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TELEVISION DIVISION

THE ORIGINAL STATION REPRESENTATIVE

Spor TV

NEW YORK °* CHICAGO « ATLANTA +« BOSTON « DALLAS * DETROIT

“Total national market’ is no longer the key approach to

Marketing. Today, successful national advertisers sell Amer-

ica’s markets individually. These markets are as varied as

their climate, customs, buying patterns and viewing habits.

That's why Spot Television is unmatched for local impact

and flexibility.

KOB-.-TV . .......Albuquerque
WSB-TV. . ... .. ... .Atlanta
KERO-TV.. ... . ... Bakersfield
WBAL-TV . ....... .. Baltimore
WGR-TV ..... ... ..., Buffalo
WGN-TV . . ... .. .Chicago
WLW-T ... . . . Cincinnati®
WLW.C .. . ... ... Columbus*
WFAA-TV ... ... .. Dallas
WLW-D .. .. ........Dayton*
KDAL-TV .. ... . Duluth-Superior
WNEM-TV ... .. Flint-Bay City
KPRC-TV . ... ... .. Houston
WLW-l ... .. .. .Indianapolis®
WDAF-TV . ... ... .. Kansas City
KARD-TV . Kansas State Network
KARK-TV . . ... .. . _Little Rock
KCOP. ... . ... .. Los Angeles
WISN-TV ... ... ... Milwaukee

KSTP-TV . .Minneapolis-St. Paul

WSM-TV ... ... ... Nashville
WVUE ....... .... New Orleans
WTAR-TV.Norfolk-Newport News
KWTV .. . .. .. Oklahoma City
KMTV. ... ... ... ... Omaha
WDBO-TV . .. ...... .. .Oriando
KPTV ... . .....Portland, Ore.
WIAR-TV . ... .. . .Providence
WROC-TV ......... . Rochester
KCRA-TV . ... ....Sacramento
KUTV. . ...... .. Salt Lake City
WOAI-TV ... .....San Antonio
KFMB-TV . ... ... .. San Diego
WNEP-TV.Scranton-Wilkes Barre
WTHI-TV. .. ... ... Terre Haute
KVOO-TV ... .. ... ... ... Tulsa
WTRF-TV . ..... .. .. Wheeling

*West Coast only

* LOS ANGELES ¢ PHILADELPHIA « SAN FRANCISCO + ST. LOUIS
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The Big News

6:30 P.M. Mon. thru Fri.

The Big Show

5.6:30 P.M. Mon. thru Fri.
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WXYZ-TV is up in Detroit!

Here’s why:

These spectacular ratings increases give
you a fair idea of what's going on in Detroit.
Programs like the 7 O'Clock Strip, The Big
News, The Big Show and Premiere Theatre
are what the viewers want to see—and they
find them on WXYZ-TV,

But they find other things, too! During
the past year, more than 50 *'specials’ pro-
duced by WXYZ.TV ranged from "‘on-the-
scene'’ coverage of the Olympic Committee
Meeting in Baden Baden, Germany, to a
fascinating photo journal, “King Tut's
Treasures” produced at the Detroit Insti-
tute of Arts.

In addition, WXYZ-TV speaks out edi-

. torially on matters of concern to the resi-
dents of our 17 county coverage area. An
outgrowth of these editorials is a 29 page
booklet Who's Who in Public Office produced
by the station as a public service, and sent
free to viewers who request it. Thus far,
more than 15,000 copies have been dis-
tributed.

Popular local programs, a vital and dy-
namic approach to public service and news
telecasts, and the exciting new shows of
the ABC Television Network are among the
reasons why WXYZ-TV is up in Detroit!

WXYZ-TV DETROIT &

An ABC Owned Television Station

The data used herein are estimates from the October-November
ARB 1963 Vs, 1962, They are subject to limitations of sample size
and other qualifications which are available on request.
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TELEVISION

SPECIAL REPORT The big question in TV-advertising circles today is the matter of “clutter’—the number of non-pro-
gram elements which interrupt programing. TELEVISION MAGAZINE lays the problem outl in words and pictures in a special
report on what went on New York television for three-and-a-half hours one night last month. The cvening’s supply of
zmaqes 128 units ranging from 2 seconds to 15 minudes 30 seconds ... o o 37

BATTLE OF THE BLADES 7ie stainless steel blade has cui deep into the mavketing—and TV—sirategy of the major
shaving product manufacturers. Heve's a look at the competitive new TV commercials from the Big 3 in the field— Gil-
lette, Schick and American Safely Razor .. ... .. 42

HINDSIGHT ON 1963-1964 1n terms of what it has already lold the three nelworks, the current program season is
past history.  What happened and some of why it happened is laid out in a look backward on the “Forvecast” Jim Cornell
of N. W. Ayer & Son made for TELEVISION MAGAZINE last fall ... .. .. . . . . . . e 44

CLOSEUP: JIM AUBREY Many people would rather say they've had a fight with Jim Aubrey than adwmit they don’t
know him. Controversy seems to follow the 45-year-old president of CBS-TV as high ratings follow his programing. He
is currently riding the crest of his success. His network is first place in ratings, first place in earnings. How Aubrey got up
there, how he’s finding the going, and a look al the man ... . 0 48

THE TOP 100 TELEVISION MARKETS

TE1EVISION MAGAZINE on the basis of new projections effeciive March 1964.

The newest dimensions of the nation’s leading TV markels, compiled by
Including: county-by-county breakdown of

each markel’s audience, vates in three lime classifications for each market and cumulalive rates for the Top 100 ... . .. 65
DEPARTMENTS

Focus oONBUSINESS . . . . .. . ... o Praysack . ... ... ... . ..., 24 Focus oN TELEVISION . . . ... .. 32
Focus oN NEwS . ... ... .... 14 LETTERS . . . . v v v v i vt e 30 TELESTATUS . . . v v v v v v v v v s 119
Focus oN PEOPLE. . . . . .. .. .. 20 EpITORIAL . . ... ......... 124

TELEVISION MAGAZINE CORPORATION

Subsidiary of Broadcasting Publications tnc.
Sol Taishoff  President
Kenneth Cowan Vice President
H. H. Tash  Secretary
B. T. Taishoff  Treasurer

Cover o The special report in
this month’s issue treats the
subject of the stops and go’s
in television scheduling, and
the cover treats the subject in
visual terms that will be read-
ily understood. The story out-
lines the stops and starts that
occurred on Feb. 17, 1964, in

TELEVSION
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New York Gity. It leaves to the
reader the question of wheth-
et this wmuch s too much.

. . Published monthly by the Television Magazine Corp. £0
Se.ﬂlor EC!ltOT Albert R. Kroeger ] Executive, editorial, circulation and advertlsmg offices: 0‘:1——°9
Associate Editor Morris ). Gelman  Frank Chizzini Advertising Director 444 Madison Ave., New York 26 Y. Telephone J \’o
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Whatever your business language,
WGAL-TV translates it into sales

Channel 8 speaks the language of the people
] 4 in its widespread multi-city market. Viewers
(emirom Zmom listen, understand, and respond. To prove
\ “ei] it, Channel 8 telecasts sales messages

READING ; . for practically any product you can name.

S
p LEBANON N\

CARLISLE

sreenwy CUMBERLAND
1 SHIPPENSEURG /< R
Vo
ADAMS
CHAMBERS IUIGY
. i iw oseene

TRANK LN |eerrYs

LLancaster,
STEINMAN STATION. . Clair McCollough, Pres.

Representative: The MEEKER Company, Inc.
New York / Chicago / Los Angeles / San Francisco
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Some women can't live without 1t.
Indeed, our daytime line-up 1s such
a vital part of their lives that

the 9 most popular programs are

all ours. Of our 16 daytime programs,
12 are in the Top 15.The ladies

have taken us to their hearts.

CBS Television Network ®

Based on Nielsen Television Index estimates subject to qualificationswhich
the CBS Television Network will supply on request. (NTI Average Audience,
regular programs,7am-6pm, Monday-Friday,October1963-February I,1964)
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We didn’t expect that big

a hand this season. But the
spontaneous applause for our ,
nighttime schedule gives us 9 of the
Top 10 programs, I5 of the |
Top 20, and five of seven nights.

That about wraps it up.

CBS Television Network®

Based on Nielsen Television Index estimates subject to qualifications
which the CBS Television Network will supply on request. (NTI Average Audi-
ence, regular programs, 6-11 pm, seven nights, October 1963-February I,1964)
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To score sales with top sports, team up with WSOC-TV. We measure

our sports coverage 1n interest as well as howrs. Special area attractions

get special attention. When nearby Davidson halted mighty Ohio State’s
50-game home winning streak, Carolina fans saw it live from Columbus

on WSOC-TV. Almost 3,000,000 people in 54 counties can count on us for

extra effort programming.  Charlotte’s WS 0 C 'TV

NBC-ABC. Represented by H-R. WSOC-TV/WSOC associated with WSB-TV/WSB, Atlanta: WHIO-TV/WHIO, Dayton; WIOD, Miami; KTVU, San Francisco-Oakland
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OCUS

ON BUSINESS

TV stocks: A medley of ups, downs, surprises, routine

T ELEVISION-associated issues were gen-
erally up last month—by almost every
measuring rod. Of the 62 companies
(seven were added to last month’s initial
list) on TELEVISION MacaziNg's list ol
T'V-associated stocks, 31 sold at higher
closing prices on Feb. 14 than they did
on Jan. 15. 1In addition, three compa-
nies—CBS Inc., Taft Broadcasting and
Seven Arts—increased their number of
shares outstanding.

Most significant big gainers among the
TV-associated stocks were Cowles Maga-
zines & Broadcasting, showing a 339
increase in price by the end of the month,
Time Inc. up 17%, CBS Inc. registering
a 109, jump. On the other side of the
scale, Republic Inc. was down 119, as
was General Artists Corp. and Four Star
Television.

Overall, it was a [uriously active month
for television-associated stocks. It was a
month when a large crowd of Radio Cor-
poration of America stockholders did
what was expected, a month when the
Westinghouse Electric Corp.’s earnings
report did what was unexpected—go
down—and a month when the Columbia
Broadcasting System announced what
has come to be routine—records in sales
and profits. It was also a month when
five of the nation’s most important sta-
tion group organizations made news—
one expanding, two profiting, one going
public and one liquidating.

Nearly 1,000 happy RCA share-
holders crowded into the National
Broadcasting Co.’s Rockefeller Center
Peacock Studio and voted 16,091,049
shares (o 86,233 shares in [favor of a
stock split plan (see “Focus on Business,”
TELEVISION MAGAZINE, January 1964).
The vote approved of a three-for-one
stock split and an increase in authorized
common stock from 18.5 million to 82
million shares. As a result each RCA
shareholder will receive two additional
shares for each share held. The split,
which RCA says is largely because of col-
or television, the big contributor to mak-
ing 1963 the hest vear in the company’s
history, became effective at the close of
business on Jan. 31 and the stock dis-
tribution was scheduled to take place
about -March 2.

At rival CBS headquarters, where a
two-for-one split was voted last Decem-
ber 20 (see “Focus on Business,” TELE-

TELEVISION MAGAZINE / March 1964 9
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What

makes
a great

salesman?

America became a gum-chewing nation because of a soap salesman. William Wrigley, Jr.
made himself well known as a premium distributor by offering gifts to jobbers who
bought his soap products. One of the most popular premiums was chewing gum. When
the cry for gum surpassed the demand for soap, he wisely changed course. It was
a momentous decision, for Wrigley was just the man to bring salesmanship to a

product few adults had even thought about twenty years before.

A firm believer in doing things on a big scale, Wrigley contracted for $1 million in
advertising during the panic of 1907 and practically doubled sales within a year. Twice
he mailed free gum to every namc listed in every telephone book in the country! His
outdoor sign along the Trenton-Atlantic City railway tracks was nearly a mile long. For
years two sticks of Wrigley gum were sent to as many American children as possible

on their second birthday.

Because William Wrigley thought big, chewing gum emerged as big business. “Thinking
big” accounts for the great selling ability of the Storer stations, too. Responsible
management and operating efficiency are part of the story. So is programming keyed
to individual audience attention and respect. Your message means more on a Storer
station! In Cleveland, Storer’s great salesmen are WJW-Radio and WJW-TV, two

important stations in an important market.

LOS ANGELES | PHILADELPHIA § CLEVELAND NEW YORK TOLEDO DETROIT
KGBS 4 WIBG win WHN 11°SPD WIBK

MILWAUKEE § CLEVELAND ATLANTA TOLEDO DETROIT
WITLTY WIw-T¢ WAGA-TV W WSPD-TV W WIBK-TV

STORER

BROADCASTING COMPANY
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BUSINESS o

visiox MaGAzINE, December 1963) the
news was equally bullish. Sales and
earnings of the seven CBS divisions in
1968 were the largest in the company's
37-year history, William S. Paley, chair-
man, and Frank Stanton, president, re-
ported.

Consolidated net income rose to
$41,811,476, equal to $2.27 a share, from
$29.,664,364, or $1.62 a share, earned in
1962. A quarterly dividend of 25 cents
on the new stock—equal to 50 cents a
share on the old stock before the split—
was declared. It’s payable March 6 to
holders of record of Feb. 21.

Last vear was one which RCA and
CBS shareholders probably would like
to dwell on and their Westinghouse
Electric Corp. counterparts forget. For
though the major electrical and elec-
tronic equipment companies of the na-
tion have been sweeping along on a
wave ol consumer spending, Westing-
house has been showing some soft spots
in earnings.

Last year rthe huge electronics company,
parent of the Westinghouse Broadcast-
ing station group, registered a decline in
earnings despite record sales. Total net
sales billed for the year rose by 69, to a
record $2,127,306,000 from the previous
high of $2,009,044,000 set in 1957. Net
income, however, fell off to $47,824,000,
equal to $1.28 a share, from $57,061,000,
or $1.56 a share, on fewer shares out-
standing in 1962.

DECLINE LAID TO STRIKES

To add some succor to the slightly
bitter report, directors declared a regu-
lar quarterly dividend of 30 cents a
share, payable March 1 to shareholders
of record Feb. 10. Explaining the de-
cline, Donald C. Burnham, president,
said earnings were “substantially re-
duced” by strikes ranging from a few
days to 11 weeks at 10 plants.

The performance of the company's
broadcasting subsidiary, of course, was
not affected. Westinghouse Broadcast-
ing, believed to be the industry’s big-
gest money-making non-network station
group (see “The Groups,” TELEVISION
MacazINE, November, December 1963),
consistently delivers substantial earnings,
but its contribution does not move the
fortunes of its more diversified parent as
significantly as does NBC with RCA or
CBS-TV with CBS Inc.

While Westinghouse was explaining
its losses, Avco Corp., another giant com-
pany with station group interests, was
counting an addition. Avco, through its
Crosley Broadcasting Corp. subsidiary,
acquired WLEX-TV, an ultra high-frequen-
cy station in Lexington, Ky., for approxi-
mately $2 million. The purchase, as is
standard procedure in such transactions,

12

is subject to approval by the Federal
Communications Commission. The ad-
dition, if approved, will give the Cros-
ley group its Afth TV outlet. It already
owns four VHF television stations in the
Midwest.

wLEX-TV is an affiliate of both NBC-
TV and CBS-TV. It began operations in
1955 and was founded by its current
owners, |. Douglas Gay Jr., president,
H. Guthrie Bell, secretary-treasurer and
Earl L. Boyles, executive vice president
and general manager.

HOW TWO LARGE GROUPS FARED

The earnings of the two largest—in
terms of number of TV properties
owned-and-operated —station groups
showed helty increases last year. Billings
for the broadcasting division of RKO
General, an organization with interests
in five VHF and one UHF stations,
were up 13%, with an increase of 189
in earnings. The company’s revenues for
1963 were $54,410,903 and net profit,
$6,348,802. These compare with revenues
and net profit for 1962 of $438,395,000,
and $5,066,000, respectively. Last year
was the company’s fifth in succession to
show increases in gross business and rec-
ord highs in corporate pre-tax earnings.
RKO General is owned by the General
Tire & Rubber Co., which also reported
all-time record sales and earnings for its
fiscal year ended Nov. 30, 1963.

Metromedia Inc, a four VHF and
two UHF station group which has been
experiencing outstanding growth since it
first went public nine years ago, came up
with a preliminary estimate of its 1963
performance showing a whopping in-
crease of 519, in per share earnings.
Breaking its statistics down, Metromedia
reported that after taxes and all charges,
net income for the year would reach a
new record of $3,950,000, equal to $2.12
per common share. This compares with
the 1962 income of $2,489,639, or $1.40
per share on 109,735 more common
shares outstanding. Gross revenues for
1963 totaled $69,690,000 as against
$53,069,7561 in 1962, a 329, increase.
Gross revenues for 1964 are expected to
approximate $90,000,000 and net income
increase by about 109, In addition to
its broadcasting holdings, Metromedia
owns an outdoor advertising company
and the Ice Capades Inc.

The great American financial market-
place, which already sees more than 20
station groups—I10 alone on the New
York Stock Exchange—trading their
stock across its counters, laid claim to
another last month. The James M. Cox
stations, which include four AM, four
FM, four VHF stations and four CATV
systems, are going to offer stock to the
public for the first time. The group or-

www americanradiohistorv com

ganization, principally owned by James
M. Cox ]Jr., plans, according to an ap-
plication filed with the FCC, to offer
2569, of a newly formed company, the
Cox Broadcasting Corp., for sale to the
public. The application was filed for
commission approval to transfer the li-
censes of the Cox stations—the CATV
systems also will be included—to the
new company. President of Cox Broad-
casting Corp. is J. Leonard Reinsch;
vice presidents, Marcus Bartlett and
Frank Gaither; secretary and Lreasurer,
Clifford M. Kirtland ]Jr.

At the same time the Cox group was
beginning a new way of life, Trans-
continent Television Corp., once one of
the most powerful group organizations,
was celebrating its demise. Stockholders
of the company met on Feb. 20 in Bul-
falo, N. Y. and voted to liquidate and
dissolve all its radio and television sta-
tions except its radio interests in Cleve-
land.

In what was the biggest such group
sale in history, Transcontinent sold wGr-
AM-FM-Tv Buffalo, wpaAF-aM-FM-TV Kan-
sas City, Mo. and WwNEP-TV Scranton-
Wilkes-Barre, Pa. to Taft Broadcasting
for $26,890,000. It also sold kKFMB-AM-
Fm-Tv San Diego to Midwest Television
Inc. for more than $10 million and K¥rro-
v Bakersfield, Calif,, to Time Inc. for
$1.5 million. TTC’s subsidiary, North-
eastern Pennsylvania Broadcasting, re-
tains ownership of wook-am-FM Cleve-
land.

In a notice to shareholders dated Jan.
30, the company explained that it has al-
ready received a favorable ruling from
the Internal Revenue Service holding
that the sales transactions and subse-
quent liquidation of Transcontinent
will not be chargeable as capital gains
to the corporation, but that any gain or
loss realized by shareholders will be capi-
tal gains or losses as the case may be to
the individual stockholders.

HOW THEY VOTED

Conveniently for Transcontinent’s
plans the FCC, by a surprisingly wide
5-1 vote, approved the transactions just
in time for the liquidation meeting.
Commissioner Bartley, who wusually fa-
vors hearings in such cases, cast the dis-
senting vote. Commissioner Loevinger,
an outspoken critic of multiple owner-
ship, was in Geneva attending an inter-
national broadcast conference and did
not vote. Chairman Henry, joined by
Commissioner Cox, issued a statement
concurring in the approval but saying
that “serious and prompt” consideration
should be given to a plan that would
bar companies from owning more than
three television stations in the nation’s
25 largest markets. END

TELEVISION MAGAZINE / March 1964
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C Who has the Cream of Post’,8 feature films?

Little Old Rating Maker, Me'!

Latest reports show MGM post ’48 features continue as hit makers for stations from coast-
to-coast, including: New York WNBC-TV, Boston WNAC-TV, Washington WMAL-TV,
Cleveland WEWS, Indianapolis WISH-TV, Shreveport KTAL-TV, El Paso KROD-TV, San
Francisco KTVU. For details on feature titles and ratings, ask any MGM-TV salesman.

: Bl it g

New York * Chicago » Cuiver City -'.Char'_l’ogivé *To <
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T was all but quiet on the smoking-

health front last month. The continu-
ing controversy over whether cigarette
advertising on television should be modi-
fied or nullified or left alone was the top
industry story in February.

Things got off to a smoking start in a
meeting at Sarasota, Fla., where the Tele-
vision Board of the National Associa-
tion of Broadcasters voted to revise two
sections of its code in hopes of discour-
aging representation of cigarette smok-
ing as an attractive pursuit for young-
sters to follow. A new paragraph was
added to Section IV of the code—one
pertaining to programing—which pro-
vides that: “Care should be exercised so
that cigarette smoking will not be de-
picted in a manner to impress the youth
of our country as a desirable habit
worthy of imitation.”

Section 1X of the code, which deals
with advertising, also includes a new
paragraph stating that: “The advertis-
ing of cigarettes should not be presented
in a manner to convey the impression
that cigarette smoking promotes health
or is important to personal development
of the youth of our country.”

No sooner had the NAB action been
divulged than the American Tobacco
Co., the second largest company in its
field, startled the industry by announc-
ing that it will cancel its sponsorship of
sports events on radio and TV when its
current contracts expire. In confirming
the news, Robert K. Heimann, a vice
president of the company, said: “As a re-
sult of the smoking-health controversy,
we want to avoid any appearance of ap-
pealing to young people. We've always
considered smoking an adult custom.
And we intend to put our money where
our mouth is.”

Among cigarette companies, American
Tobacco is not a particularly heavy ad-
vertiser of sports events, at least not on a
network level. From January through
November ol last year, according to
LNA-BAR /TvB statistics (the latest such
figures available), American Tobacco
sponsored only two network sports en-

14

deavors—ABC’s coverage of the U.JS.
Russian Track Meet and World Series
participations—spending a total of $121,-
000 in estimated net time and program
billings.

The cigarette company’s withdrawal
from the TV sports market figures to
hurt local stations considerably more. In
the past, American Tobacco sponsored
the baseball games of at least five major
league teams. Its aggregate gross billings
in sports programs last year are believed
to have exceeded $5 million.

There was no indication, at this writ-
ing, that American Tobacco’s move was
a tremor signaling a groundswell devel-
opment. R. J. Reynolds Tobacco Co,,
however, the nation’s largest tobacco
processor, has revealed that it's discon-
tinuing spot commercials after 3 p.m. on
radio stations that make their principal
appeal to teen-age listeners. On week-
ends, it plans to end such commercials
entirely.

With pressure surging in from all sides,
six major tobacco companies took steps
to ease it. The six—American Tobacco,
Brown & Williamson, Liggett & Myers,
Philip Morris, R. ]J. Reynolds and P.
Lorillard—donated $%$10 million to the
American Medical Association for its
proposed long-range study on the rela-
tionship between smoking and disease.
The funds, made available over a five-

www americanradiohistorv com

vear period, reportedly are about 10
times the yearly budget of the Tobacco
Industry Research Committee, the group
organized by the industry in 1954 to
search into questions of tobacco use and
health.

Evidence that the cigarette business
was in for a long siege of attack and vari-
ous forms of repercussion came [rom
cigarette retail outlets across the nation.
Their experiences indicated a definite
pattern of declining sales with cigarette
tax receipts in more than 20 states show-
ing sharp drops since issuance of the
Surgeon General's report confirmed an
apparent link between cigarette smoking
and various ailments.

In New York, [or example, state re-
ceipts from the cigarette tax for January
were 4.79, below collections for a like
period last year. The decline, which to-
taled $480,511, generally was attributed
to reaction to the supposed hazards to
health that result from the use of ciga-
rettes.

Possible tail-wagger to this develop-
ment was the announcement by Brown
& Williamson, Philip Morris and P.
Lorillard that they were joining R. J.
Reynolds in cutting back work schedules
at their individual plants to a four-day
week. Spokesmen for the companies
termed this a customary seasonal adjust-
ment, but in Canada, the Imperial To-
bacco Co., in laying off about 29 of its
labor force, explained it was in antici-
pation of a “temporary” drop in ciga-
rette sales in reaction to the health de-
bate over smoking in the U. S.

Meanwhile, CBS-TV, paying heed to
the code amendments enacted by the
NAB, told its program producers that
the use of cigarettes on shows to be pre-
sented on the network “shall be de-
emphasized.”

And while the networks and cigarette
advertisers were retrenching, at least one
cigar company was preparing for an ad-
vance. The General Cigar Co., obvious-
ly intending to take full advantage of
the Surgeon General’s report which
found cigars considerably less hazardous

TELEVISTON MAGAZINE / March 1964


www.americanradiohistory.com

ViDLo:

Z00M IN TO ECU: J
PRESCRIPTION BOTTLYH
THE LABSL HAS BEL ..

AUDIO:
Harry, where in +}
get this prescript
label’s missing.

Are you giving your storyboards only half a chance?

: Call your nearby tv station or tape studio for

- quotes on your next storyboards (no obligation,
Vldﬂﬂ Tape naturally). And to keep new ideas from passing
eRdGRAM WATERIAL you by, send for our new 36-page brochure,

PLEASE HANDLE CAREFULLY & EAREDITE
e

Probably . . . unless you cost them out for video
tape as well as for live or film. Because today,
more times than not, video tape (SCOTCH® BRAND,
of course) can do the best job. And the only way
to discover this for yourself is to get the costs
and counsel from a tape producer in terms of
your specific commercials.

Look what you have to gain: Incomparable
“live” picture and sound quality, without chance of
a live goof. Instant playback that lets you see immedi-
ately how you’re doing. Pushbutton-fast special effects, no
lab processing. And you may save weeks over film, with

new convenience and often lower cost in the bargain. magnetic Products Division 3numPANY

Advertising with Video Tape. It’s free, covers 13
actual case histories. Tells why, how and the
costs of specific commercials produced on tape.
Write 3M Magnetic Products, Dept. MCS-34,
St. Paul 19, Minnesota.

