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Wndreds of advertisers are using these great stations for their basic advertising:

© t-..Albuquerque WFAA-TV . .......... Dallas WHTN-TV KSTP-TV . .Minneapolis-5t. Paul WIJAR-TV ... ... Providence KTBS-TV ........ ‘Shreveport
«...Atlanta WICU.TV ... .......... Erle ok w""""""°"'f:"::°;:: Ws""“’v ~~~~~~~~~ ":"‘r‘;“:: WIVD ...... Raleigh-Durham WNDU-TV . South Bend-Elkhart

SV oL WTAR-TV . ......... orfo L
+ - .Bakersfield WNEM-TV ... .. Flint-Bay City L een .. Los Angeles KWTIV. . ... ...... Okia. City KCRA-TV . ...... Sacrameritor KREM-TV ... .. ... .Spokane

‘... .Baltimore WANE-TV ...... Fort Wayne WPST-TV ... ....... Miami KMTV . ............ Omaha WOALTV ... San Antonio KOTV ............... Tulsa

. .Chicago KPRC-TV . .. . .. ... Houston WISN-TV ... .. .. Milwavkee WTIVH ... ........... Peoria KFMB-TV ... .....San Diego KARD.TV ... .. .... Wichite

Television Division

Edward Petry & Co., Inc.

The Original Station Representative

New York  Chicago s Atlanta - Boston * Dallas - Detroit « Los Angeles » San Francisco - St.Louis

1

i
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... number one in America’s 37th TV market, reports Nielsen *3

Now confirmed and certified by the Nielsen Coverage Survey #3, is the clear-cut domination by:
WSTV-TV Channel 9 of the prime Steubenville-Wheeling television market:
o over 200,000 more TV homes covered than its nearest competitor e lowest cost-per-thousand, by w

o highest TV set coverage in all total Nielsen survey categories: monthly, weekly, daily, daytime and evening LI

For advertisers, WSTV-TV delivers deepest penetration into the 39 densely populated counties comprisinﬂ
the rich Upper Ohio Valley where retail sales hit $3,159,860,000. And only WSTV-TV offers FREE
“Shopper-Topper” merchandising service—“promotion in motion” designed to move food store products in
America’s Steel and Coal Center. For more details, ask for our new “Shopper-Topper” brochure.

A Member of the Friendly Group
82 Vanderblit Ave.,, N.Y. « 211 Smithfield St., Pittsburgh y -
Represented by Avery-Knodel, Inc.

@ @ CHANNEL 9 - STEUBENVILLE-WHEELI

"Best Buy by Any Known Sourcs."”
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Every Way
You Look At It ...

, Des Moines
prefers

_ KRNT-TV

¥ -_'.-!'“

d — Y- R
S | NP
New DEPTH STUDY proves it!
P> The Station Most People Watch Most!

P> The Station Most People, By Far, Depend on for
Accurate News!

P> The Station With Far and Away the Most BELIEVABLE

L Personalities!

W

;# This Central Surveys study reveals many interesting facts that
1 show without question KRNT-TV delivers the kind of results a
}

o present-day advertiser wants and needs!

f CaTll Your KATZMan | QVER 50% Named KRNT-TV
iy ooe New Facts on Personalities EXCLUSIVELY!

Television Viewing

in Des Moines, Towa Compare this with .fhe 6% naming
| only other stations’' people!

wwwamearicanradinhistarn. com.
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)ther Official Films available for strip programming: Star Performance, formerly Four Star Playhouse-153 progr:

it/ 1)ateline ane/ Overseas Adventure /fornerly Eoreion Inirioue - 156 nroorams * American Legend -8



www.americanradiohistory.com

126 programs.
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Still out-rating top network, local and syndicated shows—even in fourth
and fifth runs—Stu Erwin’s “TROUBLE WITH FATHER” proves strip pro-

gramming is successful programming. 109 stations in every type of mar-
ket have run these 130 films for leading national and regional sponsors.

Dt e nrer Tia AN K | : 4
Ratin rove *“Trou ather S S impe

In Indianapolis, “TROUBLE WITH FATHER”, in its FIFTH RUN, seen at 4:30 PM,
pulled a rating of 17.8 against “Do You Trust Your Wife?” with 4.9 and
“Movie Time” with 4.8. In Huntington-Charleston, West Virginia, seen at 9:30 AM,
“TROUBLE WITH FATHER”, in its THIRD RUN, chalked up a rating of 12.3
against “The Morning Show” with 5.1.

Sponsors prove “Trouble With Father” is a Number 1 Buy!

High ratings and tremendous appeal for every member of the family have made
“TROUBLE WITH FATHER” a resounding success. These are some typical sponsors:

Beech-Nut Life Savers, Inc. ¢« The Bon Ami Company e Brown and Williamson
Tobacco Corp. e Continental Baking Co., Inc. e The Procter and Gamble Co.
Standard Brands Incorporated e Whitehall Pharmacal Company

Produced by Hal Roach, Jr. - A Roland Reed Production

Call the leader REPRESENTATIVES:
in strip programming Atlanta * Jackson 2-4878

I‘k\ Beverly Hills + Crestview 6-3528

Chicago <+ Dearborn 2-5246

Cincinnati * Cherry 1-4088
OFFICIAL FILMS, Inc.

Dallas + Emerson 8-7467
Fayetteville * Hillcrest 2-5485
25 West 45 St., New York
PLaza 7-0100

Ft. Lauderdale + Logan 6-1981
Minneapolis + Walnut 2-2743
San Francisco <+ Juniper 5-3313
St. Louis * Yorktown 5-923]

WWW-adaaakisaaradiahictaon: coum,
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H O U S T O N

... ats always
a pleasure
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STRAIGHT
TELEVISION

EDWARD PETRY & CO.,
‘Courtesy of I. W, Harper

National Representatives
The Gold Medal Whiskey''

|
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BUILDING
TOMORROW'’S

EXECUTIVES

Are agencies and broadcast groups, as
one executive reports, some 1> vears
behind American industry in their man-
agement development practices? Has
lop management failed to recognize its
own responsibilities in this vital area?
Next Month, TELEvVISION MacazINE
seeks to answer these questions as it
reporls on current trends and practices
in  building tomorrow’s executives.
Other highlights: United Nations Tele-
vision——how the youngest of the in-
ternational media of communications
meets the challenge of a world stage not
quite ready to receive it . Radio
Study: The Changing Patterns of Ad-

vertiser Usage.

e e e e |

Frederick A. Kugel, Editor ond Publisher
Herman W. Lend, V.P. & Executive Editor
Leon Morse, Senior Edifor
Nial Quinlan, Managing Editor
John Watson, Associate Editor
Barbara Landsberg, Departments Editor
Robert Garsen, Director of Research
Harry Wayne McMahan, Howard Ketcham
Contributing Editors

Robert Lewis, Vice President
Jack L. Blas, Business Manager
Ruth Leftoff, Office Manager
Harriette Weinberg, Circulation Manager

Published monthly by the Frederick Kugel
Company, Inc. Executive editorial, circula-
tion and advertising Offices: 422 Madison
Ave., New York 17, N.Y. Telephone: Plaza
3-9944. Single copy, 50 cents. Yearly sub-
scriptions in the United States, its posses-
sions, and nations of the Pan American
Union, $5.00; in Canada, $5.50; elsewhere,
$6.00. Printing Office: 50 Emmett St.,
Bristol, Connecticut. Reentered as second
class matter at Bristol, Conn, Editorial con-
tent may not be reproduced in any form
without permission. Copyright 1958 by
Frederick Kugel Co., Inc.

Audit of Circulation, Inc.
Member of Business Publications

BPA
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TERRYTOONS, long famous for its television and movie cartoons, is now making
its biggest hit. Producing animated film commercials which combine creativity
with salesmanship. Creating entertaining sales messages for some of the most
successful agencies serving major national and regional advertisers.

Like Young & Rubicam for Piel Bros.; Benton & Bowles for General Foods;
Marschalk & Pratt Division of McCann-Erickson for Mennen and Genesee; Ted
Bates for Colgate-Palmolive; Campbell-Ewald for General Motors; Compton for
Socony Mobil; Dancer-Fitzgerald-Sample for General Mills; William Esty for
R. J. Reynolds and P. Ballantine; Wherry, Baker & Tilden for Quaker Oats.

It figures. For TERRYTOONS is the oldest (and second largest) animated film
company in the nation. Its newly-modernized plant houses the very latest camera,
sound and animation equipment, and a staff of nearly a hundred craftsmen and
artists . .. the same experts who create cartoon favorites for the CBS Television
Network and theatrical cartoons, in CinemaScope and Technicolor, distributed
- throughout the world by Twentieth Century-Fox Film Corporation.

Animate your sales picture with cartoon commercials from TERRYTOONS @
5 Madison Ave., New York 22, or 38 Centre Ave., New Rochelle, N.Y.—A Division of CBS Television Film Sales, Inc.

www americanradiohistorv com
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TULSA

A television market is more than a city

When you use KOTV & Tulsa, you sell a television market
whose:
o Total Retail Sales are greater than Metropolitan Dallas.
o Effective Buying Income is almost $2,000,000,000.
e Automotive Sales are greater than Metropolitan Oklahoma City, Omaha and
Nashville combined.
Smart advertisers want to tap this market, They do it over
KOTV @ the station that has been first in Tulsa in every
survey since 1949. Represented by Petry.

Sources: 23 ARB, Telepulse surveys; TV Mag. 3/58;
Copyrighted . . . Sales Management 1958

LTV

HOUSTON

A television market is more than a city

When you use KGUL-TV ® Houscon . ... you scll a quarter
of Texas—a television market whose:
¢ Total Retail Sales are greater than Metropolitan Washington.
« Effective Buying Income is over $3,840,000,000.
¢ Food Sales are greater than Metropolitan Cleveland.

Smart advertisers want to tap this market. They do
it over KGUL-TV @ the on/y scation delivering city-grade
setvice to both Houston and Galveston.
Represented by CBS Sport Sales.

Sources: TV Mag. 3/58;
Copyrighted . . . Sales Management 1958

A television market is nmore than a city

When you use WANE-TV @& Fort Wayne, you sell a tele-
vision market whose:
¢ Total Retail Sales are twice those of Metropolitan Nashville.
e Effective Buying Income is over $1,380,000,000.
» Automobile Sales are greater than Mctropolitan Seattle.

Smart advertisers want to tap this market. They do
itover WANE-TV @ as more families watch WANE-TV than
any other station in the billion-dollar all. UHF
Fort Wayne Market. Represented by Peury.

Sources: Arca ARB 11/57; TV Mag. 3/58;
Copyrighted . . . Sales Management 1958

A television market is more than a city

When you use WISH-TV @ .Indianapolis, you sell a televi-
sion market whose:
o Total Retail Sales are greater than Metropolitan Buffalo and Kansas City combined.
e Effective Buying Income is almost $5,000,000,000.
o Food Sales are equal to Metropolitin Milwaukee and Cincinnati combined.

Smart advertisers want to tap this market. They do it
over WISH-TV @ the station that has dominated the
Indianapolis Matket in 25 consecutive surveys.
Represented by Bolling.

Sources: All ARB, Pulse, Nielsen surveys since July 1955;
TV Mag. 3/58; Copyrighted . . . Sales Management 1958

THE CORINTHIAN STATIONS Responsibility in Broadcasting

KOTV Tulsa e

KGUL-TV Houston @ WANE & WANE-TV Fort Wayne

e WISH & WISH-TV Indianapolis

www americanradiohistorv com
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f'ocus on

PEOPLE

These ave some of the men in —and behind  the stories m thi.

Carrol M. Shanks, whose views on felevision arve
prosenl(‘(] in this issue, ig presudent ol the Prudential Tn.
surance Company ol America, leading user of TV among
ingurance companics. A Columbia Law Sehool graduate, he
has practiced and taught law. Shanks joined Pradential in

1932. He was named executive v.op. in 1044 president in 1910,

Bufferin’s dramalie rige 1o number one position made
history in the pain-kitler ficld (see "The Battle of the Pain
Killers.” page 451, The man in charge of this program is
Donald S, FFrost, v.p. in charge of advertising Tor Briarol
Myers. After a stint with Y&R, Frost cane 1o Bristol-Myers
as assistant director of advertising and mavketing rescareh
1945, Tn 1950, hie went 1o Compton Advertising but returned
to Bristol-Myecrs in 1954,

The provocative artiele on programming and com-
mercials in this issue was wrilten by Horace S Schwerin
president of Schwerin Research Corp. Schwerin is a pioneer
in (|uu]itdl,ivv radio research, He served as research consultant
for New York broadeasters and arvencies in association with
Dr. Frank Stanton from 1936 to 1941, After o hiteh in the
army, he founded Sehwerin Rescarch in 1940,

Edwin K. Wheeler, seneral manacer of wwy and wwi-ry
in Detroit, has spent over twenly years in broadeastine. He
went from the sules promotion department of 1S Rubher Co.
to wwy in 1937, In 1941, Wheeler hecame station manager
of wwi-rnt. When wwa-ty was founded in 1947, he was
named assistant general manager. From 1949 o 1952,
Wheelcr was business nanager for the Detroit News. owner
of the station, until he was appointed to his present position.

(See “What Harvard Done For M)

l?l‘(!ﬂitlc'nl of General Motors, the country’s leading na
tonal advertiser (sec “Mow The Top 50 Advertisers Spent
$1.2 Billion™), Harlow H. Curtice climbed to the top of the
dulomobile world from a bookkeeper’s desk. Appointed
somptroller of the AC Spark Plug Co. in 1915 at the age of
2_1 (he had started his GM career there the previous year as
bookkeeper], Curtice moved up quickly: president of AC
1929, president of Buick in 1933, exccative v.p. of GM in
» and president in 1953.

ISION MAGAZINE - SEPTEMBER 1958

www americanradiohistorv com
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SPECIAL ELECTRONIC PRE-TEST, SUPPLEMENTF

0P}
SYNDICATEI

Tests almost 2 times bett

As certified by George Fry & Assocal

50% OVER SHOW |
67% OVER SHOW i
78% OVER SHOW

. “RESCUE 8” was Preferred by
50%-600% Over Nine Currently
Top-Rated Syndicated Shows!

]
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JIM DAVIS8 as Wes Came nd LANG JEFFRIES
as Skip Johnson star as the intrepid “Rescue 8"
squad in the action-packe ed human-drama series.
. - ’ & "
F - Z _ ‘ g ﬂ
o

&

“RESCUE 8" 'PACKS A PUNCH UNLIKE ANY o1
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%DETAILED WRITTEN QUESTIONNAIRE FINDS:

ALL LEADING
PROGRAND!

han average TV programming!

swssknown market research firm

A% OVER SHOW D 272% OVER SHOW G
5% OVER SHOW E 349% OVER SHOW H
%% OVER SHOW F 600% OVER SHOW |

11
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! The full ‘*RESCUE 8' study is available upon request from:

R EMS TELEVISION SUBSIDIARY OF
. ‘ | 4 INC. COLUMBIA PICTURES CORP.

NEW YORK DETROIT X CHICAGO HOUSTON HOLLYWOOD MIAMI TORONTO

wWwWWwW.americanradiohistorv.com
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report on

spot

How coffee and candy advertisers use spot TV

Below are coffee and candy adver-
tisers who used spot TV in a repre-
sentative week in the first quarter of
1958 in 19 major markets as reported
by Broadcast Advertisers Reports Inc.

COFFEE
ADMIRATION COFFEE
Houston ... ............. .. 13 spots
AROQUND THE CLOCK INSTANT COFFEE
Atlenta ... .. ... ... . ... .. 1 spot
BAILEY COFFEE '
Atlanta ... .. ... ... .. .. . .. 5 spots
BONJOUR COFFEE
Cleveland ... .. ... ... .. . .. 2 programs
42 spots
BORDEN INSTANT COFFEE
Atlante .. ... . 1 program
16 spots
Baltimore ... ... ... ... . . . 15 spots
Cleveland ... ... . .. ....... 28 spots
Detroit . ... ... . . ... .. . . .. 20 spots
Hartford ... ... .. . . .. . 33 spots
New York ... .. ... .. . . _ . . 39 spots
San Francisco ... ... ... .. .. 13 spots
Washington . ... .. . | 20 spots
BOSCUL FOOD PRODUCTS
Philadelphia ... ... .. . . . 18 spots
BOYD COFFEE
Portland ... ... ... .. ... .. ... 1 spot
BREAKFAST CLUB COFFEE
Los Angeles T 12 spots
BUTTER-NUT COFFEE
Los Angeles .. ... . .. .. . 31 spots
Milwaukee ... e 5 programs
12 spots
Minneapolis .. ..... . .. .. . . 1 program
14 spots
CANES COFFEE
Dallas-Ft. Worth ... .. . . 44 spots
CHASE & SANBORN COFFEE
Atlanta . .. .. . 5 spots
Baltimore ... ... . 6 spots
Cleveland 5 spots
Detroit . .. . ... .. . 5 spots
Los Angeles ... .. .. .. 12 spots
New York .. ........ .. .. 4 programs
14 spots
Philadelphio . .. ... ... 5 spots
Pittsburgh . . ... . ... . . . . . 3 spots
Washington 6005 00000 10 spots
CHOCK FULL O’NUTS COFFEE
Hartford R e 1 program
New York . ...... ........ . 69 spots
CITY CLUB COFFEE
St. Louis ... .. 1 spot
12

BAR tape-records all telecasts on a
regular basis for seven-day periods.
The schedules shown below represent
the TV activity of the brands in the
markets during the recording week.

DECAF INSTANT COFFEE

Cleveland . .. .............. 4 programs
Los Angeles . .............. 3 programs
New York . ................ 2 programs
5 spots
Seattle . .................. 2 spots
St. Louis . ... ... .......... 4 spots
DINING CAR COFFEE
St. Louis . .. ... ... ... 5 spots
EHLERS COFFEE
New York ................. 8 spots
EXPRESSO COFFEE
New York ................. 1 spot
FLEETWOOD COFFEE
Atlanta . ... ... .. ... ... ... 7 spots
FOLGER COFFEE
Minneapolis ... ... .. ... . ... 31 spots
Portland ... .. ... . ... e 2 spots
Seattle ... ... .. .. e 1 spot
St. Louis . .. ... ... ... ... .. 31 spots
GILLS HOTEL SPECIAL COFFEE
Washington ... ... ... ... ... 1 spot
GOLD SHIELD COFFEE
Seattle PR 35 spots
HILLS BROTHERS
Chicago . .. ... ... ... ... ... 15 spots
Cleveland ... ... ... .. ... .. 9 spots
Detroit . ...... .. .. .. .. ... 11 spots
Los Angeles ... ... ... ... .. 12 spots
Milwaukee . ... ... ... . .. 9 spots
Minneapolis ... ... ... ... . 13 spots
Portland ... ...... .. .. ... . .. 3 programs
3 spots
San Francisco . .. .. .. ... ... . 16 spots
Seattle . ... ... ... . . .. ... .. 14 spots
HUGGINS-YOUNG COFFEE
Los Angeles ... .. .. .. .. . .. 9 spots
LORD CALVERT FOOD PRODUCTS
Baltimore ... ... . ... . . . ... 1 program
9 spots
LUZIANNE COFFEE
Atleanta . ....... ... .. ... 13 spots
Baltimore ... ....... ... ... 57 spots
Los Angeles ..., ... ... ... ... S spots
Philadelphia . . . .. ey 9 spots
Washington . .. ... .. .... 51 spots
MANHATTAN COFFEE
St. Lowis . ................. 3 programs
MARYLAND CLUB COFFEE
Dallas-Ft. Worth .. . . . . ... 20 spots
Houston . ... ......... .... 22 spots

WwWWwWWwW.americanradiohistorv.com

in 19 major markets ‘
]
They are taken from the recently p#
lished BAR television spot index, §
National Guide to Non-Network Tii

vision Advertisers by Product C3#

gories.”
2 . |

MAXWELL HOUSE COFFEE

Atlanta . .. ... ... ... ... 14 spots.
Baltimore . ................ 14 spots
Chicago . .. ... ... ... ........ 4 spots!
Cleveland ... .............. 24 spots
Dallas-Ft. Worth . .. ... ... .. 8 spots
Detroit .. ................. 47 spots
Hartford . ................. 14 spots|
Houston ... ............ ... 1 spot!
Los Angees ............... 2 progine
4 spots
Milwaoukee .. .............. 3 spot:
Minneapolis . .............. 2 spot!
New York . ................ 36 spotr
Philadelphia ... ... ... ... ... 3 spota
Pittsburgh ... ... ... ....... ... 19 spots
Portland .. ... .. .. ...... ... 1 spat|
San Francisco . .. ........... 4 spot:
Seattle ................... 11 spot
St. Louis . .......... .. .. ... 1 spot!
Washington ... ... ... .. .. 16 spoti
McGARVEY ATWOOD COFFEE COMPANY
Minneapolis .. ............. 2 progms.
NORTHWOODS EGG COFFEE
Minneapolis . .. ... ... ... .. 2 spot!
OLD DUTCH COFFEE
New York ................. 6 spot
OLD JUDGE COFFEE & TEA
St. Louis . ................. 10 progTS
5 spot’
RANDEL HOUSE COFFEE
Philadelphia ... .. ....... ... 1 progh
SANKA INSTANT COFFEE
Los Angeles . ...... ....... . 2 spo
New York ................. 14 spot
SAVARIN COFFEE
New York . ... ... ... A 1 pro¢
28 spot
Philadelphia ... .......... . 1 progi
10 spott
SEAPORT COFFEE
Houston ................. 1 spol‘j
SMART & FINAL FOOD PRODUCTS
Los Angeles ........... .. .. 1 spot
THOMAS J. WEBB COFFEE
Chicago ................... 1 spot
WHITE SWAN COFFEE
Dallas-Ft. Worth .......... .. 2 spo
WILKINS FOOD PRODUCTS
Baltimore ................. 12 spo
Washington . .. ... ... ... .. 51 spo
To pap®

TELEVISION MAGAZINE - SEPTEMBER |98
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EMENDOUS TEST

REMENDOUS SALES

ESCUE 8 SOLD
7o MARKETY

) start on the a:r prior to October 15th!

SOLD TO THESE REGIONAL

SOLD TO THESE STATIONS:

| ADVERTISERS:
ALKA SELTZER (West Coast)
“JRINCE MACARONI (New England) =’ ‘ PITTSBURGH .. WTAE
PURITY BISCUIT CO. (Southwest) " é NEW ORLEANS ... ... o WWL
JTICA CLUB BEER (New York State) 1 E o UTULSA i KVOO
MILLER HIGH LIFE BEER (Florida) CHARLOTTE oo WBTV
“INEINGARTEN STORES (Southeast Texas) NASHVILLE e WSM
v,m SHREVEPORT o KSLA
g BATON ROUGE WBRZ
14HOUSEHOLD FINANCE CORP. (Buffalo) COLORADO SPRINGS . KRDO
WXIE FOOD STORES (Lovisville) LAS VEGAS . KLAS
6.A. FOOD DISTRIBUTORS (5t. Lovis) ALBUQUERQUE o KOAT
‘BIG 8’ STORES (El Paso) EUREKA e KIEM
: r;';';ﬁis';‘:'g:g (D:“"e') MEDEORD .o KBES
BUPER DUPER MARK(E:SS“:’éolumbus o) BILLINGS oo KGHL
¢ r SANTA BARBARA . KEY-T
“OALT LAKE MATTRESS CO. (Salt Lake City) PUEBLO oo KCSJ

#5AN ANTONIO SAVINGS & LOAN ASS‘N.
.sPAN AMERICAN BANK (Miami) (San Antonio)

‘ IDAHO FALLS e KID
‘;FOYNTON BROS. TIRES (Bakersfield) LITTLE ROCK oo KATV
PR MACARONI PRODUCTS (Albany) GREAT FALLS oo KRTV

ARTER PETROLEUM PRODUCTS (Denver)
CRESCENT CREAMERY (Reno)

delay! Some choice markets SCREEN @ _ GEMS nc.

Sﬁ” available! Contact: TELEVISION SUBSIDIARY OF '3 J COLUMBIA PICTURES CORP.

TWIN FALLS s

WWW amedeanradiohister—caia
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What's
on
their
minds

?

( What’s on yours? )

There’s a raft of laughter on TV in their area
tonight, and they’ve got it firmly on their minds.
They’re not going to miss it!

For “I Married Joan”, with Joan Davis and Jim
Backus, is now available...a natural for the whole
family to watch . .. including the family bread-
winner, who’s had to miss the day-time showings
up to now.

Nothing sells better than laughter — and here
are 98 wacky and ingeniously-plotted segments
cram-packed full of laughs. Watch ’em, clock ’em
—there’s a laugh a minute!

NEW YORK, N. Y., 445 Park Avenue, MUrray Hill 8-2545
DALLAS, TEXAS, 220406 Commerce St.
GREENSBORO, N. C., 3207 Friendly Road

For night-time showing . .. for strip showing
.. “I Married Joan” is a honey of a show, just
right to make sponsors in your area awaken with
interest.

Call your Interstate Television representative about
“I Married Joan’’ now!

" Enterstate

. Welevision

SAN FRANCISCO, CAL., 260 Kearny Street
CHICAGO, ILL., Allied Artists Pictures Inc., 1250 S. Wabash Avenue
TORONTO, CANADA, Sterling Films Ltd., King Edward Hotel

wwWwW americanradiohistorv com
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RADIO
WRAP-UP

4 monthly review

| TOP ADVERTISERS PUT $35 MILLION IN WEBS IN '57

Thirty six of the top 50 national advertisers used network
radio in 1957, investing over $33.5 million in the medium.
This figure represents the advertisers™ actual expenditures,
based on net time charges and including production costs.
(See “How the Top 50 Advertisers Spent $1.2 Billion”, in
this issue.)

Staunchest advocate of network radio, as the tahle on the
right indicates, was Brown & Williamson Tobacco Co. lIts
expenditure of $3.828,000 represented 14% of its budget.
and equalled its combined investment In newspapers and

1 magazines. Bristol-Myers put 12% of its budget into network

radio. Carter Products, which stood 11th in dollar volume,
ranked third in share-of-budget, with 11

STATION PROFITS DiP AGAIN IN 1957

Caught between rising expenses and a slabie income level,
the typical radio station suffered a profit decline of 1 cent
on the sales dollar in 1957, according to a survey by the
National Association of Broadcasters. Profits have dropped
1% each vear since 1955.

Total broadcast revenue for the tvpical station in 1957
was 599,700, virtually unchanged from 1956. Expenses rose
$1,000, however, to $90.600. Profit was $9,100, or 9 cents
per sales dollar.

Sources of revenue varied significantly hetween stations
in large and small markets. In the larger markets, national
and regional advertisers accounted for 40‘¢ of time sales.
In small markets they accounted for 10%-—with local adver-
tisers supplying the remaining 90°

RECENT BUSINESS ON THE NETWORKS

Miles Laboratories, one of the leading proponents of net-
work radio in the drug and cosmetics industry, has invested
more than $1 million in CBS news programs for the coming
season. Involved is a 52-week renewal, starting Sept. 1, of
the five-minute Larry Lesueur newscast at noon, and a new
purchase, for 39 weeks, of the 2:00 p.m. newscast.

Sterling Drug, at the same time, has renewed its string
of daytime programs on NBC. The company sponsors alter-
Nate week 15-minute segments of Today is Ours, Modern
Romances, The Price is Right and Treasure Hunt. Brillo
Manufacturing has signed again for Treasure Hunt, It Could
be You and Haggis Baggis. The two renewal orders represent
almost $5 million to NBC.

Also on NBC, A&P Products has purchased 26 weeks of

LEVISION MAGAZINE SEPTEMBER 1958

of ervents

in network and national spot radio
Worgan Beatty’s News of the World, Tuesday through Fridav
... LS. Steel has ordered a saturation campaign in night
time programs Dec. 3-12 ... GMC Truck & Coach division is
running a saturation drive in September, with 33 announce-
ments in News of the World, Lije & the World and Monitor
... Gillette has renewed the Friday night Cavalcade of Sports
for 52 weeks.

At ABC, July sales were the highest for the month in the
past five vears, and included 13 The
Cadillac division of General Motors starts sponsorship of
fohin Daly and the News Sept. 29, and Beltone Hearing Aid
of a new Paul Harvey newscast Sept. 30. Also riding with
news will be the GMC Truck & Coach division. Major re-
newals are 52-week contracts from Voice of Prophesy and

Wings of Healing.

new advertisers.

RECENT BUSINESS—NATIONAL SPOT

Procter & Gamble for Ivory Liquid starting 52-week cam-
paign in major markets with daytime minutes . . . Quaker
Oats launched 26-week drive in 40 markets for Ilako haking
mix . . . Revlon using 25 markets in five-week campaign for
Silken-Net hair sprav, with 20 one-minute announcements
per week in daytime segments . . . Helene Curtis combining
.. Chrysler Corp.

for

radio with TV spot campaign for Tempo .

using trathc-hour minutes in four-week campaign

Plvimouth in key markets . . . Standard Oil Co. running six-

.. C. F. Sauer Co.
promoting its line of salad dressings via saturation schedules
of 20-second spots in 26 Southern markets . . . Robert Hall
to supplements its spot TV campaign with about 175 radio
END

week push for Flit in major markets .

stations this year.

1957 network radio expenditures by top advertisers
Net time plus production costs

1. Brown & Williamson ... .......... $3,828,000
2. Bristol-Myers . .................. 3,779,000
3. General Motors . ................ 3,157,000
4. Lever Brothers .................. 2,510,000
5. General Foods . .. ............... 2,328,000
6. Colgate-Palmolive . ... ........... 2,002,000
7. R: J. Reynolds wid .cew sdbaansmneh 1,992,000
8. P lorillard .. ....... ... .. ....... 1,355,000
9. Gillette: . oo fwtsad a5 r frems §os o F - s 1,233,000
10. National Dairy . ................. 1,232,000
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s your ad
dollar going
bye-bye...

or BUY BUY?

Are you playing “rating rou-
Jette” in Portland, Oregon?
Been selling your product
on stations that inflate rat-
ings with kid's gimmicks
and shows? With KPTV,
vou reach an adultr audience
—the kind that puts “buy
buy” in vour budget. Look
at the program schedulcs.
Then put your schedule with
KPTV, the station that sells
the people who buy!

your UY- BUY station

Portland, Oregon
T channel 1 2
A Y 4

Oregon's FIRST Television Station
Represented by the
Kotz Agency, Inc.

REPORT ON SPOT [ roni page 12

CANDIES

ANNABELLES ROCKY ROAD CANDY BAR

Son Froncisco

B&B CANDY
Philodelphia

BIG HUNK CANDY BAR

Los Angeles

BIG TIME CANDY BAR
Atlonto
Houston
Los Angeles
Milwoukee
Son Froncisco
St. Louis

BONOMO TURKISH TAFFY

Baltimore
Cleveland
Detroit
Hartford
New York
Philadelphia

BRACH CANDY

Detroit
Pittsburgh

BUN CANDY
Detroit

BUTTER-NUT CANDY BAR

Atlonta
Dallas-Ft. Worth
Houston

New York

CADBURY CANDY

Milwaukee
Minneapolis

CHUCKLES CANDY
Chicago .

CHUNKY CANDY

Baltimore
Chicago . ... ... . ..
Cleveland

Detroit

Hartford e .
New York . .... e
Philadelphia
Pittsburgh

FANNY FARMER CANDY
Minneapolis

GOETZES CANDY
Baltimore

GOOD & PLENTY CANDY
Baltimore .. .. .. .. .. .. o
Chicago ... .. ... ... . ....
Detroit .. ... ... ... .. ... ...
Los Angeles
New York
Pittsburgh

HEIDE CANDY
New York ... ..... ... ...

HOLLYWOOD CANDY BAR

Atlanta . ... ...
San Francisco .
Washingtan

KIT KAT CANDY BAR,
Detrait:

KLEIN CANDY
Philadelphia

www americanradiohistorv com
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spots

spots

spot
spot
spots
spot
spot
spots

spots
spots
spot
spot
spots
spot

spot
spots

spots

spot

spots
spots
spots

spot
spots

spot

spots
pragram
spot
program
program
spots
spot
program
spats
spats
pragram

program
spots

spot

spot
spot

spot

spots
spots
spots

spots

spot
spot
spots

spats

spot
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KRAFT CARAMELS
Woshington

LEWISBURG SQUARE CANDY

Hortford

M & M CANDY
Atlonto
Boltimore
Chicogo
Clevelond
Dollas-Ft. Worth
Detroit
Hartford
Houston
Los Angeles
Milwaukee
Minneapolis
New York
Philadelphia
Pittsburgh
Portland
San Francisco
Seattle
St. Louis
Washington

MOO MILK DROPS

Houston

PAGE & SHAW CANDY
Hartford

PAYDAY CANDY BAR

Atlanta
Dailas-Ft. Worth
Houston
Milwaukee

New York

St. Louis

PETEK PAUL CANDY BARS

Atlanta
Baltimore
Chicago
Cleveland o
Dallas-Ft. Worth
Detroit

Hartford ... ...
Haustan

Los Angeles
Milwaukee
Minneapolis

New York
Philadelphia
Pittsburgh

San Francisco
Seattle

St. Louis ..
Washington

PEZ CANDY
Baltimore . ....... ..

SKY BAR CANDY BAR
Cleveland

STARK CANDY SHOP

Milwaukee . ......... ..

