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Baton Rouge, La. 
( is the 4th market * 

in the Gulf South! 

*Yes! That's right! Baton Rouge is the 4th largest market in the 
states of Louisiana, Texas and Mississippi ... the area known as 
the Gulf South. Ranking just below Dallas -Ft. Worth, Houston 
and New Orleans, the Baton Rouge market served by television 
station WBRZ has a population of 1,561,000, with retail sales of 
$1,285,000,000 -too big a market to be overlooked on any list. 
Call your Hollingbery man. 

NBC ABC 

, 

WBRZee2 
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SPECIALIST 
IN 

SPOTS 

Ridin' high! That's the sales -position of the many alert national advertisers 
who are spotting their TV advertising on these great stations. Ride with 
them -make Spot -TV your basic selling medium, too! 

KOB -TV 

WSB -TV 

KERO -TV 

WBAL -TV 

WGR -TV 

WGN -TV 

W FAA -TV 

WNEM -TV 

KPRC -TV 

Albuquerque 
Atlanta 

Bakersfield 
Baltimore 

Buffalo 
Chicago 

Dallas 
Flint -Bay City 

Houston 

KARK -TV Little Rock 
KCOP Los Angeles 
WPST -TV Miami 
WISN -TV Milwaukee 
KSTP -TV ... Minneapolis -St. Paul 
WSM -TV Nashville 
WNEW -TV New York 
WTAR -TV Norfolk 
KWTV Oklahoma City 
KMTV Omaha 

Teh' vision Dirision 

KPTV Portland. Ore. 
WJAR -TV Providence 
WTVD Raleigh- Durham 
WROC -TV Rochester 
KCRA -TV Sacramento 
WOAI -TV San Antonio 
KFMBTV San Diego 
WNEP -TV.. Scranton- Wilkes Barre 
KREM -TV Spokane 

Edward Petry & Co., Inc. 
The Original Station 

Representative 

NEW YORK CHICAGO ATLANTA BOSTON DALLAS DETROIT LOS ANGELES SAN FRANCISCO ST. LOUIS_ 
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49.0 Baton Rouge 

35.8 Atlanta 
32.2 Burlington 
28.2 Denver 
30.8 Davenport 
28.5 Oklahoma City 
39.1 Charleston 
43.0 Birmingham 
30.5 Roanoke 
20.8 Boise 
24.2 Milwaukee 
27.8 Tampa 

And these are ratings! 
WHIRLYBIRDS rates a rousing 
reception from the audience 
wherever it appears, currently 
landing a mighty 23.7 average 
rating in 89 ARB -rated markets. 

Naturally, advertisers rate 
WHIRLYBIRDS (III half -hours 
of airborne adventure) equally 
high. Foods, tobaccos, utilities, 
banks, automotives, toiletries 
and beverages have chartered 
WHIRLYBIRDS in 136 markets 
to date. Reserve your market 
by calling the nearest office of 

"...the best film programs for all stations" 
New York, Los Angeles, Chicago, Detroit, 
Boston, St. Louis, San Francisco, Dallas 
and Atlanta. Canada: S.W. Caldwell Ltd. 
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NOW...real power for your Baton Rouge lineup! i 

Famous old "28" (UHF) hangs up his suit 
after winning every laurel in his league (in- 
cluding 25 out of 26 national merchandising 
campaigns in which he competed). His re- 
placement is a husky young slugger wearing 
a big red "9" (VHF). This "9" reaches all of 
"28's" loyal fans, PLUS a huge new bonus 
market. Now "9" serves 268,400 homes in 
the Central Gulf Area. 

Te7 BATON ROUGE 

CHANNEL ^' LOUISIANA q 
goes farther - sells more -in one of 
the nation's fastest -gro wing markets 

JV A F TV -first in TV in Baton Rouge -is a 9- inning hustler, draws all- time - record 

attendance of loyal fans. And what fans! Annual retail sales ($270,882,000) 77% above the 

Louisiana average and 45% above the U. S. average! Food sales ($53,187,000) 61% above 

the state, 19% above the national! Furniture /appliance /household sales ($17,851,000) 107% 

above Louisiana, 80% above the U. S.! 

Why not have "9" in your lineup right from the start! Call Blair TV Associates for a 

quick rundown. 
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TELEVISION AND POLITICS The medium obviously has revolutionized political campaign methods. 
7'he big (pies-lion is the degree and kind of impact it has on political thinking and voting habits. Here are 
the views of sociologists, psychologists and political analysts 46 
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THE MANAGEMENT MAGAZINE OF BROADCAST ADVERTISING 

This month's cover: To most 
observers, television's political 
Junction reached ils zenith 
in the recent nominating con- 
ventions. But all mass media 
provide mass audiences for po 
lilical candidates. The b(lsi( 
question, explored in the lead 
story shirting on page 16, 
is what television contributes, 
by way of information and 
opinion, to the electorate's 
political enlightenment. 

'l' F. LVÌ ̀l'IV ., . _,,... OM, r 
,.-.,.M,a..- , ,.. II Au*" 

.e.rn_...v. 

TELEVISION 
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STORER BROADCASTING COMPANY 
33 Years of Community Service 
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WHEN DO YOU G S/í 

The answer is very simple - never ! 

A FORMAT 

At least, in 33 years, we have never quite been able to manage it. 

Public preference changes too fast and so do each community's needs. That is 

why every Storer station is locally oriented to the particular community it serves. 

Only by knowing community problems from day to day have we been 

able to help solve them. Only through constant check on listener and viewer 
preferences have we been able to build loyal, responsive audiences. 

Keeping the public informed and entertained, and working for a better 
community is a day -to -day, often an hour -to -hour, even minute -to- minute job. 

We've never found a way to format community service. It's too big ... too 

fluid ... too much of a responsibility to be frozen - even for one day. 

Radio 
CLEVELAND-WJW 

TOLEDO -WSPD 
WHEELING -WWVA 

MIAMI -WGBS 
LOS ANGELES -KGBS 

DETROIT -WJBK 
PHILADELPHIA -WIBG 

Television 

DETROIT -WJBK -TV 

CLEVELAND- WJW -TV 

MILWAUKEE- WITI -TV 

ATLANTA -WAGA -TV 

TOLEDO- WSPD -TV 

NATIONAL SALES OFFICE` 625 Madison Ave., N.Y. 22, PLaza 1,3940 / 230 N Michigan Ave., Chicago 1, FRanklin 26498 

TELEVISION MAGAZINE / Jul)'. 1960 7 
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APPI 
WINSTON-SALEM I 

HIGH POINT 
GREENSBORO 

CHAI . 
T HOMA Sv I L LF 

HICKORY 

SHELBY 

L E XI NGT C. 
SALISBURY/ 

K ANNA POL IS 

ALBEMARLE CONCORD 

GASTONIA.% 

RTANBURG 

SANFORD 

i 
PINEHURST 

RT BRAGG 

N 

THE PIEDMONT INDUSTRIAL CRESCENT 

the HOSIERY industry . . . 

creates buying power in the Piedmont Industrial Crescent ! 

The South's gigantic hosiery industry, creating unlimited disposable income, 

makes the piedmont market a must buy. And WFMY -TV ... located in the 

heart of the piedmont ... is the dominant selling influence in this 

$3,000,000,000 market. WFMY -TV serves . . . and sells in this heavy 

industrial 54- county area where 2,250,000 people live, work and buy. 

to f m y -t 
GREENSBORO, N. C. 

'NOW IN OUR 11 th YEAR OF SERVICE' 
Represented by Harrington, Righter and Parsons, Inc. 

New York, Chicago, San Francisco, Atlanta, Boston, Detroit 
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FOCUS ON PEOPLE 

When Walter Lippmann appeared on television in early 
July, the nation got a taste of what the medium can con- 
tribute, by way of information and opinion, to its political 
enlightenment. This month's lead story, on page 46, assays 
the significance of the Lippmann telecast and what sociol- 
ogists, psychologists, pollsters and political pundits of every 
stripe think is the actual effect of television on political 
thinking and voting habits. Lippmann, at 71, is the ac- 
knowledged dean of socio- political analysts. New York -born. 
Harvard -educated, he has varied his career but never roved 
too far from the arena of social and political irriting. His 
syndicated column has appeared in the New York Herald - 
Tribune since 1931. 

Frederick Ford, legal -minded, broadcasting -oriented 
chairman of the Federal Communications Commission, is 
a man on a hot seat. How he and his colleagues face up to 
Congressional pressures, informed and uninformed, will 
have an important impact on the structure of broadcasting. 
Their plans and the current state of Congressional thinking 
about the industry are explored starting on page 50. 

A hard -nosed approach to TV and its responsibilities is 
taken by Fairfax Cone, the ethical- minded chairman of the 
executive committee and creative director of Foote, Cone 
R Belding. whose TV billings total some $45,000,000. 
Profiled on page 64, Cone laces into the problems of bad 
taste and conflicting claims in advertising, asks an alter- 
native to mass programming to provide for the minority 
viewer. A man who has helped shape advertiser patterns 
on TV, Cone can be critical of the medium as well as 
lavish in its praise. 

A major problem facing spot TV users is the merchan- 
dising and promotion of their announcement campaigns. 
The 12th in TELEVISION MAGAZINE'S Media Strategy Series 
tells how the Chun King Corp., the nation's largest mar- 
keter of canned and frozen American -Oriental specialty 
foods, generates excitement for its 52,600,000 TV invest- 
ment. The man behind Chun King is a 41- year -old rugged 
individualist named Jeno Paulucci, who left off selling for 
a grocery wholesaler to go into business growing bean 
sprouts in a converted Quonset hut shortly after World 
War II. The sprouts grew into a 530,000,000 business and 
Paulucci into a firm believer in saturation TV. 

The fall line -up of TV shows, examined on page 56, will 
probably not bring huzzas from the critics. A schedule of 
approximately 50 new shows, in the best tradition of pro- 
gramming for the mass audience, are crowded with action - 

adventure and Western violence. But there is the bright 
spot of history hopefully awaited in the Churchill Memoirs. 
And, with the accent off specials, a resurgence of situation 
comedy is a programming aspect worth watching. 

WALTER LIPPMANN 

FREDERICK FORD 

FAIRFAX CONE 

JENO PAULUCCI 

TELEVISION MAGAZINE / July. 1960 

SIR WINSTON CHURCHILL 
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A PAID TESTIMONIAL FROM VICTOR ALESSANDRO FOR tiPRC -TV, HOUSTON 

You perhaps know how we gently persuade 
famous people to say nice. sincere -sounding things 
about KPRC -TV WE PAY THEM MONEY' Take 
Victor Alessandro. We approached the conductor 
of The San Antonio Symphony recently while he 
was in Houston to guest -conduct the Houston 
Symphony. He was rehearsing. and at first h 
mistook us for a music critic and picked up his 
largest baton. But. we handed him a violin -case 
full of money and asked him to say something nice 
about KPRC -TV 

Teleri.,vn,Y' he shouted. `Surely you're jok- 
iog' Telerision is for children and grown -ups who 

*t , V no better. Do you mistake me for a 

COURTESY OF 
SYIPPY PEANUT BUTTER 

We begged, we pleaded, we implored. Then 
we filled a bass -fiddle case with money. Dr. Ales- 
sandro agreed to watch Channel 2. "Viola!' he 
cried aloud. "Can this be television? It looks ex- 
actly like Mozart. or Beethoven. Why it would in- 
deed be a shame to waste this splendid art on 
children or unappreciative grown -ups. May 1 watch 
a little longer?" 

As Dr. Alessandro discovered (and you can, 
too) - KPRC -TV is the one television produced 
on purpose to please. KPRC -TV in Houston alone 
gives you the true, exact flavor of GRADE A 
television. 

No other television looks or sounds or stays 
pleasant and persuasive like KPRC -TV, because 
no other television is produced like KPRC -TV. 

FDWID IFTIT i CO. IK7r.nc. 

if you like TV. you'll love KPRC -TV, Houston 
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THE FOURTH 

QUARTER OUTLOOK 

At mid -year 1960, with business moving 
into a summer lull, forecasters stood b% 

their predictions of a healthy year, but 
one falling far short of a boom. The po- 
litical outlook and November elections, 
although only a passing influence on the 
market, are credited with causing some 
immediate uncertainty, as is the ticklish 
international situation. But there is con- 
tinued heavy consumer spending. And 
exports are running at the best rate in 
three years. 

Government economists, after watch- 
ing a second quarter slowing marked by 
a drop -off in steel production, a decline 
in order backlogs and a lag in construc- 
tion, concede that the third quarter will 
be the poorest period of the year. But 
they expect the fourth quarter to bring 
an upturn. There will be a recovery, 
more than seasonal, carrying over into 
the first half of 1961. 

Despite the current mixed picture, TV 
advertisers, buoyed by consumer confi- 
dence, are continuing to spend heavily. 
For the first five months of 1960, the 
gross time billings of the TV networks 
were $283,292,781, up 8.7 per cent over 
the same period last year, according to 
the Television Bureau of Advertising. 
And the TV networks' introduction of 
a discount plan to induce advertisers to 
come in for the summer can be expected 
to at least partially defeat the seasonal 
lull. Reports on hot -weather national 
spot radio have this broadcast sector 
doing exceptionally well. 

Looking into the future, TvB sees local 
advertising in all media at an annual 
rate of nearly $10 billion by 1970, with 
TV getting $1.5 billion of the total. "As 
it did nationally in the fifties," says TvB, 
"TV will spur a faster than might be 
expected growth in local advertising in 
the sixties. Retailers are looking at the 
success national advertisers have had 
with TV and are now finding ways to 
adapt it to their own use , . 
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BUSINESS 

MARCH 1960: $3.48 

This graph traces the trend in c -p -m per com- 

mercial minute of a representative network 
half-hour. Based on all sponsored shows tele- 

cast 9:30 -10 p.m., N.Y.T., during the ARB rat- 

ing week, it provides a continuing yardstick of 

the performance of nighttime TV. This index is 

obtained by dividing the total costs of the 

programs by the total number of homes 

reached by these shows, then dividing this by 

the number of commercial minutes. 

Sources: ARB, LNA.BAR 

TELEVISION MAGAZINE 

TV VIEWING WEEKDAY- NIGHTTIME SETS -IN -USE FOR MAY 

FOR SPOT BUYERS: Se ls. n -use by Local Time FOR NETWORK BUYERS: 

nuse by EST 

Total U.S. 
Eastern Time Zone Central Time Zone 

20.2 
24.0 
36.2 
50.7 
61.4 
49.0 
21.4 

9.7 

19.8 

36.0 
47.2 
56.9 
52.3 
30.1 
13.9 

3.1 
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TELEVISION MAGAZINE /July, 1960 

18.4 20.1 

34.6 29 6 

50.8 42.1 

59.8 54.3 

60.5 58.7 

39.0 41.0 

15.3 17.8 

6.6 6.9 

Source ARIL May 1950 

TV NETWORK BILLINGS 

April, 1960 Api I, 1959 

ABC .$12,701,240 $10,309,263 

CBS 22,580,032 22,077,285 

NBC . 
20,641,555 19,739,816 

Total $55,922,827 $52,126,364 

Source LNA -PAR 
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r 
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the 
prestige 

independent 

NETWORK PROGRAMMING 
AIR POWER CODE THREE SAN FRANCISCO BEAT NAVY L( 

SHOTGUN SLADE TRACKDOWN THIS MAN DAWSON 26 MI 

THE CALIFORNIANS THE HONEYMOONERS MR. ADAMS AND E' 

MEET McGRAW DEADLINE BOLD VENTURE COLONEL FLAT 

SILENT SERVICE FLIGHT PANIC POLICEWOMAN DEC( 

IT'S A GREAT LIFE INTERPOL CALLING YOU ARE THEI 

HIRAM HOLLIDAY MIKE HAMMER BOLD JOURNI 

WPIX-11 IS THE "Network Station" for Spot Advertisers in New York ! Audiences have 

learned to expect network quality entertainment every night on wPix -11. Advertisers 

know that of all seven New York stations only WPIX offers so many opportunities to 

place minute commercials in prime evening time in such network quality programming. 

And Nielsen has proved that WPIX audience incomes, home ownerships, jobs, etc. are 

the same as on the leading network station! You'll never find "mail order" or 

over -long commercials on wPix -11. You will find important looking programs, 

only the best advertisers and a proved quality audience ... on a station that has a 

healthy respect for the rate card. Where are your 60- second commercials tonight? 
www.americanradiohistory.com
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NETWORK AUDIENCES 
A. C. Nielsen recently studied his entire New York sample, both Audi- 

' meter and Recordirneter- Audilog homes, and found "no significant 
difference" between the kind of people who watch wPix 11 -New York's 
leading Independent station -and New York's leading Network station. 
The Nielsen "WPIX AUDIENCE PROFILE" study provides a direct com- 
parison of audiences for the prime qualitative categories of: FAMILY 

INCOME HOME OWNERSHIP AUTOMOBILE OWNERSHIP SIZE OF 

FAMILY AGE OF HOUSEWIFE OCCUPATION, HEAD OF HOUSEHOLD 
from 7:00 -11:00 PM, seven nights a week. Qualitatively they are equal. 
As Nielsen states: "NONE OF THE COMPARISONS YIELDED A SIG - 

INIFICANT DIFFERENCE!" 

NETWORK ADVERTISERS 
The Procter & Gamble Co. General Motors Corp. Bristol -Myers Co. 
General Foods Corp. Chrysler Corp. American Airlines, Inc. Co 
gate- Palmolive Co. R. J. Reynolds Tobacco Co. Warner- Lambert 
Pharmaceutical Co., Inc. United Air Lines, Inc. General Mills, Inc. 
National Biscuit Co. U. S. Rubber Co. Brown & Williamson Tobacco 
Corp. Ford Motor Co. The Coca -Cola Co. General Cigar Co. 
Borden's Trans -World Airlines, Inc. Vick Chemical Co. P. Lorillard 
Co. Best Foods U. S. Tobacco Co. Texaco Canada Limited 
Kellogg Company Miles Laboratories, Inc. The American Tobacco 
Co. Cannon Mills, Inc. Inte'rnational Shoe Co. Firestone Gulf 
Oil Corp. Sterling Drug, Inc. Lever Brothers Co. and many more. 

12-)E2E 
new york 

The ONLY New York independent 
qualified to display the. 
SEAL OF GOOD PRACTICE. 
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NOW! NEW! Stories that begin where 

OFFICIAL POLICE ACTION LEAVES OFF! 

* STARRING RICK JASON AS ROBIN SCOTT ... "NEGOÌ IATOR" EXTRAORDINARY 
with JEAN BLAKE as Phyllis 

EXPOSING FRAUDULENT INSURANCE CLAIMS! 

HIS MISSION: Saving He knows more 
fortunes for insurance about the underworld 
firms! than any man alive! 

HIS CREDO: Recover A hazardous game with 
the loss . .. leave the MILLIONS OF DOLLARS 
culprit to the law! at stake! 

A MODERN SERIES FOR EFFECTIVE MODERN PROGRAMMING! 

The new power 
in TV programs... 

ZIV UNITED ARTISTS, INC. 
488 Madison Ave. 
New York 22. N.Y. 

i 
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JULY 30 
Old scout Herb Shriner will host and 
narrate a World Wide 60 documentary 
marking the 50th anniversary of the Boy 
Scouts. (NBC -TV. 9:30-10:30 p.m.*) 

AUGUST 1 

Sam Levenson will host as Celebrity Tal- 
ent Scouts premiers as a nine -week re- 
placement for The Danny Thomas Show. 
Format calls for established show folk to 
introduce talented newcomers. (CBS -TV, 
9 -9:30 p.m.) 
Weird noises for the summer scene will 
be supplied by a 20 -foot trumpet and a 
guitar that shoots ping -pong balls on the 
debut of The Spike Jones Show. The 
nine -week musical comedy revue will 
star Spike and songstress Helen Grayco, 
feature comedians Joyce Jameson, Len 
Weinrib and Jose Jimenez, alias Bill 
Dana. (CBS -TV, 9:30 -10 p.m.) A tongue - 
in -cheek look at the development of song 
in motion pictures is contained in Holly- 
wood Sings, a repeat hosted by Boris 
Karloff. (NBC -TV. 10 -11 p.m.) 

AUGUST 4 

Set volume goes down for the nostalgic 
debut of Silents Please, condensed ver- 
sions of silent film classics. The 12 -week 
series, featuring Valentino, Chaplin, Bar - 
rymore, et al., replaces Ernie Kovacs' 
Take a Good Look. (ABC -TV, 10:30- 
11 p.m.) 

AUGUST 5 

Project 20 continues with reruns of its 
most popular shows. Fred Allen narrates 
"The Jazz Age." (NBC -TV, 10 -11 p.m.) 

AUGUST 6 

Racing from Monmouth Park trots out 
TI'ith The Sapling, six furlongs for two- 
year-olds, $100,000 purse. (NBC -TV, 
5:30 -6 p.m.) 
Surveyor General of the Universe John 
Gunther will guide summer escapists to 
Australia as the High Road series bumps 
into "The Great Barrier Reef." Other 
broadcast stops: August 18 in Africa, 
"Tanganyika Today;" August 27 tuna 
fishing in the Pacific, "Harvest of the 
Sea." (ABC -TV, 8 -8:30 p.m.) 
Peaceful uses of atomic energy will be 
explored on a tour Inside Argonne, an 
Illinois atomic energy plant. (ABC -TV, 
10 -12 p.m. -the time slot, importantly, 
marks ABC -TV's venture into new late 
night programming.) 

AUGUST 8 

Esther Williams gets in the swim with a 
Florida-originated musical, Esther Wil- 
liams at Cypress Gardens. Also starred: 
Fernando Lamas, Joey Bishop and 
870,000 gallons of water. (NBC -TV. 10- 
11 p.m.) 

AUGUST 10 

Red Buttons will put on Cockney accent 
and police inspector's uniform to solve 
"The Case of the Missing Wife" on U.S. 
Steel Hour. (CBS -TV, 10 -11 p.m.) 

AUGUST 12 

The heat is on an insurance investiga- 
tor as he gathers evidence pointing to 
his wife as an arsonist. "Fire by Night" 
is the title of this entry in the Moment 
of Fear series. (NBC -TV, 10 -11 p.m.) 
This year's College All -Star Football 
Gaine will pit choice campus huskies 
against the champion Baltimore Colts 
in a contest originating from Chicago's 
Soldier Field. (ABC -TV, 10 -12 p.m.) 

AUGUST 13 

World War I is refought as "The Great 
War" in rerun on Project 20. (NBC -TV, 
10 -11 p.m.) 

AUGUST 15 

For those who didn't catch up with 
"What Makes Sammy Run ?" last fall, 
part I of the two-part adaptation of the 
Budd Schulberg novel will repeat. (NBC - 
TV, 10 -11 p.m.) 

AUGUST 19 

A science- fiction novel by Isaac Asimov 
supplies the "humanoid" for "Caves of 
Steel" -the strange partnership between 
a human and a robot who team up 
to solve a crime -on Moment of Fear. 
(NBC -TV, 10 -11 p.m.) 

AUGUST 22 

Part IIof Budd Schulberg's" \\'hat Makes 
Sammy Run." (NBC -TV, 10 -11 p.m.) 

AUGUST 24 

The U.S. Steel Hour pans back on the 
Civil War to background a rqmantic ad- 
venture yarn intriguingly titled, "Bride 
of the Fox." (CBS -TV. 10 -11 p.m.) 

AUGUST 26 

'CBS News lights a Roman candle and 
puts on its track shoes for the start of the 
1960 Sumner Olympic Games. Exclusive 
coverage will give CBS 20 hours of pro- 
gramming in varied time slots through 
September 12. The initial program will 
feature the opening ceremonies. The fol- 
lowing events will be telecast daily (CBS - 
TV, 9 -10 p.m.) 

AUGUST 29 

The bread line winds its way into World 
War II as Project 20 revives "Life in the 
Thirties." (NBC -TV, 10.11 p.m.) 

SEPTEMBER 3 

A study of Communism inside Russia - 
"Nightmare in Red" -will be the repeat 
subject on Project 20. (NBC -TV, 9:30- 
10:30 p.m.) 

SEPTEMBER 7 

Arlene Francis 1vill battle with Hans 
Conried in "1\ "lien in Rome," a U.S. 
Steel Hour comedy about a wife whose 
husband is willed a large sum by an 
unknown woman "in memory of three 
divine days and nights in Rome." (CBS - 
TV, 10 -11 p.m.) 
AIl tinges EDT. 
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,Spo,ts Ii, 'ors ;'ill hai'r 
lire Ronne () Iv u, »i( ' fool , lrni( 
lovers will hair 
\pike Jon b) ¡'a\ 0l 

proof IIuil the Y-1 sunlou r is 

1101 all reruns. 
U.S.Steel Horn.' with new 
"live" shot's all soroon'r long, 
and the 'Moment nl Fern' 
suspense series, 
fill the drama bill. on the 
news (lu(anuntary front. 
TI'o,LI Tl'ide h0' 

lakes a look at the Boy Scouts 
on 11U 1r û1t/1 annil'rrsm y, 

and ABC. in an iol pn,laut 
extrusion into hue -night Tr. 
('xplorY'S peacetime 
atomic energy. 
Celebrity Mottos will fund 

them on the pre,nieling 
' Celebrity Talent Scouts,' and. 
with a nod to nostalgia 
and Merl' voice that nightly 
implores Inn to keep 
your Aet 411/I Me dnlro. Ibert 
is the debut of n progrU,n 
feat u ring silent biro classics. 
Reruns. of ('Oil ï5(', 

do fìgo,r 
promineolly in Ike hot- uvvllhe, 
picture, the highlight 
being the best of 'Project ?(l's' 
Iri.'lu,y- ore -fil,n v'rir 
1La, fnr%rot (,,, Ito 

scene, Spike Jones-with a 
guitar that shoots ping-gong balls. 
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In Chic ago 
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... the Museum of Science and Industry is the most versatile 
museum of its kind in the world. Its exhibits range from Space 
Age Technology -to an actual operating Coal Mine -to the 
only German Submarine ever captured in wartime, the U505! 

TELEVISION 
-owned and operated by 

Chicagoans -is dedicated to 

quality programming and 

community service. 

WGN IS CHICAGO 
Quality Integrity Responsibility 
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RADIO WRAP -UP 

A Monthly Review 

of the Radio Industry 

( )ver the past weeks radio has shown 
new vitality on several fronts. There 
have been network billings increases and 
new programming plans. A radio pro- 
gram garnered one of the heaviest listen- 
ing audiences in years. beating out even 
prime time TV competition. Summer 
radio is reported as booming. And sta- 
lions are operating on improved profit 
margins. But as the radio picture 
brightened. there was also a hint of 
trouble -the old problem of dual rates 
has again caught fire. 

NBC and CBS in the black 
On the network front, the highlight 

was an ;unu)ttricentem by NBC Radio 
that alter eight years of red ink, it is 
now operating at a profit. With as much 
net business on the books on June 1, 
1960 as it showed for all of 1959 (about 
$14,0(10,000), the network reported that 
it is assured of continuing in the black 
for the rest of the year. 

(:caring for what it calls the biggest 
third quarter it has enjoyed in the last 
f years, NBC Radio attributes its up- 
swing to a n(t% program concept and the 
resulting impl(,enlent in station clear- 
antes of neItv(nk tints, which stands at 
from 95 to 98 1,,T (cot. NBC Radio also 

lo,(11 a gent e' al increase in rates for 
p.'' I it ip.lt inn announcements. 

\I Ili, "Wei ladio networks, things 
ale al,(, looking III/. CBS Radio operated 
in the 1,1.1, k tuning the final quarter of 
pros and iIn first quarter of 1960. It 
ís111 not ,pc(ttltc on whether it has 
I, Al IieI .1 !Hi nlanetit profit position. 

I it \Inlual Radio Network, recently 
hint 11.ní11 In \linne,ola Mining and 
\I, i tiI.it in) i i_ t., i lain), i I is lloW near 
flu bleak l \ is point :111(1 that at its 
plesenl sale (,f hu,ines,, it will be in the 
him k before the rltl of the year. 

\1t(; Radio, opt'aling in the red, can 
I,,,I4 On , L i,l its othci :eras. Its 
111111 '!(I lu,1.n l,.(,I of III( I111l1;t11SSOlt- 
l'alu 1,,,71 iii ., (slight t hantpionship 
light tea(hed .u1 .nlulien(e estimated at 
61,191,230, belle, ihan any TV show (in- 
cluding the i'111111\ .\(vids) on al light 

time. The happy sponsors of ABC's 
$250,000 radio -only fight package: 
Bristol -Myers and Fiat cars. 

ABC Radio also figured importantly 
in the news with its announcement of a 
new fall programming plan. A new pro- 
gram schedule, aimed primarily at the 
young adult audience, will turn from a 
"hop- scotch" to a "steady pattern," 
center on Flair, a 55- minute across -the- 
board program of popular music and 
short features. 

Adding to radio's apparent upsurge 
was a National Association of Broad- 
casters survey showing that radio stations 
last year had a nationally improved 
profit margin. Individual stations lifted 
their profit from 7.2 per cent in 1958 
to 7.7 per cent in 1959. 

In breaking down the sales dollar of 
the typical radio station, NAB found 
that 15 per cent of income came from 
national and regional business, 85 per 
cent from local. Network income was 
less than 1 per cent. Revenue of the 
typical radio station came up from 
$99,200 in 1958 to $104,000 in 1959. Sta- 
tions estimate an increase of 3.2 per cent 
to $107,300 in 1960. 

Ayer warns on dual rates 

Much of the summer business is said 
to be national business brought in at 
local rates -a situation causing concern 
in many quarters, particularly among 
ad agencies. 

%Veil documented in recent weeks was 
N. W. Ayer's sharp ultimatum to station 
representatives concerning dual rates, 
again focusing attention on one Of 

radio's oldest and most confused prac- 
tices. Unless rates become standardized, 
warned Ayer, it will bypass reps, deal 
directly with stations. 

Ayer, wlsil h invests about $30,000,000 
; nually in ,part radio and TV, delivered 
its ultimatum to the rep group hoping 
that it can bring pressure on stations to 
adopt single rates, solve the national 
vs. local tale muddle. 

While ,tint sups feel that agencies 
Ihenl,elce, bane helped to perpetuate the 
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rate dilemma, most are in sympathy 
with Ayer's plight. There is agreement 
among reps that the rate problem needs 
to be resolved, but they feel that they 
are unfairly caught in the middle of the 
squabble. Most of the reps passed along 
Ayer's feelings to their stations. END 

TOTAL U.S. RADIO HOMES USING 
RADIO 10001 

AVERAGE PER MINUTE - 
BY HOURS OF DAY 

April, 1960 

Number of Homes 

Hour (000) 

Morning (Monday through Friday) 

6 a.m.- 7 a.m. 3,610 

7 a.m.- 8 a.m. 7,418 

8 a.m.- 9 a.m. 8 308 

9 a.m.-10 a.m. 7,167 

10 a.m. -1I a.m. 6 972 

11 a m -12 noon 6,132 

Afternoon (Monday through Fridoyl 
12 noon- 1 p.m 6082 

1 p.m.- 2 p.m. S 885 

2 p.m.- 3 p.m. 4 599 

3 p.m.- 4 p.m. 4 253 

4 p.m.- 5 p.m. 3,907 

S p.m.- 6 p.m 4 549 

Evening (Mond,y through Sundoyl 

6 p.m.- 7 p.m. 4 698 

7 p.m.- 8 p.m. 3 412 

8 p.m.- 9 p.m. 2 720 

9 p.m.-10 p.m. 2 374 

10 p.m.-11 p.m. 2 374 

11 I, 11 n, 2 473 

AVERAGE HOURS RADIO USAGE 
PER HOME PER DAY 

Month Hours 

May, 1959 
June 
July 
August 
September 
October 
November 
December 
January, 1960 
February 
March 
April 

1 95 
1 87 

167 
1 66 
1 86 
1 89 
1 94 

186 
1 82 
1 98 
1 86 

Seem, A. C. Nielsen 
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It's all over but the count:61,030,000* 
99.9% live clearance. 98.3% coverage of the U.S. 
That's the count on the Patterson -Johansson 
fracas -carried exclusively on ABC Radio. It has 
to figure as the biggest figure ever in radio showman- 

ship ... a record -smashing demonstration of net- 
work radio impact. As such, obviously a hit with 
sponsors Fiat and Bristol- Myers. And a sample 
of the big- audience programs ahead on ABC Radio. 

