radio. Concerned about over-
commercialism, Esty asked radio sta-
tions to submit logs showing where
and when they ran spots. The query
itself made stations conscious of ad-
vertiser disfavor.

All the agency solutions eventually
place the ball back in the stations’
hands. P&G is opposed to triple-spot-
ting in any form, in any part of the
day.

Prime time is main area of concern

In answer to this, stations cite the
Code, which considers the running of
two spots plus an ID a legitimate
practice if there is no program inter-
ruption. Stations generally interpret
this provision to mean that they can
have a trio of spots in all but net-
work hours. Prime time, however, is
lthe main area of concern to all par-

e station manager stated, “We’re
e greedy fat cats we’re accused

N

of being. The revenue we’ve been get-
ting from these spots can mean the
difference between profit and loss.
We can’t give it up unless we're
given means of recouping the lost
revenue.”

Stations that have always refused
to accept triple spots are not sympa-
thetic with these stations which are
now being asked to forego this rev-
enue. They say that they, too, want
more spot time to sell, but that this
has nothing to do with triple-spot-
ting.

Theyv are concerned about the ex-
tension of network shows into the
10:30 p.m. slots, the introduction of
network newscasts into station option
time, and the loss of revenue from
breaks in some king-size shows.

What can the stations do about
triple-spotting in prime time? Some
would like to see the situation re-
main just as it is. Others feel that
the networks would be within their
rights if they enforced the provisions
of their contracts.

Many station people have put for-
ward proposals that might not only
serve as a compensatory arrange-
ment for stations giving up triple
spots but would also benefit all affili-
ates, and spot advertisers too.

Most plans provide over 30 seconds

Most of these are centered around
the idea of giving stations more than
30 seconds between network pro-
grams. The various afliliates com-

‘mittees have proposed that they be

given several specific minute periods
during the week.

One way of accomplishing this
would be for the networks to forego
their program promotion plugs and
to condense the listing of credits so
that they would take less time. Pro-
ponents feel that such a move would
reduce the chances of losing audience
between programs.

The editors of TELEVISION MAGA-
ZINE, after checking with stations
and advertisers, have come up with a
suggested plan that may warrant
further exploration. It would extend
the station break to 40 seconds.

A 40-second break would allow the
station to sell two announcements of
approximately 20 seconds each. Video
and audio identification could be ac-
complished adequately in two sec-
onds.

It would have the double merit of

insuring the network advertiser
against triple-spotting while permit-
ting the station to obtain more rev-
enue than is possible under the cur-
rent limitation. (See this month’s
editorial, page 112.) END

wwWwW americanradiohistorv com

“Live?

... Not likely. Ghoulish tric|
or any ftricks, illusions, visual
sleight-of-hands—come off s¢
surest on film. Time . . . spac
. . . reality even, are conquer
with snap and precision:

And with film—show, station
time are yours to control.

Truly, a good release is a
better release when you USt
EASTMAN FILM.

For complete information wri
Motion Picture Film Departi
EASTMAN KODAK COMP/

Rochester 4, N. Y.

East Coast Division
342 Madison Avenue
New York 17, N. Y.

Midwest Division
130 Egst Randolph Drive
Chicago 1, 1l

West Coast Division
6706 Santa Monica Blvd.
Hollywood 38, Calif.

or W. J..GERMAN, In
Aééms'f‘ifor' the sale and distrib
__Eastman Professional Motion Pict
F Fort Lee, N. J.; Chicago, Ill; Holly¥



www.americanradiohistory.com

e sure fo shy‘ IN COLOR...
ov’ll be glad you did
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operation @@@ﬂﬁﬁﬁ

has made \WHTN-TV

the SELLibrated

Portsmouth
Ohio

station of the

Ashton-lronton

Kentucky
Gelden Valley
'\:,Uen::n\?i'roghinia (Ce'}f!QFOhio VO"ey) Charleston

West Virginia

W FULL COVERAGE .. ... .. .. of the 23rd Television Market

W FULL POWER . . . ¢ ¢ ¢« o s o« 316,000 watts to put a Grade A signal over
the entire Golden (Ceniral Ohio) Valley

. NEW SALES . . « « « « o « <% o « for a product-hungry market
that last.year accounted for
$138,000,000 in Fooe
$ 25,200,000 in Drugs
$ 46,000,000 in Apparel
$ 89,000,000 in Automotive
$ 26,125,000 in Gas Stations
$110,000,000 in General Merchandise

W NEW TOWER . . ¢ ¢ ¢ ¢ ¢ o« ¢ o that rises 1000 feet above average terrain,
for finest viewing

BUT THE AVERAGE CPM IS STILL THE LOWEST! No wonder it's the SELLibrated
Station of the Golden Valley

WHTN -Tv COESASTTION

CHANNEL 13 : ROBERT R. TINCHER, GENERAL MANAGER

ABC Affiliate 316,000 Watts Huntington, W. Va. =V &Y
Edward Petry & Co., Inc.
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11OTAPE: THE REVOLUTION IS NOW From page 46

the foreseeable future, there will be little use of tape for commercials

pe carried in the West, but for
programs, the Cinderella pat-
of this past season may apply in
instances. The spectacular was
in the East in live color, but in
r-and-white in the West, on tape.
+ will there be color from ABC.
(has installed three Ampex ma-
v in Chicago to feed the Cen-
nd Eastern zones. It is relying
 hot-kine system, developed last
to provide temporary clock-
icheduling for the West Coast;
: aachines for Hollywood are on
s1 expected by late fall.

' faces the challenge of carry-
ractically the entire West Coast
rnad during the coming season.

zh command is said to have
dl in favor of sticking with
imn Kodak’s lenticular film for
‘wiping in order to maintain

our scheduling.
Coast audiences will thus be
re a combination of videotape
nticular film kinescopes for
r elayed fare.

« or 3pe may come in 16 months

advent of color tape would
e situation, of course, but at
riting it seems far off. RCA
gy nothing on the subject,
y gl its engineers may be pre-
piedto be working feverishly on
ject. Ampex spokesmen say
ridly they expect to have color

g prent in 12 to 16 months.
Jentral time zone is another
is been powerfully affected.
'n estimates that the Central
t d zone represents about 249,
i hejetwork’s total billings. This
hs always presented knotty
s to schedulers come daylight

nztime, when network demand.

& vnt from 10:00 p.m. to 9:00
Wh tape, it has proved possible
i this demand time back to

»m. by means of composite
ung via tape and live feeds
bllywood and New York.
sne instances, as with Ed Sul-
s )e tape section of the network
‘er than the live. Sullivan on
£ds Pacific Daylight, Pacific
' ded, Central Standard, Moun-
*andard. Live, he goes into

‘€1 Standard, Eastern Daylight,

tr: Daylight, Mountain Stand-

' precisely the Central zones
are most affected by ABC’s
'I\mpex machines in Chicago.
"I Shaw, ABC director of sta-
tations, says they were in-

g
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stalled specifically for the purpose of
solving the problems of daylight sav-
ings time in the Central and Eastern
zones. Because of insufficient lines at
this time, it is impractical to carry
the tape feed farther west than
Omaha.

All live ABC shows are now taped
for playback to the Central and East-
ern zones during daylight savings
time; film shows are fed a second
time.

Thus ABC has achieved a wide
similarity of sequencing in the vari-
ous time zones. But because the net-
work had already had its fast hot-
kine system in operation in Chicago
last year, for this very purpose, the
effect on the schedule has not been
as marked as it might have been
otherwise, says Shaw.

NETWORK RECORDING FOR
LATER PLAYBACK

The day when the majority of TV
shows are taped in advance for later
playback is only as far off as the
ability of Ampex to produce record-
ers as fast as the networks can put
them to use. Its feasibility no longer
needs demonstration. This phase of
the videotape reveclution, indeed, is
already well under way.

NBC is taping shows for coast-to-
coast airing on a regular basis. East-
ern viewers can now watch a daily
tape-cast of Truth or Consequences
at 11:30 a.m. It is recorded in Holly-
wood on the afternoon before, solv-
ing the problem of rounding up the
necessary studio audience, which had
proved difficult when the show was
broadcast live early in the morning
on the West Coast. NBC is also tap-
ing the Monday afternoon Tennessee
Ernie Ford Show for Friday after-
noon airing on the entire network.

For West Coast viewing, NBC is
taping Today, Home, Tonight, 7:45
p.m. News, Nat King Cole Show,
Jonathan Winters Show, Dinah Shor
Show—total, 21 hours a week.

Advertisers and agencymen in the
East who have not yet had a look at
videotape in action would do well to
catch the Truth or Consequences air-
ings. The sense of presence is ex-
traordinary. It is difficult to believe
that what you are seeing is not actu-
zlly taking place then and there.

This is what is meant by the “live
character’” of tape. In this respect,
tape’s psychological impact is differ-
ent from that of film, which despite
its excellence never quite possesses
that here-and-now character.

WWW.americanradiohistorv.com

TELEVISION MAGAZINE recently wit-
nessed a closed-circuit tape feed from
Chicago in the company of ABC en-
gineers. The tape image on the video
screen was practically perfect. Even
experienced technical men were hard
put to identify it as a tape-cast rath-
er than a live show.

Except for a few programs, such
as sporting events, the tape-cast ap-
pears destined to dominate network
non-film programming by the follow-
ing season.

By that time, too, tape will be play-
ing its significant role in special
events telecasting. The pattern has
already been established through ex-
perience with the two May speeches
of President Eisenhower, both of
which were taped.

In his second talk, on foreign aid,
New York had an opportunity to
compare live, film and tape treat-
ment. CBS carried it live at 8:30
p.m. ABC carried it on videotape at
9:30. NBC played a film kinescope at
11:15. To see all three was to realize
that the end is in sight for film kine-
scoping, except to serve the needs of
non-interconnected stations.

VIDEOTAPE AND FILM

By way of contrast, advertisers
and agencies can look forward only
to a relatively minor use of tape for
commercials, at least within the fore-
seeable future. Many agency-men
have been impatiently awaiting vi-
deotape as the ultimate commercial
instrument. They are fated to be dis-
appointed, as is evident from careful
examination of the Ampex design.