TOOTSIE ROLL CANDY
Baltimore

WELCH CANDY

Detrojt wa Lt BN S
Hartfard ... .. .. ... ...
Los Angeles .. ... .. .. ..
San Francisca . .........

WHITMAN CANDY

Philadelphia . ... ... ..

Minneapolis . ... ... .. ..

.

1 spot

1 spot

spots
spots
spots
spots
spots
spots
spots
spots
spots
spots
spots
spots
spots
spots
spots
spots
spots
spots
spots
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5 spots

2 spots

spots
spots
spots
spot

spots
spots

W W w NN

spots
spots
spot

spots
spots
spots
spots
spots
spats
spots
spats
spats
spat

spats
spat

spots
spots
spots
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20 spots

2 spots

5 spots I

1 spat
1 spot

spat
spats
spots
progro
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the first one, is of course . . .

WTOL-TV, CHANNEL 11 .2%wcmimer o H-R TELEVISION, INC.
AIR DATE NOV. 1958 AS NATIONAL REPRESENTATIVES
the other channel?

The St. Lawrence Seaway, which will make Toledo a deepwater port and trigger
: an explosive boost to its economy.

Frazier Reams — President Thomas S. Bretherton -Vice President & Gen. Mgr.

wg!

wc!
Coffer Dam — at the heart of the St. Lawrence By a happy public-service coincidence, Frazier
Seaway — is exploded to create a new lake Reams also has a significant role in Toledo's
which will permit Gcean-going vessels to sail second ‘‘channel’” — he is vice chairman of

o through former International Rapids to- Toledo Toledo-Lucas County Port Authority and is

”‘,, and other lake ports. active in Seaway affairs.

|w::4l

“
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ICHARD
JARLSON,

great star in his greate rgle,
.as Col. Ranald S. Mackenfig

D]

THRILLING!
COLORFUL!
PANORAMIC!

¥ His orders from the President of the United States:

il "BE BOLD! BE ENTERPRISING! BE
RELENTLESS! MAKE THIS LAND A

Il _FIT PLACE FOR AMERICANS TO LIVE."

M
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SALES

Results tell the tale. WOAL-TV produces more busi-
ness for every advertising dollar you spend, vet actually
costs you less. This pioneer station is first with viewers
in Lancaster, Harrisburg, York, as well as in numerous
othercities: Gettysburg, Hanover, l.ebanon, Chambers-
burg, Carlisle, lLewistown, etc. And, WGAIL-TV’
multi-city coverage costs you less by far than
single-city coverage. Put an up-swing in your
selling. Put your advertising on CHANNEL 81
® |,040,465 households ® 942,661 TV households

® 3,691,785 people ® $33% billion annual retail sales

® 3625 billion annual income

WOAL-IY

LANCASTER, PA.

NBC and CBS
STEINMAN STATION . Clair McCollough, Pres.

AMERICA'S 10th TV MARKET

[ S

oomisute .
,//;\/ i

AT SN
[—

N et e

| GETTYSBURG
wmamrvvas | RANOVER

Representative: The MEEKER Company, Inc. + New York « Chicago * Los Angeles « San Francisco
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A MONTHLY FEATURE

BY GEORGE G. HUNTINGTON

Assistant to President, TvB

BEHIND THE PANIC HEADLINES

Sponsors are often only switching TV forms when the press blares "cancellation"

Here’s anti-TV headline material for you: it costs 530,000
more to sponsor the Loreita Young Show today than it
did four vears ago; both American Tobacco and Dodge left
the Danny Thomas Show on ABC and when General Foods
picked it up on CBS it cost 80% more; the Parker Pen Com-
pany spent $162,907 in network TV in 1956 but not a cent
in 1957, while the Greyhound Corporation cut its 1956 spot
budget by $162,000 in 1957.

These statements are true. Bul do they really represent
proof that TV’s getting too expensive, that TV has high spon-
sor mortality and higher program mortality, that advertisers
are becoming disenchanted with TV, both network and spot?
This is the kind of stuff vou’ll see in headlines. But let’s really
see what happens. I think that when you know the full story
you'll be a hit more on guard when the next “evervone’s-
leaving-too-expensive TV™ headline appears.

* What really happened to Loretta Young?

Take the Loretta Young Show. Compare March-April 1958
with the same period in 1954. Cost of the time has gone up
48%. Talent-production cost is up 40%. BUT the average
Loretta Young telecast reaches 11,305.000 homes vs. 7,590,
000 four vears ago. That's an increase of 3,715,000 homes
each week. An increase that’s equal to the combined circu-
lation of Time and Newsweek, equal to Good Housekeeping,
greater than Milton Berle during the time of his highest rat-
ings. Up in cost—but more in audience—so down 29¢ in cost-
per-thousand homes reached. Cost more: worth more.

Take Danny Thomas whose ABC time period now has Pat
Boone who costs 62% more today than Thomas in 1954.
Why? Because Pat Boone’s audience is 91% larger. An in-
Crease of 4,964,000 homes. An increase great enough to cut
the Cost-per-thousand by $1.59. This is an increase that’s
sreater than the total audience of the average show.

Poor Danny Thomas. What happened to him? He’s on
CBS and he reaches 16,023,000 homes a telecast . . . over

T‘IISION MAGAZINE -+ SEPYTEMBER 1958

10.5 million more homes than before, enough more homes
to cut his cost-per-thousand by almost 34.00 although his
cost per telecast went up by $45.000.

What happened to the American Tobacco Company after
thev left Danny Thomas? At that time, they had eight other
network shows. Today thev have only seven. Disenchanted
with TV? They reach five million more homes a week with
their seven shows than they did previously with their original
nine.

Dodge picked up two network programs instead

And Dodge, Danny Thomas’
Disillusioned with TV? Dodge now has two network shows,
both with Lawrence Welk. each one reaching about double
the audience Dodge once reached.

How about Parker Pen, who dropped network TV in 19577
That same vear they spent over #661.000 in spot TV, over
a hundred thousand dollars more than they had spent in
both network and spot combined the vear before.

And Greyhound Corporation who cut spot: they added net-
work, spent more in network than they ever did in spot.

These are simple cases. They are examples. [’s easy to
see why Loretta Young should cost more, that Danny Thomas

other original sponsor?

is certainly no failure with his 16 million-home audience,
that his original sponsors went on to but still more TV, that
I’at Boone in the old Thomas time period is a better buy
today, that Parker Pen and Greyhound aren’t disenchanted
with TV as they invest more while changing their type of
television to and from network and spot.

Next time you hear someone’s dropped television, be cer-
tain it isn’t only a change from one form of television to
another, a change brought about by changes in media strat-
egy, in marketing. When you hear a TV show costs more.
see if it doesn’t justify the cost by delivering more homes,
if it isn’t really a better buy at the higher cost than it was
at the lower one. And don’t let the headlines panic you. END
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" famous on the local scene ...

yet known throughout the nation

o ‘;"“ More than any other institution, the local school
establishes the integrity of its community. Because of
this important centribution, it is recognized
throughout the land as a symbol of the principles

of an eniightened society . . . Storer Broadcasting,
too, has become known nationally for integrity.
Individual Storer stations’ close community

alliance and loyalty to the principles of
responsible broadcasting have created this
= corporate image. And

Ty, sales results show

that a Storer Station
is a Local Station.
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Announcement

WMBR-TV, Channel 4,
Jacksonville, Florida,
will change its

call letters to

Channel 4,
effective

Sept. 14, 1958

An Aftiliate of the CBS Television Network Represented by CBS Television Spot Sales

Operated by The Washington Post Broadoast Division
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A MONTHLY FEATURE
ON THE TY COMMERCIAL
BY HARRY McMAHAN,

V.P., Leo Burnett Company

FUNNY THING ON THE WAY TO THE STUDIO

Holding our sides over butter and egg pressure groups, filter traps and pan mail

Sometimes in this business the pressure of things and the
pressure of pressure groups reach such a point that the lid
blows off and you find yourself rolling under the moviola,
laughing.

That recent Chevrolet commercial with the car taking a
leisurely Sunday drive to the country . . . remember? Ther
was that casual, human little touch of buying fresh eggs, of
the little boy going to sleep in the back, and all that?

Well, all that egg business has now been edited out. It
seems the big butter & egg boys put the pressure on Chevy.
This commercial was implying, they said. that you could get
fresher eggs in the country than you could in the super-
markets . . .

Wuss, the Bus Driver

Have you heard about mail coming into Greyhound Bus,
addressed to “Mr. Wuss”?

It took the agency quite a while to figure oul who the mail
belonged to—until someone took another listen to the hus
driver’s closing line:

“It’s such a comfort to take the bus

And leave the driving to us . . .”

The bus driver is now being coached in improving his
diction for those last two words . . .

The “No’s” Know More?

Don’t think commercials can’t bring a bag of fan—and
Pan—mail, even in this day of a more sophisticated television
audience,

Client (not mine, another guy’s) was telling me the other
day about the reams of mail coming in on a very controver-
sial spot he has on the air. Negative letters were running
about 3.10-1. So he examined the missives more closely. The
Negative letters were irate but often had a verbatim recital of
the copy points in the commercials. The favorable letters

L"ere effusive but couldn’t match the negative mail on play-
ack.

‘.LEVISION MAGAZINE - SEPTEMBER 1958

le’s decided to keep the commercials on the air and hopes
the pan mail continues . . .

T'rapped by a Moviola

You remember Viceroy, the cigarette that used to have
20,000 filter traps? Sure . . .

But did vou know about the rival cigarette that was all
set to make their new TV commercials, out-claiming them
with 40,000 filter traps!™ .. .7

Well, as the agency producer was walking past the editing

Royal Instant Pudding: McLaren Chevron Gasoline: BBDO

room in the studio where the commercials were to he made,
he heard a moviola mumbling and repeating “400,000 filter
traps.” He eavesdropped. The new Hit Parade commercials.
with a claim that out-claimed them all, were nearly ready
for the air!

Pity this poor agency producer with only 40,000 filter
traps! He dashed to get his agency on the line—the print
ads already were breaking. All hell broke loose.

The agency’s face was red, the client’s white—and, of
course, the campaign blew.

Within three weeks, Viceroy and Hit Parade also ditched
their “filter trap” campaigns. The trapping season was over.

Seems there must be at least two or three good morals in
this story—but I think Ill let you pick your own ...

To page 35
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This ig anothcr in our scries about successful people in advertising. Petera, Griffin, Woodward, Inc. Spot Television
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... counting his blessings, which are considerable, in spite of the very small
profit he makes on every item he sells.

Mr. Pennyprofit advertises widely — but does not apply it with a broad brush. *“Sell
big where the selling is good, and save wisely when you can he says—and
does. Spot television is so obedient to his bidding in both respects that his bless-

ings grow and grow each year—and so does his advertising budget!

Your PGW Colonel would like to send you “Spot Television Cost Yardsticks''
which will show you how spot television can obey your budget requirements,
either large or small, everywhere!

Just write to Peters, Griffin, Woodward, Spot Television, 250 Park Avenue, N. Y. C.

WEST

K801-TV Boise

KBTV Denver
KGMB-TV Honolulu
KMAU KHBC-TV Hawaii
KTLA Los Angeles
KRON-TV San Francisco
KIRO-TY Seattle-Tacoma

NEW YORK « CHICAGO

2 CBS
9 ABC
9 CBS

5 IND
4 NBC
7 CBS

MIDWEST
WHO-TV
WoC-Tv
WDSM-TV
WDAY-TV
KMBC-TV
WISC-TV
WCCO-TV
WMBD-TV

Des Moines
Davenport
Duluth-Superlor
Fargo

Kansas City
Madison, Wis.

Peoria

SOUTHWEST

KFDM-TV  Beaumont
KRIS-TV  Corpus Christi
WBAP-TV  Fort Worth-Dallas
KENS-TV  San Antonio

Minneapolis-St. Paul

w —
Lrvoooay

[S, 3N E 0o B )

NBC
NBC
NBC-ABC
NBC-ABC
ABC
CBS
CBS
CBS

CBS
NBC
NBC
CBS

PYERE D ERENREE FWNILNYITE FPRCYR TEYY TN T ¥ I PY I PRy ¥ et D0 s0: B O I B B el * PR X4

EAST

WBZ-TV Boston 4 NBC
WGR-TV Buffalo 2 ABC
KYW-TV Cleveland 3 NBC
WWJ-TV Detroit 4 NBC
WIJIM-TV Lansing 6 CBS
WPIX New York 11 IND
KDKA-TY  Pittsburgh 2 CBS
WROC-TV  Rochester 5 NBC
SOUTHEAST

WCSC-TV  Charleston, S. C. 5
WIS-TV Columbia, S. C. 10
WSVA-TV  Harrisonburg, Va. 3
WFGA-TV  Jacksonville 12
WTVJ Miami 4
WDBJ-TY  Roanoke 7

SPOT TELEVISION

Pioneer Station Representatives Since 1932

DETROIT

» HOLLYWQOD e

ATLANTA

DALLAS

FT. WORTH
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saturated:

Only 30 counties in Amer-
ica have 95% or more tele-
vision penetration. Seven
of these counties, over
23% of the nation’s total,
are within 50 miles of
KMTYV. 22 other coun-
ties in the KMTYV area
have 90-94% penetra-
tion.”

Television saturation in
the Omaha market is
built on nine years of ag-
gressive, entertaining pro-
gramming and service by
KMTV.

Here is new proof that
KMTYV dominance con-
tinues to make the Oma-
ha market one of the na-
tion’s very best television
buys. And in Omaha,
KMTYV is best equipped
with ratings, experience
and reputation for re-
sults to turn saturation
into sales.

Ed Petry and every man
on his staff has complete
information about

: Omaha
Wi gt
T
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September, 1958

Viewer levels continued to climb
during the first six months of 1958.
The total audience to the average
evening network program rose 8%
above comparable 1957 levels, ac-
cording to a TvB report based on
Nielsen figures. While ratings
dipped slightly, from 23.4 to 23.0,
the average program reached an
all-time high of 9,260,000 homes—
711,000 more than last year.

The average weekday daytime
program, whose rating rose to 9.0
from 8.8, reached 3,557,000 homes
—421,000 or 139 more than in
the first six months of 1957.

The typical television station ex-
perienced a slightly reduced profit
margin in 1957. due to expenses
which rose more swiftly than in-
come, according to a survey made
by the NAB.

Compared to an increase «f
$200,000 in 1956, revenues ros~
only 5,000 last vear, to a total of
$925.000. Expenses at the same
time increased $10.000 to $780.-
000. Profit was $145,000, or 15
cents on the sales dollar, compared
to 16 cents in 1956.

Gross network time hillings for
June were $43,769.105, a 10.8%
rise over June 1957, according to
LNA-BAR. In the first six months
of 1958, the networks received
$283,071.449, or 12.9% more than

last year.

TV MARKETS AUGUST 1, 1958
1-channel markets ... ... . .. 134
2-channel markets .. ... .. . . . .. 65
3-channel markets .. ... ... .. ... . . 47
4- (or more)- channel markets . .. ... 17
Total Markets ... ... ... . ... . . . . 263

Commercial stations U.S. & possessions . 501

Number of U.S. TV homes .. .. 43,303,40-0
Number of U.S. households . .. 50,940,000
% of U.S. homes owning TV sets . . 85.09%

—_—

Source: TELEVISION MAGAZINE

TV RECEIVERS

June ‘58 June '57

Production 377,090 543,778

Retail sqles 250,362 389,770
Source: EIA

T
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4.50
4.25
4.00
375
3.50
3.25

1956

1957
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focus on BUS' N ESS

TV NETWORK COST PER THOUSAND

May 1958 index: $3.92

This graph traces the trend in
c-p-m per commercial minute of
a representative network half-
hour. Based on all sponsored
shows telecast 9:30-10 p.m.,
N.Y.T., during the ARB rating
week, it provides a continuing
yardstick of the performance of
nighttime TV. This index is ob-
tained by dividing the total costs
of the programs by the total

3.00 number of homes reached by
these shows, then dividing this
2.75 by the number of commercial
2.50 minutes,
Sources: ARB, PIB,
2.25 L TELEVISION MAGAZINE
JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC
TV VIEWING WEEKDAY-DAYTIME SETS-IN-USE FOR JUNE
FOR SPOT BUYERS: 9, Sets-in-use by Local Time BUYERS:
|9 Sets-in-use by EST
Hour Eastern Time Zone | Central Time Zone | Pacific Time Zone | Tota! US.
7 AM 5.0 | 5.3 4.2 ! 2.5
8 AM 11.8 12.7 7.3 7.7
9 AM 11.3 13.8 1. 9.7
10 AM 10.8 18.9 10.8 10.9
11 AM 17.4 18.6 16.0 16.3
12 NOON 19.4 18.7 13.0 17.7
1 PM 11.3 16.8 13.4 13.6
2 PM 10.4 17.7 11.6 13.4
3 PM 13.5 22.7 1. 14.8
4 PM 19.2 14.6 | 19.0

vV VIEWING
v WING

18.5

“Source: ARB, June, 1958

WEEKDAY-NIGHTTIME SETS-IN-USE FOR JUNE

FOR SPOT BUYERS: 9 Sets-in-use by Local Time BUYERS:
5 - 0, Sets-in-use by EST

Hour Eastern Time Zone | Central Time Zone [ Pacific Time Zone Total U.S.
5 PM 18.6 19.5 17.0 17.7
6 PM 21.9 33.0 35.5 19.6
7 PM 29.0 45.4 50.8 28.8
8 PM 52.7 55.8 60.3 45.0
9 PM 64.3 58.1 61.6 57.8
10 PiA 57.0 43.0 45.0 56.8
11 PM 35.6 190 18.3 42.2
MIDNIGHT 13.0 5.6 5.6 22.3

mv 7 AIE"T"RAZ7/AADIZ DI I 1

1V

millions

35

1956 1957

NETWOI ILLINGS

1958 mausesasa

I L i A i L L

35

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

www americanradiohistorv com

Source: ARB, June, 1958
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June ‘58 June '57

ABC $ 7,387,586 $ 6,413,708

CBS 19,733,057
NBC 16,648,462

18,356,892
14,746,537

Total $43,769,105 $39,517,137

Source: LNA-BAR
As released by TvB
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Eye-opener for advertisers

To get full results from radio advertising, sales and advertis- demanded of station-management in creaiing an ove

ing executives need to understand the complex program ele- gram-structure that 1sistently builds maximum audie
ments which, when properly combined, give Spot Radio its for the station, and sales for its advertisers. Hence the t«%
tremendous selling-power. These elements are clearly defined contains a wealth of information vital to any executive chari®
in the John Blair Report. LOCAL RADIO PROGRAMMING. vith the responsibili »f moving mass-market goods : #
recently published. It is termed an “ey ner for adver- profit. For the complete report, write John Blair & Compah

tisers” because it brings into sharp focus the exacting skill 115 Madison Avenue., New York 17, N. Y. Price, one do'#

JOHN BLAIR & COMPANY

Exclusive National Representative for:

New York _.._....WABC  Washington ... . _WWDC Miami___._____ WQAM San Antonia KTSA  Wheeling Stevbeaville___ WA
Chicago.............. e  WLS Baltimore............. WFBR  KansasCity________WHB Tampa-St. Petersburg..__WFLA  Tulsa - KBS
Los Angeles........... . KFwB  Dallas-Ft. Worth...___ KLIF- NewOrieans.. . _WDSU  plbany-Schenectady-Troy. WTRY  Fresno._ -
Philadelphia............ WFIL R LK”Z Portland, Ore...._KGW  womobis __WMC  Wichita_______ . KES
Detroit......o............. wxyz Minneapolis-St.Paul WDGY  Denver______KTLN ., KOY  Shreveport . KEL
Bost WHDH Houston......... .. KILT Norfolk-Portsmouth- WOW Orlando ]

0S Oﬂ.....:ﬁ.m........n.... Seattle-Tacoma..__ .. _KING NEWDOI't News.. . WGH Omaha._ e = - e .
San Francisco............ KGO providence-Fall River- Louisville . WAKY Jacksonville. __ WJAX a“f,g'“mm"—"""“d
Pittsburgh.................. WWSW New Bedford.. .. .WPRO Indianapolis.... WIBC  Nashville_._..... . WSM Boise.. o
S LOUIS vvv e eorenee KXOK  Cincinnati............... WCPO  Columbus -WBNS  Knoxville. ... WNOX Bi
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A MONTHLY FEATURE
BY KEVIN B. SWEENEY

President, Radio Advertising Bureau

ATTACKS AND THE FACTS

Current newspaper attacks on radio are disproved by facts and figures

hat’s behind current newspaper attacks on other forms
of advertising? Why are they wooing you this new
emotional way?

For the first time in the meinory of many people in the
business world, newspapers are now selling themselves
through an industrywide series of attacks on other forms of
advertising. You have probably already seen full-page ads
in your local papers which spend much of their space trying
to drag down forms of advertising other than newspapers.

Why . . . all of a sudden?

Newspaper promotion more anti thon ever before

Newspapers as an industry have not been particularly pro-
gressive, most observers agree. On the other hand, their
national-level promotion was never as old-fashioned and
anti-the-other-fellow as it is now. So you are justified in
wanting to know what’s behind it all. This is the story.

Newspapers today are sitting on a bundle of troubles:

1. Circulation: Combined newsstand and home delivery
circulation has not kept pace with population increases of
the past decade. Biggest weakness is in new suburban families.
On the average, the local newspaper has only 19.5% pene-
tration in those increasingly important suburbs—and a low
39.6% in the central city.

2. Rising costs: Newsprint is not the only item up over the
- Years. Obviously every mechanical and labor cost is way
up. The result: newsstand prices have heen boosted—along
with the rates you pay for advertising space. Aftermath:
drops in circulation for many papers and now—for the first
Quarter 58 —an 8.1% drop in retail lineage.

Unfortunately the newspaper answer to these problems
ms out to be a negative approach. Instead of working
sitively to improve newspapers as an advertising medium
and bring rates charged to you down—the papers seem

EVISION MAGAZINE SEPTEMBER 1958

to have elected to use all-out attacks on hroadcasting as well
as other media. Radio stations in particular want no quarrel
with the newspapers—our industrv is on the upswing having
just gone through its best year in history. We prefer to sell
positively. But on the other hand we don’t want to leave
current newspaper charges unanswered. So we are taking
point-by-point a recent attack by the newspaper publishers
and are answering them.

CLAIM No. 1: “Newspaper advertising reaches more
people than any other medium. Nearlv 88% of the nation’s
families get a newspaper every dav and every member of
these families has the chance 1o see everv ad in the daily
paper . .. "7

Fact: Newspaper circulation figures are not an honest
measure ol ad readership. According to Daniel Starch &
Staff

three-fourths of a newspaper’s male “readers” do not read

a leading newspaper-approved researcher—more than

the best-read advertisement in each issue. Another authori-
tative independent source A. C. Nielsen & Co.-—reveals
that radio reached 96.3% of American families. Dollar-wise
too, radio wins. An advertising dollar in newspaper delivers
356 people. In radio, the same dollar delivers 962 people.

CLAIM No. 2:
better than in any other medium.”

Fact: A newspaper ad is plainly an ad. A radio ad is in-
tegrated as parl of a continuous flow of news, weather, enter-

“People like advertising in newspapers

tainmeni. Radio station personalities have proven their popu-
larity and sales ability over and over again for advertisers.
In a recent study it was found that 90.5% of radio listeners
listen to and have real confidence in at least one radio per-
sonality. More than 857 of people questioned by The Pulse,
Inc.—a nationally recognized research firm—said they
thought their favorite radio personalities advertise good prod-
ucts—and nearly seven out of 10 said they’d buy a new

To page 35
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Sylvester sees Red
and “Hippity Hops” to new sales peak!

Sylvester Scott, Jr., juvenile market timebuyer, credits soaring client’s sales
to WJAR-TV’s unique children’s program, “Hippity Hop, the Cartoon Cop”
— a typical example of WJAR-TV’s highly effective creative approach to spe-
cial programming.

In the PROVIDENCE MARKET

WJAR-TV

18 cock-of-the-walk
m creative programming !

CHANNEL 10 - PROVIDENCE, R.I.* NBC*ABC * REPRESENTED BY EDWARD PETRY & CO., INC.
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A MONTHLY FEATURE
ON PROMOTION
CONDUCTED BY ELL HENRY

President, Broadcasters’ Promotion
Association

MERCHANDISING —WHO'S RESPONSIBILITY ?

Helping to sell products at point of sale is not the business of the stations

should merchandising aid be a normal part of a station’s
service o the advertiser? This month’s column, by Austin
Hevwood, offers some sound advice on this subject. Austin
is Director of Promotion and Injormation Services al station
KNXT in Hollywood.

Few are the activities within the broadcasting industry
that are more controversial than “merchandising,” defined
here a< those services pressed upon radio and television pro-
molion departments that help the sponsor move his product
at point of sale.

“Thz biggest give-away in business history’’?

]‘anuestiqnablyg there are two points ol view tn the matter.
There are those stations that go along with the philosophy
of (and/or the pressure brought to bear hvi some adver-
tising agencies and sponsors which precipitate the station
nto the preparation of giant moving market displays, shelf
funncrs. point of sale hanners, easel display cards. product
sales checks and the like. In the other corner are those in
the broadcasting industrv who label demands for merchan-
dising “The biggest give-away in husiness history!” or
s$imply “Blackmail.

At KNXT, when an agency or sponsor asks for merchan-
dising materials from us, we do our hest to explain that in
saying “No,” we are doing so for the good of the sponsor
and his program and not because we are trying lo avoid
work or expense. What I mean is this: stations are in the
Business of first, building fine programs; second, delivering

| With those programs the largest possible audience (audience
Pfomotion) ; and third, sponsor trade promotion where we
do all we can to make the client’s retailers. hrokers and/or

| qealers aware of the pre-selling job done via television.

But merchandising—helping to sell products at point of

=—is not our business. We air 100-plus different programs

kly, representing many more sponsors than that and by

nsion an untold number of retailing fields. It is an illu-

2 -
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sion to helieve that a station’s promotion department, com-
posed of a handful of men. could begin to understand so
many manufacturers’ retailing problems as well as each
manufacturer does. Much better that, where merchandising
assistance is needed, merchandising firms specializing in the
business be emploved to do the jol. And al much less ex-
pense, (oo, meaning that if an advertiser makes the amount
of merchandise support he will get from a station a major
factor in sclecting his television buy. he has spent the “big”
television dollar to huv “little” merchandising services. To
buy television, a sponsor must e interested first in the num-
ber of consumers reached by his video sales message, second
in the promotion services obtainable from that station.

Equally important is the fact that merchandising is by
definition localized. It takes a great number of market dis-
plays, for example, to reach even a fraction of the audience
encompassed by a single on-the-air promotion announce-
ment designed 1o gain additional viewers for a program’s
commercial message. The point 1s this: within the limitation
ol the average slation’s stafl and hudget, its money and man-
hours can be put to better ellectiveness for the sponsor by
concentrating them on audience promotion and sponsor trade
promotion rather than on merchandising.

A multiplicity of non-merchaondising services

When vou look at the multiplicity of audience promotion
services offered by the average “non-merchandising” station,
the logic of its “non-merchandising” philosophy is even more
apparent. Look at the list of audience promotion and sponsor
trade promotion services from our own files, for example:
general station promotion designed to build a favorable sta-
tion image in order to create the best possible atmosphere of
acceptance for all of its commercial messages. Broadcast
trade publicity. Consumer newspaper and magazine pub-
licity of every conceivable variety. Contests and other such
general audience promotion projects. Newspaper and maga-
zine advertising. On-the-air promotion (undoubtedly the

To page 37

33

0 wwWw americanradiohistorv com


www.americanradiohistory.com

Now, you say when

And how often too! For once programs and commerciais are recorded on Videotape®, scheduling is wide
open. Playbacks can be telecast immediately — hours later —or anytime you decide. At least 100 repeats

can be made from any one recording. Copies can be made. And tapes recorded on a VR-1000 Videotape
Recorder can be played back on any other VR-1000, anywhere.

Never before have sponsors been able to schedule commercials to reach selected audiences so easily.
Never have stations had so many ‘live’’ availabilities to offer.

Get the complete story on the many things Videotape Recording can do for you. Write today.

CONVERTS TO COLOR ANYTIME « LIVE QUALITY « IMMEDIATE PLAYBACK « PRACTICAL EDITING « TAPES INTERCHANGEABLE » TAPES ERASABLE, REUSABLE » LOWEST OVERALL COST

F'_—'——'T
850 CHARTER STREET, REDWOOD CITY, CALIFORNIA AMP]EXI

Offices in Principal Cities CORPORATION

professional
producls division

®TM AMPEX CORP.
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SWEENEY From page 3!

product if their favorite personality
recommended it.
CLAIM No. 3: “Newspapers deliver
more ‘ready-to-buy’ prospects than any
other medium. Newspaper readers are
easy to sell because they have a product
interest already . . . ”
Fact: This newspapers-are-catalog:
argument can boomerang. f newspa-
pers can only sell the “easv-to-sell,”
they are not periorming the most im-
portant function of anv ad medium:
to reach and sell impulse huvers and
new prospects. Another point: a big
array of ads in one issue of a paper
offers a wide choice of retailers selling
the same items and services. Radio- —on
the other hand—provides exclusivity.
No competitors’ “ads” are back-to-hack.
CLAIM No. 4: “Newspaper advertis-
ing gets more action than anv other
medium . . .7
Fact: A sweeping generalization like
this is impossible to combat with figures
—but bear this in mind: most news-
paper reading is done at highly inop-
portune times for huving “action’
while commuting to work in the morn-
ing and just before supper in the eve-
ning. Radio reaches people at all hours
of the day-—including the time when
they are in motion toward vour store.
A recent stud_v shows that housewives
spend more time with radio hefore
shopping than with any other medium,
CLAIM No. 5. “Newspapers offer
more local selling tlexibility than anv
other medium . = .” ' -
Fact: This is a vague claim. We pre-
Sume they’re claiming strong “local
toverage”—hut local coverage today
Means suburbs as well as central city.
F}gures based upon Audit Bureau of
Circulation and Sules Management data
show conclusively that almost all news-
Papers are woefully weak in the sub-
Urbs and semi-rural sections. Radio
€als most newspapers in the central
Gty zone as well and is way ahead in
t}}e suburbs and semi-rural areas. Ra-
lolg;“nm' newspaper, penetrates bhest
2C€ally and reaches all families -not
- JUst those that live downtown.
mo(itAﬂ]iw' No 6 “Ne.wspapers give
xibility in selling copy than
any other medium . . .”
act: There isn’t a newspaper that
fan match the speed with which radio
Y can be added to, altered, or even
fitten via phone. Radio copy can be
duled to suit the weather, the in-
ory of merchandise to be moved—
the last minute changes in plan.

To page 91
SEPTEMBER 1958
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McMAHAN from page 25

Two stimulating explorations in de-
sign for TV commercials are currently
on the air waves from Llekira, the New
York production house.

Abe Liss. the creative director who
sparks lLlektra, is credited with hoth

ries. Texture and patlern are signih-
cant in each, vet the design never gets
in the way of the action or the story.

Roval Instant Pudding was designed
for McLaren. the Canadian agency for
Standard Brands. with Hueh Horler as
creative direclor for the agency.

Chevron Gasoline is for BBDO, with
Jack Goldsmith as the agency artist and
Dick Mercer on seript. This is the “Mr.
Hy Finn” series of 12 commercials
campaigning for the change of Calso
Gasoline’s name to Chevron,

lll-founded conclusions upset

We see so much miscuided, misin-
terpreted vesearch in the TV commer-
cial business that we must admit a cer-
tain fiendish delight in seeing some of
the too-fast conclusions upset in later
studies. In a studv last October. a one-
minute film cartoon was tested acainst
a two-minute live commercial.

T'he latter won 537« to 3490 on recall
{ both satisfactorily high in this case).
However. some observers insisted this
proved the point that a two-minute
commercial was better than a one-
minute commercial, that an actor was
hetter cartoon, that live tech-
nique was superior to film-any dav!

Comes this vear and the same car-
toon, now run for the third time on the

than

program, was tested against another
two-minute live commercial and the

figures virtually reversed themselves.
The cartoon’s recall was 56%¢ against a
37% lor the live lwo-minuter. Where-
upon, the same olservers cried, “Lousy
research!”

I’s fairlv olvious (oo
clusions were jumped at, the first time
around. We consider both research
studies valid, hut we don’t think that
either one of them proves a case for
live or for film or for cartoon.

Just possibly one thing this research
does prove is thal repetition is much
more important than generally credited.
It was the third time around for the
cartoon commercial and this spot got
a higher recall of more copy points
than almost any vcommercial I've
studied in the last two years. Six copy
points came through with amazing
virility. But don’t jump to conclu-
sions . . . END

many con-

Videotaped™
Vehicles

Doug Elleson, Program Manager
KRON-TV, San Francisco

| ‘“We taped a whole series of
Rambler spots at one time for
local Nash dealers. Accurately
timed, error-free, easily scheduled
commercials, with a ‘live’ look at
less than live cost, impressed
both client and agency.”