“SCOTCH* AND THE PLAID DE5IGN ARE REG. TMS OF 3M ¢0. ©1974, 3M €O,

e
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T sounDs like a Hollywood scenario. Two of the American
Broadcasting Company’s top executives were sitting next
to the pool at the Beverly Hills Hotel. (Where else?)

A telephone call broke the luxurious poolside peace. Roy
Huggins, an independent producer, had an idea for a show.,

Suppose a television program was built around a young
doctor who had been unjustly convicted of murder but who
had escaped. Each week, he would move on in his search for
the real murderer while avoiding a relentless pursuer.

The ABC men thought the idea full of promise. Every-
body else had serious reservations. “You can’t flout the law,”
theysaid. “You can’t have clifthangers every week,” they said.
“No star can carry a show like this,” they said.

ABC talked to Quinn Martin and to the people at United
Artists, the producers of another of this season’s smash hits,


www.americanradiohistory.com

WHAT MAKES §
THE FUGITIVE
RUN?

The story of a man in_flight s as old as Adam.
Victor Hugo told 1t unforgettably in Les Masérables.
Now a man 1s runrmang again. He 1s The Fugitive.
Read how brilliant scripts,impeccable direction and
the haunting performance of David Janssen
enthrall 21,200,000 adult viewers every week on ABC.

The Patty Duke Show. They sparked to ABC’s unbounded
enthusiasm for the idea.

United Artists had a commitment from David Janssen—
perhaps the most underrated actor in television. Wouldn’t
his sensitive style be perfect for the haunted fugitive? Jans-
sen was approached and he became the fifth true believer in
The Fugitive.

One unforgettable episode has followed another and The
Fugitive is now solidly established as one of this season’s un-
qualified successes. “David Janssen,” says Cleveland Amory
in his TV GUIDE column, “gives one of TV’s finest series
performances.” Mr. Amory also notes: “It (The Fugitive)
Is not, as its title suggests, merely another gun run where
the good guys get the bad guys in the end. Rather it is an
adult drama excitingly and often excellently written...”

His sentiments were echoed by other critics and are mir-
rored by 21,200,000 adult viewers in 12,800,000 television
homes each week.

Further evidence of the popularity of The Fugitive is
found in TV-Q, a service which measures the opinions peo-
ple have about TV programs. It ranks The Fugitive second
among all programs in popularity among adults, and first
with viewers in the important 18-34 age group.

The Fugitive is symbolic of the programming quality the
ABC Television Network is striving for. Original. Well
written and acted. Superbly produced. Understandably we
may not always succeed in our quest. But it will never be
from lack of trying.

ABC Television Network &

Based on an average of Dec.1 1963 —Jan. Il 1964 NTI reports, total audience. and Dec. 1963 Nielsen Audience Composition Report.
TV-Q, January 1964, Report estimates are subject to qualifications which are available upon request.
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N E WS continued

to health than cigarettes, was preparing
an advertising campaign to encourage
smokers to switch their prelerence. Gen-
eral theme of the campaign: “If you plan
to give up smoking, don't do it until
you've tried a cigar.”” For the first 11
months ol last year, General Cigar spent
a total ol $4,809400 in estimated (by
LNA-BAR/TvB) net time and program
billings.

Yet the cigarette-health question was
not the only chronic problem Lo plague
television last monch. The industry was
cluttered with the long-time polemic of
“clutter” (definition: all non-program
material which includes station breaks,
billboards, titles, credits, promos, public
SCI'Vi(‘e danrouncements, bum])t‘rs, S[il[i()l]
and network 1D's and piggyback or mul-
tiple-product announcements) . Meeting
i New York, various NAB ofhcials, code
board members, advertisers and agency
representatives and TV sales and research
executives, were presented with a pl;m
that sceks to cut the number of program
interruptions in half and reduce the time
they occnpy by up to 40¢7,. The plan was
offered by Peter Allport, president ol the
Association of National Advertisers, on
behall of the ANA board and the ANA

our experience
can be your
best protection

Hundreds of clients can attest to the
reliability of our service. We do

not send out lists; each transaction is
handled on an individual basis.

And our deep knowledge of
ever-changing markets provides

hoth buyer and seller with the facts

they need to do business in a

highly complex area.

BLACKBURN

& COMPANY, INC.
Radio * TV « Newspaper Brokers

WASHINGTON, D C.: RCA Building, FE 3-9270
CHICAGO: 333 N. Michigan Avenue, Fl 6-6460
ATLANTA: Healey Building, JA 5-1576
BEVERLY HILLS: Bank of America Bldg., CR 4-8151
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broadcast committee, the majority of
whose members feel cominercials lose im-
pact when surrounded by other program
interruptions. It is sure to be a major
topic of discussion on the NAB’s relevi-
sion code board agenda. The group’s
next meeting is scheduled for early
April.

Overcommercialization was still a hot
issue at the Federal Communtcations
Commission. Rebuffed last January in its
efforts to write rules limiting advertising
(sce “Tocus on News,” TELEVISION MacAa-
71NE, January 1964), the FCC neverthe-
less pressed the atrack. According to
commission chairman E. William Henry,
the federal regulatory body plans to look
into individual cases ol “excessive com-
mercials™ in hopes of building a body of
rulings that would add up ro a policy so
that “vou will know and we will know
just what the rules will be.” From Cou-
gress came an almost immediate rejoinder.
Rep. Walter Rogers (D-Tex.), chairman
of the House Communications Subcom-
mittee, indicated he would strenuously
oppose the FCC’s new tactics.

Programing happenings also made im-
portant news last month. The most re-
luctant of the movie companies to hold
hands with television finally succumbed.
Paramount Pictures, the last major film
studio to release its backlog ol movies to
television (it finally did so in 1958 grant-
ing MCA TV the distribution rights to
its pre-1948 library for a more than $35
million consideration) turned over some
30 of its post-48 [eatures to NBC-TV.
The network reportedly paid $8.3 million
for the films and is expected to show
them in prime time during the 1964-65
season. NBC also has an option to renew
the deal under similar arrangements f{or
the following two seasons. Included in
the initial package are such films as
“Psycho,” “Sunset Boulevard” and “The
Matchmaker.”

Movies might be better than ever on
NBC, but at ABC lke is back and the
network’s news department has him.
With a good deal of fantare, ABC an-
nounced last month that {former Presi-
dent Dwight D. Eisenhower will assist
the network in its coverage of the Re-
publican National Convention next July.
Eisenhower’s role in the convention cov-
erage was described as one of “on-the-air
consultant” . discussing “trends and
activities of the convention each day, in
informal interviews The former
Chiel Executive, whose fee [or perform-
ing was not disclosed, will not take part
in the ABC-TV coverage of the Demo-
cratic convention.

While NBC and ABC were buttressing
various program fences, CBS was having
trouble with another corner-stone. Net-
work perennial Garry Moore, who previ-

wwWw americanradiohistorv com

The Beatles, Great Britain’s most
talked about export since the Eng-
lish language, hit the February 9
CBS- TV Ed Sullivan Show with a
New York Nielsen that registered
a 58.8 rating and a 72.7 share—
the highest in history.

Armed with cthree guitars, a
drum, a repertoire of rock-and-roll
nostalgia like “I want to hold your
hand” and occasional shouts of
“Yeah! Yeal! Yeah!” the four lads
[rom Liverpool “sang” their way in-
to more homes than Elvis Presley’s
hound dog has fleas.

Sharing the spotlight with the
Beatles was a studio audience
stacked with teen-age girls who
writhed ecstatically in their seats in
unison with the rumble on stage.
The group was strategically placed
at the opening and close of the
show—"Don’t go 'way lolks, the
Beatles will be back.” Andience
participation reached its most soar-
ing moments when Ringo Starr, the
group’s drummer, waved his mane
into a camera closeup.

A second Sullivan outing on
February 16 from Miami Beach
scored a New York rating of 56.3
and a 65.8 share. For the minority
of television viewers who missed
either of these shows, or a third
Sullivan-Beatle show on February
23, the four imports may be seen in
a United Artists film, tentatively
titlecl Beatlemania, to be released
sometime this year. The feminine
lead has not been cast yet but one
Beatle said, “We've been thinking
about the Queen.”

ously had been informed that his Tues-
day night variety show would not be
renewed next season, resigned as mod-
erator of CBS-TV’s I've Got a Secret pro-
gram. He also gave up his daytime radio
show on CBS. Moore joins Jack Benny,
Lucille Ball and Danny Thomas in the
band of stars grown discontent with their
lot in the CBS scheme of things. END

TELEVISION MAGAZINE / March 1964
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“THE WOMAN'S ANGLE"

featuring Sylvia Scott v
..Women’s Service Programming at its Besz‘/

Recently, on ““The Woman's Angle", Sylvia Scott

was hostess to members of the Glen Burnie Homemakers
Club. This group is representative of 675 Homemakers
Clubs and 19,500 members active throughout the state.
All are affiliated with the Homemakers Extension Service
of the University of Maryland.

The ladies enjoyed luncheon in Studio B, watched a “live”’
telecast of ““The Woman’s Angle’’ and then toured
Television Park.

Sylvia Scott interviewed
Mrs. Charles Solomon,
President, Glen Burnie

Homemakers Club

Ideas on cooking, decorating, home management,
interviews with celebrities and interesting guests are
presented in an informal, informative manner on
““The Woman’s Angle"”

Sylvia Scott develops a feeling of personal friendship
between herself and her viewers—a most important
reason for her loyal audience. Another reason why
““The Woman's Angle’’ has, for years, been a prime
sales-producing medium for blue chip advertisers.

““The Woman's Angle'’, aired Monday through Friday,
1:00 to 1:30 PM, is the only 5-day-a-week women’s
service program in the Baltimore-Maryland area.

In Maryland Most People Watch

WMAR-TV®

CHANNEL 2 SUNPAPERS TELEVISION

TELEVISION PARK, BALTIMORE, MD. 21212
Represented Nationally by THE KATZ AGENCY, INC.
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ON PEOPLE

Carl T. Rowan took over last month as director of the
U.S. Information Agency replacing Edward R. Murrow,
who left Washington for southern California to conva-
lesce from his recent lung cancer operation. Rowan, 38,
had been U.S. ambassador to Finland.

Murrow, 58, ex-CBS V.P: and commentator, was USIA
head since February 196]. Unable to work fulltime atter
his October operation, Murrow put in his resignation.
He may return to CBS but will not make a definite de-
cision until after convalescence.

Rowan, highest-ranking Negro in government service,
was a Minneapolis Tribune reporter for 13 years. was
named deputy assistant secretary of state for public affairs
in 1961. Two years later President Kennedy appointed
him ambassador to Finland.

NBC-TV, on the heels of the resignation of veteran pro-
graming man Giraud (Jerry) Chester, moved up William
F. Storke from director, participating program sales, to
V.P., program administration. Chester moved over to
Goodson-Todman Productions with his old title intact,
V' P., program administration.

Storke joined NBC Hollywood as a guest relations man
in 1948, entered the network's West Coast sales depart-
ment in 1953, wansferred to New York in 1955 and be-
came director of participating sales in 1959.

Chester took his NBC-TV program administration job
in September 1962, previously had been V.P., daytime
programing at ABC-TV and at one time was with Ted
Bates as head of program development.

ABC's long-time Chicago boss, Sterling C. (Red) Quinlan,
V.P. in charge of wgks, resigned his post last month.
Continuing as weks general manager, and head man:
B. Thomas Miller, who took liis job just five months ago.

Quinlan, who joined the ABC-owned station in 1947
and became Chicago V.P. in 1954, is staying on for about
12 to 18 months as an ABC consultant. He has said that
he wants more time to write and is working with Four
Star Productions on the TV pilot of his novel, Jugger.

Before Miller became manager of wsks he was V.P.
of the central division of ABC-TV Spot Sales, earlier had
been with CBS-TV Spot Sales.

Frederick Pierce, ABC-TV director of planning and sales development,
was elected vice president in charge of research, sales planning and sales
development for the network last month with overall responsibility
for the three departments.

Pierce joined ABC in 1956 as an analyst in the television research de-
partment, was made supervisor of audience measurements in 1957 and
manager of audience measurements a year later. In 1961 he was made
director of research and in March 1962 was given added responsibilities
as director of research and sales development.

Pierce assumed the title of director of planning and sales development
in April 1962. Before joining ABC-TV, Pierce was associated with Ben-
jamin Harrow & Son, certified public accountants.

TELEVISION MAGAZINE / March 1964
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““It figures! An award-winning
action series...a great cast. ..
...outstanding guest stars
...top advertiser response...no wonder
it’s already sold in these markets!’’

~says Lt. Mike Parker (Horace McMahon)

WPIX NEW YORK e WGN-TV CHICAGO e WJZ-TV BALTIMORE e W-TEN ALBANY-TROY-
SCHENECTADY e WLW-C COLUMBUS e WHP-TV HARRISBURG ® WQAD MOLINE-DAVENPORT-
ROCK ISLAND e WSBA-TV YORK e WOI-TV AMES e WLYH-TV LEBANON-LANCASTER
e KDAL-TV DULUTH-SUPERIOR e WBAY-TV GREEN BAY e WNEP-TV SCRANTON-WILKES
BARRE o WTTV INDIANAPOLIS-BLOOMINGTON e WWLP SPRINGFIELD, MASS. e WDAF-TV
KANSAS CITY, MO. ¢ WMAL-TV WASHINGTON, D.C. e WIJIM-TV LANSING e WHNB-TV
NEW BRITAIN-HARTFORD e WIMA-TV LIMA e WBTV CHARLOTTE e KOLN-TV LINCOLN
e WFMY-TV GREENSBORO-HIGH POINT-WINSTON SALEM e KMSP-TV MINNEAPOLIS-
ST. PAUL ® WTVJ MIAMI e KTVI ST. LOUIS ® WKRG-TV MOBILE e KTTS-TV SPRINGFIELD,
- MO. e WNBE-TV NEW BERN, N.C. ¢ KARD-TV WICHITA e WTVR RICHMOND e KOB-TV
“ALBUQUERQUE e WDBJ-TV ROANOKE-LYNCHBURG e KHSL-TV CHICO-REDDING e WTVT
TAMPA-ST. PETERSBURG e KICU-TV FRESNO e KALB-TV ALEXANDRIA ¢ KTNT-TV TACOMA
o KRTV GREAT FALLS e WBRZ BATON ROUGE e KID-TV IDAHO FALLS e KOSA-TV
ODESSA-MIDLAND e KTTV LOS ANGELES e KZTV CORPUS CHRIST| ¢ KPHO-TV PHOENIX
KFSA-TV FORT SMITH o KTRK-TV HOUSTON-GALVESTON e KGO-TV SAN FRANCISCO e
KFDX-TV-WICHITA FALLS @ KXLY-TV SPOKANE ¢ WWL-TV NEW ORLEANS ¢ KOLD-TV TUCSON
e WFAA-TV DALLAS e KNTV SAN JOSE e KROD-TV EL PASO e KIRO-TV SEATTLE e

Distributed ex¢lusively by

SCREEN

GEMS
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FOCUS ON PEOPLE continued

PETER E. SCHRUTILL
V.P., General Execulive
Westinghouse Broadcasting

Peter E. Schruth, veteran magazine ad man (Holiday, Saturday Evening
Post), joined Westinghouse Broadcasting in New York last month as
vice president and general executive reporting to WBC president,
Donald McGannon.

Schruth joins an expanding Westinghouse management team (expand-
ing so fast that McGannon appointed a director of management develop-
ment in January), will work on “all Group W activities.”

Schruth joined Curtis Publishing in 1945, helped launch Holiday in
1946, was made Saturday Evening Posi ad boss in 1957, returned to
Holiday as V.P. and publisher in 1962, was for the last year president of
Curtis-International, a new Curtis division.

P. SCOTT MCLEAN
V.P., General Manager
wiLwl (1v) Indianapolis

Crosley Broadcasting last month moved one of its veteran sales executives
over to station management, appointed P. Scott McLean as vice president
and general manager of its Indianapolis outlet, wrwr.

McLean, with Crosley for 14 years, and until his new apoointment vice

president in charge of eastern television sales for Crosley in New York,
succeeds John B. Babcock, who resigned in January to join Park Broadcast-
ing Inc., Ithaca, N. Y.

Prior to joining Crosley in 1950, McLean had served in various capaci-

ties with a number of New York ad agencies.

?WW* e
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HAL ROACH JR.
General TV Executive
Seven Arts Associated Corp.

- Seven Arts Associated Corp. last month added a major Hollywood name

to its television operation, installed Hal Roach Jr. as a New York-based
general television executive.

Roach, who supervised production on 27 TV series and produced 18
feature films in roughly 10 years as boss of Hal Roach Studios, will be

. involved in the development of “a number” of half-hour, hour and 90-

minute TV series at Seven Arts.

Roach entered TV film production in 1949, in 1955 hecame owner
of Hal Roach Studios in a $10 million deal with his producer father,
sold out to financier Alexander Guterma in 1958 for $15.5 million. The
studios in turn became owner of the Mutual Broadcasting System, with
Roacl as president—part of a series of deals which ended with the studios
in bankruptcy and Guterma in prison.

ARCH L. MADSEN
President
KIRO-AM-FM-Tv Seattle

LLOYD E. COONEY

Lxecutive I'.P., General Manager
4

KIRO-AM-FM-TV Seattle

Queen City Broadcasting, operator of Mormon Church
controlled kKirRo-AM-FM-TV Seattle, reached out to KSL-TV
Salt Lake City, another Mormon station, for a new slate
of station executives last month. Arch L. Madsen, presi-
dent of ksL-Tv, was elected president of xiro and Lloyd E.
Cooney, ksL-tv V.P. and general manager, was clected xiro
executive V.P. and general manager.

Madsen will divide his time between the two stations.
Cooney will resign his Salt Lake post to work fulltime in
Scattle. Saul Haas, former kiro president, becomes chair-
man of the board for Queen City.

JACK LESTER
General Manager
wpAY-Tv Fargo, N. D,

22
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Jack Dunn, recently named executive vice president of wpAy-AM-TV
Fargo, N. D., replacing Tom Barnes (now associated with KTHI-TV Fargo),
last month named TV sales manager Jack Lester as WDAY-TV general
manager.

Lester joined wpAy radio in 1947 as a copywriter, was named local TV
sales manager in 1953, national and local sales manager in 1958. He
will continue on TV and national sales for the station until assistants
are named.

Dunn, who had been acting as wpay general manager, also named
Bill Burn, radio sales manager, as general manager of wpay radio.
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JUST PUBLISHED!

ORDERED YOUR COPY YET?

FACILITIES OF TELEVISION: Station profiles,
call letters, channels, allocations, applications
pending, catv, Pay-Tv, group and newspaper/
magazine ownership, station sales.

FACILITIES OF AM/FM RADIQ: Station directory
includes executive personnel, speciality pro-
grams, reps, call letters, frequencies; Canada,
Mexico-Caribbean stations, Regional Networks.

BROADCAST EQUIPMENT/FCC RULES: Manutac-
turers & services, new Product Guide; awards
and citations; How to apply for a station
license Frequency Measuring Services.

CODES/PROGRAM SERVICES: Tv and radio codes;
program producers, distributors, production
services, news services, talent agents, for-
eign language and Negro programing by sta-
tions; C & W stations; broadcast audience data.

REPRESENTATIVES, NETWORKS, TRADE GROUPS
including regional reps and networks; attor-
neys, consultants, engineers, associations;
U.S. govt. agencies; news and farm directors.

AGENCIES, ADVERTISERS, BILLINGS: Leading
advertisers, dgencies and their billings; books

¢ and reference works; schoois, major trends,
events Unions & Labor Groups.

Designed for your specialized ‘“‘must know” references, the 1964 BROADCASTING Yearbook is the
most complete encyclopedia-type book ever published for the business of radio-tv broadcasting and the asso-
ciated arts and services. It includes 50 separate directories of basic economic technical and business facts

indispensable to all working
in or contacting the worlds

of radio and television.

Compiled, written and edited by
the same staff that produces
BROADCASTING—The Business-
weekly of Television and Radio
—serving the business of
broadcasting since 1931.

Please order now fto avoid
disappointment.

LIMITED EDITION
$5.00 copy

reeamsanemmeees|SE THIS COUPON TO ORDER YOUR COPY NOW, memanmaa=mey

BROADCASTING 1735 DeSales Street, N.W.,

FHE BUSINESSWEEKLY OF TELEVISION AND RADIO Washington, D. C. 20036

] 1964 Yearbook and
52 jssues of BROADCASTING Businessweekly—$13.50
] 52 issues of BROADCASTING Businessweekly—$8.50
[ 1964 BROADCASTING Yearbook only—$5.00
] Payment Enclosed [] Please Bill

:

title/ position™

address [[] Business
0 Home

city zone state

*Qccupation Required

company name
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A MONTHLY MEASURE OF COMMENT AND CRITICISM ABOUT TV

L. §. Matthews, execulive vice president
of Leo Buynett Company, beforve the
Broadcast Advertising Club of Chicago:

Sl‘ARTING m the 1958-59 season, (he tel-
evision networks began to sell pack-
age minute participations in any volume.
The initiator ol this trend was probably
Pat Weaver when, back in 1951-52, he
inaugurated the Today-Tonight concept
and sold minute participations for the
first time.

It has often been said that there is
just enough network television money
available to support two-and-a-half net-
works at full rate card prices. First, the
marginal programs were splic up and
sold on a minute basis; then as the price
tag for an alternate week hall-hour got
bigger, advertisers who had been burned
on a 5S2-weck commitment on a new
show saw this as an attractive way to re-
duce rthe gamble of neiwork television.

Furiher, the bargain prices hung on
the program which was unsold 30 (o 60
days before air date began to attract
some Jocal spot money, and, in fact, some
print money into network television.

In 1961, we spent only $300,000 of
our $13 million total network billing in
network minutes. In 1962, the figure
rose to about $1,500,000 and in 1963
went to $9,250,000.

Some advertiscrs and agencies, among
them one ol our friendly competitors
here in Chicago, have urged that net-
work television go all the way to the
magazine concept. This means the net-
works would have complete editorial
control, the advertiser’s association with
specific programs would be minimal or
non-existent, there would be no guaran-
teed posirions bur you would merely buy

WWW americanradiohistorv.com

so many ads per year and rhey would be
placed for you in the schedule as a maga-
zine would schedule your ad, sometimes
on page 3, sometimes on page 197.

It probably also means that an adver-
tiser’s chances of winning big by getting
on a hit show or losing big by buying a
turkey would be eliminated.

You would tend to get an average
schedule at an average price—nobody
would get audlience rich, nobody would
be audience poor. It would be sort of a
great big happy communal farm where
audiences grow on trees all the same
size and competition is a dirty word.

It’s a tempting proposal in many ways.
An agency our size could save several
hundred thousand dollars a year by fir-
ing all our program producers and net-
work negotiators and reducing our rent
in branch offices in Hollywood and New
York.

Clients would stop getting upset when
they are asked in early February to make
a firm 52-week commitment starting next
October. Or when the agency says you
gotta buy this show this afternoon or
advertiser X will beat you to it. . ..

But we at Burnett don't cotton to the
idea of the magazine concept in network
television. . . .

First, on principle, we think iUs in-
compatible with the competitive econom-
ic system which makes our economy
tick. . . .

Second, the advertising agency busi-
ness is a highly competitive business and
we like it that wav. An ability to search
out, develop, purchase and schedule hit
television shows is one of the things
which advertisers can't do themselves
and for which they hire an agency. We
think we should accept this responsibil-
ity. [Matthews then presenied statistics
showing how shows carrying commercials
for Burnett clients fared in terms of au-
dience reached.] So we conclude that
agencies must not abdicate their respon-
sibility for ﬁnding, developing, and -
proving television shows for their cli-
ents. We believe that our clients, through
their efforts and ours, have a competi-
tive advantage here that is worth mil-
lions of dollars. . . .

Despite our conviction that program
sponsorship is still the hasic buy lor the
major television advertiser—even in the
face of the cost efficiency and flexibility
offered by the package minute plans—
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won't go without TAE i m Pmsburgh
—plain or “with.”

Our homes-reached record iells
part of the tale. Our products-sold
record tells the rest. 3

- And our Katz man-has the fads to
prove it!
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PLAYBACK cniinuea

there are many forces which tend to
drive the major advertiser out of regular
program sponsorship.

The purchase of an alternate week
half-hour program for 52 weeks is one of
the largest decisions that management
must make today in relation to the facts
available on which to base that decision.

Recently one of our clients made the
decision to build a new manufacturing
facility in a principal southern city. 1
was struck by an interesting parallel
which developed because the president
of that company, in the same week he
pushed the button on the new plant, was
asked to spend an almost identical
amount to commit for 52 weeks of a new
television show. The program would not
start for about six or seven months so
management was, in effect, making an
I8-month decision.

His decision was based on his and his
agency’s assessment of a pilot film into
which about four times as much money
had been poured as would be put into
any subsequent episode of the program.
He had an analysis of the time period
performance and an estimate of future
performance based on adjacent programs
which could change and competitive
schedules which could change.

In contrast, the plant which cosr about
the same was built only after many facts
were known.

e How many men would be employed

and at what costs.

e How much machinery, at what cost,
and over what period of time it
would be depreciated.

e The climatic conditions and rheir
effect.

e The availability and proximity of
transport facilities.

e How many cases of product would
be produced.

e How many dollars would be re-
turned by the sale of that product.

o And many other concrete facts.

In short, management had so many
facts that the decision was easy to make.
Two $3.5 million decisions the same
week—one based on fact—the other, by
guess and by golly.

Now let’s relate the risk the nerwork
advertiser takes with that taken by others
in the program spectrum.

In my view, the degree of risks de-
crease from advertiser to talent.

The advertiser takes the maximum
risk. The success or failure of an impor-
tant brand or product may rest on the
success ol his half-hour program. The
$3.5 million he spends on the show may
influence sales several times that figure.

The agency shares the advertiser’s risk
because the agency's success or failure
is linked with the brand’s success or
failure.

25

No single program or time period is
as Important to the network as it is to
the advertiser, but failure of a show in
an important time period can be a dam-
aging thing to the network. Not only
may the network lose position to a com-
petitor which may take years to recap-
ture, but the entire evening schedule
may be weakened if the weak program
is in a critical lead or mid-evening time
period.