ABC RADIO NETWORK 
'SOURCE, BASED ON SPECIAL 100 CITY U.S TRENDEX, JUNE 21, 1960. PROJECTED AGAINST U S NIELSEN 

COUNTY BREAKDOWN OF 1959 PATTERSON.JOHANSSON FIGHT, INCLUDING THE CANADIAN AUDIENCE. 
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Philadelphia's prize reporter 
The Pennsylvania Associated Press Broadcasters recently honored WRCV and WRCV-TV 
with six awards for outstanding news operations - the largest number won by any radio 
and television news department in the Commonwealth. These citations are particularly 
meaningful, coming as they do from a "jury" of professional broadcasters. And from the 
people of Greater Philadelphia comes further recognition of the superior news service 
being rendered by both of these stations. WRCV -TV 's 11 PM News and Weather programs, 
for instance, attract the largest viewing audience in Philadelphia, according to Nielsen.* 

*N81 Jan -Apra, 1960 

award aware 
First Place for Dis- 
tinguished Contribu- 
tions to Freedom of 
Information. For re- 
porting from Trenton, 
New Jersey, on the 
July 1959 incident 
when one WRCV -TV 
newsreel camera was 
smashed while filming 
a disturbance during 
the last steel strike. 

Second Place for Out- 
standing Radio Re- 
porting. For Tom 
Pettit's dramatic on- 
the -scene reporting of 
an eccentric elderly 
lady who barricaded 
herself in her home 
and held off authori- 
ties with a shotgun 
for several hours. 

Special membersh 
citation for Outstay 
ing Membership ( 
operation. For ma 
news contributio 
made to The Ass() 
ated Press. Speci 
tally for providi, 
A.P. members with 
exclusive interni 
with the sole survi' 
of a commercial a 

line disaster ne: 
Williamsport, Pen t 

www.americanradiohistory.com

www.americanradiohistory.com


i 

I111U 1 &IIIIU 1 rllV 
NBC Owned Stations in Philadelphia Sold by NBC Spot Sales 

award 
First Place for Out- 

.. 

For its "overall 
news operation," sta- 
tion WRCV -TV won 
the coveted first place 
award. This is the 
hi;hest award given 
h)- the Pennsylvania 
Associated Press 
li roadeasters. 

Second Place for Out- 
standing Reporting. 
For the WRCV -TV 
overall coverage of 
the long steel strike. 
Of the 35 individual 
film stories made dur- 
ing the strike, 15 were 
"fed" to major NBC 
network news shows. 
This operation gave 
WRCV -TV more local 
originations than any 
network affiliate. 

First Place for Out- 
standing Coverage of 
a Special Event. For 
the special program- 
ming WRCV Radio 
broadcast during the 
Congressional hear- 
ing conducted in Phil- 
adelphia by Congress- 
woman K. Granahan. 

www.americanradiohistory.com

www.americanradiohistory.com


I want to spea k lo a l l you young advertising' people... 

"I'm Emily Tipp, the Tip 
Top Lady. My Tip Top Bread 

is just a teeny bit better 
than any other bread, and I 

like to think our Spot Tele- 

vision campaign, too, is just 

a teeny bit better than any- 

body else's. Anyway, it's 
been very good for us. And 

we've found that spot tele- 

vision and radio is so won- 

derfully flexible. We buy 

only the markets we're in, 

and the local stations put us 

right in prime time, where 

we want to be. The Tip Top 

Spot Campaign is - ahem 

- tops. Those nice young 

men at your nearest H -R 

office can tell you all about 

spot. They're charming. 
And so cute." 

. 
Televtston. ne. 
Representatives 

Voiced by Margarette Hamilton /Produced for Ward Baking Company by Goulding, Elliot and Graham 
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Buying Patterns of Oil 

and Gasoline Spot Advertisers 

This month's tabulation of gasoline and oil spot 1 \' adver- 
tising has been expanded to show a breakdown on a region- 

al basis in order to reflect schedule variations in alignment 
with the regional nature of this particular product. 

The schedules for each advertiser represent spot activity 
during the first quarter of 1960 in cities monitored by Broadcast 
Advertisers Reports in the Eastern, Midwestern, Western and 
Southern regions of the United States. 

For each city, the figures below represent a variety of ran- 
domly sampled weeks during the January -March 1960 period. 
It is important to note that the recording weeks for the markets 
d iflcr. 

Sign -on -6 p.m. 6.11 p.m. After I 1 p.m. 

EASTERN REGION 

AMOCO PETROLEUM PRODUCTS 
Baltimore 

1 -30 min. per. 
Boston 1:60 
Buffalo 1:60 
Ho rrisburg- lanca ster- 

Lebanon 1:60; 1 -30 min. per. 
Hartford 1.30 mm. per 
New York 2-30 min. per. 
Philadelphia 1:60 
Pittsburgh 

1 -30 min. per. 
Providence 

1 -30 min. per. 
Syracuse 1.30 min. per. 

CROWN PETROLEUM PRODUCTS 
Baltimore 5.10 min. per 

GENERAL PETROLEUM PRODUCTS 
Hartford 

New York 

Pittsburgh 

7:20 
5:60 10:20; 20 :60 5:20; 6:60.. 

9:20; 2:60 

JINNEY PETROLEUM PRODUCTS 
Boston 

Providence 

1 
11:10 6:10 
2:10 

REPL1 SPOT 

It is therefore not valid to make any inter -city comparisons, 
but rather only intra -city comparisons among the brands. 

A theoretical example of how the table should be read is 
illustrated below: 

SHELI. on. Sign -on -6 p.m. (i-I I p.nt. Alter I I p.m. 

Chicago 2:10; 6:60 ... 3 -30 min. per. 

In Chicago, Shell Oil ran two 10- second and six 60- second 
announcements before 6 p.m., three 30- minute periods between 
6-11 p.m. and nothing in the time period after I I p.m. 

Sign -on -6 p.m. 6.11 p.m. After I I p.m. 

KENDALL PETROLEUM PRODUCTS 

Buffalo... 6:10 

SHELL PETROLEUM PRODUCTS 

Baltimore 

Boston 

Hartford 
New York 

Providence 

Syracuse 

Washington 

5.5 min. per. 

4 -10 min. per. 

1:20; 3 -IS min. per. 

2:20; 2.10 min. per. 

3 -5 min. per 

3-10 min. per 

5-5 min. per. 

STANDARD OIL PETROLEUM PRODUCTS 

Baltimore 10:60; 5.10 min. per. 

Boston 5.10 min. per. 

Buffalo 

Harrisburg- Lancaste r- 

Lebanon 

Hartford 
New York 

Philadelphia 

Pittsburgh 

Providence 

Syracuse 

Washington 

5.10 min. per. 

2:60 6:10 

5 -10 min. per. 

3.5 min. per. 

5 -10 min. per. 

5.5 min. per. 

5.10 min. per..... ... 
5 -10 min. per.... .... 
6-10 min. per. 
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AE LOVES CB 
EVEN MORE THAN CANCELLED CONFERENCES 

Account Executives are not always Right. 

There is usually a research director or a mar- 

keting manager or a media buyer or a client 
to point up this fact. But once in a while they 

luck out. Like the other day when three 
different clients had regional problems. AE sug- 

gested Championship Bowling, market -by- 

market. Each client said fine, knew it was the 
top filmed sports show for six straight years. 

Research blessed the audience profile, market- 

ing applauded the merchandising potential, and 

media knew the cost per thousand is fantasti- 
cally low. They all said, "AE, you are Right." 

AE's wanting to avoid a persecution complex, 
write or wire, Walter Schwimmer, Inc. 
75 East Wacker Drive, Chicago, Illinois. 

CHAMPIONSHIP BOWLING 

"Championship Bowling" can be bought as an hour 
show or a half hour show every week. or as a half hour 
every other week, nationally or in selected markets. 

REPORT ON SPOT continued 

Sign-on-6 p.m. 6.11 p.m. 

SUN OIL PETROLEUM PRODUCTS 
Baltimore 

Boston 
2:201 1.30 min. per. 

2:201 1-30 min. per. 
Buffalo 220 
Harrisburg-Lancaster- 

Lebanon 
Hartford 
New York 

Philadelphia 
Pittsburgh 

Providence 

Syracuse 1:10 
Washington 

After 11 p.m. 

1:201 1:60 

2.20i 1:60 
2:20 

4:20; 2:60 
2-30 min. per. 

I :20; 1:60 
I:20; 1:60 

1:1 0 ;1:20; 1 -30 min. per 

TIDEWATER PETROLEUM PRODUCTS 
Boston I:10 

MIDWESTERN REGION 

AMOCO PETROLEUM PRODUCTS 

Cleveland 1.30 min per 

ASHLAND PETROLEUM PRODUCTS 

Cincinnati 1-30 min. per. 

ATLANTIC PETROLEUM PRODUCTS 

Cleveland 5 -5 min. per. 

BONDED OIL PETROLEUM PRODUCTS 

Columbus 1:20; 1:60 

CERTIFIED PETROLEUM PRODUCTS 

Columbus 5 -5 min. per 

CONOCO PETROLEUM PRODUCTS 

Des Moines 1:60; 1.30 min. per. 
Fort Wayne 2:20; 7:60 1:60 

Kansas City 1:60 
Milwaukee 1:60 

South Bend -Elkhart 1:60 

St. Louis I:60 

DRAKE PETROLEUM PRODUCTS 

Lansing - Flint - Boy City 1:60 

D-X SUNRAY PETROLEUM PRODUCTS 

Des Moines 1 -30 min. per. 

Evansville - Henderson 1-30 min. per 

Indianapolis 1 -30 min. per. 

Kansas City 1 -30 min. per. 

Milwaukee 1 -30 min. per. 

Minneapolis 1 -30 min. per. 

FLEET WING PETROLEUM PRODUCTS 

Cleveland 2:60 240 

GENERAL PETROLEUM PRODUCTS 

Des Moines 3:20; 1:60 

Detroit 1:60 7:20; 9:60 

Fort Wayne 2:20 

Indianapolis 1:20 

Lansing - Flint -Bay City 5:20 

Milwaukee 10:20 

Minneapolis 10:20; 440 140 

South Bend - Elkhart 1 -30 min. per. 

St. Louis 6:20; 3:60 

GULF PETROLEUM PRODUCTS 

Toledo 140 

IMPERIAL OIL PETROLEUM PRODUCTS 

Detroit 1.75 min. per. 

LEONARD PETROLEUM PRODUCTS 

Detroit 1 -30 min. per. 

Lansing - Flint - Bay City 2-30 min. per. 

LUBRI -LOY PETROLEUM PRODUCTS 

St. Louis 1-5 min. per. 

MARTIN PETROLEUM PRODUCTS 

Chicago 6:10 2:10 5:10 

OKLAHOMA PETROLEUM PRODUCTS 

Indianapolis 1:60 
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Signon-6 prn. 6-11 p.m. After I/ p.m. 

PATE PETROLEUM PRODUCTS 

Milwaukee 1-30 min. per. 

PHILLIPS 66 PETROLEUM PRODUCTS 

Chicago 140; 1-30 min. per. 

Columbus 1-30 min. per. 

Dayton 3-10 min. per.; 
1-30 min. per. 

Des Moines 3.10 min. per. 

1-30 min. per. 

Indianapolis 5-10 min. per. 
Kansas City 5-10 min. per. 
Lansing- Flint - Bay City 1-10 min. per ; 

2-20 min. per. 
Milwaukee 5.10 min. per. 
Minneapolis 1:60; 1-30 min. per. 
St. Louis 5-5 min. per. 

PLATOLENE PETROLEUM PRODUCTS 
Evansville - Henderson 220 

PORTAGE PETROLEUM PRODUCTS 

South Bend Elkhart 2-5 min. per. 

PURI OIL PETROLEUM PRODUCTS 
Columbus 130 140 
Indianapolis 1-15 min. per. 

SHELL PETROLEUM PRODUCTS 
Chicago 

Cincinnati 

Cleveland 

Columbus 

Dayton 

Detroit 

5-IS min. per. 

3.10 min. per. 

3.15 min. per. 

3-10 min. per. 

2:20 6-5 min. per. 

6-5 min. per. 
Evansville -Henderson.. 4:60 2-5 min. per; 

5-10 min. per. 
Fort Wayne 5-5 min. per. 1:20; 2.10 min. per. 
Indianapolis 4-10 min. per. 
Minneapolis 3:60; 3-5 min. per.; 

2.15 min. per. 
South Bend - Elkhart 2:20; 5.10 min. per. 
St. Louis 6-10 min. per. 
Toledo 1-10 min. per. 

SINCLAIR PETROLEUM PRODUCTS 
Milwaukee 4:60 1:60 

SITE PETROLEUM PRODUCTS 
St. Lows 140 3:10; 1:60 

SPEEDWAY 79 PETROLEUM PRODUCTS 
Detroit 3-30 min. per. 

STANDARD OIL PETROLEUM PRODUCTS 
Chicago 

1 basketball per. 6-15 min. per. 
Cincinnati 3:10 20:10 
Cleveland 20:10 24:10; 5-10 min. per.. 9:10 
Columbus 5:10; 25:10; 2-10 min. per.. 3:10 

2-10 min. per. 
Dayton 5:10 20:10 11:10 
Des Moines 5:60 520 
Detroit 5-15 min. per ; 

1-30 min. per. 
Evansville -Henderson. 1 basketball per 3-10 min. per. 
Fort Wayne 

1 basketball per 2-15 min. per ; 

1-30 min. per. 

1:60; 3-10 min. per. 

1-30 min. per. 
Kansas City 5-10 min. per. 
Lansing-Flint-Bay City. 1 hockey per.; 5:60; 3-15 min. per. 

1 basketball per. 
1 basketball per 5-10 min. per. 
1 basketball per 5-10 min. per. 

3-10 min. per. 
1 basketball per 5-10 min. per. 
610 29:10; 5-10 min. per. 

SUN OIL PETROLEUM PRODUCTS 
Cincinnati 

Cleveland 

Indianapolis 

Milwaukee 

Minneapolis 

South Bend - Elkhart 
St. Louis 

Toledo 

2:20 
2:20 11-5 min. per. . 

To page 27 

AE LOVES CB 
EVEN MORE THAN OLIVES OR LEMON TWISTS 

This Al... may not know all he could about 
bridge. but he knows about bridge players ... 
About their fantastic loyalty to the game . . . 

and to the show they refer to as "our show"- 
Championship Bridge. 10,000.000 bridge play- 

ers watch the show. They write thousands of 
letters of thanks to stations carrying "their" 
show. Their profile looks like many others 
except for a bulge from fatter billfolds. And 

they watch with unheard of interest. Avid. 

Our AE's client likes this interest. So does his 

comptroller. So does our AE who sold them 

the show. He likes being a hero. 

For a completely one-sided story, write or wire 

Walter Schwimmer, Inc., 75 East Wacker 
Drive, Chicago, Illinois. 

CHAMPIONSHIP BRIDGE 

"Championship Bridge with Charles Goren" resumes on 
ABC-TV Sunday. October 16. Minute announcements are 
available either on a 13/26 week or 26/26 week basis. 
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Unequal Time 

for the Delegates 

from Corinthian 
When the smoke clears away from the politi- 

cal conventions in Los Angeles and Chicago 
this summer, someone may well point out that 
Corinthian's "delegates" were seen and heard in 
their home areas more than the candidates. 

The reason is simple: They went as electronic 
reporters, complete with cameras and mikes, 
curiosity and zeal. 

In the first major TV -group effort of its kind 
Corinthian is fielding a 14 -man team for conven- 
tion coverage. 

Why go to such expense, when national cover- 
age is on tap at the flick of a CBS switch? 
Because we want local and regional coverage to 
complement CBS's superb national coverage. 
Because we want to tell an intensive story of our 
respective state delegations. Because we want 
to view national events with local eyes. 

Each Corinthian station news director, work- 
ing with his own cameraman, saturated with 
knowledge of local political situations, interprets 
events for his specific local audience. Through 
video tape, sound on film and voice over silent 
film, we provide audio -visual coverage; through 
on -the -spot reporting via telephone we fuse TV 
and radio into one electronic medium. And, at 
a time when the conventional pattern of conven- 
tion coverage is to sell station breaks as com- 
mercials, we're integrating them with special 
political reports. 

In a special sense, Corinthian is playing poli- 
tics for all it's worth -the politics of intensive, 
explicit local news coverage. This is not group 
journalism. It is individual station journalism 
through group organization. 

Our five TV and two radio stations thus 
achieve even greater identification with their 
regional audiences -and vice versa. 

Responsibility in Broadc 
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KOTV 
iV TULSA (HR) 

KHOU-TV 
HOUSTON (CBS-TV Spot Soles) 
KXTV 

W SACRAMENTO(H-R) 
tl WANE-TV 

FORT WAYNE (H-R) 
WISH-TV 
INDIANAPOLIS (H-R) 
WANE-AM 
FORT WAYNE (H-R) 
WISH-AM 
INntNApoi is (11-R) 

htta DM 

REPORT ON SPOT from Page 25 

Sign-on-6 p.m. 6-11 p.m. After 11 p.m. 

SUN OIL PETROLEUM PRODUCTS continued 
Columbus 1:20 
Detroit 220 
Fort Wayne 410 1010; 1-30 min. per. 
Indianapolis 220 
South Bend - Elkhart 1-30 min. per. 
Toledo 1:20; 1-30 min. pr. 

SUPERIOR PETROLEUM PRODUCTS 
Des Moines 1:20 

TRESSLER PETROLEUM PRODUCTS 
Cincinnati 210. 

WISCO PETROLEUM PRODUCTS 
Milwaukee 410 4710 7:10 

WYNN OIL PRODUCTS 
Po Indianapolis 1:60 

SOUTHERN REGION 
AMOCO PETROLEUM PRODUCTS 

Asheville - Greenville - 

Spartanburg 1-30 min. per. 
Charleston - Huntington 1-30 min. per. 
Charlotte 1-30 nain. per.... 
Jacksonville 1:10; 2:60 
Memphis 1-30 min. per. 
New Orleans I :60 
Norfolk 1:60 1-30 min. per. 
Richmond 1-30 min. per. 
Roanoke - Lynchburg 1-30 min. per. 
Tampa - St. Petersburg 1:60 

ASHLAND PETROLEUM PRODUCTS 
Charleston - Huntington 1-30 min. per. 

ATLANTIC PETROLEUM PRODUCTS 
Asheville - Greenville - 

Spartanburg 5-5 min. per. 
Charlotte 5-5 min. per. 
Jacksonville 5-5 min. per. 
Norfolk 3:10 5-5 min. per. . 

Richmond 5-5 min. per. 
Roanoke - Lynchburg 5-5 min. per. 

CITIES SERVICE PETROLEUM PRODUCTS 
Norfolk 5:60 

COLONIAL OIL PETROLEUM PRODUCTS 

Jacksonville 7:10 3:10 

CONOCO PETROLEUM PRODUCTS 
New Orleans 1:60 

0-X SUNRAY PETROLEUM PRODUCTS 

Memphis 1-30 min. per. 

GENERAL PETROLEUM PRODUCTS 

Norfolk 1:60 3:20 

GULF PETROLEUM PRODUCTS 

Asheville - Greenville - 

Spartanburg 1 basketball per.; 1:60 

1:10 

Charlotte 120; 7:60 

LION PETROLEUM PRODUCTS 

Memphis 2:60; 3:20; 1:60 

1.30 min. per. 

New Orleans 1:10 

PENNZOIL PETROLEUM PRODUCTS 

Jacksonville 4:10 

PHILLIPS 66 PETROLEUM PRODUCTS 

Asheville - Greenville - 

Spartanburg 
Atlanta 

Jacksonville 

Memphis 

210 2.10 

2:20; 2:60 

3.10 min. per. 

2-10 min. per. 1-5 min. per. 

1:60 

3-10 min. per. 

3.10 min. per. 

3-10 min. per. 

5:60 
3-10 min. per... 

New Orleans 

Norfolk 

Richmond 

Roanoke - Lynchburg 

Tampa - St. Petersburg 
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Impassioned charges and countercharges have raised questions in the minds of many. The need for 
re-evaluation was weighed by a panel of distinguished guests on a recent WBBM -TV program. This is bu 

one more example of the provocative local fare Chicagoans look for -and expect -on CBS Owned WBBM -T 

People who value their time find more that is worth watching on WBBM -TV. Which is why time is 

valuable on Channel 2, Chicago's top -rated television station for 60 consecutive Nielsen reports. 

WBBM- TV,CHANNEL 2 IN CHICAGO -CBS OWNEi 

ORGANIZED LABOR- CRUSADE OR RACKET? 
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i 

PORT ON SPOT from page 27 

Sign -on -6 p.m. 6 -11 p.m. 

QUAKER STATE MOTOR OIL 

Roanoke Lynchburg .. 1:20 

After 11 p.m. 

SHILL PETROLEUM PRODUCTS 

Asheville Greenville - 

Spartanburg 1:20; 1:60; 

5.10 min. per. 

Atlanta 2 -15 min. per..... 1 -15 min. per. 

Jacksonville 4 -5 min. per. 

Memphis 1:60; 4 -5 min. per. 5:60 

1 -10 min. per. 

New Orleans 5 -5 min. per. 2.10 min. per. 

Roanoke 1:60; 2 -10 min. per. 

Tampa - St. Petersburg 3.10 min. per 

SINCLAIR PETROLEUM PRODUCTS 

Charlotte 1 -30 min. per. 

Richmond 1:20 1:20 

STANDARD OIL PETROLEUM PRODUCTS 

Asheville - Greenville 

Spartanburg 5:60; 5 -10 min. per. 

Charleston - Huntington. 5-5 min. per. 5 -10 min. per. 

Charlotte 1 -30 min. per. 

Memphis 5.15 min. per. 

New Orleans 1:10; 4:20; 5 -10 min. per. 

5 -15 min. per. 

Norfolk 5 -10 min. per 
Richmond 5 -10 min. per. 

Roanoke 5 -15 min. per. 

Sign -on -6 p.m. 6.11 p.m. After 11 r, 

Portland, Ore. 1:30; 2:60 
San Antonio 7:20; 2:60 
San Francisco 110.. 
Seattle - Tacoma I :20 

GEORGES PETROLEUM PRODUCTS 

Dallas - Fort Worth ... 2:10 

HUMBLE PETROLEUM PRODUCTS 

San Antonio 2.20 
LION PETROLEUM PRODUCTS 

Houston 1:10 

PHILLIPS 66 PETROLEUM PRODUCTS 

Dallas - Fort Worth ... 3-15 min. per. 

Denver 5 -10 min. per. 

Houston 3 -IO min. per. 

Oklahoma City 2.15 min. per. 

Salt Lake City 5 -5 min. per. 

San Antonio 1:60 3 -5 min. per. 

Tulsa 3 -10 min. per. 

PREMIER PETROLEUM PRODUCTS 

Dallas - Fort Worth I -1 5 min. per. 

QUAKER STATE MOTOR OIL 
Oklahoma City 4:60 

RICHFIELD PETROLEUM PRODUCTS 

Fresno 1:20 

Los Angeles 2:20 7:20 
Portland, Ore. 1:20 

San Diego 5:20 

San Francisco 2:20 
SUN OIL PETROLEUM PRODUCTS Seattle - Tacoma 1:20 

Charleston - Hunttington 1 -30 min. per. 
SEASIDE PETROLEUM PRODUCTS 

Charlotte 1:20 
Fresno 1 -10 min. per. 

Jacksonville 3:20 
Richmond 1 -30 min. per 

SHILL PETROLEUM PRODUCTS 

Fresno 5 -15 min. per 
Roanoke - Lynchburg 1:60 

Houston 1:20; 1:60; 
Tampa - St. Petersburg 2-5 min. per. . 

5 -10 min. per. 
WYNN OIL PRODUCTS Los Angeles 5 -15 min. per. 

Atlanta 1:60 3:60 2:60 Portland 5 -10 min. per. 
Jacksonville 1.15 min. per. 1-5 min. per.. San Francisco 5 -15 min. per 
Tampa . St. Petersburg 2:60 Seattle - Tacoma 5-15 min. per. 

WESTERN REGION SKELLY PETROLEUM PRODUCTS 

Tulsa 1 -15 min. per 
AMALIE PETROLEUM PRODUCTS 

Houston 1 :Y0 

AMOCO PETROLEUM PRODUCTS 

STANDARD OIL PETROLEUM PRODUCTS 

Denver 5 -10 min. per. 

Fresno 1 -30 min. per.... .... ... 
Houston 1:60 Los Angeles 1-30 min. per. 

CARTER PETROLEUM PRODUCTS Oklahoma City 4:60 

of Denver 4:20; 1:60 I:60 Portland, Ore. 1 -30 min. per. 

0 Salt Lake City 1.30 min. per. Portland, Ore. 5.10 min. per. 
4 Seattle . Tacoma 5 -5 min. per.. San Diego 1-30 min. per. 

Son Francisco 1.30 min. per. 
CONOCO PETROLEUM PRODUCTS 1-30 

Denver 14:10; 3:10; 2:20; 1:60; 
1 basketball per... 1.30 min. per. 

Honce 1 -30 min. per. 
Oklahoma City 1:60 
Salt Lake City 4:60 1 -30 min. per. 
Son Antonb 1:60 
Yoko 3-5 min. per. 

D UPONT PRODUCTS 
Seattle Tacoma 1:10 14:10 

S -Z SUNRAY PETROLEUM PRODUCTS 
Tulip 

FINA PETROLEUM PRODUCTS 
Nana -Fort Worth 1:60 UTAH OIL PETROLEUM PRODUCTS 

Seattle - Tacoma min. per. 

TIDEWATER PETROLEUM PRODUCTS 

Los Angeles 2:20; 3 -I5 min. per..... 1:10 

San Francisco 1:10 2,60; 3 -10 min. per. 1:10 

Seattle - Tacoma 1:10 15:10; 1:60 

TYDOL PETROLEUM PRODUCTS 

Los Angeles 1:20 

UNION OIL PETROLEUM PRODUCTS 

Fresno 1 -30 min. per. 

Los Angeles 1-30 min. per 

Portland, Ore. 1 -30 min. per 
1 -30 min. per. San Diego 1-30 min. per. 

San Francisco 1-30 min. per. 

!INAL PETROLEUM PRODUCTS Salt Lake City 5:20 10:20; 1:60; 

1-5 min. per. Fort Worth.... 1:60 9:20; 1:60 
1 basketball per. WYNN OIL PRODUCTS 

1:60 Houston 5 60 

Son 2:20; 4:60 Son Antonio 1:60 
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IN CENTRAL WEST VIRGINIA 

Clarksburg Fairmont Morgantown 

YOUR 

PRODUCT'S 

BEST 

FRIEND 

IS 

The FRIENDLY Group's a 01 
A SHOPPER TOPPER STATION 

P$t4±t 
IN CLARKSBURG: 
Roger Garrett -MAin 4 -7573 

IN NEW YORK: 
lee Gaynor -Oxford 7-0306 
Represented Notionally: Avery -Knodel, Inc. 

bi Television too, a station is known by the companies it keeps! 
I lore at \1'BOY= I V our sponsor list reads like the "Who's Who" 
in local and national advertisers. Yes, Iron City Beer, Lever 
Brothers, Ford Dealers, Gulf Oil, Carlings Beer, Domino Sugar, 
Carnation Milk, Hope Natural Gas, Procter and Gamble and 
l'.S. Rubber are just a few of the firms who buy BOY to tell and 
.,I1 150,000 TV Families in the heart of Central West Virginia - 
1 .milils with almost ONE BILLION DOLLARS TO SPEND. 

Member The FRIENDLY Group `11 (John J. Laux, Managing Director 

The lowest cost television bridge to the 

Upper Ohio Valley's Five Billion Dollar retail 
market. The best of CBS and ABC. Plus Shop- 

per Topper Merchandising. 

John J. Laux, Exec. V -P. - AT 2 -6265 

STEUBENVILLE -WHEELING 

CHANNEL 12 
28% taller and 29% more powerful. Tells 
and sells 152,000 TV homes who spend 750 

million annually. The best of CBS and ABC. 

Plus Shopper Topper Merchandising. 

D. T. Knight, General Manager - MA 3.7260 
Represented by Av, -IUO_ . 

M I S S 

4 

More to see on Channel 3 with NBC. Domi- 

nates the key corners of Tennessee, Georgia 

and Alabama where over a million people 

spend 800 million dollars. 

Harry Burke, General Manager - OX 8-1505 

M[ra.nted l M 
, _ NNt 

CHANNEL 12 
Newest member of the FRIENDLY Group serv- 

ing over a million people with 721 million 
dollars to spend. The best of CBS and 

Networks. 

Robert E. Metcalfe, Managing Dir. -TA 4 

Rep resented by Av W ery-Id led. 
U s T A O S E O I B O I A 

CHANNE - 2 
A captive audience of 150,000 TV homes with 
a spendable consumer income of almost One 

Billion Dollars. The best of NBC and C 

Plus Shopper Topper Merchandising, 

Roger Garrett, General Manager -MAin 4-7 
BepreettetH IU 1ereumidsl, las. 
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PROMOTION 

By Gene Godt, President, BPA 

WHAT VAKES 

FOR SUCCESSFUL 

DIRECT MAIL PIECES? 

Something more than shapely girls or stacks of numbers is needed to win a timebuyer's interest 

THE last tizne I read a symposium -type article by time - 
buyers on the subject of broadcast promotion, I wrote 

letters to the people who had contributed opinions. One 
man answered my letter. Fortunately he had written prob- 
ably the most intelligent portion of the article which trig- 
gered all this, so I was already prepared to listen attentively. 
Here's what he said (and I'll give you his name if you ask 
me for it). 

"1. Trade journal promotion: Because of their forced 
brevity, these have an ideal format. However, they are fre- 
quently missed or not read because of the reader's primary 
interest in the editorial matter, and the discouraging prob- 
lem of processing the books before the pile gets too high. 

"2. Direct mail: Although each piece is given personal at- 
tention, most of it is merely scanned and basketed as 
worthless. Ten per cent is read thoroughly and half of this 
is filed. The worthless stuff usually features beautiful scen- 
ery and /or girls with call letters plastered all over the place. 
The opposite extreme features hundreds of figures, some- 
times undocumented, which are not needed and must be 
dug out of a different uniform source whenever they are 
needed. 

Never mail to a timebuyer's home 

"The worst use of direct mail is the piece which arrives 
at home and hits the buyer after a tough day. Riding home, 
he thinks he's successfully putting the office behind him. 
While donning a sports shirt he glances at his dresser and 
is infuriated to find the call letters of a certain station star- 
ing at him from a mailing piece. 

"Good direct mail: (1) Is brief. (2) Is well -produced. (S) Is 
interesting. (4) Has a worthwhile point to make. 

"3. What direct mail gets read thoroughly and more than 
once? We all have a little gambling blood in our veins, and 
everybody loves something that's free. The contest, if it is 

brief and uncomplicated, gets fantastic readership and warm 
a%elcome. One pitfall to be avoided is the contest which de- 
pends upon skill or hard work. Busy people will not enter, 
and those who do will be miffed when their elaborate 
entries don't pull a pi iie. 

"Next to a contest, the free gimmick is best. There are 
two disadvantages -the expense, and the tendency for them 
to be taken for ;ranted and not capitalized upon. 

Promote general local acceptance 

"On 1 \ , ayhcre all the outlets in a market are X'1 11:s wíth 
relatively the same coverage, we buy spots strictly on adja- 
cencies. You can promote to us the local acceptance of your 
network programs. l'ou can also dwell on the excellence of 
your facilities, coverage, equipment, new prot4ranuning. and 
general local acceptance. In a market of equally -good sta- 

tions, I believe a gimmick is needed to make "IA' promotion 
anything but routine." 

'There followed -a week later -a three -inch bundle of all 
the broadcast promotion pieces which had crossed this busy 

timebuyer's desk during a seven -day period. On each. he 

had written a comment. five dozen of them, which I read 
avidly. 

To summarize this smart timebuyer's comments, the in- 

formation you give a timebuyer about your station and sort 
availabilities must be: 

1. Brief and to the point. 
2. Have a point of genuine interest of Illtltol l .tni I,, 

the timebuyer. 
3. The more personal the better. 
4. Bright and attractive. 
5. Better than just "numbers, numbers. numbers." 
Come to think of it, that's exactly what my friend had 

told me before he turned to the specifics. And I hop.. it -s ..I 

helped you, as it has me. END 
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Everywhere people are saying ... 