Technically trained agency repre-
sentatives who attended the Ampex
lectures in May at the Washington
convention of the Society of Motion
Picture and Television Engineers
returned with disillusioning reports
for their superiors.

Here is how Warren Smith, tech-
nical head of the J. Walter Thomp-
son television workshop, sums up his
impressions:

“I really can’t think of any prac-
tical use for the tape. For our experi-
mental purposes, 16 mm film appears
to have all the advantages at the
present time.”

From Young & Rubicam: “We've
watched the videotape situation pret-
ty closely. I rather doubt that we’'d
want the equipment for ourselves. 1
don’t think videotape will ever re-
place film for commercials.”

About a half-dozen film producers

To next page¢

93.
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I\ FRONT!

Oldtime steamboat races along
our Ohio River Valley were often
close, and hazardous to put your
money on. Quite different from
today’s audience race among
TV stations, When you put your
money on WSAZ-TV, you've
picked THE winner. Survey after
survey gives the title to this 69-
county giant — and the latest
Nielsen is no exception. Consider
these WSAZ-TV margins over

the next-best station:
95,670 more homes per month
99,430 more homes per week

101,130 more daytime homes,
weekdays

100,580 more nighttime
homes, weekdays

WSAZ-TV steams with compar-
able popularity across a four-
state domain wherein almost
$4,000,000,000 buying power
awaits advertisers who like to
ride with the winner. The gang-
way is down at any Katz office.

HUNTINGTON-CHARLESTON, W. VA,

N.B.C. NETWORK

Affiliated with Radio Stations
WSAZ, Huntington & WKAZ, Charleston

AWRENCE H. ROGERS, PRESIDENT
Represented by The Katz Agency
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VIDEOTAPE Continued

have equipment actually on order.

Film companies, however, have
tended to approach the whole ques-
tion of tape with a feeling of dread.
Ampex’s special products manager,
Ross Snyder, states: “Relatively few
companies have made a calm evalua-
tion of what videotape can do for
them.”

THE DIFFICULTY OF EDITING

Above all other questions, the one
of editing concerns film people most,
for it lies at the heart of creative
film technique.

To cut and splice a piece of video-
tape is, at this time, a major opera-
tion. It takes about five minutes per
cut, which makes any serious film-
tyvpe editing out of the question.

The production machines, which
Ampex hopes to be delivering begin-
ning late November—100 are on or-
der so far—will contain editing
equipment. But it will be cumber-
some, and costly.

Why should this be so? The verti-
cal tracks of video information which
are recorded as the tape passes by
the recording heads are separated by
the tiny distance of five one-thou-
sandths of an inch.

These tracks are laid down by four
recording heads contained in a cir-
cular drum which rotates like a little
ferris wheel. As each head comes
down across the horizontally-moving
two-inch tape, it traces a vertical
path along the tape. The track itself
1s only ten one-thousandths of an
inch wide.

In order not to lose any video in-
formation, you have to cut the tape
in the five mil space separating the
tracks. If, on joining two pieces of
tape together in a splice, some of
this distance is lost, there will be
trouble. The little ferris-wheel drum
is spinning at a swift 14,400 revolu-
tions every minute.

In order for each of the heads to
pick up information from the re-
corded track on playback, it must
meet that track precisely. Since we
are dealing with microscopic dis-
tances, it is obvious that even the
tiniest changes in spatial relations
will cause the head to miss the track
and produce trouble in the picture.

The problem, then, is to locate the
precise point to cut, with an allow-
able tolerance of plus or minus one-
thousandth of an inch.

The splicing problem is compli-
cated further by the need for select-
ing tracks containing similar verti-
cal synchronizing information if pic-
ture rolls are to be avoided.

While special editing tape can be

www americanradiohistorv com

used for splicing, it change”1
thickness of the videotape ey .
slightly, but enough to cause ty¢ le
The momentary picture disturh, .
so created may not matter muy, .,
certain program situations, by
commercials they might be (e
since many such splices might.
to be made. Ampex engineers
working on several approaches t'
editing problem.

v
e
4

Network engineers arée optimistic

It is interesting that the chie |
gineers of two of the three nety Xs
tend to regard Ampex as rathey ;.
servative in this regard. They ; ;.e
that the solution of the editing .
lem is to be expected.

A. L. Hammerschmidt, NBC ¢,
president and chief engineer, .
“I believe the editing question
be solved very quickly.” At
however, there seems to be sl
cism about the imminence ofl
solution.

From the film men’s point of
it will be a long time, if ever, I e
tape’s flexibility in this connelin
even begins to approach that of m,

Film people have been disti zd
by what has been supposedly ai ii-
tation to single-track editing. i
at least, does not appear to be a -
ous problem, since it is possil ‘o
dub the sound on to a synchre ed
audiotape or record on audi pe
originally, handle video and ad
portions separately, and later m-
bine the two.

The only way known at this me
to achieve opticals in tape is th 2h
recording the total informatio -
ing fed to the video screen. Tht he
live opticals created by mixin B¢
output of several cameras th i
the control board can be reec '
It is not possible, however, to m*
bine the output of several dif
pieces of tape through a videor ¢
er on another piece of tape B¢
equipment cannot mix separatt &
tronic patterns.

How then can tape be uset ¥
structively in the commercial
Here is the view of a film ma ho
has one of the Ampex machii I"”
order. William Unger, of Ellioc
ger & Elliot, New York, bril!!
the subject a substantial elec ¥
background, both military ant
ian. He says: '

“I really am not sure how t& "‘1,
be used for commercials. I :nw
though, it may be profitable it;k
it for commercials in live 1~
shows, in order to insure perf *
We can tape the commercial € ¥
the day of the show. To 7
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WCAU-TV means

PHILADELPHIA

salesmanship

ANOTHER

Proits;

QUALITY ProDUCy

ANOTHER
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Py Proits: -y
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QUALITY PRODUCT (%0l
QUALITY prOD:
mo:r;a 1 ANOTHER
%yl‘mxﬁi %Ay Boa,
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Fastest moving iron in Philadelphia today is the new Mary Proctor Steam and Dry Iron.
It climbed to top spot when Proctor Electric Company picked WCAU-TV to
launch its new Mrs. America Model. In the test campaign WCAU-TV was the only

station used. Sales were twice as high as Proctor’s optimistic estimates.

Local sales successes encouraged Proctor to go national with the same type

of TV campaign. How did it happen? WCAU-TV gave Proctor full 35-county coverage
of the Greater Philadelphia Market, and an audience already tuned in,

thanks to programming leadership and the high-rated adjacencies to the Proctor spots.
And WCAU-TV effectively merchandised the Proctor advertising. That’s what’s

behind WCAU-TV salesmanship. Can we put some of it behind your product?

| | ‘r The Philadelphia Bulletin Television station. Represented by CBS-TV Spot Sales.
A U ] T Philadel phia’s most popular station. Ask ARB. Ask Telepulse. Ask Philadelphians.

Philadelphia

e ]
Also CBS for Northeast Pennsylvania EEE-

Scranlon

. www.americanradiohistorv.com
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VIDEOTAPE: THE REVOLUTION IS NOW From page 94

“Another use—we can tape the
film commercial and show it to the
client on the video screen. This can
help us overcome a perennial source
of conflict. We send out what we
think is a fine print, the station puts
it on without making the proper ad-
justment and the image comes over
miserably. We charge the stations
with inadequacy, they claim we're
stupid.

“By running the commercial on
the video screen a few times until it
looks right to the client, we will have
given him a point of reference, so
that he has an actual video image to
compare with others.

A period of experimentation

‘“But the main reason for getting
the equipment now is to enable us
and the agencies to learn something
about it, to experiment with it and
see how it can best be used.

“It is a mistake to think that tape
will replace film. It will only be an
additional service. If I thought we
could edit now, I would order several

a great :

a d

4

created for

machines at once. But a rapid analy-
sis showed that splicing was the main
problem. [ think, however, that Am-
pex is unduly pessimistic on the
question of editing.”

Another use, of course, envisions
agency and film producers recording
tape along with film, and having the
immediate opportunity to see takes.

For the film producer, the Ampex
equipment represents a sizable in-
vestment. The price of a recorder is
$45,000. To this must be added a
video chain: TV camera, control
board, monitoring screen. Total in-
vestment can go up to $75,000, for
minimum equipment. Furthermore,
with only one Ampex machine, no
dubbing is possible.

Unger reports that “for some
strange reason, we can’t seem to get
anybody interested in selling us
video equipment.”

Telestudios has been trying to get
agencies to commit themselves now
to production of commercials on tape
for network use. It was reported or-
dering two units at presstime. There

new Joplin

you b)’ ‘

ﬁ

KODE-T

131,420 TV HOMES* IN THE JOPLIN MARKET
Larger than Duluth, Phoenix, Ft. Wayne

$776,919,000 Buying Income; 669,800 Total Population

"NOW 28% HIGHER TOWER — HIGHEST IN 4-STATE COVERAGE AREA

*NOW 29% MORE POWER — 71,000 WATTS MORE THAN
ANY OTHER STATION IN THE AREA

*NOW COVERS 131,420 TV HOMES IN JOPLIN
MARKET — AN ALL-TIME HIGH

*Television Magazine Set Count, Match, 1957

You'll have more luck with KODE-TV-JOPLIN, MO.

abc
316,000 WATTS Designed Power @
101 miles Northeast of Tulsa » 150°miles South of Kansas City

203 miles East of Wichita « 250 miles Southwest of St. Louis

&

A Member of

96

3

<
o
‘PArA NS P

Harry D. Burke, V. P. & Gen'l Mgr.
Represented by AVERY-KNODEL

e Friendly Group » KODE, KODE-TV, Joplin o WSTV, WSTV-TV, Steubenville » WBMS, Boston o WPIT: Pittsburgh
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is definitely agency interest j b
idea. 1

TAPE AND PROGRAM
SYNDICATION

When the idea of videotap
first excitedly discussed, pr
producers saw great possibilit
its application in the field of pr .
production and syndication. I
appears that while tape may e ted
widely on the network level f,
cording of live programs, it is g
entirely unfeasible in the fie
syndication.