The program packager, depending on
his size, has less to lose than advertiser,
agency, or network. If he is a major fac-
tor he has several other programs either
on the networks or in syndication. His
risk is pretty well spread in relation to
the dollars and the time he has invesred
in a single program. Whatever his size,
his dollar investment in a program is a
lot Iess than that of the advertiser or the
network.

The talent, especially the star talent,
has less risk, it seems to me, than any
of the group. Usually he or she has sev-
eral sources of income other than a spe-
cific television series (movies, theater,
night clubs, radio and commercial films) .
The star has usually been given a piece
of the show and probably has very little
more than a time investment in the
program.

1Wyiters, producers, directors who have
average or better credits are so much in
demand in television that their depend-
ence on a single program is fairly mini-
mal.

1 haven’t mentioned the public inter-
est in whether a program is a success or
a failure, since 1 have been dealing only
with those who have an economic inter-
est in the matter. Obviously, the public
loses too when a poor program occupies
a valuable time period where another
program might offer more or better en-
tertainment, or information. . . .

Tt seems to me rhat one of the biggest
mistakes we can make is to live with an
unsuccessful show. It's shortsighted for
the talent to hold the packager to a con-
tract on a turkey. The star’s reputation
with his public is damaged by his con-
tinued appearance in a bad show.

Everybody loses—the advertiser and
his agency lose audience, the network
loses competitive position, the packager,
the producer, the talent lose prestige and
hox office appeal.

Why can’t all of these smart people
agree to kill the turkey before Thanks-
giving? By the end of the third or fourth
Nielsen report, plus living with the show
on the set for seven or eight shows, plus
on-the-air viewing of a like number, you
can pretty well separate the hits, the
ones that may make it, and the out-and-
out turkeys.

Nothing is more painful than to live

WwWwWwW americanradiohistorv. com

with the turkey for a full 52 weeks—
through one lack-lustre performance
after another by a cast who knows that
nobody’s watching—through sloppy pro-
duction and bad-to-worse writing and di-
rection by guys who are spending all
their time working on the pilot for next
year.

But the talent’s got a contract, the
packager’s got a contract, the network’s
got a contract, and the advertiser’s
stuck!

What can be done to remedy this situ-
ation—to distribute the risks more equal-
ly?

Here are a couple of thoughts—you
may have other ones and better ones.
I hope so.

Maybe all the program contracts
should be for shorter terms, but set up
in such a way that the ralent and the
packager are compensated an extra
amount if an early cancellation is exer-
cised. I could see a program talent price
scaled from 13 times to 52 times with
cancellation rights that went all the way
down to the basic contract between
packager and talent. The prices would
be set up so that there is a real incentive
to go ahead [or each succeeding 13-week
cycle. 1f the show does not live up to
expectations, and the original advertiser
cancels aflter 13 or 26 weeks, he has paid
a disproportionately larger share of the
annual talent cost. Another advertiser
may step in and buy the program at a
talent cost more in line with the rating
levels the program is earning. In other
words, a talent short-rate.

Another thought might be for the ad-
vertiser and network to agree on certain
minimum standards that a show must at-
tain within a specified period of weeks.
The network is protected by short-term
contracts with the packager. The adver-
tiser may have the right to move off the
program at the end of 13 weeks, but
agrees to continue in the time period
with a replacement show. Some of this
is now done at the 26-week point, but
that's (oo long to live with the turkey.

I'm not talking about the good shows
that everybody knows are good shows,
but which aren’t immediate rating hits.

Some of rhese suggestions may sound
naive when measured against current
practice in what is essentially a tough
dog-eat-dog business, but I don’t think
they are if the networks can develop the
same degree ol control over their pro-
gram sources as they have over the con-
trol of their time periods.

In January 1958, of the 66 hours of
prime time network programing, 889,
was occupied by program sponsors, 12%
by participaters.

In January 1964, only 17% of the
prime time was occupied by program
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Zelevision is the only
efficient way lo reach the
49-county North Florida/
South Georgia regional market,
- and WJIXT, Jacksonville
is the only television station
-~ loblankel the total area

POST-NEWSWEEK
STATIONS
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PLAYBACK conine

sponsors and participating shows had
grown from 129, to 537,

Some solution will have to be found
in the next couple of years 10 reduce the
size of the risk that the network program
buyer takes or we may have the maga-
zine concept, want it or not. |

TOAD MEETS MATCH
Jerry Doolittle, staff reporter, in the
Washington Post:

HE is a tall, lean man, handsome in a
dark and somehow dangerous way.
He is wearing a trench coat.

So is the lovely ash-blonde beside him

on the TV screen—the one with the
faintly aphrodisiac foreign accent and
the lean grace of a whippet.

In front ol this distinctive couple
stands a vicious type with the build of
a wrestler gone to seed. He holds a
Luger aimed Dbetween the tall man’s
fourth and fifth ribs. He is known, in
the stews he frequents, as Toad.

The tall man, whose name is Lance, is
not in the least intimidated by Toad’s
Luger. Instead, he is calmly smoking a
cigarette. After a moment he lets it fall
on the rug and calmly grinds the butt
into the nap.

Then, with the startling, silent sud-

UPSTATE MICHIGAN BUYS

MOKE FOOD PER RESIDENT
THAN THE PEOPLE IN DETROIT
l‘-AND WAYNE COUNTY.

IVORFORDMRD &]I'I.I.IE KHION

MOST INT'RESTING.

WHAT PRODUCTS
DO THEY BUY 7

WHY, THE PROPUCTS
ADVERTISED ON

WWTV/ WWUP-TV, stoorin/
. . f

A

BIG MARKET — BIG EATERS!

Much as it may surprise you, dear reader,
food sales per person in the 39 counties of
Upstate Michigan do indeed run higher than
in rich Wayne County. We'll gladly send you
the breakdown, if you wish.

Matter of fact, we believe Upstate Michi-
gan is the greatest “new opportunity” you

v Halions

WKZ0 KALAMAZOO-BATTLE CREEK
WIEF GRAND RAPIDS
WIFM CRAND RAPIDS-KALAMAZOO:
WWT-FM CADILLAC

. TELEVISION
WEZO-TY GRAND RAPIDS-KALAMAZOO0
'NUIY CADILLAC-TRAVERSE CITY
WWUP-TV  SAULT 5TE. MARIE
KOLN-TV f LINCOLN, NEBRASKA
WGIN-TV  GRAND ISLAND, NEB.

28

television advertisers can find in the entire
U, S. Nearly a million PEOPLE. Annual re-
tail sales, nearly a BILLION dollars.

Consult your jobbers and distributors in this
area as to the influence WWTV /WWUP-TV
has in our 39 counties — or ask Avery-
Knodel for the whole story.

WWTV|WWUP-TV

CHANNEL 30
ANTENNA 1640" A. A. T, ARTENNA 1214" AL AT,
€8S * ABC CBS * ABC

Avery.Knodel, Inc., Exclusive Notionol Representotives

CHANNEL ¢

CADILLAC-TRAVERSE CITY / SAULT STE. MARIE
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denness ol heat lightning, his hand fick-
ers out and he drops the Toad with a
karate chop to the side of his fat neck.

Lance and the blonde embrace.

With some variations, that’s the way
the game used to be played on our home
TV screens—but a new set of ground
rules has just been imposed by the Na-
tional Association ol Broadcasters.

The television industry has changed
its code of ethics to read, “Care should
be exercised so that cigarette smoking
will not be depicted in a manner to im-
press the youth of our country as a de-
sirable habit worthy of imitation.”

From here on out, presumably, the
villain instead of the hero will be the
one smoking the cigarette. And so let
us spend a few minutes with the new.
revised Toad, Lance and Lisa, the ash-
blonde Austrian countess.

ToAD: You know too much, my fool-
ish young man. Fortunately, we have
ways to make you forget—permanently,

(With careful contempt, he breathes
a plume of cigarette smoke into Lance’s
face. Lance, using the smoke for cover,
brings one up from the floor right into
the Toad’s kisser. The cigarette coal
splatters like a ripe grape. Glowing
pieces of it hiss into various portions of
the Toad’s eye, ear, nose and throat re-
gions, and he falls to the floor in agony.)

LANCE: That’s the first thing you learn
in this business, Lisa baby. Leave the
butts at home.

(They embrace.)

Or, if the young folks still think cig-
arettes are a “habit worthy of imita-
tion,” the network could fire its second
barrel. Same time, same station.

T0AD: Thank God M finally sent
over some help. This Zurich mission has
always been a hot spot and it’ll be a
pleasure having you aboard to lend a
hand, young fellow. Incidentally, did
you bring the new code book with you
from Washington? I've got a little brush-
ing up to do after this delicious dinner.

(The Toad casually shakes a cigarette
out of his pack, whereupon Lance, co-
bra-quick, grabs a handlul of the fat
boy’s shirtfront and hauls him halfway
across the restaurant table.)

LANCE: What did you do with the real
X-9, you Commie rat?

toap (purple and gasping) : Number
three . . . Briennerstrasse . .. basement . ..

(Lance lets the Toad’s phiz plop into
the boysenberry mousse, and turns to
Lisa.)

LaNce: I knew he was a phony the
minute I saw he had cigarettes in that
pack instead of a two-way radio. No
real American agent would stick those
filthy things in his mouth.

(They embrace, as Lisa guiltily snuffs
her own cigarette out). |
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Advertisers Spent Nearly

*2,800,000.

on WHO-TV/Radio in 1963!

WHO Radio and WHO-TV are the biggest broadcasting

operation in Iowa — and have been for many, many years.

Yes, advertisers spend more dollars on WHO and WHO-
TV than on any other combination radio and TV station in
the state — nearly $2,800,000. in 1963.

“There must be a reason.” In fact, there are many
reasons. Ask PGW!

WHO | WwHE®

FOR IOWA PLUS! FOR CENTRAL IOWA

50,000 WATTS ¢ DES MOINES + CHANNEL 13
BOTH NBC AFFILIATES

ﬁ_—;Peters, Griffin, Woodward, Inc.,

National Representatives
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Reprint
Checklist

These Reprints Still Available!

THE TALENT BEHIND THE SELL 0
Spp from January 1964 25¢ each

A closeup of TV's star salesmen (and women),
the TV model. The business of being a TV
model—or spokesman, or voice, or personality
or any of many commercial specialists—is a
big business indeed. It attracts the estab-
lished celebrity and the unknown alike—and
pays both well. It has created many stars of
its own, and provided a showcase for many
talents other than just face and form. A
depth report on a key element in TV adver-
tising and the people who make it work.

LIFE WITHOUT NETWORKS M
16pp from June 1963 35¢ each

Most TV observers thought they would go
that-a-way, meaning all the way to oblivion.
They started out only a step away, but lately
they have been coming on strong. A thorough
analysis of how the nation’s 35 independent
TV stations kept from being counted out.

THE GCOMPUTERS MOVE IN ON ADVERTISING [
12pp from June 1963 25¢ edch

A growing part of media planning is being
trafficked through electronic data processing
systems and the day may not be far off when
all of it will be programed that way. This
article tells who's happy about it, who isn't,
what it all means to media, advertisers and
agencies. A detailed look at the computer
revolution.

PAY TV: SO NEAR AND YET SO FAR AWAY [
28pp from april-may 1963 50¢ each

A definitive treatment on one of television's
most important subjects: will there be pay
TV1 when? how? This major article, which
appeared in a two-part series, traces the
subject from its beginning over 30 years
ago right up to now, and does its best to
turn some light on the future.

THE FREEDOM OF TASTE 1
#pp from November 1962 15¢ each

Victor M. Ratner’s essay on the historic con-
flict between media and critics stands as
the definitive statement on the side of allow-
ing the people’s taste to prevail. It deserves
a place in the files of all persons seriously
concerned about television and its future.

GCOMMUNITY ANTENNA TELEVISION 0
12ppH from June [962 25¢ each

Friend or foe? It depends. A boon to some
stations, anathema to others, the cable TV
operators are of increasing importance to all.
They're proving the fringes of television can
be profitable too.

TELEVISION MAGAZINE
444 MADISON AVE., NEW YORK 22, N. Y,

o Send quantities checked above to:

Name ...
Company
Address
City wereerecrenrerrenan Zone

State

Payment Enclosed [0 (Note: New York City
addresses please add 4% sales tax for orders of
$1 or more.)

Bill me ]

Minimum Order: One Dollar—Postage Additional
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Congratulations on your article [“ETV:
Uncertain Trumpet”] in the February
issue. It is, in your usual manner, com-
plete, factual and most informative, E. B.
Lyrorn Exccutive Director, wess Lewis-
ton, dMe.

Many thanks for sending me two copies
of the January issue of TELEVISION re-
porting on the television coverage of the
assassination and burial of the late Presi-
dent. I am extremely grateful to you
aud I am (ling them away to be placed
in the President John F. Kennedy Me-
mortal Library. EvEovy~ LiNcoLn Per-
sonal Secretary to the late President Ken-
nedy, Washington, D. C.

I am very mmpressed with the article
“The Four Days” presented in your
January 1964 edition of TrELEVISION
Macazine. The detailed description was
presented in such a realistic manner that
I would like to have a copy of this edi-
tion to keep in my office to be used as a
training aid for the students interested
in special events broadcasting at the TV-
Radio Center at Syracuse University.

The students at the university-owned
and operated non-commercial FM edu-
cational radio station, WAER, worked on
the local scene lor those four days and
gained a great deal of practical experi-
ence. It will be very beneficial tor them
to see just what the major networks
faced concerning technical and produc-
tion problems during those same four
days. Bruce R. EATOoN Special Events
Director, warr Radio, Syracuse Univer-
sity, N. Y.

I am a freshman journalism major at
The Pennsylvania State Universiry, and
am interested in seeking a career in
broadcast (more exactly television) jour-
nalism. Recently ... I came across some
issues of your magazine. [ was impressed,
delighted, and I must admit excited after
I read carefully through them. It seems
to be just the sort ot thing 1 have been
looking for to increase my familiaricy
with all aspects of the field. Wri.Liam
F. Lee University Park, Pa.

PLEASE. SEND AIR EXPRESS COLLECT SIX
COPIES OF FACH ISSUE OF TELEVISION CAR-
RYING STORY OF GROUP OPERATIONS. ARCH
L. MADSEN KSL Inc, Salt Lake Cily.
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THYS SPACE CONTRIBUTED BY THE PUBLISHER

Tomorrow, scientists
may discover the
cause of leukemia.
But today

we need your help.

The American Cancer Society is
devoting more research money to
leukemia than to any other form
of cancer. Many different possi-
bilities are being explored—
viruses, anticancer drugs, early
diagnosis, immunology, bone
marrow transplantation.

Progress is being made. Lives
are prolonged by many months,
sometimes by years, with drugs
and other therapy. The course of
leukemia has been slowed and
even temporarily halted by chem-
icals and blood transfusions.

And today there is hope. Many
research scientists believe that
the next major breakthrough
may be against leukemia. But
much more could and should be
done —now. This will take money
—lots of money.

Your dollars will help
bring closer the day of vic-
tory. Please give gener-
ously. Mail your check to
CANCER, c/o your local -
post office.

AMERICAN CANCER SOCIETY
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Network TV imbalance?

But
do you
know the
dramatic
extent
You of
know, the dips are
of and invited
course, peaks? to see the
Advertisers “Network T
your who Pressure
network want Study”
television documented developed
advertising proof by the
has of Spot TV
built-in network Sales
market- television Development
by-market imbalances Department
imbalances. of
The Katz
Agency, Inc.
666 Fifth
Avenue,
New York,
N.Y. 10019
JU 2-9200
Please ask
for Ext. 318

You can do better with Spot
...much better
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TYCOONS

buy WNBC-TV. Top names in the
banking business know it's the
most efficient means of making
new friends and customers among
New Yorkers. Among the prom-
inent tycoons:

Amalgamated Bank of N. Y.
Bowery Savings Bank
Bankers Trust Co. |
Chase Manhattan Bank F you don't mnnedlz}tcly recognize the equipment lplc.tured al)Q\e as
Chemical Bank N. Y. a standard reporter’s tool, don’t be surprised. It isn't. How it got
Trust Co T to be last month is, we hope you’ll agree, an interesting story.
City Federal To begu? at th§ begmmng. . _ ‘
Savinas & Loan Assoc The subject of program interruptions was one the editors felt de-
Fi Ng ional City B k served presentation (a sentiment apparently shared by the Association
irst National City Ban of National Advertisers, which intensified its long-growing campaign on

Manufacturers Hanover the subject later in the month). We decided the job we could do best

Trust Co. would be: (1) to take a look at actual broadcast practice, using as our

New York State example the New York market, and (2) to document that practice in

Savings Banks Assoc. visual terms. Those were the easy decisions; from there on things got
Take a tip from the Banking Ty- more complicated.

coons: whatever the product or We turned for help to Henry Sondheim and his U.S. Tele-Service

service you sell, viewer interest Corp., which has been monitoring television in New York for the past

is greater WNBC-TV. , . . .
2l on five years. We'd done business with the company bhefore, but not on such

an ambitious scale as we had in mind, and not recently. In the “old”
days of TV monitoring things were simpler: just a man, a television
set and a pencil—sometimes with a tape recorder and, less often, a
camera. No more, at least with our man Sondheim. Now it's all com-
puterized, with electronic scanning gadgets and automatic cameras
synchronized with multiple-track tape units. Push a button and all
hell pops loose—lights flash, tapes turn, cameras start firing away while
indicators and dials and oscilloscopes perform their various gyrations.
[t’s enough to make a reporter caught up in it all long for the simpler
days of pad and pencil.

While it's going on, that is. After you're through-and especially
after you've turned out the 128 pictures readers will see on pages 38
and 39—you have to be at least a little impressed with what science
has wrought.
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Based on ARB television estimates,
subject to qualifications which CTS
National Sales will supply on request.

Especially during Summer, when selling is a breeze for advertisers on the five CBS Owned television stations,
thanks to the excellent cost-audience efficiency achieved via streamlined Summer plans. Like WCAU-TV's
““Summer Media Value Plan,” designed especially to help your Philadelphia sales rise with the thermometer.
Last summer, for example, one major soft drink advertiser enjoyed a refreshing 36% better cost-per-thousand
on WCAU-TV than the same schedule would have earned in the Fall. And another high-riding sponsor got 20%
more efficiency with his summertime buy on Philadelphia’s leading television station. Similarly, in New York,
Chicago, Los Angeles and St. Louis, the CBS Owned television stations help combat soaring temperatures with
tailor-made, low-cost selling plans. This Summer, play it cool. Call your CTS National Sales representative now.

e

Efficiency makes the difference!

© CBS TELEVISION STATIONS NATIONAL SALES

REPRESENTING CBS OWNED WCBS-TV NEW YORK, KNXT LOS ANGELES,
WBBM-TV CHICAGO, WCAU-TV PHILADELPH!A, KMOX-TV ST. LOUIS
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RATES GREAT ONCE A WEEK' RATES GREAT:- AGAINST NEWS! RATES GREAT

ONCE-A-WEEK IN NORFOLK, VA. AGAINST ACTION STRIPPED IN PORTLAND, ORE. AGAINST NEWS
BEATS ITS DIRECT COMPETITION, RATES INCREASES ITS OWN RATING 75% AND
ALMOST 50% HIGHER THAN NEXT SHOW . OWN SHARE 38.9% IN JUST ONE MONTH
NOV. 1963 ARB 7 P.M. 5 OCT. 1963 ARB 6 P.M. NOV. 1963 ARB 6 P.M,
Rating Share | Lead In Rafing Share 5§ Rating Share Rating Share
WAVY THE RIFLEMAN 17.0 405 | HUNT/BRINK 16.5 370 KPTY THE RIFLEMAN 8.0 180 | THE RIFLEMAN 140 250
THE SAINT 125 30.0 | CBS NEWS 16.0 36.0 < ANN SOTHERN 30 65 | ANN SOTHERN 40 70
MAVERICK 11.0 26.5 | MAVERICK 120 270 NEWS SCENE 165 37.0 | NEWS SCENE 190 340
HUNT/BRINK 17.0 380 | HUNT/BRINK 180 320
e SRS T S p ol
- ONCE-A-WEEK IN PHILADELPHIA L S S S ’ e
 AGAINST NEWS AND ACTION STRIPPED IN CHARLESTON-HUNTINGTON

AGAINST NEWS AND ACTION

HO. 1 PROGRAM IN ITS TIME PERIOD. TOP

RATED SHOW 7:00 P.M. ALL WEEK ON WFIL LEADS ITS TIME PERIOD 7 pP.M....DOUBLES
THE RATING AND SHARE OF LEAD-IN

NOV. 1963 ARB (M.T.W.T)

NOV. 1963 ARB

Rating  Share | Lead In Rating  Share .
WFIL THE RIFLEMAN 15.0 400 | TRUE ADVEN. 85 24.0 Rating  Share | Lead In Rating Share
RESCUE 8 110 290 | HUNT/BRINK 180 505 WHTN THE RIFLEMAN 184 38.8 | GIANTS/MAST/BEA 83 19.0
TV 10 NEWS 110 299 | CBS NEWS 80 225 HUCK/SLADE/MAR- PIONEER
! VIN/RIPCORD ~ 18.3 38.6 | HUNT/BRINK 258 583
... ALMOST DQUBLES THE RATING AND SHARE OF ESSO RPTS 101 21.4 | CBS NEWS 9.8 225

LEAD-IN AND MOVES STATION FROM VIRTUAL LAST

TO STRONG FIRST PLACE. ... AND MOVED STATION FROM LAST TO FIRST PLACE

AR SINE 5 A
RS AR S A A e I
ONCE-A-WEEK IN SAN FRANCISCO
MAGAINST NEWS, ACTION AND VARIETY STRIPPED IN SAN ANTONIO AGAINST NEWS
THE NO. | PROGRAM IN 7:00 P.M. TIME 5LOT VIRTUALLY DOUBLES THE RATING OF
NG, 1953 WhE ONE STATIGN AND TRIPLES THE OTHER
Rating  Share - NOV. 1963 ARB 6 P.M.
KPiX- THE RIFLEMAN 130 290 Rating  Share Lead In Rating' Share
YOU ASKED FOR IT 11:.0 240 KONO THE RIFLEMAN 22.5 53.5 | LONE RANGER 160 470
THE DETECTIVES 125 280 NEWS 11.5 275 | HUNT/BRINK 110 325
GRIMSBY/COCHRAN 45 10.0 NEWS 7.0 17.0 | CBS NEWS 60 175

e - ol R SRR S Wiy

CHICAGO, ILL. / ONE HOUR DETECTIVES . DALLAS, TEXAS/ONE HOUR DETECTIVES

DOUBLES THE HOMES, RATINGS AND SHARE OF b INCREASES RATING, HOMES AND
PREVIOUS SHOW IN SAME TIME-SLOT SHARE OVER PREVIOUS SHOW IN
LAST SEASON. SAME TIME-SLOT LAST SEASON.
THIS SEASON/NOV. 1963 ARB/MON. 9:00 P.M. LAST SEASON/OCT. 1962 ARB/SUN. 11:00 P.M.
' H?&;;s Rating Share  Lead in Rating Share § H?&;- Rating Share
WGN  DETECTIVES 1823 8.0 120 | DRAGNET 40 60 - WFAA Chkmate/Hong Kong /Cr&P 164 23 305
WBBM £. SIDE W. SIDE 3528 17.0 255 | ANDY GRIFFITH 340 490 KRLD M Squad, Drgnt/Comedy 76 15 218
WNBQ SING WITH MITCH 4942 230 340 | HLYWD & STARS 140 20.0 . WBAP Islanders 105 20 38
WBKB BREAKING POINT 3924 185 27.5 | WAGON TRAIN 160 200 %{1 KTVT  Starlight Thea. 62 1.0 16.0
;
LAST SEASON/NOV. 1962 ARB/MON. 9:00 P.M. ﬁ THIS SEASON/OCT. 1963* ARB/SUN. 11:00-P.M.
WEN  HERB LYON 863 40 60 | SURFSIDE 6 80 120 & :‘;:: [s)::\ec:;‘:suom f;f g;’ A
WBBM L. YOUNG/STUMP 3573 17.0 250 | ANDY GRIFFITH 370 540 - WBAP 5 Star Thea/Abe Martin & 1o 5s
WNBQ BRINK/DATE CHI. 1928 9.0 13.0 | PRICE RIGHT 100 150 KIVT  News/Wea. (15 min.) 2 1o

WBKB BEN CASEY 7835 37.0 545 ) STONEY BURKE 10.0 15.0

WITH THE DETECTIVES . .. RATINGS UP 52%
ALSO DOUBLES LEAD-IN RATING AND SHARE. HOMES UP 46% » SHARE UP 54 %

HOMES UP 111.2% o RATING UP 100% e SHARE UP 100% NOTE: The 11 P.M. time period in Dallas is after the late news

r— R *No complete Dallas rating evailable for Nov. 1963

SAN FRANCISCO / HALF HOUR DETECTIVES

s

M

o

AR A T

A VIRTUAL TIE FOR FIRST PLACE AS IT INCREASES - PORTLAND, ORE./HALF HOUR DETECTIVES
HOMES, RATINGS AND SHARE OVER PREVIOUS !

SHOW IN SAME TIME-SLOT ONE YEAR AGO. THENO. 1 PROGRAM IN ITS TIME

.. PERIOD IN TOTAL HOMES REACHED...
THIS SEASON/NOV. 1963 ARB/THUR. 7:00 P.M. . FOR SECOND CONSECUTIVE MONTH.