Lancaster- Harrisburg -York 

is one TV market when 

you use WGAL -TV ,' 
-- 

MULTI-CITY TV MARKET 

HARRISBURG 

MMMMM 11111 

Rp,, », ,,,d,,..: The MEEKER Company, Inc. New York 

WGAL -TV 
is favored by viewers in Lancaster -Harrisburg -York, 

plus Gettysburg, Hanover, Lebanon, Chambersburg, 

Lewistown, Carlisle, Shamokin, Waynesboro, and many 

other communities. Profit -proved for advertisers, this 

multi -city market is important to your selling plans. 

WGAL -TV 
Clcaiotee ó 

_.....4g Lancaster, Pa. 
NBC and CBS 

STEINMAN STATION 
Clair McCollough, Pres. 

Chicago Los Angeles San Francleco 
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THE TV SCENE 

By George G. Huntington, v.p. and general manager, TvB 

TvB's new offices in Rockefeller Plaza offer 

When television billings hit the one billion dollar figure, ¡ TvB was started. Now we're at the 1.6 billion level. By 
1965, we expect television to reach three billion dollars. 

To help us play a role in attracting these added billions 
and to enable us to better serve the billion -plus we already 
have, TvB is moving into new and larger office space on the 
24th floor of Number One Rockefeller Plaza. This is your 
invitation to visit us. 

Form follows function and the form of our new offices 
reflects the function TvB serves. First, it's bigger to house 
our larger staff and expanded facilities. 

Plans started with the conference room 

'Take our conference room. Advertisers and agencies asked 
U.S for some place in which they could meet, where our mate- 
rial would be handy, where they wouldn't be interrupted by 
phones, etc. So we started the plans for our new office with 
the conference room. In it, our members, retailers, manu- 
facturers and agency people will be able to discuss their 
problems with our people. 

They asked us for some way of showing local corn - 
mercials, so we've added a complete R.C.A. color and black - 
and -white TV tape unit. In our conference room, you'll be 
able to see taped examples of local programs, local personali- 
ties, local markets ... just as the home viewer sees them. 

There's been a demand for a more efficient way to tell 
agencies the stories of individual markets. So we're suggest- 
ing that our members prepare tapes of their markets, tapes 
they'll send their representatives for use on our machine. 
Now, when you can't visit some distant market, that market's 
rep can take you there in person ... via tape. 

In the same conference room, you'll be able to view our 
Increased, library of TV commercials. As we add to our role 
the job of helping with advertisers' creative problems, our 
film commercial library increases. If you advertise a beer, 
we can show you how many other brewers are using our 
medium. If you have a creative or competitive problem. 

A NEW 

HOVE AND 

NEW FURNITURE 

a variety of improved facilities and services 

perhaps this commercial library will help straighten it out. 
With tapes of local cooking, fashion, news, weather and 

other shows, with good examples of local retail commercials 
that went on the air live, we'll be able to show the national 
advertiser the importance of local television support . . . 

support missing in most categories. 
Because agencies stake presentations to clients and clients 

to their own sales staffs and TvB members to most everyone, 
we've made a giant lightbox from which you can instantly 
select any one of over 500 different I vo-by -two color slides. 
'These slides, combined with the filins Ive've made, show 
the who's, why's and what's of television. They've been the 
heart of many dealer meetings from bottlers to shirts. 

Because television is a complicated and technical medium, 
and because most of the people involved with it want to have 
all the facts they can get. the new offices will see our library 
expanding to more realistic space. "I-he supply Of basic refer- 
ence material and the professional know -how of uhcrc to 
find what Ave don't have increases as the proportion 1 I,udg- 
ets going to T \' increases. 

Central Telegence file holds marketing data 

Separate from the library is a solid bank of files contain- 
ing all the advertiser -media -marketing information 'l'vB 
owns. This. our Central Telegence file. will greatly speed 
our ability to answer questions. It is the result of five years 
of gathering and is at the core of most prospect-client- 
member questions. 

When you visit Its, don't expect deep pile carpets -we're 
not in the rug business. But do expect to see an office de- 
signed for the better and greater use of television. It was 
planned to meet the increased demands of our increasing 
industry. From color TV tape to film commercials. from our 
library to our Telegence Center, our slides to our people .. . 

TvB will accelerate the flow of facts about television. 
Some evening soon, look up at our office windows. fl tlir 

lights are on. we're in ... come, be our welcome guest. END 
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NEW Look! NEW Picture Quality! NEW 41/2 inch I.O. 

... the First All -New TV Studio Camera in 8 Years! 
RCA's new monochrome television camera Type TK -12 is new in every sense of the word 
... including startling new improvements in picture quality, significant new savings in 
operating costs and manpower, new features that help you sell! 

4'/2 INCH IMAGE ORTHICON. This new camera uses a larger image orthicon picture 
tube -4 I 2 inches in diameter. The 50 per cent greater tube size makes it possible to obtain 
far better picture detail than has been possible before. 

FUNCTIONAL STYLING. A "new look" to identify this camera with the "new 
picture" has been given the TK -12, in the form of a distinguishing keystone shape. 
Functional in advantage, too, it provides space for an 832 inch view finder instead of 
the usual 5 or 7 inch. 

NEW SAVINGS IN OPERATION. High stability and reliability coupled with a 
brand new control concept, permit a single video operator to handle as many as six cameras. 
For the normal run he need be concerned with only two operating controls.per camera. 

ONE MINUTE WARM -UP. Camera set -up is the easiest ever! Turn it on and in one 
minute the picture is there. Quality pictures "snap in" each time you turn on camera. 

THE BEST PICTURE IN TOWNI The extremely sharp picture, the beautiful rendition 
of gray scale and freedom from halo effect make this camera ideal for both "live" broadcast 
and 'l'y tape recording. 

Ask your RCA Representative for complete 
information. Or write to RCA, Broadcast 
and Television Equipment Division, Dept. 
J -121, Building 15 -1, Camden, N.J. 

The Most Trusted Name in Electronics 
RADIO CORPORATION OF AMERICA 
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THE TV COMMERCIAL 

By Beatrice Adams, Vice President, Gardner Advertising 

AR Alit IV It 

SPARKLERS 

THAT SPARKLE - 
AND A FEW DUDS 

Sex, humor and fantasy have their place in TV commercials, but occasionally are misplaced ton 

Top left: Karmann -Ghia. Agency: 
Doyle Dane Bernbach. 

Producer: Robert Lawrence Productions. 

Top right: Revlon Love Pot. 
Producer: Robert Lawrence Productions. 

Center: Butternut Bread. Dancer - 
Fitzgerald- Sample, San 

Francisco. Producer: Quartet Films. 

Bottom left: Personal Size Ivory. 
Agency: Compton. 

Producer: Peter Elgor Productions. 

Bottom right: State Form Insurance. 
Agency: Needham, Louis d Brorby. 

Producer- Lou Lilly. 

By the time you read this July column, the glorious Fourth 
kill have made its loud and lavish entrance and exit. But 

you don't mind a few left -over sparklers and firecrackers, do 
you? 

First sparkler: The Butternut Bread commercials 
(Dancer -Fitzgerald- Sample, San Francist o Ita%e been on 
the air a while but they continue to slim kle for me. The 
sound track (Quartet and ad agency i is a most singable 
jingle inviting a little girl to "come along. come along to 
Sandwich Land." It's animation at its most in%itiug. Fantasy. 
deliciously done. 

A clever commercial done in pantomime 

Another sparkle': \cedhaut, Louis \ lirorh \'s State Farm 
Insurance commercial using Emmett Kelly. I think humor 
has no place in a commercial unless it :ulyances the sale. In 
the Kelly pantomime coutmercial, some smart soouiody 
slipped in an old but good gag which gate me a chuckle as 
it gave me the sales pitch. Kelly tolls Ill) the t:u tcindow .nul 
on the window is the sales message -and he keeps rolling 
and rolling and the window keeps nuty onwards and 
upwards as more of the message is packed in. Font Thomas. 
agency TV creative producer, and Jack (:alnan, agents 
teriter, get the posies along with art directors toe Creamy() 
and Bill Davis. Production: Lou Lilly, Mill s Wood. .Insical 
track: lack Fascinato. 

From Robert Lawrence Productions. a sparkler for 
Revlon Love Pat. Revlon uses a rather pat (forgive) ap- 
proach. Pat but sure -tire. Love Pat's user is invariably but 
never indifferently eyed by the opposite sex. illavhe she's 
perched up in a car alongside a stack of luggage: nt:tvlsr sli: 

standing on a corner. Wherever. there also is the admit 
male. Filmed in Paris. And very little yak on the track. Good. 

To hex! page 
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"ARB"- OMETER SAYS 

ROCHESTER'S CHANNEL 10 
NE W ' ORK 

CLIMATE Better Than Ever! 

ARB REPORT 
Rochester Metropolitan Area 

March, 1960 
(4 weeks average) 

The nice thing about our "climate," here at CHANNEL 10, 
Rochester, N. Y., is that it gets better all the time! Year 
after year, the surveys agree that we offer the best buy in 
Rochester TV! 

OVER -ALL 56.7 SHARE OF AUDIENCE 
R 

18 of the top 20 favorite 
TV programs in Rochester 

and of 1/4 hours delivering 
more than 60,000 homes: 

CH.10 has Sta. B has 

CHANNEL 10 
( WVET-TV WH EC-TV ) 

E V E R E T T- M c K I N N E Y, INC. THE B O L L I N G CO. INC. 
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ADAMS continued 

Another from Robert Lawrence is ;I 

Karmann-Ghia commercial which defies 
description. A whirlwind 58 seconds 
which offers no information about the 
car but leaves the viewer with a feeling 
of excitement, exhilaration and the gen. 
eral impression that the K -G is a stuck 
rascal. Agency: Doyle Dane Bernbar h. 

Another sparkler is for PSI- Personal 
Size Ivory. Given the job of selling ;t 

certain size cake of soap, a commercial 
could easily slide into the pounding, 
pulverizing kind. But not Ivory. Ivory 
presents three little girls to charm you. 
That floating bar of Ivory which is a 

honey. And throughout, the same mild 
image to which Ivory has been clinging 
so wisely these many years. 

Let's see now. What slid I do with 
those firecrackers that went pfft. Oh yes. 
First: A spy reports that, during the 
commercial intermission on a late late 
show, came on a commercial for cooking 
oil. The missus fries chicken in Mazola. 
The mister chomps on chicken, looks 
elated. Whammy into the next commet- 
cial which shows man with tummy ache. 
and announcer cautioning him not 
simply to alkalize but to tranquilize with 
Pepto- Bismol. Hitch: Man enjoying 
chicken, according to our spy, was pre- 
cisely the same man who wound up 
seconds later with tummy ache. 

Whose funeral was it? 
Next pfft. One highly -rated commer 

cial in the May TV commercials com 
petition was a Peter Lorre spot fot 
Simoniz. Through most of the commer 
cial, as Mr. Lorre speaks soothingly of 

Simoniz, only Mr. L. and the hood of thc 

car are visible. With the clincher, "It', 
never too late to Simoniz," the entire cat 

is revealed. It's a hearse. Many of the Fes 
tival judges laughed heartily. My query : 
Did it sell? Or whose funeral was it? 

Another commercial that left me 

groaning was for Berkshire hosiery. It 
it, a sexy -voiced dame sums up the sel 

for socks by asking, "What more can an! 
woman want . ... but a man ?" Well 
if all a woman wants is a pair of Berk, 
shires and a man, a lot of businesse' 
might as well close up shop. 

Next firecracker that went pfft. / 
Maidenform spot which shows the br: 

bra lassie being yanked away by a sk 

hook as she declares, "I'm carried awa 
by Dec La Tay." Strikes me that some 
one's making some easy money. 

Concluding thought for this month it 

which we celebrate something called it 
dependence. To be independent mean 
to be free, unfettered, self -reliant. Al 

good things to be. Please, in this won!, 

so filled with mediocre TV commerciah 
can't we declare ourselves independen 
of tired trends, petrifying patterns? t:N 
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Hard -boiled rating service 
Let's face it: The toughest rating service 
of all is determined by the sponsor's pen; 
he either signs a renewal or he doesn't. 
And, by this standard especially, we shine 
with a gem -like brilliance. For example, 
Esso Standard has sponsored our 11 P.M. a 

R.p..n.rN 

news for five years without an interrup- 
tion. Sealy Mattress has sponsored the 
11:10 P.M. weather show for eight years. 
Ratings like these from top national ad- 
vertisers pay off -- for our clients and for 
us - against any competition. 

WJAR-TV 
CHANNEL 10, 

PROVIDENCE, R. I. 
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Kellogg Pepsi -Cola P. F. Sneakers Crayola Crayons Crackerjack 

eme Ice Creamy Good & Plenty Candy 

Valley Queen Bread Puritan Meats General,Foods Co. , 
r 

lolsúm Bread McKay Motors 

Hostess Twinzies 

i 

Miles Labs 

'(1:'ä -day Vitamins) 

Marigold Dairy Brown Shoe Co. 

r. 

r 40- 

I r 
rim 

Netherland Dairy PareDog Food ' 

o f 

Necco Candy Colorforms 

lack's Drive -In Gärdner's Dairy Poll Parrot 
t 

Coca 'Marsh 

Toytown Beatrice Foods 

r r Beckmann Dairy Margolis Shoes 
-Arkansas Rice 

Growers Corp., 

Bill Shoe` Store Ward Ice Cream Co. Crayola Seven -Up 

: Maypo Birelys 
Viking Twin 

Drive -In Theatre 
Peter Pan Vicker's To 

# 

Grant's Dairy Mayes Toys Nestles 

Downtown Merchants 

k 

- U. S. Keds 

i 

r Silly - Putty 

'Delicious Popcorn St. Johns theatre 
1 - 

ternational 
Shoe Co. 

Pan-O-Gold Bakers 

Terrace Park`Dairj Buster Brown Clothes 
i, e T. 

s _ l . _ r- : h..s.. 

,s .r 
Hills Dep<t. IÍ 

Kool-Aid. Dairy Queeó Stdres 

Dr. Pepper 

- . 

Quigley's Shiiwroom Burger)ig 

Farah Foods Calumet Cheese Lloyd's Shoe Store David's Pie Shop 
f 

i 
Cutler's Drive -In 

Archibald Toys . Town Talk Bread 
r ` I 

Dairymen's, Famous ?hill - 

4 

Bev -Rich' Breeze 
f 

Hostess Bake,y Prod. 
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Charlotte Coliseum , 

HOW 
TO BUILD 

SPONSORSHIP 
Cal Ray Cookies look ills Music Co. 

lilly Peanut Huttet Allai Cleantot 

Broughton's Dairy Wash. State Apples 

Iluell Itnhhcl 

Simple. Program the series all these 

lipton Soups 

110111111011!- -. 1 

11 
local and national advertisers currently 

, ' .- 1 

sponsor. In almost every category 
_ i _ 7 I 

of product and service, you can add 

1 

Town & Country 
Theatre 

rlllll Hnnll 

11,1 1:11.0111 

Welch's AI re Milk 

Rex Theaties 

sponsors like these to your client list with 
M'IIIIDaitylltllly 

Popeye and Warner Bros. cartoon 
- - -- 

--- 
(;et details today. 

u.a. United Artists '\5\III LIII'll, II11 

S. 

L 
cl,lry 1 .11.1'. I 

Contmmital Flaking 

- 
14nitnni ,;,,:v, l S + - 

Sunny Hoy 

NI W Y11NIA 
NI Pr,l Arrnur MI6ul 1111 11111111 

I III1 AI .11 

PI !ail Will kit 0, Ol.,e.rn J)010 

11AI I Ati 
151 I Ilrl.n tlul III..n1Ar 111151 

1119 ANI.I11'I 
400 t lowly DI dlnau. ISUS 

Oscar Mayer 

t Southern Biscuit 
Floral Co 

Polly I1.IIlIIt 
Illlt.ltn (,111115 

ei 
/ 

Anclo A Bill 

_ 
r Mlpp Bros; (Toys) 
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BRAND STUDI. ltrntt ¡a,, 

AUTO-RECALL 
MOBILES May, 1960 Nov., 1959 

NEW YORK Rank % Rank % 

May, 1960 

Ronk % 

USE 

Nov., 1959 

Rank % 

% switched 
to brand in 

last 6 months 

Chevrolet 1...49 1...42 1...16 1...15 
Ford 2...29 2...38 2...13 2...13 IO.... 

Dodge 3...16 8... 8 4... 6 5... 5 9.... 

Buick 4... 9 3...11 6... 5 5... 5 

Plymouth 5... 8 3...11 3... 9 3...10 
Studebaker -Lark... 6... 6 10... 2 

Chrysler 7... 5 5... 9 8... 4 8... 4 

Renault 7... 5 

Mercury 5... 9 9... 3 9... 3 

Oldsmobile 9... 4 5... 9 6... 5 4... 6 8.... 

Pontiac 11... 3 IO... 4 4... 6 5... 5 6.... 

DeSoto 12... 2 9... 6 10... 2 10... 2 

Nash -Rambler 12... 2 10... 2 

RECALL AUTO- USE % switched 
May, 1960 Nov., 1959 MOBILES May, 1960 Nov., 1959 to brand in 

last 6 months 
CHICAGO Rank % Rank % Rank % Rank % 

Ford 1...44 1...56 2...20 2...24 6. 
Chevrolet 2...35 2...40 1...26 1...25.. ... 9.... 
Dodge 3...28 3...30 7... 4 7... 3 10.. 
Nash -Rambler 4... 9 

Mercury 5... 6 8... 5 7... 4 7... 3 5.... 

Plymouth 6... 5 4...18 3... 9 3...10 6.... 

Buick 7... 3 8... 5 4... 8 4... 8 

Oldsmobile 7... 3 6. 6 4... 8 5... 7 6.... 

Chrysler 7... 3 5... 9 10... 2 9... 2 

Studebaker- Lark... 7... 3 6... 6 10... 2 9... 2 

Pontiac 11... 2 10... 3 7... 4 6... 4 10.... 

AUTO- RECALL 

MOBILES May, 1960 Nov., 1959 

LOS ANGELES Rank % Ronk % 
Ford I...58 1...65 
Chewolet 2...43 2...51 
Dodge 3...15 4...15 
Plymouth 4...14 3...22 
Nosh- Rambler 5...12 9. 9 

Oldsmobile 6. 9 5...10 
Renault 7... 8 5...10 
Buick 8... 6 11... 5 

Chrysler 8... 6 5...10 
Mercury 10. 4 10... 7 

Valiant 10. 4 

Corvoir 12. 3 

Comet 12. 3 

Pontiac 14. 2 12... 4 

Studebaker- Lark...14... 2 

RECALL 

May, 1960 

Rank % 
1...24 
2...23 

USE 

Nov., 1959 

Ronk % 
1...25 
I...25 

% switched 
to brand in 

last 6 months 

8.. 
6.. 

5. 5 7. 5 8.. 

3. 8 3. 9 

9. 4 9. 4 

5. 5 7. 5 

13. 1 12. 1 

4... 6 4... 6 6.... 

11... 2 10... 2 

5. 5 4. 6 

13... 1 

8. 5 4... 6 

10... 3 

WATCHES 
NEW YORK 

Rank % 
Timex 1...40 
Bulova 2...15 
Benrus 3... 6 
Longines- W ittnauer. 4... 5 

Elgin 4... 5 

May, 1960 Nov., 1959 May, 1960 

Ronk % Rank % 
1...23 4... 6 

2...15 1...24 
3... 7 2...10 
4. 5 3... 9 

5... 4 6... 5 

% switched 
Nov., 1959 to brand in 

RECALL LISE 

Nov., 1959 May, 1960 Nor., /959 WATCHES May, 1960 
CHICAGO 

Ronk % 
T ne,. 1...39 
Elgin 2...16 
Bulovo 3... 6 

Benrus 4... 3 

Gruen 4... 3 

longines -W ittnauer . 6 ... 2 

'Less than 1% 

42 

last 6 months 
Rank % 
6... 3 9.... 

1...25 
2...11 
3...10 
4. 5 5. 

Rank % Ronk % Rank % 
1...26 3...11 
3...11 1...34 
4... 4 2...19 
2...10 4. 8 

5... I 5... 4 

6. . 2 

% switched 
to brand in 

lost 6 months 

4... 8 8.... 

1...31 5.... 

2...17 
3...11 
6... .5 

RECALL USE 
% switcheo 
to brand in 

last 6 month 

WATCHES May, 1960 
LOS ANGELES 

Rank % 

Nov., 1959 

Rank % 

May, 1960 

Ronk % 

Nov., 7959 

Rank % 
Timex I...42 1...36 2...11 7... 5 10. 

Bulova 2... 9 2...14 1...18 1...16 
Elgin 3... 4 4... 4 3...10 2... 9 

Longines Wittnauer. 3... 4 5. 2 6. 7 6. . 6 

Benrus 5... 3 3... 7 7. 6 3... 8 

Gruen 6... 1 5. 2 4. 8 4... 7 
Westclox 6... 1 8. 1 

RECALL USE afa switches. 
May, 1960 Nov., 1959 CAKE MIXES 

NEW YORK 
May, 1960 Nov., 1959 to brand it 

lost 6 monll 
Ronk % Ronk_% Rank % Ronk % 

Betty Crocker I...24 1...24 1...21 1...15 7... 

Duncan Hines 2...20 3...17 2...14 3. 9 29... 

Pillsbury 2...20 2...19 3...11 2...14 
Swansdown 4.. 4 4... 2 4... 4 4... 3 

RECALL USE 
%switches 

May, 1960 Nov., 1959 CAKE MIXES 
CHICAGO 

May, 1960 Nov., 1959 to brand it 
lost 6 monti 

Rank % Rank % Rank % Rank % 
Betty Crocker 1...34 2...25...... 1...28 2. .24 12... 

Pillsbury 2...15 1...33 2...27 1...33 11... 

Duncan Hines 3...14 3... 3 3...16 3...12 15... 

Swansdown 4... 3 3. 3 4. 4 4. 5 

RECALL 

CAKE MIXES May, 1960 Nov., 1959 May, 1960 Nov., 1959 

LOS ANGELES 
Rank % Rank % Rank % Rank % 

USE % switche 
to brand 

lost 6 monk 

Betty Crocker 1...35 2...42 1...36 1...35 
Pillsbury 2...31 1...44 2...25 2...25 
Duncan Hines 3...13 3...21 3...14 3...13 
Swansdown 4. 4 4. 3 4. . 2 4... 1 

TELEVISION 
SETS 
NEW YORK 

RCA 

General Electric. 

Westinghouse 

Admiral 

Zenith 

Philco 

Sylvania 

RECALL USE % switche 
to brand i 

last 6 mont 
May, 1960 

Rank % 
1...24 
2... 5 

3.. . 4 

4. . 2 .... 
4. . 2 

4. . 2 

4... 2 

Nov., 1959 

Rank % 

May, 1960 

Rank % 

Nov., 1959 

Rank 

1...44 
2... 5 

3... 4 

5... 2 

7.. 1 

3... 4 

5... 2 

1...31 
5. 6 

6. 2 

2...10 
3. 7 
3... 7 
6. 2 

1...30 
7... 5 

8... 3 

2...13 
5... 6 

3... 9 

8... 3 

11. 

TELEVISION RECALL 

SETS May, 1960 Nov., 1959 May, 1960 Nov., 1959 to brand. 

CHICAGO 
last 6 mom 

Rank % Rank % Rank % Rank % 

RCA 1...15 1...16 1...24 1...29 
Westinghouse 2... 3 2 9 7... 3 6... 5 

Admiral 3... 2 4... 5 3...14 2...18 
Phiko 3... 2 5... 3 5. 8 4. 9 

Zenith 5... 1 2...15 
Motorola 5... 1 3 ... 6 4...13 
General Electric.... 5... 1 5. 3 6. 6 

USE %switch., 

TELEVISION RECALL 

SETS May, 1960 Nov., /959 

LOS ANGELES Rank % 
RCA 1...23 
General Electric 2... 4 

Philco 3... 3 

Zenith 4... 2 

Motorola 4... 2 

Westinghouse 4... 2 

Sylvania 4... 2 

Admiral B... 1 5... 2 

Rank % 
1...32 
2...13 
3... 5 

4... 4 

8.. 

3...17 6.. 

5. 7 

USE %switch. 
May, 1960 Nov., 1959 M brand 

last 6 mon 
Rank . "% Rank % 
1...19 1...24 
S... 6 4. 6 

3... 8 3. 7 

2...11 8. 4 12.. 

5. 6 

7. 2 

8... 1 

4... 7 4... 6 
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the station 

that carried 

the primaries 

Selling challenges are where 
you find them. We found one 
recently when a station we rep- 
resent scheduled a late evening 

coverage of primary election returns in its state. 

Knowing the appeal was largely local - and figur- 
ing the interest of national advertisers would be 
hard to arouse - the station waited until there 
were only three days to go before it offered this 
programming for national spot sponsorship. 
Which, you'll agree, isn't much time. 

Turned out, though, HR &P 
salesmen didn't need three 
days. By conveying the inten- 
sity of local interest to appro- 
priate accounts - and applying 
imagination combined with fast footwork - they 
had the job done less than 48 hours later. 

Result: Eight national adver- 
tisers took over complete spon- 
sorship of the program. The 
station, needless to add, was 

delighted to carry such a plurality of business 
along with the primaries! 

WE ADMIT things like this don't happen every day, 
but neither are they unusual in our shop. That's 
one reason why we put such a premium on crea- 
tive flair and resourcefulness in selecting and 
developing our sales staff. Another is because - 
representing one medium only - we need put no 

artificial limitations on the creation of new busi- 

ness for spot TV. We can, uniquely, afford to be 

creative BOTH ways. 

Bob Gilbertson, 

Chicago office 

H A R R I N G T O N , R I G H T E R & PARSONS, Inc. 
NEW YORK CHICAGO DETROIT ATLANTA BOSTON SAN FRANCISCO LOS ANGELES 
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Some say that television cannot be expected to produce great programs because it is a mediu4 
of mass communications. We hold a different view. As we see it, the one sure way to attrat 
audiences (and advertisers as well) is to produce the best possible quality of entertainmet 
and information. This, apparently, is also the way television's most distinguished juries see 
Recently, for example, the Academy of Television Arts and Sciences awarded 13 Emmys to t:! 

ideNk 

THE ED SULLIVAN SHOW 

A Different View 

CAPTAIN KANGAROO 

FATHER EN'..N 

THE POPULATION EXPLOSION 

DESILU PLAYHOUQ 

DOA It P11Y OF A MISSILE 1960 WINTER OLYMPICS HOFFA AND THE TEAMSTERS 

THE LOST CI ..A 

THE FABULOUS FIFTIES FAIT FOI WHOM THE l. 

'BMMV AWARDS. THE TWENTIETH CF.NTI RI' . . THE TWILIT.IIT VONE ... THE. JACK KENNY PROGRAM ... LEONARII RI :RNSTEIN ANN TOE NEW VOICE PHILHARMONIC ...TONIGHT WITH Rt :LAFONTI:... N' ESTIN(:IIOI'SE- OESILU 

TIH. CSTIII CH AIM!, 2 SWARDS )...1900 WINTER OLYMPICS ... III K. SMITH. AV WESTIN -CRS REPORTS ...THE FABI'LO1'S FIFTIES ... JACK BENNY HOUR SPECIALS ... PLAYHOUSE 90 ... FATTIER KNOWS REST . 

TELEVISION AWARDS) SMALL WORLD ... THE LOST CLASS OF '59 ... LOOK IT AND LIVE ... BIOGRAPHY OF A MISSILE ... THE POPULATION EXPLOSION ...CBS TELEVISION NI :TWoRK - SPOT NEWS COVERAGE. EISEN 

K IIRUSHCHEV TOURS ... NEHEMIAN PEItsort -EOR N'HO %I THE BELL TOLLS...CIILLEEN DEWHI'RST - I. DON QUIXOTE...PROJECT IMMORTALITY - PLAYHOUSE 90... TONIGHT WITH BELAFONTE... VOL' CANT RAI 

BY THE ROOK -WOMAN' ... OEOROE POSTER GDODV AWARDS) THE POPULATION EXPLOSION SMALI. SEOUL11 ... THE LOST CLASS OF '59... ED SULLIVAN - INVITATION TO MOSCOW ... THOMAS ALVA EDISON TOUNDA 

((INQUEST ... NEW YORK PHILHARMONIC YOUNG PEOPLES CONCERTS.. .OVERSSAS PRESS CLOD AWARDS. CBS NEWS - EYEWITNESS TO HISTORY ... MARTIN BARNETT -THE POPULATION EXPLOSION ... DAVIT. SCI)( 

ERIC SEVAREID .. , MARIO BIASI:TTI - COVERAGE OF NICARAGUAN INVASION ...INnmuTE FOR EDDCAnON NV RADIO AND TELEVISION AWARDS. Tin: LOST (').ASS OF X59... IIOFFA AND THE TEAMSTERS ... CBS REPORTS 

NI'. RN. TEIN AND THE NEW YORK PHILHARMONIC ... NEW YORK PHILHARMONIC TM Sa: 11..I.11' 1:ItrS ..DCMERAL ION OF WOMEN'S CLODS AWARDS) CAPTAIN KANGAROO ... TIIE. TWENTIETII CENTURY ...1 

www.americanradiohistory.com

www.americanradiohistory.com


7BS Television Network, as compared to 5 for the second network and 2 for the third. This 
hakes a total of 67 awards* that our programs have received since the year began -more 
;han the other two networks combined. Looking at it from this point of view, we feel it is no 
tccident that this network, which consistently wins the largest number of awards for pro- 
ram excellence, should also consistently attract the largest audiences in all television. CBS 

AN EVENING WITH BELAFONTE. 

HAVE GUN -WILL TRAVEL 

EYEWITNESS TO HISTORY 

JACK F.NNY NICARAGUA ERIC SEVAREID 

PI.AYIIOI'vl: PII 

LEONARD BERNSTEIN AND THE NEW YORK PHILHARMONIC 95 RUE DE MARCHE THE TWENTIETH CENTURY 

1y'ATHRRENOWSBERT... PLAYHOUSE 90... VALLEY OF DECISION ...NATIONAL OP CNRISTIANS AND JEWS AWARDS, Till 1. 4ST CI. ASS OF "ID... ARMSTRONG CIRCLE THEATRE-35 RUE DE MANCHE... 

TOE POU NORTp1I AWARDS. THE TWENTIETH CENTURY -THE RED SELL ... PLAYHOUSE 90- VIE NLUE MEN ... LEONARD RERNSTEIN IN MOSCOW ... POLE MEMORIAL AWARD. AV WESTIN, PRooFC1:R; HOWARD K. SHIM. 

L`_CBSRATTER -THE POPULATION EXPLOSION . . . UNITED STATES ARMY . DEPARTMENT OP DIIENSE CITATION, I:DW ARD R. MORROW, FRED W. FRIENDLY. PALMER WILLIAMS - RIOGRAPHY OI' A MISSILE ... ROONRT I. PLAMENTY 

RNICRB NI.WR- HOI'FA ANII TIIE TEAMSTERS . . . WRBO I. OU PONT AWNED, DAVID SCIIOENRRI'N . . . NATIONAL NUOIIMERS CLUB AWARD. L1AR10 SIASETTI -NICARAGUAN INVASION ... SATURPAY NEPHEW SIAHER ANNUAL AOr[ATS- 

ARDEISMALL WORLD ... NEW YORK PIIII.IIARMONIC YOUNG. PF.OPLF.'S CONCERtS WITH I.T:ONARD RF.RNSTEIN ... THE TWENTIETH CENTI!RY ... THE POPULATION EXPLOSION ... ALPSNT ISARDS MWCAL JONSN ÁW 

POPULATION . OUILP AWANP. THE TWILIGHT ZONE ... APYENTSNNP CAPS Or SAL M 

EXPLOSION . I NATIONAL ASSOCIATION row DATTER SIO T N AWAROI SMALL ... PCRENN 

HARD EDONL -HAYE GUN -WILL TRAVEL ...M OP 0IMSS AWARE JACK KENNY- "IIVMANITARIAN of TIIE YT.AR "... NATIONAL ASSOCIATION Or WOMEN UAYrm AwANES. AwYNOND SURE AND GAIL PATRICK JACKSON- 

1°N SIEMA ALPHA IOTA AWARD. NEW YORK 1'1111.11.\ IBM 0NIC YOUNG PEOPLE'S CONCERTS WITH LEONARD RERNRTEIN 
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July /1960 TELEVISION 
THE MANAGEMENT MAGAZINE 
OF BROADCAST ADVERTISING 

TELEVISION AND POLITICS 

The medium has revolutionized campaign strategy. But what's its actual effect on political 
thinking? Here are the views of leading sociologists, psychologists and political analysts. 