At the present time, it ig
nomical and impractical to dup
taped programs on a large sca i
order to obtain duplicates eco
cally, it would be necessary to o
up the dubbing process signific |
This is done with audio tape g
dubbing, the speed of 7Y% inche ¢
second is increased to 60 inche e
second, or eight times. This 1 e
that the time it takes to duplic
half-hour audio show is only
minutes.

The highest audio frequenc e
corded is 15,000 cycles. When ¢
ed up eight times, this means
we are getting the effect of 1£
cvcles. The audio machine is a} 1
handle 120,000 cycles, and so !
speed dubbing is possible.

On the videotape, the signal
goes up to four million cycle
ready a remarkable achieveme If
we speeded- the videotape up 60
inches per second for dubbin or
four times, the equipment 9 I
have to handle a range four tin 88
great, or 16 million cycles.

At the present time, this is ¢ of
the question. Furthermore, in
of rotating at 14,400 revolutionier
minute, the recording heads v ld
have to spin at a rate of 57,600 1
in perfect synchronization wit 1
rest of the equipment.

e i
=

tof

—~ =

Dubbing and running time are eqi:
This means that it takes ju #
long to dub a videotape as the
will run during its normal cour If
takes a half hour to dub a half J”’
show, an hour to dub an hour
Obviously, it is a cumbersom A
costly way to duplicate progran *
syndication. ’
The other difficulties, while 0’ z’
surmountable, are of some ¢ o
quence. There is a limit to thear =
of dubbing the tape will allow.‘
Ampex sales manager, RoSS .
der, states: “You can make 4 "
of the original, and a copy @
copy, but that's it. The §
copy, incidentally, suffers in @¢ 4

1
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1gh it may still be considered of
sdeast quality. It is possible to
.rd several originals at once—on
.ral machines. The tapes are good
100 plays each. This is a con-
ative estimate, since we have
, considerably beyond that al-
‘heavy investment in recorders
d appear to be the only solution
e problem of dubbing in quan-
aunder present conditions.
inetwork man comes up with an
ing suggestion. Why not make
rrangement with the telephone
‘any for use of its cables during
} 1ight when they are not being
by the networks?
is would allow a distributor to
1s film at night on the cable,
il the stations equipped with
nes could record the program
1e line, play the show at the
eiled time, erase it from the
;v cand use the tape again to re-
danother program. This would
:ate film prints and all the
3 bms and expenses of mailing
w | andling.
tneies might also distribute
il 1 vmmercials on a spot basis this
At Ampex too this possibility
een discussed. Its feasibility
h depend finally on the cable

ould be quite clear by now
t ie film lab representative who
ny referred to himself as a
mbr of a “vanishing species” was

fi base. Fears that tape will
plnt film not only for TV, but
thatrical use, are groundless, at

¢ ‘Lor the next few years.

lsits are those of live TV"

4! Ross Snyder of Ampex:
« wody who thinks videotape is
¥ gto replace 35 mm film in the

2 has rocks in his head!

Loe hasn’t run away with us,”
it inists. “We have a clear objec-
©:t's used as a TV tool. Let- me
hsize this: Its limits are the
iof live TV, its possibilities are
1ssibilities of live TV. It is a
itiwhose purpose it is to record
‘" ppears on the TV screen.
Awally, in terms of its ability
0 Jgnt detail, videotape is poor in
rison with 35 mm film, only
ath as good, in fact. To equal
M quality, it would be necessary
ud a fantastic amount of equip-
.t.lp order to achieve the same
ion ability.

I8 is a 4.5 megacycle system (a
vele equals one million cycles)
‘cld take a 20-40 megacycle sys-

match film. Even if this were

4 YION MAGAZINE JULY 1957

possible, we could never hope to
catch up with the quality possibili-
ties of 55 and 70 mm film. In other
words, film could always stay ahead
of us theatrically. It is therefore
pointless to worry about it.”

VIDEOTAPE ON THE
STATION LEVEL

Although station orders have been
filed with Ampex since April of 1956,
no machines have yet reached indi-
vidual TV stations. Until there is
actual experience at the station level,
all discussions of the use of the
equipment must be theoretical only.
There appears to be acceptance of
the Ampex thesis that the machines
will be used primarily for the follow-
ing purposes, as explained by mar-
keting manager Robert Minor:

1. To delay network broadcasts for
later playback.

2. To record locally produced shows
for later presentation.

3. To record news and special
events. At least one station is known
to have ordered mobile equipment
for remotes.

4. To audition local shows eco-
nomically for clients.

5. To prepare live commercials for
later air use.

IT'S HERE!

WITH AN EXTRA BCNUS
FOR YOU

Our new maximum power and 1,000

foot tower is erected . . . delivering

you a market of more than a quarter-
million TV families.

WWW americanradiohistorv com

ABC's vice president in charge of
engineering, Frank Marx, points
out: “In live programming the sta-
tion must plan for peak loads, in
terms of available studio space,
equipment and crews. With tape, the
problem of how to make full use of
one crew and one studio is solved.

“Until tape, you could not sched-
ule two live shows back-to-back
when your personnel and facilities
were so limited, since you can only
rehearse and air one show at a time.
Tape enables you to schedule your
production on a full-day basis, since
the telecasts will be taking place at
other times. Thus it is possible to
schedule programs and commercials
back-to-back with no strain on avail-
able facilities.”

He cautions, however: “Owning
only one machine, you must be able to
write off a $45,000 investment while
you put up with ‘outages’—that is,
with airtime losses owing to possible
machine failure. Step two involves
having two machines, which you need
for continuous operation if you are
to eliminate ‘outages.””

Some station groups are thinking
about bicycling tapes of local shows
to each other, particularly in the

To next pag:

EAU CLAIRE, WISCONSIN

See Your Hollingbery Man
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VIDEOTAPE: THE REVOLUTION IS NOW Continued

The full impact of videotape on the station level 1is

public service area. The Storer or-
ganization has ordered machines for
its stations, and may be planning to
use them in this fashion.

It will take considerable time be-
fore the majority of stations are
equipped with recorders, unless their
price falls sharply and they can be
produced in greater volume than at
present. Ampex’s production model
will not begin to move to the ship-
ment stage before November at the
earliest. It will not be until the sum-
mer of 1958 that the 100 machines
now on order will be delivered, says
the company.

Thus the full impact at the station
level is some time off.

THE FUTURE OF VIDEOTAPE

Discussions with network engi-
neers, men not usually given to wild
statements, leads inevitably to the
conclusion that the solution of most
of the problems now troubling the
users is just a matter of time. Here,
for example, is how Blair Benson,
CBS sentor project engineer who has
worked directly with the Ampex
=quipment, sees it.

“The basie problems boil down to
the following: First, placing the
heads on the drum exactly 90
apart. Ampex demonstrated in Chi-
cago that this is solvable. Maximum
tolerance between heads can only be
in fractions of a minute. This is now
done empirically, by adjusting the
spacing mechanically, while monitor-
ing. [An Ampex spokesman says the
Chicago demonstration means the
problem has been solved.]

“Second, the heads must move in a
perfectly vertical plane, because of
the high speed of the rotation.

“Ampex has committed itself to
these improvements.”

These are major keys to inter-
changeability, that is, the ability to
play a piece of tape on any machine,
regardless of the one it was recorded
on. On the prototvpes now in use this
cannot be done. You can play the
tape only with the original record-
ing head.

“There are major problems in tape
supply,” says Benson. “In processing,
the mylar base seems to be affected.
Apparently it is sometimes distorted.
Occasionally, it misses the video or
audio heads, and you get dropouts
of video or sound.”

All eriticisms of tape quality final-
ly wind up with the optimistic state-
ment that progress in this area has
been remarkable and that greatly

98

improved tapes can be expected. The
three companies now manufacturing
videotape are Minnesota DMining,
Reeves, and Orradio, in which Ampex
has just bought a 259 interest.
Audio Devices has it in the develop-
ment stage.

“Rollover” is another problem
which Benson regards as still in need
of solution. This occurs whenever the
image source is changed; for ex-
ample, when there is a switch from
live to tape. For this reason, he con-
siders that tape’s use in dramatic
scenes or commercials will be limited
for some time.

NB(’s Hammerschmidt, on the
other hand, does not regard “roll-
over” as a serious question. He says:
“It is basically a question of gen-
locking studios or fading to black
momentarily, as is the case now when
we switech studios or from live to
film.”

The recorders have proved excep-
tionally durable in day-to-day opera-
tion, according to all three networks.

“But we have experienced some
failure with the tape machines,”
says Benson, “and have even had to
jump to a film feed-in in the middle
of a broadcast in one instance. We
back up telecasts with a synchronous
film kinescope when there is no tape
backup.

“We have even run the duplicate
on the air instead of the original,
with no noticeable difference. Also,
we have run video from one machine,
and sound from the other—for safe-
ty, we tape all shows on two machines
at a time where possible. I remember
our technicians desperately trying to
adjust the sound portion on one
broadcast because we didn’t know
the audio was coming from another
machine on the Coast.”

THE QUESTION OF COLOR

At NBC, no one will discuss color-
tape. But at both the other networks,
as well as at Ampex, there is a fair
amount of agreement on the nature
of the problem in any event-—and it
is by no means simple.

The problem is one of obtaining
precision under highly difficult con-
ditions. The color carrier must be
held within a plus or minus tolerance
of 10 cycles. Since this carrier is at
3.58 megacycles, this appears to be
impractical in a mechanical system.
For if the phase of the color infor-
mation varies by only 3%, the human
eve can detect it on the screen. In
the words of one engineer, “the pre-
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still some time off

!
cision required is really fantag:
Ampex spokesmen are natyy

secretive about the approach
are taking, but even the conseryg §
Ampex technical men quietly inig
that the color approach now b !
explored looks highly promising

WILL TAPE REVOLUTIONIZE .
PROGRAMMING?