H?O”(‘)‘)u Rating Share Lead In Rating Shire & OCT. 1963 ARB/SAT. 6:00 P.M.
KRON DETECTIVES 1608 12.5 28.0 | 6:30 RPT. 105 245 H?(;Bgs Rating Share
KTV ASKED FOR IT 13 110 240 UICK DRAW 5 200 ;
il Yo P 2 ; e 4 % KGW DETECTIVES 417 9.0 36.0
KPIX  RIFLEMAN 1710 13.0 29.0 | CBS NEWS 16.0 375 ﬁ KATU SURFSIDE 6 167 e 20.0
. k SHOW/SPTS J i | ’ .
KGO0 GRIMSBY/COCHRAN 481 45 100 | BIG / 45 110 KOIN MAN FROM COCHISE 372 0 200
LAST SEASON/NOV. 1962 ARB/THUR. 7:00 P.M. KPTV WIDE WORLD SPORTS 250 6.0 240
KRON CALIFORNIANS 1020 8.0 180 | HENNESSEY 80 225 NOV. 1963 ARB/SAT. 6:00 P.M.
KTVU  YOU ASKED FOR IT 1688 155 34.5 | QUICK DRAW 9.0 255 ; KGW DETECTIVES 489 10.0 290
KPIX ACROSS 7 SEAS 1278 115 25.5 | CBS NEWS/NEWS 105 30.0 . KATU SURFSIDE & 158 5.0 15.0
KGO NEWS 7/ABC NEWS 637 55 12.0 | BIG SHOW 70 195 KOIN M SQUAD 391 6.0 18.0
KPTV WIDE WORLD SPORTS 480 13.0 330

HOMES UP 57.6% o RATINGS UP 56.2% o SHARE UP 55.5%

RATES GREAT AT 6 P.M., 7 P.M., 7:30 P.M.; 9 P.M., 10_P.M., 11- P.M. AND EVEN
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CLOSEUP: JIM AUBREY continued

Comedy had been a proven formula for CBS going back to its pre-TV raids on NBC

sell out every season, does usually sell out first, does get the
highest rates (as high as $57,000 a top prime time minute)
and does make more outright program sales—versus less
profitable minute sales—than the competition. General
Foods puts most of its network TV dollars into CBS and
P&G sends a sizable share of its TV budget there too. The
country’s biggest advertisers do no one any favors. They're
on CBS for a reason—and that reason is programing that
wins.

“ABC,” says one TV packager, “puts sales first. NBC is
news oriented. CBS places its faith in building programing
that will attract and hold the mass audience. That pro-
graming may not be as creative or as daring as some of the
things done by the other networks. It's usually comedy, it’s
usually safe, it’s usually well executed and it usually sells.”

CBS-TV this season takes five of seven nights from the
competing networks, helped in part or entirely by comedy
and comedy-variety shows. Eleven-and-a-half hours of the
network’s weekly programing goes to comedy or related
fare (vs. eight hours for ABC, six hours for NBC). On the
tentative 1964-65 schedule, it looks like comedy in about
the same proportion, strongest with CBS.

Comedy is no accident with CBS. It’s a proven formula
dating back to Bill Paley’s pre-TV raid on NBC for such
comedy stars as Red Skelton, Jack Benny and singer Bing
Crosby. Other comics gravitated to CBS after that, drawn
by places next to the top names on the network schedule—
with capital gains deals often thrown in for added inspira-
tion.

From radio it carried on into television and Paley, with
a lock on some of the country’s hest comic talent, was able
to demand and get complete control over his programs.
Comedy has been and continues to be CBS’s best drawing
card. Of CBS-TV's top 12 shows, nine are comedies.

Jim Aubrey, called by some a junior Paley, does not
argue with the comedy formula because he does not argue
with success. But he will not leave what seems to be well
enough alone if he thinks it can be better. He said, shortly
after taking over CBS-TV almost four-and-a-half years ago,
“While nobody likes to displease, our paramount concern
must be towards the more eftfective use of our medium. We
must do things better. If major surgery is necessary, we
have no alternative.”

It was a short statement containing surprising substance.
Aubrey has thrown shows with passable ratings off CBS
because he believed their replacements could do better. He
does not believe in the axiom “never tamper with a hit.”
He tampers and polishes and plays programing checkers to
a degree never before known in network television. Be-
cause of this, Aubrey says, “we have more shows on the air
longer than anyone else.”

Indeed they do. At the outset of the 1963-64 scason CBS
opened with 25 prime time programs held over from pre-
ceding years vs. 27 [or ABC and NBC combined. And CBS
has 10 of the 15 shows on the air for six years or longer.
This preservation of proven hits attracts sponsors who don’t
want to gamble, keeps CBS’s new show start-up costs at a
low point and kecps new show ideas in the works longer—
the better to polish and be sure of.

ABC last year noted with pride that it plows some $3
million annually into new program development. To
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Aubrey’s way of thinking this shouldn’t be a boast. Fresh
troops in a schedule are chancy. CBS-TV is spending about
$4 million tooling up production for the next fwo seasons,
has around 50 different projects in the wings.

Aubrey maintains that he will take new shows from any-
one as long as they're ““the best shows possible.” But he has
increasingly taken from independent packagers and pro-
ducers to the virtual exclusion of Hollywood's major studio
“factories.” Aubrey insists that CBS have creative control
over every show, that it pull out of any deal—even at the
risk of blowing a sizable investment—il it loses control.

“If we've learned one thing,” says Aubrey, “it’s this. In-
dependent producers are not more capable than major
studios. But individuals who are involved with the creation
of a show tend to remain with that show. And if they have
an ownership deal, they have an incentive to devote more
time and energy to its success than if they were on the staff
of a major studio.

“WE HAVE TO HAVE FOLLOW-THROUGH CONTROL”

“Too often,” Aubrey continues, “great pilots are made
by studios. Their best men work on them and no expense
is spared. After the sale, however, second best takes over
and it's not the same show. We have to have follow-through
control because the factory process cannot work in creative
areas. The public is too sophisticated to be fooled with
anything but good quality fare.”

CBS is the second-largest producer of network film pro-
grams after MCA’s Revue Productions. It owns more shows
and has co-ownership deals in more shows than any other
network. [t will not permit any star to run a program.
Aubrey turned down Jerry Lewis a year ago when the
comedian was after a CBS berth. Lewis had demanded
final say on his show. “Jerry got his say at ABC,” says one
programing man, “‘and he talked himself right back to the
nmovies.

CBS wants to know four things about any show it con-
siders: who's going to write it, who's the director. who's the
star and, most importantly, who will be the producer, the
guy who rakes the whip and the worries.

CBS is happiest when it can work with people who have
a successful track record and a feeling for joint develop-
ment. Aubrey sat down three years ago with Filmways
Inc. (Mr. Ed) and writer-producer Paul Henning ( The Bob
Cummings Show) . Out of the meetings came T he Beverly
Hillbillies, top-rated show two seasons running. Last year
CBS got Henning to repeat himself with Petticoat Junction,
top-rated new show this season. And Aubrey rays Henning
is preparing yet another comedy for CBS-TV’s 1965-66 sea-
501,

To Jim Aubrey, dealing directly with producers, and
even down past them with creative men on all phases of a
show, Is part of the job of running a network. He reads
just about every script he can get his hands on. changes
series titles, has scenes reshot to his liking, puts in a word
evenl on minor casting. It isn’t anything new. It goes way
back.

During World War II Aubrey was an Air Force test
pilot. What he said as a 26-year-old was helping make or
break U. S. fighter planes and bombers. When he was gen-
eral manager of XxNXT Los Angeles, 10 years later. a sales-
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NO QUESTION about it! The package
vou remember—the package that
commands vour attention is the paek-
age in color. Same with vour product
when you give your commercials the
PLUS OF COLOR. For color ix reul,
People see color...think color...
remember color. Point-of-purchase
recall is enhanced when vour products

are viewed in color.

Even if your present decision must
be black-and-white—be sure to film

your commercials in color, then you
can go in any direction. Impact will
be increased . ..shades and subtleties
will stand out as never before. And
from the same EASTMAN color neg-
ative, you can get top panchromatic
prints. What's more, vou'll be gaining
experience with color ... building a
backlog of color material today for
use tomorrou.

For the purchase of film, service,
and technical queries, write or phone:
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a package—
any package

PR

Motion Picture Products Sales Dept.,
EASTMAN KODAK COMPANY,
Rochester, N.Y. 14650, or the regional
sales divisions, 200 Park Avenue, New
York, N.Y.; 130 East Randolph Drive,
Chicago, Ill.; 6706 Santa Monica
Boulevard, Hollywood, Calif.

FOR COLOR ... EASTMAN Film
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CLOSEUP: JIM AUBREY continued

“Aubrey is a king. He has more power than Louie Mayer or Sam Goldwyn ever had”

were $2.27 compared with $1.62 per share earned in 1962.
(Actual per share earnings: $4.54 in 1963, $3.24 in 1962.
The lowered figures reflect the new CBS two-for-one split.)

Aubrey, it is said, inherited a go-go-going concern when
he took over CBS-TV in December 1959. With established
stars like Jack Benny, Danny Thomas, Red Skelton, Garry
Moore and Ed Sullivan all riding around in ratings-tested
vehicles, who couldn’t keep the audience happy? It does
Jim Aubrey an injustice to call him a caretaker. He is a
programing man—the best around, according to most obh-
servers—who has an intuitive sense of what will hit and
what will miss, what's failing and if sonie tinkering can save
it. And if in Aubrey’s judgment it can’t be saved, forget it.

Aubrey may not have studied the business philosophies
of former General Motors guiding light Alfred Sloan, but he
practices them almost out of inner belief. *“The final act
of business judgment is intuitive,” said Sloan, and “no or-
ganization is sounder than the men who run it.” This too
is a basic CBS belief running down from board chairman
William S. Paley through president Frank Stanton and into
every CBS department. Aubrey reports “upstairs” but he,
as do the presidents of all CBS’s seven operating divisions,
runs his camp with a degree of autonomy uncommon in
most communications complexes.

A COMPULSION TO WIN

It was Sloan’s belief, as it is Aubrey’s, that the chief re-
sponsibility of the top executive is to make decisions—even
at the risk of making wrong ones. Sloan thought an aver-
age of 50-50 was pretty good. Aubrey seems to bat much
better than that. His compulsion is to win—a time period,
a night, the week, the season. He is called ruthless, steely,
heavy-handed. He cannot stand failure, in a show or in a
man.

“I'll tell you one thing about Jim Aubrey,” says an agency
man. “He's definitive.  When you have the cards he knows
that you’ll use them. And you can be sure that if he holds
the cards, he’ll lay them down and that’s that. He respects
the weight of General Foods and Procter & Gamble, but
he can be rough even with them. His basic obligation is to
the CBS stockholders and he doesn’t have to paint a sign
to let you know it.”

From the same agency man: “Aubrey’s competitors are
frightened by him. They usually wait for CBS to act, then
they react. Aubrey appears to be better than he is because
the others seem to be so bad. He's surrounded himself with
yes men at CBS, to be brutally frank about it. They're
skilled, sophisticated executors of his command, don’t take
that away from them. But Aubrey runs that network and
there’s no question about it.”

You hear it everywhere. ‘‘Have you heard the latest Jim
Aubrey story?” The likely answer is, “I've heard four this
week. What’s yours?”

The Jim Aubrey story is a popular “in” form among
television and advertising men on both coasts. It’s usually
as heavy-handed as an elephant joke and as complimentary
as a passed-up option. As far as the gossip mill is concerned,
Aubrey has three lieutenants who do nothing but line up
toes for their boss to step on. Tramped on recently: half

the stars in the CBS stable, a dozen prospective advertisers
and David Susskind.
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James Thomas Aubrey Jr. is not a lovable Horatio Alger
or a flamboyant Ziegfeld, not even an impersonal calculat-
ing machine or an unreasoning tyrant. Many people know
Aubrey in many ways. To all, including his closest friends,
he is careful not to betray the existence of some smoldering
inner life, which every man owns but seldom reveals.

Aubrey can have a decade-long friendship with a progran:
packager but no sense of clubby generosity is going to make
him take that packager’s product if it doesn’t measure up
to his standards. He’s ruthless in cutting shows that are in
trouble. He doesn’t butter people up. He can be charm-
ing but he can also ignore the little courtesies talent some-
times consider their due—a favored producer may have a
bottle of Ambassador 12-year-old and a fifth of Jack Daniels,
courtesy Jim Aubrey, waiting when he arrives at his New
York hotel; a pampered star may, on the other hand, go into
a snit because Aubrey doesn’t pamper her with a phone
call when he’s in Hollywood.

“Jim,” says a {riend, “is a king. He rules totally. He has
more power than Louie Mayer and Sam Goldwyn ever had
at the height of their greatness. And he’s the most restless
man in the world. He goes everywhere and he sees every-
thing—every movie, every Broadway play, every TV show.
He's tireless and he loves it and he’s involved in the destruc-
tion of the status quo.”

Enemies? Knockers? Aubrey's got them. “What success-
ful business leader hasn’t?” asks one programing man. “Au-
brey assigns value judgments and if what’s important to
you isn’t in one of those judgments you get mad. It hap-
pens every day and in every business. He’s the boss. 'Who
loves the boss?”

“About this Hollywood business,” says one agency pro-
graming executive as if all the world knows about Jim
Aubreyand the “Hollywood business’ (presumably reported
“rows” over renewal, positioning or show ideas with Jack
Benny, Danny Thomas, Lucille Ball, Red Skelton). *“Stars
are like little kids and when you’re running a big business
you haven't got time to pamper them and hold their hands.”
Is Aubrey building ill will that some day may come back to
hurt him?  “I doubt it,” says the agency man. “‘People
have short memories and the stars need Jim Aubrey more
than he needs them. He’s the buyer, they sell.”

But this line of reasoning can also be turned around
against CBS and Aubrey, as it often is. Many ad agencies
and advertisers feel that CBS-TV’s runaway success has
given the network a high-handed arrogance that filters
stronger every year into its program selling, leaving a “take
it or leave it” attitude that has ad men fuming.

“CBS’s sales promotion presentation this year,” says one
agency man who viewed it, “was predictable, to the point
that questions were not encouraged or, it seemed, even ex-
pected. “This is CBS you're questioning’ was the over-
whelming impression left with us.”

Another agency man says, “CBS-TV sales executives today
have the habit of privately sounding off against advertisers
who ‘shop around’ for network bargains instead of rushing
wildly into the CBS schedule. They forget entirely that it’s
only natural for the advertiser to try and get the best deal
possible for himself. It’s like we have an obligation to help
CBS sell out before the trees bud again.”

Still, whether arrogant or not, CBS-TV does indeed nearly
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CLOSEUP
JAMES T. AUBREY ]R.

IRON FIST
LESS

VELVET GLOVE

BY ALBERT R. KROEGER

rROM the top of a ratings report to the bottom of an
F earnings statement, CBS Inc. is a smashing success. Con-
tributing most to that success is CBS-TV, the network
dominant in programing, dominant in advertising and dom-
inated by president James T. Aubrey Jr., whose notable
quirk is an old-fashioned notion that what the boss says
goes—and so goes CBS-TV.

Jim Aubrey leaves no doubt in anyone’s mind that he
is boss, that his word 1is law, that he answers only to the
owners of CBS Inc. He chooses it this way and CBS stock-
holders have no quarrel with the choice. As long as the
dividend checks keep coming—and fattening—Aubrey’s iron
fist needs no velvet glove.

Aubrey has been four years in command of CBS-TV. At
45, he is one of the most powerful men in tclevision, a smart
businessman in an industry in which competition is vicious,
survival an art and where the payoff comes in dollars, not
first prize in a personal popularity contest.

“You may not like Jim Aubrey personally,” says the pro-
gram chief of a major ad agency, “but you have to respect
and admire him as a businessman—and brother, this is busi-
ness. He lets you know where you stand. T'll deal with
him as long as he’s got CBS on top. When he’s not on top
I'll go somewhere else. But from where T sit, that’s not
going to happen soon.”

CBS-TV does indeed wear well.

)

It’s like a long-playing
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record with the needle stuck on the Victory March. The
melody spins out unbroken. The network’s 1963-64 season
claims come over loud and clear: the biggest average night-
time audience for the ninth consecutive year, the world’s
largest single advertising medium for the tenth consecutive
year.

And it continues: 9 of the top 10 1963-64 nighttime pro-
gram series, 15 of the top 20 nighttime shows, 5 of the top
5 daytime series, 9 of the top 10 daytime series, the Beverly
Hillbillies as the most popular nighttime program, Petlicoal
Junction as the highest rated new nighttime series.

ABC and NBC may dispute some of the claims but there
is no getting away from CBS’s overall advantage. CBS-TV
and the five CBS-owned TV stations last year took in $415
million, an estimated $40 million morc than NBC-TV.
The CBS network is said to pull in about 39% of the net-
work business compared with 35% for NBC, 269, for ABC.
And CBS, by virtue of its dominance in hit TV shows,
charges higher rates than its competitors, has a much wider
profit margin. That profit in 1962 was 669 of all network
earnings, by simple mathematics twice as much as ABC and
NBC combined made that year.

CBS last month announced its overall profits and sales
for 1963. Its consolidated net income rose an astounding
41% over 1962 to an all-time, 37-year record of $41,811,476
on record sales of $564,818,039. Per share earnings for 1963
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With ABC’s initial program offering falling behind ex-
pectations, Wagon Train was in deep trouble from its start
at 8. It couldn’t fight off the no-lead-in handicap and sunk
steadily for the 90-minute stretch it was on the air. Mean-
while, back at CBS, Lucy debuted to the advantage ol a
pre-assembled audience. Cornell had calculated that L uey’s
high-powered appeal, especially to children, would deliver
high share, predicted she’'d place a close second to Wagon
Tramm. The CBS redhead reaped the benefits from Wagon
Train’s lack of lead-in, gathered additional fucl from her
regular fans and took the time siot handsomely. Monday
night on CBS continued to gain audience momentum
through the 9:00 Danny Thomas Show and 9:30’s Andy
Griffith. NBC's 9:30 half-hour IHollywood and the Slars
was a poor third. as expected.

As Cornell foresaw last fall, the 10:00 hour went to East
Side, West Side and GBS (all three networks had new pro-
grams in this time period). Still, Cornell feels there was an
element of a miss about the show—"With the kind of audi-
ence that CBS was building all night East Side, West Side
should have done much better.” CBS obviously concurs:
it’s out for next year.

Cornell visualized in October that Monday night would
be a tight fight between CBS and ABC, separated them by
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a single rating and share point. He feels the CBS Monday
runaway resulted from a key ABC program error in Quter
Lumits. The fact that it left Wagon Train unarmed with
leacd-in to fight it out with three of CBS’s top comedy ba-
nanas changed Monday night’'s three-nctwork picture con-
siderably. CBS ended the evening covered with the glory
ol a 22.2 average rating and a 36 average share of audience.
The second spot was divided equally between NBC and
ABC, both garering a 16.8 rating and a 27.5 share.

TUESDAY

On Tuesday Cornell came through with a near perfect
score 1n picking time period winners. As he predicted ABC
took the first half-hour audience edge at 7:30 with Combat
winning over CBS's station time and the beginning of
NBC’s Mr. Novak. But the ABC soldiers couldn’t hold the
8:00 fort, dropped their sccond half-hour to veteran CBS
powerhouse Red Skelton. Skelton came through for his
network and analyst Cornell, increasing his audience as his
hour show went on.  (Although Skelton performed as ex-
pected, Cornell was surprised at the showing ol McHale’s
Navy on ABC. While McHuale was bested by the comedian
and stood second to him, the ABC entry got enough of
Skelton’s children to dent Skelton’s second half-hour some-

o 0
To page 62
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HINDSIGHT continued

Ben Casey’s showing wasn't Cornell’s only disappointment
from ABC. The Ayer forecaster prophesied CBS would
take across-the-board programing honors (lie torecast a 20.4
average rating, CBS came through with 21.1) but the close
battle he foresaw between ABC and NBC (he gave ABC
17.3 and NBC 17.0) didn’t turn out as predicted. Instead
NBC took the number two niche with 18.6 while ABC
trailed a poor third with 16.3.

In order of finish, the season’s top 10 ratings champions
were: Beverly Hillbillies, Bonanzu, Dick Van Dyke Show,
Petticoat Junction, Andy Griffith, Candid Camera, The
Lucy Show, Red Skelton, Walt Disney’s Wonderful World
of Color and the Jackie Gleason Show. CBS comedies con-
tinued to ride the crest of the popularity wave, took eight
out of 10 spots, leaving room for NBC’s Bonanza and Disney.

Nightly, network winners broke down this way: Monday,
Tuesday, Wednesday, Thursday and Saturday belonged to
CBS. Friday and Sunday went to NBC. The best ABC did
all week was to come in a closc second to CBS on Tuesday.

The Cornellian view that old favorites would continue
to hold viewer supremacy while new offerings would fall by
the television wayside in great numbers prevailed as ex-
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pected. Television oldtimers returning to regular slots
were far ahead of other programs, domg even better than
Cornell expected. Old programs at new rimes did better
than new offerings but slightly less well than Cornell antici-
pated. And as Cornell deduced in October and tentative
schedules for 1964-65 seem to hear out, television’s program
debutantes cied hardest, fastest and most [requently. Of
last season’s 34 new entries only Petiicoat Junction rated in
the Top 10 (Cornell predicted it would be the top new
program) .

MONDAY

Monday night belonged to CBS straight down the line.
At 7:30 ABC's Outer Limits provided Cornell with his
prime miss of the evening. He had picked the tales of the
supernatural to outdistance competition from To Tell The
Truth and I've Got a Secret on CBS and NBC’s first hour of
Monday Night At the Mouvies. Cornell explains that the
pilot of Outer Limifs was “terrific’” but that none of the
succeeding episodes in the series lived up to it. ABC’s
first hour loss was CBS’s gain.  To Tell the Truth caught
the bulk of early evening viewers who stayed through the
8 o’clock I've Got A Secrel. Monday Nighi at the Movies
on NBC took movie fans for a two-hour second place.

TELEVISION MAGAZINE / March 1964
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the competition.”  (Essentially, that means that any time
you're wrong once you're likely wrong three times in the
predicting business: one hit makes two errors.)

Aside from some individual program judgment errors,
Cornell found one general element of audience bhehavior
affecting most of his program predictions: the generally
higher sets-in-use level which occurred during many time
periods. In the preceding season, the reverse had occurred:

sets-in-use had declined. The set usage changes in Novem-
ber-December 1963 were mainly on four nights of the week,
and generally occurred in the earlier part of these evenings.
While Cornell teels 1t is too early to determine all the rea-
sons for increased set usage, he believes that programing

changes are basically responsible. TFor instance, sct usage
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increased strongly at 8-8:30 on Tuesday this season, due to
the move of Red Skelton to a half-hour earlier start. Yet
set usage at 9-9:30 was lower than last year.

Cornell’s two biggest errors in estimating ratings were on
TV’s two highest rated programs—The Beverly Hillbillies
and Bonanza. Cornell picked the Hillbillies to be the high-
est ranked show on the air, even in the face of heavy com-
petition from a former No. 1 stalwart, Ben Casey. The
Hillbillies did indeed finish first in the ratings race—but
with a whopping 37.3 rating instead of the predicted 29.7.
Cornell also tapped Bonanza to be the top NBC offering
and a distinct winner over Judy Garland and Arvest & Trial.
Bonanza came through as Cornell predicted but with a 34.8
rating instead of a 23.3. continued
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Where averages are shown, dark type indicates rating, light type indicates share of audience.

BY DEBORAH HABER
N ow is the time for all good programing analysts to come

to the aid of their pre-season predictions. Like Jim
Cornell, for example.

N. W. Ayer & Son forecaster James H. Cornell drew his
annual bead on the new season entries in TELLVISION Maca-
ziNE’s October 1963 issue. Now, armed with rating and
share points from the critical November-December rating
periods, he’s ready to present his annual after-the-fact view
of how accurate his 1963-64 forecast was. Or wasn’t. The
results:

e Cornell picked the winners in 37 of the 52 half-hours
in competition over the week'’s schedule, a .710 average.

e Cornell predicted 36 (41.9%) of the season's 86 pro-
grams within 1.0 rating point or 2.0 share points.
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e Cornell predicted 51 (59.3%) ol the season’s 86 pro-
grams within 2.0 rating points or 4.0 share points.

Where Cornell was right, and where he was wrong, can
be traced through the programing week on the “Hindsight”
schedule across these two pages. The factors which affected
his predictions, and which made the 1963-64 season what it
was, are detailed in the night-by-night report which follows.

Cornell's “wrong” calls fell into three categories: (1)
errors in judgment—"I was just wrong and I admit it”; (2)
errors traceable to misleading information—"stemming most
frequently from a series that didn’t live up to its pilot”; (3)
errors traceable to an error somewhere else on the schedule
—"Shows don’t exist in a vacuum. If you misjudge an entry
on one network it has to affect the standing of programs on

TELEVISION MAGAZINE / March 1964
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Top three razor blade makers slash away with TV campaigns for stainless steel

GILLETTE

The pitch is that men’s beards
are as different as finger-
prints. One thing male beards
have in common is Gillette’s
guarantee for more
comfortable shaves.

PAL

Shaver goes from beast to
beauty because of Pal
injector razor and blade,
which offer him

“the comfortable feel of
total stainless steel.”

PERSONNA

Men on the street praise
numerous shaves from a single
Personna stainless. If un-
satisfied, announcer Shipley
promises to buy Personna
users another brand.

SCHICK

Real barbers with real beards
shave before the

television cameras with
Schick stainless. One blade
managed to shave 15 of them
“clean, close, comfortable.”

Schick broke into television advertising in June. The
first commercial, shown in Los Angeles and New York,
featured movie straight-shooter John Wayne returning from
a fishing trip and telling his son that he used “one blade for
five shaves.” Schick and Compton aimed for “believability”
and it seems that few people can match straight-arrow Wayne
for sincerity. As Altman explains, “John Wayne doesn’t do
commercials. When he does you have to believe it.”

Wayne got viewers to believe it initially on a market-by-
market basis. By July Schick was ready to tell its stainless
story nationally. The John Wayne testimonial was aban-
doned for a “factory” commercial, zeroing in on how strips
of stainless steel are made into blades that give “extra
smooth, long-lasting shaves.”

Schick hammered away with its story about the shaving
revolution. American Safety Razor began to tell its televi-
sion tale. But all was strangely quiet on the Gillette front.
Compton’s Altman theorizes that “Gillette still considered
stainless a fad—something that would go away.”