AMPEX

CORPORATION
‘850 CHARTER STREET, REDWOOD CITY, CAUFORNIA

professional
produels division

*TM Ampex Corporation
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Interview: g@f%

Sullivan, Stauffer, Colwell & Bayles, Inc. Timebuyer, Jack Canning,
tells why he selects WLW TV-Radio Stations for PALL MALL Cigarettes.

m » : -.'F- ] ...l. . .
i M =l ] “Sure, | buy time
‘ -, L for PALL MALL Famous

FAMOUS CIGARETTES : g el - N - Clga.rettes on the Cro.sley
; W - Stations because their

greater length of
audience filters
commercials farther
into smooth pleasure
for advertisers."

R 'Mnmuun
L "#1 GREGATE "

A T

"“Yes, WLW Television and Radio

Stations really pack in a full house of
viewers across the Midwest and into the
South for sponsor’s sure-fire sales success."

‘Outstanding—and that's
putting it mildly!"”’

Call your WLW Stations Representative . . . you'll be glad you did!

WLW-T WLW-C WLW-D WLW-A WALW-1
Television Television Television
Atlanta Indianapolis

Television Television
Cincinnati Columbus Dayton

Network Affltiations: NBC; ABC; MBS « Sales Offices: New York, Cincinnati, Chicago, Cleveland « Saies Representatives: NBC Spot Sales: Detroit,
Los Angeles, San Francisco. Bomar Lowrance & Associates, Inc,, Atlanta, Dallas ..., ..., Crosley Broadcasting Corporation, a division of AVCO
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WHEELING |
37TV
MARKET

*Television Magazine 8/1/57

One Station Sells Big
Booming Ohio Valley .

No. 4 IN A SERIES

POWER

el e a

Kammer 675,000 Kwt. Plant |
(Operating companies: Wheeling
Electric Co. and Ohio Power Co.)
AMERICAN GAS AND ELECTRIC

SYSTEM [
This $90,000,000 power-produc-
ing giant, one of three, is being
erected to meet the growing needs
of this expanding area. Two of
Kammer's generating units will
supply the major aluminum com-
plex of the Ormet Corporation at
nearby Clarington, Ohio. Pres- '
ently, AGE's operations employ
2,000 workers. Kammer Plant |
—the power behind the force of '
industry, another powerful rea- |
son why your story should be
beamed to this super market |
where 2 million people spend 214
billion dollars annually, where
WTRF-TV captures, dominates
andinfluences 425,196 TV homes.
For ¢ omplete merchandising service and
avatlabilities, call Bob Ferguson, VP |
and General Mgr., at CEdar 2-7777.
. Notiono} Rep.,

George P. Hollingbery Company

wirf-tw

/heeling 7, West Va. :

16,000 watts .NIIE-C network color

P —Y
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HENRY from page 33

most underrated promotion service
made available to broadcast advertisers
while, ironically, being the most far-
reaching). Special audience building
services such as billboards, truck post-
ers, display cards, bumper strips, ad
infinitum.

That’s the area of audience promo-
tion alone. Add to that the customary
trade promotion services: ads and pub-
licity stories in client trade publica-
tions, mailings to retailers or dealers
presentations dramatizing programs or
spot schedules for use bv sponsors’
salesmen or broker salesmen. Such a
list, even in its sketchy state, spells out
the tremendous follow-through offered
by television station promotion depart-
ments at the audience and sponsor
trade promotion level and conversely,
makes it apparent why they are ill-
prepared (or ill-advised) time- and
money-wise to help sponsors with their
point of sale merchandising tasks as
well as providing the services they feel
are their responsibility.

How about advertiser responsibility?

So much for stations’ promotion re-
sponsibilities to advertisers. Now, what
about the vice versa? Yes, adver-
tisers have (or should have!) promo-
tion responsibilities to their own pro-
grams.

Often, an agency will approach
a station promotion department fairly
bristling. “Well now, what are you
prepared to do to promote our pro-
gram?” without once asking themselves
the same question—what are they going
to do to supplement the station’s ef-
forts which must, by necessity, he
divided evenly among so many of the
station’s sponsors.

To put it another way, an adver-
tiser buys an expensive television prod-
uct, a major weekly investment in all
probability, and yet is willing to leave
the entire job of promoting it to the
particular station.

The station will do all it can do,
of course, but the most successful
shows, the ones which have provided
maximum payoff for their advertisers,
are those where the advertisers have
entered into the program promotion,
too: have taken out consumer program
ads of their own carefully staggered
with the station-purchased space; sent
out mailers to their dealers; conducted
sales staff contests built around the
show; prepared point of sale promotion
pieces incorporating the program per-

WWW.americanradiohistorv.com

WREX-TV MEANS ROCKFORD AND
A BILLION DOLLAR MARKET
NETWORK . .. N THE INDUSTRIAL
HEART OF MID-AMERICA.

WREX-TV dominatcs the Rockford
metro area, extending to a multi-
market sales domain . . . including
23 counties in Southern Wisc. and
dorthern lllinois.

A sales network containing over 1,000,000
peopie with retail sales of 115 billion
dollars

J. M. Baisch, General Manager
REPRESENTED BY H-B TELEVISION, INC.

CHANNEL 13 ROCKFORD

sonality; mentioned the program in
all their product advertising-—in short
have amortized the cost of their tele-
vision advertising investment by mak-
ing the show work for them in every
possible way and in every conceivable
situation.

Taking out audience insurance

[’s remarkable, really, how few tele-
vision advertisers (particularly on the
local level) have even considered this
basic facet of program promotion, let
alone done anvthing about it. But a
recent issue of TELEVISION MAGAZINE
says that the number of television ad-
vertisers taking out such “audience in-
surance” is increasing steadily. The
same issue reports these same adver-
tisers feel that they should invest from
2% to 5% of the program series’ total
cost in such promotion. For a 39-
week series, 2.5% represents the ex-
penditure on one program’s produc-
tion, for example,

One KNXT advertiser put it quite
strongly: “The value we get from our
show is in direct proportion to the en-
thusiasm we exhibit in the field among
our retailers for the selling power of
our show.”

Amen!
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M@t@hﬂ@ﬁﬁl{ Like many a famous twosome, |

“Mr. Adams and Eve” are strictly one of a kind. They offer regional and local advertisers: &
Muore entertainment: 39 sophisticated half-hours starring Ida Lupino and Howard Duff as =
a well-known Hollywood couple. With guests like Joan Fontaine, Dick Powell, Ed Sullivan. %
More applause: “A very funny situation comedy. It js not often that a Hollywood television &

| e @ » 1 » ”» ] 5 I y - . 3 X M
film is s0 pertinent,” JACK GOULD, NEW YORK TIMES. “Whippy dialogue, good performances, &
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topnotch stints,” vaARIETY. “A darned happy marriage of Duffs and dialogue,” CUE MAGAZINE.
More audiences: “Mr. Adams and Eve” enters syndication direct from a two-season run on
the CBS Television Network. In its Friday night time slot, the program rated an average
21.5 Nielsen. Match up your product with “Mr. Adams and Eve”—a winning combination.

A . . .4 ° &
o York, hicuso Los Anseles, v, Bosion . Lo, (TS la[@yisian Film Sales,Ine.®
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MEDIA SHARES, 1357

Major media allocations by the top 50 advertisers

~91.8%
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he vital role of television as a marketing instrument, and

its importance to the nation’s economic health, is strik-
ingly apparent in the advertising patterns of the Top 50 na-
tional advertisers. In 1957, 39 of the Top 50 made TV their
Primary medium. Twenty-nine of them gave it 50% or more
of their budgets. Of the $1.2 billion spent by the Top 50 in
the five measured media, over half-—51.87% or almost $613
million—went to television.

To top management everywhere, the fact that the largest,
richest and most successful advertisers have overwhelmingly
chosen one medium is of tremendous importance in these
critical marketing days. These are the leaders, the industrial
giants who have the research facilities to test the various
edia combinations and the ability to use those they find
ost effective.

tios indicate successful advertising patterns

As a key to their marketing strategies, the relative weight
corded the major media by the leading companies are nat-
ally of vital interest to their large competitors. To the
aller companies within an industry, these ratios represent
evaluation of media power and an indication of the most
cessful advertising patterns.

ISION MAGAZINE SEPTEMBER 1958

SEPTEMBER 1958

TELEVISION

MAGAZINE

How the Top 50

Advertisers

Spent $1.2 billion

Thirty-five made TV their primary medium in 1957. Analysis of alloca-

tions to five media, including production costs, dating back to 1950

The extent to which the leaders are followed is illustrated
by the drug indusiry. Network TV was the first choice in
media in 1957 in this field, according to Drug Trade News.
Magazines and spot TV were tied for second place, then came
newspapers, spot radio and network radio. Omitting spot
radio, this is precisely the pattern established by drug com-
panies among the Top 50, although the leaders, as would be
expected, gave greater weight to network TV---51% versus
the industry-wide average of 37.6%.

35 put TV first; 15 choose print

In 1957, 29 of the Top 50 advertisers put their largest
single appropriation into network television—three more
than had done so in 1956. Six companies made spot TV
their primary vehicle. Newspapers were the mainstay of
eight companies, and magazines of the remaining seven.

Choice of media followed the traditional patterns, with the
three liquor and three automotive companies remaining
heavily in newspapers; the three appliance companies—Gen-
eral Electric, Westinghouse and RCA—staying with maga-
zines; and the food, tobacco. soap and drug manufacturers
putting ever-stronger emphasis on television.

Although the recession began in 1957, it was generally not
To next page
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HOW THE TOP 50 ADVERTISERS SPENT $1.2 BILLION Continued

Striking similarity in '56 and '57 percentage of budgets given to various media

apparent in advertising hudgets. Only in the hard-hit appli-
ance group was there any marked decline, with Westinghouse
trimming its budget from $16.9 million to $12.5, General
Electric from $37.8 to $26.5 and RCA from $13.0 to %9.5.
Among car manufacturers, only General Motors tightened its
budget slightlv, while both Ford and Chrysler increased theirs
by over 20%. Lever Brothers and Procter & Gamble added
to their expenditures: Colgate cut hack about 6%. All the
tobaccos and all the drug companies spent more than in 1956.
Among food processors, half spent more and half spent less.
So far as 1957 is concerned, it is impossible to draw any
parallel between a rising or falling budget, or sales curve.
and greater or lesser emphasis on television. Chrysler and
Westinghouse hoth reduced their relative commitments to
network television, shifting back to their traditional news-
papers and magazines, respectivelv. But each remained the
major advocate of TV in its group. And General Electric,
RCA. General Motors and Ford all mainiained the same
>dia relationships they had used in 1956,

et fell but network TV share increased

o.. whose budget fell almost 20%. increased its
TV share by more than one-third. Bristol-Myers, on
hand, whose budget rose 50%. kept almost the same

| TELEVISION MAGAZINE'S TOP 50

The Top 50 advertisers are ranked here according to
their expenditures in five measured media: network TV,

pol TV, newspapers, magazines and network radio. Dol-
lar totals and shares-of-budget refer to these five media
only. 1f billboards were included. for example, compara-
tive rankings would change and Shell 0il, Standard il of

J. and Standard Oil of Indiana would appear among the
Top 50. Spot radio, figures for which arc unavailable
might change the rankings again.

Fhe media expenditures listed here are unduplicated
elsewhcre. To gross time and space costs derived {rom
standard sources TrLEVISION MAGAZINE has applied two
factors. the first 1o aecount for media discount struclures
and the second to include production costs, The yesult is
an estimate of the advertiser's tolal cxpenditure.

Thesc are ooly approximations, of course; they caanot
reflect precise figures. But they do refloct comparative em
phasis on the different inedin by convpatics within induys-
try groups, and the yeor-ro-year whifts between media
dating buck io 1950,

Although thee are wide variutions among companies in
the saine prodict category, u comman approach is nxunlly
apparent in their speading patsrns. The chart opposit
briaces these group trends in terme of media sharex of
megsured budgets (half the members in the group allo
cated more than the medisn figure, hall sllocated lowx) .
Chese median shaves are bored on netwark TV, ustwork
radio, magazines and newspapors. Spot TV is not inclided.
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proportion in TV—slightly more in spot, slightly less in net-
work.

While there were inevitable shifts of funds as rivals
struggled for competitive advantage, a comparison with 1956
shows a remarkable similarity in the percentage of budgets
given the various media by the Top 50.

Greater relative emphasis on network TV, however, was
particularly noticeable for Kellogg, Nestle, Swift, Corn Prod-
ucts and Philip Morris. Moving more strongly into spot TV
were Continental Baking and Coca Cola. Coca Cola also
added to newspapers, along with Pillsbury Mills, P. Lorillard,
Schlitz Beer and Chrysler. Magazines won additional support
from Borden, Westinghouse and American Telephone & Tele-
graph.

Network radio, as generally predicted, experienced a slight
revival in 1957. RCA, Bristol-Myers, Carter Products and
Lorillard put approximately 10% of their media budgets into
network radio. Brown & Williamson, which upped its share
from 2% in 1956 to 14% last year, was the medium’s major
client. In both 1956 and 1957, 36 of the Top 50 included
some network radio in their media planning.

Four companies appear in this year’s Top 50 which were
not included last year. They are Continental Baking, which
placed three-quarters of its hudget in spot TV, appearing for
the first time; Carter Products, hall of whose budget went
into spot TV, also for the first time; and Johnson & Johnson
and Schlitz Brewing, both back after a year’s absence. Cas-
ualties are American Motors and Studebaker-Packard from
the automotive group, Carnation Co. and Scott Paper.

Advertising budgets cut because of declining sales

Generally, the Top 50 have shown great stability over the
vears. Sevei of this year’s ten leaders have appeared in the
top LO since 1954—CGeneral Motors, Procter & Gamble, Ford,
Chrysler, Lever, Colgate and General Foods. Throughout the
list, however, there have been significant changes in rank-
ings, as some companies responded 1o declining sales by
tightening their advertising budgets while others continued
their uninterrupted growth,

Standard Brands, Lorillard and Quaker Oats made notable
gains in 1957, while General Electric, Westinghouse, RCA,
Swift and Pillsbury Mills lost considerable ground.

Brown & Williamson continued jts dramatic elimb, rising
froin 17th position in 1956 to 12th last vear, and now spend-
more in the moasured media than any American
cigarelte company excapt R, J. Reynolds. tts distinetive media
approach is marked by emphasis on spot TV, of which it is
the loading advoeate among the tobaceos, and by its heavy
use of network vadio,

j"] ‘.l\/

The deug companies continug to grow in importance us na-
tional advortisers. 1a 1957, the aumber of drug companies
wmang the Top 50 reached un all-time high of 1), or over |
209 of the wotal. Two pharmaceuticuls are now listed in the
wop ten Amorionn Home Products, which appeaved in L956, ¢
and Bristol-Myesrs, maving into the magic cirole tasi voar by H
virtue of itw 509 cise in expenditures, Theoughout the Top |

T'o page 99
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EIGHT-YEAR BUDGET TREND BY PRODUCT GROUP

Exclusive—media shares of budget for the companies in each group which were among the
top 50 for each year. These are the only published budget estimates including production,

space and time
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PATTERNS OF EMOTIONAL |
INVOLVEMENT IN PROGRAANS

Degree of Western — Mysry

involvement
Ml Commerc

0 min. 30in

Degree of Situation toﬁdr
involvement comedy

0 min. 15 min. 30

In the “tense” pattern, the first and midie
commercials suffer because they appead
points of very high viewer involvenni
with the story. In the more easygoing siias
tion comedy, the involvement is suchud
not to engulf the commercial, and the sei
message reaches a more receptive viees

COMMERCIAL EFFECTIVENES
VARIES BY PROGRAM TYE

(% of audience changing to brand tesid)
17.0

Ice cream commeral

—tested in 3 progrod

-2.2

Variety Mystery A Mystery B
show

(% of audience changing to brand teste) v
6.7

Faod commerch
—tested in 4 progras’

1.2
-2.0

Situation  Myastery Adventure  Waestern
comedy show

These charts illustrate the importance &
program environment ta the impaet of th
commorcial, in the “tense’ shows, the col
mercials tested scored poorly in ability
produce changes in viewers’ brand pr
erences. In the moro relaxed environm
of the situation comedy and variety p
gram, hdwever, the same commet
proved much more effective,
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Do today's programs

'provide the wrong

commercial climate?

Westerns and mysteries create a paradox: in getting high ratings and low
cpm, advertisers often sacrifice sales effectiveness.

ne-third or more of all evening network programming
this fall will be made up of westerns, mysteries and
losely allied shows, a genre that might be characterized a
ense. Yet this program type is a less effective carrier of com-
ercials than are other program types. The paradox- —indeed
e dilemma—is that the factor which captures and holds
he audience 1o the exciling program is the very thing that
responsible for diminution of advertising eflectiveness.
Since commercial elfectiveness is what all advertisers seek
15t of all in their television campaigns, this contradiction
as an obvious significance. It clearly points to the limita-
ons of the media approach which takes as its guiding stars
<called rating security and cost efficiency, although these
nsiderations are of course important.

gree of involvement related to commercial effectiveness

What is omitted from this approach is the fact that a
Ogram is not merely an audience gatherer, but an enter-
Inment experience for that audience which produces an
Otional involvement of one kind or another. And the
nsity and character of this involvement are intimately
ted to the degree of effectiveness achieved by the com-
Cials carried on the program.

fom the results of years of commercial testing in all
of program environments, as well as from observation
iewer behaviour and small-group studies, it has become
ible to determine the patterns of emotional involvement
characterize different show types. Our basic findings
ese: involvement patterns differ markedly depending
e show type, and they have a direct bearing on the
e of commercial effectiveness.

ON MAGAZINE - SEPTEMBER 1958

By HORACE S. SCHW ERIN. president of Schwerin Researcl Corporation

Thus we find that the non-lense program. such as the
variely or situation comedy show. achieves an involvement
which does not ride over and engull the commercials. Th
tense offering. on the other hand. gains involvement with
its teaser and carries it through both the opening and middl
commercial to the injury thereof.

C-p-m is generally low on action show

This is not to say that the tense program is a bad commer-
cial vehicle, which would be nonsense, rather that it is usual-
ly not as etlective commercially as other tvpes. Furthermore.
the popularity of this geure is based on solid and impressive
reasons. Its time and talent costs are relatively modest and
tend to be fairly stable. [is audience size is healthy—the
western in particular has a low rate of failure. As a result,
the outcome is often a low cost-per-thousand. When you can
‘buv” viewers of a western for two-thirds of what it costs
vou to gel exposures on a big variety show, the prospect
appears very templing.

Heuce, many of the leading advertisers and agencies are
arranging their commercial schedules on the basis of a phi-
losophy summed up in the title of a November 1956 TELE-
VISION MAGAZINE article, “All TV is Spot.” As the elier
Oliver Wendell Holmes remarked gloomily of his own face.
they regard the programs in which their advertising appears
as “a convenience and not a necessily.”

In the present atmosphere, the big advertisers who operal
in this way can clearly do so efleclively hecause of certain
inherent strengths. They can spend more money than their
competitors. They can move the money around where and

as needed. They can buy more efliciently than the smaller
To next page
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THE COMMERCIAL CLIMATE Continued

Only the “big gambler,” who can afford to average out wins and losses, can bu

ompanies and can achieve results through sheer weight of
ertising pressure.
imately. efliciency hecomes the guiding star of the
athematically oriented advertiser, with cost-per-thousand
ing almost fetish proportions. The success of this ap-
proach depends in the last analysis on two conditions: that
you buy more shrewdly than your rivals, and that your com-
petitors pay no more allention lo researching the proper
environment than you are doing.

Commerciols not equally effective in different programs

The flaw in the approach is the underlying assumption
that a commercial is equally effective regardless of the pro-
gram environinent. We have probably done the hulk of the
research in this area, and our findings over the years have
consistently contradicted this assumption. Moreover, I know
of no other reputable study that suggests environment has
no influence.

The danger of blindly following the lead of the raling is
nowhere more strikingly illustrated than in our study of the
relationship between the position of the commercial in the
program and ils effectiveness. 11 has heen widely assumed,
for example, that because the “teaser” opening of a lense
programm will capture the audience quickly and whel its
appelite for what is to come, the position following the leaser
is an excellent one for the first commercial. Our findings
suggest the conlvary, that from the point of view of achiev-
ing commercial effectiveness, it is probably a poor position
for the cotnmercial. This subject will be dealt with in detail
later.

At this point, I should like to cite the evidence on which
my argument is based.

Let us begin by demonstrating the proposition that a com.
mercial behaves differently in one show than it does in
another. Below are data from studies tor a number of dil-
ferent advertisers, in each of which the same commercial
was lested in a program not his own (program A) and

46

afterwards in a program the advertiser sponsored (p

gram B):
PREFERENCE CHANGE
Type of Product Program A Program 1
Dog Food ................ 47% . ... 17.5%
Shampoo ................. 53 .. 16.1
Candy ................... 53 .. 14.9
Cough Syrup .............. 4.7 ..o 10.2
Cake Mix ................ 1.2 8.0
Floor Wax ................ 150 ... 20.0

It can be seen that the ability of a given commercialis
change viewers’ preferences varied widely, depending ug:
the show in which it was housed. In most cases, the sponsc
program was at least twice as effective as the one in whil
he was in the equivalent of a participating spot situatin

Major remembrance study dane in 1953

Even remembrance results are not the same when a cov
mercial is moved from one program to another. Perhaps t&
most elaborate study of this sort ever undertaken was do#
for a major advertiser in 1953. Using unaided remembranu
as the measure, the same commercials were tested as sp &
and also in 17 nighttime programs. The outcome is giv ¢
in the following table, with the index of 100 being the tom!
remembrance earned by the commercials as spots:

REMEEMBRANCE INDEX
A B ¢ Db E F &

Siluation

Comedy 232 208 196 188 180 176 102!
Audience

Participalion 166 152 146 112
Dramatic Show 140 138
Mystery 200 198 1130 94

It can be seen that the program greatly influenced ¢+

TELEVISION MAGAZINE SEPTEMBER 191
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Audicnce watching a television program
during theater test by the Schwerin Re-
search Corporation. For an explanation of
how these tests were conducted, see page 90

1V .suc'('essfullv on the basis ()]‘ circulation  alone.

mount of recall. The most influential show secured ahout
wo and a half times as much remembrance as the weakest
ome. Further—although certain tvpes of program did better
n the average than others- -there was a wide variation
vithin each category.

One additional and important point to note is that all
uttwo of the 17 programs added significantly to the recall
wer what was obtained by the commercial when tested as a
ipot. -

So the program does make a ditference, both in the effec-
Weness of your advertising and the amount of your message
hat is retained.

If some programs are better vehicles than others. it seems
lear that most advertisers cannot buy economicallv on the
1asis of circulation alone. Only the “big gamhler” who can
ifford 1o “average out wins and losses” can play at that game.

For those with more modest budgets, it is vital to define
vhat is known about variations in program quality (quality,
hat is, in the advertising sense). Only a beginning has leen
lade, hut certain tendencies already definitely stand out.

The currently popular programs pose difficult problems

As already indicated, the most definite of these tendencies
Sthat of the tense program—and notably the westerns and
| USteries that are currently so popular—to pose especially
ifficu)t problems as comercial vehicles.
3 ‘Ijhe overall hazard is perhaps best illustrated by the ex-
| €rience of 5 dairy products company. An ice cream com-
ial was tested in the middle position of a situation
dy and proved quite effective. It was then tested suc-
‘ely, again in the middle position, on two mystery
ams. On both these occasions, it failed to bring about
ificant preference change. On both shows, it followed
ISt act climax, invariably a moment of tense, cliff-
g action.
take another study that is still current, here are the
of placing an identical commercial for a food adver-

N MAGAZINE SEPTEMBER 1958

tiser in the center position of four different TV programs:

Program Preference Change
Mystery ... 0.0
Adventure show . ...... ... .. ... .. ... 1.2
Western ............ .. ... ... 2.0
Situation comedy ... ... L. 6.7

This pleasant commercial, a reasonably effective effort
when housed in the similarly pleasant atmosphere of a
comedy, was utterly unable to change preference when in
any of three different types of tense shows.

There is some evidence, hy the way, that the problem I
have heen describing is more acute {or certain products than
for others. The following study of an analgesic commercial
in the middle positions of two vehicles. for instance, suggests
that products which emphasize relief from tension may not
suffer from heing in tense shows:

Program Preference Change
Situation Comedy ... .. ... ... ...... 5.6%
Western .. ... ... 5.7

This commercial did equally well in tense and non-tense
surroundings.

Experience in other studies indicates that, if an advertiser
does sponsor a tense program, there are two main ways in
which he can use the middle position effectively.

Cast-delivered commercials better

The first way is to employ cast-delivered commercials.
That they can work extremely well is illustrated by these
data for candy commercials tested in a children’s adventure

program:
Preference Change
Cast-delivered commercial . ............. 13.89
Average, all other commercials . ......... 6.4
To page 90
47
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Television has become the main arena ]‘or the ﬁerce mar/cetl'ng struggle 0/ b

headache remedy. Here are the media and copy strategies of the major contendec

The Battle of the Pair

o better illustration of TV’s critical role in the great

American marketing drama could probably be found
than its central position in the booming drug field. As is the
case with a growing number of consumer categories, such as
soaps, cigareltes, and food, once the drug company is ef-
ficiently organized, it becomes essentially an advertising
organization. This has become even more true in the age of
automation as machines begin to help overcome the problems
of manufacturing and distribution. Advertising policy and
strategy become the key functions of corporate brains. And

advertising in the drug field has come to mean primarily
lelevision.

Ratio of advertising to sales: 28.5

Theoretically, all other factors heing equal, sales volume
should grow in proportion 1o the weight of the advertising
placed behind the product. And in the drug field, because
manufacturing costs are so low, adverlising weight can be
of Iremendous proportions. For example, in 1957 Bristol-
Myers ratio of advertising 1o sales was 28.5; Miles Labora-
tories was 28.2 (See “How the Top 50 Advertisers Spent
$1.2 Billion,” this issue).

In 1957, exclusive of spot radio, four companies—RBristol-
Myers for Bufferin, the Whitehall division of American Home
for Anacin, Sterling Drug for Bayer Aspirin and Miles
Laboratory for Alka Selizer-—spent $39,500,000 on adver-
tising. Of this sum, about $25,500,000 was spenl for network
and spot TV.

These firms are, of course, among the sharpest and most
sophisticated in their selection of media and creation of
effective copy. How they employ the immense power of tele-
vision can therefore be of great significance to other ad.
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vertisers who are faced with similar competitive probls

Perhaps the most startling achievements in the
struggles have been the several instances where a pro
newcomer has moved into a well-established field and tzes
over leadership with breathtaking rapidity. Block Drg
Ammi-dent (Suspense) did this for a while in toothpsi
Hazel Bishop (This is Your Life) with lipstick, only t«
succeeded by Revlon ($64,000 Question).

The outstanding case in the pain-killer field is Buffei
The product first went into national distribution in 1%
By 1956 it had crashed through to the top. At present, b
ever, sales have leveled off and it is Anacin which is w
ing along.

The stakes in the drug field are, of course, vastly hip#
than even in cosmetics. Profits are excellent. In 1938 Ami&
can Home Products made 38 million dollars, of wl=®
Anacin contributed 11 million dollars. And a” franchis @
the pain-killer field is vastly more valuable than one #
cosmetics. Drugs generate a degree of loyalty that cosmé *
cannot hope to match. The former lightens the burden: #
the flesh. The latter deal in hope and hope is notoriously *
substantial. And so the repeat business is relatively }#
among headache remedies.

Four companies control 80 % of total market

The two pain-killers mentioned, together with Alka Sel &
and Bayer Aspirin, control eighty per cent of the mar®
according to informed opinion. The remaining twenty &8
cent is controlled by Warner Lambert’s Bromo Sellzer,bﬂ‘
Remedy, St. Joseph’s Aspirin and a host of smaller ci#
petitors. But of the leaders, Bayer Aspirin and Alka Self
follow close on the heels of Anacin, with Bufferin jus®

TELEVISION MAGAZINE SEPTEMBER e
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Killers

shade behind. These four companies are said to be within
minute percentage points of each other in a 20 per cent range.

One of the most important marketing lessons to be learned
from the pain-killers is that while fierce competition may
‘result in changing shares over the years, total volume in the
field tends to rise. Even those companies whose shares have
declined have increased their volume and profits. in 1943
in the midst of the second World War, drug stores sold an
estimated $73 million in headache remedies, in 1957, $294
million. Such an enormous increase in total market volume

has more than compensated for any minor decline in share.

| Sales high, regardless of intense competition

This experience appears to corroborate the thesis that if
the media thinking is sound, if the copy story is good and
gives compelling reasons for buying, the product will sell
tegardless of the competition (see “Hewitt of Anahist” TELE-

| VISIoN MacAzINE, April 1958). In the case of the headache
|\ femedies, intense competition has increased public aware-
Dess of the entire field. In the past they were sold as pain-
I -*illers; today they are sold for a multitude of uses.
- For example, aspirin, known as the “Sovereign Drug,” is
Sold for use against headaches, sciatica, bursitis, rheumatism
“and colds. Anacin hits the cold remedy field indirectly by
ggesting its use for neuritis and neuralgia. Bufferin
tches the aspirin claims. Primarily used for upset stom-
» Alka Seltzer also offers itself as a cure for headaches
colds. During the Asian ’flu epidemic of last year these
ducts increased the volume of their sales tremendously.
Y should TV become the main arena of the great drug
eting battles? To begin with, TV is a dynamic medium.
10 is limited to sound. Print is static. Headache remedy
To page 83
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Carroll Meteer Shanks, head of Prudess
Insurance, shows that a perce;l
use of network TV can also do wonders fc
old-line compuny in the insurance 4

SHANKS OF PRUDENTIAL

Xm pioneer and pacemaker in ils field, the Prudential In-
surance Company is now the fastest growing insurance
company in the world. In 1957 sales of new policies spurted
36 per cent ahead of the previous year. Central to its amazing
growth is Prudential’s use of TV. In 1957, its total adver-
tising hudget was slightly more than $7,000,000. Of that
sum, $4,557,000, more than G4 per cent, was spent for the
sight and sound medium.

Bear for progress is apostle of optimism

The man responsible for Prudential’s adept use of TV is
its president, Carroll Meteer Shanks. In many ways, Carroll
Shanks is an unusual combination of the old and the new.
He is a small town boy from Fairmont, Minnesota where his
father was local postmaster. He is a good Methodist who
doesn’t smoke and rarely drinks. But in business he is a bear
for progress, an apostle of optimism who never tlires of
striving for the goals others would think impossible.. And he
has found TV a major tool in reaching those goals.

Carroll Shanks gives TV chief credit for making Pruden-
tial a national name in the insurance field. “Not only is il
making the name of our company known,” he declares, “bhul
it is also making the names of our agents known. And as an
additional byproduet, it is stimulating our agents into
grealer sales achievements.” :

Prudential uses surveys, among other tools, to evaluate
TV. Eight per cent of 4,000 people questioned in 1957 said
they’d seen or heard Prudential advertising, according Lo
Shanks. To the question what company would you recom-
mend? Prudential has ranked first for 1055, 1956 and 1957.

The Prudential advertising objectives, in the words of

50
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Shanks, are: 1) “To maintain high Prudential prestige
to pave the way for Prudential agents to sell and cons
business; and 3) to reach as many people as possible i
walks of life.”

“We want people to have a picture of Prudential as b
a big, solid, progressive company. We don’t want tc|
thought of as being stick-in-the-mud. We’re trying to be ¢
gressive and we want our TV advertising to reflect th
The title of Prudential’s newest TV program, CBS" Tie»
tieth Century mirrors its forward-thinking approach so n#
that it has been incorporated into its other advertising 1
The company slogan has been changed from “See Yi¥
Prudential Agent” to “For Twentieth Century Proteced
See Your Prudential Agent.” In other words, Prudendl
and twentieth century progress have become synonymi#

Prudential has also been reorganized for twentieth cent®
competition by Mr. Shanks. He has opened regional he#
oflices in Toronto, Houston, jacksonville, Chicago and N#
neapolis. A seventh, now building in Boston, include®
31-acre civic center. The company has also introduce ¥
family policy, new to the insurance field, which has bece®
a best seller. And a vital part of its restructuring has h#
the intensive lifting of sales standards. |

TV lifts sales standards

“TV is playing a markedly important part in lifting
sales standards and goals of the company,” observes
Shanks. “Our entire field force in Canada as well as |
United States is being spurred to do better as the result
our advertising. Now when our salesmen call on a prosp
they do not have to sell the company before attempting

To page
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WHAT HARVARD DONE
FOR ME
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The author, Edwin K. Wheeler, general manager of W' I¥'J
and WWJ-TV, Detroit, bones up for
" a forthcoming classroom session at Harvard Business School.

Broadcaster Edwin Wheeler describes the retreading of

an executive at Harvard’s Advanced AManagement Program

By EDWIN K. WHEELER, general manager ww..
hat Harvard Done For Me.” by Edwin K. Wheeler.

That is the title and author’s name imprinted on the
false jacket of one of the books in a bookcase in my home.
It was the gift of some of mv associates when they found 1
was to attend an Advanced Management Program at Harvard
Business School.

The Harvard program had heen one of the suggestions of
Booz, Allen, Hamilton, a firm of management consultants,
who had been working with The Detroit News and who had
promptly been tagged by the verv few malcontents among
my associates as “BAH.” Despite this appellation, the con-
sultants were of great help to company executives in de-
fining present objectives and setting up plans for future
expansion.