Ar left is Walter Lippmann. He has never been a political 
candidate. He has been on television only once. But 

in this one telecast may well lie the key to television's true 
strength and significance in politics. 

To most observers, television's political function reached 
its zenith in the recent nominating conventions. Millions 
upon millions of people were able to watch prospective can- 
didates for the nation's highest office in action. But all mass 
media provide mass audiences for political figures. The 
basic question is what can television contribute, by way of 
information and opinion, to the electorate's political en- 
lightenment? 

In this direction, one of the most important break- 
throughs was the recent telecast interview with \Valter 
Lippmann on CBS -TV. Here a significantly large audience, 
again numbering into many millions, had the opportunity 
of sitting down, watching and listening to the sage com- 
ments of one of the most respected observers on the politi- 
cal scene. Controversial but enlightening, and of immediate 
political pertinence, were Lippmann's discussions of the 
true role of the Presidency, of the qualifications for leader- 
ship, o f recent history. 

Study of last two elections just published 

i 
mphasizing the importance of the Lippmann program 
the outstanding documentaries telecast this year is the 

-published study of the last two Presidential elections 
the University of Michigan Survey Research Center. 

e study found that, despite heavy voting in both elec- 
s, "For a large part of the public, political affairs are 

probably too difficult to comprehend in detail . . . Very 
few people seem motivated strongly enough to obtain the 
information needed to develop a sensitive understanding of 
decision- making in government." 

Noting the electorate's "pervasive sense of attachment to 
one or the other of the two major parties " -a situation that 
leads to voting by rote. the study goes on to report, "It is a 
lather unusual individual whose deeper personality needs 
are engaged by Iwliti(s..111(1 in terms of rational self -interest. 
the stakes (lo not seem great enough for the ordinary citizen 
to justify his expending the effort necessary to make him- 
self well -informed politically." 

TV in unique position to inform 

In this gloom n (picture one thing at least seems clear: 
television, with its incontp.uahle capacity for presenting 
political affairs visually and di inimically, is in a unique and 
responsible position to cons a the ordinary citizen that 
the stakes most certainly do justify the effort of becoming 
politically informed. Indeed, although the Michigan study 
does not recommend any specific medium of communica- 
tion, it does make the very significant conclusion that, "In 
the electorate as a whole, the level of attention k so low that 
what the public is exposed to must be highly isihle -even 
stark -if it is to have an impact on opinion." And. very ob- 

viously, with politics as most else. people who won't bother 
to read frequent I\ will %vau t. That the political stiate 
gists are tvell aware of the low interest level was c' ids t 

the filmed dramatizations of the parts I)I un, 
recent conventions. z " ' ̀' /,,,:'' 
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POLITICS [notenirr[! 

While it remain, to be seen whether television will raise 
the mass electorate's low Ie.el of political :awareness and in- 
1olvcment. there ate aheadv signs that it does exert signifi- 
cant influence on certain specific groups. Pilot research by 
sociologists Kurt and (:lades I .ang suggests that "I- \' has an 
especially strong :appeal for the chronically distrustful 
voter. Members of this group, the Langs explain. feel that 
telc\ ision takes them "to the scene of the crime," where 
they are free to explore and follow their own clues. To 
these voters. 'I- \' is therefore the most authentic of the 
media, and although the Langs feel that what they impute 
to the TV picture often originates in other news sources, 
distrustful vichcrs are ready to believe what they see on 
television. 

TV more informative to afficionados 

Elmo Rapt.] . a\ Inn thinks a candidate's appearance on TV 
"creates a lot of word -of- mouth," like the Langs sees tele- 
vision reaching a specific group of voters: the aficionados, 
of varying degrees. Although Roper reports that he knows 
of no proof that TV actually arouses interest in politics, 
"There is evidence that it is furnishing information for 
those already interested." Perhaps, then, if television is 
most successful in reaching viewers already politically in- 
formed- those probably more inclined to be opinion lead- 
ers. this is at least a step in the right direction. 

For as Walter Lippmann pointed out in his telecast: 
"There is no use of the President trying to talk down to 
the fellow who can just about read and write. He must 
talk to the people who teach the man to read and write." 

At a recent panel discussion sponsored by the American 
Academy of Television Arts and Sciences, former New York 
governor Averell Harriman ventured that President Roose- 
velt Ivas the master- of radio but that so far no politician 
had proven master of television. "Perhaps it is too difficult 
to master." Harriman mused, and he may well be right. 

But, discounting sheer eloquence and personal magne- 
tism, there are scattered indications of why some candidates 
more successfully bring home their ideas over television 
than do others. Pollster Louis Harris, for one, finds from 
his surveys that candidates who use television to deliver 
very general speeches might just as well not bother. Be 
specific, is Harris' advice. "In 1952," he recalls, "Eisenhower 
spoke about Korea and came through as a man of peace. 
Stevenson's general stream of inspiration -type speeches 
didn't come off well. \\'hen you get too general, a block 
goes up between the candidate and the audience, a film goes 
over the screen. This hurts the candidate and doesn't help 
the voter improve his knowledge of issues." 

Illustrating the value of using TV frankly for specific 
issues, Harris relates that "during the preparation for the 
West Virginia primary this spring, a pre -campaign survey 
showed that a rather high number of people -34 per cent 
of the Democratic electorate there -had deep questions and 
reservations about Kennedy on religious grounds." They 
were unsure of Kennedy's position on the religious issue, 
and some voiced concern although they did not even have 
a t lea- idea of the possible ramifications of a Catholic in 
the \ \'bite House. 

"Kennedy was told about this and advised to explain his 
position," Harris goes on. "He chose what he felt would be 
the most far -reaching medium and during the last days of 
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From pre -convention polls through the campaign struggle to elect on 

the campaign made three statewide telecasts in which he 
explained and reiterated his belief in separation of church 
and state. Surveys showed that whenever Kennedy expressed 
this viewpoint forthrightly on television he picked up votes, 
mostly among the undecided. And after breaking this road- 
block he was able to get through on other issues," Harris 
reports. 

Another study on how well television is operating in the 
political area is the survey by Ketchum, MacLeod & Grove 
done on behalf of Westinghouse Electric Co. Among 28 
political science professors queried, the concensus was that 
although television has made voters more critical of candi- 
dates, this criticism centers on their appearance rather than 
on what they stand for. The majority of professors also 
agreed that while political science students -the coming 
generation of voters -seem better informed politically since 
TV, their expanded knowledge is not always of the "deeper 
or significant" aspects of politics. 

Some observers accept TV's alleged projection of person- 
alities at the expense of issues simply as the nature of 
the beast; they reason that the medium's inherently visible 
character almost automatically decrees that the speaker 
come across with more impact than what he is saying. Other 
experts, however, see television's potential as a medium of 
political awareness complicated by other major factors, most 
notably the perplexing nuances of viewer receptivity to 
issues, and the fact that too few politicians have yet dis- 
covered how to use television to its fullest advantage. 

Receptivity often aligns with preconceptions 

The first complication -viewer receptivity -is most diffi- 
cult to pinpoint. In these days of scientific electioneering, 
almost all candidates use pre -campaign polls to tell them 
which issues to stress, which to ignore. Probably a good 
psychoanalyst would also come in handy. Research has 

proved that people attend most closely to material that 
re- enforces their preconceived ideas. And although any stu- 
dent of politics knows that voting decisions are influenced 
by myriad factors such as family tradition, personal bias 

and predisposition, not all realize how tticky and deceiving 
the interaction of these forces can be. 

One case in point is the televised Army- McCarthy hear- 
ings, which According to the Brookings Institution, aroused 
such interest that they "boosted daytime audiences by 53 

per cent over normal." McCarthy's frequent bare -faced 
flaunting of civil rights, his broad hints of guilt by asso- 
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night, TV has created new public awareness of the democratic process. 

ciation, all bared to the country by television, were widely 
assumed to have roused the public to indignation. 

Yet a survey by Gerhardt Wiebe, social psychologist and 
partner in Elmo Roper Associates, revealed that the tele- 
vised hearings had relatively little effect in changing the 
people's attitudes toward McCarthy -a finding confirmed 
by a nationwide Gallup Poll. 

As Wiebe analyzes it, viewers did not judge the bearings 
at all in terms of the seemingly basic consideration of civil 
rights -freedom of speech, a man's innocence until proven 
guilty- rights which McCarthy often was openly defying. 
Instead, Wiebe found that viewers had equated McCarthy 
with the familiar father figure -the man who is courageous, 
autonomous, powerful, loved and feared. And imbuing 
McCarthy with the positive and sacrosanct aspects of the 
father figure, they judged him and his performance at the 
hearings in terms of courage, his dedication to what he 
believed was right, his readiness to fight and defend his 
vie \\, in the face of threatening opposition. 

Response based upon values 

Wiebe offers this explanation for his unexpected find- 
ing. Civil rights do not exist in the average home, he 
observes. Few children are consistently assumed to be in- 
nocent until proven guilty. But other values, stub as the 
danger or sin of impeding the father figure, are deeply 
rooted and far more likely to be called into play. 

"Those who hold public office or work in the mass media 
know that while it is often difficult to stimulate tangible 
public response on important issues, it is also difficult to 
foresee when some apparently trivial point will release 
wide- spread public protest." Wiebe declares. "Telephone 
switchboards light up and mail bags bulge because a radio 
or TV panel participant, in the heat of discussion, utters 
a swear word. Rumors of pigeons or squirrels being shot on 
the White House lawn generates a true grass roots protest. 
Such outbursts of public indignation, when seen in the 
terms of the present findings, are not evidence of a ca- 
pricious public. They are, rather, evidence of a public 
which is sure and articulate about one set of values, namely 
those introjected during childhood." 

"Television," says one TV executive off the cuff, "will 
not really improve the public's political acumen until 
broadcasters and politicians vastly improve the techniques, 
approaches and formats for handling political material." 
There are many others who agree with him. One big 

The electorate's low 

level of political awareness emphasizes 

the unique and responsible role of TV. 

problem is providing adequate free time for Presidential 
candidates to expound their views. stnnething all duce net - 
works have pledged to do it the !louse, when it reconvenes 
after the conventions. adopts a resolution to suspend Section 
315 of the Communications Act, which currently requires 
that the networks provide equal thne for minor party 
candidates. 

Other problems are unfortunately not solved so casils. 
Social scientists consistently maintain that the fretlnetuls- 
used spots do not give parties or their candidates neat Is 

enough time to properly bring the issues to the !midi( . 

Longer political broadcasts, of course, serve this purpose 
better, but like spot there is a big bugaboo: pre- emption. 

This can become a formidable problem. For example. a 

post- mortem study made for a losing candidate in Connecti- 
cut by Elmo Roper found that one of the three train rea- 
sons for the man's defeat was that. according to respond- 
ents, "F.verytime I turned on TV to watch a program. he was 
on." Similarly, during the l956 campaign. immediately aher 
delivering a speech that pre- empted live minutes Iron a 

popular show. Allai Stevenson received a telegram: "I like 
Ike and I love Lucy. Drop Dead." 

Agreeing that the pre- empting of entertainment shows 
by paid political broadcasts "does not make for a particu- 
larly favorable climate," (:IBS News president Sig Jfickclson 
offers this frank analysis. "It seems to nu that one of the 
great errors made by the political professionals in their use 
of television is that they place far too much stress on the 
paid political performance and fail to recognize clay -to -day 

news coverage." 

Regular news has advantage over speeches 

Although as \fickclson points out, "There here is a lark audi- 
ence for regular news broad( :sts which come at regtLniv 
scheduled times and attt,ut sicwcrs who conic to sec the 
news and not to see their Iasorite westerns or varlets pro- 

grams," an advantage that the paid speech does not 

have, a great many politic tarts are missing this boat. "Maury 

candidates get in touch with a televisim station only when 
they want time on the air. Mien the\ base news to relate 
they overlook the news departments of stations and net- 
works." 

Mickelson also thinks that politicians fail to realize how 
valuable continuous coverage on news programs tan he 

"The too-general tendency on the part of candidates. their 
managers, and even the general public," he says. "is to over - 

To page 91 

TELEVISION MAGAZINE / July. 1960 49 

www.americanradiohistory.com

www.americanradiohistory.com


FREDERICK W. FORD, 

Chairman, Federal Communications Commission 

WARREN MAGNUSON, 
Chairman, Senate Interstate & Foreign Commerce Committee 

OREN HARRIS, 
Chairman, House Interstate & Foreign Commerce Committee 

Here is why broadcasting has only six to nine wombs to convert the present unattractilP 

IF Congress sees any villains on the TV screen, they are 
wearing gray flannel suits. "There are fine men in broad- 

casting." says Senator Nk'arren Magnuson, chairman of the 
Senate Interstate and Foreign Commerce Committee, "but 
I believe the industry should have greater control of pro- 
gramming instead of accepting the desires of advertising 
agencies and sponsors." John Emerson Moss, the fiery 
Democratic Congressman from California, excoriates spon- 
sors for program interference. "I don't give a damn about 
the advertiser. I'm concerned with what's best for the public. 
An advertiser shouldn't be able to control the content of a 
loram. The press doesn't sell its news content." 

Ratings held responsible for poor programming 

And while advertisers need the reassurance of ratings to 
give them some idea of how many people they are reaching 
for the millions of dollars they are spending in television, 
Congressional critics see ratings in an entirely different light. 
I lice believe they are inadequate instruments at best, and 

t ' ,t,o'uible for much of what they consider second -rate pro- 

Chief among the Washington anti -rating contingent is 
Oklahoma's Senator Mike \lonroney of the Senate Com- 
merce Committee. "The value of ratings is far overrated," 
he observes. "People are not globules of fat, nor wheat," he 

says in reply to the statement that ratings are based on, 

sampling procedures used by the Bureau of Census. 
To Congressman Moss, "The rating system is the most 

vicious thing in TV. I question the validity of their tools. 
People are obstinate and difficult to measure." An indica 
tion of this concern is the fact that two studies on ratings are 
being conducted in Washington, one by the Senate Inter- 
state Commerce Committee and the other by the Federal 
Trade Commission. 

By and large, legislators do not approve of the content oh 

TV and, more important, many believe that most of the 

public do not like what they see either. Such attitudes (on' 
tain germs which could conceivably spread into regulator), 
infections. 

Potent Congressman Oren Harris, chairman of the House 

Subcommittee on Communications and Power and of the 

House Interstate and Foreign Commerce Committee, re 

ports, "The public believes that TV's general program con 

tent is unsatisfactory." Congressman Moss declares, "I don't 
see how three hours of detective thrillers and westerns in a 

evening provide any program balance. I believe we are en 

titled to at least one half -hour of good music each week. A 

small part of programming should be designed to appea 
to those not part of the largest group." 

He adds ominously that unless program content improv 
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Television Magazine's Medio Strategy Committee 
ROBERT H. BOULWARE 
vP. & associate medro director. rletchei Ris herds, Culk,ns & Holden, 
New York 

ROBERT E. BRITTON 
v.p., medro-researchmarketing, MarManus, John & Adams, Michigan 

E. LAWRENCE DECKINGER 
v.p. & medio director, Grey Advertising, New York 

WILLIAM C. DEKKER 
v.p. & medio director, McCann-Erickson, New York 

LESTER A. DELANO 
v.p., marketing services, North Advertising, Chicago 

PAUL E. J. GERHOLD 
v.p., medro & research, Foote, Cone 6 Belding, New York 

HARRY M. JOHNSON 
media director, Campbell.Mithun, Minneapolis 

FRANK B. KEMP 
v.p., media, Compton, New York 

ROD MocDONALD 
v.p. & media director, Guild, Bascom & Bonfigli, Son Francisco 

JAMES J. McCAFFREY 
senior v.p., Ogilvy, Benson 6 Mother, New York 

NEWMAN F. McEVOY 
senior v.p., Cunningham & Walsh, New York 

LEONARD MATTHEWS 
v.p., marketing services, Leo Burnett, Chicago 

WILLIAM E. MATTHEWS 
v.p., & director of medio relations and planning, Young & Rubicam, 
New York 

ARTHUR A. PORTER 

v.p., media, J. Walter Thompson, New York 

LEE RICH 
v.p. & media director, Benton & Bowles, New York 

R. R. RIEMENSCHNEIDER 
medio director, Gardner Advertising, St. Louis 

MAXWELL ULE 

senior v.p., Kenyon & Eckhardt, New York 

BLAIR VEDDER, JR. 
v.p. & media director, Needham, Louis & Brorby, Chicago 

HERBERT ZELTNER 
v.p. & media director, Lennen & Newell, Inc., New York 

AKEY problem facing users of spot television is how to 
merchandise and promote an announcement campaign. 

For advertisers obviously get more mileage front their spot 
dollar if they can generate the sales excitement usually as- 
sociated Tvith four -color magazine spreads, top television per- 
sonalities and regular network shows. Here's how one adver- 
tiser, with spot television as the major medium in its total 
marketing -media strategy, went about solving this problem. 

The case in (Joint is the current $°.tì million spot TV drive 
for its canned and lroten chow mein and chop suey, launched 
by The Chun King Corp., Duluth, Minn. Chun King does 
$30 million in annual sales as the nation's number one 
marketer of canned and frozen American -Oriental specialty 
foods sold through grocery outlets. 

The purpose of Chun King's merchandising strategy was 
to present the complete marketing background and copy 
techniques of its campaign to television station executives, 
food brokers and their salesmen, and enlist their merchan- 
dising support whenever and wherever possible. 

Chun King invested close to $131,000 in the merchandis- 
ing effort behind its spot campaign. As the result, Chun 
King has enjoyed a rise in sales of its canned chow mein since 
the caml,ai,in started larch 14. And at least 20 stations par- 

t itipalecl in merchandising the campaign through promotion 
spots, special ads in local newspapers or regional food publi- 
cations. 

To accomplish this sales feat, a special marketing team 
from Chun King and its agency, BBDO, Minneapolis, set 
out on a 12 -day tour of 34 cities prior to the start of the cam- 

How Chun King 

paign. Altogether, some 165 television executives were per - 
sonally contacted by Chun King national sales manager 
Paul Amerman, national advertising manager Thomas J. 
Scanlon and Edward C. Farai, marketing account executive 
at BBDO. 

An advance letter went from Farni to each television sta- 

tion concerning the time and date the Chun King plane, 
"The Flying Chinaman," would land. Upon arrival at the 
airport, the marketing team was met by station executives,, 
and, whenever possible, the Chun King broker. In many 
cases special publicity photographs, still and movie, were 
made to record the plane's arrival and the meeting. 

Guests from the stations or food trade were taken aboard) 
the plane for a view of the upcoming commercials and a. 

nine- minute presentation film featuring Chun King presi- 

dent Tenn Paulucci. 

Canned chow mein was not successful 

"Nearly three times as much chow mein is being sold 

through 'take -out' places as is being sold through America's' 
food markets," Paulucci explained in the film presentation.' 
"Our research tells us that sometime in the past, Mrs. Home-, 

maker tried the canned chow mein sold by food stores an 

discovered that she didn't like the taste as well as that she go 

from her Chinese restaurants. 
"To meet this challenge, we at Chun King perfected th 

finest chow mein ever offered to the American public. It'I 
our patented, exclusive Divider- Pak " -a taped- together pail 
of cans that separates the sauces of chicken chow mein fro 
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Television Magazine 

MEDIA STRATEGY SERIES No. lcz 

It's one thing to merchandise and promote an (I(Inertisina campaign built around a 

four -color magazine ad a top TV personality or a regular network TV 

show. But promoting an announcement campaign poses its own set of problems. 

Promoted its Spot TV Campaign 

the vegetables, allows each to be heated separately to get tin 
best taste and texture when mixed. 

Paulucci went on to explain what prompted the purchase 
of spot television. "You told us (food brokers) 'The best way 
to get turnover is to tell the Chun King story to Mrs. House- 
wife and the best way to tell her is with continuing local 
saturation television.' That is exactly what we are trying to 
do. All of our national advertising monies are being put be- 
hind an all -out saturation television spot promotion in your 
market that will go on month after month after month. 

"It is our intention to schedule campaigns in '61, '62, '63, 
until Chun King is on every table at least once a week." 

As Paulucci explained, the new campaign represents 
a major change from Chun King's previous media strategy, 
formerly a combination of spot TV and magazine spreads to 
support special deals for its food line (which also includes 
pie fillings and desserts, Italian foods and wild rice). In Octo- 
ber Chun King will begin a schedule in Reader's Digest for 
all products except the chow meins. 

The present spot campaign is devoted exclusively to Chun 
King's chow mein and chop suey line, with one- minute 
animated commercials in 36 markets covering 95 ",,, of all 
television homes in each market (two markets have been 
added since the campaign began). Spots are run in four -week 
flights roughly every other four weeks in each market 
throughout the year. To get the widest penetration, Chun 
King splits its schedule between two or more stations in each 
market. And, depending on seasonal viewing patterns or 
availabilities, the schedule is spread through daytime, early 

and late fringe tinte periods. as well as chain breaks in prince 
time. Sonie 20 "', of the budget in each nt:ra ket regularly goes 
into nighttime buys because of the inliu n, e of men on the 
eventual purchase of specialty boils 

"Spot offers flexibility, allows concentration- 

In their presentation in cat!' market. menthe's of the 
Chum King-111 1D() team explained that there are other con- 
siderations that prompted the purch.ne o1 SI It I V. aside 
front "the food trade's respect Ior local uIcs ilion." Thew 
pointed out to station executives and food brokers that ,pot 
"offers Clitin King flexibility of budget. allowing a (oncen- 
tration of acherti,ing in those nt:nkeis where distiihntion 
and sales potential offer the grcatc,t oppottunits Ior tanin 
on investment." 

Commercials shown station exe( utile, 111(1 food lao Leis 

in each market visited underscored the need tot (lenuuntaa- 
tion as a key factor in the choice of media. The sale, .n"4u- 

ment advanied in the commercials I(ar;allcls what l',atalu(a i 

told food brokers about the n(s. Chun I:ing I)isidca -l'ak in 

the presentation filth. Thiel.. maw (atioon charm (cis are 
used to put the copy points a( toss .1 bog and tswoeniplosees 
of Chun King (the voices ate those oI \\alter Abel. Frank 
Fontaine and Cliff N 'i ton). 

In a typical conuncat ial. the cline ( lh.ti.i tees set out over 

sonie intriguing swalking transi( sup) alled by the unusual 
combination of a Inh.a, s U)la. tn.n initia mid lai(( I .. I !,. ' 

out to poll people as to their views ..I canned chow mein. In 

each case the answer is the sanie -- a loud Bronx cheer (the 
To next /age 
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CHUN KING continued 

sound track of the 10- second buzzer at Madison Square 
Garden). The three ch:oactcrs return to their factory and. 
standing beside a «onyeyor belt, devise the secret of keeping 
the sauce and ' e etables separate. A, segment of live photo- 
graphy is used at this stage to ly het viewers' appetites. With 
the chow mein olf to food mat Lets in the new Divider -Pak, 

the cartoon do renew their polling. I'hey come upon a man 
reading a newspaper, ask him if he ever cats chow mein at 
home. "Where else ?" he replies. The buzzer is silent. 

To capitalize on the entertainment quality of the Chun 
King commercials, Bß1)O prepared special newspaper ads 

for use by stations to support the spots. Each station was fur- 
nished a mat slick containing six promotion ads and were 
requested to run these ads in local newspapers, in local 
grocery trade papers or in the stations' own merchandising 
letter, newspaper or magazine. 

"Warning!!!" cried the three cartoon characters in a typi- 
cal ad. "Tonight we appear in a commercial that is almost 
too persuasive to watch. Play it smart. Watch radio." In 
another. the trio asked: "I)o you think adult westerns are for 
kids? %'arch an adult eastern. Sixty seconds of top TV to- 
night!" "Tonight TV reaches maturity," ran the headine 
in another ad. "The three of us bring you the maturest sixty 
seconds of 1960." 

Other merchandising devices in campaign 

Other aspects of Chun King's merchandising strategy: 
1) Each station was requested to run promotion spots 

featuring the characters in Chun King commercials. Slides 
with copy were furnished each station. 

2) A set of four teaser cards was presented to each station 
uvith the request that they mail then to the grocery trade. 
Stations were requested to send one card from the series per 
clay for four consecutive days. Sample headline nvith the three 
cartoon characters on one teaser card: "You will be seeing us 
[on ... station (X) . 95% of your customers will see us] 
selling Chun King Products \Veek After \Veek ... Month 
After Month ... Throughout This Year ...." 

3) A special trade letter was submitted to each station to 
go out on the station's letterhead to key grocery personnel in 
its market. The letter stressed the continuous coverage and 
dates of the campaign, the humorous commercials and the 
sales potential of the American- Oriental food market. 

4) Chun King home economist Alice Rick participated in 
women's service shows on stations carrying Chun King com- 
mercials. She offered menu suggestions for serving American - 
Oriental foods. 

5) Movies and still shots of the airport meeting with sta- 
tion executives and food brokers in each market were sup- 
plied the station for possible on- the -air promotion. 

Finally, in each market, news releases outlining the na- 
tional scope of Chun King's merchandising strategy were 
distributed at each stop to TV station personnel. 

he 36 markets used by Chun King thus far are Baltimore, 
Boston, Chicago, Cleveland, Columbus, Cincinnati, 1)allas- 
Ft. Worth, Detroit, Denver, Grand Rapids- Kalamazoo, Hart- 
ford, Houston, Indianapolis, Jacksonville, Los Angeles, Mil- 
waukee, Minneapolis, Miami, New Haven, New York, 
Oklahoma City, Philadelphia, Phoenix, Portland, Ore., 
Providence, Sacramento, St. Louis, Salt Lake City, San 
Francisco, Seattle, Spokane, Syracuse, Tampa, Tulsa, Wash- 
ington and Wichita. END 

Do you think adult westerns 
are for kids? 

60 
TV. . 

nds 
TONIGHT OO:oo WXYZ -TV of 

Tonight at 00:00 
TV REACHES MATURITY! 

THE 3 OF US BRING YOU ... 

THE MATUREST... 

60 SECONDS 
OF 1960! 

SEE the fabulous investigators 
non -live at 00:00 WXYZ -TV 

To copitolize on the entertainment quality of Chun King television 
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WARNING!!! 
Tonight we appear in a commercial 
that's almost too persuasive to watch. 

PIaY it 
smart. 
Watch 
radio 

See these nuts in a 60 sec. spot 

TONIGHT AT OO:oo WXYZ -TV 

We interrupt 
this newspaper to 

bring you a special 

announcement! 

OND COMMERCIAL 
OUR 60 SEC 1 

V 
THE END OF 
TONIGHT 

DON'T MISS IT. 

WATCH THESE 3 TONIGHT AT 

EXACTLY 00:00 * WXYZ -TV 

commercials, Batten, Barton, Durstine & Osborn prepared special newspaper ads for stations to use in support of the spots. 

TON IGHTAT 00:00 
YOU'LL SEE THE GREATEST.. 

COMMERCIAL ON TELEVISION.. 

A 
60 SECOND 

EXTRAVAGANZA 

0 
See The 3 Investigators 

for 60 seconds on WXYZ -TV 

GOOD HEAVENS! WE'RE 
ON AGAIN TONIGHT. 

WHAT'LL I SAY 
FOR SIXTY SECONDS? 

I'LL AD -LIB 
THE WHOLE BIT. 

TONIGHT AT OO oo WXYZ 
60 seconds 

CHANNfI 7 TOP TV 
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THE NEW SEASON'S 

NIGH "f'l'IME PROGRAM LINEUP 

TT. are a number of salient differences in this season's 
programming as compared to last, although on the 

fate of it, they look remarkably alike. First and foremost is 
the change taking place in the action- adventure format. 
While westerns, a primary form of action -adventure, will 
still dominate TV, the half -hour six -gun situations seem to 
have abated. The new westerns, except for two NBC half - 
hours, will be primarily an hour in length. 

The hour action -adventure series, in non -western formats, 
seem to be broadening, at least in locale. TV is shooting two 
of its series, Hong Kong and The Islanders, in Asia. There 
will be more hour suspense and mystery shows. 

Worth noting is the attempt being made to restore the 
situation- comedy to its former position of prominence as 
TV entertainment. CBS is taking the greatest calculated risk 
here with six half- hours, although ABC and NBC will have 
a few new ones too. 

Cartoons scheduled for prime -time showing 

ABC will present something unique in network prime 
time programming- cartoon shows. The most ambitious ex- 
ample of this is Flint.stones; others on the same network will 
be Bugs Bunny, and Malley'.s Funday Funnies. For the first 
tinte too, public service programming will be exposed regu- 
larly on all three networks in prime -time periods; shows 
are F-'ewitness to History, Churchill's Memoirs, and Our 
Nation's Future. 

1 ittle live drama Avill be telecast, aside from an occa- 
sional spectacular and the Armstrong and the U.S. Steel 
hours. The trend to lihn continues unabated. But the high 
tide of spectaculars has receded; the number will be drastic- 
ally curtailed, and the form will, once again, begin to 
assume its special nature. 

During the 1960 -61 season, the perennial struggle ' 

tween networks for viewers is expected to reach a new pc . 

NBC will be facing its severest challenge on Wednesdays: 
7:30 where Wagon Train will be tinder attack from He ; 

Kong and Aquanauts. On Sunday, ABC will program L . 

neyland at 6:30 in hopes of capturing the children's au - 

ence. And on Monday, CBS is scheduling a new block .I 
situation comedies. 

NBC using hour -block strategy 

One of the most interesting aspects of the new seas 
however, is NBC's strategy, accelerated from last year, 
placing a solid block of hour shows against the competit 
in the 7:30 to 8:30 time slot every night except Sunday. 7 

NBC shows, all of the western and action- adventure variii, 
will run up against across- the -board hour competition o 

on Wednesdays and Saturdays. CBS will partially meet to 

NBC block with its own hours (a western, an advent* 
two mysteries) on four nights. 

And at least worth speculating on is a move by AB( :o 

compete with Jack Paar on NBC. ABC says it plans to in 

various shows on a local basis from 11:15 to 12:15, hopes* 
an eventual winning format to put against Paar in the It 

night sector. 
At press time there were approximately 50 new sh a' 

scheduled for the fall; 14 on ABC, --15 on CBS, 18 on NI, 
Sixty -five shows will return for another season; 23 on AC 

25 on CBS, 17 on NBC. ABC will have six new hour shim 

NBC will have five, and CBS four. NBC is making the r* 
extensive alterations in its schedule -its entire Tuesday t 
Friday night line -up is new. CBS has made major cha 
in Mondays, Wednesdays and Thursdays and AB 
Thursdays. 
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)AY SATURDAY 
3S NBC 

no 

DAN RAYEN 

Dow 27 

Presione 29 

Mentholatum 38 

I ag 

7 

6 

11 

LONE WESTERNER 

Warner Lambert 25 

Block 21 

AT &T MUSICAL 

VARIETY 

American 
Tel 8 Tel 1 

D 

ers 28 

MICHAEL SHAYNE 

2 Oldsmobile 5 

xls 42 Pittsburgh 
Plate Gloss 3 

DuPont 3 

ABC CBS NBC 

THE ROARING 20's 

ort 3 

vner 
ambert 2 

PERRY MASON 

Participating 

RONANIA 

FALL 

1960 

This 

ratings, 

data 

worksheet 

may 

N. 

SCHEDULE 

-'61 
was designed so that new programs, 

sponsorship changes and other 

be noted on it as the season progresses. 

pertinent 

TE 

LEAVE IT TO 

BEAVER 

General 
Electric 21 

Rolston 22 

CHECKMATE 

Lever Bros. 38 

Kimberly-Clark 16 

Brown 8 
Williamson 2 

THE TALL MAN 

R J. Reynolds 15 

1. 