It didn’t. Schick continued to produce stainless blades
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and television commercials to sell them. Altman explains
that technical know-how continued to improve as time went
by. “We had shaving tests that showed tremendous numbers
of shaves coming from a single stainless blade. While this
was terribly exciting, we didn’t feel that the average man—
used to getting three shaves from a carbon blade before he
started bleeding—would believe the wild numbers we were
getting in lab tests.” Compton then went after the number
of shaves that would be attention-gettingly high but still
believable. It hit on 15 shaves to the blade—"a pretty good
average”—and then went on to get the personalities to testify
to 1t.

Schick’s choice of spokesmen: 15 barbers. “When it
comes to shaving what greater authority is there?” Altman
asks. The first 15 all came from Los Angeles—"“We just
walked up and down the street picking up barbers.” With
a one-day growth of beard behind them, they went before
the TV cameras and shaved publicly with one blade.

On January 4 a new twist was added to the Schick televi-
sion campaign. In addition to the clean-shaven 15 on film,

To page 60
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COLOR

T started with the British. In 1962, the Wilkinson Sword

. Company Ltd., doing a growing business in garden
tools and a diminishing one in swords, shipped some razor
blades to the United States. The object of the blade ship-
ment was to generate a bit of Yankee interest in Wilkin-
son’s garden tools. Something else happened: there was no
measurable run on Wilkinson pruning shears but the
blades sold out. American men happily plunked down 15
cents per blade for the Wilkinson blade in preference to
U. S. brands costing far less. The reason: Wilkinson's was
made of stainless steel and claimed 18 to 30 shaves per blade.
To the average shaver accustomed to a four-shave maximum
from carbon blades, stainless blades seemed a shaving
Shangri-La. To America’s three major blade manufactur-
ers—Gillette, Schick and American Safety Razor—stainless
steel meant a new way of life,

At least two of the top three blade makers, Schick and
ASR (Personna, Gem and Pal blades) , saw stainless steel as
a happy opportunity. For years Gillette had a definite edge
on America’s whiskers. The giant “G” sold 90% of the
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STAINLLESS
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double-edge blades in the U. S. and had 709 of the entire
razor blade market. Fallout from the $160 million-a-year
blade industry was divided among Gillette’s competitors.
Schick Safety Razor Co., a division of Eversharp Inc., ac-
counted for some 16%, while American Safety Razor (a
subsidiary of Philip Morris) claimed 15% for its Gem
and Pal carbon blades. With the introduction of stainless
steel the blade deck was due for a reshuffling. Schick and
ASR rushed into stainless production. But while the com-
petition armed with stainless, Gillette seemed to be resting
on its Blue Blades.

Round one went to Schick, first out with its twin stainless
blade entries—Schick double edge and injector.

And as account executive Bruce Altman of Compton Ad-
vertising in Los Angeles tells it, “There’s nc question that
being first out and on TV was of tremendous importance in
our sales (Schick sales for 1963 doubled 1962’s with stain-
less blades the major reason). There was a genuine product
advantage about being first with the most exciting product
of the year.”

TELEVISION MAGAZINE / March 1964
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W hat this story tells: how much there is (in New York). What it doesn’t: how much is too much?

ANIGHT on tclevision in any U.S. city comprises a fantastic
number and variety of images. On pages 38 and 39
TeLEVISION MacazINE has isolated, identified and timed
128 of the images which appeared on TV screens in New
York City between the hours of 7:30 and 11 p.m. on Feb.
17, 1964. Together they shed considerable illumination on
a question which is in for agonizing appraisal by many seg-
ments of the television industry: are there too many in-
terruptions of TV programing by non-programing material?
Or, to use the opinion-word currently in vogue, is there
too much “clutter” in television?

This report does not answer that question. It does, how-
ever, lay the situation out so that parties to the dispute can
see what they're disputing about—and so that others can see
what the problem is. Before analyzing it, however, several
disclaimers are in order:

o This report does not purport to tell the whole story. It
tells only what happened in New York on Feb. 17. And at
that, it tells only the story of one-sixth of the material tele-
cast by the city’s commercial stations that night. (One sixth,
of course, is all the individual viewer can see.)

e It does not present a “typical” situation in the usual
research sense of taking into account all possible variables.
(It does, however, present an actual one.)

» TELEVISION believes the elements presented on the pre-
ceding two pages to be completely accurate in showing what
appeared that night on the channels designated and in the
sequence reported. They are not completely accurate in
terms of the times they began and ther duration on the air.
They are, however, generally accurate and, in the opinion of
TELEVISION's editors, present a fair picture of what hap-
pened that night.

(The inaccuracy resulted from the physical impossibility
of accurately timing each of the many elements which fol-
lowed on each other’s heels at splitsecond intervals in the
course of the night’s programing. Hence, TELEVISION arbi-
trarily assigned a length of 2 seconds to the smallest units
noted—usually station or network identifications and pro-
gram logos—and a length of 5 seconds to all billboards. Ad-
ditionally, the starion being monitored usually “went to
black” for a fraction of a second between each of the ele-
ments in its signal, which added up to enough time to make
the monitored record mathematically inexact. TELEvISION
in its log made everything balance, and in the process may
have added a few seconds or deducted a few from either pro-
gran or non-progran units.)

Monitoring began at 7:30 with weix, ch. 11, which at that
time was rolling a commercial for the New York Daily News.
From there it went into titles for The Honeymooners tor 37
seconds, then to a 60-second commercial and then into the
program for 9 minutes 8 seconds. At 7:40:53 wpix telecast
two 60’s together, the second a piggyback for Red Heart dog
food and Kitty Krumpets cat food. Then followed 13 min-
utes and 15 seconds of programing—the third longest unin-
terrupted stretch of programing TELEVISION monitored.

At 7:56:08, beginning with an Anacin commercial, weix
ran into a busy period. In order came a second commercial,
then the program credits, a promo for a program the next
night, an 1D, two more commercials, titles for the next pro-
grani, a billboard and then a 60-second commercial. Then
followed programing for The Tom FEwell Show, which
TEeLEVISION followed for 2 minutes 41 seconds before switch-
ing to ch. 9.

TELEVISION MAGAZINE / March 1964
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The Million Dollar Movie was in progress on WOR-TV at
8:04:00, and continued for 8 minutes 20 seconds. Then
were presented a logo, a 60-second commercial, a 60-second
promo, two piggyback 30’s for Playtex, a logo and then the
film. That program segment lasted 10 minutes 28 seconds.
was then interrupted by a logo, a 60, a 10-second promo,
another 60 and another logo (customarily termed “bumpers”
by the trade). TELEvISION followed the show for 5 minutes
54 seconds, then switched to ch. 7.

WABC-TV was then (at 8:34:00) in the first minutes of
Wagon Train, which is so structured that the titles don't ap-
pear until about 7 minutes into the show. That night they
came on at 8:37:27, followed by two billboards, a 60 and
then more titles before the program resumed at 8:38:57.
Then followed 13 minutes 41 seconds of programing, the
night’s second longest stretcch. Then a lone 60 at 8:52:38,
followed by 15 minutes 30 seconds of program, the night’s
longest stretch. At 9:09:08 the tempo picked up: in order
there appeared a 60, an ID, a promo, a 20, another 20,
another 1D, titles, a billboard, another billboard and a 60.
The program then ran for 2 minutes 39 seconds before
TELEVISION switched to ch. b at 9:15.

Sam Benedict was running on wNEw-Tv at the time, and
for the next 6 minutes 42 seconds. Then came a logo, a 60,
a logo and another 60 before the program resumed for 5
minutes 1 second at 9:23:46. The next break began with a
logo, then went on to a 60, an 8, an ID and another 60. The
next program segment was 9 minutes 25 seconds, followed
by a logo, a 60, a promo and another 60. TELEVISION
watched the next 59 seconds of Sam Benedict, then switched
to ch. 4.

WNBC-TV was carrying Hollywood and (he Stars then
(9:48:30). Ten seconds later it telecast two 30°s together,
then returned for 11 minutes 40 seconds of program. Then
a logo, a piggyback 40 and 20, another 1 minute 28 seconds
of program, then a billboard, 23 seconds of credits (with
voice-over promos for both the johnny Carson Show and
Sing Along with Mitch), an 1D, a promo, a 20, another 20,
an ID, another ID and then titles of Sing Along. After 2
minutes 6 seconds of programing it telecast three billboards
followed by a 60. After that came 12 minutes 54 seconds
of program, a 60 and then 2 minutes 31 seconds of program
before TELEVISION switched to ch. 2 at 10:20.

East Side, West Side was on wess-Tv then and for the next
7 minutes 24 seconds. At that point came the evening’s
longest (in terms of TELEVISION's monitoring) sequence of
program interruptions: 13 in a row. They were a logo, a 30,
another 30, a logo, a billboard, a logo, a promo, an 1D, a 20,
a 10, a logo, a billboard and a 60. After that East Side re-
sumed for 13 minutes 7 seconds, followed by a logo and a
60, followed by another 10 minutes 7 seconds of program.
Then came a logo, a 60, a logo, 1 minute 3 seconds of trailer
for next week’s episode, a logo, a billboard. 1 minute 11 sec-
onds of credits, a promo, a public service spot, a promo, an
ID, 24 seconds of opener for the Late News, a 10, an 8 and
an ID. (This last area of telecast material, which ran from
10:54:32, when Monday night's episode actually ended,
would have qualified as the longest run except that the
trailer for next week’s episode and the teaser opening for
the news show are generally considered program rather than
non-program units.)

The monitoring ended at 11:00:00. The problem re-
mains. END
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TV'S FLICKERING IMAGES continued

Channel 9 Channel 7

Channel 7 “Channel 5

e
Lol
===

Channel 5 Channel 4

Channef 4 Channel 2

Channel 2

Program elements are in hlack, non-program elements in color.

THE STOPS AND GO’S o This chart traces the stops and go’s
of Feb. 17 in another [ashion, lumping adjacent non-program
elements together and contrasting them to the program ele-
ments. This adds a time perspective to the picture: on the
preceding pages a 2-second network ID looks the samne size as
a 15 minules 30 seconds program umnit.

Adding the entire evening of television logether in lhis
fashion (and remembering that the figures reflect only the
viewing path chosen by TrrEvisSION among New York's six
stations) results in a total of 169.06 minutes of program ma-

HOWIT WASDONE o Thiswas the scene
m the New York headquarters of US. Tele-
Service as TELEVISION MAGAZINE prepared
its monitoring project. The images of all
six commercial stations appeared on the
monitors before the operator. When he
pushed the “57 button on the console, for
example (picture at right), an automatic
sequence device would select a ch. 5 picture
from among the images trafficking through
the mmachine and photograph it. The equip-
ment can lake one pictuve every two sec-
onds on all six channels simultaneously.
At left is one of two I-track tape units
which automatically recovd the audio sig-
nal of the monitored television channel.
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terial, 40:54 minutes of non-program material, or a program/
non-program ratio of approximately 80/20. The longest pro-
gram segment during this period was on ch. 7, WaBC-TvV, during
Wagon Train, when the uninterrupted 15 minutes 30 seconds
unit occurred.

The longest non-program segment was for 5 minutes 11 sec-
onds on ch. 11, wpix, between the end of Honeymooners and be-
ginninng of The Tom Ewell Show. The longest non-program

segment in terms of units was on ch. 2, WCBs-Tv, during a break
in East Side, West Side, when 13 elements were telecast together.
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s

7:30:00 — 8 Sec.
New York Daily News

7:50:56 — 8 Sec.
Hecker's Flour

Titles

8:00:04 — 10 Sec.
Titles

8:25:52 — 2 Sec.
Logo

8:52:38 — 50 Sec.
Colgate

9:15:00 — 6 Min. 42 Sec.
Program

9:41:26 — 5 Sec.
Promo

9:50:18 — 2 Sec.
NEC 1D

10:17:29 — 2 Min. 31 Sec.
Program

10:29:11 — 5 Sec.
Poli-Grip Biliboard

F:i,. 'Li'ﬂ r

Brothefhood

8:25:54 — 60 Sec.
Listerine
P el

8:53:38 — 15 Min. 30 Sec.
Program

ngo

9:41:31 — 60 Sec.
Shelt

9:59:20 — 5 Sec.
Promo

7:30:45 — 60 Sec.
Martinson's Coffes

' 8:00:14 — 5 Sec.
Softique Billboard

8:26:54 — 10 Sec.
Promo

9:08:08 — 60 Sec.
Mobil

9:21:44 — 60 Sec.
Head & Shoulders

9:42:31 — 59 Sec.
Program

9:59:25 — 20 Sec.
Aimond Cluster

10:29:16 — 60 Sec.
Poli-Grip

10:59.09 — 5 Sec.
Promo

10:20:00 — 7 Min, 24 Sec.
Program

10:30:16 — 13 Min. 7 Sec.
Program

B _‘. .
10:59:14 — 2 Sec.
CBSID

Program

8:00:19 — 60 Sec.
Softique

827:04 — b0 Sec.
Lark

9.10:08 — 2 Sec.
ABC 1D

9.22:44 — 2 Sec.
Logo g

9:59:45 — 20 Sec.
Seattest

10:27.24 —2 Sec.
Logo

10: 43 23 2 Sec.

Logo

10 59 16 — 24 Sec.
Doug Edwa(ds Opener

7:31:45 — 9 Min. 8 Sec.

7:40:53 — B0 Sec.
Beech-Nut Baby Food

e R TR

7:41:53 — 50 Sec.
Red Heart Dog Food

8:01:19 — 2 Min. 41 Sec
Program

8:28:04 — 2 Sec.

togo

COMBAT !

9:10:10 — 5 Sec.
Promo

9:47:3'—
Program

e

10:00:05 — 2 Sec.
WNBC-TV D

Aipine

10 43:25 — 60 Sec.

Clairol

10:59:40 — 10 Sec.

Ford
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8:28:06 — 5 Min. 54 Sec.
Program

9:10: 15 20 Sec.
« Fleischmann's Margarine

10:00:07 — 2 Sec,
Peacock ID

10:27:56 — 30 Sec.
Personua

-y 'L'I'_ .;

10:58: 50 8 Sec
Colombian Coffee

PR T A L SE——— T

7:42:03 — 10 Sec.

- Kitty Krumpets

8:04:00 — & Min, 20Sec.

Program

6:10:35 — 20 Sec.
Thomas Muffins

9:28: ‘ eC.
Logo

9:44-10 - 30 Sec.
Cuticura

10:00:09 — 5 Sec.
Titles

togo

10:59;58 — 7 Sec.

Ch.21D

e
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These went by in three-and-a-half hours in New York City on Feb. 17, 1964

7:42:53 ~ 13 Min. 15 Sec.
Program

8:12:20 — 2 Sec.
Loge

8:34:00 — 3 Min. 27 See.
Program

A9:10:55 — 2 Sec.
WABC-TV ID

-_—RL -
9:28:49 — 60 Sec.
Albolene Cream

§:44:40 — 11 Min. 40 Sec.
Program

10:00:14 — 2 Min. 6 Sec.
Program

10:28:28 - 5 See.
Marl_bgm Biliboard

10:54:34 — 60 Sec.
Sunoco

7:58:44 — 10 Sec.
Promo

7:58:08 — 36 Sec.
Credits

7:56:08 — 60 Sac.
Anacin

-

8:13:22 — 60 Sec.
Promo

8:14:22 — 30 Sec.
Playtex Padded Bra

~ 8:14:52 — 30 Sec.
Playtex Panty Girdle

y

8:37:47 — 60 Sec.
Green Giant

8:37:42 — 5 Sec.
Green Giant Billboard

8:37:27 — 10 Sec. 8:37:37 — 5 Sec.
Titles Mobil Billboard

9:11:21 — 60 Sec.
Salem

- Ty

9:11:16 — 5 Sec,
Salem Billboard

9.11:11 - 5 See,

9:10:57 — 14 Sec.
Titles Ty Gitlette Billboard

=2

e

9:29:49 — 8 Sec.
Lucky Strike

9:30:59 — 9 Mim. 25 Sec.
~ Program

9:29:59 — 60 Sec.
fvory Snow

Ch.51D

= e ]
5:56:20 — 2 Sec. 9:56:22 — 40 Sec. 9:57:02 — 20 Sec. 9:57:22 — 1 Min. 28 Sec.
Logo Brilto Program

Paddy Pads

10:02:30 — 5 Sec.
Lark Biltboard

10:02:35 — 60 Sec.
Sucaryl

10:02:20 5 Sec.
Sucaryl Biltboard

10:02:25 — 5 Sec. ,
Miller's Beer Billboard

)

=

10:28:37 — 2 Sec.
CBS 1D

- 10:28.39 — 20 Sec. .
Bankers Trust -

10:28:35 - 2 Sec.
Promo

10:28:33 — 2 Sec.
Logo

" 10:56:41 — 2 Sec.
Logo

10:56:36 - 1 Min. 5 Sec.
Traiter

10:56;43 — 5 Sec.
Anacin Billboard

10:55:34 — 2 Sec,
Logo

7:58:54 — 2 Seg.
Ch.111D

8:15:22 — 2 Sec.
Logo

8:38:47 — 10 Sec.
Titles

9:12:21 —
Program

LIS =
B

9:40:24 — 2 Sec.
Logo

9:58:50 - 5 Sec.
Purex Billboard

10:03:35 — 12 Min. 54 Sec.
Program !

10:28:59 — 10 Sec.
Thunderbird Wine

10:56:48 — 1 Min. 11 Sec.
Credits

7:58:56 - 60 Sec.
Maxwell House Coffee

8:15:24 — 10 Min. 28 Sec.
Program

8:38:57 — 13 Min. 41-Sec.
Program

9:40.26 — 60 Sec.
Bromo Quinine

9:58:55 — 23 Sec.
Credits

10:16:29 - 60 Sec.
Miller's Beer -

10:29:09 — 2 Sec.
Logo

10:57:59 — 60 Sec.
Prema
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March 196+ Vol. XXI No. 3

TELEVISIO

THE_LmEEEtug!_ of program interruptions
is of growing concern to many seg-
ments of the television industry. The fact
on which all agree is that they’ve been in-
creasing. The feeling on the part of some
is that they’ve now increased far beyond
the point of tolerance.

On the next four pages is a special TELE-
VISION MAGAZINE report which takes the dis-
cussion out of the general and into the spe-
cific. It documents the programing, and the
interruptions of programing, which were
telecast by the six commercial stations in
New York City between the hours of 7:30
and 11 p.m. on February 17. The report
traces what a viewer would have seen had
he watched TV that night in the channel
sequence and for the lengths of time covered
by TELEVISION’s report.

The story told by the pictures and cap-
tions on pages 38 and 39 is self-evident.
What isn’t told is explained on pages 40 and
41. The story places no interpretation on
the facts. Each reader will have his own
interpretation. TELEVISION MAGAZINE's ap-
pears in this issue’s editorial on page 124.
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_ AGAINST MOVIES! RATES GREAT AGAINST ACTION! RATES GREAT AGAINST KIDS! RATES GREAT STRIPPED!
STRIPPED IN NASHVILLE AGAINST NEWS STRIPPED IN BUFFALO AGAINST MOVIES ONCE-A-WEEK IN CHARLOTTE, N. C. AGAINST ACTION

INCREASES RATING 166% AND SHARE TIES FOR FIRST PLACE ... INCREASES ITS THE HIGHEST RATED 7 P.M. SHOW g
135% OVER LEAD-IN OWN PREVIOUS RATING (7.0) BY 57.1% IN THE MARKET ALL WEEK i
NOV. 1963 ARB IS

NOV. 1963 ARB 6 P.M. NOV. 1963 5 P.M.

Rating Share | Lead In Rating Share Fating - Share weTv THE RIFLEMAN R;‘;"; :ha"t; :2.!;; l|:Ews R;:“; ssz;rs.
wsix THERIFLEMAN 160 330 | COCH/NEWS/WEA 60 140 LCLNGE T L) SRl DRAGNET 140 300 | HUNT/BRINK 230 475
DATELINE TODAY 210 435 | HUNT/BRINK 210 50.0 5 O'CLOCK SHOW 8.0 260 N
NEWS,/WEA/SPTS 11'5 23'5 CBS NEWS 15'0 36.0 FARLY SHOW 11.0 350 Moves station from a virtual tie for first place to runaway first place

s PRI PRRRpe

STRIPPED IN MADISON, WIS.
~ AGAINST NETWORK NEWS

OUTRATES THESE NET SHOWS WHICH ARE DB'd AT
7 P.M.: DR. KILDARE, OUTER LIMITS, OZZIE & HARRIET,
LUCY, MR. ED, LASSIE, JAMIE McPHEETERS.

STRIPPED IN KANSAS CITY
AGAINST MOVIES AND KIDS

OUTRATES THESE NETWORK SHOWS ALL WEEK ON WBTY: The Defenders,

fozes re . " s M 3
%; NO. 1IN TIME PERIOD, MORE THAN DOUBLES MORE THAN DOUBLES RATING AND e oo A S Do Resd, Fintsones, Fugtve,
RATING AND SHARE OF ITS LEAD-IN SHARE OF LEAD-IN Ben Casey, Hazel, and Breaking Point. -
B NOV. 1963 ARB 5:30 P.M. G CE D G B
Rating  Share (LR Rating  Share Rating  Share Lead o Rating  Share
wKow THE RIFLEMAN UHF 13.0 385 | REB/ROCK&FR 50 17.0 . o :
WDAF THE RIFLEMAN 80 325 | HND/FUN/DRAW 35 150 - e N — .
CBS NEWS VHF 115 345 | DRAW/RGNR/YOGI 180 610 EARLY. SHOW 0 | il ONCE-AWEEK IN NEW YORK CITY
LA SULIASS R LS B LY TOREY/ROCK & FR 110 450 | MICKEY HOUSE 140 595 AGAINST NEWS AND ACTION
...MOVES STATION FROM LAST PLACE TO FIRST v ... MOVES STATION FROM LAST TO SECOND PLACE
AGAINST VHF COMPETITION
. L _ THE HIGHEST RATED 7 P.M. SHOW ALL WEEK
. STRIPPED IN SCRANTON, PENN. ~ ONCE-A-WEEK IN TOLEDO AGAINST NEWS ON WABC-TV ... ALMOST DOUBLES
SN P N = LEAD-IN RATING
- NOV. 1963 ARB
DOMINATES THE 6:30 P.M. TIME ' TOP RATED 7 P.M. SHOW IN MARKET ALL 3 bl Tl e Tk

- WABC THE RIFLEMAN 120 21.5 | NEWS/COCHRAN 65 13.0

PERIOD AGAINST NETWORK NEWS WEEK INCREASES LEAD-IN RATING BY 80% EVENING REPORT  13.5 245 | CBS NEWS 120 235 2
HUNT/BRINK 12.0 21.5 | PRESSMAN RYAN 95 185
NOV. 1963 ARB s MO el Gl A BOURBON ST.BEAT 9.5 17.5 | MICKEY MOUSE 135 270
Rating Share | Lezd in Rating Share - Rating Share | Lead In Rating Share TRAILS WEST 35 6.5 | TRAILS WEST 30 6.0
WNEP THE RIFLEMAN 190 42.5 | NEWS 100 290  wsPo THE RIFLEMAN 235 54.0 | DEADLINE 130 340 3.5TAR NEWS 40 7.0 | BRAVE STALLION 50 100
CBS NEWS 110 24.5 | MOVIE 120 34.0 E JOHN SAUNDERS CARTOONS/
HUNT/BRINK 13.0 295 | NEWS 12.0 34.0 ) NEWS/WATCH 160 365 EDITORIAL 180 48.0
B ... TIES NBC NEWS, ALMOST TIES CBS NEWS.
... AND MOVED STATION FROM LAST TO FIRST PLACE k! .. MOVES STATION FROM LAST TO FIRST PLACE SOUNDLY BEATS REMAINING THREE STATIONS.

NEW YORK CITY / HALF HOUR DETECTIVES -~ HARTFORD, CONN./ TWO HALF HOUR DETECTIVES g: NORFOLK, VA./HALF HOUR DETECTIVES
\§§ - g,
TOP RATED SHOW ALL WEEK ON 0 BRIDGED INTO ONE HOUR FROM 10 TO 11 P.M. NO. 1 SHOW IN HOMES, RATING AND
ALL THREE INDEPENDENTS (7:30to 11 P.M.) IS NO. 1 PROGRAM IN ITS TIME PERIOD. SHARE 7 P.M. BEATS NEAREST &
%’if IN HOMES AND RATINGS . ITS RATING AND SHARE VIRTUALLY EQUAL COMPETITION (First Run Syndicated
© OCT. 1963 ARB/FRI. 10:00 P.M. | THE TOTAL OF ALL ITS COMPETITION. Show) BY ALMOST 40%
Homes Rating Share Lead In Rating Share = NOV. 1963 ARB/M . : M. ""
WNEW DETECTIVES 4(;;)3 90 140 | BRONCO 70 110 ° N o0 P L S NOV. 1963 ARB/MON. 7:00 P.M. \
WCBS HITCHCOCK 10756 210 330 | TWILIGHT ZONE 220 330 m«':c SEE:?(ILV(ESPOINT fgg 480 Py e Sme o0
WNBC JACK PAAR 10160 190 30.0 | HARRY'S GIRLS 150 230 WHET  SUBSCRIPTION Tv . 280 WAVY THE DETECTIVES 413 140 405
WABC FIGHT/W. GIRLS 4448 90 14.0 | FARMERS DAUGHTER 130 200 WHNB  SING WITH mITCH Lo e WTAR BATTLE LINE 356 10.0 295
WOR FILM FESTIVAL 1271 30 50 | FILM FESTIVAL 40 60 L 17.0 WVEC MAVERICK 242 105 300
A I
' WPIK GRAND JURY 423 10 20 | ALLIE SHERMAN 30 50 ANp1OOK!NO LOSS OF AUDIENCE WHEN BRIDGED P e e
CONTINUES TO BUILD . . . NOW BEATS ONE )7 NOV.1963 ARB/MON. 10:30 P.M. .+ FT. WAYNE, IND./ ONE HOUR DETECTIVES
NETWORK IN DIRECT COMPETITION m":c gs;imésmm f;g ggg
WNEW THE OTTECTNGS 8727 12 180 | BONCo T WHCT - SUBSCRIPTION TV 1o 20 RANKS AS SOLID NUMBER 2 i
WCBS TEEN/HITCHCOCK 10796 200 29.0 | TWILIGHT ZONE 190 280 WHNB  SING WITH MITCH 90 180 PROGRAM AGAINST STRONG )
WNBC JACK PAAR/ HARRY'S GIRLS BEATS THESE NETWORK SHOWS ALL WEEK: N NETWORK COMPETITION
HALL OF FAME 9494 180 26.0 HALL OF FAME 160 240 3 ?:na{lza, 'l;any ’[‘)uke,MBen Caﬁey, Sa}l: at Movies, Fug';tivehwimian, Suimnse %;’
: eatre, Mon. Nite Movie, Wagon Train, Combat, Mr. Novak, Red Skelton, NOY, 1963 ARB/MON. 10:00 P.M. &
aABC FIGHT OF WEEK 5396 110 160 | FARMERS DAUGHTER 140 21.0 : McHale's Navy, Greatest Show, Arrest and Trial, Eleventh Hour, Outer Limits, Homes Ratin Share &,
WI?IRX ﬁm/;i{::ﬁb/ 1994 40 6.0 | FILM FESTIVAL 50 10 - ;qult.st&nezs, Ra[thid_e, golrrba Reeg! M;‘ SWSOT;, é)[. dbl(ildrre, Hazel, Bob Hope, (00 g
wiligl one, Lassie, Bil ana, Lisney's world, Grindl, plus many, many more.
KNOWLEDGE 1040 20 3.0 | ALLIE SHERMAN 50 70 Y. man WANE THE DETECTIVES 241 185 320
WPTA BREAKING POINT 194 16.0 280
# R e g R T e WKJG SING WITH MITCH 296 23.0 400

INCREASES 1TS OWN RATINGS 33,.3% AND
HOMES 31.5% IN JUST ONE MONTH
S el 1 s R o S @ w

SALT LAKE CITY/ ONE HOUR DETECTIVES
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man there at the time recalls, he was “fighting” with former
football great Tommy Harmon over Harmon’s refusal to
wear makeup on his sports program.