The Advanced Management Program, now in its fifteenth
year, is designed for senior executives ranging in age from
36 to 50 years who have had 15 to 20 vears of business ex-
perience. It has two objectives: (1} the broadening of each
participant to make him a better man in his present job;
(2) assisting participating companies in development of
executives capable of assuming positions of even wider re-
sponsibilities in top management.

The faculty of the Advanced Management Program bhe-
lieves “the only real education is self-education.” The now
famous and much-copied “case” method is used in the Pro-
gram. It is a highly indirect method of teaching. Case studies
describe actual business situations which executives are called
upon to handle every day. The cases are obtained by mem-
bers of the faculty and research assistants directly from com-
Panies, labor unions and government agencies.

From 11 countries and 23 states

In the Thirty-Third Session of the Advanced Management
Program, which ran from February 19 through May 16,
1958, and of which I was a member, there were 142 students
With an average age of 44. This number included 121 busi-
Dess executives, 15 military officers (5 air force, 5 army, 5
Navy) and 6 U.S. government representatives. There were
industries and 115 companies represented. Members of
e class came from 23 states and 11 foreign countries.
Large companies such as Standard Oil Company, United
ates Steel Corporation, International Business Machines
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Corporation, Chase Manhattan Bank, send from one to three
executives to each session of the. AMP.)

As with most other things in life, each of the 142 members
of the Program got out of it just about what he put into it.
[ divided the class into three unequal parts: (1) One-third
of the class really studied each of the cases, attended most
of the group discussions and all of the class sessions; (2)
another third read the cases, attended a majority of the
group discussions and all the class sessions; (3) the final
third read some of the cases, attended some of the group
discussions and most of the class sessions.

Class members were assigned to living quarters in “can
groups” consisting of eight to ten men. Each man had his
own cell bedroom and shared a study room with one other
member. Four of these “suites” were built around a common
“can” or shower-toilet room-—thus the name. Assignment
to living quarters and groups was made by the director of
the course before members’ arrival on campus. The “can
groups’ were also the social groups and informal discussion
groups.

Varied interests made for exciting sessions

The classroom sessions were always interesting, often ex-
citing. because of the varied experiences and points of view
brought to bear on the problems. Each member of the class
was, ol course, interested in some of the six subjects more
than in others. This seemed to make a good balance.

Much of the good of the Program came from personal
talks with other executives of varying backgrounds. The
contributions to classroom discussions of these men from
other husinesses and most parts of the United States and
many foreign countries were often most enlightening.

A number of the sessions made especially vivid impres-
sions on me. In Business Policy there was the case of the
small, but highly specialized, electrical equipment company.
Two brothers owned the company and they were, to say the
least, somewhat unorthodox in their administration. They
had surrounded themselves with yes men and anyone who
disagreed was persona non grata. Sales of the company,
which had been tremendous for so small an outfit, started to
decrease rapidly. After much discussion the majority of the
class decided that the owners should sell the company; that

To next page
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WHAT HARVARD DONE FOR ME Continued

e

Classroom Discussion. Third from right, back row, W heeler.
To his right, class secretury William T. Welsh, assistant v.p.,
sales manauger, Raytheon Munufacturing Co. To W heeler’s left,
G. Lester Williams, Ir., v.p., McCann-Erickson.

thev were genius-type screwballs and should get the money
while they could; then devote themselves to their own side
interests.

Most cases in the Business Policy Course included finan-
cial statements and organization charts with which class
members often had a very merry time. In the case of a small
steel company, the president was doing a fair job, but was
conslanily suhjected to impractical suggestions by the chair-
man of the hoard who represented banking interests which
had financially backed the company. After many class mem-
bers had pointed out the weakness of the president, a
minorily section of the class decided that the president
should tell the chairman of the board to “go soak your head.”
He should then attempt to force the chairman of the board
to have the banking interests get an objective outside execu-
live or a management consulting company to look al the com-
pany and then compare notes with what the president was

Irying 1o do—and make a future recommendation to the
board.

Verbal battle on government control

In a session on Business and the World Socicty, there was
a rather heated discussion on governmental controls and
“controlled” creeping inflation. As the hour ended two class
members were shouting at each other.

The next moming one of the adversaries, the vice presi-
dent of a New York bank, asked for permission to deliver a
prepared, specch. Ile took the platform and took violent ex-
ception to the philosophy of government which would protect
all citizens {rom the cradle 1o the grave. He figures such be-
liefs should be anathema to any Awerican who prided him-
self on what he consideyed to he his heritage of free enter-
prise, competition and hard work. His opponent of the pre-
vious day, a senior stafl membev of the U.S. Department of
tate, thereapon inade a speech of equal length castigating
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Group Discussion. L to R, B. D. Caulkins, Atlas Supply Co.
Wheeler; J. F. Honold, v.p., Chase Manhattan Bank; C. I’
Bingham, v.p. sales, Columbia-Southern Chemical Corp.; H. !
W heeler, gen. mgr., Food Division, Lipton; W. C. Norman, v,
and gen. mgr., Crossett Co.; E. J. Magee, dir. Industrial Reld
tions, Republic Steel.

the banker and attempted to convince the class that the futur
way of life could only be successful if closely controlled b
the government. For the next few days the banker was r
ferred to by the class as “the good old days” and the Stai
Department man as “the hrave, new world.”

Majority returned to work “‘well-adjusted”’

Some of the men seemed to suffer a number of frustration
The extreme example was the well-titled executive who we
crossing the days off a calendar—Dby half-days. After classe
at 12:45 p.m. each day he would go to his quarters and cros
ofl half the day. At bedtime, he would cross off the remair
ing half. However, I am sure the great majority of the me
returned to their jobs with a sense of well-being and tl
feeling that they were very “well-adjusted.”

Classmate David D. Palmer, vice president and treasure *

Central Broadcasting Company, states, “All in all I am sur

everyone of our 142 classmates realized the opportunil
which this course alforded us in acquiring new attitudes, ne
ohjeclive viewpoints of our many mutual business problems.

Fred Kugel, publisher of TrLEvisioN MacazINE, afte

visiting the AMP, stated in an editorial in the May issue: ©

quickly became evident that these men were undergoing a
important learning experience, not the least part of whic
was exposure 1o other men from different parts ol the com
tey and Trom different fields of endeavor.”

This anonymous slatement released in a handout by Pré
fessor Austin, who was famous for his philosophical hane ¥
outs, would probably be subscribed to by most class men &
bers . . . “We have nol succeeded in answering all of ou I
problems- -indeed we sometimes feel we have not completel b
answeved any of them. The answers we have lound have onl
served to raise a whole set of new questions. In some way
we feel that we are as confused as ever, but we think we ar =
confused on a higher level and about move important things.: =
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“Happy Hour,” 5:30 to 6:30 pm. L to R, F. I. Fagan, gen.
mgr., Railway Express, Houston; Prakash Lal Tandon, co-or-
dinating director, Hindustan Lever Ltd.; Wheeler; F. A. Kugel,
publisher, Television Magazine; R. H. Del Mar. commercial
dir., Lever Bros., S. Africa; R. W. Sherwood, engin. mgr., Gulf
States Utilities Co.

There were three parts to the 33rd Advanced Manage-
ment Program: 1) classroom, 2) group discussion, 3) in-
dividual preparation. Classes in six subjects were conducted
six days a week Monday through Saturday, from 8:45 a.m.
through 12:45 p.m. with a 45-minute coffee break each
morning. The class of 142 members was divided into four
sections, A, B, C, D. During the first four weeks of the
course, sections A and B met in one classroom and C and
D in another. During the second four weeks, sections A
and C met concurrently with sections B and D. During the
final four weeks sections A and D met concurrently with
sections B and C. Through this arrangement each member
of the class was privileged to meet with every other member
of the class for at least a third of the term, and it worked
out very well.

Membership of discussion groups often changed

Group discussions of eight to len class members were
held each afternoon or evening six davs a week. Generally
one-and-a-half to two hours in length, the group discussed
the cases for the following day’s classroom discussions und
sometimes picked up loose ends [rom the last classroom
meeting. These discussion groups were arranged so that
members were assigned to different groups each lour weeks;
thus it was possible to get on fairly intimate terms with
the thinking of about thirty members of the entire class.

Individual preparation consisted of two-and-a-half to
four hours daily study of the cases assigned for the
same day’s group discussion and the next day’s classroom
discussion.

'|

The six subjects were: Business Policy, Administrative
Tactices, Cost and Financial Administration, Marketing
dministration, Problems in Labor Relations and Business
d the World Society. Classes on each of the subjects were
nducted one hour a day three days weekly; three subjects

To page 81
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The Advanced Management Program might be parti-
ally summed up by these remarks made by the va-
rious professors during the last session of their particu-
lar classes:

“Top management is an art and not an exact
science . . . Foster the self-respect of your
associates. Everyone likes to save face

The primary purpose of company policy is to
keep a divergence of views within certain
boundaries. This saves time and wear and
tear on top executives.”

Professor Richard S. Merriam
Business Policy

‘““‘When one has to monkey around with too.

many figures, one sometimes loses track of

what is going on . . . Don’t let figures take
over the business.”

: Professor Ross G. Walker

Cost and Financial Administration

“The very essence of the AMP course is that
there are no formulas.”

Professor Ralph M. Hower

Administrative Practices

“The trade union movement in the United
States was inevitable and has been an assef
to the country . . . A true understanding of
what we have in the form of labor relations
in the United States might put to rest some of
the fears we have about the labor move-
ment.”
Professor James J. Healy
Problems in Labor Relations

“It has been wondered by the faculty if
marketing administration should be included
in the Advanced Management Program, and
time and time again it has been decided that
any man on the top management team should
have some knowledge of marketing—a very
important part of any business.”

Professor Neil H. Borden
Marketing Administration

“The discipline of 13 weeks of constant hard
reasoning on matters of business and the
world society should in itself make you a
better man . . . It would be hoped that you
would look at yourself, and attempt to recog-
nize your obligation to the society in which
you live. What are your philosophies about
the world, the country in which you live, your
job, your family, yourself? Think.”

Professor Robert W. Austin
Business and the World Society

St S =L —— W S I .
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WCAU-TV
serving the nation’s
fourth market, is
NOW CBS OWNED
Represented, as before,
by CBS Television
 Spot Sales
_ OPERATED BY
-€BS TELEVISION
STATIONS
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Nielsen No. 3 reports |

i 3
A TRANSCONTINENT
WROC-TV, Rochester, N. Y, »

WGR, WGR-TV, Buffalo . WNEP-TV, Scranton/Wilkes-Barre.

wewl

greater growth in Rochester, New York

L rvlco

ONLY WROC-TV can guarantee maximum circulation
throughout the 13-county Rochester, New York area...

WROC-TV gives advertisers greater coverage and more circu-
lation. Every advertising dollar spent on WROC-TV delivers
more than five television homes compared to the other sta-
tion’s four. This assures advertisers of the lowest cost per
thousand in this rich, prime area where nearly a million
people spend more than $2 billion annually.

MARKET COVERAGE

26.5% MORE than the other
Rochester station.

Homes reached
monthly

Homes reached
once a week

20.8% MORE than the other
Rochester station.

DAYTIME CIRCULATION

24.79% MORE than the other
Rochester station.

Homes reached
once a weck

38.89% MORE than the other
Rochester station.

Homes reached
daily average

NIGHTTIME CIRCULATION
Homes reached 20.8% MORE than the other
once a week Rochester station.

28.89% MORE rhan the other
Rochester station.

Homes reached
daily average

Represented Nationally by Peters, Griffin and Woodward
Sources: Sales Management 1958; Nielsen 3, Spring 1958

é w WROC-TV

WSVA, WSVA-TV, Harrisonburg, Va.

NBC- ABC-Channe! B
Rochester, N. Y.
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Bulova was first in recall.

BRAND AWARENESS STUDY NO. 29
CHICAGO

e TREND REPORT 1955-58

Dentifrices, Small Appliances
TV Sets, Watches and Jewelry

his month’s brand study reports trends in hrand aware-

ness and use for dentifrices, small household appliances,
television sets and watches and jewelry in Chicago. Draw-
ing from interviews made for TELEVISION MacazINE by Pulse
in 1955, the survey provides an indication of the extent of
change in the recall of TV commerciuls, and rellects trends
In product use for two of the categories —dentilrices and
television sets. This was the first survev by TELEVISION MAGA-
ZINE of small houshold appliances and watches and jewelry
in Chicago.

The most recent survey was conducted in April, 1958. One
thousand viewers were asked the following questions for
each product category: “What brands of have you seen

~ advertised on TV during the last two weeks?” Which do
you use?”

Colgate, GE, RCA TV and Bulova lead in recall

Colgate, General Electric, RCA television sets and Bulova
were the recall leaders in their respective categories in
Chicago. A

Among toothpaste products, Colgate continued to hold
first place in both recall and use as it had in 1955. Colgate
Was also the favorite in New York surveys ranging from

LEVISION MAGAZINE - SEPTEMBER 1958

1953 to present. Gleem maintained second ranking in recall
and use. While the top four or five brands remained fairly
consistent in scoring. the emergence ol new hrands to super-
sede less popular dentifrices is evident, especiallv in the
extent of use.

GE topped the small appliance field

In the small household appliances categorv, General Elec-
(ric took first place in recall and use. Westinghouse was sec-
ond in recall, third in use, while Sunlieam was third in recall
and second 1 use.

In recall of television sets, RCA moved from second to
first spot, replacing previous leader CBS-Columbia. which
went out of business last year. Westinghouse jumped from
fifth to second ranking and Admiral and Motorola tied for
third.

RCA was first and Admiral second in use, maintaining
the same order reflected in the December 1955 survey.
Philco, however, was down to sixth from third place.

Among watches and jewelry, Bulova led in recall, with
Timex and Speidel second and third respectively. Elgin was
first in use, Bulova second and Benrus third.

(Charts on pages 58 and 59.)
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BRAND STUDY Continued

General Electric topped
the field in recall
and use of small appliances.

WATCHES & JEWELRY WATCHES & JEWELRY
BRANDS RECALLED—CHICAGO BRANDS USED—CHICAGO

APRIL 1958 APRIL 195
Brand - - Rank 9% Brand Rank %
Bulova ... ... ... 19.2 Elgin ......... ... . R - 25
Timex B e e e e e e Y 2 ...... ]77 Buloyu .......................... 2 ______ 24
Speidel .. ..o 3.0 7.4 Benrus ... ... 3. T 6.
Blgin .. ... L 6.2 Gruen .. 4... 18 4
Benrus : S 5.0, 46 Longines-Wittnauer ... Ce e e 5... % 4
Gruen . AR - N P 1.5 Timex ... ... 6. ... 3
Longines-Wittnauer ... : o R Speidel ... Te0 8 il

TELEVISION SETS

BRANDS RECALLED—CHICAGO

APRIL 1958 DECEMBER 1955
Brand Rank % Rank %
RCA ... ............ 1...... 416... ... 2. 33.8
Westinghouse . ...... .. 2...... 90...... 5. 13.8
Admiral 3 .53 4.1, 14.4
Motorola .. ....... ... .. 3. 53...... 5 . 300 . 16.3
Gencral Electric ........5.... .. 51...... I 8. . 9.8
Sylvania ... ... .. ... 6...... 43... ... 6,.. % 13.7
Philco Wo e tooolloot 19...... 7 127
Zenith ... ... ... .. .. 7...... 19...... 10 ... 1.8
Magnavex .. .......... 9 1 —_ —
CBS-Columbia ... ... ..... e e ... % 37.0
Muntz ... . ... .. .. ... ... —_— e 9.. .. 8 191
Crosley ...................... —_— b 10...... 1.8 1
Sentinel . ... ... ... o — W e 12 .12

RCA conunercials placed furst

58 in recall and use TELEVISION MAGAZINE
n e Chicago survey.
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{MALL HOUSEHOLD APPLIANCES

IRANDS RECALLED—CHICAGO

APRIL 1958
yond Rank %
feneral Electric ... . . ... 1. ..35.8
Vestinghouse 2. 16.5
\unbeam 3. .16.4
soctor . .......... 4. .. 4.8
Jormeyer .. ... 5. 1

) COWG AT E

\1

RIBBON DEWNTIAN QREF\M

with GARDOL & \
"Lyt anarra T

ELEVISION SETS

"IRANDS USED—CHICAGO

. %,40 RIBBON DEWTAL CRE BXEs

SMALL HOUSEHOLD APPLIANCES

BRANDS USED—CHICAGO

APRIL 1958
Brand Rank
General Electric 1 .5]2
Sunbeam ... .. 2 401
Westinghouse 3. 144
Dormeyer 1 . 6.6
Proctor 5 . 4.1

e R T

Colgate continued first among dentifrices

DENTIFRICES

APRIL 1958
Brand Rank %
Colgate 1 40.1.
Gleem 2. .26.7.
Ipana 3. 254,
Pepsodent 4. 247 . ..
Crest 5. 104 .
Stripe .6, 6.0..
Polident 7. 1.7.
Kolynos — —
Ammident — —

*Less than 19

DENTIFRICES

BRANDS USED—CHICAGO

BRANDS RECALLED—CHICAGO

SEPTEMBER 1955

Rank
1. 453
2 271
4 7.4
3 .184
5 1.0

e e e

APRIL 1958 DECEMBER 1955
b Ra-k %, Rank %
|r£A ................. 1 218 o 142
............ 2039|2141
.............. 3. M3 4 . 104
........ 4. 88 | 6. . 64
................ 5. 83......0 . .5 . 14
............... 6. .. 10.. .. .. 3.0
...... 7Y — 0. ... 36

.......... 8 .. .. 28 _— =
.............. DIk Y . el . —
.................... — W 7. 62
....................... o, . 8...... 50
............ oy e 9 1 37
...................... = i S b TN & 325

ISION MAGAZINE SEPTEMBER 1958

APRIL 1958 SEPTEMBER 1955

Brand Rank % Rank %
Colgate . .. ) N7 LI 39.7
Gleem ... .. ... ... .. .. 2. .20.5. 2 ..226
Pepsodent ... .. . .. 2. 205, ... e 194
lpana ... .. .. 4. 143 7. [R— 6.1
Crest . ... .. ... ... ... 5. 49, —
Stripe ... ... . .... 6. . C45. —
Polident ... ... . .. 7...... 1.7. ¥ —
Ammident .. ... ... ... .. — 2 Ol 3.2
Lyons — 6. .. 22
Listerine ... ... . .. .. .. .. ... .. —_ .7 1.6
Kolynos . ... .. .. .. .. ... ... .. — 8. 1.4
Chlorodent . . ... ... . ... ... ... _— 9. 1.2
Craig-Martin ... ... ... .. .. — 0. ... 10
59
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creative media directors
are discovering that
concert network, first and

only interstate FM
network. reaches the mos
responsive of audiences
and at a cost of

24 cents per thousand set:

CONCERT NETWORK IM

LAWRENCE WYNN, GENERAL MANAY
28 WEST 44TH STREET NEW YORK 36, N.Y. BRYANT 9-1%

NEW YORK WNCN 1043 « BOSTON WBCN It
- HARTFORD WHCN 1059 « PROVIDENCE WXCN I
‘ Ty A e d

iohist
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RADIO
STUDY

NUMBER 19

the promise

and the reality

Prematurely buried, the corpse shows signs of coming

o life in spite of lack of attention from national advertisers.

ly LEON MORSE

Ow ten vears since its post-war surge was slopped by
“N TV, FM remains a communications medium whose im-
act on the national scene is potential rather than actual.
M may well he preparing nevertheless, to take its third
f3p into the limelight, the initial being its popularization hy
8 discoverer, the late Major Armstrong.
Its current burst of vitality can be attributed to five recent
evelopments: One—booming sales of high fidelity equip-
“tent; Two—the sudden resurgence of interest in FM station
‘ Peration; Three—increasing availability of, and greater
‘emand for, home FM receivers; Four—the breakthrough
tstereophonic sound, and, Five—the fermenting FM auto

adio field.

h-?( for Time Magazine’s subscription campaign

But even now, FM contains unique values which bear
her study for national advertisers interested more in
selective than the mass audience. Time Magazine, the
Iy Luce standard bearer, has more than proven the value
Such study. FM is a primary tool in Time’s continuing
€ to enlarge its readership. “There is nothing blue sky
t the job FM has been doing for us,” reports vice presi-
Joe Gans of the Maxwell Sackheim agency, which is
ling the subscription campaign. “In 48 hours we know

SION MAGAZINE -+ SEPTEMBER 1958

the results of our response advertising,” Mr. Gans maintains
and these results have been “very satisfactory.” Among other
national advertisers, Hilton Hotels, Sinclair and Shell Oils,
Wedgewood china, Standard & Poor and Cinzano Vermouth
have found FM radio provides a fallow field for sales
planting.

14 million receivers may be conservative estimate

What is the size of this audience? Strangely enough there
is no definitive figure. The Electronic Industries Association
estimated 9,252,000 sets as of November, 1957. This in-
cluded receivers manufactured domestically, but no imports
or high fidelity componeants assembled into FM receivers.
An informed eslimate is that there are between 12 and 14
million sets in the nation hut even this figure mav be con-
servative. New York City and its environs contain alout
2,500,000 sets, Pulse reporied in March, 1958. The same
survey reporis 59.8 FM penetration in the same city. Pene-
tration in other metropolitan areas is also considerable,
though not so deep.

FM set owners are indeed a different breed of cat from
their AM counterparts. A study made by the National Asso-
ciation of Broadcasters averages their age at 38.7 and their

income at $8,660 (31 per cent above $10,000 and 71 per P
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FM—THE PROMISE AND THE REALITY Continued

FM: A neglected child crying in the wilderness of Madison Avenue

cent above $5,000) . They live in families containing 3.7 per-
sons. Sixty per cent work as professionals, either technical
or executive. They invest an average of $380 for their equip-
ment, certainly more than most families do for TV.

FM audiences seem TV-resistant. More than 43 per cent
of the 1,500 family units surveyed by Northwestern Univer-
sity for wrmT, Chicago, several years ago did not own TV
sets. The figure rose to 53.5 per cent in a similar survey
made for wxHR, Boston, by the New England Research Com-
pany.

FM audiences listen heavily at night, according to Pulse.
In San Francisco, 38.1 per cent of the sets were tuned in
between 6 and 9 p.m. In Los Angeles, 76.5 per cent of the
listening was between 6 p.m. and 12 midnight. In the Golden
Gate City, 11.3 per cent of the audience were under 18 years
of age.

Only 20% of stations carry FM exclusively

In the light of these interesting statistics, one might well
wonder why FM is such a neglected child crying in the wil-
derness of Madison Avenue for attention? Why have the
stalions heen unable to create more than a faint ripple? The
reasons aren’t hard to find but they demand analysis. The
latest count shows 544 stations in operation, not including
139 non-commercial or educational stations. Of these 544
stations, about 300 duplicate their AM programs entirely;
about 23 present functional or background music, and be-
tween 80 and 100 program for FM audiences exclusively.
The rest are hybrids—AM stations which offer non-dupli-
cating programs or background music stations which pro-
gram for the home—in the evening.

But if AM-FM stations have made a minor programming
contribution, they have made a major contribution along
different lines. Not all FM listeners are longhairs. Many
bought their sets to get better reception in both city and
country. Many bought AM-FM consoles and learned to ap-
preciate its superior sound and “serious music.” In New
York City, 76.5 per cent of the FM listening is (o stations
which duplicate their AM programming, according to Pulse,
though duplicated entertainment gets much less attention
than on AM.

The core of M broadcasting is actually those 80 to 100
stations whose programming gives FM whatever identity it
now has. The strongholds of M support are Los Angeles
(the most advanced markel in the country), New York, Bos-
ton, San Francisco, Chicago, I’hiladelphia, Pittshurgh, Wash-
ington, Baltimore, Detroit and Cleveland. No M exists in
North Dakota, South Dakola, Montana and Wyoming. There
are few slations over wide areas of the Southwest, Northwest
and Middle West.

But its big-city focus both helps and harts. Though it
situates I'M in centers of maximum audience concentrations,
the medium must battle for business against dollar-hungry
no-holds-barred AM operators. To get the national dollar,
FM must be sold and sold hard. Tnstead, it receives virtnally
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no sell at all. Naturally, its share of the total national ad»
tising bill is negligible. It is supported almost entirely
local advertising, some of it cooperative.

This is not to say that it is an ideal medium for selh
high-turnover package goods. The point is debatable wei
what is needed are waves of commercials which pound
customer into submission. But the medium unquestions
has value far in excess of its current Madison Avenue sta

In part, as pointed out, the lack of usage can be attribe:
to the stations themselves. They have, at best, inadequ
representation on Madison Avenue. They do not fur
these agents with nearly enough research material to m!
convincing presentations. They do not furnish enough o
statistical material directly to agencies. They have fo
many media specialists to build their own fact files on !

This lack of customer promotion is also reflected in a «a
of listener promotion. Aside from Los Angeles where
promotion activity is substantial, the other stations jusi:
through the motions. This means they depend on car cac
billboards and the routine tools of promotion but do
generally promote with any creative flair. And such prc
tion is even more vital on the FM level because newspaz:
in most cities (Los Angeles and Washington are the ex:
tions) do not publish station logs. Subscribers buy progu
booklets. But what of the interested audience that does:
subscribe to these booklets and yet remains uninformed

The medium thus reflects the nature of many ofi
broadcasters, mavericks, who hardened into eccentrit
after the 1948 debacle. Many of their fellows failed to
vive. A large group of them moved into background mt
Others shaped their destinies by servicing the local merchn
And a few are enlightened hobbyists who see their funcr
as being esthetic missionaries in the Madison Avenue iuv
of noise and commercialism. These broadcasters would k&
national advertising but wait for it to float in over the tr +
som. Their rationale—they cannot spend for adve-tis
promotion, research and even sales—business being as1 %
profitable as it is.

Many timebuyers too busy for FM

But why does the national advertiser ignove I'M? 1%
medium has much to recommend it, representing as it o #
a small, but significant segment of the total audience #
prospects more able to buy if more resistant to sales. V&
of the agencies are complelely unaware of its impact. M3
time buyers are too busy to give the medium their conc®
tration, too accustomed to dealing with the actual rather t &
the potential, too statistic-happy and too infatuated i
counting noses rather than pocketbooks. Since they play #
numbers game (FM has no ratings), they rule out FM #
cause it does not give them the familiar numbers on wh
they base their decisions. Besides, FM audiences mi#
present new problems. They might demand more refist
and subtle selling. In the best of all possible advertis®
worlds, FM would be a testing laboratory for commerci®
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RADIO STUDY: FM RADIO

FM PENETRATION IN MAJOR METROPOLITAN AREAS

Market Population Households Radio Homes FM 9, * Date FM Homes
New York ... . ... .. . . . ... ... ... .. 14,428,500........... 4,326,180........... 4,239,656, .. ...... .. 58.9........... 10/57 ... 2,497,157
Chicago ... .. ... . ... ... ... ... ... . 6,161,000 .. .. 1,854,200, ......... . 1,817,116, ... ... .. 41.0 /88 745,018
Los Angeles 5913,300. .......... 1,968,480 . ... ... .. 1,829,110, .. .48.0 . 1/57 877,973
Philadelphia .. ...~ . ... . . . 4,088,400........... 1,170,110.. .. .. 1,146,708 . . 38.0.... ... 3/57 (a}. 435,749
Detroit ....... . 3,649200...........1,041,770. ... 01,020,935, . .. .33.9 ... 4/55 Lo 346,097
San Francisco .. . ... ... .. 2,668,500. .. .. 866,230. . . 848,905... .. .47.3 ... 12/57 400,532
Boston ....... .. ... ... .. ........ 2,381,600 ... ..... 664,830. ... .. 651,533. . .. 499, ... .. 1/58 325,115
Pittsburgh ... . . ... ... .. 2,286,100, ... ... ... 647,300, ... 634,354 18.7 .. 2/58 (b). 121,045
Washington, D.C. 1,954,400, .. . ... 555,010. .. 543,910, .. .. 41.0 .12/56 223,003
Cleveland ... ... .. ... . .. 1,674,300. . . 550,660. .. 539,647 . . .. 1341 .11/57 184,020
Baltimore . ... .. .. .. . ... .. ... ... 1,534,900, .. ..., .. 440,140 . .. .. 431,337.... .27.9 4/57 120,343
Houston . ... ... .. ... . . .. ... . ... . . .. 1,136,500, .. .. .. 346,310. 339,384. . .37.0.. .. _..10/57 125,572
Kansas City, Mo. ... ... ... .. ... ...... 1,014,300, .......... 325610........... 319,098. ... .23.6 12/56 76,844
Portland, Ore. ... . . . . . . . .. .. 812,900. .. .. 271,250. . .. 265,825, .46.0 9/57 122,280
Seattle ....... 795,200. .. 263,760. . . 258,485 31.0 /56 (d}. 80,130
Denver ....... .. ... ... ... .. 768,600, . . . 238,520... .. 233,750. ... .37.4 6/56 87,423
Indignapolis .. ... . ... ... ... . .. .. ... 627,300. . ... 196,320. .. .. 194,394, . .. 9.7 2/58 (c). 38,295
Rochester ... ... . .. ... ... . .. ... 543,700. .. 164,790.. ... .. 161,494, ... .34.7 ...10/51 56,038
Hartford 408,200. . . 115,960. . .. 113,641, .. .23.0 /53 (d). 26,137

¥ Saturation percentagas are largely of radio homes. However, depending on applicable survey some are of total households

(a) Audience Analysts

{b) Guide Post

{c) Walker Research

(d) Month not available

But the medium has been lucrative for those clients able
to cut through the usual buying procedures. Standard &
Poor has moved a large number of subscriptions ($65 per
year) to its stock advisory service. Wedgewood china has
created a larger flow of department store traffic in three
cities with its campaign on three outlets.

FM used to boost image

In another area, FM has been playing a role in upgrading
the corporate image. Sinclair Oil, which now has a cam-
Paign running on 1,100 AM stations, has bought six FM
Stations in three cities, a study of the station logs makes
clear. It reports a quality response to its commercials, a
high gratitude factor being especially evident. Both Gulf
Oil and Westinghouse have used KDKA-FM, owned by the
latter corporation, for intensive institutional campaigns.

The same has been true locally. In Boston, the New Eng-
land Telephone and Telegraph Company has bought wWxHR;
In Baltimore, the Baltimore Gas & Electric Company has
ll_sed WITH; and in Chicago, the Talman Savings has just
S}gned a five-year contract with wrmT. Long-term rela-
tionships with sponsors speak well for FM and are the
Usual thing on many stations. They indicate that without
€ benefit of research or statistics, FM is proving itself
Ut on the local level where reaction is directly felt and, in
Me cases, it is almost instantaneous.

The Canada Dry bottlers, who used 15 spots weekly on
XHR, tested the station’s pulling power. The vehicle was
airly difficult quiz. In one week, 1,684 replies, 97 per cent
Irect, were received. Another soft drink bottler, Seven
» 18 also making intensive use of the medium on KRHM,
$ Angeles. Other local FM sponsors, in addition to soft
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Source: E. L. Merritt Jr., FM Unlimited

drink bottlers, are manufacturers and retailers of high fidelity
equipment, foreign and domestic car dealers, imported
beers and foods. restaurants, book stores, publishers, finan-
cial institutions, purveyors of longhair entertainment and
quality department and furnishing stores.

FM is naturally much cheaper than AM. The cost of an
hour of Class A time for 52 weeks on the Concert Network
would be $7,956 at a cost-per-thousand per commercial
minute estimated at between $.42 and $.56. The four Con-
cert Network stations are wWNCN, New York; wBcN, Boston;
wxcN, Providence and wHceN, Hartford. An hour program
on wgal, New York, runs $60 in prime time. In smaller
cities, spots run as cheaply as $2.50. At most, rates run
ahout 60 per cent of AM but generally level out to about
25 per cent of AM costs. Rates at night increase between
25 and 50 per cent. Maximum discounts are pegged about
25 per cent but there is a large margin for negotiation with
individual stations.

Plan to retain soft sell character

Two FM stations have fashioned a sales plan new to
broadcasting. They sell group sponsorship instead of in-
dividual. KMLA, Los Angeles, and wniB, Chicago, offered
30 advertisers exclusivity in their use of the stations Mon-
day through Saturday. At a monthly cost of between $425
and $450, they were to receive three five-minute newscasts,
three twenty-five-minute programs and three half-hour
shows. Created by KmLA’s Jack Kiefer, the plan hopes to
retain the soft sell character.of FM, but it has not been too
well received by national sponsors in search of flexibility.
Local sponsors in Los Angeles however, have bought into

>
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INDUSTRY
ACCLAIM

TELEVISION Magazine’s new concept,
new editorial coverage of radio has
received a tremendous acceptance

throughout the industry.

To our readers, the encouragement we have
received means TELEVISION magazine
will even further strengthen our unique
approach to radio by publishing
essential studies in the basic

areas of radio use.

To broadcasters TELEVISION
Magazine has now become

a prime medium for radio
advertising. We reach the big
spenders in television, who are also :
the big spenders in radio . . . | iy
and, psychologically provide a unique
editorial climate and a fresh approach

for radio advertising.
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FOOTE, CONE & BELDING
“A much needed and intelligent addition.”

COMPTON

“Your radio studies are excellent and
provocative.”

BRYAN HOUSTON
“Your radio coverage makes TELEVISION

Magazine more valuable than ever before.”

CcBS RADIO

“The treatment you give radio . . . an
enlightened approach.”

s
A
3

NBC RADIO :
“Delighted with your radio section.”