The relatively conservative th .
ing concerning tape that now °
vades network technical ranks,
summed up by ABC’s chief engin
Frank Marx. v

“I don’t believe tape will rey:
tionize the TV industry. But it |
have an extremely important im -
because of its inherent econon |
speed and ease of handling, |
scheduling possibilities. !

“Videotape may be compare
film as audiotape to phonograph'.
ords. Back in 1947, many pe :
thought that audiotape would pu .
end to the record business. A
turned out, tape is being used
different purposes.

“Obviously, videotape can be ¢
to achieve flexibility in prog
ming, as in the case of audiotap ¢
means, too, that you can enjoy @
immediacy of playback for reh -
sals. There has been much talk a
how videotape would therefore
to a great improvement in the qu:
of live shows, since directors w
have the opportunity to study @
tapes before airtime.

“Before leaping to the conclu
that the creative millenium has -
rived, we might ask why it never
for audio, though audiotape witw
its creative advantages has long !
readily available and easy to ust

“It remains to be seen whe ”
videotape will ever be put to the
ative use now held out for it.”

In this connection, it is interes
to note that none of the netw ¢
has immediate plans for using *
machines now on hand or to b
livered in the near future as d
tors’ aids. ‘

For the next year or two, 7
tape’s use will be largely confiné‘t
meeting network kinescoping
station local programming and
mercial needs. 21l

In satisfying these needs, it
affect most television adverif ¢
schedules directly or indirectly
place film kinescope with live &
quality in many areas, ant¢ °
ratings nationally, regionally '~
locally.

.o 2
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Flying high...

Your sales and profits soar here in the Prosperous Piedmont section
of North Carolina and Virginia when you buy WFMY-TV. True,
because no other medium delivers rocket-like coverage of this top

TV market of the nation as does WFMY-TV. Call your H-R-P man
today for full details.

50 Prosperous Counties . 2.1 Million Population
$2.7 Billion Market . $2.1 Billion Retail Sales

]

sloy

(LN

wfmq-tv
( //////// 294 Z

GREENSBORO, N. C

Reprerented by Since 1949
WIMLY-TV ., . Plsd Piper of the Piedmon Harrington, Righter & Patsons, Inc.
Porw oo LUVE TV | Ac MNew R Son §

——— wWWW.americanradiohistorv.com


www.americanradiohistory.com

KTVH

- COVERING W|(|-||'|'A

AND 14 OTHER IMPORTANT
KANSAS COMMUNITIES

pfower

(FULL POWER)

... 316,000 watts, to sell
high, wide, and hand
some’’! KTVH Full Power
means "pull-power —more
inquiries and sales. Puts
your product story in more
homes...on more sets
more times a day, to more
people! To sell in Central
Kansas . .. buy KTVH.

HOWARD O, PETERSON
General Manager

represented nationolly by
H-R TELEVISION, INC.

WHEN YOU USE

KMSO-TV

YOU ARE WELCOMED
INTO 36,370 HOMES

\
4 SELLING
| WESTERN
/% 191,000 watts oot ana
KMSU-TV Molsby ,,
nc.
TRANSMITTER
J0O MILE RADIUS
| ATOP .
TELEVISION L
T]| mountain  COUNTIES
= ELEVATION A;c
] 7000 FT e
NBC
— \§ﬂ_\ R 0 ‘
MISSOULA, MONTANA
100

"WE'RE BUSINESSMEN, NOT SHOWMEN"

garded as the heart of the operation.

In its audit of Nabisco of last De-
cember, the American Institute of
Management stated:

“The sustained rise in Nabisco’s
net sales since World War II gives
proof of unusual sales aggressive-
ness . . . the natural consequence of
close attention to the structural and
functional needs of coordinated sell-
ing. While quality of product re-
mains a major cause of the com-
pany’s success, the aggressive sales
effort can be credited in large meas-
ure with Nabisco’s maintenance of
its share of the consumer market.”

Says Schroeter: “We feel that it
is necessary to back up the efforts of
our sales force, and anything in the
way of extra help is important. If
there are extra funds we can spend
in the market in addition to what we
put into the TV show, we may buy
TV spots, radio, newspapers, other
media, perhaps a combination of all.
We carry a spread in Life for pre-
cisely the same reason, so that the
salesman can employ it as a mer-
chandising tool.”

Merchandising is thus locol

Merchandising, under this con-
cept, is local rather than national in
character, but it is important. “The
Kansas City salesman,” says Schroe-
ter, “and the grocer he calls on, are
interested in what is on TV for them
in Kansas City. They don’t care what
we do in other markets.”

It is through the sales force that
TV’s enormous impact is usually felt
most directly. Schroeter still talks of
the uproar caused when Godfrey,
some years back, inadvertently men-
tioned the wrong retail price on one
of the Nabisco cracker packages.

There was a tremendous reaction,
as customers went into the stores
and insisted on buying the product
at the incorrect price because “God-
frey said so.” The telephone calls
came in from all parts of the country.

It may be noted that, Nabisco’s
emphasis on c-p-m notwithstanding,
the company is very much alive to a
program’s merchandising possibili-
ties, as evidenced by its efforts in
connection with Rin Tin Tin.

Today, one of the best measures
of TV effectiveness is said to be the
in-package premium, widely used by
cereal manufacturers. If your child
has recently startled you with a
mask-face of Rinty or Indian Joe,
blame it on Nabisco's highly success-
ful in-package premium on the Rin
Tin Tin show.

About 15 of the company’s prod-
ucts are considered staples, the rest

www.americanradiohistorv.com

From page 53

have a more-or-less' temporary . |
tence. New items flow steadily ,
the company’s laboratories, -“e
others disappear. i

The effect on the advertigir ot
partment, and the four agencie
service Nabisco, is equivalent t iaf
on an agency that is rapidly ¢
ing accounts. While broad prip gg
may guide Nabisco’s overalt 44
tising, in practice there is a g 4
procession of new copy platf 4
storyboards and strategies fo; E:
cific marketing areas. 1

The country is broken dowr i
20 biscuit divisions, each headyy,
a divisional sales manager. The
pany sells to more than 400,001 ,
arate accounts.

0

Nabisco’s advertising organization

A complexly organized advert iy
department dovetails promotior 4,
the intricate marketing pattern
unusual makeup of the largest |
sion, the Biscuit Division,
impressive illustration.

At the top is Harry Schr
director of advertising. Reporti %
him directly is Craig Carragan n
eral advertising manager of thi .
suit Division. Below Carragaj re
three advertising managers. E: wl
the three managers is respo e
for a group of products, a geog
ical region, and a particular me
One man is responsible for TV
radio, one for newspapers, on
magazines.

In the event of disagre nf
among the managers on the qu oo
of which medium should be emj: &
in a particular market, ult:
jurisdiction lies with the one fiv
Las the geographic responsibili €
the theory that he knows the ¢
needs best. The Special Producj
Dromedary Divisions have thel i
advertising managers.

The advertising department ds
sway on the sixth floor of a ne
story building on Park Aven ;
New York (Nabisco occupie /™
floors in all.) Here at world l
quarters can be found a smart 1
signed projection room, the €r J
many an agency and film pro pr-
along with well-equipped Pho' :‘d
phy rooms and furnished hvin .
dining room sets, used in settl
shots for Nabisco publicity.

A nationwide concern .fl‘Ol“'l
start, National Biscuit 18 f
building an international.dls g
tion. It now has subsidiaries’ »
countries: Canada, England, -
zuela, Mexico, Italy. The ?01"_ i
estimates its foreign potentid®!
some 95,000,000 customers.
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include WJAC-TV
iIf you want a schedule

with a top “Hi'Q”

| . 55% |
v | T PENNA.

a
HI-Quanh o, | 7% J 1009% (587

58 %

73%

with 41 key counties in thi 100%, 0004
Southwestern Pennsylvania |3, 98% o

. o (o]
Marketing Area 80% 94% |

| " 0% 97% /i 99% ,\bf\o
fi-Quality ] =t
89% AC-T 98%

in 20 of these 41 counties SV

. i 100%
WJAC-TV reaches ”{7 = 68% (" 100% b3/ 13%
of TV homes ]
32%
19%

W,/Va.

OVER A MILLION TV HOMES . . . and WJAC-TV {s the

one station that can deliver maximum coverage of this vital call your KATZ man for
marketing area. WJAC-TV reaches into 63% of these TV full information about
homes . . . and holds viewer preference with outstanding pro-

gramming. Latest ARB study jn the Johnstown-Altoong area SERVING. MILLIONS FROM
alone shows WJAC-TV with 24 out of the 25 top night-time i { AJOP THE ALLEGHENIES
shows. If you have something to sell, in Southwestern Penn-

sylvania . . . showcase it on WIJAC-TV the station with

that remarkable Hi-Q!

| JOHNSTOWN - CHANNEL G
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*484,122,000

spent on food
in WCIA-land*

WC IA covers 6 Standard

Metropolitan Markets plus 52
surrounding counties.

45th U. S.
Television Market

Centered between Chicago,
Indianapolis and St. Louis

" Population 1,912,320
ond | Families 598,000
TV Mkt | TV Homes (NCS No. 2)403,370

*Consumer Markets SRDS & NCS No. 2

Official

Outlet for

Champaign-Urbana
Bloomington -

Danville -

Springfield
Decatur

GEO. P. HOLLINGBERY, Rep.

WCIA channel 3

CHAMPAIGN, ILLINOIS
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EXECUTIVE COMPENSATION From page 58

entire income, of course. Just above
the $10,200 level. And for each pay
raise after that, the tax percentage
gets even larger. At these levels, the
$11.54-per-week exemption for chil-
dren ($600 a year) has long since
become inconsequential.

In the chart on page 59, it is
casily seen that the net result of
today’s income tax structure has, in
effect, placed a $75,000 ceiling on
take-home pay. It doesn’t quite level
off at $75,000—the tax never be-
comes 100 per cent—but for a man
to enjoy a six-figure take-home in-
come today would require an astro-
nomical salary.