III. \I \\ \(,1-11 \ I \I \(. \ /l \I 
c)t 11144) \11( \'s I \Il \IR11 '1I \(. 

AGENCY KEY 

W. Ayer LAWRENCE WELK DEPUTY 

2. Ted Bates 
Dodge 20 General Ciao> :7 3. Batten, Barton, Durstine & Osborn 
J. B. Williams 35 

4. Benton & Bowles 
5. D. P. Brother 
6. Leo Burnett 
7. Campbell -Ewald 
8. Campbell -Mithun 
9. Carson -Roberts 

10. Compton Advertising 
1 1 . Dancer -Fitzgerald -Sample 

HAVE GUN, WILL OUR NATIONS 12. Doherty, Clifford, Steers & Shenfteld 
TRAVEL FUTURE 13. Doyle Dane Bernbach 

14. Erwin Wasey, Rulhrauff & Ryan 
Lever Bros, 38 To Be Sold 15. William Esty 

Whitehall Lobs 2 16. Foote, Cone & Belding 
17. Clinton E. Frank 
18. Fuller & Smith & Ross 

19. Gardner Advertising 
20. Grant Advertising 
21. Grey Advertising 
22. Guild, Bascom & Bonftgli 

SATURDAY NIGHT GUNSMOKE 23. Lawrence C. Gumbinner 
FIGHTS 24. Kenyon & Eckhardt 

Liggett & Myers 11 25. Lambert & Feasley 
Gillette 30 

Remington Rand 42 
26. Lennen & Newell 

Miles Labs 39 27. MacManus, John & Adams 
28. McCann -Erickson 

BOXING ROUNDUP 29. J. M. Mathes, Inc. 
30. Maxon, Incorporated 
31. Morse International 
32. Needham, Louis & Brorby 
33. North Advertising 
34. Ogilvy, Benson & Mather 
35. Parkson Advertising 
36. Perrin -Paus 
37. Sullivan, Stauffer, Colwell & Bayles 
38. J. Walter Thompson 
39. Wade Advertising 
40. Edward H. Weiss & Co. 

41. Wermen & Schorr 
4,2. Young & Rubican' 
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ABC Television has been growing rapidly. Next fall we will present our most ambitious schedule, wills 
a program investment of well over $3,250,000 per week. This is an advertisers' vote of confidence in 
the accelerated progress of ABC Television. Significant indications of ABC's drive to leadership are: 

AUDIENCE GROWTH: In prime 
time, ABC today is in a dead heat 
with one network and well ahead 
of the other in the competitive 
markets, according to Nielsen. In 
national evening circulation, ABC 
has passed one network and is 
closing the gap on the other. 

COST EFFICIENCY: ABC's cost 
per thousand homes per commer- 
cial minute for 1959 -60 was $3.15, 
compared to Network Y's $3.37 
and Network Z's $3.99, delivering 
from 7% to 26% more homes per 
ad dollar. This Nielsen data is for 
thefull season, October '59 through 
April '60 ... for the full week, 
Sunday through Saturday ... for 
thefull evening, 6 to 11 P.M. 

PUBLIC SERVICE: ABC's mean- 
ingful breakthrough in the public 
service and educational fields is 
evidenced by Bell & Howell's 
sponsorship of 15 provocative, 
controversial special telecasts, and 
by their co- sponsorship of the 
weekly Winston Churchill series. 
Ralston, in sponsoring Expedition, 
returns for a fourth year of regu- 
larly scheduled educational pro- 
grams. Both advertisers are mak- 
ing key contributions to the 
vitality of ABC's expanded efforts 
in this area. 

SPORTS LEADERSHII': Broaden- 
ing the spectrum of its program 
appeal, ABC Television has be- 
come the Number One network in 
variety and extent of sports cover- 
age. Sportscasts will include NCAA 
football, the new American Foot- 
ball League pro games, All -Star 
golf, major league baseball, and 
the only weekly boxing show. 

SPECIALS: Programs such as the 
Bing Crosby Specials, Peter and 
the Wolf, Maurice Chevalier's In- 
vitation to Paris, Elvis Presley and 
Frank Sinatra have enjoyed con- 
siderable success. They have, in 
fact, averaged a greater share of 
audience than any other network, 
according to the National Nielsen 
data for the 1959.1960 season. To 
maintain this leadership through 
the coming season, ABC will 
present specials featuring Bing 
Crosby, Debbie Reynolds, Victor 
Borge and John Wayne. Also sched- 
uled is a two-part presentation of 
the biblical tale, "David The Out - 
Law," produced in Israel and star- 
ring Jeff Chandler. 

EXPANDF.I) D:11" TIME: ABC 
audiences (12.4 P.M.) are up 72% 
this season over last, and are de- 
livered at television's best cost 
efficiency. On October 10, another 

daytime hour will be added, start- 
ing ABC's broadcast day at 11 

A.M. The new schedule will in- 
clude established favorites such as 
Queen For A Day, The Texan and 
an exciting new series, Road 
To Reality. 

ADVERTISER ACCEPTANCE: 
An unmistakable trend is spelled 
out in the January -April gross time 
figures for 1960. ABC -TV's night- 
time billings are up 30% over the 
previous year. And ABC -TV is the 
only network with a daytime in- 
crease. 

In the dynamic TV medium, it is 

essential to look ahead. The momen- 
tum ABC has gathered has been 
translated into its program schedule. 
Embracing greater scope and depth 
than any ABC has yet offered, it in- 
corporates more power to inform and 
entertain. This lineup has been en- 

thusiastically received. There are 
only a few remaining availabilities, 
including some in the best vehicles. 
Il- ith the support of its advertisers, 
ABC-TV BC -TV will continue to climb in 
1960 -6/. Ind all 46 as-building 
audiences, developing broader base 
of programs, maintaining top cost 
efficiency-are aimed at one immedi- 
ate result: to provide maximum service 
to the public and to the advertiser. 
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ABC Television has been growing rapidly. Next fall we will present our most ambitious schedule. with 
a program investment of well over $3,250,000 per week. This is an advertisers' vote of confidence in 
the accelerated progress of ABC Television. Significant indications of ABCs drive to leaders /nip are: 

AUDIENCE GROWTH: In prime 
time, ABC today is in a dead heat 
with one network and well ahead 
of the other in the competitive 
markets, according to Nielsen. In 
national evening circulation, ABC 
has passed one network and is 
closing the gap on the other. 
COST EFFICIENCY: ABC's cost 
per thousand homes per commer- 
cial minute for 1959 -60 was $3.15, 
compared to Network Y's $3.37 
and Network Z's $3.99, delivering 
from 7% to 26% more homes per 
ad dollar. This Nielsen data is for 
the full season, October '59 through 
April '60 ... for the full week, 
Sunday through Saturday ... for 
the full evening, 6 to 11 P.M. 
PUBLIC SERVICE: ABC's mean- 
ingful breakthrough in the public 
service and educational fields is 
evidenced by Bell & Howell's 
sponsorship of 15 provocative, 
controversial special telecasts, and 
by their co- sponsorship of the 
weekly Winston Churchill series. 
Ralston, in sponsoring Expedition, 
returns for a fourth year of regu- 
larly scheduled educational pro- 
grams. Both advertisers are mak- 
ing key contributions to the 
vitality of ABC's expanded efforts 
in this area. 

SPORTS LEADERSHIP: Broaden- 
ing the spectrum of its program 
appeal, ABC Television has be- 
come the Number One network in 
variety and extent of sports cover- 
age. Sportscasts will include NCAA 
football, the new American Foot- 
ball League pro games, All -Star 
golf, major league baseball, and 
the only weekly boxing show. 

SPECIALS: Programs such as the 
Bing Crosby Specials, Peter and 
the Wolf, Maurice Chevalier's In- 
vitation to Paris, Elvis Presley and 
Frank Sinatra have enjoyed con- 
siderable success. They have, in 
fact, averaged a greater share of 
audience than any other network, 
according to the National Nielsen 
data for the 1959 -1960 season. To 
maintain this leadership through 
the coming season, ABC will 
present specials featuring Bing 
Crosby, Debbie Reynolds, Victor 
Borge and John Wayne. Also sched- 
uled is a two -part presentation of 
the biblical tale, "David The Out - 
Law," produced in Israel and star- 
ring Jeff Chandler. 
EXI'ANDE.D D:t1" TIME: ABC 
audiences (12 -4 P.M.) are up 72% 
this season over last, and are de- 
livered at television's best cost 
efficiency. On October 10, another 

daytime hour will be added, start- 
ing ABC's broadcast day at 11 

A.M. The new schedule will in- 
clude established favorites such as 
Queen For .l Day, The Texan and 
an exciting new series, Road 
To Reality. 

ADVERTISER ACCEPTANCE: 
An unmistakable trend is spelled 
out in the January -April gross time 
figures for 1960. ABC -TV's night- 
time billings are up 30% over the 
previous year. And ABC -TV is the 
only network with a daytime in- 
crease. 

In the dynamic 7'1' medium, it is 

essential to look ahead. The momen- 
tum ABC has gathered has been 

translated into its program schedule. 
Embracing greater scope and depth 
than any ABC has yet o(Iered, it in- 
corporates more power to infirm and 
entertain. This lineup has been en- 
thusiastically received. There are 
only a few remaining acailabililies, 
including some in the best nehicles. 
If'ith the support of its advertisers, 
ABC-Tl' trill continue to climb in 
1960 -61.. And all (*HS- building 
audiences, devehping broader base 
c f programs, maintaining lop cost 
efficiency -are aimed at one immedi- 
ate result: to provide maxima m service 
to the public and to the advertiser. 
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"TV has on obligation to trade up 
the medium and to program for intellectuals 

with different tastes than 
the majority," says Fairfax Cone. "After 

all, its everybody's air." 

CONE or FC&B: 

PRAGTIGAL IDEALIST 
Hy LEON MORSE 

I.tc of self- policing leaves me very cold. The problem 
of dishonest aml distasteful advertising is not going to 

be solved either by gentle pressure from the side of the 
angels or the slow processes of education: and to try to ig- 
nore it as a small percentage of advertising is to he insensi- 
tive to right and tvrong. It is here. It is real. And whatever 
the percentage. the amount of bad advertising is large and 
not diminishing. The only unknown is why the people who 
could kill it let it live." 

The speaker is Inugh- minded Fairfax Cone. chairman of 
the cxe( IItI' C cotnntittCC and creative director of Foote, 
Cons' !t Belding. The agency bearing his name (both Beld- 
ing and Foote are no longer tvith it bills in excess of 
St(IIL(10(1.(1(1(1, forty -live per cent of it in television. 

(.((n lakes an equally hard -nosed approach to the sight 
n d sound medium and its responsibilities. "What we need 
is an .111(111.16%r to mass programming. The minority viewer 
in the evening hours must he provided for. Somebody has 
tI gite sonuwhere along the line or there will be regula- 
I 

He's a new type of socially- conscious executive 
this advertising personage, bespectacled and gray - 

hailed. is something of a \\'ilsonian ligure. A leader in the 
new lace of a(I\41Iking txectnit(s who are asking that it 
be InOl ac((nnuI.1Iitt Iu the publi( . he looks more like a 

( nllee pl(Ilessnt he \canted to teach English) or a man of 
the (loih than a teptesenlative of Madison Avenue and its 
\aloes. (:one. and the locum who think like hint, ask that the 
business display a greater degree of social awareness, that it 
Ice( utnc more self- critical, and accept regulation where it is 
I I(( essal V. 

"Itruadcast(Ts are giving the majority of people what they 
want, and when I say majority I don't mean 51 per cent. I 

mean something more like 91 per cent. The things most 
people object to in TV are things they object to in other 
mass media of communications; the western movies, crime! 
stories in newspapers, popular fiction in magazines and the 
sex and sadism in paper back novels," he points out. 

"Regardless, I still believe that TV has an obligation to 
trade up the medium and to program for intellectuals with 
different tastes than the majority. After all, it's everybody's, 
air. Television has been a business to make money in. And 
not primarily a way to serve. And this is wrong. Remember 
too, that even the most successful programs only get 40 rat- 
ings now. There are many people who are not watching TV 
these days. We might arouse their interest again." 

Cone's ideas embodied in the Hallmark Hall of Fame 

Cone speaks of programming for minorities from first- 
hand experience. Hallmark is a Foote, Cone R Beldin 
client. He was a major force behind its venture into Chet 

American living room. But, as important, Cone also was at 

powerful influence in persuading NBC to accept the adver- 
tiser's pattern of irregularly scheduling its presentations, 
pattern which pointed the way to the spectacular. The pr . 
gram is now in its eighth year of sponsorship. Last season, 
Foote, Cone ft: Belding set up a similar schedule for Equit- 
able Life and its American Heritage series. 

"We knew that Hallmark's Hall of Fame wasn't for the 
regular viewer. Shakespeare and Shaw.don't get thirty rat- 
ings often. But Joyce Hall, Hallmark's president, has been 
content with smaller audiences. TV has given Hallmar 
an entirely new public for its product," he declares. 

Cone believes that the "magazine concept" of TV sponsor- 
ship is growing. To him it has the virtue of putting the re- 
sponsibility precisely where it belongs -on the shoulders o 
the networks. But he has another plan lehich he think. 

To page 8' 
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On Target: 

LARGE CANNED FRUIT 

(Seattle) 

43.5 

grocery customers 

bought canned fruit 

Profile. 

fruit customers 

1 55%, berw 30 -50 

2 49%, womn 194% morded) 

J 53% of purchaser, hove Ion,,1.., 

of 4 or more 

Canned fruit brands 
purchased: 

)Abby, 

Del Monte 16 0 

Lady Flherro 10 4 

Dole, 9 4 

5 8 W 7 7 

In any hall hour period 

between 9 -11:30 AM 

32 - 347. of all canned 

fruit purchasers 
lis toning" 

'M f 

On Saturday in any hall 

hour between 9AM - 

4.30PM 53 - 16": of 

canned fruit buyers 

listening. 

93.8' of canned fruit 

buyers reached by a 

single station. Second 

station reaches 50.6 " 

66 

Pinpointing specific market 
data: At left, excerpts from an RAB 
slide presentation of a typical 

On Target ' field research project. 

Here's what RAB can do 
to help advertisers and their agencies 

RAB: 

Tin: marketing problems that roll into the Radio Adver- 
tising Bureau from advertisers and agencies are both 

national and regional. They range from loss of brand share 
due to competitive pounding to outright failure to place a 
product on the retailer's shelf. Here's a special report on 
what the RAB can do to solve them. 

A recent example of RAB problem- solving involved 
the Theo. Hamm Brewing Co., St. Paul, Minn., a major 
brewer whose beer is sold in 23 western states, Hawaii and 
Alaska. 

On New Year's Day 1960, Hamm's announced the pur- 
chase of Baltimore's Guenther Brewing Co. The move ex- 
tended Hamm's distribution into a complex eastern market 
of 8.000,000 people, brought on advertising and marketing 
questions new to the company. Hamm's needed qualitative 
information about radio. 

Agency asks RAB for beer- drinkers study 

Campbell- Mithun, Hamm's agency, had already used 
RAB's services on another of its accounts. On January 23 
it asked for help on Hamm's ... an RAB study of beer 
drinkers in at least one of the four eastern markets Hamm's 
ut'as entering. RAB weighed the request.' Hamm's was a 
known and respected brewing industry leader. A successful 
radio performance by Hamm's now, in its first entry into 
important eastern markets, would be a highly effective radio 
selling point. 

The Bureau agreed to the request and followed with a 
number of whirlwind meetings with the agency and 
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Television Magazine 

RADIO PROBLEM BUREAU 

Hamm's. RAB was represented by Robert Alter. manager. 
sales administration, and Iry Trachtenberg, head of the 
Bureau's beverage sales group. Out of the collaboration 
emerged a final "On- Target" study in all four of the 
eastern markets. 

On February 22, Hamm's broke its introductory cam- 
paign, using radio, newspapers and TV in "super- satura- 
tion" proportions. It hammered home its message with series 
of teaser spots proclaiming that "Hamm's is (:opting." On 
March 7 Hamm's entered all four markets, moving under 
the impetus of a six -week campaign, only slightly less intense 
than the first, using the follow -up theme: "Hamm's is Here." 

At the end of the second campaign, an independent re- 
search firm, commissioned by RAB, went into the field to 
gather "On Target" data as fuel for Hamm's radio campaign 
over the summer and fall. By precise questioning of men 
and women beer buyers, the interviewers sought to deter- 
mine with "reasonable accuracy ": 

(1) Hamm's share of the market after its short introduc- 
tory campaign. 

(2) What radio time periods reach most beer drinkers 
before they make their purchase. 

(S) What stations reach the most beer drinkers before 
they buy. 

(4) What time segments on what stations are therefore 
the most efficient combinations to reach beer drinkers. 

By mid -May the results were tabulated and compiled in 
an extensive confidential presentation covering everything 
from the percentage of people who never drink beer away 

í 

RADIO 

STUDY 
SERIES 

35 

from honte, to the average increase in beer consumptio i 

in summertime. 
With this information, RAB made a final presentation to 

Campbell- Mithun and Hamm's. Recommendation: Based 
on the "On Target" findings, RAB called for a I 3-week 
schedule of more than 600 spots a week spread carefully 
over 23 stations in the four cities. The proposal included 
time schedules. 

Hamm's follows through on suggestions 

The wrap -up came on dune I0, less than live months after 
the agency's first contact with RAB. R. I. Preston, (:;nnpbell- 
Mithun account executive on Hamm's. crote to RA 8: 
"Within the limits of our budget set -up. ccc and the l lamm's 
people have agreed to follow your recommendations as 
closely as possible." 

The Hamm's example illustrates the background itt ()It ed 
before RAB offers its final recommendations. 

The same sort of intense probing of an area was cntl,lc oycd 
recently for a well-known regional coffee maker. While the 
brand cannot be identified. the case history can be reported. 
The coffee maker, an established firm with a solid image. 
was restricting its media activity almost completely to spot 
TV. Suffering seriously front too much competition and not 
enough shelf space in the key supermarket chains. its instant 
coffee division called upon RAB to demonstrate how radio 
could "increase sales and put the product on more super- 
market shelves." 

RAB examined the competitive situation. urged a heavy 
Tn /,a;'e 
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The defiant voice of a 16- year -old killer, the anguish of 
the victim's mother, the outspoken views of the Police 
Commissioner and the Mayor were highlights of an 
unforgettable radio program as WCBS probed the 
depths of teen -age violence. "They Kill For Kicks" is 
that kind of responsible programming which typifies 
a C -O radio station -sets it apart from all other sta- 
tions in seven great markets of America. Enlightened 
programming such as this has brought these stations 
21 major awards since the beginning of the year: 

KNX Los Angeles California Associated P 
vision -Radio Association -2 Awards of Excellence: Bes 

news operation; Best documentary -"Image of America 
of Merit: Best sports show -"Tom Harmon Sports Final 

WBBM Chicago Ohio State University, In: 
Education by Radio and TV -3 Honorable Mentions: "Tt 
Song," "A Question of Age" and "Heroes In Science" 
Association for State and Local History and Broadcast 
-Third Prize: "This is Folk Song" National Sportsc 
Sports Writers Awards: Outstanding Illinois Sports Wri 
year: John Carmichael Freedoms Foundation Gold 
Honor: "This Is Folk Song" 

v 

s 

e 

s 

dc 
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ICBS New York Ohio State University, Institute for 
¿cation by Radio and TV -2 First Awards: "This Is New York" 
"They Kill For Kicks" 

MCAU Philadelphia English Speaking Union: 
and to the U.S. radio station for the greatest contribution to 
er understanding among English speaking peoples Freedoms 
Nndation Gold Medal of Honor: "I Chose America" 

OXI 

Headliners Club Award: For outstanding Public Service 

St. Louis Ohio State University, Institute for 
ion by Radio and TV -First Award: "Operation Medico" 

,edoms Foundation Gold Medal: "What is an American" 

ti_.. 

WEEI Boston United Press International Broadcasters 
Association of Massachusetts For Excellence of News Coverage: 
Coverage of the Walpole Prison riot 

KCBS San Francisco California Associated Press 

TV -Radio Association -3 Awards of Excellence: Best sports show - 
"Sports Notebook "; Best special events coverage -"Khrushchev 
Visit "; Best editorial or commentary -"Don Mozley Reports" 
Award of Merit: Best documentary -"European Holiday" 

CBS OWNED RADIO STATIONS 
Represented by CBS Radio Spot Sales 
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RADIO PROBLEM BUREAU I'om page 67 

By Charting their special listening patterns, RAB can pinpoint buyers for a specific prod 

spot radio campaign using hard -sell copy pointing up the 
advantages of the product. At the same time, the Bureau 
financed an "On Target" study which revealed vital in- 
formation: 

(I) The profile of the purchaser of the product sub - 
dit idcd into age and marital status, size of household, how 
um/ 11 of the product bought in a week, etc. 

12) The radio time periods that reach the most buyers 
of the product before they make their purchase. 

Based on these findings, a detailed three -phase proposal 
was submitted and accepted by the coffee and its agency. A 
26-week radio test was authorized using radio in a manner 
suggested by RAlt. After six weeks, the results were 
impressive: 

The instant vaulted from sixth to fourth place in the 
market and doubled its market share. Three of the major 
supermarket chains in the region -which had previously 
tossed th( instant off their shelves because of its lethargic 
mot union-reordered the product in quantity because of the 
consumer demand generated by the radio campaign -and 
the marketing suggestion made by KAB. 

And as a side result of this, the brand's regular coffee, 
which i%,1 not included in the radio commercials. jumped 
from thiid to second place in sales and nearly doubled its 
already Loge share of the market. 

Other marketing problems being examined 

RAlt is currently at work for a number of other influential 
national and regional advertisers. Examples: 

One of I\ "s most-advertised products, a grocery item 
that already has around 80 per cent of the market, wants to 
Clang oft to or increase its share. 

A final product being "murdered" in its home terri- 
tot v ht aggressive .sampling of a new competitor and the 
Ieleniless 1.1i(( ads el ...I'M of the leading product in the 

1 ale .{o)t. 
\ Deer which had slipped to a bad foultIi although its 

111e,Iia n1í\ lias been su((essful in other nun keis. 
\ 1 le.tnset with lull per cent distribution but no move- 

ment in the Inodut t. l'tesent media strategy is not achieving 
Ihe high 1,11,. of 111%,..( t1((ess.%. to huI(1 shelf space. 

In he ,)hate si111.11ions. IL \It uses what it calls "Specific 
sell," Tel III) remedies Ioi problems that advertising is 
I apahle o1 snit ing based on the belief that radio "scientift- 
1.alls houghs, l)iII)etls scheduled and properly controlled" 
trill have a JH)5h1 I\ l sales Ole( t for almost any advertiser. 

In all of the "til.o ilia Sell" Iuoje( is. key research depends 
he.n ilv upon "I h) I .ngcl' research su1 It as that used for 
11.in1n'' heel I his Iesr.nu I)." says It \IS l"esident Kevin 
s1) relict . is based on l \It's belief Ih.0 Lute). ,11 sluvilic 
ptnilin is I1.1e 111161112, .nut 1.1(14) listening habits all their 
ott II. :nul íI1.11 bt 1 Iowl f , halting Ih(se J)11 1t1 Ils. i1 is possible 
I..,onic,it, (iI11.i i.11fios(h(d111eIh.11 t( ill S11111'1111111\ i.ogel 
1.1.ut1.1I I,ilets I. a site(if" l)I'n(Iu(I." 

R \ is nod ab.iss p,uIisu). Smile of iIs media suggestions 
1114 l.iIr odic) .ultelIking vehilles. Ke,e1111%. )(hen deliver- 
111....1 plan 1..1 .1 811.111 t 1111In1 t that N'as ,shout to int,ldc :t 

1111) 111,okei. one 111 IL \It'% national sales si,ifl sicggeslell "a 
hill (oh.) ad of no less than l.000-liiies Ioi ihr iutrodo, Iory 

1 
.nldili1,n to a )adio ,.nnpaigll. Recalls ,.un lathe, n) 

Sweeney: "If the agency account supervisor had discove 
the Loch Ness monster curled around his left leg, 
couldn't have looked more amazed." 

Many of the functions of "Specific Sell" appear to over 
into the areas of certain key agency departments. Do ag(} 
cies feel their sovereignty is being threatened? 

"A few do, the great majority don't," says Sweeney. M 
agencies see the value of picking the brains of men who 
draw upon one of the largest libraries of past advertisi 
available anywhere; (2) talk to all the client's competit 
and to many of the links in the chain of distribution; 
spend research money specifically for an agency's client 
make their advertising as waste -free as possible. 

Along with "Specific Sell" and "On- Target" resea 
RAB has a number of other activities designed to make 
final act of buying radio time as close to a compie 
researched science as possible. 

The RAB promotion department, for example, prod 
in -depth reports on subjects as varied as the radio listen 
habits of housewives and male sports listening habits. Ally 
the RAB reports that have any national or regional relev 
are mailed to advertising agencies and /or advertisers, alc 
with a covering letter offering extra copies on request. 

Another important RAB service is its commercial libra . 
This "summit of sound" contains more than 3,500 rails- 

commercials as well as nearly every important novel or 
fective national and regional commercial produced in e 

last decade. These commercials are available to agent s 

who want to hear what the competitor is doing or who w:t 
the stimulation of the new selling techniques on radio toc.q 

to guide their own creative thinking. 
And a current long -range retailing experiment that R 

is conducting in Cleveland may have wide influence on e 

national scene, help evolve a change in the balance beat( r 

newspaper and radio advertising now existing with m: 

advertisers. 

How well can radio sell for department stores? 

he experiment, tinder Miles David. RAB vice presidA 
and director of promotion. has RAB running. in effect, r 
radio advertising campaign of the Higbee Company 
Cleveland department store doing a business of better tin 
$50.000.(00 annually. Being probed is the answer to e 

question: Can iadio sell department store items as wells- 
better than ne %,papas? The results of this year -long te- 
as opposed to the short term tests typical of most met 
experiments-will be released next January. 

"What works for Higbee's," points out Miles I)ati 
"should apply On a regional or national level as well. Av 

large local advertiser, Ilighee's can keep tighter tabs ont 
newspaper acts than can national advertisers. The resits 

as to which ads pull and which do not, not only on the ra 

but on the newspaper schedule as well. will ma' 
required reading for the nation's agencies." 

"Specific Sell" and I lighee's study are both example )I 

the devices RAR currently has active. They serve. says R.3 
to point up all of the services. printed reports and extent 
research which the Bureau produces annually to ens 

both the understanding and use of radio as an adverb 
medium. 
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9r Members of Advertising Agencies & Client Advertisers 
Regardless of whether your firm is among Pulse's 1,400 subscribers or whether 

you obtain Pulse facts and figures from television and radio stations 
directly, their representatives, or the networks and affiliates Nothing 

takes the 
place of 

INTERVIEWS 
in the 

HOME 
ulse invites you to tell 

"How I use Pulse data 
to solve a specific problem" 

.. Ir.e. 

A 

ROENM 
rident, 
omotion 
sing 

DANIEL DENENNOLZ 
Vice President, 

ResearchPromotlon 
The Natz.Agency, Inc. 

W. WARD DORN 
Vice President, 

Research Director 
lohn Blair & Co. 

Blair TV 
Blair TcIBYWOY 

Ar TC 

ROBERT M. NORMAN 
Director of Marketing 

and Research 
Television Advertising 

Representatives 

LAWRENCE WEBB 
Managing Director 

Station Representatives 
Association. Inc. 

Your answer may be worth 

$500 or bring you 
one of these awards 

20 winners 

As decided by this experienced Committee of Judges 
A brief letter of around 400 words at the most -that's about a 
page and a half -will do it! Your explanation of how to use Pulse 
data to solve some particular problem will be carefully read and 
evaluated. The judges will study each contribution impartially 

and objectively. They will not know whether submissions are 
from subscribers or non -subscribers -your assurance of complete 
impartiality. Judges' decisions will be final for all awards; and 
in case of ties, duplicate awards will be made. 

D 

Fir 
'S00 

500 cash - Uncle Sam's own 
amous engravings for your 
avorite spend -it- yourself project. 

For Twenty Award Qualifiers! 
These luxurious reminders of par- 
ticipation in Pulse's progress since 
1941. Just take time out to write 
a brief letter. You can mask or con- 
ceal client, product, name situa- 
tions - "Client A ", "Product X ", 
etc. Open to any and all members 
of advertising agencies and adver- 
tisers' organizations. For subscrib- 
ers and non -subscribers, remem- 
ber! "Nothing to buy -no boxtops!" 

Handsome R C A Chadwick 
Mahogany Console TV 
$349.95 dual- speaker set, beautiful tone, delivering 
25% brighter 21 -inch picture. Automatic channel 
equalizer for highest quality reception. Famous RCA - 

Victor quality - craftsmanship - service guarantee. 

e 
Magnificent Zenith 
All- Transistor 
Portable 
$275 Trans -Oceanic 
Model Royal 1000 D - 
super- sensitive, light- 
weight, operating on 
flashlight batteries. Only 
101h inches high, includ- 
ing handle. Receives 
standard and shortwave; 
marine weather, ship to 
ship and shore, etc. Auto- 
matic volume control; 
precise venier dialing. 

The "20 best" will be announced October 1 - You have until Sept. 1 to try 

,Just tell us how you use Piilcc data 
As Pulse enters its 20th year this coming October it seemed like 
a good idea, after two decades of service in the broadcasting in- 
dustry, to ask our friends in advertising agencies and the clients 
they serve how they use Pulse data. Thousands of Pulse reports 
and special studies line the daily reference shelves of subscribers. 

Write to PULSE, Inc. 730 Fifth Avenue, New York for brochure and entry certificate. 

And 
1 7 

BULOVA BANTAM 
6- transistor Pocket Radios! 

$41.95 "jewelry styled" gold and 
ebony model in handsome gift case. 
Amazing reception, big set volume, 
yet so tiny: only 31/4 x 21/4 x 1 inch. 
Weighs only 6 -oz., including mercury 
battery. Crafted with watch precision. 

The total daily usage of Pulse TV and radio data is staggering. 
And thousands of non -subscribers rely on Pulse data ... stand- 
ard reference in the business for qualitative, exact knowledge, of 
unparalleled statistical accuracy. 

1 
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Interview: 
Account Executive of Fletcher Richards, Calkins & Holden when 

asked why he selects WLW Radio -TV stations 
for U. S. Rubber Farm Boots: 

"Our WLW advertising enabled U. S. Rubber Farm Boots to open 
25 new dealerships in the WLW primary coverage area!" 

"And this WLW campaign sparked dealers 
into unprecedented enthusiasm and 

cooperation in promotional tie -ins!" 

"This first Radio attempt to sell these particular 
U. S. Rubber Farm Boots was so successful that we'll be back 
again and again on WLW with lots more advertising to boot!" 

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

WLW -D 
Television 

Dayton 

WLW -C 
Television 

Columbus 

WLW -T 
Television 

Cincinnati 

WLW -A 
Television 

Atlanta 

Crosley Broadcasting Corporation, a division of Arco 
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JULY 
TCLEVIS[ON HOMES 

Exclusive estimates computed by Television Magazine's Research Department for all markets 
updated each month from projections for each U.S. county 

tT1V homes in each market are based on TELEVISION 

1 MAGAZINE'S county -by- county projections of the "Na- 
tional Survey of Television Sets in U.S. Households" for 
March 1956 and March 1958, the two county -by- county 
estimates prepared by the Advertising Research Founda- 
tion in cooperation with the Bureau of the Census and 
the A. C. Nielsen Co. 

Penetration potential varies by sections of the country. 
Many areas in New England have achieved a saturation 
level above 90 %. Other areas, for example sections of 
the South, have reached a rather lower plateau. Future 
increases from either level can be expected to be distrib- 
uted over a longer period of time than was characterized 
by the early stages of television growth. 

In a number of markets, therefore, the TV Homes count 
is at a temporary plateau even though the television pene- 
tration level is below the 95% ceiling established by TELE- 
VISION MAGAZINE. These markets will be held for an indefi- 
nite period. 

The factor chiefly responsible for this situation is pen- 
etration increases off -set by current trends of population 
movement which for some regions has shown at least tem- 
porary decline (cf. Bureau of the Census, Current Popula- 
tion Reports, Series P -25, No. 160). 

A 95% ceiling on TV penetration has been established 
for all markets. Many rating services show higher pen- 
etration in metropolitan areas (e.g., over 97% in Cleve- 
land and Milwaukee), but the available evidence shows 
that penetration drops off outside the metropolitan area 
itself and that 95% appears to be the most logical theoret- 
ical 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. 

The coverage area of a television market is defined by 
TELEVISION MAGAZINE'S research department. Viewer studies 
are used when current- engineering contours, only where 
research data is made obsolete by station facility or market 
changes. 

Antenna height, power and terrain determine the phys- 

The TV Homes credited to each market are those 
covered by the station with maximum coverage in 
that market. Figures for other stations in the mar- 
ket may vary according to programming, channel, 
power, tower height, etc. 

ical contour of a station's coverage and the probable qual- 
ity 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 be weighed. The influence of 
these factors is reflected in the Nielsen Coverage Study, 
the ARB A -Z surveys and, in some cases, the regular re- 
ports of the various rating services. The Nielsen data in 
particular, where made available to TELEVISION MAGAZINE 

by NCS subscribers, has become the backbone of estimating 
coverage and re- evaluating markets. 