ABC
“Extremely valuable contribution.”

JOHN BLAIR & COMPANY

“Cannot commend you sufficiently for
your excellent radio coverage.”

EDWARD PETRY & CO. »
“Important material . . . good timing.”
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FM—THE PROMISE AND THE REALITY Continued

More unique programming required to increase FM's audience

As a rule, FM stations keep their commercials to a mini-
mum. Some allow six or seven one-minute commercials
in the hour; some go as low as three within an hour; West-
inghouse adheres to the same commercial standards as in
AM-——seven announcements not to exceed a minute within
the half-hour.

Generally “hard-sell” commercials are taboo, and these in-
clude transcriptions and singing commercials. WBAI censors
superlatives. Interruptions of major works for commercials
rarely occurs. Whenever possible, the usual 59-second com-
mercial is shaved to 50 seconds.

FM stations, extremely cost-conscious, are tightly
staffed. Costs can he cut as low as $1,000 monthly for op-
eration, hut at larger outlets run between $2,000 and $3,000
a month. The really large FM station has a budget of about
$100,000 a year at most. Stations can be built for as little
as $12,000, but most stations cost two or three times that
sum to get inlo motion.

Programming bills too are minimal. The major expense
is record albums, for the overwhelming majority of non-
duplicated programming is music, classical music, mood
music and jazz. KNOB, Los Angeles, programs nothing but
azz and other jazz slations are heing readied in San Fran-

isco and Boston.

Those FM stations which do not duplicate their AM pro-
grams depend entirely on music. They include four in the
Westinghouse chain: kpkaA-FM, Pittsburgh; KEx-rM, Port-
land, Ore.; wiz-rM, Boston, and kYw-FMm, Cleveland; the
three Triangle stations in Philadelphia, Binghamton N. Y.
and New Haven as well as wMAL-FM, the Washington Star
station in the nation’s capital. wesM-FM, Chicago, has re-
turned to a non-duplicated schedule. Westinghouse inci-
dentally has plans to go beyond the music concept only.

Need to broaden programming range

Among the forces pushing to extend the programming
horizons of FM are wrMT, Chicago; wnal, New York;
KRHM, Los Angeles; wenir, Boston; Krra, San Francisco
(supported hy subscriptions) and kFso, San Diego. They
€e more unique programming as the answer to FM’s identity
and its ability to deliver larger audiences. FM programming
conlains few personalities. It has little sense of humor or
byplay. Much of it is too close 1o educational FM. And such
commenlary is based on music and news.

There are, however, some programs  bheing taped and
circulated among stations which give hope that national
personalities can he (eatured on I'M. They include the
Wilton Cross Show, a music program featuring the former
ABC Metropolitan Opera commentator, and Theodore Bikel,
the actor who started on wnal and now is also on four
other stations. And there is greal interest among olher
stations in John Henry Faulk and Henry Morgan, two of
the newer WiAT personalities.

Among other FM presentations, weunii, Boston, is dis-
tinguished for its prescatation of the top ranking news
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analyst, Louis M. Lyons, Curator of the Nieman Fellw
ships at Harvard University; WFMT, sometimes knowna
the Ivory Tower of Broadcasting, for featuring such e
heads as Randall Jarrell and Mortimer Adler and readi
from Yeats as well as Masterworks From France. This s
consisted of galliards, pavanes, gavottes and canaries pla
by that all-star unit, the Paris Group of Ancient Instrume
Sports is the one programming area which has succees:
in not only attracting listeners but advertisers as wll

FM FACT BOX -

COMPONENT SALES
In 1950, $12,000,000. In 1957, $200,000,000*

STATION OPERATION

More than sixty FM applications on hand at the Feder.
Communications Commission. Chicago—no channe
available. New York, San Francisco and Los Angeles-
more applications than vacant channels. Philadelphia--
all channels applied for. In Los Angeles, Washington, D.(
and Chicago, more FM stations transmitting than AM.

FM RECEIVER PRODUCTION

Westinghouse notes doubling sales of FM table sets in la:
five years and resumes production, as is being done b
Motorola, Admiral and RCA which is importing a s
from Germany. Production stepped-up by Zenith, Granc
Products, General Electric, Philco, Arvin, Columbia, Mag
navox, Stromberg-Carlson and Olympic. An increasin
number of German imports are moving into America
homes. They include Grundig, Telefunken and Blaupunk
British and Japanese manufacturers reported ready to ir |
vade the market.

STEREOPHONIC SOUND

A nation-wide campaign to make this country stereo |
happy was begun in early August. The goal was the salt|
of stereo records and equipment. Meanwhile 49 AM-FNV|
stalions have been transmitting stereo 1o listeners on ar
irregular basis, and 31 AM-FM stations are planning tc
do so. |

FM CAR RADIO l

|

The present market is filled by two German sets, &
Blaupunkt and an 1. S. Becker. The Blaupunkt, which!
retails at $170, is the better seller and has been installed
in an estimated 10,000 cars. A large number of the in-
stallations have been in foreign cars. Meanwhile reports
are circulating that a West Coast manufacturer will make
a low cost I'M set ($70) available in the fall of this year.

*Institute ol High Fideclity Manufacturers. i

-
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Birmingham, Alabama, hardly a stronghold of highbrowism,
has 65 per cent FM set saturation because two stations
present baseball. Local and regional sports coverage in-
volving both high schools and colleges have pointed the
way to profits on manv FM stations. And in rural areas,
where AM reception is bad, AM-FM stations, by continuing
their coverage on FM after dark, have made friends for the
medium and sold sets.

A change 1is about to take place in the programming
of the 23 stations which use FM to sell background music
¢ to supermarkets, drugstores and bars. They have heen
forced to use their primarv channels for programming
directed at the home, according to an FCC directive which
they are still fighting. They must go multiplex, which allows
them to use secondarv channels for service functions. Mul-
tiplex will not onlv allow the presentation of stereophonic
music, but it will allow the selling of other services than
functional music.

FM network would answer many problems

But a considerable number of FM lroadcasters see the
formation of an FM network as the answer to their financial
problems. Theyv see the unitv created by such linkage as
the answer to both their sales and program problems. The
network concept is not new to FM. Numerous network
schemes have started and sputtered 1o an ignominious halt.
Others have heen formed with far from spectacular re-
sults.

WQXR-FM. whose Rural Radio Network lost out, is spear-
heading another one, the Northeast Radio Network. The
twelve-station hook-up, which covers ninety-five per cent of
the population in New York State, can be bought «ither in
combination or separately.

One of the more ambitious plans for a network has been
proposed by the Triangle station chain. It is trying to or-
ganize 22 coast-to-coast stations in a tape network which
would provide 28 hours of programming weekly between
the hours of 8-12 midnight. Time would be sold in half-
hour units in which two commercials would he allowed.
plus an opening and closing billboard. Three Westing-
house stations and a large number of other I'M outlets
owned by major station groups have been invited to join
the tape network.

RADIO STUDY: FM RADIO

Network proposals have run up against difficulties in the
past. Many FM station operators want to continue pro-
gramming their prime time periods. As pointed out, others
have many of these hours sold to long-term local adver-
tisers. They are not about to hump them without ironclad
guarantees. But whether or not Triangle creates a network,
there seems to be a chasm in FM that can onlv be closed
by such an organization. Also necessary to the medium is
a national association that would emlrace many of the
more forward-thinking of the FM operations. Among the
cities, only Los Angeles has its own FM Association.

FM is likely to grow and grow

That the medium has manifested such staving power in
spite of its difliculties, self-imposed and otherwise, speaks
well for its future. Out of inuch of the confusion surround-
ing the medium. some clarity is bound (o emerge. New and
important investment sources are hound to trv to tap the
FM vein. The advertiser cannot afford to forgel alout a
market where listencrs average an income of $8,660 yearly.
These listeners. of course, not all intellectuals. might he to
broadcasting, what the New York Times Sundav magazine
section is to print.

To listeners. FM still offers a greater variety of pro-
gramming because so manv AM stations duplicate their
shows. FM still offers bhetter sound. sound that is being
turther improved by stereo; better reception. especially
in fringe areas and in cities where traffic as well as TV set
radiation present important interference problems. With
the AM band so heavily overloaded with stations. the recep-
tion delivered by FM is apt to hecome even more vital
through the years. And so the conclusion must be that
in spite of difficulties, prohlems. false starts, overselling,
underselling and a host of other retarding factors, FM
must, of necessity, take up a more important place in the
broadcasting spectrum in future years. E~p

The most comprehensive study available on FM s “What
Malkes FM Succeed” which can be purchased from Lyman
Allen, Laurel Drive, South Lincoln. Mass. Mr. Allen recently
completed a survey of every FM station in the United Staies
as part of a research project for the American Civilization
Department of Brown University.

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

RECENT RADIO STUDIES:
National Spot

The New York Radio Market

The Storz Bombshell

Believability: Network vs Independent

The Westinghouse Radio Study
News—Radio’s Basic Strength

Pulse Reports on the Out-of-Home Audience

Reprints of these studies are available at 25¢ each. Bulk rates on request.

Television Magazine
422 Madison Ave., New York 17, N.Y.
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10

out of
10
top
rated
half-
hour
syndicated
film
series
are
seen
week

after
week

KERO

A very mosing picture, indeed!
Now is the time to put
YOUuR accounts that sell

their products throughout y
KERO-TV BAKERSFIELD SERVING MORE THAN ONE MILLION PROSPEROUS Pia'l

California’s “fice-county-city”
on KEro-Tv, I's the

ONLY way to cover
Cualifornia’s suren-market.

IS TELEVISION
IN THE san
® JOAQUIN VALLEY
® 5 FOR caLlfFg,
@ SUPER'M/\RKET
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RECEIVER CIRCULATION REPORT
FOR AUGUST

Television Magazine Exclusive: Independent estimates of TV homes for all

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

he TV home figures listed in this section are hased on

the coverage area of a lelevision market as determined
by TrLEvisTON MAcAZINE’s Research Department. Viewer
studics are used when current- -engineering contours, only
where research data is made obsolete by station facilities or
market changes.

Antenna height, power and terrain determine the physical
contour of a station’s coverage and the probable quality of
reception. Other factors, however, may well rule out any
incidence of viewing despite the quality of the signal.

Network affiliations, programming, number of stations in
the service area must all he weighed. The influence of these
factors is reflected in the Nielsen coverage study, the ARB
A-Z study and, in some cases, the regular reports of the vari-
ous rating services. The Nielsen data in particular, where
available. has become the hackbone of estimating coverage
and re-evaluating markets.

Penetration potential varies by sections of the country.
Manv areas in New Kngland have achieved a saturation
level ahove 907,. Other areas, for example sections of the
South, have reached a somewhat lower plateau from which
any future increases would he distributed over a longer pe-
Tiod of time.

In a number of markets, therefore, the set count is al a
temporary plateau even though the television penetration
level is helow the 94% ceiling which has heen established by
TELEVISION MacAzINE. These markets will be held for an
Jindefinite period.

A primary factor responsible for this situation is penetra-
ion increases off-set by current trends of population move-
nt which for some regions has shown at least a temporary
cline (cf. Bureau of the Census, Current Population Re-
Its, Series P. 25, No. 160) .

Set count in each market is based on TELEVISION MAGA-
E’s county-by-county projections of the “National Survey
Television Sets in U. S. Households” for June 1955, March
6. and March 1958, three county-by-county estimates pre-
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The TV homes credited (o cach market are those covered
by the station with maximum coverage in that market. [t
must be remembered that the statistics for each market are
based on the coverage of one station only. Figures for
other stations in the market will varv according to chan-

nel, power, tower height. ete.

pared by the Advertising Research loundation in coopera-
tion with the Bureau of the Census and the A. C. Nielsen Co.

In some of the UHIF markets, it has been impossible to
correlate the available data. These markets are heing re-
studied by TrLrvisiION MAGAZINE’s Research Department and
new figures will be reported as soon as a sound estimalte can
be made.

In many areas, individual markets have heen 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 afhliation. For this
reason, TELEVISION MACAZINE’s Research Department is con-
tinuously re-examining markets and revising set counts ac-
cordingly.

A 94% ceiling on TV penetration has heen established for
all markets. Many rating services show higher penetration 1n
metropolitan areas (e.g.. over 96% in Cleveland and Mil-
waukee), but the available evidence shows that penetration
drops off outside the metropolitan area itseif and that 94%
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. Do
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A NEW FORCE ENTERS
SOUTHEASTERN TV...

WTVJ
BUYS
WLOS-TV

WTVJ-Miami, for 10 years deci-
sively first in South Florida,
proudly announces the purchase
of WLOS-TV.

The same skilled management
developed at WTVJ will now add
new dimensions of greatness to
a station already offering formi-
dable advantages:

® A giant market of 62 counties in
6 states with 425,360 TV homes.

e TREMENDOUS COVERAGE
PROVIDED BY THE SOUTH’S
HIGHEST TOWER, 6089 FEET
ABOVE SEA LEVEL.

® The only unduplicated network
coverage of Asheville-Greenville-

Spartanburg.
(Data from NCS §#3)

LOS-TV

UNDUPLICATED ABC FOR
ASHEVILLE « GREENVILLE ¢ SPARTANBURG

Represented by Venard, Rintoul & McConnell, Inc.

Southeasiern Representative: James S, Ayers Co.
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CIRCULATION AS OF SEPTEMBER 1958
TOTAL U.S. TY HOMES 43,400,000
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 the
air

Market & Stations—9,Penetration TV Homes

ABILENE, Tcx.—74.2 75,800
KRBC-TV (N)

ADA, Okla.—75.9 94,000
KTEN (A,C,N)

AGANA, Guam 1t
KUAM-TV (C,N)

AKRON, Ohia +180,380
WAKR-TV} (A)

ALBANY, Ga.—58.8 66,400
WALB-TV (A,N)

ALBANY-SCHENECTADY-TROY,

N.Y.—90.3 1166,200
WTEN (C); WTRIt (A); WRGB (N) 507,000

ALBUQUERQUE, N.M.—76.3 100,600
KGGM-TV (C); KOAT-TV (A);
KOB-TV (N)

ALEXANDRIA, La.—63.0 88,900
KALB-TV (A,C,N)

ALTOONA, Pa.—86.5 356,900
WFBG-TV (A,C,N)

AMARILLO, Tex.—75.2 105,700
KFDA-TV (A,C); KGNC-TV (N);
KVII-TV (A)

AMES, lowa—88.6 342,000
WOI-TV (A)

ANCHORAGE, Alaska 31,100
KENI-TV (A,N); KTVA (C)

ANDERSON, S.C. +180,870
WAIM-TV} (A,C)

ARDMORE, Okla.—79.3 82,200
KVSO-TV (N)

ASHEVILLE, N.C.—73.9 392,200
WISE-TVt (C,N); WLOS-TV (A) +39,400

ATLANTA, Ga.—78.2 651,000
WAGA-TV (C); WLW-A (A);
WSB-TV (N)

AUGUSTA, Ga.—68.3 176,500
WIBF-TV (A,N); WRDW-TV (C)

AUSTIN, Minn.—85.9 150,900
KMMT (A)

AUSTIN, Tex.—76.5 156,100
KTBC-TV (A,C,N)

BAKERSFIELD, Cal.—85.4 ) 167,200
KBAK-TV}t (A,C); KERO-TV (N) 173,900

BALTIMORE, Md.—88.9 646,300
WIZ-TV (A); WBAL-TV (N);
WMAR-TV (C)

BANGOR, Mc.—87.5 117,100
WABI-TV (A,N); WLBZ-TV (C)

BATON ROUGE, Lo.—71.9 276,100
WAFB-TV| (C); WBRZ (A,N) +187,310
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Market & Stations—9,Penetration TV Home
BAY CITY-SAGINAW, Mich.—90.2 317,60
WNEM-TV (A N}, WKNX-TV} (AC 185,30
(Includes Fiint)
BEAUMONT, Tex.—78.0 156,8¢C
KFDM-TV (C); KPAC-TV (AN
BELLINGHAM, Wash.—83.4 *86,6¢
KVOS-TV (C)
(This does not include “A’’ contour In

Vancouver & Victoria, British Columbia

BIG SPRING, Tex.—74.9 26,8(
KEDY-TV (C)

BILLINGS, Mont.—60.2 47,2
KOOK-TV (A,C); KGHL-TV (N)

BINGHAMTON, N.Y.—87.8 344,6¢
WNBF-TV (C,N}; WINR-TVt (AN 136,44

BIRMINGHAM, Ala.—74.9 4439t
WABT (A,N); WBRC-TV (C

BISMARK, N.D.—64.4 61,81

KBMB-TV (C); KFYR-TV**(A N)
(KFYR-TV operotes sotellite KUMV-TV,
Williston, N.D.)

BLOOMINGTON, Il

WBLN-TV}

BLOOMINGTON, Ind.—89.3 757,50
WTTV (N}
(Includes Indianapolis, Ind. For ranking pt
poses consider this market Bloomingto
Indianapolis)

BLUEFIELD, W. Va.—68.3 161,4
WHIS-TV (N)

BOISE, Ida.—73.3 71,00
KBOI-TV (C); KIDO-TV (A,N)

BOSTON, Mass.—91.9 1,385,44
WBZ-TV (N); WNAC-TV (C);
WHDH-TV (A)

BRIDGEPORT, Conn.—14.2 72,41
WICC-TVt (A)

BRISTOL, Va.-Tenn.—67.3 259,6(
WCYB-TV (A,N)

BRYAN, Tex.—70.6 31,4(
KBTX-TV (A,C)

BUFFALO, N.Y.—90.6 572,0¢
WBEN-TV (C); WGR-TV (A)

BURLINGTON, Vt.—87.2 *162,6¢
WCAX-TV (C)

BUTTE, Mont.—64.9 37,1¢

KXLF-TV (A,N)
(Operates satellite KXLJ-TV, Helena, Mont.}

L

CADILLAC, Mich.—87.3 193,00
WWTV (AC)

CAPE GIRARDEAU, Mo.—74.9 227,90
KFVS-TV (C)

CARLSBAD, N.M.—71.7 36,20
KAVE-TV (A,C)

CARTHAGE-WATERTOWN, N.Y.—82.7 *84,60
WCNY-TV (A,C)

CASPER, Wyo.—56.0 18,101
KTWO (A,N); KSPR-TV (C)

CEDAR RAPIDS-WATERLOO,

lowo—88.8 357,80(

KCRG-TV (A); WMT-TV (C); KWWL-TV (N)

“1
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KOB-TV serves i

NONY

100,100
TV homes™ in
the nation’s

IS
MARKET

in total
retail sales!

Just one year ago, Albuquerque, New Mexico was
the nation’s 90th market in total retail sales. Today,
with its business activity increasing at a rate three
times above the national average, Albuquerque has
Jumped to 78th . . . the fastest-growing billion dollar
market in the Southwest.

To sell the 100,100 television families (see foot-
note) in atomic Albuquerque, KOB-TV is your best
bet. Latest ARB figures show that KOB-TV leads the
competition by a handy 3-to-2 margin from sign-on
to sign-off, seven days a week.

%} THIS 1S ALBUQUERQUE

g ni i :

Under the progressive management of KSTP, Inc.,
broadcast leaders in Minneapolis-St. Paul, KOB-TV
continues to extend its leadership in the important
Albuquerque market.

For further information on this major market.
contact a KOB-TV representative, or your nearest
Petry office.

sk This figure—from TELEVISION Magazine,
August, 1958 is conservative. We believe the
actual figure to be approximately 132,000 sets.

ALBUQUERQUE \
Serving and Selling the S

5 ) Television

NEW MEXICg
Represented by Edward Pefli_ €Co., Inc. == 3

D

Clannel

WWW.americanradiohistorv.com
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the Metro area

1]

,

! IN THE TOP 50
' OF ALL 262 METRO
' AREAS IN

! PERCENTAGE

' OF GROWTH IN

]

! o POPULATION
i e E.B.L

:

]

]

]

]

]

e RETAIL SALES

Source: Sales Management Marketing
an the Mave—Navember 10, 1957

the TV Market

47 COUNTY NIELSEN
COVERAGE AREA

POPULATION ... ... .. .. . . 1,095,200
FAMILIES . 268,300
TOTAL RETAIL SALES 736,664,000
FOOD STORE SALES .. .. 201,960,000
GEN MERCHANDISE SALES 86,418,000
APPAREL STORES SALES .. .. 43,313,000
FURN & HOUSE APPLIANCES .. 40,228,000
AUTOMOTIVE DEALER STORE .. 155,451,000
GAS SERVICE STATION ... 72,523,000
DRUG STORE SALES 24,150,000
EATING & DRINKING 29,170,000
BLDG MTS & HDWE = ... . 48,755,000

TOTAL NET EB.I 1,256,409,000

Source:
Coverage from NCS #3—1958
Market Data from Sales Management
Survey of Buving Power—May 10, 1958

the Station

1

1

I Survey after survey
! proves complete
: .dominance of this
1 rich, progressive
! area. The only me-
: dia covering this
1 valuable traoding
: area.

WRBL-TV

Call Hollingbery Co.
70

Market & Stations—9,Penetration TV Homes

CHAMPAIGN, 1H1.—86.3 420,500
WCIA (C,N)

CHARLESTON, S.C.—68.7 203,500
WCSC-TV (C); WUSN-TV (A N)

CHARLESTON-HUNTINGTON,

W. Va,—76.8 446,700
WCHS-TV (C,A); WHTN-TV (A C);
WSAZ-TV (N)

CHARLOTTE, N.C.—76.4 665,800
WBTV (C); WSOC-TV (A,N)

CHATTANOOGA, Tenn.—75.1 187,500
WDEF-TV (A,C); WRGP-TV (N);
WTVC (A)

CHEYENNE, Wyo.—68.3 *+76,300

KFBC-TV (A,C,N)
(Operates satellite KSTF Scottsbluff, Neb.)

CHICAGO, IlI1.——92.1 2,166,900
WBBM-TV (C); WBKB (A);
WGN-TV; WNBQ (N)

CHICO, Cal.—73.1 95,600

KHSL-TV (A,C)
(Does not include Sacramento County where
station has considerable coverage.)

CINCINNATI, Ohio—87.5 638,000
WCPO-TV (A); WKRC-TV (C); WLW-T (N)

CLARKSBURG, W. Va.—57.1 75,300
WBOY-TV (A,C,N)

CLEVELAND, Ohio—92.7 1,233,900
WEWS (A); KYW-TV (N);
WIW-TV (C)

CLOVIS, N.M.—68.6 21,600
KICA-TV (C)

COLORADO SPRINGS-PUEBLO,

Calo.—73.3 86,000
KKTV (A,C); KRDO-TV (N);
KCS)-TV (N)

COLUMBLIA-JEFFERSON CITY,

Mo.—76.1 137,500
KOMU-TV (AN); KRCG-TV (A,C)

COLUMBIA, 5.€.—72.2 206,700
WIS-TV (A,N}; WNOK-TV} (C) 146,400

COLUMBUS, Ga.—67.6 189,400
WTVMit (A N); WRBL-TV (A,C) +71,100

COLUMBUS, Miss.—61.2 75,400
WCBI-TV (C,N)

COLUMBUS, Ohio—92.2 457,700

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

CORPUS CHRISTI, Tex.—75.1 105,500
KRIS-TV (A,N); KZTV (C)

DALLAS-FT. WORTH, Tex.—82.5 643,300
KRLD-TV (C); WFAA-TV (A);
KFJZ-TV; WBAP-TV (N)

DANVILLE, ill.—79.2 170,800
WDAN-TV} (A)

DAVENPORT, lowa-ROCK ISLAND,

.—90.5 412,900
WOC-TV (N); WHBF-TV (A,Q)

DAYTON, Ohio—92.2 477,000
WHIO-TV (C); WLW-D (A,N)

DAYTONA BEACH, Fla.—72.7 184,800

WESH-TV (N)

WWW.americanradiohistorv.com

SEPTEMBER

CIRCULATION

ESTIMATES

Utica-Rome 145,600
Roswell .............. 55,900 |
St. Joseph .. ...... .. .. 205,500
Salinas-Monterey . . . . 160,200
Salt Lake City .. ....... 224,200
San Angelo . .. ... 27,800
San Antonio . ......... 276,300
San Diego-Tijuana .. ... 284,000
Santa Barbara ... ... ... 90,800
Savannah . ........... 107,300 1
Seattte-Tacoma . ....... 509,300 |
Sedalia . ............. 30,300
Shreveport . ......... 240,800 v'I.
Si0UX CItY « v v ve e enes 253,800 |

L

THESE ESTIMATES ARE UPDATED

MONTHLY IN

TELEVISION MAGAZINE'S

EXCLUSIVE CIRCULATION REPORT.

TELEVISION MAGAZINE SEPTEMBER 19
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Market & Stations—9;Penetration TV Homes

DECATUR, Ale. *130,900
WMSL-TVt (CN)

DECATUR, IH.—83.4 167,900
WTVP} (A) ‘

DENVER, Colo.—85.5 331,000 | THE ONLY
KBTV (A); KLZ-TV (C);
KOA-TV (N); KTVR CLEAR PICTURE
DES MOINES, lowa—88.4 286,700 ‘
KRNT-TV (C) WHO-TV (N) TO NEARLY
| V4 OF ALL THE

DETROIT, Mich.-WINDSOR,

CO\’/‘\;EZ?:V (C); WWJ-TV (N) LeReee Tv HOMES
IN OREGON

WXYZ (A); CKLW-TV ‘

| DICKINSON, N.D.—60.0 32,300
KDIX-TV (C) Is 0"000
DOTHAN, Ala.—57.0 72,300
WTVY (A,C)

DULUTH, Minn.-SUPERIOR, Wis.—78.9 166,800
KDAL-TV (A,C): WDSM-TV (A,N)

Call Bobh Brown

DURHAM-RALEIGH, N.C.—74.0 364,200 |
WTVD (A,C); WRAL-TV (N)
TR
EAU CLAIRE, Wis.—83.7 125,100
Channel 9 WEAU-TV (AN
EL DORADO, Ark.—68.9 42,000
Denver - Colorado KRBB (A,N)
AMherst 6.3601 ; ELKHART, Ind. (See South Bend)
| EL PASO, Tex.-JUAREZ, Mex.—81.0 88,900 |
or your nearest ‘ KELP-TV (A); KROD-TV (C); .
) KTSM-TV (N); XEJ-TV n KVAL-KPIC is the only clear
P.G.W. Colonel picture in the Eugene-Springfield-
: ENID, Okla. (See Oklahoma City) .
for the most exciting Roseburg market which has nearly
ERIE, Pa.—90.6 163,300 one-fourth of all the television sets
60 second availabilities WICU-TV (AN); WSEE-TV{ (AC)  +t69,700 in Oregon.
. .. EUGENE, Ore.—71.0 *+105,100 )
in “A” time in Denver! KVAL-TV (N) E One order covers both stations.

(Operates satellite KPIC-TV, Rosenburg, Ore.) |

Your Hollingberry man or Art
Moore and Associates (Portland-
Seattle) can tell you the facts.

KVAL-TV

EUREKA, Cal.—73.0 43,700
KIEM-TV (A C,N); KVIQ-TV (A N)

EVANSVILLE, Ind.-HENDERSON, |

Ky.—78.2 227,700 |

WEFIE-TV} (N); WTVW (A); $117,200 ‘
WEHT-TV} (C)

|

|

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

FARGO, N.D.—73.1 150,000
WDAY-TV (A,N}
(See also Valley City, N.D.)

FLORENCE, Ala. ttt
WOWL-TVt (C,N)
FLORENCE, 5.C.—67.1 198,800
WBTW (A,C,N)
FT. DODGE, lowa—54.9 25,100
: KQTVt (N)
a 9 FT. LAUDERDALE, Fla. (See Miami) NBC Wm
= AT GW FT. MYERS, Flo.—64.0 19,600 (Satellite)
John C. Mullins. Pres. Joe Herold. Sta. Mgr. ‘ WINK-TV (AC) atellite
Represented Nationally by K P I C A T " w
Peters. Griffin, Woodward, Inc. FT. SMITH, Ark.—70.6 52,900 I
KFSA-TVt (A,N); KNAC-TV (C) 127,800 |

LEVISION MAGAZINE - SEPTEMBER 1958
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WOW!
WHAT A

FIRST YEAR
Thanks A
Million Folks

> O

“Jaxie” and WFGA-TV have
enjoyed one year of steadily

down in
Jacksonville—focal point of a
5114 billion 64-county Florida-
Georgia area. During the year,

growing popularity

the station won national honors
in Two Station Markets, win-
ning 2nd place for General
Audience Promotion and 2nd
place in Sales Promotion in the
Television  Age-Billhoard  pro-
motion competition.

We want to express our appre-
ciation 1o our good flviends and
patrons, the agency people and
time  bhuyers  throughour 1he

country.

“Jaxie” the porpoise with a pur-

pose, ig heginning his second

year with the same avowed aim
1o provide top-flight program-

ming! ... excellent promotion!

- - hard-hitting merchandixing!

Basic NBC Affiliate, plus selected ABC
Programming.

Represented by Peters, Griffin,

Woodward, Ine.

WEGA-TV
Channel 12

Jacksonville, Florida

FLORIDA'S
COLORFUL STATION

72

Market & Stations—9;Penetration TV Homes Market & Stations—% Penetration TV Homes
FT. WAYNE, Ind.—82.7 204,200 HENDERSON-LAS VEGAS,
WANE-TV?t (C); WKIG-TVi (N); Nev.—82.6 28,500
WPTA-TVt (A) KLRJ-TV (A,N); KLAS-TV (C);
KSHO-TV (A)
FT. WORTH-DALLAS, Tex—82.5 643,300
KFJZ-TV; WBAP-TV (N); KRLD-TV (C); HONOLULU, T.H. **115,100

WFAA-TV (A)

FRESNO-TULARE, Cal.—84.8 224,400
KFRE-TV (C); KJEO-TVt (A); 188,600
KMJ-TVt (N)

GALVESTON-HOUSTON, Tex.—84.0 581,500

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

KTRK-TV (A)

(KTRE, Lufkin, Tex., optional satellite of
KPRC-TV, Houston, Tex.)

GLENDIVE, Mont. tHt
KXGN-TV (C)

GRAND FORKS, N.D.—70.8 33,200
KNOX-TV (N)

GRAND JUNCTION, Colo.—63.9 22,800
KREX-TV (A,C,N)

GRAND RAPIDS, Mich.—91.3 475,700

WOOD-TV (A,N)
(For ranking purposes, consider this market
Grand Rapids-Kalamazoo)

GREAT BEND, Kan.—75.5 115,900
KCKT (N)

GREAT FALLS, Mont.—60.5 45,700
KFBB-TV (A,C,N)

GREEN BAY, Wis.—85.7 383,700

WBAY-TV (C); WFRV-TV (A,C); (See Mari-
nette)

GREENSBORO, N.C.—77.6 441,800
WFMY-TV (A,C)

GREENVILLE-SPARTANBURG,

$.c.—74.3 350,900

WEBC-TV (N); WSPA-TV (C)

GREENVILLE-WASHINGTON, N.C.—70.0 248,900
WNCT-TV (A L), WITN (N)

HANNIBAL, Mo.-QUINCY, I11.—84.7 178,100
KHQA-TV (C); WGEM-TV (A,N)

HARLINGEN-WESLACO, Tex.—66.7 89,300
KGBT-TV (A,C); KRGV-TV {A,N)

HARRISBURG, 111.—51.3 145,000
WSIL-TVt (AN)

HARRISBURG, Pa. «t174,130
WHP-TV} (C); WTPAL (A)

HARRISONBURG, Va.—68.8 97,100

WEVA-TV (ACN)
(Includes cormmunity antennas In countles not
shown)

HARTFORD-NEW BRITAIN,
Conn.—91.7 712,100
WHCTt (C); WNBC (N); WTIC-TV  $338,500

HASTINGS, Noeb.—75.6 119,100
KHAS-TV (N)

HATTIESBURG, Miss.—68.8 96,400
WDAM-TV (A,N)

HENDERSON, Ky.-EVANSVILLE,

Ind.—78,2 227,700
WEHT-TV} (C); WFIE-TV] (IN); 117,200
WIVW (A)

www.americanradiohistorv.com

KGMB-TV (C); KHVH-TV; KONA-TV (N);
KULA-TV (A)
(KGMB-TV operates satellites KHBC-TV, Hilo
and KMAU-TV, Wailuku. KONA-TV operate:
satellite-KMVI-TV, Wailuku.)
HOUSTON-GALVESTON, Tex.—84.0 581,50(
KPRC-TV***(N); KTRK-TV (A});
KGUL-TV (C)
{(KTRE, Lufkin, Tex., optional satellite o
KPRC-TV, HOUSTON, Tex.)