Call it perfection, call it a mania, call it attention to
detail, Aubrey has it. Says Dick Dorso, executive vice pres-
ident in charge of programs for United Artists Television
and an Aubrey friend of 15 years, “Aubrey brings to his job
the instincts of a showman without any of the sentimental-
ity attached to show business. He is a superb programing
man, and once you've said that, you've said 90% of his job.
Ruthless and tough carrying out that job? That's 107%.
He wants to win. That’s not a serious indictment of a man.”

Aubrey seems to be at his best arranging his moves on
what he calls “the checkerboard,” the weekly program
schedule all three networks were busy setting up for fall
last month. The game still isn’t finished. Show pieces have
been changing position continuously as one network makes
a move and the competition counters. It's the same every
year but seemingly more pronounced currently.

Aubrey says, with vast oversimplification, “You look at
all the squares and put your winners where they will give
you the most.” As CBS has the most winners, perhaps
Aubrey’s game can be played with more confidence than
can ABC’s or NBC’s. Aubrey can sandwich new shows be-
tween proven hits or following them to take advantage of
audience flow. Generally he’s had good success here, but
February's paper theory is nine months removed from Octo-
ber’s Nielsen ratings.

Aubrey makes mistakes—IVindow on AMain Street and
Gertrude Berg in 1961, Loretta Young and Lloyd Bridges
in 1962, Glynis and The Great Adventure last year. But
he’s more often right than wrong. And he doesn’t make the
mistake of falling in love with a losing show.

Reportedly against his program department’s advice,
Aubrey wanted Great Adventure in the schedule last year.
It lopped and he cut it. “It was my biggest disappointment
of the season,” says Aubrey. “I helieved in the show and
I'm sorry it didn’t make it. We may try this type of show
again because there’s a need for it.”

Aubrey is trying again next fall with a show called
The First World War, a documentary blend of history and
education bheing turned out by the producers of the Twen-
tieth Century. It is true Aubrey doesn’t love losers, but he
does hold to set ideas.

To many observers it looks like CBS may be in for more
of a fight next season than it’s faced in the last two years.

CBS-TV installed a total of six hours worth of new pro-
graming in its 1962-63 prime time schedule, six hours again
in 1963-64. Next season the new program count will climb
(by the looks of CBS’s tentative schedule) to nine hours,
perhaps 13 untried shows. It's a larger gamble than CBS
usually takes.

Also noted about CBS's fall schedule: the absence of
Jack Benny, Danny Thomas, Garry Moore and Lucille Bali.
Some see it as the crack in CBS’s solid comedy armor, the
start of a massive defection, a move by the stars to gain more
say on their own behalf. Not so, says Jim Aubrey. CBS
may not have liked the way everything turned out, but it
made 1its choice in every instance.

“When the Benny program began to show a little fatigue
in its Sunday time period two years ago,” says Aubrey, “we
moved it to Tuesday night following Red Skelton. It was
a good position. Last year, when we decided to put Pet!i-
coat Junction between Skelton and Benny, Benny objected.
MCA [Benny’s long-time agent and owner of his J&M Pro-
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ductions], without knowing what it was all about, thought
Petticoat would be a bad show and advised Jack to object
to the placement.

“It was a bad judgment,” Aubrey continues, “a pressure
judgment. When we wouldn’t change the placement MCA
panicked. Benny’s contract was up for renewal and they
gave us an or-else ultimatum. We didn’t renew. If there
hadn’t been a stink Benny would be continuing on CBS.”

Benny, of course, is moving to NBC and will continue
his half-hour show there in the fall. Of the man on whom
Bill Paley began building CBS’s success story 14 years ago,
Jim Aubrey says, “We’d like to have him back.”

Danny Thomas move out of CBS, and his subsequent
plans to do a number of specials [or NBC, is, according to
Aubrey, the result of CBS schedule philosophy.

“Danny,” says Aubrey, “didn’t want to continue the
weekly Danny Thomas Show and he came in with the idea
of variety specials. We're doing very few specials in 1964.
There are the political campaigns and election to be covered
on a special basis and Danny Kaye and Judy Garland [the
latter through March] almost make the variety special ob-
solete.”

GRS next season will also start 7T"he Enterlainers, a variety
hour featuring, on most shows, Carol Burnett. "It seems
redundant,” Aubrey explains, “to start stars on an occa-
sional basis when we have the lineup we do. Danny’s
natural recourse was to NBC.”

CBS may be without Danny Thomas next season but it
will still have two proven shows out of the Thomas pro-
duction company—Andy Griffith and Dick Van Dyke—plus
a brand new comedy, Gomar Pyle, a Griffith show spinoff.

“The Garry Moore Show,” says Aubrey, “just ran out of
gas.”  Moore, when he got the cancellation news, agreed.
“CBS is trying to format a new Moore show,” says Aubrey.
But Moore has announced that he is quitting his I've Got a
Secret show as well and may even quit TV altogether. His
CBS contract runs another 11 years, work or not.

LUCY TO LEAVE CBS LINEUP NEXT SEASON

Lucille Ball, a hit return to the CBS lineup in 1962, has
said she will not be on next season. CBS last month still
had hopes she would change her mind. “It will be a shame
if she’s off,” says Aubrey, “she’s such a TV staple.”

Miss Ball wired Aubrey last month that the “rigors of a
weekly half-hour program combined with the added task as
president of Desilu made it impossible to do justice to both
jobs.”  She felt she could be of “greater service” to her com-
pany 1if she left the weekly grind, appeared only on an occa-
sional special.

The unofhcial word is that Miss Ball asked for an hour
show and Aubrey turned her down, situation comedy not
tending itself to an hour format—as CBS found out with its
1962 flop, Fair Exchange. Lucy then asked out of her CBS
contract, which runs to 1970. Aubrey said no and everyone
1s supposedly unhappy.

Red Skelton, too, has had widely reported Jim Aubrey
trouble. Skelton had been making it known for a long
time that he was unhappy with his 8 o’clock 1963-64 time
slot and his drooping ratings. When he turned up last
month on the 1964-65 schedule in the same place he hit the
Hollywood roof, hiked off to Palm Springs complaining of
bad health—and an inability to continue making his sched-
uled shows.

Faced with another star crisis, Aubrey apparently decided
this time to give in. The simple CBS-TV program an-
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CLOSEUP: JIM AUBREY continued

“I try to miss no opportunity to keep my mouth shut and keep down the paper work”

nouncement of Skelton’s move back to his old 8:30-9:30
Tuesday time period next fall was made by Aubrey himself.
“All that taking with no giving finally caught up with him,”
says an amused observer at another network.

Aubrey is not the most popular man in Hollywood and
many people think he’s losing too many friends and that it
may hurt him. But when it comes to Hollywood and the
stars, everything tends to become an overstatement. Aubrey
knows that you can't satisty everybody wlio craves satisfac-
tion. He knows he's lost some good schedule manpower.
“I hope,” he says, “that we won't suffer. I hope that our
new comedies will do well and that we'll build some new
stars.”

Aubrey’s friends and associates invariably use the same
words to describe him—‘‘smart,” “‘attractive,” “decisive,”
“tough.” Mike Dann, CBS-TV’s programing vice president
and the man who works closest with Aubrey, describes his
boss as a man who gets “no satisfaction in winning a close
race. He wants to win by as much as perfection will allow.”

“HE WON'T TAKE LESS THAN THE BEST”

One long-time Aubrey friend notes that Aubrey has
always been controversial. “There’s been no basic change
in the man over the years. He gravitates toward knowledge.
He can’t stand not to know things. He can’t stand non-
professionalism and won’t take less than the best from sub-
ordinates. Perhaps he has more of a banker’s attitude today
and morc of the skills of the all-round businessman, but his
love is programing and few men can beat him at it.”

“When Aubrey ran KnxT,” relates another former asso-
ciate, “he would sit by the hour watching his competition’s
programing, analyzing it, catching mistakes and building
his own schedule to take advantage of every competitive
flaw. He took over the station as a money loser and in a
few years he had it coining money.”

Aubrey seems to drive himself under a rigid discipline
that few men would feel the need for. He keeps at some-
thing until he masters it, and once mastered, he may never
return to it.

Aubrey took up golf as a KNXT salesman in 1949, rose
every morning at 5 to practice, got his handicap down to
two or three. The day he was made sales manager, he
decided to give all his time to his job. He broke the golf
habit so suddenly that he never returned to the course to
pick up his clubs. (He has played since, “about six times
last year,” and is still good at it.)

A few years later, as general manager of knxT, Aubrey
took up tennis. The challenge was Edmund C. Bunker, a
lIongtime CBS executive, now president of the Radio Ad-
vertising Bureau, then sales manager of KNXT.

Bunker was an expert on the courts and Aubrey was out
to learn the game and beat him. It was one-sided for a while
but Aubrey improved fast. ‘With victory near in one espe-
cially violent match, Aubrey went for an impossible shot,
fell—and broke a leg. “Ruined my knee,” he recalls.

The “ruined knee” hasn’t kept Aubrey away from sports.
Two years ago, on a winter vacation in Switzerland, Aubrey
took up skiing for the first time. “He did nothing for one
entire week,” says an admiring CBS sports man, ‘“‘but learn
the sport. He was in bed by eight every night and on the
slopes almost at dawn. At the end of a week, he was a
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pretty damn good skier.” Last December Aubrey was va-
cationing and skiing at Aspen.

Aubrey doesn’t smoke, can take a drink or leave it. “And
he can drink pretty good when he wants to,” says one ad-
mirer of executive capacity.

The CBS-TV president isn’t exactly a faddist in the
“health nut” sense but he comes close. As long as anyone
can remember, Aubrey has kept his weight level at 165
pounds on a spare, six-foot frame. He drinks a glass of
skimmed milk at meals, keeps a jar of wheat germ in his
desk, never eats a potato. He works out at a midtown gym
several times a week and, according to an aide, “will never
break a gym appointment for any kind of meeting.” (At
62, CBS chairman Paley is also physique-conscious. works
out regularly at a gym, is said to be influenced by the
younger Aubrey.)

“To Aubrey,” says a friend who knows him as well as
anyone, “physical condition is a means of implementing and
maintaining his fantastic business drive. One feeds the
other.”

Aubrey’s work regimen at CBS is typical of his disciplined
nature. He puts in a 12- to 14-hour day, usually works
Saturdays, sometimes Sundays. He is divorced (a year and
a half ago from actress Phyllis Thaxter, who has since re-
married Ogilvy, Benson & Mather vice president Gilbert
Lea), has an apartment on Central Park South, walks to
work, gets there at 8 a.m. He also supervises CBS's West
Coast activities closely, has made 18 trips to Hollywood in
the past six months (and maintains a suite at the Bel Air
Hotel in Beverly Hills) .

Aubrey once told an interviewer, “I try to miss no oppor-
tunity to keep my mouth shut and to keep the volume of
paper work as low as possible.” He still holds to it. keeps
memoes to a minimum. But he’s on the phone and in meet-
ings almost steadily, asking questions and making decisions.
He is against committees, feels they're generally unproduc-
tive and habit forming.

“If there is a production problem and the meeting is in
my office at 6 p.m.,” says Mike Dann, “Aubrey will be on
the phone to me at 9 or 10 asking the results. If I have a
new Defenders script on my desk at 5 p.m., it’s dangerous
not to have read it by morning. Aubrey will know about
it and want my reaction. He’s never far removed from his
work. You know where he is 24 hours a dav.”

To Frank Shakespeare, CBS-TV vice president and assis-
tant to the president, Aubrey presents a hectic routine. “He
may have been flying in all night from the coast, arrive in
New York at seven, be in a staff breakfast meeting at eight.
On programing matters,” says Shakespeare, “he’s in on every
detail. In non-programing areas he’s less detailed. He has
the ability to scan the operations of departments and bore
in on what needs attention, skim past things that are going
well.”

Aubrey works his staff hard and they expect it. He listens
to their viewpoints, absorbs what they say but in the end,
as one staff man puts it, “he knows what he wants and de-
cides accordingly.”

“He drives himself harder than anyone else,” says Shake-
speare, “at the sacrifice of his own personal life. He’s total-
ly devoted to making his network the best.”

Jim Aubrey commands loyalty and confidence, not affec-
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tion. “As far as business is concerned,” says an acquaintance
outside CBS, “Aubrey has no friends.” Says an associate in-
side CBS, “Aubrey isn’t cold, unfair or inconsiderate. But
his sense of what is important and what isn’t cuts to the
heart of matters, and it cuts people—important people—
whose area of concern doesn’t match Jim's. He's perhaps too
objective and people think it's a brush-off. It’s misleading,
it’s not the man.”

The man is complicated, there is no doubt about that.
Few people really know him. He does not court publicity,
rarely gives interviews to the press. He stays away from
speechmaking at industry functions because, says an aide.
“he does not believe it will make him more effective as
network president . . . it gains nothing for the company or
for himself.”

When Aubrey is pulled into an occasional public func-
tion he often seems uncomfortable, solitary, his smile per-
haps too mechanical. When he wants to use it, however,
he has great charm and great effectiveness,

Last month, after GBS landed National Football League
games for 1964 and 1965—on a $28.2 million competitive
bid—Aubrey turned up at a party thrown for CBS Sports
at the NFL’s annual meeting in Miami. It was just a day’s
fly-infly-out appearance, not really necessary, but hand-
shakes and charm had the NFL’ers enthusiastic about Au-
brey and CBS.

When Aubrey is away from the business of CBS on what
little leisure he allows himself, he tries to keep his conver-
sation away from work. He'll talk about a novel he’s read,
a tie he bought at Carroll Men’s Shop in Hollywood, the
Mexican food he loves to eat. He has a sense of humor, but
a cool, quiet one. One friend credits him with the appear-
ance of a square but with a mind tuned to every twist
and turn of show business, “‘a strange combination of boy-
ish youth and imperturbable coolness.”

PUB-CRAWLING WITH DAVID SUSSKIND

Aubrey, by virtue of his position, makes the gossip
columns, gets linked romantically—like it or not—with
models and show girls. He turns up at big social affairs but
his taste runs more to bistros and informal outings. This
can range from a night of pub-crawling with David Suss-
kind to a quieter time with Dick Dorso and his wife at
supper and a play. Two of his favorite eating spots are the
El-Parador Cafe on Second Ave. in New York and Domi-
nick’s in West Hollywood.

The Aubrey facade seems incapable of destruction. Noth-
ing seems to upset him or ruffle his calm, quiet manner.
Words will express his annoyance—sharp, precise words, not
shouts. He talks slowly, carefully, measuring the effect,
thinking ahead, around and behind. He is persuasive and
believable.

Aubrey’s 19th floor office at 485 Madison Ave. is spacious,
window-lined and furnished in clean-angled modern. The
color scheme is subdued red and gray. The wall is paneled
in dark walnut with two builtin TV sets—one closed-cir-
cuit, the other standard.

Dark suits seem to be to Aubrey’s liking, set off his grey-
mixed dark brown hair. He frequently wears shirts of
medium blue with black tie, in the Frank Stanton manner.
His french cuffs sometimes are, sometimes aren’t, joined
with CBS-eye cuff links.

How much is Aubrey molded in what is generally known,
or felt, to be the CBS image? He isn’t a renaissance man,
like Stanton. He isn’t in the sophisticated, yet rough and
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moments—signing of the comedian for the 1963-1961 scason.
While CBS is happy with this new star, some of the old ones—
like Benny, Ball, Thomas and Moore—aren’t happy with CBS.

ready, Paley style. CBS may be a money tree and Aubrey
may water it well, but many observers feel that his reach
for ratings and the mass taste comes at the expense of that
old CBS prestige. There is no hint of 20th floor dissatisfac-
tion with Aubrey, only a hope, perhaps, that his press rela-
tions improve.

Aubrey right now, says an agency man, is riding the
crest of success. He’s easy to shoot at. His old nicknames—
Smiling Cobra, Jungle Jim—given part in jest, part in
grudging admiration for his drive and beguiling manner,
have taken on sinister meaning. Aubrey is only human and
certainly, his friends feel, he is stung by the barbs. For the
record he himself says, “It's not my job to like or to dis-
like it. My job is to make CBS the hest television network
in the business. I don’t care.”

Jim Aubrey’s background encompasses a full range ot
sales, administrative and programing experience, most of it
gained during eight years on what Frank Stanton has called
the “farm team,” an informal executive training program
that has given CBS some of its key executives.

The development process has usually involved a berth in
spot or station sales, on up to station sales manager, general
manager of a CBS-owned station or division and then up in-
to the network, possibly as high as a division presidency.
The system gave CBS-TV its first president, the late Jack
Van Volkenburg, its second president, Merle Jones (now
president of CBS TV stations) and Jim Aubrey.

The system, however, can lead to an embarrassment of
riches—more capable men on the way up than places to put
them. Some have left CBS for good, some departures have
been temporary. Aubrey was one of the restless ones. His
defection to ABC-TV in 1956, and return to CBS in 1958,
is well known. It was for a reason. And Aubrey has a good
reason for everything.

Aubrey was born Dec. 14, 1918, in LaSalle, Ill. His father,
who died in 1962 at the age of 74, was then western mana-
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CLOSEUP: JIM AUBREY continued

In 1950 Aubrey volunteered for the TV side because “It looked like nothing to lose”

ger of Cosmopolitan magazine, and later, in 1923, founder
of the Chicago ad agency today known as Aubrey. Finlay,
Marley & Hodgson (acquired last year as the Chicago office
of Griswold Eshleman Co., Cleveland).

Aubrey Jr. was the first of four sons. His brother Stever
(Aubrey’s mother’s maiden name), 43, is a vice pl‘esident
with J. Walter Thompson in New York. Brother George,
41 (“the smart one,” says Aubrey. who's in a {few business
ventures with him), is president of Compass Exploration
Inc., an oil exploration company headquartered in Denver.
Brother David, 38, has been a salesman for NBC-TV in De-
troit since 1959, a few hundred miles and a nctwork re-
moved from brother Jim. It's mildly embarrassing.

FATHER WANTED THEM TO “MAKE THEIR OWN WAY”

. None of the brothers entered their father's ad agency be-
cause, says Aubrey, “hie didn't believe that was the way we
should start out. He wanted us to make our own way.”

Aubrey went from Chicago public school w Lake Forest
Academy and later to Phillips Exeter School in New Hamp-
shire. He entered Princeton in 1938, played varsity basket-
ball and football (classmates remember him as a frst-rate
end), received a B.A. cumn laude in English literature in
1941.

Aubrey had enrolled in ROTC at Princeton and upon
graduation was commissioned an Army second lieutenant
and sent to Fr. Bragg, N. C.. for field artillery training. After
Pearl Harbor he transferred to the Air Force and was sent
to the West Coast for flight training. (In Aubrey's class:
Tommy Harmon, the guy he'd argue with over makeup a
decade later.)

In 1943 Aubrey was sent to Alaska with a cold weather
test detachment. Also in Alaska at the time in a rival out-
fit: Navy pilot Tom Moore, now president of ABC-TV and
still a rival. (Aubrey and Moore would meet and become
friends later when both worked for CBS in Los Angeles.)

After Alaska, Aubrey was assigned as test pilot at Wright
Field in Ohio and FEglin Field in Florida. He flew “just
about everything with wings.”

Aubrey had met MGM actress Phyllis Thaxter in 1943
and managed to court her as he moved around the conti-
nent. He married her early in 1945 after she finished mak-
ing “Thirty Seconds over Tokyo.”

Aubrey thought he’d be seeing Tokyo for real befere long
when he was sent to Mitchell Field, N. Y., to join a fighter
squadron staging for the Pacific. But the war ended and
Major Aubrey was discharged.

Phyllis was pregnant—Aubrey’s daughter Susan is now 17;
a son, James Watson, is 10—and Aubrey wanted to get back
to his family’s home in Chicago. He had heard about an
opening for an account executive on Street & Smith Publi-
cations in Chicago, also knew that Street & Smith would
eventually be opening a Los Angeles office, the place he
really wanted to settle.

Aubrey did get to Los Angeles with Street & Smith in
1947, switched to selling space for Conde Nast Publications
in 1948, saw radio booming in southern California and de-
cided that was where the opportunity lay. He was hired as
an account executive for CBS-owned knx Los Angeles late
in 1948.

Aubrey knew that sales was the way up in radio but an
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infant named television was starting and that interested
him. “When CBS asked for volunteers for the TV side,”
says Aubrey, "I jumped. It looked like nothing to lose.”

In 1950 Aubrey became a salesman for krsL, newly ac-
quired by CBS. But later the same year he “took a good
offer” from independent krrv, the tormer CBS-TV affiliate
in Los Angeles.

It was Aubrey's first defection front CBS, a brief one but,
as his later jump to ABC, a valuable one. In 1951 he was
called back to KTsL (now renamed KNXT) as general sales
manager.

After that Aubrey was a recognized member of the CBS
farm team and his rise was fast. In October 1952 CBS made
him general manager of xnxr1 and of the CBS Television
Pacific Network.

Running a station in the competitive seven-station Los
Angeles market was no snap, but in Aubrey’s nearly four
years as boss of kxxr, the CBS outlet quadrupled its busi-
ness and won a handful of local and national program
awards. Aubrey was also credited with making the 37-station
CTPN a working entity, patterned after the older Colum-
bia Pacific Radio Network.

Dick Dorso of United Artists TV, a talent agent with
Century Artists (the group representing Phyllis Thaxter)
when Aubrey was running KnxT, remembers Aubrey fitting
in well with the Hollywood crowd. “He had an affinity for
show business,” says Dorso, “and we liked him.”

Aubrey undoubtedly gained valued experience and inside
friends in Hollywood, both through his wife’s movie con-
nections and his own standing as a local TV man. And he
formed some lasting friendships with KNxT executives of the
early 1950’s—William Brennan, today a vice president at
Compton Advertising in New York, in 1952 gknxr program
director; Ed Bunker, RAB head, knxT sales manager under
Aubrey; Don Hine, program manager for ABC Internation-
al, once KNXT program manager.

“PROGRAMING COMES FIRST”

More than anything else at xxxr, Aubrey was attracted to
the program side of things. “It’s inevitable,” he says, “that
you realize programing comes first.” Aubrey worked hard-at
getting KNxT winning programs. He launched Dr. Frank
Baxter, whose college credit courses about Shakespeare on
TV gained national recognition. And he started Panorama
Pacific (still on kKNxT) as a live, 7-9 aun. Monday through
Friday CTPN show before NBC ever thought of Today.

Aubrey today claims that bossing a network isn't really
much different from managing a station, “You just put a
few ciphers on everything you think about.” Today's am-
bitious station managers will be glad to know that. But
Aubrey’s amibitions in 1956 seemed bogged down.

Aubrey had his eye on New York, but between him and
networking were other, more senior members of the farm
team, other station and division steps on the CBS develop-
ment ladder. He was probably slated for Chicago and the
CBS central division but Aubrey thought he saw a short
cut. He asked for and got a Hollywood programing post.

In June 1956 Aubrey was installed as manager of CBS-
TV network programs, Hollywood. There was studio pro-
duction work and solid basic training in putting shows
together.  Guy della Cioppa and Alfred Scalpone were
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Aubrey’'s Hollywood bosses. Hubbell Robinson, vice presi-
dent in charge of network programs, was the guiding hand
from New York.

Aubrey liked the work but chafed under his narrowed
responsibilities. Things, meanwhile, were happening in
New York. Robert Kintner, feuding with American Broad-
casting-Paramount Theaters president Leonard Goldenson
over policy, resigned his post as president of ABC and
signed on with NBC. Goldenson replaced him with Oliver
['reyz, brash young president of the Television Bureau of
Advertising and a former ABC research specialist.

In December 1956 Robert F. Lewine, ABC-TV’s vice
president in charge of programs and talent (today CBS-TV’s
vice president for network programs, Hollywood) followed
Kintner over to NBC. Treyz put out feelers for someone
to fill the programing vacancy. Was Aubrey interested? “It
looked like the riskiest spot in the business,” says Aubrey,
“but it was an opportunity to move into the decision area.”