After testing various formulae, TELEVISION MAGAZINE 

adopted a method which utilizes a flexible cutoff point of 
25 %. Normally, a county will be credited to a market if 
one- quarter of the TV homes in that county view that 
market's dominant station at least one night a week. 

In some markets it has been impossible to evaluate the 
available and sometimes contradictory data. These areas 
are being restudied by this magazine's research department 
and new figures will be reported as soon as a sound estimate 
can be made. 

In many regions, individual markets have been com- 
bined in a dual -market listing. This has been done wher- 
ever there is almost complete duplication of coverage and 
no substantial difference in TV homes. 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 affiliation. For this 
reason, our research department is continuously re- examin- 
ing markets and revising TV 1 -tomes figures accordingl. 
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Li The 

X 
Carolina 

Triad 

Loves 

WLOS -TV! 

74 

WLOS -TV is first 
in the Carolina Triad - 

in every day part! 
March AR 13 shows WLOS -TV de- 
livers an average of 34,000 homes 
per quarter -hour from 9:00 a.m. to 
midnight, Sunday through Saturday - 108.6% more homes than station 
"C ", 21.4% more than station "B "! 
With the South's highest tower, 
WLOS -TV brings top shows into 
homes in all 62 counties of the Triad. 
Your PGW Colonel has the facts. 

wL0s-Tv 

K 

TIROL 

GA. 

Serving 
ASHEVILLE 
GREENVILLE 
SPARTANBURG 

Wometco Enterp,se 

VIRGINIA 

NORTH 
CAROUNAJ 

5OUTH 
CAROLINA 

THE CAROLINA TRIAD 
6 States 62 Counties 

REPRESENTED BY PETERS. GRIFFIN. W00DWARD. INC. 

SOUTHEASTERN REP.: JAMES S. AYERS CO. 

TOTAL U. 5. TV HOMES 45,760,000 
TOTAL U. S. HOUSEHOLDS 

. 57,373,500 
U. S. TV PENETRATION 17.4% 
Unlde other published coveroIe figures, these ore neither station nor 
neta art estimates. They ore ropytiuhted and may not be reproduced 
anhout permission, listed beica are all commercial stations on the air, 

Manet A SI000M '; Pnnnrratlon 

ABERDEEN, S.D. -69.0 
KXAB 1V IN,C,At 

ABILENE, Tex. -SO.0 
KRBC.IV INI 

ADA, OLIO. -76.0 
KIEN IA,C,NI 

AGANA, Guam 
KUAM.TV IC,N AI 

AKRON, Ohle -45.0 
WAKR.TVt IAI 

1V Homes 

19,500 

76,900 

80,400 

tt 

i 70200 

ALBANY, Ge. -65.0 91,600 
WAIRTV IA,N) 

ALBANY -SCHENECTADY -TROY, N.Y.-92.0 463,900 
W -TEN ICI; WAST IA): WRGB INI 
IW.IEN operates satellite WCDC, Adoms, Moss.l 

ALBUQUERQUE. N.M.-73.0 
KGGM.TV ICI; KOAT -TV IAI; KOB -TV IN) 

ALEXANDRIA, La, -70.0 
KALB -TV IA,C,NI 

ALEXANDRIA, Minn. -77.0 
KCMT IN,A) 

ALTOONA, P0. -90.0 
WFBG-TV IA,C) 

AMARILLO, Tex. -78.0 
KFDA.TV ICI; KGNC -TV INI; KVII -TV IA) 

AMES, Iowa -91.0 
WOI.TV IA) 

ANCHORAGE, Alaska - 
KENI.TV IA,NI; KTVA ICI 

ANDERSON, S.C.-39.0 
WAIM.TVt IA,C) 

ARDMORE, Okla. -76.0 
KIM INI 

126,800 

93,900 

51,500 

277,600 

111,700 

316,600 

'31,000 

119,100 

30,400 

ASHEVILLE, N.C., GREENVILLE- 

SPARTANBURG, S.C. -79.0 395,300 
WISE -TVf IC,NI; WLOS -TV IAI 

WFBC -TV INI; WSPA -TV ICI tt 
ATLANTA, Ga. -84.0 578,800 

WAGA -TV ICI; WLW -A IAI; WSB -TV INI 

AUGUSTA, Ga. -74.0 191,400 
WJBF -TV IANI; WRDW -TV ICI 

AUSTIN, Minn. -89.0 121,100 
KMMT IAI 

AUSTIN, Tax -79.0 157,000 
KTBC -TV IA,C,NI 

BAKERSFIELD, Cal.-91.0 177,400 
KBAK -TVt ICI; KERO -TV INI, KLYD -TVt IA, 465,900 

B ALTIMORE, Md. -93.0 674,300 
WJZ TV IAI; WBALTV (NI; WMAR -7V ICI 

B ANGOR, Me. -89.0 118,000 
WABLTV IA,CI; WLBZ -TV IN,AI 

BATON ROUGE, La. -74.0 268,400 
WAFB TV ICI; WBRZ IA,NI 

B AY CITY- SAGINAW -FLINT, Mich, -92.0 306,000 
WNEM -TV IA,NI; WKNK -TVf IA,C) 167,400 

BEAUMONT-PORT ARTHUR, Tex -79.0 153,900 
KFDM -TV IC,AI; KPAC.TV IN,AI 

B ELLINGHAM, Wash. -83.0 '53,400 
KVOS -TV IC) 

This does not include "A' contour in Vancouver A 

Victoria, British Columbiol 

BIG SPRING, Te: -84.0 24,700 
rí . 

BILLINGS, Mont, -64,0 50,600 
r iA,CI, KGHL -TV INI 

BINGHAMTON, N.Y.-90A 
. -. IAU; WINR-TVt LA,N,CI 

BIRMINGHAM, Ale, -79.0 
.. 'A,NI; WBRC -TV ICI 

327,700 
r42,100 

431,600 
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Mafia A Shnlans ^, hnelrellon TV Homes 

BISMARCK, ND. -69,0 9994 

LOMB IV IC,A)1 KEYI.IV IA,NI 
IKFYR.IV operates satellites KUMVI V, Williston, N.D., 
und KM01, Minot, N.D.) 

B LOOMINGTON, 144 .-115.0 
WTTV 
ISee also Indianapolis, Ind.) 

BLUEFIELD, W.Ve.-75.0 
WHISTV IN,AI 

B ONI, Id.,-7S.0 
KBOI.IV ICI; KIVB IA,NI1 KCIKTV INampol 

686,700; 

157 

BOSTON, Mass -94,0 1,447 
V I NAC -TV ICI, WHDHTV IA,C,W 

B RIDGEPORT, Conn. 
W ü '. ,/t IA) 

tt 

BRISTOL, Ve,JOHNSON CITY, Tenn.-70.0 154,100 
WCYB -TV IA,NI; WJHI.TV IA,CI 

BRYAN, Tex. -7L0 42,060 I 

KBTK -TV IA,CI 

B UFFALO, N.Y. -92.0 647,800 
WIEN -TV IC); WGR -TV INI, WKBW -TV tAl 

B URLINGTON, VI. -90.0 ' 166,930 
WCAX -TV ICI 

BUTTE, Mont -69.0 35,200 
KKIF.TV IA,C,NI 

CADILLAC, Mlch.-88.0 119,800 
WWTV iA,fi 

CAPE GIRARDEAU, Mo. -83.0 225,600 
KFVS I ICI 

CARLSBAD, N.M. -80.0 11,200 
KAVE.TV IA,CI 

CARTHAGE-WATERTOWN, N.Y.-86.0 78,700 
WCNY-TV IA(. 
Ilncludes communuy ar,..nnos urd,tcdl 

CASPER, Wyo. -54.0 
KTWO -TV IA,N,CI 

CEDAR RAPIDS -WATERLOO, Iowa -91.0 
KCRG -TV Al I; WMT -TV ICI; KWWL -TV rt, 

CHAMPAIGN, IIL -92.0 
WCIA Ili; WCHU$ (Ni, 
)'See Springfield listing) 

CHARLESTON, S.C.75.0 
WCSC -TV ICl WUSN -TV IA,NI 

CHARLESTON -HUNTINGTON, W.Va. -81.0 
WCHS -TV MI. WHTN -TV ICI; WSAZ -TV INI 

CHARLOTTE, N.C. -S2.0 
WBTV ICI; WSOC -TV IA,NI 

CHATTANOOGA, Tenn -76.0 
WDEF.TV IA,CI; WRGP -TV INI; WTVC IA) 

CHEBOYGAN, Mich.-78.0 
WTOM.TV IN,AI 

CHEYENNE, Wyo. -76.0 
KFBC TV IA,C,NI 
(Operates satellite KSTF SconsbluR, Neb./ 

CHICAGO, III. -94,0 
WBBM-TV ICI, WBKB W; WGN -TV; WNBO (Ni 

CHICO, Cal, -81,0 
KHSI -TV IA,CI 

CINCINNATI, Ohto -90.0 
WCPO -TV IAI; WKRC -TV ICI; WLW -T INI 

CLARKSBURG, W.Va. -73.0 
WBOY -TV IA,C,NI 

CLEVELAND, Ohl. -94,0 
WEWS IAl; KYW -TV INI; WAN-TV ICI 

CLOVIS, N.M. -71.0 
KVER -TV ICI 

COLORADO SPRINGS -PUEBLO, Colo.-79.0 
KKTV ICI; KRDO -TV TAI; KCSJ -TV (Ni 

COLUMBIA-JEFFERSON CITY, Me -86.0 
KOMU -TV IA,NI; KRCG -TV IA,CI 

COLUMNA, S.C. -79.0 
WIS -TV INC ; WNOK -TVt IO 

COLUMBUS, Go -75,0 
WTVMt IA,NI; WRBL -TV IA,O 

24,60( 

325,50) 

345,801 

149,60 

444, 80 

597, 30 

203 

28, 

2,188,61 

97,5, 

650,1 

76,9 

1,307,3 

12,Cß 

91,1 

127, 

1 

TU. 
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Morket 6 Stations -%n Penetration 

COLUMBUS, Miss. -61 0 

WCBI -TV IC,N,AI 

TV Homes 

COLUMBUS, OhIe -94.0 
WBNSTV 10; WIW -C INI; WTVN TV Al I 

CORPUS CHRISTI, Tax -75.0 
KRIS.TV MI; K Z TV IC.A) 

DALLAS -FT. WORTH, Tax. -86.0 
KILD-TV ICI; WFAA-TV IAI; KFJZ -TV; WRAP TV INI 

DANVILLE, III. -65.0 
WDAN -TV} IAI 

DAVENPORT, Iowa -ROCK ISLAND, 111. -93,0 
WOC -TV INI WHBF. TV IA,CI 

DAYTON, Ohia -95.0 
WHIO-TV ICI; W11/V -D IANI 

DAYTONA REACH -ORLANDO, Flo. -74.0 
WESH.TV INI WDBO -TV ICI; WIOF -TV IAI 

DECATUR, Ala. -50.0 
WMSL.TVt IC,NI 

DECATUR, 111. -84.0 
WTVPt IAI 

DENVER, Colo. -85.0 
KBTV IAI: KIZ -TV ICI; KOA -TV INI; KTVR 

DES MOINES, Iowa -92.0 
KRNT -TV ICI, WHO-TV INI 

55,900 

487,500 

114,100 

708,200 

124,800 

349,600 

489,500 

221,700 

122,500 

1124,500 

355,600 

277,700 

DETROIT, Mich -94.0 '1,596,400 
WJTK.TV Cl I WW1 TV INI; WXYZ IAI; CKLW -TV 

DICKINSON, N.D. -56.0 
KDIK TV IC) 

DOTHAN, AIa, -63.0 
WTVY MAC) 

DULUTH, Minn.- SUPERIOR, Wis. -83.0 
KDA -TV ICI) WDSM -TV IANI 

DURHAM -RALEIGH, N.C. -76.0 
WTVD IA,CI; WRAI -TV INI 

EAU CLAIRE, Wis -91.0 
WEAU -TV IA,C,N) 

EL DORADO, Ark, (See Monroe, La.) 

ELKHART, Ind. (See South Bendl 

EL PASO, Tax -85.0 
KELP -TV IAI; KROD TV IG; KTSM -TV IN); KEl -TV 
!Includes 4,700 television homes on military bases) 

ENID, Okla. ISee Oklohomo City) 

ENSIGN- GARDEN CITY, Kan. -63.0 
KTVC IAI) KGID TV IN) 

ERIE, Pa. -95.0 
WICUTV IANI; WSEETVt IA,CI 
Cncludes commun.ty omerinos in counties not credited) 

EUGENE, Ore. -82.0 
KVAI -TV INI 
(Operates satellite KPIC TV, Roseburg, Ore,) 

EUREKA, Col, -76.0 
KIEM.TV 1AG KVIO -TV 

EVANSVILLE, Ind. -HENDERSON, Ky. -85.0 
WFIE-TV1 INI; WTVW IAI; WEHT.T lt ICI 

FAIRBANKS, Alaska 
KFAR.TV IANI; KTVF ICI 

FARGO, N.D.-76.0 
WDAY.TV IN); KKGO TV IAI 
ISee also Volley City, N.D.) 

FONT, Miels -93.0 
WIRT IAI 

FLORENCE, Ala. -31,0 
WOW[ TVt 

FLORENCE, S.C. -72.0 
WBTW IA,C,NI 

FT, DODGE, Iowa -56.0 
KOTV- INI 

FT. MYERS, Flo. -69.0 
WINK-TV IAC) 

FT. SMITH, Ark -75.0 
KFSA -TV IC,NAI 

FT. WAYNE, Ind -87,0 
WANETVt 1C: WKIG.TVt INI; WPTATV1 IA) 

F WORTH-DALLAS, Tax. -86.0 
KFJZ.TV; WBAP.TV INI; KRLD.TV ICI; WFAA TV IAI 

FRESNO, Cal -90.0 
KIR) Ty ICI: KJEO -TV1 IA) KM1TV1 INI 

23,200 

75,200 

171,700 

276,300 

119,800 

102,600 

Market 6 Stations -% Penetration 

GARDEN CITY. Kan. See Ensign Gorden City, Kan.) 

GLENDIVE, Mont. -530 
K KCN -TV -C,Á1 

GOODLAND, Kan. 
kBIR_TV 

GRAND FORKS, N.D. -75.0 
KNOK TJ .1,41 

GRAND JUNCTION, Cele. -66.0 
KREK.TV AC,NI 

TV Hornet 

3,000 

t)t 

39,200 

'24,500 

GRAND RAPIDS, Mich, -94.0 459,230 
WOOD -TV IANI 
ISee also Kolomo,00l 

GREAT REND -HAYS, Kan. -7S.0 89,400 
KCKT -TV INI; KAYS -TV IAI 

IKCKT -TV operates solelldes KGLD, Gorden Cite, Kan. 

and KOMCT V, McCook, Neb.I 

GREAT FALLS, Mont. 77.0 
KFBB -TV IA,C,NI; KRTV 

)Includes community antennas) 

GREEN BAY, Wis. -92.0 
WBAY TV O V.fv, r- WIUK -I, e 

GREENSBORO. N.C. -85.0 
WFMY.TV A C' 

GREENVILLE-SPARTANBURG, S.C., 

ASHEVILLE, N.C.-79.0 
WFBC,T/ NI `., PA r. 

T. r.} ' .1. 

GREENVILLEWASHINGTON, N.C.-77.0 
WC/Cr Ari, V.111, .r. 

HANNIBAL, Ma - OUINCY, 111 -91.0 
KHOA -TV IC,AI; WGEM -TV IANI 

HARLINGEN-WESLACO, Tax.-72.0 
KGBT.TV IA,Ci KRGV.TV IANI 

HARRISBURG. II1. -84.0 
WGI).), A', 

HARRISBURG, Pa.-71.0 
WHP *!t Ci PAj A 

HARRISONBURG, Vo.-76.0 
WSVATV IA,C,NI 

39,100 HARTFORD -NEW BRITAIN, Conn. -94.0 
WIIC TV C, W'NBC) t,. ',ti..e'1 

186,500 
156,200 

109,800 

48,300 

251,100 
t124,900 

11 

151,900 

369,300 

18,800 

176,700 

127,100 

17,900 

52,300 

1207,600 

708,200 

224,600 
1148,000 

HASTINGS, Nebr. -77.0 
KHA: TV M 

HATTIESBURG, Miss. -64.0 
WOAM -TV iA,M 

HENDERSON, Ky.- EVANSVILLE, Ind. -85.0 
WEHT.TVI ICI, WFl( TO SNI; WTVW A 

HENDERSON -LAS VEGAS, New. -77.0 
KERL -TV INI; KIAS TV IG; KSHO.TV IAI 

HONOLULU, Hawaii 129,900 
KGMB-TV ICI, KONA INI; KHVH.TV IAI 

'Includes 14,600 television homes on military bases) 

(Satellites: KHBC TV, Hilo, and KMAU.TV, Woilul,: 
to KGMBTV. KMVITV, Wailulu, to KHVHTV: 
KALA, Woiluku to KONA). 

HOUSTON, Tax. -85.0 502,403 
KPRC TV INI; KTRK -TV IAI. KI: - , - 

HUNTINGTON- CHARLESTON, W.Va.-81.0 444,800 
WHIN -TV 10; WSAZ.TV IN): WCHS -IV 'AI 

tt, 

259,000 

52,100 

324,200 

402,400 

395,300 

It 

193,500 

193,200 

75,100 

174,500 

1113,800 

66,200 

639,100 
1295,800 

115,300 

51.000 

251,100 
t 124,900 

37,000 

HUNTSVILLE, Ala. 
WA)G.TVI 

HUTCHINSON- WICHITA, Kan -8S.O 
K -01 -CI. KAKI I+ AI KARD. TV INI 

6 s ,n, Kan, sarelldc of KAKE TV) 

IDAHO FALLS -POCATELLO, Ida. -71.0 
KID rV IA,C,NI; KTtE INI 

INDIANAPOLIS, Ind. -93.0 
WIBM.TV INI; WISH-TV 10: WIW Al 

ISee also Bloomington, Ind., 

JACKSON, Miss. -67.0 
WHY (CAI WIRT IANI 

JACKSON, Tann. -71.0 
WDKI.TV IA,CI 

60,000 

716,400 

239.000 

89,000 

TELEVISION MAGAZINE / July. 1961' 

Holy 

mackerel, 

Andy! 

They's 

sellin' 

us for 

only 78t 

per 1,000 in 

HUNTINGTON- 

CHARLESTON! 

Rare, but happy fact for 
timebuyers - viewing's up, 

cost is down! Case in point, 
"Amos 'n Andy" (Mon. -Fri., 

6:30 -7:00 P.M.) - deliver- 
ing 1,000 homes for only 
78¢ via WHTN -TV 10 -plan, 

And, that's not all! Latest 

ARB shows WHTN -TV with 

substantial gains, Sunday 
through Saturday, 9:00 
AM.- Midnight ... "Avg. 1/4 

Hr. Homes Reached" up 

27% ... "Metro. Audience" 
up 23% ... "Station Audi- 
ence Circulation" up 33%! 

Get to the heart of 444,800 

TV homes in Huntington - 
Charleston with the station 
that looks better all the 

time! 

WHTN - TV 
A COWLES OPERATION CBS BASIC 

HUNTINGTON-CHARLESTON! 

BLAIR ISION ASSOCIATES 
National Represent.ìfr.s -- 

75 
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IN 
JACKSONVILLE, 

WFGA -TV IS 
THE STATION 

TO WATCH! 

The March Nielsen for Jackson- 
ville - as in past books - shows 
WFGA -TV ratings going up, up, 
up! WFGA -TV now delivers a 
49C metro share -of- audience 
9:00 a.m. to midnight Sunday 
thru Saturday. 
See your PGW Colonel for com- 
plete details and discover that 
WFGA -TV is the station to 
watch in Jacksonville. 

WFGATV 

4 Wometco AII,J.ate 

AACTKSONVILB. w -Sa 
A, , ,. 

n7PI0SON 0TTIOIUMY/. M.-661 

AOIMON OTT 1.. MNTOS V. -FS 

JO0A110WN -901 
.1 .S . 

AOMN M. JMTTISWO. K.--SIO 

AJIAU AI4N- 

4111AMA300 Mob -960 

K ANSAS OTT. M. -900 

K IARNIT. NN 74 0 

KLAMATN Tlli O- -N O 

1.,,.,. 
IYIOKVILiI T.. - 70 0 

Nrl . . . . 

LA CROAR WI,-v0 

I IAAVITTI I. _770 

LAKI CNAIIö. L. -77 0 

LANCASTER. P -90 0 

LANSING. MIA -93 0 

LAREDO, T6.-96.0 
1 .r, , A " r. 

LA SALLE III. .. , 

LAS VEGAS.NENDERSOTI, Nov -77.0 I , I _. A I,PI', P. 

LAWTON, Okla . -x3.0 
I'vc A 

LEBANON, P.. -79.0 
.1 

LEXINGTON , KT -44.0 
1J 

UMA, 040. -61.0 
!.IMA TO A _.. 

LINCOLN. N..-S4.0 
PG,r. T. A.' 

LITTLE ROCK RNE SLUFF, Ar6-730 
IAI7 ' r . r AT., . 

LOS ANGELES, GI11. -91.0 
IAA' '. GP, r,IJ . r1.r' 

'1 

/AC1ISONnuE 
FLORIDA 

rACA P. 'oA 1111 

LOUISVILLE, K. -REA f. /E '. A P. WP.A,.'I it 

LUBBOCK, T44.-711.0 
ACM. Á)4i; rDjB', ' 

LUFKIN. T94.-73.0 

LTTICNBURG, Il..-SIA 
sr,.A.Tr u; 

MACON, G.-730 
NINZ', A! . 

MADISOr1. Wh.-90.0 
,NrowTVt AI WMTVt P. 

RLAM04STER, 1131-94A 

MARIETTE, WI.. - See 

MAROUETTE Mir% -IS O 

NORTH FLORIDA - 

SOUTH GEORGIA 
MASON QfT, 1...--64 0 

MARKET 
V L V MATAGUET I r.a . _ 

A140FOILD, Ow-7SA 

REPRESENTED NATIONALLY BY MEMNR3. T.r-70A 
PETERS. GRIFFIN WOODWARD. INC 

76 

.. , . . Nw' n, env: ' - 

164,140 

1M ISO 

I 1.100 

103.000 

30 700 

VI 'PO0 

07.300 
I7 000 

S I S.900 

423.100 

10.700 

37,000 

49,100 

156,600 

144,000 

147,900 

167,100 

T31Á00 

1.734,700 

439,00 

106.900 

37,600 

136.400 

110.100 

237.000 
1103.300 

373.300 

6397, 

TELEVISION MAGAZINE / July. 1960 

ONLY TH 

SUNSHINE 

COVERS 

SOUTH FLORIDA 

BETTER THAN 

WTV1 ! 

WTVJ -among all media-deliv- 
ers South Florida's largest daily 
circulation! Only WTVJ will give 
your schedule complete coverage 
of the South Florida market. 
Obtain the facts of WTVJ'n ex- 
clusive, total coverage of South 
Florida from your Peters, Griffin, 
Woodward Colonel. 

WTVJ 

SUMMERTIME IS 

BETTER VIEWING TINE 

IN SOUTH FLORIDA 

Summer- Warier 
.els -ln -Use Comparison 

900A M -MIDNIGHT 
MON THRU FRI 

All ARB 

FEB. MAI.1%$ AUGUST 1959 

26.2 29.6 

Di CGF ;FIITFG NATirrNAl I r Y 
:r'{4'. ;41F0I I74r/7)00144G 'h! 
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LOOK 
AT THE 

STARS 
And See Where 
KMSO -TV Stands 

MISSOULA- definitely o 
Preferred City" es market 

prospers and Bank Debits 
reach +9%, (highest of all 
Montano cities) 
12 STARS out of post 17 

*Months -indicating one full 
year of "better than aver 
age" business performance 
-the place to advertise. 
MISSOULA -leads all ether 
Montana cities in "High * Spot -Preferred Cities' with 
o city index of 109.6 (1960 
over 1939). 
KMSO.TV'S WESTERN MON- 
TANA MARKET is "greatly 
extended" by l8 Community 

*Boosters. C ge includes 
Missoula, Butte, Anaconda, 
Deer Lodge, Hamilton, and 
Kalispell. 

CBS ** *NBC ** *ABC 
58,475 TV HOMES 

e 

NATIONAL REPRESENTATIVES 

FORJOE-TV, Ir; 

Morket B Stoeoes - ; VnctroLOn 

MERIDIAN, Miss. -65,0 
WTOK.TV IA,C,NI 

MIAMI, Flo.-115.0 
WCKT INI; WPSTTV IA), WTVI ICI 

Ilncludes 66,800 tourist -only sets in counties 
currently creditedl 

MIDLAND -ODESSA, Tex.-73.O 
KMID.TV IA,NI; KOSATV ICI 

MILWAUKEE, WIs. -94.0 
WISN -TV (Al, WITI.TV ICI: WTMI.TV INI, WXIXf 

TV Hornes 

103,900 

515,400 

56,300 

601,400 
tt 

MINNEAPOLIS -ST. PAUL, Minn. -90.0 743,600 
KSSP.TV; KSTP.TV INI; WCCO -TV ICI; WTCN-TV IA. 

MINOT, N.D.-66.0 
KXMC.TV IA,CI; KMOT-TV IAN? 

MISSOULA, Ment.-71.0 
KMSO.TV IA,C,I 

MOBILE, Ale.-711.0 
WALA.TV IN,AI; WKRG.TV ICI 

MONAHANS, Tex. 
KVKM.TV IA 

MONROE, Le.-EL DORADO, Ark. -74.0 
KNOE-TV IA,CI: KTVE IA,NI 

MONTGOMERY, Ale. -700 
WCOV.TVt ICI: WSFATV IN,AI 

MUNCIE, Ind. -68.0 
WLBC.TVf IA,C,NI 

NASHVILLE, Tenn.-73.0 
WLAC -TV ICI; WSIX.TV IA); WSM.TV IN 

43,100 

50,200 

778,400 

140,000 

154.500 
156,000 

i31,600 

346,800 

NEW BRITAIN- HARTFORD, Conn.-94.0 639,100 
WTICTV ICI, WNBCt INI; WHCTt 1795,800 

NEW HAVEN, Conn.-92.0 860,900 
WNHC -TV IAI 

NEW ORLEANS, Le. -13.0 386,300 
WOSU.TV IA,NI; WVUE IA?, WWLTV C 

NEW YORK, N.Y. -93.0 4,961,300 
WABC -TV IA), WNEW -TV, WNTA.TV; WCBST. C 

WPIX, WRCA -TV INI 

NORFOLK, Ve. -1170 347,400 
WAVY IAI, WTAR.TV ICI; WVEC.TV IAI 

NORTH PLATTE, Neb. -70.0 20,700 
KNOP -TV INI 

OAK HILL, W. Ve. -74.0 131.100 

WOAY.TV iA,CI 

ODESSA -MIDLAND, Tex, -73.0 86,500 
KOSA -TV ICI; KMID.TV IA,NI 

OKLAHOMA CITY, Okla. -64.0 335,400 
KWTV ICI; WKYTV INI: KOCO -TV IAI Endl 

OMAHA, Neb.-92.0 337,300 
KMTV INI; WOW -TV ICI, KETV IAI 

ORLANDO -DAYTONA, Fla. -74.0 771,700 
WDBO -TV 10: WIOF.TV IAI; WESHTV INI 

OWNED AND OPERATED BY THE 

Television 
ORLANDO -DAYTONA BEACH 

REACHES MORE, SELL MORE! 
CALL AVERY -KNODEL 

That's the only music this trio makes. They repre- 
sent the kind of on- camera selling which is welcomed 
and looked forward to, in every TV home in the 
Nashville market. 

ON THE DRUMS - "Mr. Television " himself, 1ud Collins. 

ON BASS - Dave Overton - Master of the ad lib. 

AT THE PIANO - Boyce Hawkins - He kills the kids and 

Grown -ups too! 

Strong local personalities are 
just one side of the WSM -TV 
selling album. For the full 
concert. ask Hi Bramham or 
any Petry man. 

WSM -TV 
Nashville, Tennessee 

Represented by Petry 

NATIONAL LIFE AND ACCIDENT INSURANCE COMPANY 
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OTTUMWA, lowo-86.0 
K ,: C.NA' 

PADUCAH, KY-79.0 
whD.T ,N 

PANAMA CITY, Fla. -73.0 
N'1DM.T', ,A C N, 

PARKERSBURG, W.Va.-58.0 
\VTAPt AC,NI 

PENSACOLA, Fla. -78.0 
lAEAR -TV A' 

PEORIA, 111. -78.0 
WEEKTVt INI; WMBDTVt ICI, WTVH$ IAI 

(WEEK TV operates WEED TV, la Solle, 111.1 

PHILADELPHIA, Pa.-93.0 
WCAU.TV ,p, Will Tv IAL. WRCV-TV ,NI 

PHOENIX -MESA, Ariz. -84.0 
KOOI -TV C1. KPHO -T V. KTVK A, KYAR 'NI 

PINE BLUFF- LITTLE ROCK, Ark. -73.0 
K ATV IA' K ARK ,T IM. KTHV .CI 

PITTSBURG, Kan.- JOPLIN, Mo. -81.0 
OA,' T, A IOLI AC' 

PITTSBURGH, Pa.-93.0 
RC KA ,1'AF A' 

PLATTSBURG, N.Y. -87.0 

POLAND SPRING, Me. -92.0 
... .. A.C. ., w 

PONCE, P.R. 

PORTLAND, Me. -92.0 

137,200 

189,900 

22,400 

125,400 

199,100 

.Pi169,100 

1,912,600 

204,500 

232,000 

152,300 

1,267,600 

121,500 

313,900 

212,700 

NOW! . . 

NUMBER ONE 

CITY IN ILLINOIS 
(Outside Chicago) 

R-E-M-A-R-K-A-B-L-E 

ROCKFORD 
of 

WREX -TV LAND 

ARB AND AND NIELSEN ¡fiD 
. , . . AGREE , , 

WREX -TV HAS ... 
49 OF THE TOP 50 

NIGHTTIME SHOWS 
ALL 20 OF THE TOP 20 

DAYTIME SHOWS 

a 
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PORTLAND, Ore. -83.0 
KGW.TV INI; KOIN.TV ICI, KPTV IAI; KHTVt 

PRESQUE ISLE, Me. -82,0 

PROVIDENCE, R.I. -94.0 
MAR 41. V:PRO 

- 
": EI 

PUEBLO -COLORADO SPRINGS, Colo. -79.0 
KCSTV INI; KKTV IG; KRDO.TV (Ai 

QUINCY, 111.- HANNIBAL, Me -91,0 

RALEIGH- DURHAM, N.C. -76.0 

RAPID CITY, S.D. -56.0 
KOTA -TV IA,Cl. KRSD -TV INI 

IKOTA.TV operates sotellite KDUH.TV, 
Hay Springs, Nebr. KRSD TV operates 
satellite KDSI TV, lead, S.D.I 

REDDING, Cal. -78.0 
KVIP -TV IA,NI 

RENO, Nev. -84.0 
KOIO.TV IA,C,NI 

RICHMOND, Ve. -84,0 
WRVA -TV (AI, WTVR ICI; 

WXEX TV INI (Petersburg, Vo I 

RIVERTON, Wyo.-52.0 
r NR8-', IC,t.A. 

ROANOKE, Va.-81.0 
:,DBI T. Ci W`.1-, 

ROCHESTER, Minn.-89.0 
ROC r, 

ROCHESTER, N.Y. -92.0 
:JO, T. A,N W''EC -. A 

TV Humus 

463,000 
ttt 

19,700 

797,000 

91,800 

193,200 

276,300 

.15,200 

60,500 

39,800 

275,400 

8,200 

298,700 

92,000 

321,100 

ROCKFORD, 111. -92.0 202,100 
JaRix'. AC W'.Ot r. $100,500 

ROCK ISLAND, III. -DAVENPORT, Iowa -93.0 349,600 
A.0 bVOC'. 