HUNTINGTON-CHARLESTON,

W. Va.—76.8 446,701
WHTN-TV (C); WSAZ-TV (N);
WCHS-TV (C)

HUTCHINSON-WICHITA, Kan.—81.7 306,50

KTVH (C); KAKE-TV***(A); KARD-TV (N)
(KTVC, Ensign, Kan., satellite of KAKE-TV}

IDAHO FALLS, Ida.—74.0 51,30
KID-TV {(A,C,N}

INDIANAPOLIS, Ind.—89.5 780,60
WFBM-TV (N); WISH-TV (C); WLW-I (A)
(See also Bloomington, Ind. For ranking pui
poses, consider this market Indianapolis
Bloomington)

JACKSON, Miss.—63.8 240,80
WITV (C); WLBT (A,N)

JACKSON, Tenn.—65.2 89,90
WDXI-TV (A,C)

JACKSONVILLE, Fla.—68.8 286,50
WMBR-TV (A,C); WFGA-TV (N)

JEFFERSON CITY-COLUMBIA,

Mo.—76.1 137,50
KRCG-TV (A,C); KOMU-TV (A,N)

JOHNSON CITY, Tenn.—63.4 141,90
WIHL-TV (A C)

JOHNSTOWN, Pa.—87.7 530,00 -
WARD-TV} (A,C); WIAC-TV (N)

JOPLIN, Mo.—PITTSBURG,

Kan.—77.4 160,90 *
KODE-TV (A,C); KOAM-TV (A,N)

JUNEAU, Alaska t
KINY-TV (C)

KALAMAZOO, Mich—91.2 680,50 =

WKZO-TV (A,C) '
(For ranking purposes, consider this marke ®
Kalamazoo-Grand Rapids.)

KANSAS CITY, Mo.—88.6 596,801 ¢
KCMO-TV (C); KMBC-TV (A); WDAF-TV (N'# %

KEARNEY, N¢eb.—71.6 122,400
KHOL-TV (A,C) |
(Operates satellite KHPL-TV, Hayes Centei’
Nel>.)

KLAMATH FALLS, Oro.—60.6 18,504 M

KOTI (A,C,N)

(Optional satelllte of KBES-TV, Medford, Ore. =

KNOXVILLE, Tonn.—69.4 260,701
WATE-TV (N); WBIR-TV (C); 191,20
WTVK} (A) {

LA CROSSE, WIS.—80.9 143,001,

WKBT (A,C,N)

SEPTEMBER 195t
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Market & Stations—9;,Penetration

LAFAYETTE, Ind.
WFAM-TVt (C)

LAFAYETTE, La.—68.7
KLFY-TV (C)

LAKE CHARLES, La.—76.8
KPLC-TV (AN); KTAG-TVt (C)

LANCASTER, Pa.—87.9
WGAL-TV (C,N)

LANSING, Mich.—91.0
WIIM-TV (C,N,A)
{Includes Flint)

LAREDO, Tex.—64.5
KHAD-TV (A,C,N)

LA SALLE, 11.—71.6
WEEQ-TV¢

(satellite of KEEK-TV, Peoriq, 1)

LAS VEGAS-HENDERSON, Nev.—82.6

TV Homes

+156,770

124,300

150,000

«152,230

565,700

434,600

9,800

123,200

28,500

KLAS-TV (C); KSHO-TV (A); KLRJ-TV (A,N)

LAWTON, Okla.—79.7
KSWO-TV (A)

LEBANON, Pa.
WLBR-TVt (A)
(Market under
data.)

evaluation
LEXINGTON, Ky.
WLEX-TVt (A,C,N); WKYT-TV}

LIMA, Ohio
WIMA-TVt (A,C,N)

LINCOLN, Neb.—82.5
KOLN-TV (A,C)

62,900

tt

pending further

138,850

* 168,690

197,200

LITTLE ROCK-PINE BLUFF, Ark.—71.9 282,100

LOCK HAVEN, Pa.—64.2
. WBPZ-TVt (A)

LOS ANGELES, Cal.—91.0

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

122,400

2,569,100

KABC-TV (A); KCOP; KHJ-TV; KNXT (C);

KRCA (N); KTLA; KTTV

LOUISVILLE, Ky.—80.5
WAVE-TV (A,N); WHAS-TV (C)

LUBBOCK, Tex.—75.5
KCBD-TV (A,N); KDUB-TV (C)

" LUFKIN, Tex.—67.3
| KTRE-TV (N)

‘ LYNCHBURG, Va.—72.8

" WLVA-TV (A)

MACON, Ga.—65.5
WMAZ-TV (AC)

MADISON, Wis—86.7
WISC-TV (C); WKOW-TV} (A);
WMTVt (N)

MANCHESTER, N.H.—91.6
WMUR-TV (A)

ARINETTE, Wis.—86.7
WMBV-TV (N}
{Covers Green Bay)

ARQUETTE, Mich.—76.1
WDMJ-TV (C)

LEVISION MAGAZINE -

497,100

129,600

66,000

180,500

107,000

245,600
1116,300

978,400

(Circulation does not include Boston, Mass.,
where station has sizable share of audience.)

209,500

37,400

SEPTEMBER 1958
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Market & Stations—9;,Penetration TV Homes

MASON CITY, lowa—85.0 199,600
KGLO-TV (C)

MAYAGUEZ, P.R. tt
WORA-TV (C)

MEDFORD, Ore.—70.0 41,000
KBES-TV (A,C,N)

MEMPHIS, Tenn.—70.9 509,500

WHBQ-TV (A); WMCT (N); WREC-TV (C)

MERIDIAN, Miss.—57.3 95,300
WTOK-TV (A,C,N)

MIAMI-FT. LAUDERDALE, Fla.—85.7 372,200
WCKT (N); WPST-TV (A); WTVJ (C)

MIDLAND-ODESSA, Tex.—73.3 79,300
KMID-TV (A,N); KOSA-TV (C)

MILWAUKEE, Wis.—91.9 588,500
WISN-TV (A); WITI-TV; 269,300

WTMIJ-TV (N); WXIXt (C)

MINNEAPOLIS-ST. PAUL, Minn.—87.3 772,100
KMSP-TV; KSTP-TV (N); WCCO-TV (C);
WTCN-TV (A)

MINOT, N.D.—66.3 37,000
KCJB-TV (A,C); KMOT-TV (A N)

MISSOULA, Mont.—67.2 50,900
KMSO-TV (A,C)

MOBILE, Ala.—73.5 239,200
WALA-TV (AN); WKRG-TV (C)

MONROE, La.—69.0 166,700
KNOE-TV (A,C.N)

MONTGOMERY, Ala.—67.0 156,500
WCOV-TVt (C); WSFA-TV (N) 180,300

MUNCIE, Ind.—84.7 197,800
WLBC-TVt (A CN)

NASHVILLE, Tenn.—69.5 388,800

WLAC-TV (C); WSIX-TV (A); WSM-TV (N)

NEW BRITAIN-HARTFORD,
Conn.—91.7 712,100
WNBCt (N); WHCT¢t (C); WTIC-TV +338,500

NEW HAVEN, Conn.—91.8 917,900
WNHC-TV (A)

NEW ORLEANS, La.—79.7 464,800
WDSU-TV (A,N); WIMR-TV{ (A); 1141,000
WWL-TV (C)

NEW YORK, N.Y.—91.9 4,773,400

WABC-TV (A); WABD; WNTA-TV; WCBS-TV
WOR-TV; WPIX; WRCA-TV (N)

NORFOLK, Va.—80.9 327,300
WAVY (A); WTAR-TV (C); +1163,000
WTOV-TV}; WVEC-TV} (N)

OAK HILL, W.Va.—69.0 111,700
WOAY-TV (A)

ODESSA-MIDLAND, Tex.—73.3 79,300
KOSA-TV (C); KMID-TV (A,N)

OKLAHOMA CITY, Okla.—81.9 390,900

KWTV (C); WKY-TV (N); KOCO-TV (Enid) (A)

OMAHA, Neb.—88.7 397,000
KMTV (N); WOW-TV (C); KETV (A)
ORLANDO, Fla.—70.5 193,800

' WDBO-TV (C,N); WLOF-TV (A)

wWwWwW americanradiohistorvy com
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NCS #3 SHOWS:

W TV! 1

FLORIDA’S #1

WTVJ)’s Total* Coverage
Proved Again!

Startling results of NCS #3:

Among all Florida TV
Stations WTVJ is

first in monthly coverage

first in weekly coverage

first in daytime circulation, weekly
first in daytime circulation, daily
first in nighttime circulation, weekly
first in nighttime circulation, daily

See your PGW colonel for all the facts
that prove Total* Coverage makes
WTVJ your first Florida TV buy!

*Dictionary defines TOTAL as
"whole, amount, complete, entire.

CHANNEL 4

Represented by Peters, Gn‘fff‘n, Woodward

WTVS - MIAMI

73
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TEXARKANA, Tex.—70.3 118,600
KCMC-TV (A,C)

THOMASVILLE, Ga.-TALLAHASSEE,
Fla.—56.9 109,800
WCTV (A,C,N)

TOLEDO, Ohio—91.8 391,300
WSPD-TV (AC,N)

TOPEKA, Kan.—83.6 190,100
WIBW-TV (A,C)

TRAVERSE CITY, Mich.—79.6 53,300
WPBN-TV (N)
TUCSON, Ariz.—84.5 85,300

KGUN-TV (A}, KOLD-TV (C); KVOA-TV (N)

TULARE-FRESNO, Cal.—84.8 244,400
KFRE-TV (C); KJEO-TV{ (A); 1188,600
KMJ-TVt (N)

TULSA, Okla.—82.3 341,500

KOTV (C); KVOO-TV (N); KTUL-TV (A)

TUPELO, Miss.—58.2 52,700
WTWV (N)
TWIN FALLS, Ida.—69.8 30,800

KLIX-TV (A,C,N)

TYLER, Tex.—71.4 114,600
KLTV (A,C,N)

UTICA-ROME, N.Y.—91.1 145,600
WKTV (A,CN)

VALLEY CITY, N.D.—71.8 163,700
KXJB-TV (C)

(See also Fargo, N.D.)

Market & Stations—9% Penetration TV Homes Market & Stations—9%Penetration TV Home
WACO-TEMPLE, Tex.—76.3 151,000 WILMINGTON, Del. (See Philadelphia)

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

WILMINGTON, N.C.—65.1 175,800

WASHINGTON, D.C.—87.1 785,600 WECT-TV (A,N)

WMAL-TV (A); WRC-TV (N);

WTOP-TV (C); WTTG WINSTON-SALEM, N.C.—82.7 315,60

WSJS-TV (N)

WASHINGTON-GREENVILLE,
N.C.—70.0 248,900
WITN (N); WNCT (A,C)

WATERBURY, Conn.
WATR-TVt (A)

+1169,870

WATERLOO-CEDAR RAPIDS,
lawa—88.8 357,800
KWWL-TV (N); KCRG-TV (A); WMT-TV (C)

WAUSAU, Wis.—82.1 101,800
WSAU-TV (A C,N)

WESLACO-HARLINGEN, Tex.—66.7 89,300
KRGV-TV (N,A); KGBT-TV (A,C)

WEST PALM BEACH, Fla.—74.4 95,100
WEAT-TV (A); WPTV (C, N)

WHEELING, W. Va.—86.2 441,700
WTRF-TV (A, N)

WICHITA-HUTCHINSON, Kan—81.7 306,500
KAKE-TV***(A); KARD-TV (N); KTVH (C)
(KTVC, Ensign, Kan., satellite of KAKE-TV)

WICHITA FALLS, Tex.—77.2 145,400
KFDX-TV (A, N); KSYD-TV (C)

WILKES-BARRE-SCRANTON, Pa.—78.0 238,300
WBRE-TVt (N); WILK-TV—WNEP-TVt (A);
WDAU-TVt (C)

(Includes community antennas in counties not
credited.)

YAKIMA, Wash.—68.6
KIMA-TVt (A,C,N)
(Operates satellites KLEW-TV, Lewiston, Ida
KBAS-TV, Ephrata, Wash., KEPR-TV, Pasct
Wash.)

***1112,20

YORK, Pa. «$102,84
WNOW-TV4; WSVA-TVt (A)

YOUNGSTOWN, Ohio—78.5 162,30
WFMJ-TVt, WKBN-TVt (C); WKST-TVt (A)
(Includes community antennas in countie
not shown)

YUMA, Ariz—73.0 23,50
KIVA (C,N)
ZANESVILLE, Ohia *+51,68

WHIZ-TVt (A,C,N)

¢ Due to conflicting research data, this mai
ket has not been re-evaluated pendin
further study.

t U, H.F

tt Incomplete data.

ttt New station—coverage study not completec
* U. S. coverage only.

** Includes circulation of satellite.

*** Does not include circulation of satellite.

TV market

studies

to order

« How many unduplicated homes does your
spot schedule cover?

« How much duplication in your line-up?

« How do the TV markets rank by families,
by retail sales?

« How do these rankings compare with Stand-
ard Metro areas?

« How many markets cover County X?

Now Trrevision Macazine’s Research De-
partment can help you answer these (ues-

tions.

Becanse all the data in our August Market

Book are on 1BM cards, we can fill requests

for individual breakdowns of coverage and

civeulation. Write to Research Manager.
TELEVISION MAGAZINE

422 Madison Ave., New York 17, N. Y.
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Sec.349,P. L. &R
NEW YORK, N. Y.

FIRST CLASS,

[BUSINESS REPLY CARD

Neo Pestage Stamp Necessary if Mailed in the United States

' POSTAGE WILL BE PAID BY —

 TELEVISION

422 MADISON AVENUE
NEW YORK 17, N.Y.

Note: Ask your SRDS service salesman

to show you the surveys that report the frequency
of use of SRDS by advertisers and agency men.

N. Y. C.— Murray Hill 9-6620 + CHI.—Hollycourt 5-2400 » L. A.—Dunkirk 2-8576

S 2 DS Standard Rate & Data Service, Inc.

the national authority serving the media-buying function

Walter E. Botthof, Publisher

[T

1740 Ridge Avenue, Evanston, Ill. Davis 8-5600
Sales Offices — Evanston, New York, Los Angeles

s 1s the “night of decision”

a dozen media representatives
nore ... the agency media man
interviewed them all; studied
ir material; seen their

2ct mail and promotional ads...
v he’s sweating out his

al decision, at home, at night...
» best sales efforts expended
him, days or weeks before, will
1 or lose right here, as he’

rks with his copies of SRDS...

nd when you have a

T —_ Service-Ad in SRDS, right at this

/vital point of purchase

SEE OUR
SERVICE-AQ
IN
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Market & Stations—9,Penetration TV Homes Market & Stations—9,Penetration TV Homes Market & Stations—9,Penetration TV Homes
TEXARKANA, Tex.—70.3 118,600 WACO-TEMPLE, Tej
KCMC-TV (AQ) KWTX-TV (AC); NEW SUBSCRIPTION ORDER
THOMASVILLE, Ga.-TALLAHASSEE WASHINGTON, D.C| . ; ked:
‘ " ill me as checked:
Fla.—56.9 109,800 WMAL-TV (A); W Start sending TELEVISION Magazine and b
WCTV (A,C,N) WTOP-TV (C); W 0] 1 year $5 0 2 years $9
(Add 50¢ per year for Canada)
TOLEDO, Ohio—91.8 391,300 WASHINGTON-GREE
WSPD-TV (A,C,N) N.C.—70.0 Position.............c.c......
WITN (N); WNCT NGO ..oovoteeserisisnensssessesnannmsnssssssasusnnssssssnsnansasuenase D OBITIOR oo eoceis
TOPEKA, Kan.—83.6 190,100
WIBW-TV (A,C) WATERBURY, Conn.
WATR-TV} (A) Company
TRAVERSE CITY, Mich.—79.6 53,300 , : P e B
WPBN-TV {N) WATERLOO-CEDAR F Type Of BUSINOSS.........oooorororscrserssssss s oo
lowa—88.8
TUCSON, Ariz.—84.5 85,300 KWWL-TV (N); KC Firm
KGUN-TV (A); KOLD-TV (C); KVOA-TV (N) ] Iighte
WAUSAU, Wis.—82.1 (] Home  Address.........coioomincmmmmisniyscs s
TULARE-FRESNO, Cal.—84.8 244,400 WSAU-TV (A,CN) ' !
KFRE-TV (C); KJEO-TVY (A); 188,600 L, o e S Zone......... State... .. 1 SN
KMJ-TVt (N) WESLACO-HARLINGE City 3.0 e
KRGV-TV (N,A); K
TULSA, Okia.—82.3 341,500 PUBLISHED BY FREDERICK KUGEL COMPANY

KOTV (C); KVOO-TV (N); KTUL-TV (A)

WEST PALM BEACH,
WEAT-TV (A); WP’

306,500

145,400

TUPELO, Miss.—58.2 52,700 WIEELING, W. Va3l
WTWV (N) WTRF-TV (A, N)
TWIN FALLS, “’f‘r;l—“ﬁ 30,800 WICHITA-HUTCHINSON, Kan.—81.7
KLIX-TV (ACN) KAKE-TV***(A); KARD-TV (N); KTVH (C)
(KTVC, Ensign, Kan., satellite of KAKE-TV)
TYLER, Tex.—71.4 114,600
KLTV (ACN) WICHITA FALLS, Tex—77.2
KEDX-TV (A, N); KSYD-TV (C)
UTICA-ROME, N.Y.—91.1 145,600
WKTV (A,C,N) WILKES-BARRE-SCRANTON, Pa.—78.0 1238,300
WBRE-TV} (N); WILK-TV—WNEP-TV} (A);
VALLEY CITY, N.D.—71.8 163,700 WDAU-TV} (C)

KXJB-TV (C)
(See also Fargo, N.D.)

(Includes community antennas in counties not
credited.)

422 MADISON AVENUE, NEW YORK 17, N. Y.

* Due to conflicting research data, this mar
ket has not been re-evaiuated pendin¢
further study.

t U. H F.

tt Incomplete data.

ttt New station—coverage study not completec
* U. S. coverage only.

** Includes circulation of satellite.

*** Does not include circulation of satellite.

studies

to order

« How many unduplicated homes does your
TV market

spot schedule cover?

« How much duplication in your line-up?

« How do the TV markets rank by families,

by retail sales?

ard Metro areas?

« How do these rankings compare with Stand.-

« How many markets cover County X?

Now TELEVISION MAGAZINE’s

Research De-

partment can help you answer these ques-

lions.

Because all the data in onr Augnst Market

Book are on IBM cards, we can {ill requests

for individual breakdowns of coverage and
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422 Madison Ave., New York 17, N. Y.
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This is the “night of decision”

for a dozen media representatives
or more...the agency media man
has interviewed them all; studied
their material; seen their

direct mail and promotional ads...
now he’s sweating out his

final decision, at home, at night...
the best sales efforts expended

on him, days or weeks before, will

win or lose right here, as he’
works with his copies of SRDS. ..

. 2

ik

And when you have a
Service-Ad in SRDS, right at this
/Vital point of purchase

ou are t. |

o T rr—

—
selling by helping people buy

Note: Ask your SRDS service salesman
to show you the surveys that report the frequency
of use of SRDS by advertisers and agency men.

N. Y. C.—Murray Hill 9-6620 + CHI.—Hollycourt 5-2400 *+ L. A.—Dunkirk 2-8576
S 2 DS Standard Rate & Data Service, Inc.

the national authority serving the media-buying function
e
P

Walter E. Botthof, Publisher

1740 Ridge Avenue, Evanston, Ill. Davis 8-5600
Sales Offices — Evanston, New York, Los Angeles
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now sweeping Into rég IAFKBERIRER i
| p most distinyu shed service record in '_ I sy b i

hreoe-year unintarruptogl hitch on network telov:sion,
xceptmnal sales actic;n for su

4 yold-hranl sponsors as
.S. Rubber, Sheaffer Pen, M&

"fag and American Tohacco;

ress citations from The Billhoard (‘“Superior dramatic
bries’’)... New York Herald Tribune (““Absorhing, loaded
vith suspense, full of realism”’)...and a hold-full more;:

VA 21-gun salute from the Navy Recruiting mice whi h
roftes NAVY LO lfs top t__olovision SOULC el - '

/ emor”rat
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Tripoli

Beirut
vl

af .

LEBANON

With the first report of American Marine
landings in Lebanon, Keith McBee... Mr.
News of Baltimore ... was winging his way
to the Middle East. As an accredited war
correspondent for WJZ-TV and all other
Westinghouse Broadcasting Company sta-
tions, McBee brought listeners and viewers

a vivid eye-witness account as the crisis
unfolded.

Now McBee is back with exclusive film shots
and firsthand reports for his two shows — the
7:20 P.M. and 10:30 P.M. News. Authorita-
tive, exciting and timely news-in-depth. ..
another reason why WJZ-TV is No. 1 in
Baltimore. (ARB — July ’58 Metro Area).

~
>A~

Wiz 13 TV

BALTIMORE, MARYLAND

0@@ WESTINGHOUSE BROADCASTING COMPANY, INC.

www americanradiohistorv com
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WHAT HARVARD DONE FOR ME From page 55

Session had its lighter side: the Happy Hour and Sam the bartender

being taught Monday, Tuesday, Wed-
nesday; the other three, Thursday,
Friday, Saturday.

There were thus 31 to 33 hours of
classroom discussion on each subject
—approximately 180 hours spent in
classroom during the 13-week period.

The six professors assigned to the
33rd AMP were by and large, the best
of the Harvard Business School faculty.
Robert W. Austin, who taught Business
and the World Society, is, in addition
to his professorial duties, a member of
the New York State and Massachusetts
Bars and a director of a number of
companies. Neil H. Borden, who taught
Marketing Administration, is also a
well-.known author and consultant in
both marketing and advertising. James
J. Healy, who handled the Labor Re-
lations course, is an arbitrator and has
served on many federal government

' boards. Richard S. Meriam, who taught
Business Policy, has been consultant to
the Standard Oil Company of New Jer-
sey and other companies for many
years.

Realization comes years later

The various “‘can groups” enter-
tained the individual professors at
clubs around Boston. These were
scheduled affairs and each group met
with cach professor either at lunch or
dinner. At least four of the professors
mpressed on us that “you won’t really
know what you got out of the AMP
for a few years: realization usually
comes in from three to five years.”
.Extra-curricular but important ac-
tivities of the program included:

Mondays  4:00-6:00 p.m. Guest
SPeakers. These included Dean Stanley
I. Teele, the Indian ambassador to the
United States and Professor Sumner
Slichter.

Tuesdays 2:00-4:00 p-m. or 7:00-

9:00 p.m. A course in business speak-
g, conducted by Dr. Ross Atwood.
his was an extra-fee course. _
_Wednesdays 4:00-6:00 p.m. The
ichter seminar. This was conducted
Professor Sumner Slichter and fea-
'ed persons well-known in labor re-
ions,
Thursdays 2:30-4:00 p.m. This was
extra-fee course. A cost -and finance
| session, conducted by Professor
s Walker.

Nearly all members of the class at-

VISION MAGAZINE SEPTEMBER 1958

tended the Monday sessions, about 30
took the course in business speaking,
20 attended the Slichter seminar, and
varying numbers up to 40 participated
in the cost and finance bull sessions.
Scheduled as part of the regular Ad-
vanced Management Program were (1)
a coffee break of 45-minutes each morn-
ing Monday through Friday. Members

HARVARD’S BUSINESS PROGRAM

The main purpose of the Harvard
| Business School, which celebrates
its fiftieth anniversary this year, is
to turn out masters of husiness ad-
ministration (M.B.S.s) through a
two-year course. Applicants are
screened very carefullv, must have
had four vears of undergraduate
work at a recognized college or uni-
versity and should preferably have
served their time in the Armed
Forces. There are generally 1,200
students with an average age of 24
in this two-vear cousse. However, it
1= a rugged one, and there are many
failures during the first year.
The Harvard Business School con-
ducts three other courses: (1) The
Middle Management  Program,
which runs eight months and is de-
signed for men between the ages of
28 and 35 having a minimum of five
years husiness experience. The MMP
was initiated in 1954 originally as a
16 months degree-granting course.
| However, due to a number of prob-
lems, including that of these young
executives being away from their
companies for so long a period, the
course was condensed in 1956 to an
eight-month certificate course. Aver-
age enrollment is 50 men, averaging
32 years of age with years of busi-
ness experience. The Middle Man-
agement program  still  hasn’t
“jelled” as far as the school is con-
cerned and it is constantly being
changed in an effort to attract more

' men. (2) The Advanced Manage-
ment Program which is conducted

| for 13 weeks twice each year. (3)
The Trade Union Program which is
also conducted for 13 weeks twice
each year. In addition there are us-
ually about 80 men on campus who
are doing research and/or working
toward Ph.D. degrees in business
administration.

wwWw.americanradiohistorv.com

of the class were requested to meet in
Hamilton Lounge to have coffee and
discuss the various subjects and, in
general, get acquainted; (2) the
‘Happy Hour” at 5:30 to 6:30 each
evening. also held in Hamilton Lounge.
This was a bottle-club idea and was
also arranged so that class members
could get to know one another better,
and in the hope that after a couple of
drinks the majority of the class would
go to Kresge Hall Faculty Club for
dinner. It didn’t always work out this
way. Some of the boys would have a
couple of drinks and then decide, “Let’s
go downtown for dinner.”

The Faculty Club at Kresge Hall—
4 Very nice arrangement—was open
for Dbreakfast and Mondayv
through Friday exclusivelv for mem-
bers of the AMP. Members of the fac-
ulty used their own club at lunch, but
the students” dining room was available
for that meal. The breakfasts were ex-
cellent, and the dinners fair to good.

The class was organized and most
members were appointed to various
committees such as House Committee,
Graduation Week Committee, Budgel
Control Committee, Activities Commit-
tee, etc. | hecame a member of the
Record Book (year book) Committee
and spent many interesting hours on
this activity. Co-chairmen of the com-
mittee were G. Lester Williams, Jr.,
vice president, McCann-Frickson, Inc.,
and William B. Geidt, manager, adver-
tising division, Inland Steel Company.

dinner

Extra, extra-curricular activities

Extra, extra-curricular activities in-
cluded visits to Boston’s many fine
eating places such as Jimmy’s Harbor-
side, Joseph’s, Lock-Ober’s, Union Oys-
ter House, Eddie David Steak House,
The Charles and Sands’. Best hotel
food was found at the Ritz-Carlton, the
Statler-Hilton and The Somerset.

Extra, extra, extra-curricular activi-
ties (indulged in by very few members
of the 33rd AMP and offered purely
from hearsay) embraced sorties to the
Tic Toc Club, the Stage Show Bar or
Club Zara. In the latter, one dolly after
another danced to an orchestra which
played just one tune, Danny Thomas’
“Ode To a Wailing Syrian.” Real re-
laxation. Or for good food and drink,
The Darbury Room; for company, ask
“Sam the Bartender.” END
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\ Always whisper, never shout
. is our modus operandi. \

//’ statistic, we mean).

We have nothing
to hide

The statisticians who work for \

WMT look like croquet hoops

i

A

. .

from bending over backwards. i .
It’s the relaxed sell we |
practice. the narrow-shouldered §

Ivy model statistic we quote.

—
) —
N—

\ Anytime we mention a figure,
{ we first have our head examined
\then clear it with our national

' reps, the Katz Agency (the

1

It’s too hot for writing letters
to New York* so we're just going
to rare back and promulgate
this one on our own:

lowa farm cash receipts are up 17%
for the first five months of this year
(over a very good 1957). On July

1, fowa farmers had 1,189,000

head of cattle on feed, up 14% over last
year. Cattle prices are high. Hog

prices are high. The industrial side

of our balanced economy is

equally heady, Farm machinery is
clanking happily; food processing plants
are loosening their belts. Local
huilding construection is running at a
new all-time high.

Forsooth, this is verily a hot
market, and WMT-TV {(mail
address Cedar Rapids) (CBS
Television for Kastern lowa)
is ils cynosure.

“Acknowledgements of orders are different.
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THE BATTLE OF THE PAIN-KILLERS From page 49

print ads suffer from the same basic
weakness that bedevils the print adver-
tising of most mass impulse products.
They are “low interest items.” As the
advertising manager of one of the drug
companies says: “There is no reason
why a person should want to read an
ad about a headache remedy.” Tele-
vision, on the other hand, makes it
possible to deliver the full product
story to the viewer who has to make
an effort to escape it.

The combination of sight and sound
also offers a new dimension to the hard
sell. The picture of misery: eves that
cry for help, brows wrinkled in wor-
ried thought, the grinning, grimacing,
grey embrace of trouble. The sound of
pain; lightning to simulate flashes of
pain and hammering to show the dull,
longer-lasting variety of pain.

TV offers the visual sell which
doesn’t verbally describe. It demon-
strates. And demonstration is raised to
new heights in the Bufferin-Anacin
battle of film commercials. Here the
former’s mechanical man, also known
as the “Iron Gut,” takes on th@ latter’s
“Segmented Head.”

Furthermore, from the point of view
of coverage. TV is unmatched. For
pain-killers it is an unusually ellicient
medium, because pain is universal and
customers are everywhere. And the
range of the market continues to widen
because of a recent fundamental de-
velopment in distribution, the growth
of the supermarket.

In 1943, fifty-one per cent of the
buying of headache remedies was in-
side the drug store. By 1958, fifty-one
per cent of the buying was outside.
Supermarkets are now the most rapid-
ly flowing channel of distribution.
They offer drugs substantial benefits
Not available in pharmacies. No private
brands are placed in competition,
larger sizes are sold, profits are
greater.

Supermarkets demand more pre-sell

But supermarkets also demand more
of a pre-sell because customers wait
on themselves, and they foster a high
incidence of impulse buying; for both
functions, TV becomes the ideal medi-
um where drugs are concerned.

Basic media tactics are illustrated in
estimates of TV expenditures for 1957.
Bufferin and Anacin make network the
ey, the other two are heavier in
ot. Bufferin spent $4,931,000 on net-
ork and $329,000 on spot; Anacin

LEVISION MAGAZINE SEPTEMBER 1958

56,774,000 on network and $1.918,000
on spot; Alka Seltzer $3,842,000 on
spot and $3,390,000 on network; and
Bayer Aspirin $2,306,000 on spot and
$1,920,000 for network.

In program buving and even in spot
buying the internal analgesics show
great similarities. All concentrate on
the daytime audience, with Anacin,
perhaps, giving the females the most
attention and Buflerin the least. Nu-
merous survevs have heen taken by
American Home which credit women
with controlling purchases of headache
remedies.

News programs are a must buy for
Anacin and the others favor this pro-
gram tvpe too. It reaches a high pro-
portion of men.

But to reach the male with precision,
Anacin, Alka Seltzer and Bufferin em-
phasize sports. The Alka Seltzer prefer-
ence especially 1s hased on its drive
for the male viewer. Sixty per cent of
its sales are derived from upset stom-
achs and 40 per cent as a headache
remedy.

Countrv and Western programming
is also a staple commodity, especially
with Anacin, It is especially attractive
to the lush Southern wmarket where
self-dosing is common.

Total coverage goal of all brands

All the brands seek total coverage,
and therefore buv in all dayparts. Bul
those remedies which havent large
enough TV budgets zero in on prime
time periods and daytime. They sell
all during the week as well as on the
weekend, a time when having fun is
traditional. Repelition is the key.

Network, of course, offers adver-
tisers such as Bristol-Mvers and Amer-
ican Home a 75-cents-on-the-dollar
buy, as they earn maximum discounts.
These companies have so many brands
they can move them in and around,
using their network vehicles almost as
spot carriers, and give small brands
big exposure. It also offers numerous
advantages not available in spot: big
name talent, network promotion and
publicity, program identification and
tremendous audiences.

This is particularly true for Buffer-
in. The TV goal of Bufferin is impact,
with efliciency considerations second-
ary, though, as a matter of fact, the
size of the audience reached by its net-
work vehicles has made for a relatively
high efficiency. Impact was first scored
with Arthur Godfrey, then later with

www.americanradiohistorv.com

Alfred Hitchcock Presents and finally
with Playhouse 90. Impact was also
heightened by high identification with
programs. Bristol-Myers, with full
ownership of Alfred Hitchcock Pre-
sents and Tombstone Territory, was the
only company among the four to fully
sponsor several programs and cash in
on the identification factor.

The nature of the Godfrev and the
Hitchcock programs is such that they
attract fairlv constant audiences. Buf-
ferin was then in the fortunate position
of being able to keep punching home
its sales pitch to the same faces over
and over again, the ideal repetition
pattern.

Godfrey shoved them into first place

Personatity selling. with its magical
power to move goods, is generally
credited by Bristol-Myers as being the
force that shoved it into first place
among headache remedies. And God-
frev gets chief credit. ’re-Godirev, the
pace of the product’s growth was sub-
stantial. Post-Godfrey it was jet-pro-
pelled. The first full season he was
sponsored by Bufferin, it used two half-
hours of his davtime show and an al-
ternate half-hour in the evening, plus
an evening half-hour anthology pro-
gram. Bulferin is also using Don Mec-
Neill on radio (which incidentally con-
sumes about 20 per cent of its total
advertising budget), and has used Bert
Parks on TV,

Bufferin supplements network with
spot. Occasionally it will go into a
market and go after saturation. A case
i point is its buy of 42 spots in Los
Angeles during the week ending Mav

To next page

Houston
the

TRK-TV, chamnet 13
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THE BATTLE OF THE PAIN-KILLERS From page 83

16, 1958. In five other markets that
week, il was averaging less than three
spots each. And the Los Angeles spot:
were mainly on film programs for even
heavier impact. Otherwise its main
reliance seems lo be on IDs bought
on independents in major cities to find
audiences nol walching its network
programs. And it doesn’t huy too many
of these.