Despite this ceiling, businessmen
have also had to reckon with a more
enduring law of simple economics:
To have and to hold outstanding tal-
ent, a business must offer outstand-
ing rewards.

There are three kinds of rewards
for achievement in almost any field
of endeavor: salary, security and
stutus. A new appraisal of non-sal-
ary rewards was the obvious answer.
The postwar expansion of American
business increased the demand for
executive talent everywhere. But the
spectacular boom in advertising in-
tensified the demand in this indus-
trv.

Congress anticipated this demand
and the rewards needed to satisfy it.
The nation’s lawmakers provided one
of the answers within the same law
that posed the problem, the U.S. In-
ternal Revenue Code of 1954. The
answer is in the section headed Re-
striected Stock Options.

Many retire with sizable fortunes

A growing number of talented ex-
ecutives, rewarded in part by stock
options from their companies, are
retiring today in early middle age
with sizable fortunes. But there is
one big catch: You have to get in
early with a company that has a tre-
mendous growth potential. As with
any stock venture, the chance of gain
hinges on the appreciation of the
stock.

Here is how one of the restricted
stock option plans works, according
to one neatly dressed vice president:
“An agency up the street has just
issued stock at $1 a share. To get a
good man, they may offer to let him
buy 1,000 shares.

“Now, how much can the stock
be expected to go up? Several, like
Kenvon & Eckhart for example, have
recently been doubling in value every
five vears. I know of a few that have
been doubling in value every three
yvears. It’s not inconceivable that, in

20 years or so0, this $1 stock cg | be
worth $100 a share.

“So, for an outlay of $1,00 -
man will get §100,000 on wh |
will have to pay a capital gaj ‘
of only 25 per cent. As a mag
fact, he may not even have
up the $1,000.

“Some companies will evep | Vo
pay for the stock out of the .
own earnings. The dividends y
year just go to pay off the pu
price. Of course, you have to I
come tax on that.

“This example, however, j u
figured on that first 1,000 ¢ .
Actually, if the man is any g
all, you know they are going t ;
him other chances to buy more ,,
every year or so. It’s about th
way left for a man to build a 4 4
estate these days.

ta
0f
Pl m

Stock is not on the open markef

“Most of these stock deals hg ¢
thing in common. The stock |
on the open market. It is ¢
owned by the men who compri .
top management of the ageney:
all, what other capital has an .
tising agency got? A few des
filing cabinets, maybe a coufl
palm trees in chromium pots
reception room. ;

“In any agency, the main al
any real value is that agency’ re
tive and executive talent. Th
of the agency’s capital, then
upon the men who are witl
company. When a man lea
agency, his share in its caj ||
gone.

“Therefore, with most plans
vou buy the stock you have ti
to sell it back when you le:
company. This keeps the stocl
hands of the men who are
i1ts value go up. And it also ¢ ou
ages job-hopping.”

Stock options can still be ai
lent job reward, even if the e
should go out of business. I
for example, the Biow agenc £2V
several of its executives opt
buy Biow stock for $5 a shar ¢
bought as many as 500 share:

Three years later, wher.
closed its doors, it bought b
stock for $62.37 a share—a
gain of nearly 1,200 per cent
three years.

The importance of stock
plans can be seen in a rec
transfer. About four mon?
John Burns, senior partner
Allen & Hamilton, managem
sultants, quit his job to becor #*
ident of RCA. His contra
RCA calls for a minimum §
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000 a year, with fomur guaran-
‘r.'annua] raises of $12,600 each.
t also, according to RCA’s proxy
~ment to stockholders, “in con-
ation of Mr. Burns leaving his
sy employment to become pres-
" of the corporation,” he re-
s a 10-year option to buy 50,000
s of RCA stock at the March 1
of $33.75 per share ({(except
se can’t buy more than 10,000
¢ for the first five years).
at RCA stock may be worth
sars from now is anybody’s
pbut in 1967 John Burns will
e able to buy it for $33.75 a
In outlining Burns’ agree-
the statement to RCA stock-
g cites the stock option first,
lary second.

vlans require legal counsel

a stock option plan is some-
dike a TV picture. It is very
ive when it is in exact focus,
has to be planned and put
@2r by experts. Stock option
equire complex legal research.
sgry executives can’t just get

huddle with a sympathetic
cer and then rush out waving
% option bonanza. This word
jon may seem unnecessary,
rre than one advertising execu-
1s come to grief because he
[ it. There is a classic ex-
¢in the files of the U.S. In-
iRevenue Service.

volves an advertising execu-
"o proposed to bring in a big
cor his company. The agency
ily sold the executive a quan-
niagency stock for five cents a
The agency also agreed that
:xecutive brought in the client,
iney would buy back the stock
¢ths later for $100 a share.

e executive landed the client,
k his stock, and declared his
s capital gains. But the gov-
et said no, and so did the

s dismay, the advertising ex-
vhad to pay tax on his entire
s ordinary income. The story
ites the tremendous impor-
f adequate legal counsel in
“up any profit-sharing plan.
“ding to a spokesman for the
il Revenue Service, one of the
that makes such plans so
to set up is the lack of any
fi IRS regulation on the sub-
2stricted stock options, it is
i specifically mentioned in the
1l Revenue Code of 1954 as
by Congress. But a few brief
aphs in the Code are one

‘dtfﬁnite, exact regulations by
B is another.

IN MAGAZINE -« JuLY 1957

Such regulations to interpret the
Code are now being worked up.
Meanwhile, each stock option plan

must be judged by the general terms
of the Code.

Less risk on deferred compensation

For the executive who doesn’t want
to gamble with his future, deferred
contingent compensation offers re-
tirement security with none of the
risk of stock option plans, and with
escape from some of the heavy in-
come tax burden. Under this plan,
an executive tukes part of his sal-
ary on a deferred basis, that is, he
gets the rest of it after he retires.

Consider, for example, the execu-
tive who mukes $100,000 a year. If
he is married and childless, his take-
home pay is actually $47,144. Sup-
pose, however, he leaves half of his
salary with the company and ac-
cepts it later as deferred contingent
compensation.

On his $50,000 salary he gets about
$31,000. If he takes the other $50),-
000 now, it will net him an addition-
al $16,000 or so. But if he waits un-
til his retirement, that $50,000 will
net him almost twice as much.

Deferred contingent compensation
plans, like restricted stock options,
cannot be worked out with a snap
of the fingers, however. The word
‘contingent’ is a key factor. The
executive, for instance, usually must
agree that he will not go to work
for a competitor and that he will be
available for consultation after he
retires.

While stock option plans are usu-
ally not limited in this way, they
also have hindrances that detract
from their merit. In most companies,
therefore, stock options are coupled
with other benefits that comprise
a method of multiple-compensation.

This is particularly evident in the
Columbia  Broadcasting  System,
which has achieved an outstanding
record of executive stability. CBS
now offers stock options, a pension
plan, and a bonus or incentive plan.
And, according to CBS vice presi-
dent Lawrence Lowman, the network
is even now considering more types
of “peripheral benefits.”

The CBS stock option plan, to date,
has been limited to CBS division
presidents, Lowman reports, but the
incentive or bonus plan ‘“‘goes pretty
deep in the company”, and the: pen-
sion plan applies to everybody. CBS
is aware, however, that there are
other factors that can’t be distrib-
uted by paycheck.

The network is keenly conscious,
for example, of the job lure that re-

To page 105

Z

| Service in TV
K

» BMI offers its facilitles not only
to 1ts- TV licensees, but Lo produc-
ers, advertising agencles and thelr
clients, TV film distributors, muslc
conductors, dlrectors and everyone
inTV concerned with programming.

These TV services offered by BMI
will:

e Assist in the selection or crea-
tion of music for films — theme,
background, bridge, cue or incl-
dental mood music ¢ Aid in music
clearance e« Help protect music
ownership rights ¢ Extend in-
demnity to TV stations that per-
form our music on film

e Answer gquestions concerning
copyrights, music right for future
residual usagé, and help solve all
other problems concerning the use

of music in TV.

Let BMI give you the
TV Music Story today

Call or write
BMI TV FILM LICENSING
DEPARTMENT

BROADCAST MUSIC, INC.

NEW YOKK o CHICAGO .o HOLLYWOOD
TORONTO ¢ MONTREAL

/

. |

James M. Kelly, TV & Radio Time Buyer
Flewcher D. Richards, New York

“This has been a really valuable ad-
dition to Standard Rate, as far as
we're concerned. Now we have prae-
lically everything we need to select
stations and markets ... maps, mar-
ket data and, of course, the regular
rate and other information in
SRDS*.”

*Every month, in Standard Rare’s Newspaper, Spot
Radio and Spot TV editions.
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And you’ve every right to exult with us over the proven
size of WBTV'’s television market measured in terms

of population . . . because it means a massive market
for you.
CITY POPULATION
1. New York 16,788,700
2. Los Angeles 7,699,900
3. Chicago 7,552,500
4. Philadelphia 6,675,100
5. Detroit 5,219,700
6. Boston 5,118,600
7. Wilmington, Del. (Includes Philadelphia) 5,045,400
8. Pittsburgh 4,774,300
9. San Francisco 4,262,400
10. Cleveland 4,233,700
11. Johnstown, Pa. (Includes Pittsburgh) 4,145,600
12. Sfeubenville, Ohio  (Includes Pittsburgh) 3,935,]00
13. Manchester, N. H. 3,606,800

. CHARLOTTE 3,348,800 |
15. New Haven 3,290,200
16. Washington 3,135,900
17. Minneapolis-St. Paul 2,932,600
18. St. Louis 2,830,900
19. Providence 2,771,000 ¢
20. Memphis 2,731,500 |
21. Indianapolis 2,717,300
22. Milwaukee 2,698,600
23. Baitimore 2,661,700 ¢
24. Bloomington, Ind. 2,640,400
25. Atlanta 2,611,600

Source: Television Magazine 1957 Data Book

Moreover our clients are prone to boast about our
superior Sales Power. Reach our people with your
products through the pioneer in the Carolinas, and we
warrant that you’ll soon be gloating, too. For WBTV'S
Sales Power, contact CBS-TV Spot Sales.