ROSWELL, N.M. -72.0 

SACRAMENTO -STOCKTON, Col. -87.0 
. C RECA r; M KO.R', A r 

SAGINAW -BAY CITY -FLINT, Mich. -92.0 
.\ KNX.TVt IA,CI; WNEM -'. A N 

ST. JOSEPH, Me -89.0 
J ' . C 

ST. LOUIS, Me-93.0 
I íD.TV INI KTVI IAI; KMOK.TV ICI; KPLRTV 

ST. PETERSBURG- TAMPA, Fla. -81.0 
N ,i A. N,I,A Ni WIVI ICI 

SALINAS- MONTEREY, Col, -86.0 
KSBW.TV U,C,NI 
(Includes circulation of optional satellite, KSBYTV 

San luis Obispo) 

SAUSWRY, Md.-55.0 
WBOC-TVt u,C7 

SALT LAKE CITY, U18h -88.0 
KSL.TV ICI; KCPX IN,AIr KUTV IAI, 

KIOR TV (Provo, Utohl 

SAN ANGELO, Test. -77.0 
KCTV IA,C,N) 

56,400 

388,400 f 
306,000 
167,400 

203,900 

851,500 

328,300 
1197,100 

197,200 

'134,700 

250,600 

28,900 

SAN ANTONIO, Tex.-82.0 313,900 
KCOR. TVt; KENS TV ICI; KONO IAI; WOAI.TV INI Tt 

SAN DIEGO, Cot -95.0 
KFM8.TV ICI, KFSD -TV INI; XETV (Al 

SAN FRANCISCO -OAKLAND, Cal. -90.0 
KGO IV IAI; KPIX ICI; KRON.TV WI; K I VU 

SAN JOSE, Col. -86.0 
KNIV IA,C,NI 

SAN JUAN, P.R. 
WAPA -TV IA,NI; WKAO -TV ICI 

SAN LUIS OBISPO, Cal. ISee SalinosMonlorcyl 

'299,400 

1,323,300 

242,000 

TELEVISION MAGAZINE / July, 1960 

tt 

TV 
MARKET 
STUDIES 

TO 
ORDER 

A NEW MARKET SERVICE 

TELEVISION MAGAZINE and 
SALES MANAGEMENT'S 

Market Statistics have pooled 
resources to offer you a new 

television research service: 

Number of TV Homes 

Number of Households 

Population 

We can provide an IBM listing of the 
cumulated (unduplicated) 

counties for any given schedule 
of TV stations (numbering 

over 20), plus the full range of 
market characteristics available 

from the Market Statistics library 
of data published in the 

Sales Management 
"Survey of Buying Power," 

INCOME DISTRIBUTION: Number of 
low, middle 

or high income 
households. 

RETAIL SALES: Volume of retailing 
broken down by 
food store sales, 
drug store sales, or 
other components 
desired. 

MANY OTHER KEY MARKETING 

CHARACTERISTICS: Degree of ur- 
banization, de- 
gree of resort ac- 
tivity, etc. 

For details write or call Marvin Melnikof, 
director of research, 

TELEVISION 
MAGAZINE 
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Market & Stations -!'r Penetration TV Homer Market K. Starions -'; Penetration 

SANTA BARBARA, Cal. SS.0 71,100 TUCSON. AN: -32.0 
KEYT IA,C,NI KGUN TV (A), KOTO TV IC); KVOA.TV IN) 

TULSA, Okla.-84.0 
KOTV ICI: KVOOTV INI; KTUL -TV (AI 

TUPELO, Mlss. -61.0 
SCHENECTADY- ALBANY -TROY. N.Y. -92.0 "463,900 WTWV INI 

WRGB INI, W.TEN ICI; WAST (Al 

IWTEN operates satellite WCDC, Adams, Mass.l 

SAVANNAH, W.-73.0 108,300 
WSAV-TV INI; WTOC-TV IA,CI 

SCRANTON- WILKES- BARRE, Pa. -81.0 T253,100 
WDAUt ICI; WBRE TV (N); 

WNEPTVt IA/ (Includes community antennas in counties 

not credited) 

SEATTLE- TACOMA, Wash. -900 
KING.TV INI, KOMO.TV IAI; KTNT -TV ICI, 

KTVW, KIROTV ICI 

552,300 

SEDADA, Mo. -87.0 26,500 
KMOSTV LAI 

SHREVEPORT, La.-79.0 254,500 
KSLA IA,CI; KTBS-TV U,NI 

SIOUX CITY, Iowa -19.0 204.500 
KTIV IA,NI, KVTV IA,CI 

SIOUX FALLS, S.D. -76.0 
KELO -TV IC,N,A) (Operates boosters KDLO.TV, 

Flare,-,,, ,-k KPLO -TV, Reliance, SO) 

SOUTH BENO.ELKHART, Ind -74.0 
WNr .t INI; WSBT -TV ICI; WSJVTV (A) 

SPARTANBURG, S C 

, -nville.Spartonburg, S.C.I 

"224,500 

}155,200 

SPOKANE, Wash. -78.0 249,300 
KHO -TV INI; KREM TV IAI; KKLYTV ICI 

SPRINGFIELD, III. -67.0 
WICS INI 
(Operates satellite WCHU, Champaign, III.I 

"1127,000 

SPRINGFIELD- HOLYOKE, Mass. -80.0 99'171,900 
WHYN -TV (A,CI; WWLP INI 
LWWLP operates satellite WRLP Greenfield, Moss.) 

SPRINGFIELD, Me.-13.0 
KTTS-TV ICI; KYTV IA,NI 

STEUBENVILLE, Ohi.-91.0 
WSTV-TV IA,CI 

SUPERIOR, Wis.- DULUTH, Mlnn. -13.0 
WDSM -TV IN/I; KOAI -TV ICI 

SWEETWATER, Tax. -113.0 
KPAR.TV ICI 

SYRACUSE, N.Y. -92.0 
WHEN -TV (A,CI; WSYR -TV INAt 
(WSYRTV operates satellite WSYE TV, Elmira, N.Y.! 

TACOMA -SEATTLE, Wash. -90.0 
KTNT -N (CI, KTVW; KING -TV INI; 
KOMOTV IAI; KIROTV ICJ 

179,800 

438,300 

171,700 

66.000 

"457,900 

552,300 

TALLAHASSEE, Fla.- THOMASVILLE, Go. -64 0 117,800 
WCTV IC,AI 

TAMPA -ST. PETERSBURG, Fla, -81.0 
WFLATV (NI, WTVT ICI, WSUN.TV} IAI 

TEMPLE -WACO, Tax. -111.0 
KCEN -TV (NI; KWTK -TV 41.0 

TERRE HAUTE, Ind -92.0 
WTHI.TV IA,CI 

TEXARKANA, T.n,-75.0 
KCMC-TV IA,CI 

THOMASVILLE, Ga.- TALLAHASSEE, Fla. 
ISee Tallahassee) 

TOLEDO, Ohl. -94.0 
WSPD -TV (A,NI, WTOI TV IC,NI 

TOPEKA, Kan. -81.0 
WIBWTV IC,A,NI 

TRAVERSE CITY, Mich.-16.0 
WPBN -TV IN,AI 

378,300 
197,100 

TWIN FALLS, Ida -73.0 
KLUX TV u,C,NI 

TYLER. Tan. -73.0 
KLTV IA,C,NI 

UTICA -ROME, N.Y. -94.0 
WKTV IA,C,NI 

VALLEY CITY. N.D. -75.0 
KYJB TV ICI 

(See also Forgo, N.D.I 

WACO -TEMPLE, Ten. -81.0 
KWTX.I. .+ 1 

WASHINGTON, D.C.-90 0 
WMAL TV IAI: WPC '. 7 ,. , 

WASHINGTON-GREENVILLE, N.C.-77.0 
WITN INI; WNCT :A,O 

WATERBURY, Conn. 
WATR_T.1 AI 

WATERLOO -CEDAR RAPIDS, Iowa -91.0 
KWWL --. 1, . KCRG TJ iA', WMTT. 

WAUSAU, Wis. -90.0 
WSAU -T', A,C,NI 

WESLACO -HARLINGEN. Tee. -72.0 

WEST PALM BEACH. Flo.-79.0 
.. .PTV INI 

WHEELING. W Va. -89.0 

WICHITA HUTCHINSON. Kan. -85 0 

WICHITA FALLS. Ter. -81.0 

WILKESBARRE. SCRANTON, Pa, -11.0 

WIIIISTON N D.-52.0 k.. . n 

WILMINGTON, N.C.-69.0 

WNSTONSALEM, N.C.-87.0 
WS15-T, 

WORCESTER, Me,$. 
WWO(t 

YAKIMA, Wash. -61.0 
KIMATV IC,NI KNDO.TV IAI 

'Operates satellites KLEW -TV, Lewiston, Ida., KBASTV, 
Ephrata, Wash., KEPR -TV, Pasco, Wash.' 

YORK, Pa. -60.0 139,500 
W$BA -TV} IAI 

YOUNGSTOWN, Ohio-71,0 $144,700 
WFMJ.TV; WKBN.TV IC), WKSTTV LAI 

Includes community antennas in county not creditedl 

YUMA, Ar11 -770 26,000 
KIVA IC,N,AI 

ZANESVILLE. Okla-87.0 $24,000 
WHIZ.TV IA,C,NI 

Horne' 

103.300 

304,300 

57,600 

26,800 

114,400 

140,400 

169.500 

127,700 

836,500 

193,500 

325,500 

98, 200 

73,100 

77,300 

351,000 

'259.000 

128,600 
We think so! DATELINE SHREVEPORT, 

a station -produced public- service 

1253100 program that focuses attention on 

local current events and happenings of 
interest in the area, has been 

commercial for two years! 
20,700 

121.700 

340,000 

It 

1106,900 

127,700 Market's coverage oreo being reeraluated. 

U. H. F. 

ft Incomplete dole. 

}}} New stolioncoverage study not completed. 

U. S. Coverage only. 
83,400 Includes circulation of satellite for booster'. 

Does not Include circulation of satellite. 

217,900 

351,700 

115,600 

31,600 

TV MARKETS 
I.channel markets 123 

2channel markets 69 

3- channel markets 59 

4- for morel -channel markets 14 

Total U.S. Markets 264 

Commercial stations U. S. 6 possessions 517 
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Following the Early Edition News, 

DATELINE SHREVEPORT is KSLA -TV's 

"feature page" complementing our 
regular news coverage with 

items of current interest to our viewers. 

This "commercial" public service 

program has gained the confidence 
and loyalty of viewers that is reflected 

in the ratings as well as the results 

advertisers tell us they get. 

DATELINE SHREVEPORT is just port of 
KSLA -TV's successful six years of 

continually building a better medium 

for a continuously growing 
audience. Harrington, Righter & 

Parsons, Inc., can fill you in on 

all the dynamic details . . . 

including ratings! 

channel 12 shreveport, la. 
Represented i, ul l u o,dl. b.. 

Harrington, Righter anti /'arsons. ln., 
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WASHINGTON from ¡eine sI 

After the quiz scandals, Congress is not disposed to let the industry regulate itself 

endings. A sneeze by a legislator thun- 
ders up and down the long corridors of 
the FCC like a holt of lightning. What- 
ever policymaking the Commission once 
practiced is now practiced only in the 
most limited sense. 

Transmitting the signals to the FCC 
antennae are such committees as the 
House Interstate and Foreign Commerce 
and its Subcommittee on Legislative 
Oversight, and the Senate Interstate and 
Foreign Commerce. The judiciary com- 
mittees in both Houses supervise too, 
but much more loosely. 

Fortunately for broadcasting, this is an 
election year. Congress has been short 
of time and has been busy with more 
urgent matters. It has not been able to 
devote the attention to legislation that 
many of its members would like. 

87th Congress could be crucial 

In six months, however, the 87th Con- 
gress meets. It will be a new Congress 
and a new Administration. That Con- 
gress could be decisive to the future of 
broadcasting. The industry may well ex- 
pect specific remedial legislation of a 
more restrictive nature than at present 
or the complete reorganization of the 
administrative agencies to free them 
from the "cocoon of bureaucracy." 

Broadcasting consequently has been 
given a six- to nine -month period of 
grace. In that time, if it converts the 
present unattractive Washington image 
of radio and TV to one that looks much 
better, it can expect better treatment. 
The task will be difficult. 

Congress at the moment is not dis- 
posed to let the industry regulate it- 
self. The quiz scandals may be gone, but 
they will be a long, long time unforgot- 
ten. The networks were able to convince 
Washington that they were unaware of 
the duplicity manifest in the quiz 
frauds. Nevertheless, many in Congress 
are firmly convinced that they were 
grossly negligent and because of it, 
should not be allowed to regulate them- 
selves. 

This Congressional attitude has been 
made abundantly clear in the "Com- 
plaints and Compliance" appropriation 
requested by the FCC and bitterly op- 
posed by the industry. Here then is one 
of the most potentially dangerous ac- 
tions by Congress that broadcasting has 
ever faced. While few would deny the 
soundness of some "promise and per- 
formance" standard for stations, whereby 
they are held responsible to the Com- 
mission for not living up to their orig- 
inal program plans, even in this area it 
has been extremely difficult to come up 

with a set of standards which would not 
border on censorship. In "Complaints 
anti Compliance,' however well-inten- 
tioned the present FCC is, the door is 
vide open to censorship, as clearly indi- 
cated in the previous statements in this 
article by Congressman Moss and others. 

To quote Congressman Oren Harris: 
"In view of this past experience [refer- 
ring to the large number of stations still 
not signatory to the NAB Code], I do 
not subscribe to the continued conten- 
tion of the industry, 'Let us not do any- 
thing to correct some of these specific 
things that we know are not in the pub- 
lic interest because it would mean that 
the government is trying to get into 
programming'." 

Harris went on to add, "I think if the 
industry would recognize the facts of 
life here, and come forward on these 
things and cooperate with us to prohibit 
the things that we know are not in the 
public interest and meet them head on, 
you and the public, in my humble 
judgment, would be better off." 

The Congressional position on self - 
regulation was reinforced by the At- 
torney- General's report on deceptive 
practices in the broadcast media. The 
report stated, "That duty cannot be 
transferred to the industry or exercised 
on the theory that industry self- regula- 
tion is, by itself, adequate. Rather, the 
vigorous and intelligent exercise of 
statutory functions would seem to af- 
ford the strongest incentive toward in- 
(lust ' ,( If- regulation." 

Witnesses berate TV violence 
The cause of self -regulation was not 

helped by the cacophony of dissatisfac- 
tion set off by public witnesses, allegedly 
representing millions of people, paraded 
before the FCC in its hearings on 
programming. With virtual unanimity, 
these churchmen, parents and educators 
condemned the diet of "murder, may- 
hem and mediocrity" that they saw as 
typical of TV. They made a vivid im- 
pression on men who were also deluged 
with mail from their constituents which 
continually struck the same note. 

Complicating matters was the relative 
slowdown in administrative work of the 
FCC. "There is more due process in 
these agencies than in the courts," says 
one of their critics. FCC Commissioner 
Rosei Hyde remarks of this administra- 
tive nightmare (one year to get a license 
for a radio station), "It now takes 
longer to set up the preliminaries for a 
hearing than it did for the old Federal 
Radio Commission to hold the entire 
hearing." 
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While much of this condition can he 
attributed to past FCC inertia, Congress 
is not entirely guiltless. It has produced 
spectacles in which Commissioners have 
been discredited. It is responsible for 
legislation which handcuffed the FCC: 
the McFarland bill of 1952, for example, 
prevented that body from delving into, 
station transfers and inadvertently con- 
tributed to trafficking in licenses. Nu- 
merous studies have been made over the 
years of the administrative agencies. Lit- 
tle action has been taken to unravel the 
tangle. 

Fundamental to any Washington view- 
point obviously is the trusteeship of the 
licensee. To the FCC, this trusteeship is 

one thing; to Congress, it is another. 
The regulatory body well understands 
that it is entertainment that carries 
public service on its back in today's TV 
world. 

Public service deemed primary 
Since Congressmen are public serv- 

ants, many see public service as virtually . 

the exclusive function of TV. In con- 
tradiction to the public attitude, many 
view entertainment as a necessary evil, 
rather than as the prime interest of the. 
medium. The nation's legislators see TV 
and radio as more devoted to "soap and 
soap operas" than public service. 

Some Washington legislators make. 
impossible demands, demands which in -1 

dicate their lack of contact with the 
realities of TV's economic existence andl 
the inherent dangers of censorship.. 
Pennsylvania's Senator Hugh Scott, for' 
example, suggests that when a public 
service show is scheduled in prime time, 
it not be scheduled against any of the 
more popular shows. Some Senators be - 
lieve they should be given weekly half-, 
hour shows in prime -time periods. There 
has also been a suggestion from Senator 
Magnuson that his Committee hel' 
write criteria for public service. 

It must be remembered that indi 
vidual Congressmen and Senators also 

represent interests in their states an 
communities. Many of their demand 
are not unrelated to these interests 
Western Senators on the Commerci 
Committees couldn't care less about thi 
legality of community antenna boost 
ers. 

The one issue which can send dies, 

important politicos into irrational, emc 
tional frenzies is the possibility of unfai 
political broadcasting. While they con 

tinually make headlines on the ineffet 
tiveness and evils of the medium, tell 
vision to them can win or lose election: 
The slightest abuse, the most minuscul, 

To page 8 
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In TVtoo... 
FILM does the"impossible"! 

"I'VE GOT NEWS FOR YOU"... 
"Sure, I'm Ford's shaggy dog ... rated one of the brightest, 
even if I do say so myself. But, frankly, I'd get nowhere, if 
I weren't on film. And that, I'm told, goes for thousands of 
other TV commercials- animated and otherwise." 

Again, the dog is right. Film, and film alone, does 

three things for you: (1) gives animation -crisp, exciting; 
(2) provides the optical effects you've always required for 
high -polish commercials; (3) assures you the coverage and 
penetration market absorption requires. 

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

East Coast Division 
342 Madison Avenue 
New York 17, N.Y. 

Midwest Division 
1 30 East Randolph Drive 

Chicago 1, III. 

West Coast Division 
6706 Santa Monica Blvd 

Hollywood 38, Calif. 

or W. J. German, Inc. Agents for the sale 

and distribution of Eastman Professional Motion Picture 
Films, Fort Lee, N.J., Chicago, Ill., Hollywood, Calif. 

ADVERTISER: Ford Motor Car Company 
AGENCY: J. Walter Thompson Company 
PRODUCER: Playhouse Pictures -Hollywood 

(P11 .41 Il.4l . 
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Year in and year out, KOIN -TV 
has never deviated from the prin- 
ciple of genuine service to its 
audience, its clients and its indus- 
try. Dedication to this principle 
has made KOIN -TV one of the 
nation's truly influential advertis- 
ing media. 
Questionable advertising hos 
been consistently refused. On the 
other hand, no pains or expense 
have been spared to bring our 
audience in and adjacent to Port- 
land, Oregon, the best in enter - 
tainmentand information. For ex- 
ample, many live KOIN -TV pro- 
grams are backgrounded by the 
Station's full -time staff orchestra. 

Observance of these principles 
has earned for KOIN -TV the 
friendship and confidence of its 
audience...a factor which, com- 
bined with widest area coverage' 
and highest ratings, makes 
KOIN -TV one of America's 
soundest advertising buys. 

Igue o( the Nations Greet 1., \' Ii FNCE Slahour 
Kr presentee/ National!) In CBc.TI' Sped Sales 

7 of every 10 homes in Portland and 32 sur. 
rounding Oregon and Washington counties. 
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.nis.ultage gisen to an opponent, drives 
them wild. It is an area pregnant with 
tcsn ut I ion for station licensees. An- 
other Of their prime concerns is educa- 
tional Tv. There is every likelihood that 
if the Dencottais win this fall, a bill will 
he passed to slake government monies 

>k' to educational "l'V. 
't 1 should be expected, there is a 

gtcat rivalry between supervisory com- 
mittees in the House and Senate. The 
House Committer, on Commerce has, of 
course, distinguished itself by its role in 
the quit and payola situations. The Sen- 
ate Committee on Commerce is cur- 
rently languishing in the shade, though 
it has done important work in the past. 

Committee Chairman Harris is now a 
national figure. Though his critics call 
him a small -town politician, Harris has 
become a very important man on the 
Bill. 

Harris wants legislative action 
Harris is a moderate. He does, how - 

ever, believe that there should be legis- 
lation which is specific in its prohibition 
of certain practices. He does not wish 
to leave these matters to the discretion 
of the various Federal Communications 
Commissioners. 

His opposite number in the Senate, 
Democrat Warren Magnuson, would be 
less than human if he did not quietly 
resent the success of Harris. In his re- 
proaches to the FCC he has indicated as 
much, as have other members of his 
Committee. "Why didn't you do some- 
thing about payola?" Magnuson has re- 
peatedly asked. "We told you about it 
in 1958." 

While Magnuson has a great deal of 
respect because of the power of his po- 
sition, there are some who do not con- 
sider him a forceful personality, though 
he is said to be well- advised. On the 
same Committee and also chairman of 
the Subcommittee on Communications, 
55- year -old Rhode Island Democratic 
Senator John O. Pastore has a great 
deal of influence and, probably more 
than anyone else, has put a tremendous 
drive behind his Committee to get 
things done. 

The center of the target, the FCC is 
now a group with the taste of ashes in 
its mouth, due, no doubt, to an exist- 
ence which resembles life in a gigantic 
pressure cooker. Wherever it turns, 
whenever it moves, the squeeze is on- 
from the industry, from Congressional 
committees, from individual Congress- 
men, from lawyers and lobbyists. So 
often, no matter what the FCC does, it 
does it wrong. 

In many circles the group has been 
thoroughly discredited. Not only did 
former FCC Chairman John Doerfer re- 
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sign under lire, but annthrr tesignee, 
former FCC Commissioner l.ithauti \. 
Ma( k, is still let hub( anent. 

It may be irrational, but in and .ilnnit 
the FCC halls there is an unlctstand. 
able sense of bitterness at the broadcast. 
ing industry. There is a feeling that the 
broadcasters have let them down. "Ws, 
they locked the barn doors," says Com- 
missioner Roscl Hyde, "after the hot se 

was stolen." Ile adds, "The thing thaws 
missing in the broadcast industry is a 

sense of responsibility. They say they 
didn't know about it preferring to the 
quiz frauds]. Why didn't they know 
about it? Why weren't they taking an 
interest ?" 

The FCC's new leader, Frederick W. 
Ford, is a man on the move. A member 
of the Commission from 19-17 to 1953, 
he has served in the Hearing and Re- 
view Sections, Special Legal and Terti 
nical Group and in the General Coun- 
sel's office. In 1950 he was appointed a 

trial attorney and, a year later, was 
named the first chief of the Hearing 
Division of the Broadcast Bureau under 
the Commission's reorganization. He has 
been FCC liaison with the Office of Civil I 

and Defense Mobilization, served as al- 
ternate Commission member of the in- 
teragency Telecommunications Advisory 
Board, as FCC alternate Defense Com- 
missioner, and as a member of the 
Commission's Telephone and Telegraph 
Committees. 

Commissioner Ford left the FCC to 
join the Department of Justice in 1953 
as First Assistant in the Office of the 
Legal Counsel, as Acting Assistant At- 
torney General in charge of that office 
and as Assistant Deputy Attorney Gen. 
eral. 

Ford's ideas differ from Doerfer's 

The FCC's new chairman is differen 
from Doerfer, not only in temperamenti 
but in his approach to regulation, spe- 

cifically in such areas as touch on pro's 
gramming. 

Ford has already won the approval of 

many of the FCC's critics on the Hill 
The very act of doing something is ap 
plauded. "I don't know where they're 
going," remarks one of the FCC's cen 
surers, "but they're moving substantially 
and that's good." 

Ford is taking pains not to make tht 
same mistakes as Doerfer. He has alread' 
shown himself extremely circumspect is 
relations with the industry, and nr 

longer lunches with industry spokesme 
It is also reported that he is against th 
FCC attending a National Associatio 
of Broadcasters Convention in the ft. 

ture. The recent conclave in Chi 
caused the FCC. embarrassment. 

The personality of Ford is not easy t 
To page 8 
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MU RrilED _ o The station which consistently wins New York's Y ork s 

largest audiences consistently wins New York television's most significant honors. 
For the third consecutive year, the Special Station Achievement Award of the Academy 

of Television Arts and Sciences went to WCBS -TV for "consistently high quality programs in 

public affairs, news, religion, education and the arts" And this year, two additional "Emmys" 
were awarded local WCBS -TV programs: "The American Musical Theatre" (outstanding 
children's or teen -age program) and "The Late News" (outstanding news program). 

Year after year, CBS Owned WCBS -TV is first with local programming that combines worth- 
while purpose with the highest professional standards in all television. In terms of both audiences 

and accolades, it's a winning combination. Channel 2 in New York, 
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KPHO-TV 

PHOENIX 

NOW 

füll 
POWER 

KPHOTV, Phoenix, Arizona - America's Leading Independent - 
begins its second decade by proudly announcing the 

completion of its $400,000 improvement program. 

Operating on low band Channel 5, KPHO -TV - first in Arizona 

since 1949 - now serves the state with maximum power, 

100,000 watts, authorized by the F.C.C. 

The brand -new facilities include the most modern and 

up -to -date RCA Victor TT '25 CL Transmitter and 

self -supporting IDECO tower with the latest RCA 

6 -Bay Antenna, 1770 feet above sea level - the tallest 
of its kind in Central Arizona. 

REPRESENTED NATIONALLY 

BY THE KATZ AGENCY / 
A MEREDITH STATION 

KPHOTV CHANNEL 5 Phoenix, Arizona Affiliated with Better Homes & Gardens Magazine 

Richard B. Rawls. Vice President & General Manager Howard Stalnaker, Station Manager 
Bob Martin, Program Director George McClanathan, Director of Engineering 
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WASHINGTON from page 82 

fathom. In some ways this pleasant -faced 
man can be extremely enigmatic. Under 
questioning by the various Congressional 
committees, he has not been easily pro- 
voked. Yet he can also be very stubborn. 
He does, however, have a wealth of ex- 
perience in broadcasting matters and a 

thorough legal background. 
The other FCC Commissioners are a 

diverse group. Predominantly they are 
civil servants whose lives have been spent 
in and about the administrative agencies 
of the government. One was an account- 
ant; two, engineers; and one, an at- 
torney. 

T. A. Craven has some experience in 
broadcasting but on a technical level. 
Robert Bartley, a nephew of Sam Ray- 
burn, spent several years in the adminis- 
trative side of radio with the Yankee 
network. Two of them, Craven and 
Hyde, will be up for retirement at the 
end of their present terms. 

Hard to predict how they'll vote 
On many issues, they resemble a jazz 

band improvising. Each man plays the 
tune differently. Trying to discover how 
they will vote can therefore be no more 
than a guessing game. One thing is 
certain -no matter what their views on 
regulation were in former years, events 
of the past year have pushed them into 
taking action in areas where they for- 
merly feared to tread. For example, sev- 
eral Commissioners who assented to 
plugola rule 317 would not have voted 
for it in other times. 

They do not ballot on party lines. At 
present, three are Democrats (Craven, 
John Storrs Cross and Robert T. Bartley) 
and three Republicans (Ford, Hyde and 
Robert E. Lee); one Republican remains 
to be appointed. Yet Craven, a Demo- 
crat, is the great conservative, and Ford, 
a Republican, stands for more active 
regulation. 

The FCC is undoubtedly casting about 
for ways and means of restoring its pres- 
tige. It is almost in the same position 
as the very industry it is regulating, ex- 
cept that its situation may be even more 
difficult. Next year, the Senate Com- 
merce Committee will begin a "little 
Hoover Commission" study to see 
whether the administrative agencies can 
be made to function more expeditiously. 
There are proposals which would put 
the present FCC, as it is now constituted, 
out of business. 

One of the overriding FCC problems 
today is to answer the very vocal Con- 
gressional critics who complain about 
TV's programming, since not one mem- 
ber of the FCC will state that he believes 
in the supervision of individual pro- 
grams. 

Yet the industry continues to regard 

the FCC's declarations on program regu- 
lations with skepticism. It has good 
reason. In a speech macle last year, FCC 
Commissioner Fred Ford stated, "In my 
opinion it is well settled -by judicial 
decision, by the history of agency inter- 
pretation and by Congressional consid- 
eration of the Radio Act and the Com- 
munications Act, and in view of certain 
other provisions of the Communications 
Act (notably sections 303[j] and 325 [b]) 
that the 'public interest' which we must 
consider in this context includes, as an 
important element, the past and pro- 
posed programming of the station in- 
volved." 

"Are there not other ways to draw a 
crowd? Can this industry afford to take 
a chance on violence ?" asked Chairman 
Ford in a more recent speech. "It is 
hard to believe in the terrific power of 
this media to sell merchandise and not 
believe it can also sell violence. For 
surely if it can sell one, it can sell an- 
other." 

The FCC Chairman though has stated 
that it would be highly unfair for the 
Commission to "lie in ambush" for 
broadcasters who violate the public in- 
terest. He has, however, put the industry 
on notice that this aspect of program 
content gives him cause for concern. In 
all likelihood, the FCC's report on pro- 
gram content which will be released in 
the late summer or early fall, swill re- 
state this concern with excessive vio- 
lence. 

Violence could be restricted by FCC 

Chairman Ford evidently hopes a 

word to the wise will be sufficient. But 
in the present mood of Congress, if con- 
cern continues to be shown, the FCC 
could conceivably try to make out a 

case in a hearing for restrictions on vio- 
lence in programming because it is no! 
in the public interest. 

Of course the FCC has always had the 
power to levy the death penalty against 
a broadcaster by revoking his license. In 
effect, this is so drastic a sentence that 
it has never been meted out for pro- 
gramming "not in the public interest." 
"Fite FCC can also ask a station to cease 
and desist [tom certain practices. 

But by all indications, Congress will 
soon empower it with other disciplinary 
clubs -possibly the right of suspension 
and of fine. In the hotly contested "Com- 
plaints and Compliance" appropriation, 
licensees in trouble may find that they 
receive six -month or one -year conditional 
renewals, instead of for the full three - 
year period. 

Also in the works is a new system of 
licensee reports, the aim of which is to 
give irresponsible licensees the rope with 
which to hang themselves. Sponsored by 

To next page 
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WTH I-T V 
the 

Number One 

single station 
market 

in 

America! 

WTHI -TV is a 

single station market 
of 217,400 TV 

homes. 

An advertising 
dollar on WTHI -TV 

delivers more TV homes 

than many dollars in a 

multiple station 
market. 
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WASHINGTON continued 

Chairman Ford, tvho has the backing of 
all the other Commissioners, the plan is 
for stations to first investigate what in 
the way of public service is needed in 
their respective communities and pro- 
gram accordingly. 

The FCC K,)uld then require some 
type of narrati'e report. with the em- 
phasis on "naît ìt is u' rather than a mere 
quotation of program -type percentages. 
spelling out in detail how well the sta- 
tions have fulfilled their pre- determined 
objectives. In this way, performance 
would be weighed against promise. 

Then there are also many other press- 
ing broadcasting problems facing the 
FCC. One of the most serious is alloca- 
tions. The FCC and many in Congress 
believe that several of the problems now 
hamstringing the industry would not 
exist if there were a sufficient number of 
stations serving the country. 

Unfortunately, this problem still seems 
years away from permanent solution. 
Drastic surgery would be necessary and 
the nature of that surgery has slowed a 
decision on allocations. But a decision 
will be forthcoming soon. "We backed 
the FCC into a corner on allocations. 
They'll have to act soon," says one mem- 
ber of the Senate Commerce Committee. 

The temporary answer is to cut down 
mileage between VHF stations to allow 

for a few more channels in major cities 
where they are needed. It is, however, 
only an unsatisfactory expedient, accord- 
ing to many in Washington. 

The Ultra -High Frequencies, it is 
maintained, must be utilized in some 
manner. The FCC has just been given 
$2,000,000 by Congress for a two-year 
experiment with UHF in New York 
City. If UHF can be made to work satis- 
factorily in "the city of canyons," it will 
work well anywhere in America. 

One problem is the UHF receiver. 
Funds must be spent to develop a better 
one. Commission Craven also feels that 
UHF stations in metropolitan centers 
may have to use multiple transmitters 
to send strong enough signals. 

The switch to UHF would be accom- 
plished in one of two ways. Chairman 
Ford has thrown his weight behind Con- 
gressional legislation to force manufac- 
turers to market an all- channel receiver. 
This would mean that between five and 
ten years from now all sets would be 
capable of receiving UHF. 

The legislation faces formidable bar- 
riers. The Electronic Industry Associa- 
tion already opposes the proposal. Such 
a receiver would be more expensive, 
though not greatly so on a mass-pro- 
duced basis. 

It might however, result in less blood- 

In Roanoke in '60 
the Selling Signal 
is SEVEN ... 

Roanoke is an ideal test market. 
Isolated from competing markets. 
Diversified industry. Self- contained 
economy. Large population. Many 
distribution outlets. 