The Anacin network ottack

Efliciency plus power hest describes
the Anacin nelwork altack, an ap-
proach that is perhaps unique for its
well-halanced combinations of various
program tyvpes and for the range of its
davtime and nighttime coverage, mid-
week as well as weekend. (See program
listings {or Anacin on page 86). Amer-
ican Home was like an old champion
who suddenly and startlingly realizes
that the young challenger has the abil-
ity to deliver a knockout punch. Its
Anacin brand was in peril. The trans-
fusion was money pumped into TV.
The Anacin hudget was increased al-
most 60 per cent from 1956 to 1957.
Expenditures for the former year were
»3,257,000. In 1957 they were $8,662,-
000.

Have Gun Will Travel was added to
Name That Tune, which gives one of
the best cost-per-thousands in TV. Sev-
eral NBC quiz shows were added to
Love of Life and Secret Storm, two
well-established CBS daytime bheach-
heads. These new programs increased
the network reach tremendously.

The approach has also proved highly
effective in this field. Spot for years
had kept the sales pressure at a high

-
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flame for both Alka Seltzer and Bayer.
Miles didn’t have enough important
products to use network as efficiently
as it might (68 per cenl of its total
sales in 1956 were from Alka Seltzer).
Spot offered flexibility, an absence of
risks and special promotion possibili-
lies in individual markets.

Special promotions are, of course,
Alka Selizer sales technique. But just
as important are the field reports that
Alka Selzer receives from its represen-
tatives. These state almost to the exact
day the duration of the impact of its
spot campaigns. New campaigns are
then mounted to generate tremendous
sales power. These spot tactics can be
compared to an artillery battery shell-
ing a position and waiting for reports
{from observers up front to unleash a
new cannonade. Control is the greatest
asset of such use of spot, control which

is vital when a product is so important

to a company.

To get impact, Alka Seltzer buys
minutes. These are centered in station
time when they are obtainable. They
enable Alka Seltzer and its compeii-
tors, who also favor minutes, to give
the product the full sell which is gen-
erally desired in drug copy. To get at
the prime time viewers with its spot,
Alka Seltzer however, also uses a large
number of 20-second station breaks.
Though these cannot tell the full copy
story, when bought in sufficient num-
bers, they have a great cumulative im-
pact.

Spot is, of course, especially valu-
able to Alka Seltzer because it is a
product that enjoys heavy seasonal sell
during holidays when people tend to
over-eat and over-indulge. Because it
is also sold as a cold remedy, it enjoys
heavy winter sales. Spot consequently
enables Alka Seltzer to link advertising
pressure to potential need for product.

This, of course, is also done by Ana-
cin, which uses a wave pattern of buy-
ing spots. Beginning September 30,
markets are added by Anacin until a
full complement of 120 (Alka Seltzer
concentrates on 96 markels) is reached
at the height of the cold remedy season.
As the weather hecomes warmer, sla-
tions and markets. are gradually added
until during the summer months, only
the most important markets are being
used for spot. Incidentally, Anacin
stoked up its spot operation consider-
ably in 1957 when it spent $1,918,000.
I 19506, it had spent $1.13,000.

To page 86

Ad libs
are fine hut;

It's a fact—quick quips, sponta
ous gestures, are best caugtio

film. Then you are in contra #

quick snip here ... a laugh tea
lighted there—and you have ax¢
ter show . . . one you can be p=
of. That's because you see it bet

you show it on film. What's mi =,

a very important “more,"’ you

control, too, of time and stat: i

Use black-and-white—or colo
there’s an Eastman Film for L
purpose.

For complete information writes

Motion Picture Film Departmes

EASTMAN KODAK COMPA
Rochester 4, N. Y.

i East Coast Division
342 Madison Ave., New York 17, N

Midwest Division
130 East Randolph Drive, Chicago 1:

West Coast Division
6706 Santa Monica Blvd.
Hollywood 38, Calif.

or

W. J. German, Inc.
Agents for the sale and distribution
Eastman Professional Motion Picture Fi
Fort Lee, N. J.; Chicago, Ili.;
Hollywood, Calif.

Be sure to shoot
in COLOR.. ..
You'll be glad you did.
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THE PAIN-KILLERS From page 84

Another form of impact is generated
in the Alka Selizer use of network. An
average of seventy per cent of the com-
mercial lime is used on Miles Labhora-
tories network programs, with more
daytime than night. Coverage is com-
prehensive lo go along with ils power-
ful reach.

Of all the pain-killers, Bayer Aspirin
appears lo adhere most strongly to the
goal of circulation at a minimum cost.
The big gun in its arsenal, al least in
terms of keeping cosis low, is a detec-
tive series produced in England by
Sterling Drugs and variously titled
Inspector Mark Saber, Saber of Lon-
don, The Vise and Detective’s Diary.
It has been estimated that the series
lias been worth a minimum of $3,500.,-
000 in free time and programming to
Sterling and Bayer Aspirin over the
last three years.

The show is a barter property, one
of the few used in this manner by a
major client. Originally produced for

out $22,500, it was first seen on

stery Theater on ABC. Re-runs

‘e then offered to stations and were
carried by as many as 125 of them for
two seasons. The third year of re-runs
were placed on NBC in lieu of new pro-
grainming on Sunday afternoons and
Saturday mornings, and, in addition,
are still being bartered on more than
60 stations.

Otherwise, Bayer’s network soap
opera Modern Romances, now can-
celled, was one of the cheapest on TV,
program cost heing $2,700 per quarter
hour. Quiz show buying is on a con-
liguous basis.

In spol, incidentally, Bayer prefers
minutes, bul, in realily, it has had to
settle for a good deal less.

Alternate roads to TV sales success

Since all these pain-killers are get-
ting a good number of impressions
many would argue that copy is the
determining factor. Hard sell is, of
course, the rule. But Alka Selizer’s use
of the soft sell is so directly contra-
dictory and so productive of results
that, once again, it illustrates the pos-
sibility of taking allernate roads 1o
sales success on TV,

The Alka Seltzer soft sell siresses the
pleasant aspect of taking the product.
It features “Speedy,” a cartoon char-
acter  who symbolizes “propulsive
action,” a quality that all these pain
killers sell and sell hard. “Speedy” is
involved in a number of situations

To page 88

86

PROGRAMS SPONSORED BY THE HEADACHE REMEDIES

Thursday

ANACIN
Progrom Network  Time Period Day Purchase
Have Gun Will Travel CBS 9:30-10 p.m. One-half
Doug Edwards and News " 7:15-7:30 p.m. Iﬁi::{;:y
Monday
Secret Storm (Strip) " 4:15-4:30 p.m. Wednesday Quarter-hour each day
Friday
Love of Llife " 12-12:15 p.m. ;;3??;(: Quarter-hour each day|
Y
Name That Tune " 7:30-8 p.m. Tuesday One-half
Sunday News Special ” 11-11:15 p.m. Sunday o
77 Sunset Strip ABC 9:30-10:30 p.m. Friday One-quarter
It Could Be You NBC 12:30-1 p.m. Friday Alt. quarter-hour :
Price Is Right ” 11-11:30 a.m. Monday ” " y:
Queen For A Day ” 4-4:30 p.m. /;’:?d”:yﬂy ” " ”
John Daly and News ABC  10:30-10:45 p.m. thomin Quarter-hour
Behind Closed Doors NBC 9-9:30 p.m. Thursday One-half
BAYER ASPIRIN
Mark Saber NBC 7-7:30 p.m. Sunday One-half
Restless Gun ” 8-8:30 p.m. Monday One-half
Detective's Diary " 12:30-1 p.m. Saturday o
True Story " 12-12:30 p.m. Saturday o
Verdict is Yours CBS  3:304p.m. }’:ﬁf’s’ﬁ;"” o G hougg
Monday |
County Fair NBC  4:30-5 p.m. V/ednesday ” r” ” |
Friday
Monday
Today is Ours " 3-3:30 p.m. Wednesday ” & 4
Friday !
Monday
Price is Right ” 11-11:30 a.m. Wednesday ” ” ¢
Friday
Perry Mason CBS 7:30-8:30 p.m. Saturday One-third
BUFFERIN
Pete Gunn NBC 9-9:30 p.m. Monday Full sponsorship
Alfred Hitchcock Presents CBS 9:30-10 p.m. Sunday " ”
Arthur Godfrey (morning
show) " 11:15-11:30 a.m. Wednesday Quarter-hour
Verdict is Yours ” 3:45-4 p.m. Monday “ "
Post Fight Beat NBC 10:45-11 p.m. Friday " '
Undecided ABC 11-11:15 a.m. Friday Major sponsorship
Undecided " 12:45-1 p.m. Friday i ”
Undecided ” 3-3:15 p.m. Friday ” "
ALKA-SELTZER
Fights ABC 10 p.m. on Wednesday One-half
Rifleman " 9-9:30 p.m. Tuesday One-third
Leave It to Beaver " 7:30-8 p.m. Thursday One-third
Jimmy Dean CBS 2-2:30 p.m. Tuesday Alt. quarter-hour
Price Is Right NBC 11-11:30 a.m. Thursday " i o
1 It Could Be You i 12:30-1 p.m. Thursday " " !
| From These Roots " 3:30-4 p.m. Thursday i v
Queen for a Day " 4-4:30 p.m. ” ” ”
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cITY
0 AM Miami
30 PM  Portland
St. Louis
30PM  san Diego
Cincinnati

5 PM Boston

OPM  Las Vegas
45PM  Houston
1AM Pnhiladelphia

STATION AUDIENCE

WTVJ

WCHS.

KMOX
KFMB
WKRC
wBZ
KLRJ
KGUL
WFIL

HERE'S THE PROOF!

% OF

57
66
62
6S
52
48
SO
60
63

Warner Brothers Features. Over 50% of the audience in three-station markets can be yours
ing, noon and night. Look at the record below. Write, wire or phone for full details.

inc.
-

Productions Corp.

FILM
DARK PASSAGE
SHE HAD TO SAY YES . .

MAN FROM MONTEREY
BELOVED BRAT Distributors for Assoclated Artists

345 Madison Ave., MUrray Hill 6:2323 NEW YORK
STALLION ROAD 75 E. Wacker Dr., DEarborn 2:2030 CHICAGO
FIGHTING 69TH 1511 Bryan St., Riverside 7-8553 DALLAS

TO HAVE AND HAVE NOT 9110 Sunset Blvd., CRestview 6-5886
TASK FORCE

PRIDE OF THE MARlNg.S .
WWW.americanradiohistorv.com

LOS ANGELES

Prices for individual pictures on reques
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THE COMMERCIAL CLIMATE  From page 47

The commercial that was specifi-
cally tailored for the program did twice
as well as the average for commer-
cials that were just “dropped into”
the show.

The second way lo overcome the
middle-position problem is the “mood
of the show” approach. Basically, this
means relieving the tension by a com-
mercial in a lighter vein that makes use
ol characters, settings or siluations
that are in keeping with the program
itself. This was done successfully on a
western hy the food advertiser, as
shown in the following figures:

Preference
Change
“Mood of show™
commercial . ... ... . 13.29,
Average, all other
commercials . . . ... .. 7.1

To sum up the picture for middle-

tion commercials in tense pro-

s: With the middle commercial

rmally following the height of view-

er involvement. “cast” commercials

nd those that fit in with the mood

of the program appear to be ways

of utilizing this intensity to the best
advantage.

Conventional placements a problem

So much for the middle commercial;
now let us examine the other two con-
ventional placements, heginning with
the opening commercial. How do these
fare in tense programs? The following
series of tesls indicates that there is
a problem here too:

oy b n
" in - |
2 Houston
the
turn

is

KTRK'TV, channel 13

90

The Schwerin Competitive Prefer-
ence measure is applied as follows:

Between 300 and 450 people are
attracted to a theater by mail. (The
final sample, of course, is post-
selected from the original audience.)
They then go through these steps:

(1) Fill out a questionnaire giv-
ing their personal characteristics
and other information.

{(2) Check on a list of all the
major brands of a product the one
that each person wishes to receive
if he is the winner in a drawing.

(For low-cost and frequent-use
items, a substantial supply s
offered.)

(3) View the commercial in

program context—either the adver-
tiser’s own show or a participating
spot context.

(4) Write down, if they can re-
call it, the brand name and every-
thing they remember having seen
or heard said about the product in
the commercial.

(5) Check again on the same list
the brand they prefer to win.

The change in the percent choos-

HOW SCHWERIN TESTS COMMERCIALS

ing the advertiser brand before ex-
posure to the commercial and the
percent chossing it after is taken ac
the effectiveness measure.

The Competitive Preference cri-
terion has correlated with the re-
sults of sales area lesls run inde-
pendently by a number of our 65
client contracts. This correlation is
naturally relative; when commercial
A is significantly more effective by
this measure than commercial B,
the former does bhetter in a test
market situation. No serious re-
searcher will claim that volume of
sales resulting from any given com-
mercial can be accurately predicted;
there are just too many intervening
variables between the advertising
stimulus and the moment of pur-
chase.

It should be noted that positive
correlation with sales has not been
obtained during this same history
for rememberance, belief or liking.
These have their own values in the
scheme of understanding viewer
reactions, but are not employed as
measurements of effectiveness.

Preference Change

In In
Product Situation Western
= Comedy Program
Cereal ........ 6.7%...0.49,
Beverage ...... 3.6 ..0.8
Food ......... 4.5 ..2.3
Drug Product . . .9.1 7.1

The westerns in the above tests all
had one characteristic in common—
the presence immediately before the
commercial of action-packed, tense
teaser scenes. The teasers—which, in-
cidentally, our program studies reveal
to be very important from the audi-
ence-holding viewpoint—seem to rep-
resent a hazard as {ar as the commer-
cials are concerned. For in one in-
stance where a commercial was tested
in a western and was not preceded by
a teaser, this was the outcome:

Preference Change

Same commercial in—
Situation comedy ... ... 4.29,
Western (without teaser) 8.0

wWWwWWwW.americanradiohistorv.com

This, then. is the present state of tl
information about opening comme
cials in tense programs: The deletio
of an action teaser before the lead-o
commercial appears to make the spe
easier to work with (but it is unlikel
to be a realistic solution to the proble
because of potential audience loss).

Our review of commercial plac ¢
ment has been a rather gloomy tour ¢
far. We come now to the closing pos|
tion, where the picture is more chee
ful. The first indicator of this happigj
state of affairs is a study in which thif
same cereal commercial was teste
twice in the same western—in the fir!
instance in the middle position, an
then in the closing position:

Preference Changis

E L e 4‘-9‘70 ‘\J

In middle position
In last position

The ability of a commercial to pe:
form better in one place than in ar
other is fairly strong evidence in itsel
Also of moment is the steady way i’
which commercials in the third spot i+
tense shows regularly outperform thos"
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Jocated elsewhere in such programs:

Preference Change

In western

or
In situation adventure
Product comedy show
Pet food . . . .. 4.7%....17.5%
Candy ... ... 53 ....149
Hair
dressing .. . 4.3 ... .11.4
Analgesic . ...3.8 ... 7.1

In the last two cases, by the way,
the advertiser was the alternating spon-
sor, which suggests the interesting
likelihood that minor sponsorship is
actually the preferred position on most
tense programs at the present time.

Our basic conclusion, then, must be
as follows: Both the opening and mid-
dle positions pose special problems: the
odds are against escaping these if you
simply insert a commercial without
regard 1o the show’s nature. The lasi
position, on the other hand, is more
tractable; most basically effective com-
mercials are apt to do well there.

?

L o

It is our feeling that the final com-
mercial succeeds more often in pro-
grams of the kind under discussion
because at that stage the plot has com-
monly been resolved, so that viewer
tension has subsided. Against this, of
course, must be weighed the possible
loss of audience once the story ends.

The spot-carrier approach to tele-
vision programming will doubtless
continue to be important. Economi
pressures will continue to lead to wide-
spread use of participations and alter-
nate sponsorships.

Those advertisers, however, who take
the factor of program environment into
account will enjoy a decided competi-
tive advantage, simplv because of the
increase in commercial effectiveness it
has been proved possible to achieve,
with no change in rating. At the present
time, two basic qualitative approaches
are possible.

. Develop commercials that take
advantage of the involvement achieved
bv the program;

2. Avoid the difliculty from the start
hyv selecting a tvpe of program that is
easier to work with——even at the cost
of some circulation. END

SWEENEY From page 35

Prices, selling points, store hours-—-all
alterable within minutes of air time.

CLAIM No. 7: “Newspapers offer
better retail merchandising than any
other medium . . .”

Fact: You get what vou pay for in
advertising. The cost of newspaper
space is based upon many things. One
of them is the amount of “free” mer-
chandising done by the paper. You pay
for it. If vou don’t want or need it-
vou payv for the other guy’s. If vou
want merchandising help. ask your
local RAB radio station. Some of the
smartest merchandising ideas have
originated with these stations. But the
cost of this is not shared by all the
slation’s advertisers.

CLAIM No. 8: “Newspaper advertis-
g 1s a safer and surer investment
than other media . ..”

Fact: Ask vour RAB station repre-
sentative what an advertiser gets for
his money on radio. He'll show vou
actual case histories of businessmen in
vour field who have used radio success
fullv. You’ll see what others gained for
their investment in radio. END

wm Fresno

M M NAD — coordinates with

McClatchy newspapers for complete, up-to-the-minute

coverage. Sound and silent film cameras give 24-hour

KMJ-TV in the Billion-Dollar
Valiey of the Bees

VISION MAGAZINE SEPTEMBER 1958

KMJ-TV * FRESNO, CALIFORNIA ¢ McCLATCHY BROADCASTING COMPANY
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coverage of local events. Has No. 1 rated news program.*

*ARB May ‘58

The Katz Agency,
National Representative
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THE IMAGE OF

e LU EYABIILITT

B N EE PR TR W

L)

4 — Py T

Believable as the familiar school-
house and the bell that beckons young-
sters back to books and lessons—that
is WWJ-TV in Detroit. Eleven years of
superior television service to southeastern
Michigan have given WWJ-TV such
dominant stature that every advertiser
enjoys a priceless advantage.

Be sure this fall. Be sure to use WWJ-TV,
Detroit’s Believability Station.

Television Magazine, September
Sponsor, September 20
Broadcasting-Telecasting, September 8

WWW americanradiohistorv com

ASSOCIATE AM.FM STATION Ww)

Flest in Michigan awned & aperated by The Detrait News

National Representatives: Peters, Griffin, Waodward, Inc.
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SHANKS OF PRUDENTIAL /irom page 50

"Basically we are selling an intangible . .

sell the insurance. Because our commer-
cials have informed most of these pros-
pects as to the broad outlines of our
policies, the prospect is obviously much
more Teceptive to our selling.

“Make no mistake about it, insurance
selling is not easy. It is a product every-
one knows and needs, but it is not a
product everyone wants to buy. You
can’t park it in the driveway. Or store
food in it. It is necessary to sell in-
surance hard.

“Basically what we are selling is an
intangible which consists of faith in
our company and its ability to stand
behind the policies it sells,” Shanks
explains. “TV is managing to make the
gelling of that intangible easier. We
can’t always measure its contribution,
but we know it’s there. We get an im-
mediate feedback from our salesmen
if they see anything they don’t like.”

As might be expected, the highly de-
veloped public relations conscious-
ness common to insurance company
management is reflected in Prudential’s
approach to commercials. “The nature
of our product is such that we must pay
much more attention to our commer-
cials than some other companies,” says
Shanks. “We can’t offer dances and
jigs. We can’t beat people over the
head. We stress high grade advertising
that embraces a soft sell.

Art, quatrains & stylized guitar playing

“This summer we’ve moved even a
fittle further along the lines of public
service. We're offering eight to ten
Commercials of a public service nature
which follow the lines of those create
by the Advertising Council. They fea-
tre still art, quatrains, and stylized
gUitar playing. These embody an in-
direct approach to selling which we
feel will also be invaluable in making
the name of the company known.”
Shanks also believes that such com-
mercials will play their part not only
In dispelling gloom, but in making the
) Pflb!ic community-minded. In contra-
ICtion to most economists, Shanks and
 his corps of analysts at Prudential have
* Steadfastly predicted that 1958 would
" %€ a rise in business. He does, how-
§ Ser, see the need to keep costs under
Control,
As for TV, Shanks sees no signs
t?CStS are levelling off for Pruden-
‘We keep extending our coverage

ISION MAGAZINE SEPTEMBER 1958

and increasing our TV budget.” Never-
theless, he believes that TV’s results
make it well worth its costs. “You must
realize how many people see it and
how deeply it goes,” he explains.

In the near future Prudential intends
to keep using TV in the same way.
“As Prudential grows we may make
more use of TV, but it will be along the
same lines”-—the broad avenues of soft
sell on an institutional level.

Women’s influence to be explored

One area to be explored more hor-
oughly is the influence of women in
huying insurance. In spite of several
attempts to chart its boundaries, it re-
mains, as yet, uncharted. Prudential
had been in daytime radio: in the early
1950’s, it went into daytime TV by
purchasing a segment of the Garry
Moore morning show. “We never really
discovered whal results we were Zetling
with daytime sponsorship so when our
evening program became more expen-
sive, we cut back daytime.”

Though the insurance executive is
well-aware of the value of the medium
to his company, he is hardly an un-
critical admirer of it. He deplores the
current tendency among advertisers
and agencies lo plav follow-the-leader
in their programming. He sees the em-
phasis on Westerns as being the reason
wiy 1ore people don’t watch the me-
dium. He also deplores the emphasis
on ratings. “We pay attention to ratings
at Prudential. Naturally we want our
program to get sensible ratings and
do a constructive job. But they are only
one way of measuring the medium.”

Shanks admits that if he were selling
soap, he might have a different view-
point. Nevertheless, he believes that all
sponsors should watch their commer-
cials carefully.

The Prudential president also be-
lieves that TV has had an enormous
effect in standardizing the taste of the
country. He finds it a major factor in
the drive toward conformity. “Every-
body has got to eat the same products
and think the same thoughts,” he de-
clares. “A man can’t wear one-piece
underwear without being thought odd.”

But Carroll Meteer Shanks can
hardly be accused of conformity. Only
recently did he buy a TV set after his
associates had tried to persuade him
to buy one for years.

WWW.americanradiohistorv.com

. TV makes the selling easier.”

He goes to bed early, before prime
time ends, at 10 p.m., and is up at six
am. to do Yogi exercises. He is a
tough, demanding executive who sees
social responsibility as a major con-
cern for big business.

And he sees TV as being of tremen-
dous aid in the mass selling of the idea
of responsibility. “TV’s wide impact,”
he says, “helps us reach people in the
mass and teach them something about
the value of self-sacrifice. Our policy-
holders have not bought a pleasant
shiny knicknack but have given up
something to protect their wives and
families. And this has had a significant
effect on the moral integrity of people,
hecause they have decided to take care
of their own rather than rely on some-
one else or the government.”

Few insurance companies use TV

But aside from Prudential’s concen-
tration on TV, the insurance field itself
has generally used other media to tell
its story. Magazines have leen pre-
ferred. Prudential itsell pioneered with
Sunday supplements in 1951. In 1957,
its Sunday supplement budget was
$1,300,000. In terms of advertising ap-
propriations, its lwo closest competi-
tors are the New York Life [nsurance
Company with $4,450,000 and the
Metropolitan Life Insurance Company
with $3,900,000.

Shanks does not expect them to fol-
low his company into TV, at least not
on the Prudential scale.

Prudential was not successful with its
first network program. lts Prudential
Family Hour was cancelled after the
1950-31 season hecause it did not give
sullicient coverage. Its second vehicle,
Your Show of Shows, on which a par-
ticipalion was bought, was also dropped
after one season.

From that time on Prudential has
cone from one success to another.
It purchased You Are There in Sep-
tember 1953 and the program ran until
the summer of 1956. Through the sea-
son of 1956-57, it rode the spectrum
on Air Power, the documentary so suc-
cessful it proved to be the nemesis of
Roy Rogers.

And now with Twentieth Century it
seems to have found a vehicle that will
go on for years. Dedicated optimism
sometimes does pay off. But Mr. Shanks
is insured for $450,000 anyway. END
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This month wNEP-Tv becomes one of In North Eastern Pennsylvania’s 21-
America’s most powerful television county area, wNEp-Tv Will now be hit-
stations...zooming up tower height and ting a total of 336,157 Tv homes (plus
visual power to deliver a bonus of about about 65,000 more reached by two satel-

80,000 additional Tv homes...penetrat- lites) ...blanketing a booming industrial
ing even fringe areas with maximum signal intensity on  center with annual retail sales of over $2 billion.
direct line-of-sight. Add aBc-Tv’s top-rated shows...fine new local program-

wNEP-Tv will now deliver the best possible coverage of  ming from studios in both Scranton and Wilkes-Barre...
the prosperous Scranton — Wilkes-Barre trading area at and wNEP-TV makes the “prettiest picture” for advertiser
the lowest cost-per-thousand. and viewer alike!

REPRESENTED BY AVERY-KNODEL, INC.

W N E P _TV A TRANSCONTINENT STATION ymb:fl

WROC-TV, Rochester, N.Y.. « WSVA Radio, WSVA-TV, Harrisonburg
Channel 16 « Scranton—Wilkes-Barre WGR Radio, WGR-TV, Buffalo e WNEP-TV, Scranton—Wilkes-Barre | K| Service

OFFICES: 70 NIAGARA ST., BUFFALO, MOHAWK 2300 o 15 E. 47th ST., NEW YORK, PLAZA 1-3030 TES

P
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HOW THE TOP 50 ADVERTISERS SPENT $1.2 BILLION From page 42

Drug companies have highest ratio of advertising to sales

50, almost all the drug companies climbed in the rankings,
notably Pharmaceuticals Inc., up from 44th to 30th place.

In the hierarchy of American business, the pharmaceutical
companies hold a relatively low position when measured by
their sales, profits or invested capital. Their rankings in this
study, by contrast, point up the essential role played by ad-
vertising in their corporate existence. Most striking is the
case of Bristol-Myers, which stands 10th in TELEVISION MAGa-
ZINE’s listing of national advertising expenditures, but only
350th in sales, according to Foriune magazine. American
Home Products, 8th in advertising, ranks 118th in sales. Rev-
lon stands 35th in advertising and 378th in sales.

Looking at it another way, Bristol-Myers’ ratio of adverlis-
ing expenditures to sales in 1957 was 28.5%. For Miles Labo-
ratories it was 28.27, for Carter Products 27%, for Revlon
12.5%, for American Home Products and Warner-Lamber|
9%. (And these figures are based on the five measured media
only; if direct mail and all other advertising bids were in-
cluded they would, of course, be much higher still.)

By comparison, General Motors, which ranked first in
both sales and advertising, spent 9% of its sales in the five
measured media. Ford and Chrysler spent 1.19, and 1.8%
respectively. The three appliance companies—Westinghouse,
General Electric and RCA—each devoted less than 1% of
sales on media advertising.

In the tobacco group, the ratio swung from 4.35% for
American Tobacco to 9.3% for Lorillard. In soaps, P&G
spent 8.7%, Colgate 9.4 and Lever 14.4%. Among the food
companies, a ratio of 39 -4% was the rule, although Ar-
mour devoted only .50 and Kellogg went up to 7.8%.

TELEVISION MAGAZINE’s media report this year includes
sales figures as reported in Fortune magazine’s Directory of
the 500 Largest U.S. Industrial Corporations, published last
July. Except where indicated, figures are [or the fiscal year
ending not later than January 1, 1958.

Analysis of the six key industries

Here is an analysis of how the six key industry groups
Tepresented in the Top 50 divided their advertising dollars
among the five measured media in 1957.

Appliances: Largest shift in media emphasis among the
three appliance manufacturers in the Top 50 was made by
Westinghouse, which almost doubled its magazine share at
the expense of network TV. Nevertheless, network television
femained its primary choice, with 46% of its budget. Gen-
eral Electric and RCA made only slight changes in their
Media shares. GE kept 43% in magazines, divided the re-
Mainder equally between newspapers and network television.
RCA also made magazines its primary choice, though its
€ombined investment in spot and network TV was slightly

Tger. A feature at RCA was its comparatively heavy move

to network radio—9% of its budget.

Automohiles: Most significant move in the automotive
Up was the return, by General Motors and Chrysler, to

VISION MAGAZINE SEPTEMBER 1958

increased emphasis on print. Prior to 1957, network tele-
vision’s share had grown larger vear by year, until in 1956
Chrysler actually made network television its primary choice.
Last year Chrysler shifted hack to newspapers as its media
favorite, though with 37% still on the networks it remained
TV’s staunchest advocate among the Big 3. GM decreased
its network TV share, increased both magazines and news-
papers, with the latter now receiving 53% of its budget.
Ford kept its 1956 shares relatively unchanged, with half
going to newspaper, one-quarler to television. and most of
the remainder to magazines.

Drugs & Toiletries: Network lelevision grew even
stronger as the main supporl of the drug group in 1957, as
six of the eleven companies represented put over 509 of
their budgets into the medium. When spot expenditures are
added, 10 of the 11 put over half their funds into television.

Three companies-—Carter Products, Warner-Lambert and
Sterling Drug-—made spot TV their primary choice, though
in each case allocating to it a smaller percentage than in
1956. Carter, with exactly 50%, rode most heavily with spot
TV; Pharmaceuticals, with 8190, most heavily with network
television. Revlon practically abandoned spot, whose share
dropped from 14% to 1%, and boosted its network invest-
ment.

Johnson & Johnson moved large share into network TV

Johnson & Johnson continued its main emphasis in maga-
zines, slightly over half its budget, though it moved a con-
siderable share out of magazines and into network TV in
1957. Magazines received approximately 209 of the bud-
gets of Bristol-Myers—down from 1956; Warner-Lambert
—up from 1956; and Helene Curtis—also up. Warner-Lam-
hert tripled its newspaper share from 5% to 15%.

Moving back into network radio in 1957 were Bristol-
Myers and Carter Products, both with over 10°
five-media budgets.

of their

Food: The steady movement of food advertising revenue
into television continued in 1957, as every one of the 16
companies represented in the Top 50 gave TV the largest
slice of its budget. Thirteen put their largest single appro-
priation into network TV, two favored spot TV, and one—
Coca Cola—rode with newspapers.

Changing their number one choice last year were Na-
tional Dairy, from newspapers to network TV; Cambell
Soup and Standard Brands, from magazines to network
TV; National Biscuit, from newspapers to spot television;
Corn Products, from a three-way tie between spot TV, net-
work TV and magazines to clear-cut emphasis on network
TV; and Coca Cola from network TV to newspapers.

Greatest single change in emphasis was made by Swift &
Co., which by upping its network TV share from 41% to
63% jumped over Kellogg for first place in share-of-budget
going to the medium. Continental Baking, already the major
advocate of spot TV in the food group, raised its allocation

To next page
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HOW THE TOP 50 ADVERTISERS SPENT $1.2 BILLION Continued

Network television was again first choice of soap and tobacco companies

from 55% to 73%. Others heavily in spot TV were National
Biscuit. Coca Cola and Corn Products.

Pillshury Mills shifted a considerable share of its budget
into newspapers, from 23% in 1956 to 31% last year. Na-
tional Dairy, Armour, Quaker Oats, and National Biscuit all
kept approximalely 30% ol their media budgets in news-
papers. Armour and Borden increased their magazine per-
centage, while General Mills and Campbeil Soup continued
their 35% share in that medium.

Only National Dairy, with 6% of its budget committed,
made any significant new move into network radio.

Soaps & Cleansers: Media relationships by the three
dominant companies in this industry remained almost pre-
cisely whal they had been in 1956, with network TV the over-
whelming {avorite in each case. Both Procter & Gamble and
Colgate-Palmolive devoted over 50% of their budgets to their
primary choice. For P&G it was spot TV next, then maga-
zines, then newspapers. For Colgate, newspapers were second
choice, then spot TV, then magazines. Lever remained, as in
1956, the most strongly newspaper-oriented of the three, with
30% of its budget commitied. It gave network TV 42%, spot
TV 13%. Both Lever and Colgate increased their network
radio shares slightly.

Tobacces: Although the cigarette companies were the
most volatile last year in terms of shifting relationships be-
tween media, each company remained faithful to the primary
choice it had made in 1956. Network TV again won the larg-
est share-of-hudget from R. J. Reynolds, American Tobacco,
Liggett & Myers and P. Lorillard; Brown & Williamson con-
tinued its emphasis on spot TV; and Philip Morris stayed
with newspapers.

Most tobacco companies spread out their allocations

Except for Reynolds, however, each company decreased
the share going to its favorite medium and spread out its allo-
cations. Philip Morris cut back newspapers from 39% to
32% and reduced its heavy use of spot TV from 38% to 22%
while boosting its network TV share from 5% to 27%. Brown
& Williamson sliced its spot TV share from 54% to 40% and
upped its use of network radio to 14%—highest among the
Top 50 national advertisers,

Lorillard trimmed network TV from 59% to 44% , almost
eliminated magazines, doubled its newspaper share to 30%
and raised ils network radio share to 9%. Liggett & Myers
also added to newspapers, subtracting from television, while
Reynolds reduced its newspaper share and added to the other
four media. American Tobacco’s main shift was from network
TV and newspapers to spot television.

Miscellaneous: Two of the eight remaining companies in
the Top 50—Schlitz Beer and Eastman Kodak—-put the largest
shares of their budgets into television. Schlitz, whose hudget
rose 67% in 1957, trimmed its network TV share from 56%
to 38%, while tripling its newspaper share from 7% to 207/ .
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Fastman Kodak kept its media shares relatively unchanged.
with slightly heavier emphasis on television, slightly less on
newspapers.