BIV

CHARLOTTE

 Top Fowou

JEFFERSON STANDARD BROADCASTING COMPANY
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L UTIVE COMPENSATION: AFTER MONEY—WHAT?

From page 103

.ing salaries at the base can push top salaries to embarrassing levels

i

from CBS’ prestige and rank-

position within the industry.

cess is a factor,” Lowman said.
. body likes to work for a winner.

"

R

"

then there is fairness of treat-
That kind of word always gets
id in the business.”

t every network offers many
of non-salary compensation. At
for example, that organiza-
methods of executive compen-
include company-paid hospi-

urgical and group life insurance

plus a retirement plan to which
yer and employe contribute.

i operates profit-sharing trust

sther type of compensation is a
iSharing Trust, such as that
-ed by wsaz, AM-TV in Hunting-
/. Va. Each year the station
siide a percentage of its profits.
mount can be as much as 15
1t. The money is deposited in
arest-bearing fund and is cred-
roportionately to the station’s
ipating employes.
rloyes are eligible to partici-
‘ter they have been with the
c at least three years. Total
.« ty, death, 20 years’ service,
=nination of employment en-

-sj&x employe to payment of his
. gn the fund, providing he does
' yoo work for a WSAZ competitor.

i.ence Rogers II, general man-
" wsaz, pointed out shortly
1e plan began, “Each employe
ms part-owner of the business,
sese. . . . It is also, incidentally,
mst eloquent answer that can
wed to industry-wide bargain-
in state socialism.”
elifference between the WsAZ
fatn and the CBS incentive plan
'the one is an arrangement
derred payment, whereas the
izentive system amounts to a
ald from the year’s profits.
BS, the bonus is taxable as
ythe employe’s income for that
T WSAZ, the employe is not
tatil the year in which he re-

ettives at CBS don’t know how
teir bonus will be from one
{ the next. “They set aside
¢ the corporation’s profits,”
‘cutive explains, “then they
‘te it according to a mathe-

formula. I'm not sure how
wrk out the formula or whether
vise 1t each year for each
ayway, it eomes out to a nice
&h year,

then there’s the pension plan
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which everybody belongs to after
they’ve been here two and a half
vears. As far as I'm concerned, the
bonus and the pension plan make you
think twice before you congider
somebody else’s job offer.”

The many methods of compensa-
tion have resulted from other rea-
sons than merely the income tax
pressure, according to H. Preston
Peters, president of Peters, Griffin
& Woodward, Inc., station represen-
tatives.

Feters’ thinking in regard to ex-
ecutive compensation develops from
a ‘team’ concept. He says, “This is
no longer a one-man business, and
most firms today aren’t. For 4 busi-
ness to become successful—and I
mean successful in the broadest sense

-many employes in that business
have to feel they are a part of it, that
the success of the business is their
own success.”

PGW uses methods of multiple
compensation for its employes. In
addition to salary, it offers incentive
commissions, a profit-sharing plan,
and to a few, company stock.

At first, the firm’s stock was held
by only two men. Today, 18 of the
firm’s employes own all of the stock
in the company, and it is always
salable back to the company for its
net value or purchase price, which-
ever is higher.

Bonus programs are being expanded

As many employves as possible have
been brought into the bonus-eligible
category. Salesmen receive bonuses
each month that they exceed a cer-
tain percentage of their quotas. The
bonus is doubled in the slow, summer
months. Even office workers are
bonus-eligible. When a secretary’s
boss gets a bonus, for example, the
girl gets a proportionate reward as
well.

i'ne many means of compensation
above and apart from salary all point
up a significant fact about today's
executives: A pay raise is no longer
the sole incentive. Today’s executives
have learned to scorn a salary in-
crease that looks fabulous on paper
but virtually evaporates on April 15.

“But there is a reason for paying
executives enormous salaries from
which they realize little benefit be-
cause of high taxes,” says S. R.
Brainard of McKinsey & Co., man-
agement consultants. “You have to
pay the top men more money to re-
lieve the pressure on the middle men.

“Salary is the key to status. You

have to raise the pay of the men in
the middle to maintain their posi-
tion ahbove the rising salaries at the
base of the corporate structure.

“This pushes the salaries of top
executives to levels where some men
find it irritating or embarrassing.”

It is interesting to find that the
much - publicized executive expense
accounts are not nearly so popular
as the general public seems to be-
lieve.

A station representative who is
considerably above the $20,000-a-
year bracket declares (iatly, “Ex-
pense accounts are no bargain. |
don’t believe I've ever come out
ahead on mine. You forget too many
things.”

"Expense accounts are phony"

An advertising executive says,
“Expense accounts are phony. You
get these job offers that say, ‘unlim-
ited expense account.” All that means
is they pay the cost of travelling
when they send you somewhere, and
when you’re in town you can eat
preity good at lunchtime. But who
cares about the wine at the Cham-
bord when what you need is an extra
bedroom for the house?

“And as far as making money on
an expense account, you can’t make
money that way these days, even if
your company is willing to let you
do it. The government checks every
company’s records too closely.

“Oh, you may be able to pick up
a couple of bucks on a luncheon tab,
but yvou’ll lose it right back the next
day on a couple of cab fares you for-
get to put down. Anybody who be-
lieves that old story about putting
in for $200 lunches five days a week
is just crazy.”

If an executive gets a tlat expense
account and therefore doesn’t have
to make up an itemized list for his
employer, he has to submit a similar
itemized list to the government in-
stead. Otherwise his expense account
will be added to his taxable income.

About the only enjoyable kind of
expense account system in operation
today, from the executive’s point of
view, is the charge account plan.
Executives charge everything pos-
sible, from airplane tickets to restau-
rant checks, and the bills go directly
to the company.

As a result, it ecan now be shown
that television executives are, in dol-
lars and cents, the nation’s biggest
expense-account spenders. The Dart-

To next paye

105


www.americanradiohistory.com

Among (& Towers

KWTV b

ACHMETS
OKLAHOMA CITY AT
ISTANBUL

\ v T L ong ot
- the 1ower with the SALESpower in Qklaboma

Harry N. Sager, Media Director
Kenyon & Eckhardt, inc., Chicago, Hlinois

“Thi:
for a long time. SRDS, by putting

is something we have needed

marhet data, maps and media in-
formation all in one volume every
month®, has given buyers of media
another ‘boost’ in helping us do our
jobs easier and faster.”

n dard Rate’s Newspaper, Spot Radio and
Spot TV e ons.
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EXECUTIVE COMPENSATION Continued

nell Corp., a Chicago firm specializ-
mg 1n management methods re-
search, reported such findings this
year in its survey of executive fringe
benefits.

The Diners’ Club reports its big-
gest spenders in this order: publie
relations men, television executives,
manufacturers’ representatives, film
executives, and advertising men.

If the ‘unlimited expense account’
isn’t the lure it is believed to be,
however, there are certainly plenty
of other attractive rewards for exec-
utives. A favored executive of one
television network had an extra room
added to his house—a private little
theatre complete with the latest pro-
jection equipment, built at company
expense.

While homes and extra rooms are
exceptional, there are many other
job rewards that are not. Television
executives are expected to belong to
certain clubs, so their companies pay
their membership expenses.

Status is often o major factor

On the other hand, there are other
rewards that seem trivial on the sur-
face, but are held by some to be a
major spur to performance. They
are associated with the struggle for
status, and inciude everything from
three-pen desk sets to the corner
office with a terrace. Like chevrons
to a sergeant, these things are re-
alities.

Actually, for executives who are in
the top compensation level and who
have been there long enough to wipe
out any fears of retirement security,
the struggle for status hecomes vir-
{tually the onlv major incentive a
company can offer.

But it applies not only to the man
at the very top. An executive of Mc-
Kinsey & Co. says that status ranks
high on the list of incentives that
will produce maximum performance
from all employes.

Curiously, the men who value sta-
tus the least are often the men who
have it the most. When a major ad-
vertising agency moved into new
offices on Madison Avenue recently,
the firm’s two top officers pointedly
chose non-corner offices. And a top
executive of a major network said:

“I don’t think those extras count
for much. Perhaps the motion pic-
ture business was built on it, but
we don’t go in for it here. Perhaps
up on this tloor we have things pad-
ded up a bit, but for the most part,
our offices throughout the building
are pretty plain.”

Elsewhere in the same building,
however, the ultra-modern furniture

www americanradiohistorv. com
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and lighting in the executivefhc,"ﬂ
represent a very real goal. Wit '};f
elevator operator opened the ot

to the floor, he whispered to g tg;
zine reporter: “Careful, dop’ ‘inl;
too deep in them carpets.” i

With economic flux and 3 g] in
tax structure, the key to the, r
tive washroom has today acnio:;
its greatest significance, not |
executive ablutions are gom
special, but because the was ¥
key is now more than a means"k 3
end. It is an end in itself—s -
tax-free.

The struggle for status hag j
brought about ranks withip k
as companies hunt more t;
goals for executive incentives u
it is an achievement not only
in the executive dining room,
sit in the right place as well.

In one of the great adve ng
agencies on Madison Avenu tj,
lines on the linoleum of the vy
tive dining room serve to marl ary
divisions within the executivi v
Gray-haired men of distinet .
around tables by the window.  nee
eager men in their 40’s sit at' pla
by the door. And at tables | .the
foyer, quietly eating the am
chipped beef on toast, are sl
young men in their 20’s.

Such business practices y W
thought of as an excellent in i
or a ludicrous lure. They arer he
They are just the best incenti th |
is left to give. When outst din
salary rewards are lost to @ [o
ternal Revenue Department, ran
gible benefits that are mainly &
logical assume greater signi.nce

Opulent offices and lavish ache|
eons can be executive rewa for
legitimate reasons, but they ¢ &g
be morally corruptive. The m Wi
can spend as much for lunek = i
wife can afford for the weel 2%
ceries is threatened by en 0nils
problems that jeopardize d “5i¢
harmony.

ie

()

Cne agency pays analyst's fee ¢

But the executive life offer
free way out of that one,
least one advertising age.
Madison Avenue now pays t. 4%
lyst’s fee for its executives’ 0%
analysis. And the executivel © on
company time. g

The picture, however, is 1 JU8
a question of dollars Ven
doughnut fringe, nor expe&
counts versus the paycheck. I
nificant of an industry with
ing patterns, which is keep-
with the widening economl
ture of the country.