Put Roanoke on your schedule, 
and don't fumble the ball when 
buying television. Specify WDBJ -TV 
.. . serving over 400,000 TV homes 
of Virginia, N. Carolina and W. Va. 
in counties having a population of 
nearly 2,000,000. 

Sell like sixty on seven. We'll help 
-ou to cross those sales goal lines. 

ASK YOUR PGW COLONEL 
FOR CURRENT AVAILABILITIES 

W BJTV 
Roanoke, Virginia 
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letting than Commissioner Lee's propo- 
sal to go to an all -UHF system at a 
certain cut -off date. At first, stations 
would be forced to transmit their signals 
on both UHF and VHF frequencies. 

Other problems that have been before 
the Commission for some time and that 
are favorite whipping boys for some in 
Congress arc the questions of network 
licensing and option time. In these areas, 
the Commission in the past has more or 
less gone along with the industry. It has 
recognized that option time is an impor- 
tant part of the structure of network 
operation and realistically has accepted 
the fact that networks have had to oper- 
ate as if they were licensed, since the 
stations they own are naturally licensed. 

But in the battle between these power -- 
ful forces, the FCC could change its col- 
lective mind. The whole question could 
go to the courts. Option time will obvi- 
ously remain an issue for some time. 

Legislators don't understand problems 
The steps taken by the broadcasting 

industry during the past year to show 
the nation's legislators they are fully 
aware of their responsibilities and that 
they can "clean their own houses," have 
received definite recognition. For the 
most part, Congress is impressed, though 
many feel much remains to be done. 

Those experienced in the ways of 
Washington suggest that a broader, more 
intensive and more comprehensive pro- 
gram of education be conceived and 
executed on the Hill. They believe that 
educated Representatives and Senators 
will be more likely to appreciate and 
sympathize with the real problems of 
the industry and its contradictions. They 
also feel that some of the high -pressure 
public relations tactics of the past should 
be discarded. 

They see stations as the moving forces 
behind any such fostering of relations 
with legislators. In criticism of stations, 
friends of the industry in Washington 
declare that the outlets usually tend to 
be aware of their Congressmen only 
when they need them. Such relation- 
ships have little substance, according to 
these men. Instead more mature, more 
informative, more useful associations 
must be created. In the 1960s, the indus- 
try must learn to sink its roots deeper 
into the Washington garden. 

And Congress, with its own great re- 
sponsibilities to the nation, must take 
upon itself the sobering task of learning 
more about this powerful information 
medium. Too many Congressional state- 
ments show how basically unaware and 
uninformed the legislative body actually 
is about television, which can mean so 
very much to government -and to Con- 
gressional constituents. END 
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SYMBOL 

of 
LEADERSHIP 

WBEN -TV has always had 
complete and easy -to- understand 
weather coverage. Buffalo's first 
television station, always alert 
to improving community service, 
now adds the Radar ground - 
weather system- one of less 
than a half -dozen U. S. stations 
so equipped. 

This Radome atop our modern 
new studios is a symbol of lead- 
ership - one of many "extras" 
WBEN -TV constantly adds -to 
improve its already top program- 
ming. It's one of many reasons 
why your TV dollars count for 
more on Channel Four. 

National Representatives: 
Harrington, Righter and Parsons 

WBEN-TV 
The Buffalo Evening News Station 

CH. 
CBS in Buffalo 
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TV 
IN 

THE 

PEOPLE'S 

INTEREST 

Stature is built on service. At WWJ -TV, service in the people's interest 
is paramount -from timely information features like those pictured 
here to the wholesome family comedy of "The Honeymooners." This 
broad gauge service philosophy has given WWJ -TV a local stature 
second to none -has created a viewing climate that is good for everyone: 
the audience, the community, the advertiser, too. 

Governor G. Mennen Williams -politically po- 
tent speech announcing that he would not seek a 
seventh term. 
"Danger Signals" -the research, education, and 
service activities of the Detroit Cancer Center. 

"Meet Your Next Governor" -all five major 
party candidates on one hour -long program. 

"Disturbed Children" -the remarkable work in 
child psychiatry being done by local doctors and 
hospitals. 

Detroit, Channel 4 NBC Television Network WWJ -TV 
DETROIT 

NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, W00DWARD, INC. 
Associate AM -FM Station WWJ 

Owned and Operated by The Detroit Newt 

www.americanradiohistory.com

www.americanradiohistory.com


CONE OF FC &B from page 64 

cone: "Advertisers should be charged according to the circulation of their programs." 

night serve TV minorities just as well. 
Cone proposes that alternate week ad- 

'ertisers who purchase 24 half -hours each 
eason (two half -hours are subject to pre- 
mption) fill four half -hours with public 
ervice shows. Under such a plan, an hour 
Ind a half each night (every sixth 
,.how) of informational, educational 
tnd cultural programming would be 
tattered across the three networks. 

"I have an idea that this would be ac- 
Tptable to a good many advertisers if 
mly the costs were made commensurate 
vith the audience delivered. Actually, 
he only question I see here is whether 
he networks and stations would willingly 
lecrease their take," he remarks. 

This proposal was first made in the 
middle of February. So far only one net- 
work executive has replied; president 
dames Aubrey of CBS has written him 
hat he did not believe the idea was too 
Jractical. 

Fairfax Cone believes that television 
Is, at present, the ultimate as an adver- 
tising tool when demonstration can be 
fused. "We have seen it operate success - 
Fully in a hundred different ways. Its im- 
pact on buyers is enormous. In my 
)pinion, TV is more productive than any 
xher method of advertising." 

Such praise front Cone is praise in- 
leed. Primarily a copywriter though he 
¡tarred as an artist, the San Francisco - 
born executive was an associate of such 
legendary advertising figures as J. Sterl- 
ing Getchell and Albert Lasker. 

Special rates key to programming 
Cone maintains that the key to pro- 

gramming for special audiences is rates. 
"Advertisers should be charged accord- 
ing to the circulation of their programs. 
Now they pay as much for a show with 
a 15 rating as for one with a 30. TV is 
the only medium not bought on de- 
livered circulation. And you know this 
is going to change." 

This serious -minded man can't believe 
that advertisers alone are in a position to 
support TV programming of a more 
limited appeal. "I can't believe that if 
the networks got behind this plan it 
wouldn't be accepted. They've got to 
establish the rules. None of the adver- 
tisers can afford to put their companies 
at a competitive disadvantage." 

Cone blames the very power of TV for 
causing so many advertising problems. 
Its the nature of the medium, the to- 

tality of the TV experience itself, that is responsible for so much difficulty. When 
you watch TV you can't talk or read. 
Perhaps you can eat, but not com- fortably. 

"To the advertiser, this means," he 
continues, "that every ad becomes a 
double truck. You can't buy fractional 
pages or three -inch ads. Moreover, you 
have an audience that can't flip a page; 
one whose interest cannot be easily 
divided and which usually pays full at- 
tention to what comes over the screen. 
Actually I'm not sure we couldn't do 
better advertising without the constant 
hammering." 

Cone believes that complaints about 
advertising fall into two groups, bad taste 
and conflicting claims. "There is no con- 
fusion in my mind about advertising. I 
don't think there can be any degrees of 
honesty; it's either black or white, dis- 
honest or honest, and there are no grays. 
Dishonesty in advertising is a kind of 
thievery, rather than an ideological trans- 
gression. 

"Advertising is neither moral nor im- 
moral," he says. "But being a representa- 
tion by individuals it is subject to all 
their character traits. It depends on their 
principles, their talents and their taste. 
And when it is bad, everyone is hurt be- 
cause its exposure can shatter one's faith 
and create fears, and fears have a way of 
persisting. 

"I believe advertising should be wel- 
come in the American home," Cone de- 
clares. "The undeniable fact is that most 
people find most advertising useful if not 
vital to their everyday lives. This is not 
to espouse the bland proposition that 
America lives better because of adver- 
tising. It lives better because of the large 
number of products that are advertised, 
because it is the most economical means 
to inform our whole population about 
these things. Unfortunately advertising 
is sometimes used, just as the law is some- 
times used, by scalawags and scoundrels 
as well as by advertising men." 

Cone is uncompromising about adver- 
tising he considers in bad taste. "Some of 
the advertising now on the air for de- 
odorants, laxatives, corn removers, 'sick 
headache' remedies, cold and sinus in- 
halants and girdles and brassieres needs 
to be thrown off the air and kept off the 
air. For if there is nothing more beauti- 
ful to the maker of a nose spray than a 

map of nasal passages, at least he mustn't 
insist on showing it in parlor projection. 
And if a baggy, old girdle is all right in 
three inches in the back of a woman's 
magazine, it is unspeakably unpleasant 
enlarged to twenty -three inches for 
mixed company in the living room. 
These things are matters of taste and 
when the taste is poor the fault is ours 
and there is no excuse for us." 

Cone suggests that a little ingenuity 
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could convert much that is tasteless to 
advertising that is much more acceptable. 
"It depends on how you treat your sub- 
ject matter. We handle Raid, an insect 
spray, and Delsey toilet tissue. We be- 
lieve we have succeeded in maintaining 
good taste with commercials for both. 
Our Raid commercials could stress the 
grotesque, the fearful; instead we use 
animation and purposely lighten up our 
message, but sell the product just as well. 
In our commercial for Delsey there is no 
sound; a baby plays with the tissue." 

Conflicting claims disturb Cone 

Conflicting claims are equally disturb- 
ing to Cone. "I cannot believe that four 
different gasolines can all give greater 
mileage unless I am told greater than 
what. I cannot believe that three dif- 
ferent scouring powders all remove stains 
that all other scouring powders leave un- 
touched. These things confuse me. And 
they must confuse other people. And 
they make advertising look wholly un- 
principled. And in their case, it is. 

"What I think we can do is holler for 
'the law' when we spot skulduggery. No 
responsible citizen hesitates to call the 
police when he sees a crime committed. 

"The 'law' in advertising," as he sees 
it, "is the Federal Trade Commission for 
dishonest national advertising; the Bet- 
ter Business Bureau for dishonest local 
advertising; and the Federal Communi- 
cations Commission -if any station 
ignores the citations or protestations of 
the other two. 

"We need the Federal Trade Commis- 
sion strong." Cone declares. "We need it 
successful. Somebody has to get tough 
to get rid of objectionable advertising; 
and who could possibly do this better 
than the duly constituted bodies? The 
newspapers, magazines, radio and tele- 
vision could clean up advertising by the 
simple expedient of demanding proof of 
claims. Many leading newspapers and 
magazines already demand such proof, 
and all the other reputable publishers 
and all the broadcasters could too." 

Cone finds the National Association of 
Broadcasters and their Code completely 
unacceptable for the clean -up he has in 
mind. "It is inoperative because it has 
no teeth in it," he says. "The industry 
should set up an office to process claims; 
to sec that none conflict with each other, 
and that the advertiser with the prior 
claim gets preferred position, if he can 
make it stick." 

Incidentally Foote, Cone & Belding has 
been cited by the Federal Trade Com- 
mission along with Lever Brothers. ,u,., 
of its clients, for a Pepsodent cutnmer- 

To next page 
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New coverage definitions 
for all television markets 

County by County 

T \' homes . . 

Total Households . . . 

Population . . . 

Updated as of September I. 1960 
and adjusted for the 
ARB 1960 Coverage Study 

Also the latest county figures 
on Retail Sales and 

Effective Buying Income 

Coining in TELEVISION MAGAZINE'S 
MARKET BOOK 

Publication Date: September 15, 1960 

Note to station management: 
because the Market Book is 
the exclusive published 
source for this essential 
data, advertisers and agencies 
will be referring to this book 
for months to come. 

Make sure your station story 
is "there" when market decisions 
are being made. 
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CONE OF F(: &B ronlrrnued 

i.'I ,,I ith it claims tailed to !um(' it 
I t uu,t (:one, however, maintain% Iher 
%%.n no 1111(111 Iu litleiVe anti is hupttW 
he t.ul get a reversal. 

(:one just doesn'I pleacIt an tiIiict 
life; he lives it. His agency will net 
solicit an :,, tuant unless it is invilcd. 
has tul nc,I Clown accounts because he fe/ 
the people involved were not dedicate 
to superior performance. Foote, Cone 
Belding has grown considerably Ihroug. 
the development of accounts it alrcadl 
services. 

The kind of advertising the al;enei 
creates is reflective of its creative (lire, to:. 

it is simple, orderly and functional. It 
never cluttered, theatrical or spl;lshh 
Cone insists that the art of copywritit) 
is knowing what you want to say attr 
presenting it in a clean, clear, to( met 
way. 

For a man who has become a pillar c¡ 

the community (he is a trustee of tIi 

University of Chicago and of the city 
1960 fund- raising drive for its Comm; 
nity Fund, and the Red Cross) Cone w.- 

quite a rebel in his younger years. I-I 

ran away to sea and only parental pre 
sure made him return. He refused to tal- 
military training at the University 
California. He calls this latter behavi, 
influenced by the "foolish notions of w 
generation. 

Spends 90 days yearly on the road 

Cone headquarters in the Chicap 
office of Foote, Cone & Belding. He do, 
however, spend 90 days each year on tl 

road and in the agency's offices in N(, 
York City (where he maintains an apao 
ment) and on the West Coast. Cone el 

pervises the creative work of all offimdh 

on such accounts as Armour, Genets, 
Foods, Kimberly- Clark, Lever Brothe4 
Sunkist, Dole, Liebmann Brewe 
(Rheingold) S. C. Johnson and Zen' 
Radio. 

He carries his ethics over into his 
sonal relationships. While this stro 
minded man is not gregarious, he li 
people as individuals. In his deali 
with agency personnel, he is at pains 
consider their personal welfare. "I do 
like to play games with people, an 
don't like to see them hurt. I resent 
justices." 

To Fairfax Cone, advertising is ind 
a way of life. "In the deepest sens 
says Cone "advertising represents t 

character of the company that ma 
factures the product. These days, 
nology has been perfected so well 
can't really have any exclusives exc( 

perhaps for two or three months bd 
your rivals discover the unique t 

ment in your product. Actually yo 
selling character. You can't be too 
ful about that." 
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?OLITICS from page 49 

oak the fact that the general climate 
guilt during the off -campaign period is 
irobably just as important as the elec- 
ion year performances." 

This long -term political effect of tele- 
ision is just one of many areas which 
esearchers have yet to explore in detail. 
tnother is the unexpected effects, on the 
iewer, of the different ways in which 
imilar material may be presented. 

An analysis by sociologists Kurt and 
;ladys Lang of the different ways that 
he three networks covered the 1952 
)emocratic convention does give some 
.ackground. Setting up three monitor - 
ng groups to follow the proceedings on 
ach of the three networks, the Langs 
ecorded and compared the viewers' run - 
ing comments. They found that each 
roup was receiving an entirely different 
mpression of the convention. 

hree different interpretations 

Network A (none was identified) 
tressed the "action" of the convention, 
elying on pictures of floor activity dur- 
ng the high points and filling the lulls 

with special features. Little interpreta- 
ion was supplied. 

Network B followed events through a 
ommentator "watching the same screen 
s you are," who repeatedly expressed 
lis bewilderment, avoided lengthy corn - 
nentary, and stressed the human interest 
Ingle. 

Network C covered the convention as 
q news service, attempting to identify 
he various political maneuvers and 
Hake sense of what was going on. 

These differing approaches, in the 
Yiew of the Langs, indicated different 
nterpretations by the networks of their 
audiences' interests, and the result was 
hat the monitors watching Network C 
'saw more and were better able to exer- 
:ize rational judgments than the other 
monitoring groups." 

The big problem facing broadcasters 
Ind political parties is that research 
attempting to evaluate television's role 
in politics and electoral behavior could 
fit neatly on the head on a pin. And 
the handful of available findings fre- 
quently give a conflicting or incom- 
plete picture. We know, for example, 
according to surveys by Elmo Roper As- 
sociates, that during the 1956 conven- 
tions, a shade over 50 per cent of the 
respondents who followed the proceed- 
ings relied on television, compared to 23 
per cent who followed through news- 
papers and 13 per cent who relied on 
radio. But we do not know if television 
increased the viewers' political knowl- 
edge significantly or affected their voting 
decisions. 

We also know from a recent Gallup 
Poll that "by a five to four vöte, the 

public is in favor of having opposing 
nominees campaign completely by radio 
and television, instead of whistle -stop- 
ping speeches, hand -shaking and other 
traditional methods of electioneering." 
But there is no proof, should such an 
unlikely situation conic to pass, that 
viewers would watch with any more zeal 
than they have in past campaigns. 

Nfalcolm E. Jewell of the University 
of Kentucky, one of the political science 
professors surveyed by Ketchum, Mac- 

Leod K (;rove, think, "television has 
been one of the factors lorting potential 
candidates for the presidents into the 
open because it puts the u navfi e I tan- 
dictate or one s%aiting to be di :died :u 
a disadvantage." 

Jewell further behest., that TTY h:n 
forced puliIitdl nunlagets at mils entions 
to Ix more aware ul the inlpac t ni then 
actions on public opinion,.' adding that 
"the open fight lot the 1956 1)et11ot Catit 
vice presidential nomination might not 

I o rurl page 

How to Rope and Brand a Texas Tornado 

K -7 did it ... made a live telecast of a rip -roaring tornado as it 
crossed the Texas Panhandle. 
This is a part of KVII -TV's new twice -a -day weather service 
featuring Don Peeples, West Texas' only registered TV 
meteorologist. In addition to new studio weather facilities, 
KVII -TV has installed a weather station with live camera atop 
Amarillo's tallest building. "Eye -in- the -Sky" report on severe 
weather conditions! 
Another good reason K -7's local viewers are loyal viewers. 

KVII-TV C! 
CHANNEL 7 AMARILLO, TEXAS 

Charlie Keys 

The TV Buy 

General Manager 

SHOD -TV KVII-TV KOSA-TV 
EL PASO AMARILLO ODESSAMIDLAND 

DELIVERS 3 OF THE NATION'S FASTEST -GROWING 
TV MARKETS 1950 -1959 
Rank in. Rank in 
Texas U. S. 

1st 13th 
2nd 14th 
8th 39th 

*Television, Feb. 19G0 

Odessa -Midland 
El Paso 
Amarillo 

3 
QUALITY STATIONS/ NATIONAL REPRESENTATIVE 
QUALITY MARKETS THE BOILING COMPANY, INC. 

.Iw k t'. \'au Rhn. Chairman of the Hosea 
Gall L. Wag. l'rrklent 

George e /'ollle, letlnnal !tale. \fir. 

a LI1.iiM 

. <T\TRIM 

Kaon TV . H w,tv 
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POLITICS continued 

have taken place but for television." And 
another of the professors surveyed, Bos- 
ton University's Hubert S. Gibbs, ven- 
tures that "probably Kennedy's race for 
the vice presidency in the 1956 conven- 
tion started the Kennedy -for -President 
boom in 1960." 

Still other professors in the survey 
group see television's opening up of poli- 
tics in a different light. \VilIjam Good- 
man, University of 'Tennessee, notices 
that "some students feel that inasmuch 
as they are so (lose to the candidates 
and arc able to see their weaknesses, 
much of the prestige factor is removed. 
The great Presidents of the past with 

whom the student becomes acquainted 
only through reading seem to possess 
qualities of greatness which the very hu- 
man man who appears on the television 
screen lacks." 

John G. Grumm of the University of 
Kansas goes along with Goodman that 
"often (TV's close watch on politics) has 
made students cynical about it" But in 
some cases, Grumm adds, this cynicism 
"has kindled a desire to reform, which 
1 think is a healthy reaction." 

When television first moved in on the 
political scene, merchants of gloom for - 
saw the rise of the personality cult in 
which charm, personality and looks 

WWTV AREA FOOD SALES 

ARE 16% HIGHER 

THAN HAWAII - ALASKA 

COMBINED! 

MCS N. 3 das. that WWTV M. 
Sally , .M.II.n R.11 
wlRMlln,, In 36 MI.AIA.n .wMl... 

,%/i iie/rf 
WIII0.TY -GRAND RAPIDS MALAMAt00 

WRIO RADIO- KALAMAZOO RAMIE FMK 

WM RADIO - GRAND RAPIDS 

WAIF FM - GRAND RAPIDS KALAMAZOO 

WWII/ -(ADIIIA(, MI(NIGAN 

ROIN 1V -111003N NnRASMA 

Folks in the \ \' \ \'T ' Area -Cadillac and Northern 
Lower Michigan- spend 16% more for food than 
all consumers in the states of Hawaii and Alaska 
combined'! 

\\'11,11', more, most of these people watch \V \\'T\' 
. and buy the brands advertised on \V \\'T\'. 

\ \' \\'TV has NCS No. 3 circulation -daytime and 
nighttime - in 36 Northern Lower Michigan 
counties. NSl (November, 1959) for Cadillac - 
Traverse City shows that \\'\\'T \' delivers more 
homes than Station "13" in .344 of 352 competitive 
quarter hours surveyed, Sunday through Saturday. 

:\IIII 13'11'T \' to your \VKZO -TV (Kalamazoo- 
Grand I:,Illids) schedule and get all the rest of 
outstatc \lichigan worth having. If you want it 
all, girl IIS a mill 
Annual combined food sales for Alaska and Hawaii are 
$108.5 million compared to $_'.(l o million in !MTV DIM. 

Iv 

WWTV 
316,000 WATTS CNNNIL 13 1212 TOMS 

CAS and AOC In CADILLAC 

S.r.lny N,aA.rn 1...1 MI,FI1n 
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would determine the selection and ele, 
don of candidates. Indeed, these criti( 
still point as proof to a statement mad 
in 1955 by then Republican Nation; 
Committee Chairman Leonard Hall the 
"we must choose able and personabl 
candidates who can sell themselves b 
cause TV has changed the course 
campaigns." 

For one thing, these critics see 
ignore Hall's reference to "able" ca 
dates. Secondly, the facts are that 
sonality, charm and the ability to 
one's self were political assets way 
when politicians rang doorbells 
marched in torchlight parades. 

There is little evidence that any ca 

didate has made it strictly on the streng 
of his pleasing personality or TV appe: 
To the contrary, even, a 1952 study 
Miami University (Ohio) found th 
among all prospective Presidential ca 

didates Senator Estes Kefauver, a i 
personality by virtue of his crime inves 
gatons, rated second only to Eisenhovs 
as having made a favorable impact ov 

television, and ranked first among t 

Democratic possibilities. Yet, the sui 
points out, "in spite of the televisi 
impressions and the television popul 
ity, Kefauver lost the nomination to 
candidate (Stevenson) relatively t 

known to the video audience." 

TV is a neutral instrument 
Furthermore, there are indicatif 

that if the past few years have seen I 

personality characteristics of candida 
change slightly, television is scarcely 
sponsible. As the Brookings Institut.I 
analyzed it, "television as an instruml 
is neutral in the sense that if the put 
taste in candidates shifts, television I 

easily shift with it. It could bring, vl 

equal clarity. a picture of a bombas 
ranting candidate, talking to his at+- 

ences in the home as if they were millg 
crowds of thousands. 

"Television follows as much as it s 

the tastes of voters," says the rep t. 

"And vee can be sure that all those p 
ing a part in the presentation of cal ¡- 

dates to the public will use the flex +e 

resources of television to present ca: i- 

dates in ways conformable to belli 
about those tastes." 

While personality per se does not P 
pear to be an overriding factor in If 
selection and election of candidates.e- 
search does suggest several insta :e 
where the projection of certain tie 
over television has hurt or helper? 
nominee. 

A study by Cunningham & Walsh u 

ing the 1958 Rockefeller -Harriman If 
bernatorial race in New York found to 

"by watching television, voters were +!` 

to give sharply drawn distinct portiO 
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either candidate. For Mr. Rockefeller, 
e results were overwhelmingly favor - 
Ile; for Mr. Harriman the results were 
ore reserved." The C & W study, how - 
;er, drew no specific cause -and -effect 
lationship between the TV impression 
Id Rockefeller's victory. 
Political analyst Samuel Lubell, who 
lieves that TV's influence on political 
. havior is most significant in off -year 

local elections "when party loyalty 
i't as important," also studied the 1958 
ew York gubernatorial race, and re- 
nrts that "people said they watched and 
ited because of what they saw -and in 
arriman, they saw age, while Rocke- 
ller projected youth and vitality which 
(pressed people." 
On the Presidential level, the TV im- 

;e of Eisenhower and Stevenson during 
e 1952 campaign was analyzed by 
hiel DeSola Pool, professor of political 
ience at MIT. 
Pool reports that people he surveyed 

ho watched Eisenhower on TV found 
tm more "sensitive and withdrawn" 
tan did those who had listened to Ei- 
nhower on radio. In Pool's opinion 
use were "a curious pair of traits . 

'r they are not part of the normal im- 
;e of Eisenhower. They are, in fact, 
aits more often applied to Stevenson." 

Pool thus theorizes that Eisenhower's 
advisers used TV specifically to create 
this precise impression. "The normal 
image of Eisenhower, at least in 1952, 
was that of the conquering hero home 
from the wars -the great general. He was 
far from unknown to the public, but what 
the public knew was for the most part 
a rather abstract figure of a savior and 
conqueror, gracious to his men as a hero 
should be, but hardly a human being 
with foibles. What TV did was to chip 
the graven stereotype. The man who 
showed up from overseas to appear on 
the screen was a less overawing character 
than the public had been led to expect." 

Conversely, Pool points out, "the Stev- 
enson who came over on TV was a bit 
less appealing than the Stevenson who 
came through to the rest of the popu- 
lation." Radio was found to convey a 
very favorable image of Stevenson, "but 
TV viewers attributed to him traits of 
snobbishness and dominance." 

According to Pool, the differing images 
projected by each candidate was at least 
partly attributable to the way in which 
his TV appearances were handled. "The 
shots showed Eisenhower walking, con- 
versing, interacting with other people. 
Relatively less was he a lecturing face. 
The Stevenson campaign, on the other 

4 

hand, stressed the speech. It lacked the 
interpersonal touch (of) the Eisenhower 
'Crusade.' " 

Since Eisenhower's "Crusade" and 
Stevenson's bout as a "lecturing face," 
politicians and broadcasters alike have 
gained a considerable measure of sophis- 
tication, with more in the offing. Most 
noteworthy is the abandonment of the 
early naive conception of TV as a po- 
litical panacea, replaced by a growing 
realization that the medium's prime 
function is not to swing votes, but to 
help build an interested electorate that 
is politically informed and enlightened. 

That TV can dispense political en- 
lightenment is illustrated by a story from 
former Republican National Committee 
Chairman Leonard Hall, who relates: 
"Maine was always a Republican state. 
People were born Republican, so they 
went to the polls and voted Republican. 
Then, suddenly, they voted for some 
Democrats up there -too many from my 
viewpoint. So one clay I asked an old 
Maine man what happened up in his 
state. 'Well,' he said, 'we can't do any- 
thing with this television. Our children 
were brought up to think that Democrats 
had horns. Now they sec them on tele- 
vision, and realize some of them don't 
have horns a- tall.' " }.Nn 

Memo: Television Magazine's 

TV set count data 

TELEVISION MAGAZINES TV Homes estimates are 
the only ones published which update television 
homes each month on a county -by- county basis. 

All TV Homes figures are VHF. Market totals 
preceded by a dagger (t) indicate UHF. 

TELEVISION MAGAZINE'S research department has 
defined each market according to the full cov- 
erage of the most powerful station in the market. 
In intermixed markets, the coverage is that of the 
powerful VHF outlet. 

In many arcas, individual markets have been 
combined in a dual -market listing where there 
is almost complete duplication of their coverage 
and no substantial difference in TV homes reached. 
The decision to combine markets is based on ad- 
vertiser use and common marketing practice. 

A 95 " ;, ceiling has been established as the most 

logical theoretical cutoff on penetration. 

These figures cannot be t pared trill' estimates 
of network circulation, which are unduplicated. 
If a county is reached by more than one market. 
its sets, population, etc., arc credited to every 

market that reaches it, when there is positive 
evidence of viewing. 

"DI" indicates that data is incomplete. 

TV Homes estimates and market definition are 
compiled by TELEVISION MAGAZINES research de- 

partment. This exclusive data may not be repro- 
duced without permission. 

TELEVISION MAGAZINE / July. 1960 93 ' 

www.americanradiohistory.com

www.americanradiohistory.com


COMMUNICATIONS BREAKTHROUGH 

At t 

t ,VI., Ilu (.uluuili.i liro.ulcasting Systeur 
(de( .1s1 .ut uurt\ictc between \\.Ater Lippmann and one 

of t 11.s i lriel cottr,pondents, Howard K. Smith, on the 
sign ill, Ì1he of the presidency in its relationship to the his - 
tor\ and future of our country. It was an historic program, 
intt>oruuu to the entire industry. 

11xccpt lot an {)((;Ilona( question, Mr. Lippmann had the 
screen all to Irinnc II for one hour. He is not the most tele- 
genic Irct'on,tlit to hit the television screen. But he had 
son:ctltin_4 to ,ac and he said it authoritatively and the 
'R\\ct , attention was held throughout the sixty minutes. 

Whether or not one agrees ttith Walter Lippmann is be- 
side the point. it was impossible to tvatch this program lvíth- 
(ut being thought -provoked, without gaining a better 
understanding. in this case, of the responsibilities of the 
presidency. from this scholarly newsman. 

But then none of the usual trappings were present, no 
eager- beaver reporter with loaded questions, no disrespect- 
ful ,lice/- The- Pica.( Spivaks to bait and denigrate the 
country's leaders. 

It's the old story. Gimmicks aren't necessary if the product 
is good ... there is no substitute for simplicity. 

The New Fork Tunes critic, Jack Gould, in one of his 
recent columns, made that I consider one of the most astute 
and constructive analyses of this very subject. I would like 
to quote a few of his observations: 

"It is serious enough that the institution of the interview 
has been debased on TV into a form of argumentative cross - 
examination. From the perspective of watching the screen 
at home there comes across a needlessly combative tone to 
the proceedings. Because TV is a form of exhibition, perhaps 
there has risen an understandable instinct to score a point, 
that can be rather distantly removed from a questioner's 
more basic function to elicit information . . . 

"No one will argue that the existence of differences be- 
tween (presidential) candidates must be adequately cov- 
ered. But in an election of such crucial consequences as the 
November contest, it would seem incumbent on both the 
press and television ... to do whatever they can to keep 
public focus on basic issues, not to exploit fights as ends 
in themselves. How candidates may quarrel is not the pri- 
mary issue; why they do is ... 

"Millions of viewers ... are gaining an intimate glimpse 
of the intricacies of politics through TV. And for them it 
is not a very edifying sight to see men who aspire to national 
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leadership playing a game of hide -and -seek with resl,ct t 

their intentions. Such an attitude reflects a serious misuudt 
standing of the power of television; the medium's powert 
not always beneficial and consistently affirmative. From tr 
standpoint of both the politician and the country's we 
being, the negative influence of TV must be equally recel 
nized. 

"if the viewer tunes in political programs and gets onl}Í 
heavy dose of double talk, who is the historian or soctu 
student to complain that the electorate is passive or blasé? . 

"There can be no greater irony than, at a time when the 
are issues of unrivaled complexity, a matchless medium f' 
making those issues better understood thus far has been on 
indifferently employed. 

". The candidates have a like obligation not-to abu 
a medium that, as they so repeatedly stressed, does belott 
to the public. Theirs is a companion obligation to take tit 

voting audience into its confidence, not toy with it." 
These comments were made before the conventions atti 

also before the Lippmann telecast. 
Certainly there have been a number of televised inter 

views over the past years which have elicited authoritati 
information. But none has emphasized more dramaticall' 
or reminded us more forcefully, that the quality of sin 
plicity is so vital to understanding ... this same simplicil 
which can raise painting, music, to the level of great al 

The very essence of an information medium is to pp 

sent the facts as understandably as possible. The abi1i* 
to communicate is one of the most pressing problem 
facing the world today. This is a challenge particular( 
within the province of television, undoubtedly the great 
communications force known to mankind ... a challenp 
which, in the campaign months ahead, can result in 
vital communications breakthrough. 

The Walter Lippmann program has pointed the war 

And most recently NBC's Huntley and Brinkley emerg4 
as pacemakers in this important area, when their restrain 
and intelligent commentary was so effective, so outstan 
ing, in marked contrast to the ponderous oratory of t 
nominating conventions. 

If Congress will lift the restrictive yoke of Section 31 

the networks can easily make one of the most exciti 
contributions to political enlightment by presenting bot 
candidates in straight interviews, limited to the bat 
issues and ornamented only by the simplicity of bare fat 
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