Aubrey would say later that his move to ABC enabled
him to do what would have taken 10 years on the CBS ad-
vancement ladder. It was a quick step up. Aubrey made the
most of it. ABC-TV was a bad third in the network pro-
graming derby and it was frantically trying to gain ground.

“I have a high regard for what ABC was doing in 1956,”
says Aubrey. * It was a big crap shoot at best and it took a
tremendous amount of nerve, judgment and confidence on
Leonard Goldenson's part to let us go ahead. He gave Ollie
and myself complete autonomy in picking programs.”

The schedule that Aubrey and Treyz hammered out for
1957-58 came on strong—Maverick, Cheyenne, 1Wyalt Earp,
Real McCoys, the western surge. Jim and Ollie laid out
more of the same for 1958-59—77 Sunset Strip, The Rifle-
man. It was called action-adventure programing and for
several years it was unbeatable. Was this the farm team
alumnus CBS lct get away?

Aubrey says, “I wasn’t unhappy at ABC, bat it was strange
being away from CBS. Naturally I was fond of the com-
pany I had spent so many years with, almost nostalgic about
being away. Somehow the jungle telegraph got going on
Madison Avenue.”

The message was: “‘I'm available.” The beats reached the
ears of Frank Stanton and found him receptive. Aubrey
returned to CBS—after an absence of 15 months-—-on April
28, 1958.

An Aubrey acquaintance speculates that Aubrey would
have stayed at ABC—a while longer, anyway—if he could
have gotten the top job, “but Goldenson was loyal to Treyz
and made him president of the network. Jim was slated for
cxecutive vice president but T guess he wanted it all the
way or nothing.”

Frank Stanton recalls that a “third party” told him that
Aubrey was unhappy at ABC and was starting to look
around for a new job. “Tell him that I want to talk to him
first,” said Stanton. Aubrey did, met Stanton one Saturday
morning at the Century Club.

“It was our first real meeting,” says Aubrey. “Dr. Stanton
was direct, honest and outspoken about wanting me back. I
wasn’t disarmed but I was Hattered. I quickly recognized
the fact that if T had any choice, I'd rather work for him
than anyone else in the business.”

It has long been rumored, but never confirmed, that the
“third party” who alerted Stanton was Ted Ashley, inde-
pendent packager, talent agent and friend of Aubrey who
today, as boss of Ashley-Steiner Inc.-Famous Artists [see
TELEVISION MAGAZINE, April 1963] is a solid supplier of
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CBS product—Dejenders, The Nurses, Danny Kaye, Candid
Camera—and may represent from 634 to 714 hours worth
of programing in the network’s fall schedule.

Aubrey went back to CBS with what he calls “a com-
pressed course in network programing” under his belt and
not much knowledge about life at the top at his old net-
work. Louis G. Cowan was the president of CBS-TV and
Hub Robinson was the resident program genius. Aubrey’s
title hurt no one—vice president creative services, CBS Inc.,
a staff level post (it had belonged to Cowan before he
jumped off to the network presidency in March 1958)
which would give him exposure to all CBS divisions, from
TV to Columbia Records.

Aubrey’s job was “advisory.” He occupied a 20th floor of-
fice between Paley and Stanton, got to know them and they
got a chance to study him. They obviously liked what they
saw. Aubrey was made CBS-TV’s executive vice president,
right-hand man to Cowan, in June 1959. CBS insiders saw
the writing on the wall.

Cowan had been a tremendously successful program
packager whose credits included the radio Quiz Kids and
TV’s $64,000 Question, fivst of television's big money give-
aways, put on CBS in 1955. He had asked Paley for a staff
supervision job right after his show went on in 1955 and
rose to head the network later when CBS reorganized into
a divisional set-up. But by Cowan’s own admission, admin-
istration was not his forte.

Aubrey’s executive V.P. assignmient was to ride herd on
administrative detail and free Cowan for more creative
work. Then, in the summer of 1959, fate took a hand and
the inevitable for Jim Aubrey came quicker than expected.

The quiz scandals broke and the 364,000 Question was
branded as “rigged.” Congress got involved and the net-
works were called before the House Legislative Oversight
Subcommittee. CBS dumped 515 hours worth of quiz pro-
grams from its schedule. Cowan, creator of the big time
quiz and a programing era, denied knowledge of quiz rig-
ging, was called to Washington to testify but in late Octo-
ber, before he could make the appearance. was hospitalized
with a blood clot in the leg.

In this atmosphere of intrigue and anguish, Aubrey be-
gan running the network. CBS backed Cowan in state-
ments expressing confidence that he had nothing to do with
quiz rigging, but Cowan claimed that CBS did not want him
back and was forcing his resignation. In an acid exchange
of letters with Frank Stanton, Cowan offered his resignation.
Stanton accepted it, “effective immediately.” And on De-
cember 8, six days short of his 41st birthday, Jim Aubrey
was named president of CBS-TV.

Aubrey’s job was not easy. CBS had hit its peak under
Cowan with a $25 million net in 1959. But CBS was set
back financially and psychelogically by the quiz scandals. Its
earnings tumbled in 1960; there were sponsor cancellations
and ABC was riding high with The Untouchables and a
programing lineup Aubrey himnself helped set in motion.

Programing, of course, was Aubrey’s way back to the win-
ner’s circle. Hub Robinson was no longer with CBS. A week
after Aubrey was named his senior as executive vice presi-
dent, Robinson and Harry G. Ommerle, Robinson’s pro-
graming second man, left the network. Oscar Katz had re-
placed Robinson as program chief and was backed by Mike
Dann as New York programing V.P. and by Guy della Ciop-
pa on the West Coast. But Aubrey quickly let it be known
that he would be calling the programing shots.

CBS-TV’s 1960-61 schedule was not too successful. Of 14
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CLOSEUP: JIM AUBREY continued

Where does Aubrey go from here? Specula,tion is he won’t stay anchored to CBS

new programs, nine failed to make it back the following
season. But Andy Griffith, Route 66 and Candid Camera
were added to a hard core family of hits like Jack Benny,
Red Skelton, et al.

For 1961-62 Aubrey added the Defenders and Dick Van
Dyke; in 1962-63 the new Lucy Show, The Nurses, Jackie
Gleason and something called Beverly Hillbillies (and.
with his pet theory of putting a lagging show after a hit, he
put faltering Dick Van Dyke after Hillbillies and got two
hits) .

The current season is already ratings history. Pefticoat
Junction, Danny Kaye and My Favorite Martian hit big.
Most of the CBS lineup continues into fall. Aubrey’s done
O.K. in most everyone's estimation and CBS-TV is firmly in
first place.

Those who look at CBS-TV today see Aubrey well en-
trenched, but he has had some challenges.

Early in 1962 Hubbell Robinson rejoined CBS-TV as
senior vice president, programs. It didn’t work out. The two
men reportedly got on personally, respected each other’s
professionalism, but Aubrey had absorbed so much of Rob-
inson’s former powers, Robinson couldn’t operate with any-
thing like his old steam.

Robinson resigned a second time from GBS in March
1963 over a “'basic policy disagreement.” Along with him
went Alan D. Courtney, a former MCA-TV vice president
whom Robinson had installed as his vice president in charge
of network programs. Aubrey shortly afterward moved Mike
Dann up to fill the Robinson-Courtney gap.

In 1962, also, Aubrey and CBS, along with the other two
networks, were caught up in Sen. Thomas Dodd’s (D-Conn.)
investigation of violence on television. Aubrey was broadly
accused, along with Bob Kintner and Ollie Treyz (all three,
it was noted, came out of the “high executive levelat ABC™)
of a race for ratings based on program concepts of crime,
violence and sex.

The specific complaint against Aubrey was that his name
was quoted in a memo written to the producers of Route 66
by CBS-TV Hollywood program administration vice presi-
dent Howard Barnes to the effect that the girls appearing on
the show be more sexy. ". . . the stories to date,” wrote
Barnes, . are a far cry from Mr. Aubrey’s dictum of
‘broads, bosoms and fun.””

Aubrey denied issuing any such “dictum,” testified that
“it is quite easy for people who work in this particular busi-
ness to interpret a request for attractive girls . . . as ‘broads,’
and also, because you do want them attractive, I believe
they use the word ‘bosoms.”” Dr. Stanton also took the
stand to deny that CBS ordered its shows pepped up.

The Senate hearings were the death knell for action pro-
graming. And whether it was the result of the hearings or
not, CBS’s Hollywood program corps soon afterward was
shaken up. Howard Barnes resigned, as did Guy della Ciop-
pa, a CBS creative man since 1937, a wartime aide of
Colonel Paley at SHAEF, Paley’s CBS assistant after the
war, and boss of CBS’s Hollywood program department
since the early 1950’s.

Aubrey replaced della Cioppa with Bob lewine (della
Cioppa staying in the CBS “family” with a new job as top
executive at Red Skelton’s production company) and had
perhaps “telegraphed” the news of a new Hollywood high
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command back in March 1962 when he moved up an old
friend from Los Angeles station days, John T. Reynolds, to
CBS-TV senior vice president-Hollywood from V.P.and gen-
eral manager.

ABC, NBC and CBS have all bad periods at or near the
top. Is CBS coming up for a downturn in the cycle of
things? “I don’t like to think s0,” says Jim Aubrey. “I think
we can sustain our advantage. New show concepts aren’t
about to run out. The basic forms of drama and comedy
are unchanging but we're always finding ways to do them
better. To look at programing today and compare it with
programing of 10 years ago, and call that old programing
‘the golden age,” is a snare and a delusion.”

Aubrey himself has no delusion about his business. Frank
Stanton has said, “We keep the balance sheet men away
from our creative peoplc. But not too far away.” Aubrey
knows the rules and he knows the penalty for too much
failure. “Our advantage,” says Aubrey, ““is a question of
manpower. Below Paley and Stanton we are all expendable.
There’s always somebody on the bench who can do a job as
good or better than you can.”

Aubrey says that every pilot film that CBS makes today
is “for our internal judgment only. We do not show them
to potential customers; they are not used as an advertising
lure.” 1f CBS-TV can sell a new season’s “chances” on a
take-our-word basis, Aubrey is as secure as anyone can be in
the network business.

Where does Jim Aubrey go from here? Friends and de-
tractors alike feel that he will not stay anchored to CBS.
Says an agency man, “It looks like a 10-year wait at least be-
fore Aubrey could move upstairs at CBS. He’s too impatient
to wait.”

“It would take an impossible offer to move Aubrey right
now,” says another agency man. “He needs to get a nickle
under his foot and his CBS stock options, when he exercises
them, will set him up pretty good.”

Aubrey gets a base salary of $124,000 a year as president
of CBS-TV. In 1963 he took another $100,000 in additional
compensation (up from $60,000 additional in 1962) and has
$38,100 in the CBS pension plan. Last month he had op-
tions on 32,500 shares of CBS stock (65,000 shares after the
Feb. 17 split), exercised roughly a third three weeks ago at
$36 a pre-split share. At current market prices, minus com-
missions and capital gains tax, Aubrey has a realized and
potential CBS stock worth of nearly $1 million.

“Money is not Jim’s problem,” says one close friend. ‘“His
problem will be, if he considers moving from CBS, what
position will fulfill his needs. But where can he get what
he has now? He has money and he has power. He is both a
strategic and tactical powerhouse; he orders and he executes.

“Some people say he wants to be boss of a film company.
Movies would be retirement for him. He produces more
film now than many movie companies. If he goes upstairs
at CBS, he’ll only be a strategic planner, and for Aubrey,
that’s not satisfaction enough. If he could boss an entire
communications complex—TV, movies, the works—that
would be his meat.

“All T know is that it would take four guys to replace
Jim Aubrey as head of his network. You can quarrel with
his methods of running that network, but boy, you can’t
quarrel with his results.” END

TELEVISION MAGAZINE / March 1964

WwWWWwW americanradiohistorv com


www.americanradiohistory.com

i e T e S S R S R s e T
MORE HOMES THAN
THERE ARE IN
THE NATION’S 6TH
LARGEST CITY

Yours on a silver platter! More than 423,000
television homes in one of the nation’s high-
income, fast growing markets...more homes
than are in ALL of Houston, the nation’s 6th
city! KOIN-TV gives you the 850,000-population
Portland standard metropolitan area solid, gives
you weekly-or-better coverage of 423,360 tele-
vision homes* in 34 Oregon and Washington
counties.

And when you buy KOIN-TV, you buy more
than statistics! You buy the persuasive power of
a station famed for its stature and influence in
its region.

By any measurement, KOIN-TV is the

buy in Portland and its surrounding
marketing area.

KOIN-Tv

CHANNEL 6

PORTLAND, OREGON

Represented Nationally by Harrington, Righter & Parsons, Inc.
*Nielsen Coverage Service—1961 (Latest authentic figures)
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THE COMPETITION IN STAINLESS STEEL from page 43

Benton & Bowles sent out camera safaris to capture

the commercial closed with still photo-
graphs of 15 barbers each in St. Louis,
Atdlanta, New York, Los Angeles and
Chicago. The stainless TV game is
currently being played with geographic
distribution, claiming: “Five blades
shaved 75 barbers.” Schick’s 15 shaves to
the blade is heavily spotted in television
nighttime. Added sell comes from net-
work shots in prime time's Quter Limils
and Combat on ABC-TV. The between
$5 and $6 million that Schick spent in
TV last year seems to have been well
spent.  The firm now claims to have
309, ol the blade market.

Breathing down Schick’s neck with its
two stainless steel entries—Personna
double edge and Pal injector— was
American Safety Razor. ASR’s president
Robert G. Urban says his firm started
work on stainless steel a year and a half
before Wilkinson made its U. S. debut.
But because stainless involves an entire-
ly different process than carbon, “differ-
ent grinding, difterent honing, different
heat treating, tempering, etc.,” ASR’s
stainless blades didn’t make their initial
appearance before February 1963.

By March, ASR—through agency Ben-
ton & Bowles—was ready with television
commercials for the company’s Personna
and Pal. Television exposure tollowed
product distribution, starting in New
York, then on to New Lngland, the
Northeast and finally nationwide.

Personna’s first television commercial
capitalized on the British origins of its
blades. Since ASR’s first batch of Per-
sonna stainless was lioned in the com-
pany’s Glasgow plant, the premiere com-
mercial, shot in England, and featuring
announcer Bill Shipley, emphasized the
British origins with: “Have you heard
about the new British-process blade?”

Meanwhile, back at the agency,
strange things were happening. A stream
of unsolicited letters began pouring into
B&B, praising the new Personna and
telling, in awe, how many shaves (one
[ellow claimed 120) the writers were get-
ting from the stainless steel blades. The
letters started agency gears meshing into
Phase Two.

Armed with Polaroid cameras and
tape recorders, Benton & Bowles’ copy
writer Ed Caffrey and group head Stu
Trott set about getting in-person inter-
views [rom satisfied letter writers. As
soon as the tapes were edited they made
their way to a two-week racdio run while
a TV version of the same approach was
in the works.

Once again B&B staffers went on in-
terviews, this time with television cam-
eras. Camera safaris to Long Beach,
Long Island, Boston and Philadelphia
captured an assembly of Personna buffs
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that included, among others, a baker, an
oil executive, a truck driver and a laun-
dry man (he was [ollowed about as he
delivered his bundles, managing o find
timme to hop off his truck, deliver a 10-
minute sermonette on the pleasures ol
Personna before driving off to deliver
the rest of his bundles). Whatever their
professions, all shared a common enthu-
siasm [or the Personna blade. Getting
them to translate that enthusiasm to
television terms involved this technique.
The living testimonial was brought be-
fore the camera. Out of view and mike
range stood a questioner whose job it
was to see that the subject made two
points clear: (1) that Personna stainless
steel was a great blade and (2) that
Personna was better than Schick or Gil-
lette. As one agency hand explained
it, “What good is a testimonial il he
hasn’t used anything else?” (The wisdom
of using real people for Personna was
attestedd to by a rival agency ad man.
“You couldn’t get those people in any
casting office in the world.™)

PLAYED DEVIL'S ADVOCATE

Getting proper television response
from the interviewer sometimes forced
the agency questioner to play the role of
Devil's Advocate. When the shaver told
ol getting some 20-odd shaves per blade
in a rather off-hand manner, the off-
camera agency man would generate a
little expressiveness with “Oh, come on
now. You didn’t really get that many
shaves.” The interviewer olten wonld
rise to the bait with a heated and ex-
pressive, “Yes I did! I got 20 shaves from
the new Personnal”

B&B edited the most exuberant mo-
ments from each 10-minutc reel of film.
But rather than let the commercials
stand with the names ol Personna’s com-
petition, competitive references were
eliminated [rom the commercial’s sound
track by the sound ol a high-pitched
slide whistte. Now when farmer Jones
talked about what Personna was better
than, his lips formed a distinct Schick
and Gillette but the sound that camec
out was “coo-c00."”

Personna’s daring-do didn’t stop with
saying that its blade was better than
the competition. Each commercial ends
with announcer Shipley oftering to buy
any dissatisfied Personna user either
“co0-coo” or ‘“coo-coo’” brands il he'd
prefer them.

Benton & Bowles [eels the censored
“c00-c00” 1 niore apt to generate view-
er interest than a straight product men-
tion. Getting the particular sound that’s
currently getting audience notice re-
quired a good deal of agency experimen-
tation. A variety of sound effects were
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the Personna buff for TV

tried our and il the process at B&B
sounded like New Year's Eve al a boiler
factory, the result seems to have been
worth it.

For Pal razors and blades in the injec-
tor shaving market, Benton & Bowles
and American Safety Razor beat the tel-
evision drums in a different way. The
approach to this more limited market
(in per cent of male shavers) shows a
solitary model and his medicine cabinet.
He shaves for viewers to the accompani-
ment of drum rolls and the pulsating
count-dlown. “The comlortable feel of
total stainless steel.” Pal is pushing its
stainless injector razor, complete with
stainless blades, in the same markets with
the same schedules as Personna.

The sounds ol Personna’s *coo-coo™
and the Pal drum roll have been heard on
NFL Pro Football, The Jackie Gleason
Show, CBS News with Walter Cronkite,
Perry Mason, Red Skelton, Alfred Hitch-
cock, Rowute 66, Rawhide and East Side,
West Side. In addition 1o these network
and spot exposures, the Personna “coo-
coo” is coming in for additional pub-
licity from comedians who make the
new sound part of their gag toutines.
This kind of unsolicited attention prob-
ably causes as much joy at American
Safety Razor as the increased sales which
have resulted from their television pro-
motion. While final 1963 sales figures
aren't in yet, ASR President Urban
boasts a stainless steel dollar volume in-
crease ol 86Y%.

Company spokesmen say that Gillette’s
late entry into the stainless steel compe-
tition (three months after its competi-
tors were slashing away) was a calculated
move. At Maxon Inc., agency for Gil-
lette, creative director Allen Hodshire
puts the case this way: “Gillette would
not produce a stainless steel blade till
they were sure they could produce one
of such high quality that it was unilorm-
ly good. At Gillette we want to be sure
that every single blade is perfect. Getting
that result took work and time.”

With the claims flying thick and fast
Gillette found itself in the unusual and
unenviable position ol being last blade
in. To make up for the late start (in-
troduced in September and national
by Nov. 1), a multi-million dollar
advertising campaign was launched.
The ad campaign has been called the
largest in Gillette’s history—and when
Gillette decides to do something in a
big way it is very big indeed.

Newspapers in 50 top markets told
full-page stories of the Gillette stainless.
In television Gillette was on network
sports events like the Rose Bowl, the
American Football League champion-
ship game and the AFL All-Star Game,
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Friday Night Fights and Wide World of
Sports. Network prime time regular pro-
graming wasn't neglected either—"We
don’t want to overlook the ladies; they
buy a lot of rasor blades.” The Joey
Bishop Show, Wagon Train, The Defen-
devs, McHale's wa Saturday Night at
the Movies, Arvest & Trial, The Z\’u;se
International Showlime and the E](fZ}-
enth Hour were used. Added to the net-
work exposures was a heavy spot cam-
paign at all hours save daytime.

By World Series time the big shaving
“G” was ready to go with an introduc-
tory ad budget of $4 million, most of it
devoted to television. The first TV 10-
and 20-second spots featured Sharpie, an
animated parakeet and longtime spokes-
animal for Gillette, by the side ol vari-
ous newsmaking machines—a teletype,
an outdoor billboard. In voice-over the
audience was told, “Announcing the
Gillette stainless blade . the world’s
sharpest, easiest shaving on long-lasting
stainless steel. We're reminded at
the finish thar “On any steel—it’s the
edge that counts.” And lest we forget,
parakeet Sharpie signs ofl with a re})éat:

“Yes sir, it's the edge that counts.”
In later television pitches Gillette pre-
ferred not to fight it out on the terms
ol how many shaves ecach Gillette stain-
less would give the buyer. The caim
was and is simply that “the Gillette stain-
less steel blade can and does guarantee
you more superbly comfortable shaves
per blade than you get with any other
blade .. . or your money back!”
The current Gillette television tack
emphasizes the point that “every man's
beard is different.” One spot drama-
tizes the point by showing various sets ol
fingerprints. It opens on a shot of
store recently robbed. A uniformed
policeman and a plainclothes man are
dusting the safe with powder. As the
camera closes in on a shot of the recent-
ly dusted fingerprints, rhe voice-over
tetls us. . .. “No two men’s ﬁnver])rxms
are alike. Just as every man’s skin
and beard is different.”” At this point
there's a closeup of a highly-magnified
section ol a man’s beard. The voice-over
continues with “That’s why no one can
say how many shaves you can expect
[rom any razor blade. But the maker of

the incomparable Gillette stainless steel
blade can and does guarantee you more
superbly comlfortable shaves per blade
than you get with any other blade or
your money back.”

There is little doubt that a lare entry
cost Gillette a portion of its blade busi-
ness. Preliminary figures of 1963 net
earnings after taxes are estimated at ap-
proximately $41,645,000, compared with
1962 earnings ol $45,274,000. The net
earnings reduction was officially stated
as resulting from “higher manulacturing
costs, increased competition in the razor
blade business in the United States and
certain foreign countries, together with
increased expenses for promotion and
advertising.” But at least one company
man hinted of a brighter picture ahead,
stated that whatever business had been
lost by Gillette’s late entry to the market
has been regained.

Meanwhile all three companies con-
tinue to pour their stainless steel hearts
out via television commercials. Tele-
vision, fattening with each claim, can
only hope stainless advertisers have only
begun ro scratch the surface. END
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Transistor radids aré a Mitsubishi Specialty, This 9-transistor,
3-band (MW, SWL & §W2), superheterodyne radio boasts a mesa-
type high frequenéy transistors for highly stabilized short-wave
reception and sensitivity, transistar-controlled illuminating lamps
that act as a tuhing indicator, plus a push-button controlled
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HINDSIGHT jrom page 47

The kiddies wrest dial control Wednesday nights at 9 for the “Beverly Hillbillies”

what.) Redigo created exactly the thud
Cornell foresaw, was one of the first
shows of the season to be dropped.

Cornell continued to hit the Tuesday
night target at 9:00, nominating Petti-
coat Junction, the newest addition to
the CBS comedy family, to win both its
time period and honors as the most pop-
ular new show of the year. ABC’s Great-
est Show On Earth and NBC's Richard
Boone Show languished in second and
third positions respectively. They con-
tinued to languish from 9:30 to 10 when
Jack Benny came on to do his bit for
CBS.

Tuesday night’s final hour of program-
ing provided Cornell with his only miss
of the evening and ABC with its only
solid hit. Cornell had estimated that
old reliable Garry Moore would take 10
to 11 easily from The Fugitive, new on
ABC, and the NBC Bell Telephone
Hour/Andy Williams ofterings. NBC's
entry did place third out of the three but
The Fugitive declined to be second.

The network standings lor Tuesday
night came out as Cornell expected. CBS
took the lion’s share of viewers with a
23 average rating and a 39 average share.
ABC was second but breathing right
down CBS’s programing neck with 20.5
average rating and 34 share. A 13.9
average rating and 23 average share gave
NBC its poorest night of the week.

WEDNESDAY

Wednesday night saw (1) television
set usage increase 2.5 rating points over
last year and (2) Cornell's rating esti-
mate error on the top show. 7:30 through
9 brought few programing surprises.
NBC’s 90-minute western The Virginian,
edged out ABC's Ozzie & Harriet and
Patty Duke by a single point. But set
usage was so high at 7:30 and 8 that even
second position ABC offerings delivered
high ratings. CBS Reports, the net-
work’s hour sacrifice in the name of pub-
lic affairs, left the way clear for ABC and
NBC to pluck the fruits of high set tune-
in. At 8:30 ABC’s The Price Is Right
failed to capitalize on Patty Duke’s helty
lead-in.  As Cornell suspected, Patty’s
youthful following found the quiz game
too tame for its tastes, switched over to
the tail end of the Iirginian. Yet Price
Is Right, benefiting from high set usage
and some lead-in overflow, managed to
be a “comfortable” second. CBS’s Glynis
died after 13 weeks.

Going into a time period with two
straight losers in a row might be cause
for concern in a network schedule. But
if you happened to be CBS on Wednes-
day night at 9 and threw in your lot
with an earthy half-hour comedy called
the Beverly Hillbillies, not all the flops
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that preceded you nor all the competi-
tion that opposed you would have caused
you one moment of worry out of the
thirty you were on the air. Cornell
picked the Hillbillies to take the time
period, Ben Casey’s first half-hour to
place second and Espionage to pick up
what little audience was lelt [rom the
CBS-ABC viewer battle. Positionwise he
was right but audiencewise he was too
optimistic on Dr. Casey. The Espionage
rating was properly anticipated.

Cornell wasn’t as far off as the pro-
gramer at ABC who moved Ben Casey
from last season’s 10 Monday night
stomping grounds, where he delivered
the second highestrated show on tele-
vision, to do toe-to-toe combat with the
Hillbillies. Cornell explains the good
doctor with the surly disposition has his
strongest appeal with young women,
while the Hillbillies ave overwhelming
favorites ol children. America’s young
women didn’t have a chance, the kiddies
wrested dial control and placed them-
selves right in the Hillbillies’ corner.
But Cornell hadn’t counted on the peak
sets-in-use and the overwhelming num-
bers that went CBS’s way from 9 to 9:30.