{1808
=

rtruﬁ;

N
Y

1957
TELEVISION MAGAZINE °*


www.americanradiohistory.com

_—

HE TELEVISION COMMERCIA

)W TO PLAN AND CREATE EFFECTIVE TV ADVERTISING

I HARRY WAYNE McMAHAN

o, Ay -

¥ Ihan is the outstanding au-
ty on the TV Commercial.
128 personally written and
P aced more than 3000 com-
)i vials—more than anyone else
# fe industry. For 16 years he
fe 2d his own production com-
.“oiin Hollywood, then moved to
Y®on Avenue as a member of
‘Creative Plans Board and
¢ of TV Commercial Produc-
ifor McCann-Erickson, New

Hoow operates as a special TV
_ @ercial Consultant to agen-
I ind advertisers in New York,
‘9it and Chicago.

Ilere is the one practical book
for TV advertisers, agencies,
writers and producers. Revised
and enlarged with 189 illustra-
tions of top selling commercials.
Three great new chapters and
much new material.

If you're in Television advertis-
ing, if you want to create better
TV Commercials that sell, you
need this book!

Use This Coupon and SAVE MONEY !

The price is $6.50—but TELEVISION Magazine
subscribers can save money by using this spe-
cial coupon—NOW! One time only—This offer
will not be repeated.

O
NAME:

L ' j |
JVISED AND ENLARGED WITH 106 NEW PHOTOGRAPHS /

TVIOYIANOT NOISIATTIIL FNL

srvem e Avemw sovve

d Pretus

How T Crecte -‘.'

v senivrn

$650

18 CHAPTERS OF PRACTICAL KNOW-HOW

® N> bW N =

—- e o oy e
N O wn s WN —~ O O

TELEVISION MAGAZINE, Dept. 457,
600 Madison Avenue, New York 27, N. Y.

Yes, I'm a TELEVISION subscriber and I’d like to take advantage of
your special offer on McMahan’s book. Send me:

[0 1 Copy at the special price of $6.
O 2 Copies at the special price of $5.50 each.

Copies (b or moré) at the special price of $5 each.

. Television as a Selling Tool: Sight and Sound
. The 11 Men on the Team: Position and Goal
. The Viewer: He Begs to Differ

. Start With the idea: Back to Basic Advertising

Analysis and Aims: Define Your Problems

. Live or Film: Point of Decision

5 Production Techniques: Costs & Comparisons

. Cartoon: The Universal Language

. Live Action: Dialogue vs. Narrative

. Stop Motion: Mechanical Ingenuity

. Puppets: Some Are Dolls

. Photo Animation: The Budget Saver

. Working to a Budget: Blending Techniques
. The Sound Track: The Singing Jingle

.. Station Break Spots: The :20 and the :10
. The Writer: Man With Four Heods

. The Final Script: 17 Points of Evoluotion
18.

Random Observations: Fact and Theory

FIRM:

ADDRESS:

Books will be sent postpaid. Payment must accompany order.
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This is Worcester.
One of the Bonus Cities Served by

WJARTV Providence

v,

o

CHANNEL 10

WIAR-TV- - Dominant Station QT

12 the PROVIDENCE Mavket-- | \f
offers 32070 more mmﬁbly coverage dccordmgnefz

to the Nielsen Market Coverage Repart

Vi 4

#Check your Nielsen for other bon'
areas covered by WJAR-TV

Represented |
ard Petry & Co., Inc.
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ROW: "IT'S TIME TO TAKE STOCK" From page 45

n.,jectiVitY is a goal. The job is to know one's own prejudices"

et

s

_

—————

|
y

g

i

. dful to begin with. But how can
pe improved unless there is an
. -ovement in the people who give
.1? And that can only come
, agh experience.
pelieve this is a corporate re-
sibility, and should remain with
company rather than with the
“idual commentator.”
' es this mean that he would not
" Edward R. Murrow—who has
116 awards and has been given
honorary degrees—to editori-
1]
would not.”
is not so sure about whether
srks should have the right to
-jalize because of their limited
er and their great position to
nee opinion. But, “if the deci-
wvere mine to make, I think I'd
t-’,

. v eliever in local news

‘Murrow, who has always been a
« wk man, the local character of
aeasting cannot be over-empha-
0“l am a firm believer in the
laews operation. I deplore the
stoward undue reliance on na-
asources, toward obtaining our
i« wand entertainment solely from
»Vuals whose knowledge of this
vty is limited to views of the
w4 below obtained during flights
vin New York and Hollywood.
‘zoncerns me that we are get-
I 4y dress more alike, act more
' 2and think more alike. The dis-
1 :@mnce of regional difference is,
i, a cause for concern.”
t1e same time, he is encouraged
/A %it he believes has been a no-

‘45 k improvement in the quality

98 news shows. “Not only is this
tcause of more intelligent use
t but in terms of leading with
9 news story of the day. In

+ '} riords, there is better editorial

r ¢

mt. I might add that there
fen improvement in network
srograms as well.”
ow is not deeply disturbed by
tngers that might accompany
wread editorializing, although
bver of TV for evil is just as
8 it is for good. “That would
ing, in effect,” Murrow main-
,'that because the power of tel-

18 80 great, it should there-
it be used at all.”

dds: “We all know that today
3 too little opportunity for the
3lon of minority views. This is
Ake. Tudz_iy’s minority may *be
OW’s majority. That is why I
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am not afraid of editorializing on a
wide scale. Let the views be put
forth.”

Once a station elects to play an uc-
tive role in the social and political
life of its community, it must come
to grips with the problem of how to
retain the balance and objectivity
about controversial issues that are
traditional in TV and radio news-
casts. And this is by no means a sim-
ple matter.

“It is one of the toughest problems
of them all,” says Murrow, *“to

.achieve absolute divorcement of edi-

torial from reporting.

“It seems to me that the concept
of objectivity is widely misunder-
stood. It is a goal. Everyone knows
that it is unattainable. The job is to
know one’s own prejudices and try
to do the best you can.

“For example, my father was a
small farmer and then a locomotive
engineer, and I started to work with
my hands as a lumberjack in the
state of Washington at the age of 14.
Had I grown up differently, had I
gone to Princeton or Harvard, sum-
mered in Europe and the like, I'm
sure my general outlook would be
different from what it is. We are all
the prisoners of our built-in personal
history. But knowing that, I try
especially hard to be fair in the way
I handle the news.

“I lived ten years in England, saw
the British at their best and at their
worst. Any time I deal with news
concerning England, I make it a
point to stand ten feet back and take
a cold look at what I'm doing, in
order to be sure that my prejudices
don’t influence the way 1 approach
it.

"The power is a frightening thing"

“] am sometimes terrified by the
power that this medium puts into
my hands. It is a frightening thing
to know that by careful editing of
film, you can show a man saying
exactly the opposite of what he ac-
tually did say!

‘Nor is it always possible to know
beforehand how it will come out, re-
gardless of how carefully you have
edited the script. For on the screen
things happen. There are different
degrees of persuasiveness and force.

“I believe that the job of the com-
mentator is to present the facts with-
out trying to organize them in such
a way as to lead the viewer to his
own conclusion. I believe with Jef-
ferson that an informed public will

WwWWwWWw.americanradiohistorv.com

make its own best decisions if given
the facts on which to judge.

“During the political conventions
you would do the best you could, then
come in the next morning to face the
stacks of mail on the desk. On one
side would be a stack charging that
you were quite obviously a damn New
Dealer, on the other side would be a
pack equally high, accusing you of
being an Eisenhower booster. That’s
what you come to expect. It’s the lit-
tle pack in the middle that disturbs
me most. The letters say: ‘Why don’t
you have the guts to come out in the
open for my candidate!’

“Here is a complete misunder-
standing of the function of a re-
porter.”

On the future of TV Murrow is by
turns optimistic ard pessimistic, a
pattern in keeping with a mind that
Is constantly seeking, evaluating,
wondering. Like all honest men, he is
not afraid to admit that he isn’t sure.
Nor is he afraid to follow his in-
stinets as educator and thinker and
talk seriously of ideals and the prob-
lems of civilization in an industry
where cynicism and cash-values are
sometimes fashionable.

Commercial success no accident

It may, however, be no accident
that Murrow has been one of the in-
dustry’s great commercial successes.
Perhaps, it has been said, integrity
may have a greater cash payoff than
many realize, for it usually wins re-
spect—even among those who scoff
at its existence.

Murrow’s boss and supporter, Wil-
liam Paley, an outstandingly success-
ful businessman by any measure, has
called him “a man fitted to his time
and his task, a student, a philoso-
pher, at heart a poet of mankind and,
therefore, a great reporter.”

It is fitting that this man who
loves his medium so deeply should
find a meaning for it in the great
subject of automation which he tack-
led for his See It Now program aired
in June. Among the many problems
that are being discussed in connec-
tion with automation’s impact on so-
ciety is that of how human beings
will use the additional leisure time.

“If it means,” says Murrow, “that
people are going to have more time
for themselves and that they are go-
ing to spend more of that time sit-
ting in front of the TV screen, then,
by God, we’d better be sure that

there is something there that is
worthwhile gawking at!” END
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BIG, NEW INDUSTRIEs
RECORD EMPLOYMENT!

RETAIL SALES SOARING!

§ DOWNTOW

BUILDING CONSTRUCTION AT NEW HIGH!

NEW CITY AUDITORIUM |
N 1 MILE FROM THRUWAY !

NEW SHOPPING PLAZAS !

o

OF THE

UTICA

IN PURCHASING!