Newspapers continued as the mainstay of the three liquor
companies—Distillers Corp.-Seagram’s Ltd., National Dis
tillers & Chemical Corp. and Schenley Industries—with ap
proximalely 60% of the budget in each case. Magazines car
ried most of the rest. Last year, however, Schenley Indus
tries, for its non-liquor subsidiaries, appeared in both net
work and spot TV, and Distillers Corp.-Seagram’s increase«
its network TV usage from 4% to 5%.

American Telephone & Telegraph (excluding the individ
ual companies of the Bell System), E. 1. du Pont de Nemour
and Goodyear Tire & Rubber all put over half their medi.
budgets into magazines. AT&T increased its network TV
share from 18% to 31%, while both du Pont and Goodyea
kept their shares in the medium at approximately 20%
Du Pont, in 1957, moved 2% of its budget into networ
radio.

How these expenditures were compiled

Gross billings for time and space for each of the measure
media were compiled from the following sources: Medi|
Records (newspapers and newspaper sections); Publisher
Information Bureau (general and farm magazines, networ
TV, and network radio through 1955); TvB-Rorabaug
(spot TV). Network radio expenditures for 1955 were prc
jected from the PIB data which was available for the fir
seven months, to provide estimates for the entire year. Ne
work radio billings for 1956 and 1957 are provided directl
by the four networks.

To gross billings for newspapers and magazines are adde
production factors developed by the McCann-Erickson Cer
tral Research Department for the Printers’ Ink continuin’
index of advertising expenditures. For spot TV and networ
TV, gross billings are reduced to net through factors als
developed by McCann-Erickson, and production and taler
costs for both programming and commercials are applied ti
the net. For network radio, TELEVISION MAGAZINE’s own dit
count factor is applied to gross billings, and the McCant
Erickson production costs added to the net.

Mow thz figures were adjusted

To newspaper gross billings, 6.9% was added for 1950-57
to magazine gross billings, 11.5% for 1950-57.

On network television, for 1950, 1951, 1952, 1956 an:
1957, 75% of the gross was taken as net; for 1953-55, 779
was taken. To these net figures, 42.8% was added for produc
tion in 1950; 86.2% in 1951 and 1952; 87.1% in 1953; 759
in 1954-56; and 70% in 1957.

On spot television, 70.7% of the gross was taken as nej
and 17% was added for production, in both 1956 and 1957

On network radio, 64% of the gross was taken as net fo !
1950-55, 50% in 1956, 75% in 1957. In 1950-53, a produc:
tion factor of 57.5% was added to net; in 1954 the factos
was 45% ; in 1955, 40% ; and 1956-57, 35%.

To page Y
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authority for the facts and figures . ..

N. W. AYER

i . .
“The soundest available figures. Your new
approach makes sense.”

PHILLIP MORRIS

“Your TV set count is one of the standards.”

MC CANN ERICKSON

“, .. TELEVISION Magazine's circulation
data extremely useful . . ."

ANAHIST

"“TELEVISION Magazine's research pro-
vides essential service.”

FOOTE, CONE & BELDING

“We use your circulation figures and TV
market data extensively.”

PETERS, GRIFFIN & WOODWARD

“Congratulations, your new evaluations are
a sound approach to a difficult problem.”

LEO BURNETT
“TELEVISION Magazine's TV set owner-
ship estimates have become one of our

tools.”
BLAIR TV

“Your TV set count is a great contribution.”
PABST

“Your figures are used to correlate TV
coverage in distribution areas.”

This industry-wide acceptance is TELEVISION Magazine's guarantee of maximum
readership of the magazine and its advertising. In every industry there is one
in television it's TELEVISION Magazine.
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in SCRANTON-WILKES BARRE

when you

buy
WDAU-TV!

MORE . . . for WDAU-TV sells Scranton-Wilkes Barre plus 52 communities
each with a population of 5000 or more and offers consistent ARB
leadership through highest rated local programs and CBS-TV favorites.

PLUS SOMETHING MORE . .. for WDAU-TV is Scranton-
Wilkes Barre’s prestige station . . . an honor earned through constant
and complete coverage of local political, religious, social and sports
events . . . and reflected in larger and more attentive audiences

for programs like WDAU-TV’s 11 PM News which earns an average rating
270% greater than the next ranking station!

WDAU-TV

... towering over Northeastern Pennsylvania
CBS Television in Scranton-Wilkes Barre

Call H-R Television
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HOW THE TOP 50 ADVERTISERS SPENT $1.2 BILLION From page 96

THE TOP 50: 8-YEAR ADVERTISING EXPENDITURES, INCLUDING PRODUCTION COSTS

Share of budget going into each medium and estimated dollar total

Dollar totals represent advertisers’ expenditures in the
measured media only. For 1956-1957, these are spot TV,
network TV, newspapers, magazines and network radio. Prior
to 1956, spot TV is not included. Percentage figures, which
add up to 100% for each vear, indicate relative shares of the
measured media only.

For 1956, the first vear in which spot TV figures became
available, two lines are carried. For comparisons prior to
1956 the bottom line, which does not include spot TV, should
be used. For 1957, the top line should be used. The 1956
figures reporting five-media totals. which were published here
last September, have been revised for this report owing to
changes in the method of estimating net billings and produc-
tion costs in spot TV,

Net- Net- Total
Soot work News- Maga- work in Net
Company v TV papers zines Radio Dollars Sales
Share Share Share Share Share {000) (millions)
1. General Motors Corp.
1957 1 16 53 27 3 105091  $10,990
1956 2 21 50 25 2 115631
1956 22 51 25 2 112,747
1955 16 55 24 5 120976
1954 17 50 29 4 80,289
1953 16 50 30 4 69,865
1952 16 49 32 3 44,081
1951 6 63 29 2 40,533
1950 5 62 32 1 47,364
2, Procter & Gamble Co.
1957 21 60 8 10 1 101,143 1,156
1956 16 62 8 13 1 91,256
1956 73 10 16 1 76,764
1955 64 12 12 12 70,939
1954 55 13 12 20 58,437
1953 41 16 15 28 52,186
1952 37 16 15 32 53,313
1951 20 29 15 36 52,881
1950 - 3 29 15 53 36,336
3. Ford Motor Co.
1957 4 24 49 22 1 68,591 5771
1956 5 24 49 22 55,200
1956 25 52 23 * 52,444
1955 22 59 18 1 53,549
1954 22 52 24 2 36,707
1953 19 59 21 1 33,082
1952 19 51 29 1 22,683
1951 — 22 59 19 - 19,505
1950 — 17 57 23 3 25,441
' 4. Chrysler Corp.
- 1957 ] 37 42 18 2 65,780 3,565
3 44 36 17 . 53,299
— 45 37 18 * 51,716
38 42 17 3 60,946
34 37 24 5 34,333
15 52 30 3 29,712
— 10 58 27 5 21,552
— 8 65 23 4 22,353
= 5 68 23 4 21,622

MAGAZINE SEPTEMBER 1958

These figures are based on time and space billings, to
which have been added production costs, according to formu-
las detailed earlier. They are estimates based on the best data
available, and are intended primarilv for comparison pur-
poses between advertisers and for media trends dating back
to 1950.

Asterisk (*) indicates that the company used the medium,
but spent less than 1 % of its total measured budget. Net sales
figures are compiled from Fortune magazine, or directly
from the company’s annual report when it does not appear
in Fortune’s Top 500. All sales are for the fiscal year ending
not later than Januarv 1, 1958, except where indicated by
(#). when the fiscal vear ended in first quarter of 1958. N.A.
means data was not available.

Net- Net- Total
Spot work News- Maga- work in Net
Company v TV papers rines  Radio Dollars Sales
Share Share Share Share Share {000) {millions)
5. Lever Bros. Co.
1957 13 42 30 10 5 49,960 $346
1956 11 44 34 8 3 33,360
1956 49 38 9 4 29,609
1955 49 32 7 12 25,926
1954 41 30 12 17 23,999
1953 28 40 14 18 28,491
1952 30 44 6 20 30,978
1951 15 49 9 27 25,339
1950 6 48 13 33 21,692
6. Colgate-Palmolive Co.
1957 14 52 19 11 4 47,772 507
1956 12 50 26 11 1 50,822
1956 57 30 12 1 44,772
1955 59 23 10 8 42,978
1954 48 30 11 11 39,343
1953 40 32 14 14 40,264
1952 33 33 16 13 34,455
1951 23 42 17 18 27,394
1950 9 49 21 21 19,550
7. General Foods Corp.
1957 15 44 18 18 5 47,074 971
1956 17 45 16 2] 1 45,534
1956 54 19 26 1 37,746
1955 44 22 31 3 42,432
1954 35 27 30 8 37,360
1953 27 27 26 20 34,481
1952 31 26 23 20 32,895
1951 25 27 25 23 31,633
1950 9 27 34 30 25,992
8. American Home Products Corp.
1957 9 72 6 12 1 33,105 347
1956 6 74 7 11 2 27,634
1956 78 7 12 3 26,008
1955 61 13 12 14 20,523
1954 51 12 15 22 14,677
1953 38 10 15 37 12,097
1952 27 19 13 41 11,134
1951 7 27 13 53 11,154 —
1950 2 30 15 53 10,120
i To page 103
99
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0. 2/ In the Nation
n Size. ..

and Growing at
the National Rate

TIDE! i Va.

Tidewater, Va., a city de facto, is rapidly headed for the top 20! It is the continuous urban
irea comprising Norfolk and Newport News, which are inseparable for radio and tele-

L_
4 Times

Vision purposes.

Jollow instructions in Sales Management’s Survey of Buying Power by adding Norfolk
© Newport News, and you’ll get a big surprise. You’ll get a metropolitan county area of
76,000 people . . . larger than Louisville . . . and richer than Richmond, plus Roanoke,

us Lynchburg, in retail sales!

FIDEWTAR is the best way to spell it . . . and sell it. For WTAR-TV is the greatest
Narketing force in this great and growing market!

WTAR=TVWV oo

Greatest Marketing Force in Virginia's Greatest Market

Ntand General Manager—Campbell Arnoux « Vice President for Sales—Robert M. Lambe « Vice President for Operations—John Peffer. Represented by Edward Petry & Company, Inc.
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is the basic medium for your advertising

Every advertising plan needs a solid foundation-medium. On any product
for Home or Family, that medium is PURSE-SUASION. With 20 sales-
messages every week —rotated week-after-week to reach a station’s entire
daytime audience—PURSE-SUASION combines the persistence of sat-
uration with the triple impact of sight plus sound plus motion, the impact
only television can deliver. And you can buy it at an economy-figure com-
parable to the time-and-talent cost of a single daytime network quarter-
hour. Get the complete, market-by-market details from Blair-TV.

BLAIR-1V

TELEVISION'S FIRST EXCLUSIVE NATIONAL REPRESENTATIVE

WWW.americanradiohistorv.com

Blair-TV represents:
W-TEN —
Albany-Schenectady-Troy
WFBG-TV — Altoona
WJZ-TV — Baltimore
WNBF-TV — Binghamton
WHDH-TV — Boston
WBKB — Chicago
WCPO-TV — Cinclnnati
WEWS —Cleveland
WBNS-TV — Columbus
KFJZ-TV — Dallas-Ft. Worth
WXYZ-TV — Detroit
KFRE-TV - Fresno

WNHC-TV
Hartford-New Haven

KTTV — Los Angeles
WMCT — Memphis
WDSU-TV — New Orleans
WABC-TV — New York
WOW-TV —0maha
WFIL-TV — Phildelphia
WIIC — Pittsburgh
KGW-TV - Portland
WPRO-TV — Providence
KGO-TV — San Francisco

KING-TV —
Seattle-Tacoma

WFLA-TV -
Tampa-St. Petersburg

KTVI - St. Louls
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HOW THE TOP 50 ADVERTISERS SPENT $1.2 BILLION From page 99

Net- Net-

Spot work News- Maga- work

Company v v papers zines Radio
Share Share Share Share Share

9. R. J. Reynolds Tobacco Co.

1957 8 53 15 18 6
1956 6 52 25 15 2
1956 — 56 26 15 3
1955 — 67 16 14 3

11954 — 66 14 13 7
1953 — 56 17 13 14
1952 — 50 17 16 17
1951 — 40 23 18 19
1950 — 21 36 18 25

¢ 10. Bristol-Myers Co.

4 1957 6 53 11 18 12

£ 1956 3 57 11 24 5
1956 59 11 25 5

1955 45 17 27 1N
1954 39 10 36 15
1953 33 29 32 6
1952 — 24 27 29 20
1951 — 18 18 38 26

11950 =t 14 22 43 21

! 11. Gillette Co.

1957 6 73 12 5 4

1956 5 73 11 5 o)

1956 — 77 12 5 6

1955 — 69 7 9 15

1954 ~- 63 10 o) 21

1953 - 51 14 4 3]

1952 2 37 21 10 32

1951 = 28 19 13 40

1950 — 21 15 16 48

12. Brown and Williomson Tobacco

1957 40 33 5 8 14

1956 54 30 5 9 2

1956 = 66 11 19 4

1955 . 49 14 17 20

1954 — 57 15 26 2
11953 — 71 4 25 —

1952 — = 75 25

1951 — 62 9 29

1950 —  — 62 9 29

13. American Tobacco Co.

1957 10 44 21 25—
1956 4 48 25 23+
L1956 — 50 26 24 ¢

1955 — 55 18 21 6

1954 59 13 21 7

1953 — 47 20 22 1

1952 — 46 17 23 14

1951 — 28 21 27 24

1950 16 17 33 34

4. General Electric Co.

2 28 27 43 *
2 28 29 41 *
— 28 30 42 -
33 26 41 -

== 38 16 43 3
31 17 45 7

— 23 23 52 2
— 15 31 53 1
— 9 29 61 *

MAGAZINE SEPTEMBER 1958

Total
in
Dollafs
(000)

31,781
28,052
26,437
24,725
24,019
23,568
20,904
17,345
16,190

30,455
20,539
19,824
14,960
9,497
8,183
9,173
8,663
8,004

27,878
27,024
25,549
30,667
24,667
18,948
13,927

9777

8,671

27,200
17,159
7,822
5946
4,964
1,366
858
1,872
1,519

27,052
25,354
24,356
26,203
21,494
22,485
17,846
14,739
12,784

26,534
37,828
36,968
30,790
24,976
21,881
17,345
20,656
15,409

Net
Sales

(millions}

$583

107

195

621

4,336

Net- Net-
Spot work News- Maga- work
Company v v papers zines  hadio

Share Share Share Share  Share

15. General Mills

1957 3 45 13 36 3
1956 2 52 15 31 *
1956 53 15 32 ¢
1955 54 18 18 10
1954 49 16 19 16
1953 42 12 22 24
1952 29 22 16 33
1951 17 23 16 44
1950 — 7 24 16 53
16. Distillers Corp.-Seagram'’s Ltd.
1957 - - 5 58 37

1956 4 58 38

1956 4 58 38

1955 55 45

1954 59 41

1953 58 42

1952 58 41

1951 * 56 43

1950 1 55 44

17. National Dairy Products

1957 7 39 33 15 6
1956 5 36 37 22

1956 38 39 23

1955 41 27 17 15
1954 51 23 21 5
1953 41 30 22 7
1952 36 25 26 13
1951 23 27 35 15
1950 28 32 24 16
18. Liggett and Myers Tobacco Co.
1957 17 53 15 13 2
1956 20 54 10 13 3
1956 67 13 16 4
1955 64 1 14 11
1954 47 22 16 15
1953 52 12 11 25
1952 45 6 22 27
1951 37 2 19 42
1950 22 4 21 53
19. Sterling Drug Co.

1957 37 31 13 16 3
1956 45 21 17 16 1
1956 39 30 28 3
1955 21 30 26 23
1954 11 32 22 35
1953 7 27 15 51
1952 6 26 13 55
1951 7 21 12 60
1950 — 1 18 16 65
20. Philip Morris Inc.

1957 22 27 32 18 1
1956 38 5 39 18 &
1956 8 63 28 1
1955 16 50 24 10
1954 54 15 20 11
1953 — 49 28 8 15
1952 — 32 33 8 27
1951 22 29 4 45
1950 — 1 38 3 48

WWW.americanradiohistorv.com

Total
in
Dollars
{000)

24,445
24,653
24,100
23,558
21,111
19,214
19,358
15,521
15,311

21,898
21,679
21,679
19,023
17,852
17,488
16,757
15,388
13,362

21,896
20,300
19,269
19,353
15,567
13,509
11,411
12,644
10,029

19,888
18,589
14,949
15,551
17,603
17,503
15,625
13,414
10,385

19,531
16,137
8,839
9,141
9,326
11,680
12,028
12,070
12,208

18,412
16,249
10,154
10,354

9,168
12,728
12,307
10,395
10,120

Net
Sales
{millions)

$528

746

1,432

319

199

To page 105
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PULSE
IVERS
|007%

WHOLE
SAMPLE

Of the three major television services, Pulse
alone delivers the complete sample contracted for
—a pre-determined sample of high accuracy.

Unlike mail-diary, meter, or telephone methods
that miss millions — the educationally handicapped
millions unable to cooperate in paper work:; the
indifferent millions who refuse the chore of record
keeping ; the millions who lack telephones — Pulse
alone uses direct, face-to-fuce interviewing right
in the home.

Since 1941 Pulse has developed accredited tech-

Pulse rings doorbells
. interviews families
in their homes

Largest Scientific Sampling

“Only U. S. Census talls with more families”

Nothing
takes the

place of
INTERVIEWS
in the

niques of sampling, a tremendous operation, the
largest known to the broadcast industry —in fact,
the largest sampling outside the U. S. Census.

Looking at a typical example: you have a night-
time Television Network program? Pulse’s sample
“Base 6,000” for your show means that Pulse in-
terviewers actually talk with 6,000 different fami-
lies about your show. This sample of identical size
—but different families —is repeated next month,
and the next, and the next, a staggering cumulative
total. No panel bias, no inertia.

In an interesting new slide presentation, we
have compressed the essential Pulse pluses. See it.
Let your own judgment, not hearsay, decide
whether or not your firm can use this vital assist,
profitably. We reported 222 different U. S. markets
last year, more this year. Please write. Or for an
appointment at your own best convenience, phone
Judson 6-3316.

730 FIFTH AVENUE

NEW YORK 19, N. Y.

ULSE, Inc.

home

WwWWW.americanradiohistorv.com
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l HOW THE TOP 50 ADVERTISERS SPENT $1.2 BILLION From page 103

Net- Net- Total Net- Net- Total
Spot work News- Maga- work in Net Spot work News- Maga- work in Net
Company v v papers zines  Radio Dollars Sales Company v v papers zines Radio Dollars Sales
Share Share Share Share  Share (000) (millions) Share Share Share Share  Share (000) (millions)
21. Campbell Soup Co. 26. Warner-Lambert Pharm. Co., Inc.!
1957 1 36 28 35 17,416 $441 1957 32 22 15 29 2 14,702 $151
1956 5 30 22 43 19,170 1956 39 24 5 26 6 12,240
1956 31 23 46 18,181 1956 40 7 43 10 7,426
1955 35 17 48 14,822 1955 50 15 35 5,662
1954 44 12 40 4 13,998 1954 28 13 45 14 4,738
1953 37 13 33 17 13,185 1953 16 24 40 20 4,370
1952 19 12 36 33 10,957 1952 23 39 40 14 4,595
1951 7 10 35 48 11,089 1951 12 7 71 10 6,435
1950 3 6 34 57 10,781 1950 12 74 14 4,500
22. Standard Brands Inc. 27. Quaker Oats Co.
1957 7 34 24 29 6 16,755 514 1957 7 43 29 19 2 13,952 303
1956 9 28 23 35 5 13,647 1956 5 38 29 27 1 9,967
1956 30 26 39 5 12,396 1956 40 30 29 1 9,455
1955 22 33 44 1 9,370 1955 24 30 32 14 9,352
1954 17 45 38 8,931 1954 32 23 30 15 9,968
1953 21 59 20 10,302 1953 25 35 24 16 9,471
1952 13 62 25 7,425 1952 30 31 24 15 8,886
1951 10 69 21 7,430 1951 35 33 18 14 8,534
1950 1 82 17 5,933 1950 9 45 15 31 8,414
23. Kellogg Co. 28. Miles Laboratories
1957 14 61 16 8 1 16,653 213 1957 38 47 3 4 8 13,839 49
1956 25 50 B 11 3 15,682 1956 33 44 3 6 14 13,233
1956 67 15 14 4 11,703 1956 66 4 10 20 8,804
1955 62 14 14 10 10,196 1955 49 3 9 39 9,179
1954 56 1 16 17 10,349 1954 12 4 13 71 8,931
1953 47 24 16 13 10,571 1953 6 10 84 10,302
1952 56 12 121 8,880 1952 8 3 8 81 7,425
1951 40 21 17 22 8,124 1951 5 5 5 85 5,933
1950 17 38 37 8 5,985 1950 9 4 7 80 7,430
24. National Distillers & Chemical Corp. 29. Schenley Industries Inc.
1957 59 41 15,419 240 1957 1 3 64 32 13,757 199
1956 * 63 37 14,700 1956 66 34 11,856
; 1956 63 37 14,737 1956 66 34 11,856
1955 — 55 45 — 13,007 1955 62 38 10,284
1954 — 57 43 12,544 1954 64 36 10,245
1953 - 61 39 11,193 1953 4 61 35 11,954
1952 56 44 8,780 1952 9 56 35 12,108
1951 — 1 60 39 11,257 1951 8 52 33 7 13,433
1950 - 57 43 7,728 1950 5 54 36 5 11,817
25. P. Lorillard Co. 30. Pharmaceuticals Inc.?
- 1957 16 44 30 1 9 15,129 162 1957 6 81 8 5 13,606 N, A,
- 1956 15 59 15 7 4 11,682 1956 10 85 5 9,484
1956 — 69 17 9 5 9,905 1956 94 6 8,567
1955 60 5 20 15 14,588 1955 91 8 * 5,664
— 55 8 18 19 16,437 1954 93 6 * 6,984
48 15 18 19 15,290 1953 83 10 7 3,683
— 50 7 16 27 10,479 — 1952 53 7 2 38 1,760
- - 46 1 22 31 9,245 1951 26 5 69 1,787 —
— 3 14 37 46 5,990 1950 6 28 66 1,559 —
To next page
: Pre-merger expenditures for Lambert and Warner-Hudnut have been combined; 2. Formerly Serutan, Inc.

Anahist expenditures are not included.
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HOW THE TOP 50 ADVERTISERS SPENT $1.2 BILLION Continued

Net-
Spot work

Company v v
Share Share

News-
papers
Share

31. American Tel. & Tel. Co.

1957 1 31 %
1956 19 18 2
1956 23 2
1955 5
1954 1
1953

1952 — = #
1951 1
1950 8

32. National Biscuit Co.

1957 38 23 29
1956 35 18 35
1956 28 54
1955 42 47
1954 = 26 47
1953 6 35
1952 14 22
1951 9 22
1950 30

33. Westinghouse Electric Co.

1957 * 46 23
1956 1 65 20
1956 66 20
1955 56 25
1954 - 51 25
1953 61 21
1952 46 14
1951 39 28
1950 3 51

34. Goodyear Tire & Rubber
1957 & 22 26
1956 & 26 21
1956 26 27
1955 26 20
1954 21 24
1953 23 19
1952 21 19
1951 21 9
1950 15 15

35. Revion iInc.

1957 1 76 10
1956 14 61 11
1956 71 13
1955 69 13
1954 15 63
1953 66 20
1952 46
1951 3 34
1950 64
106

S i

Maga-
zines
Share

64
58
71
87
88
84
82
79
73

10
10
16

16
31
31
30
27

31
14
14
19
24
18
32
32
43

Co.

52
52
52
51
52
55
54
63
70

13
14
16
18
22
14
54
63
36

Net-
work
Radio
Share

bW s

16
17
20
19

N W W W — —

Total
in
Dollars
(000)

13,580
16,289
13,145
9,022
6,979
5,246
4,981
4,384
4,619

12,605
13,008
8,429
8,074
5,387
4,536
4,526
5,059
5,088

12,548
16,999
16,870
10,562
9,508
10,623
10,675
7,306
5,091

11,935
11,236
11,204
11,175
10,226
9,243
9,516
6,734
4714

11,912
10,660
9,156
5613
2,675
1,616
1,075
1,540
944

WwWWWwW.americanradiohistorv.com

Net
Sales

(millions)

$6,314

2,009

1,422

95

Net- Net- Tofal
Spot work News- Maga- work in. Net
Company v vV papers zines  Radio Dollars Sale

Share Share Share Share  Share {000) {millio |
36. Continental Baking
1957 73 7 20 ¥ 11,607 $3¢
1956 55 13 30 2 2 8,670
1956 28 66 4 2 3,929
1955 39 34 4 23 3,822
1954 50 19 31 2,479
1953 35 36 29 2,750
1952 16 51 — 33 2,201
1951 62 38 1,966 =
1950 — 61 39 1,999
37. Carter Products
1957 50 14 22 3 11 11,503 4
1956 57 16 20 3 4 6,616 -
1956 37 46 7 10 2,865 —
1955 88 12 * NLA. 1,931 —
1954 72 1 * 27 3,341 -
1953 75 7 18 4,250 —
1952 61 13 * 26 2,991 —
1951 — 37 23 8 32 1,917 =
1950 — 5 27 13 55 1,140 —
38. E. l. du Pont de Nemours & Co., Inc.
1957 ) 20 21 52 2 11,049 1,94
1956 8 18 17 57  — 10,011 —
1956 20 18 62 — 9,232 o
1955 13 14 73— 8,033 —
1954 15 14 71 — 6,496 e
1953 13 13 71 3 5312 —
1952 4 25 58 13 5,163 —
1951 — 1 23 54 22 3,276 —
1950 — S 13 68 19 3,953 =
39. Nestié Co., Inc.
1957 19 49 19 10 3 10,797 N.A.
1956 19 35 33 13 —_ 10,619 ==
1956 43 41 16 — 8,655 =
1955 32 40 27 1 7,367 —
1954 32 42 24 2 6,020 =
1953 24 53 16 7 4,955 =
1952 8 61 31 — 2,630 =
1951 61 32 - 1,560 =
1950 5 48 47 1,385 ==
40. Swift & Co.
1957 2 63 18 14 3 10,601 2,545
1956 7 41 27 24 1 12,807 =
1956 = 44 29 26 1 11,904 ==
1955 — 41 26 14 19 12,925 =
1954 32 26 19 23 12,276 =
1953 9 31 29 31 11,183 =
1952 5 29 33 33 10,009 ==
1951 8 21 31 40 8,855 —
1950 1 29 38 31 9,973 =
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Net- Net- Total Net- Net- Total

Spot work News- M_‘-"G‘-"' work in Net Spot work News- Maga- work in Net
Company v v papers  zines Radio Dollars Sales Company v v papers  zines Radio Dollars Sales
Share Share Share Share  Share (000) {millions) Share Share Share Share  Share (000) (millions)
41. Pillsbury Mills, Inc. 46. Eastman Kodak Co.
1957 4 46 31 16 3 10,667 $331 1957 4 42 9 45 9,800 $798
1956 4 47 23 21 5 13,607 1956 2 37 17 44 7.820
1956 — 49 24 22 5 13,034 1956 37 17 46 7,630
1955 — 55 13 19 13 13,016 1955 41 17 42 6,723
1954 — 54 10 17 19 9,967 1954 34 66 5,306
1953 — 48 8 22 22 10,238 1953 22 78 4,453
1952 -— 32 12 28 28 8,651 1952 18 82 2,827
1951 — 8 23 25 44 8,827 1951 7 93 2,203
1950 3 24 33 40 6,770 1950 17 83 2,420
42. Coca-Cola Co. 47. Borden Co.
1957 35 13 37 14 1 10,064 297 1957 9 37 23 31 9,648 931
1956 26 40 19 14 1 11,744 1956 12 48 15 25 10,083
1956 54 26 19 1 8,686 1956 54 17 29 8,856
1955 — 44 32 21 3 9,236 1955 56 20 24 10,158
1954 — 45 23 26 6 7,175 1954 36 40 24 7,504
1953 — 32 27 31 10 7,331 1953 25 44 30 6,086
1952 — — 35 44 21 5,122 1952 21 37 42 4,845
1951 — — 32 37 31 4,951 1951 15 41 44 5,043
1950 = 1 33 35 31 5,806 1950 2 43 51 3 3,935
43. Schlitz Brewing 48. Radio Corp. of America
1957 15 38 29 16 2 10,042 N.A. 1957 b/ 31 18 35 9 9,528 1171
1956 9 56 7 22 6 5,997 1956 9 33 20 36 2 13,040
1956 — 61 8 24 7 5,469 1956 36 22 40 2 11,876
1955 — 61 15 24 5018 1955 23 25 47 5 10,128
1954 — 50 26 24 4,930 1954 31 20 39 10 8,242
1953 — 44 25 31 4,564 1953 36 25 29 10 8,654
1952 — 43 14 34 9 4,476 1952 38 27 23 12 6,998
1951 — 51 4 29 16 3,973 1951 18 36 17 29 8,281
1950 — 9 6 58 27 2,640 1950 24 43 21 12 7,951
44. Helene Curtis Industries Inc.? 49. Johnson & Johnson
1957 5 60 13 22 — 9,951 A9% 1957 3 36 9 51 1 9,088 258
1956 2 62 18 18 8,918 1956 2 26 10 62 7,266
1956 — 64 18 18 8,718 1956 27 10 63 7,194
1955 — 69 13 18 — 5,613 1955 21 26 53 7,159
1954 — 15 63 22 2,675 1954 5 17 78 5,575
1933 — 66 20 14— 1,616 1953 1 21 68 4,774
1952 — — 46 54 — 1,075 1952 17 19 64 4,201
1951 - 3 34 63 - 1,540 1951 2 16 82 4,205
1950 = — 64 36 — 944 1950 23 77 4116
45. Armour & Co. 50. Corn Products Refining Co.
1957 4 37 35 23 1 9,861 1,936 1957 23 42 16 19 8,999 332
1956 7 37 40 16 — 10,661 = 1956 27 27 16 27 3 8,709
1956 — 40 43 17— 9,935 —_ 1956 38 21 37 4 6,352
" &H — 24 41 19 16 8,966 1955 25 27 40 8 4,330 C
1954 = 23 36 32 9 7179 = 1954 5 33 55 7 3,467
1953 — 16 32 37 15 6,630 — 1953 4 39 50 7 3,367 —
1952 — 6 32 41 21 6,458 == 1952 = 7 31 62 — 2,493 <
1951 — 9 38 25 28 6,304 — 1951 —_ 20 32 48 — 2,807 —
1950 = 6 44 32 18 5,250 == 1950 53 47 — 2,296 -

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

Reprints of TELEVISION MAGAZINE's 8-Year Media Study are available at 25¢ each. Bulk rates on request.

LEVISION MAGAZINE - SEPTEMBER 1958 107

www.americanradiohistorv.com


www.americanradiohistory.com

IS THE INDUSTRY TURNING CHICKEN?

Aseries of most disturbing developments has taken place
R recently which should be a cause of great concern to
everyone in the husiness.

Specifically, the Kellogg proposal of a special discount for
volume programming on a national spot basis, the Lever
bulk volume ID buy, and the ABC daytime sale. Special dis-
counts were set up for these three buys which went consid-
erably under the going rate structure. These rates will also
be made available to other advertisers. From the advertisers’
point of view, they were, of course, exceedingly smart buys.
However, there must be something seriously wrong with
this business for broadcasters to allow such a threat to their
rate structure to develop.

Television delivers or a cost-per-thousand basis far more
efficiently than the print media. In spite of this fact, which is
recognized by almost every major agency and advertiser,
broadcasters have turned chicken in light of the present
recession and loo many of them have gone along with these
substantial rate “adjustments.”

Other media have been hit much harder than television.
It is estimated that Life magazine is down over 25% from
last year’s billings. McGraw Hill is down some 20%. And
there are few newspapers indeed who can point to anything
but an alarming decline in their billings. However, we do
not see evidences of Life offering adveriisers a special vol-
ume discount or a new rate for back-of-the-hook advertisers,
or not charging for color. Nor have we seen any of the
counlry’s newspapers come up with some new pu(:kage plun
which would amount to a lowering of their rales, except of

108

course for a few who have not been able to maintain the
circulation guarantees.

What then is wrong with this industry? Is ownership pre:
sure so strong that management will do anything to kee
revenues up? Is management so weak that it must resort t
the “easy selling” strategy? Is it the fact that many broac
casters are not really advertising men? Are the bonus or ir
centive plans of such a nature that they cause these destruc
tive selling tactics so that management can get that extr
override? Or is the economic structure of the business s
weak that it cannot withstand recessions?

Whatever the reason, broadcasters and their representa

tives must take stock—and now. This may be the most seriou *

threat the industry has faced to date.
One can understand ABC’s move. Possibly it was the onl

way its management could figure out how the network coulc *

become an important factor in daytime television. But wi
can’t believe that the economics of this sale are such that AB(
a few years from now might not well question the wisdomn
of its decision. We can only hope that the other network:
can be firm enough not to come up with some unique dis
count plan to counter the ABC move.

Television is by far the most powerful advertising force

yet developed. Is it to be set back so severely when it is jusi
beginning to reach a sense of responsibility and maturity?
The rate cuts that have taken place—call them adjustments
if you will-—cannot be indicative of any weakness in the

medium, only a weakness on the part of management.
Amen.

¥
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