Utica tied for 4th place in proportionate increase
in department store sales in 1956 among the 20
top northeastern metropolitan cities, as new
industries joined expanding “natives” to give the
Utica area the largest proportionate increase
over last year in total non-agricultural employ-
ment of all major New York State markets . ..
pushed Utica’s average production wage up a
record 30% in 7 years! Utico Area Annual Retail
Sales (estimated): $352,000,000! This is real pur-

chasing power!

IN TV COVERAGE!

w. And WKTV matches this purchasing power with

selling power — the first television station in
Central New York to broadcast with maximum
visual power of 316,000 watts . . . equal in
strength to any VHF television station in the
United States! WKTV brings the best possible
picture with the greatest continuity of service to
the widest possible audience — both in black
and white and in color! Tell your story fo this
rich market through its strongest medium —
WKTV!

serving UTICA- ROME New York

Represented nationally by Donald Cooke, Inc.

Vow telecasting with matimunm uwisual ower of 316,000 watte
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. JNRY FORD 1 From page 50

'.]“y Ford II became pl"esident
¢ e weeks after his 28th blrthdu.y
.;n. on September 21, 1945, his
' n(ifather', the founder 'of the
pany, stepped into . retirement.
ung Henry”, as he is km{Wn to
roiters, rose to the presidency
i breath-taking speed. He was
obvious heir to the throne, but
ily misfortune accelerated the
gition.
lthough he was a member of the
) of 1940 at Yale University, he
the school that year to become a
janic in the dynamometer room
e Ford Rouge plant at Dearborn,
_In April, 1941, he quit the
pany to become an ensign in the
Naval Reserve.
11948, while he was at the Great
« Naval Training Station await-
srders for sea duty, he received
of the death of his father,
: Ford, president of the com-

lary Ford the elder came out of
. ment to resume the presidency,
[\ } avy placed young Henry on in-
, status, and in December of
:me year he was promoted to the
syresidency. Four months later
¢ ‘heame executive vice president.
isumed the presidency the fol-

ir year.

.. ew months later, the Ford Mo-
lto1 0. began plans for an outstand-
| n pdernization program. The cur-
"ot hase of the program, launched
1146, is scheduled for completion

(8 at a total cost of more than

) ion.

I man who runs the show is

il in some ways, strikingly dif-
‘ei:n in others, from the man who

 the business.

hecompany’s founder encouraged

€\

EEY From page 33

ng a vocal and volume-wise im-
:t segment of the total market
ue,
tiously, there are two sectors
1 advertising attack on this
sm—copy and media. Food ad-
“ ing written and orchestrated
0tk male in all media is one possi-
}Media choice to reach the male
Iland without additional cost
cher.
P_\problems of special food ad-
ing for men and other food
*ising for women in some media
@ious. The difficulties of writ-
% ad for media where there is
3election as to what is seen—
1 that excites both men and
W—Tll leave to agency copy
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Jjokes about the Model-T Ford. There
is definitely nothing funny about the
Ford Motor Co.’s 1957 goals in pro-
duction, styling, sales and finance. In
a word, what Henry Ford II wants
his company to be is solid.

Solid "slam™ of car doors is symbolic

He has been known to stop by an
assembly line and try the doors of
completed cars as they roll off the
line. When he slams the door of a
IFord, he wants it to sound “solid.”
They didn’t in the days of his grand-
father, and salesmen of competitive
companies influenced many a cus-
tomer with & door-slamming com-
parison. The solid sound is a symbol
today.

In his personal life since he took
Ford’s steering wheel, Henry Ford
IT has driven down a similar solid
road. He doesn’t live at Fair Lane,
the family’s huge baronial estate at
Dearborn. Instead, he and his wife
and their three children (two girls,
one boy) live in Detroit’s fashionable
suburb of Grosse Pointe, just like
plain, ordinary, millionaires.

There are some differences. Henry
Ford 11 is more than a two-car man,
or even a three-car man. He drives a
different car every few days, usually
at the wheel himself. He has a Conti-
nental of which he is fond, but he is
just as likely to show up at the office
driving a stock model Ford or Mer-
cury just off the production line. And
it 1s nothing unusual for this hard-
working businessman to spend 10- or
12-hour days at the office.

A look ut his methods and achieve-
ments offers a glimpse of the com-
pany’s goals and probable future
course. Through them runs an im-
portant thread. Henry Ford II wants

supervisors to explain. (Finding a
headline that will interest eitier is
tough enough).

Part of the problem is solved by
media selection—by choosing media
that reach people whether they like
it or not, where the advertising is
upon them and absorbed, at least
partially, before the consumer can
defend himself. Males regularly de-
cide that they won’t read an adver-
tisement which explains the glories
of a $29.95 linen sheath dress. The
readership figures prove this. But
try to avoid hearing the same adver-
tisement, or at least part of it.

The emerging importance of the
male as a brand-selector in hitherto
exclusive female areas of decision is

www.americanradiohistorv.com

to make his company, his cars and
himself known for heing progressive.

This thread is evident today in his
firm’s vastly improved labor rela-
tions. 1t is equally evident in the
safety and styling advances of his
firm’s automobiles.

In his personality, Henry Ford II
appreciates the value of cooperative
2ffort more than his grandfather
did. He pays careful heed to the sug-
gestions of the adroit management
team that works with him and his
two brothers, Benson and William,
both vice presidents.

Naturally, subordinates like to
work with such & man. “He’s a team
man and a good one,” one of his exec-
utives said. “He’s quick to under-
stand what you’re trying to get
across. He's comfortable to be with.”

Stay in front, but not too far out

Henry Ford I wants the compuany
to be modern, but not radical. There
is a clue to his personality even in
his manner of dress. He is always
well-groomed, well-dressed, but never
radically so. In sports coat or busi-
ness suit, he follows the lead of fash-
ion—but tempered with subtle, com-
fortable aspects.

This, then, is the cornerstone of
company policy, advertising theory
and personal conduct of Henry Ford
I1: be a solid citizen and stay in the
front ranks, but don’t get too far out
in front. This belief in forward-
looking thought guides Ford's views
in finance, government and social
welfare as well as auto making.

It must be disconcerting for him,
indeed, every time he sees or hears
that slogan which was adopted by
one of his competitors: The Forward
Look. END

one of the important marketing facts
of this decade.

What has to be done to make sure
that the male—who reads less, looks
less, and listens less—is adequately
covered by the advertising, volun-
tarily or involuntarily, is apparent.

There has to be accurate evalua-
tion, by product, of male influence
(only one-fourteenth as strong for
cocoa as for coffee).

There has to be greater concentra-
tion in media that men spend the
most time with—and certainly radio
is no worse than second, and prob-
ably first.

It took time to get to the commer-
cial but you knew I'd get there,
didn’t you? END
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TRIPLE-SPOTTING

ver-commercialization is the principle description

that advertisers use in condemning the rather wide-
spread practice of triple-spotting. Actually though, this
problem goes much deeper.

Certainly broadcasting is not as over-commercialized
as print media. Just check the number of ads appearing
on one newspaper page alone. Or look at any of the
magazines and see how many consecutive ads are back
to back.

This doesn’t mean, of course, that TV is blameless or
would not be more effective with less commercials. But
there are other factors involved that bear directly on
this practice.

In the first place, are stations which triple-spot between
network programs violating the NARTB code or the
affiliation contract? The answer would seem to be yes.

Then triple-spotting is bad to begin with. Regardless
of how a station attempts to justify the practice, it is
obligated to respect the code it subscribes to and the
contract it has signed. Any other course is simply not
in keeping with the responsibilities of the medium.

But let’s go one step further. Just as it is necessary to
take cognizance of the concern of advertisers, like
Procter & Gamble and others, who object to triple-
spotting, it is also necessary to keep in mind the changing
economic situation in which stations find themselves. As
explained quite fully in the story in this issue on triple-
spotting, broadcast management has some definite prob-
lems, which definitely will limit station revenue. The

practice of triple-spotting, therefore, cannot be 1|,
in name calling or contract interpretation.

Triple-spotting, in other words, is not merely a « o
of squeezing in an extra buck, but a response to |
cial pressures that in some instances can be quite s

I'd like to advocate a plan that should make eveiy
happy and would give the TV medium another of!,
additional advantages over print, and that is—Iless «,
tising bidding for the consumer’s attention at on i;

Briefly, the plan would extend station-break ti
other ten seconds, thereby providing forty secor
tween network shows. The station would be pes 1
to sell a maximum of two announcements. But rath: h
being limited to a twenty and an ID, the station co
two twenties or the much discussed thirty and an

The network advertiser could then be assured of
no more than two announcements during shows.
same time, the station would have the opportu
obtain additional revenue, since the twenty-second
usually twice that of the ID.

It should not be too difficult to find the ext
seconds. Credits can be speeded up or cut down. N v
promos might have to go by the board; but statio iu
they can make up for this in their own promotic

Any workable solution must be based on recogni o o
both the advertiser and station points of view. (i
stations will carry the ball on a proposal along new
lines, work with the affiliate committees and nel r'
there shouldn't be too much objection from the advi s&r

TOWARDS MATURITY

n the quest for ratings, favorable cost-per-thousand

figures and effective commercials, advertisers and
broadcasters are apt to overlook the basic character of the
medium. This is why everyone will want to read carefully
the thoughts of Edward R. Murrow in this issue.

Undoubtedly, this is one of the most important articles
we've ever run. It points the way to broadcasting matu-
rity—a maturity and understanding that must be reached
if the full potential of the medium is to be realized.

To the advertising cynic who regards this as so much
sophomoric idealism, all we can say is—Beware. The
character of a medium has a direct relationship to its
advertising effectiveness. In the long run, it bears directly
on the vital question of a medium’s believability.

In the past, such considerations have been dismi
many as intangibles, impossible to measure. Thi
longer the case. Definite progress has been m
measuring the so-called intangibles.

A number of studies have already bee
which indicate that the believability of a medit “4&
indeed be measured. Other major studies are
works.

The significance of this research is far reach
means that we are moving beyond the numbers £
media evaluation, and indicates a future pattern 0 ef‘;
selection and strategy in which qualitative fach iy
play the decisive role—certainly more importal. =

today’s slide rule.
Voa

n col eted

It

re ik
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