Poor Ben Casey never recovered from
his first half-hour wounds. Instead of
picking up audience at 9:30 when the
Hillbillies signed off, his final segment
played second fiddle to the lead-in-
beefed-up Dick Van Dyke Show on CBS.
The ABC physician ended this season in
37th ratings position; next year he’s
lreaded back to his old time period.

At 10 the networks met head-on with
one hour entries across the board., Tal-
ent and a helty pre-assembled audience
were on the side of CBS’s Danny Kavye,
making him the distinct time period
winner. Cornell points out that NBC’s
Eleventh Hour gathered sizable audience
considering it inherited almost nobody
[rom Espionage (which ended the sea-
son with the second lowest share on the
air) . ABC’s Clianning fell a far-behind-
the-others third at 10. The Channing
tailure, says Cornell, is not to be blamed
on lack of pre-assembled audience, just
lack of a good series.

In his pre-season view of Wednesday
night Cornell had expected CBS to come
in second to ABC, largely because of
CBS’s slow nighttime start with CBS
Reports and  heightened competition
trom Ben Casey. I hadn’t counted on
the incredible performance by the Hill-
billies,” explains Cornell. That perform-
ance helped make the night for CBS;
the network took Wednesday with a
20.6 average rating, 35 average share.
ABC averaged a 17.6 rating and a 30
share, just ahead of NBC with a 17.3
rating and 29 share.
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THURSDAY

Thursday night opened with ABC'’s
Flintstones and CBS’s Password doing
almost exactly the same kind of ratings
business, with Flintstones taking a single
point lead. Temple Houston caught the
small smattering of older viewers who
didn’t watch Password but not enough
to keep the show’s first half from holding
last place out of three. While Houston
still clung to last place at 8, the NBC
western managed to carry over some of
the older adult audience that Cornell
expected to shift to CBS’s Rawhide.
Enough was drained from Rawhide for
Houston to make ABC’s Donna Reed
Show a healthy time spot winner.

At 9 ABC's My Three Sons captured
enough of Donna Reed’s overflow to
insure a sound rating but was slightly
outdistanced by rival programing. Raw-
hide, still hurting [rom the chunk of
audience Temple Houston took away
in its first half-hour, dropped a single
point behind NBC's Dr. Kildare.

Cornell predicted that jfimmy Dean
would lose a lot of audience for ABC at
9. It did. They turned away from Dean
to the first hall-hour of Pervy AMason on
CBS and the second half-hour of Dr.
Kildare on NBC. The lawyer and the
doctor fought it out so closely that only
a rating point separated them. It was a
point that Dr. Kildare won. As the

Jimmy Dean Show sunk slowly at 9:30,

Perry Mason built audience in his sec-
ond half-hour, just nosed out NBC'’s
Hazel.

Thursday night’s finale brought a mild
surprise for Cornell. The Nurses at
CBS fared first, Sid Caesar and Edie
Adams followed at 10:30 by station time
were a way-behind third at ABC. Cor-
nell had picked the NBC alternations,
Perry Como Specials and the Kraft Mys-
feries, to finish second. The night with
Como specials managed to get the high-
est ratings but the Kraft episodes did
even better ratings business than Cornell
expected. Como, too, did better this
year than last when he was caught op-
posite The Beverly Hillbillies.

Thursday was another notch on the
CBS belt (the average rating 20.1, share
87) but NBC was right behind with an
18.6 rating and 36 share. ABC, thanks
largely to a disappointing showing by
Jiminy Dean, ended Thursday night
with a 16.1 rating and a 27 share.

FRIDAY

Friday night's starter for ABC, 77
Sunset Strip, fell flat on its new time
period. Cornell had expected that the
action adventure series would knock the
teen-agers cead, giving ABC the edge (at
least by the time 8:00 rolled around)
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over NBC'’s high children favorite Inler-
national Showtime. It wasn’t even close;
International Showtime ran away with
the full hour. While CBS’s Great Ad-
venture fit neatly into the last-place
niche Cornell had carved out for it, the
Strip surprised him all around. He ex-
plains that the 77 Sunset Strip that ABC
entered in the programing sweepstakes
this season bore little resemblance to
the one that used to be such a hit.

At 8:30 NBC’s Bob Hope Presents the
Chyysler Theater was the overwhelming
audience winner. The NBC entry bene-
fited from every possible kind of pro-
gram advantage. In addition to the
proven audience allure of Hope himself
(when he appeared in specials his shows
hit ratings heights) and good offerings
in the anthologies, there was tremendous
lead-in audience from International
Showtime. Route 66 ran out of gas on
CBS, couldn’t even take the second place
Cornell anticipated for it (“I should
have known better”). Amos Burke got
a reasonable audience but nothing to
give Hope any trouble.

At 9:30, when all three networks
changed their schedules, the audience
shifted its focus to CBS. Hope’s lead-in
couldn’t save Harry’s Girls (which shared
the dubious distinction with Jerry Lewis
of receiving the worst notices ol the sea-
son’s new programs) . Cornell had pegged
the NBC offering to take second place
in the period. It was off the air after 13
weeks. CBS’s Twilight Zone was the
prime beneficiary, with ABC’s The Farm-
er’s Daughter second.

From 10 to 11 all network programs
performed as Cornell predicted. ABC’s
Fight of the TVeek was a time period
throwaway to a limited audience, placed
third. Adlfred Hitchcock had a setup
audience of mystery fans from Twilight
Zone to add to his already devoted {ol-
lowing and won the time period. Jack
Paay’s unfortunate placement behind
Harry’s Girls and strong Hitchcock
competition brought him in second.

But Harry’s Girls didn’t lose the night
for NBC. With a 20.2 average rating and
20 average share, NBC had Friday night
securely in its grasp. CBS had its worst
evening of the week—17.5 rating, 30
share. And [or lack of a proper opening
blockbuster, ABC ended with a disas-
trous 13.7 rating and 24 share.

SATURDAY

Saturday saw early evening set usage
skyrocket over last year. CBS’s Jackie
Gleason took the time period even more
handily than predicted because of addi-
tional tune-in. The Licutenant on NBC
and Hootenanny went second and third,
in that order.

At 8:30 Phil Silvers threw Cornell—
and CBS—for a loss. The comedian’s
new CBS half-hour try went nowhere,
even after the network switched it to
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9:30 later in the season. It won't be
back.

When the Defenders traded places
with Silvers it tied Lawrence Welk and
beat NBC's Joey Bishop but not by
much. The real benefit of over-50 view-
ers from the Jackie Gleason Show went
to ABC’s Lawrence Welk who managed
to dance his second half-hour into higher
ratings than the Defenders.

With the losing Phil Silvers Show on
CBS at 9:30, Cornell says audiences went
to the Saturday Night Movies by default.
Anything, it seems, was better than
watching Jerry Lewis, who played third
best for one full hour. He did manage
to take his last half-hour at 11:00 when
there was no network competition.

At 10, old reliable Gunsmoke took
the hour with the highest-rated show of
the evening. Cornell says the Dodge
City set got even bigger audiences than
expected due to the Jerry Lewis fiasco.

Saturday night has belonged to CBS
for a long time. This past season was
no exception, the network garnering a
22.8 average rating, 56 average share.
NBC wasn’t too lar off with a 19.2 rating
and 30.5 share. ABC was out of the
money with a 153 average rating, 25
average share.

SUNDAY

Sunday night opened at 6:30 with
CBS's Mr. Ed a big time period winner,
hardly a surprise considering his only
network competition was local station
time. But at 7 when NBC got into the
act with the Bill Dana Show opposite
Lassie, Cornell was caught off guard.
He'd tapped Dana as Jose Jimenez to
take the time slot [rom well-worn Lassie.
Dana, the bellboy, ended up carrying
Lassie’s bags. There was plenty of life
lelt in the old CBS dog, stemming prob-
ably [rom a healthy diet of proper lead-
in and the fact that Dana’s show never
got to run on all NBC stations. Cornell
still thinks he had a fine show but “you
can’t get audience if stations don’t carry
your show.”

ABC finally got into the network act
at 7:30 with Juimie McPheeters—but too
little, too late and too long. It lost audi-
ences for an hour, largely because of the
unattractive character of Jaimie’s father,
whom Cornell says hardly any man alive
would want to identity with. Aly Favor-
ite Martian at CBS took its lead-in ad-
vantage and edged out the first half-hour
of NBC's Walt Disney’s TWonderful
World of Color.

Business picked up at NBC at 8 when
Disney went into his second hall-hour,
nosing out by one point the first half-
hour of CBS’s variety act king Ed Sulli-
van Show. But Sullivan had little to
worry about, got large audiences that
built into a second half-hour when
voungsters switched over from NBC. Yet
even though Grindl lost viewers, Cornell
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says a monstrous number of Disney fans
stayed where they were. The NBC maid
was second, but a fat second, thanks to
her lead-in. Arrest and Trial’s first half-
hour placed third, paying the penalty
for Jaimie McPheeter’s mistakes.

At 10 NBC's Bonanza, expected to
take first place, did so, and with such a
high vote of viewer confidence that the
western stood second only to the Beverly
Hillbillies in the total program popu-
larity contest. Cornell traces the big
Bonanza win to ‘“strong” lead-in aided
by the program collapse ol CBS’s Judy
Garland and the failure of ABC’s Arrest
& Trial. In addition to its traditional
appeal to children, Bonanza cashed in
on older adults moving [rom CBS at
Sullivan’s close to flee Judy. There ap-
peared to be plenty of room on the NBC
Ponderosa to accommodate them and
escapees from ABC’s Arrest and Trial,
which placed a far-down-the-trail second.
The NBC cowboys will continue to ride
their time slot next fall. Judy retires
from the prime-time schedule this month.

“Boy, was I wrong on that onel!” says
Jim Cornell of his October opinion that
100 Grand would give Candid Camera
a run for its money in the Sunday night
spot at 10. He never learned exactly
what kind of a rating 190 Grand got—
it was retired from network service after
three weeks—but knows it ranged some-
where between catastrophic and disas-
trous. While Cornell admits to making
a wrong call on this shiow he still clings
to the notion that a good quiz show with
big money stakes can attract viewers.
“Unfortunately, 100 Grand wasn’t a
good quiz show. The premise sounded
fine but the show was monstrous.” It was
replaced by Laughs for Sale, a franchise
holder against the CBS and NBC com-
petition which did no better than its
predecessor. The ABG entry finished
86th in a field of 86 and has been re-
placed by local station time. Candid
Camera took the time slot unchallenged.
Du Pont Show of the Week performed
better in second position than expected,
thanks to Bonanza’s success and 100
Grand’s [ailure.

At 10:30 with ABC gone local and
only Du Pont to contend with, the aging
quiz kids of What’'s My Line? won the
time period easily.

Sunday night was NBC’s best of the
week, the network building its hefty
23.3 rating and 37.5 share on the Bonan-
za blockbuster. CBS won almost every
time period save the crucial Judy Gas-
land spot but lost the night, stood 21.7
in ratings and 35.5 in share. In a week
that dealt harshly with ABC, Sunday
was the cruelest audience cut of all:
13.5 rating and 21 share.

That was the season that was. It's
history now. Let CBS take heed, rival
networks take heart—there’s always next
year. END
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Checks out right down the line.

In every one of these all-important markets,

the CBS Owned television station

delivers the largest average audience!

Check ® CBS Television Stations National Sales,
representing WCBS-TV New York,

KNXT Los Angeles, WBBM-TV Chicago,

WCAU-TV Philadelphia and

KMOX-TV St. Louis.

Based on ARB television estimates, subject to qualifications
which CTS National Sales will supply on request.
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1 New York ...oooveieiivcveerennn. 5,620,800
2 Los Angeles .....ceeernn..n. 2,829,600
3 Chicago .oeevevreereeriisrcenris 2,342,300
4 Philadeiphia ...........c.coorv....... 2,125,800
*4 Boston-Manchester ... 1,831,700
6 Detroit ..o 1,634,500
7 San Francisco-Oakland ... 1,448,900
8 Cleveland ... 1,324,200
9 Pittsburgh .o 1,257,600
10 Washington ..o 934,000
19 St Lotis o 867,700
12 Providence .......ccccooiinae. 867,300
13 Baltimore ... 806,900
14 Dallas-Ft. Worth ......c............ 783,600
185 Cincinnati ..o 765,900
16 Minneapolis-St. Paul ... 764,700
*17 New Haven-Hartford-New
Britain ..o 740,400
*18 Indianapolis-Bloomington 701,000
18 Miami oo, 689,800
20 Milwaukee .....ococoovveerveienn. 658,700
21 Kansas City .o 621,500
22 Charlotte, N. C. ............ 618,700
23 Sacramento-Stockton ............ 616,000
24 Atlanta ... 605,100
25 Seattle-Tacoma ... 604,700
26 Buffalo ... 589,700
*21 Johnstown-Altoona ............... 582,200
*28 Lancaster-Harrisburg-York-
Lebanon ... 577,500
29 Grand Rapids-Kalamazoo ...... 564,900
30 Houston ... 530,800
31 Dayton oo 513,600
32 Tampa-St. Petersburg ... 506,300
33 Memphis oo 501,400
34 Columbus, Ohio ... 492,900
35 Portland, Ore. ..ooovveeeeee 481,600
36 Syracuse-Elmira ... 470,300
37 Steubenville, Ohio-Wheeling,
Vao e 53,200
38 Greenville-Spartanburg-
Asheville ... 451,600
39 Nashville oo 450,700
40 Birmingham 447,200
41 New Orleans 446,400
42 Albany-Schenectady-Troy ...... 430,200
43 Charleston-Huntington ... 430,100
44 Louisville ....oocooererveirien, 427,000
45 Flint-Saginaw-Bay City ... 402,000
46 Greenshoro-Winston-Salem-
High Point ..o 400,900
47 Toledo ...ccccerrivrriniiiir 397,200
48 Denver ..o 388,700
“49 Portland-Poland Spring ........ 378,600
50 Lansing-Onondaga ... 374,500
51 Durham-Raleigh ... 358,800

52 Wichita-Hutchinson 356,500
53 Oklahoma City ....ccccceeevuneaee., 353,000
54 San Diego .....cooviveiveninn. 352,800
55 San Antonio ................ 352,600
56 Orlando-Daytona Beach ........ 343,800
*§7 San Jose-Salinas-Monterey .. 337,000
58 Davenport-Rock Istand-Moline 335,100
59 Rochester ... 333.300
*80 Champaign-Springfield-

Decatur .o, 330,500
61 Tulsa ..o, 330,400
*62 Roanoke-Lynchburg ... 329,600
63 Omaha ... 328,300
64 Norfolk ..o, 315,900
65 Green Bay ..o 314,600
86 Richmond ............occcooeoeae. 311,400
67 Cedar Rapids-Waterloo ........ 308,906
68 Shreveport-Texarkana 300,900
69 Baton Rouge ... 295,500
70 Scranton-Wilkes-Barre ........ 292,900
*71 Des Moines-Ames ... 287,500
72 Salt Lake City ..o 282,600
73 Jackson, Miss. ..o, 276,100
74 Jacksonville ........ccco..co.. 275,500
75 Spokane ..o 267,800
76 Phoenix ... 265,800
17 Mobile-Pensacola ............... 264.900
78 Madison ... 252,600
79 Knoxville ..o 249,500
80 Little Rock ... 240,000
*81 Cape Girardeau, Mo.-Paducah,

Ky.-Harrisburg, L. ... 239,600
82 Binghamton ... 237,700
83 Columbus, Ga. ... 234,700
84 Columbia, S. C. ..o 230,700
85 Sioux Falls, $. D. oo 225.600
86 Greenville-Washington-New

Bern, N. C. .o 222,900
87 Evansville, Ind.-Henderson.

Ky e, 218,200
B8 Rockford, 11l .. 214,200
89 Chattancoga ... 212,100
*90 Lincoln-Kearney-Hastings-

North Platte ..o, 209,300
91 Augusta, Ga. ......cooeeveennn, 203,500
92 Fresno ..o 194,500
93 Bristol, Va.-Johnson City-

Kingsport, Tenn. ... 191,800
94 Tailahassee, Fla.-

Thomasville. Ga. .................. 187,000
95 Terre Haute ..........cccoccooce..v. 184,400
96 Springfield-Holyoke ............ 183,600
*97 Austin-Rochester, Minn.-

Mason City. lowa .................. 183,300
98 Youngstown, Ohio ............. 178,000
99 Erie. Pa. oo 174,100
100 Albuquerque .. 171,600

*Market combination differs from that in television markets listing, page 119.
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Exclusive
ranking

of theTOp

markets
r 1964

10}

His is TELEVISION Macazing's exclusive ranking of the

Top 100 TV markets for 1964. Each of the markets is
listed at the left with the number of TV homes it now con-
mands under the inagazine’s criteria. Each is pinpointed by
number on the map above. Each is broken down, state-by-
state and county-by-county, in the pages which follow.

The markets are ranked in descending order of TV
homes credited to each market in the magazine's continuing
“Telestatus™ report (see page 119) of TV home distribu-
ton. The figures reported in this issue are as of March
1964. All markets are constantly changing in number of
TV homes: hence a similar study done a month from now

TELEVISION MAGAZINE / March 1961
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would yield a different—-although basically similar—set of
information.

“Telestatus” credits TV homes to a particular market on
the basis of a 25% net nighttime weekly viewing level for
the dominant station in a market. In other words, if sta-
tion xxxx-Tv, the station with the largest reach in Fictional,
Ariz., reaches 256% of the TV homes in county ABC at least

one night a week, the entire TV homes count of the county

is credited to Fictional.

There are 13 market combinations in this issue’s special
Top 100 report (indicated by asterisks throughout the re-
port) which differ from the market combinations appear-

TELEVISION MAGAZINE / March 1964

ing in the complete “Telestatus” section. This is because
the Top 100 ranking takes into account additional criteria
based on conventional marketing practices in determining
its market combinations. Boston, for example, is linked
with Manchester, N.H., in the Top 100 but not in the com-
plete “Telestatus” section. For marketing purposes, these
two areas are generally considered to be one, and a buyer
of television time buying Boston will also cover Manchester.
The reverse would not be true. For another example:
Cape Girardeau, Mo., Paducah, Ky., and Harrisburg, Il
are combined in the Top 100 as they are in common mar-
keting practice, yet the county coverage areas for each are

67
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TOP 100 TELEVISION MARKETS continued

sufficiently different to warrant listing them individually

in the complete “Telestatus” section.

In all such market combinations the set count used 1is
that of the dominant station in the dominant market of

the combination.

In addition to a ranking of the Top 100 markets, this
report contributes other information of importance to the

reader:

1. A state-by-state, county-by-county breakdown of each

Exclusive

ranking

1: New York

of the Top 100 market’s television homes circulation.

2. A rate estimator for each of the markets plus cumula-

tive rate information as one progresses down the Top 100.
The rates given are one-time rates only; frequency dis-

counts will reduce the per-announcement rates presented

here. Also, the rates are for the highest-priced station in
the market for the particular time classification given: one

station’s rates may be quoted for Daytime 60’s, for exam-

of theTOp

ple. while another’s are used for Prime 20's. END
10 O markets Including:
6 * County-by-county TV homes
fOI‘ 19 4‘ * (Cumulative rate estimator
- PULBSKT .o 2,792
2: Los Angeles Stage s
Total TVHomes .. ... 2,829,600 Michigan
COUNTIES TV HOMES (512 ¢ (111 O 43,106
California LA
. r 3.167 Kenosha 30,618
Lot ngaios T gy Ao 4743
Orange ......... 297,247 atwor ’
Riverside ............. 105,211 . .
San Bernardino ... .. 163,449 Rates: MARKET 3 MARKETS 13
Santa Barbara .......ccoooeeeeeeeeeeeeeens 54,358 Daytime 60s ... $ 575 $2,225
VENtUIA oo 59,063 Prime 20s ... ..$1,400 $5,250
Late-Night 60s ......ococoveeviieene. $1,050 $3,380
Rates: MARKET 2 MARKETS 1-2
Daytime 60s ... $1,650
Prime 20s ... $3,850
Late-Night 60s $2,330
4: Philadelphia
Total TV Homes .. ... 2,125,800
3 Ch COUNTIES TV HOMES
- |Cago Delaware
Kent oo 19,542
TOtaI TV Homes """ 2’342’300 NeW Castle ...................................... 94’133
GOUNTIES TV HOMES SUSSEX oottt 19,765
lliinois Maryland
BOONME oo 07 o1 | OO 12,176
820:23{{{" New Jersey
Du Page . AHIANTIC oo s 51,884
Grundy Burlington ... 61,996
Iroquois ...... Camden ... 117,921
Kane Cape May ..... 15,166
Kankal;.e“em Cumberland 30,267
Kendall Gloucester ... 41,060
Lake ... Hunterdon . 15,575
La Salll.ém:: MEICEI oot 78,344
McHenry .. 0CBAN oot 38,979
WIlE oot
Indiana
Jasper
Lake ...
La Porte .. m Major facility change in market subseguent to latest
Newto county survey measurement date.
Portlern * Market combination differs from that in television

Total TV Homes ... .. 5,620,800
COUNTIES TV HOMES
Connecticut

Fairfield oo 1,692
Litchfield 35,512
New Haven 202,581
New Jersey

BEIEEN e e 246,074
Essex ... 283,604
Hudson ... 190,782
Hunterdon .. 15,575
Mercer ....... 78,344
Middlesex ... 134,179
Monmouth ... 101,564
Morris ...... 79,786
Ocean ... 38,979
Passaic ... 127,415
Somerset .. 43,346
SUssex ... 15,276
Union ... 155,379
WaITEN oottt 19,217
New York

21011 RS RR 450,620
Dutchess .. 46,390
Kings ... 814,028
Nassau ... 406,994
New York ... 631,334
Orange ... 51,802
Putnam ... 10,058
Queens ... 591,980
Richmond 60,449
ROCKIAND ..o 38,277
Y101 1011 O 229,306
Sullivan 13,199
Uister ......... . 34,340
Westchester ..o 251,576
Pennsylvania

MONIOE oot 11,615
Pike ...... 2,651
WaYNe .ot e 6,852
Rates: MARKET ! MARKETS I-I
Daytime 60S .......cooooevecerennnes $1,200 $1,200
Prime 20s ... ..$2,500 $2,500
Late-Night 60 ...coocoovrevvnnne $2,000 $2,000
68
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markets listing, Telestatus, this issue.
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QUALITY

WAPI-TV. =
WBEN-TV. =

WJAC-TV .. ..

WATE-TV.. ...

WTM]J-TV.. ..
WMTW-TV .

WSYR-TV ... .
WMAL-TV

BIRMINGHAM. . .The Birmingham News.. ... ........ .......... NBC
BUFFALO .. The Buffalo Evening News. .. .. ... .. ........ ...... CBS
FLINT ..  Goodwill Stations, Imc. ... ... ... .. ... .. .. ... ......... ABC
GREENSBORO. . .Greensboro News Company ... ... ... ... .. ... . CBS
HARRISBURG . . . Harrisburg Patriot .. ....... ... ... .. ........ .. ABC
HARTFORD .. Travelers Broadcasting Service Corp.. ... .. .. .. .. .. . CBS
JOHNSTOWN . . . The Johnstown Tribune-Democrat . . . . .. e NBC
KNOXVILLE . . Wate, Imc. .. .. ... . ... .. ... ... NBC
LOUISVILLE . . . The Courier-Journal and Louisville Times. . ... . ... . CBS
MIAMI. . Sunbeam Television Corp. . ... .. ....................... NBC
MILWAUKEE . . . The Milwaukee Journal . . ... ... ... ... . ... .. ... .. NBC
MT. WASHINGTON . . .Mount Washington TV, Inc. .. ............. ABC
OMAHA .. . World-Herald Corporation. ... ... ... .. ... .. . ...... ABC

PORTLAND, OREGON .. Mount Hood Radio & Television Corp.... .CBS
SHREVEPORT .. .The Shreveport Journal . ... ... ... ... ... .. . .. . CBS
SYRACUSE . . .Syracuse Herald Journal — Post Standard. .. .. . .. . NBC

WASHINGTON, D. C.. . .The Evening Star Broadcasting Company .. ABC

SERVICE

HARRINGTON, RIGHTER & PARSONS, INC.
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A WORD FROM WGAN RADIO-TV, PORTLAND, MAINE

OUR BUILT-IN SPURS . ..

“In the absence of the economic spur of competition

there is no reason to believe that minority groups

will be served by broadcasters.”

. . . Lee Loevinger, Commissioner, F.C.C.

There is little question that the technigues
of broadcasting must be constantly im-
proved, but this improvement cannot come
any faster than individual conception.

Until more listeners and viewers recognize
and support “enterprise, experimentation
and innovation in broadcasting,” which
the commissioner calls for, there is a brake
on the limit to which broadcast Junds can
be so vlunged on the local level.

In our economy it lakes courage and

money to grow.

With a plea not to alter in any way the
blessings of competition I most strongly
dissent that there are no other reasons why
a broadcaster would serve his community.

We are not yet old enough in time to have
lost the f[aith that moved our founding
Jathers .

. and there are still Patrick Henrys and
Nathan Hales lining among us.

.. for 1776 lingers yet in the air

And there are broadcasters who have been
in training for their jobs long before pic-
tures were added to sound . . . who bring

their multiple talents to a worthy arena.

The broadcaster needs no spur. It is part
of him. If there are economic factors, they
prevail as a means to the end result . . .
Irue service lo others, mindful of the trust
the broadcaster has been given by manage-
ment and ownership and the viewing and
listening public.

The Commissioner veers wide of the mark
if he believes there are no broadcasters
who honestly care for the business in which
they are engaged; broadcasters who daily
strive for the insight to widen the horizon
of their calling.

GENE WILKIN
Vice President

Guy Gannett Broadcasting Services
NAB * TIO * John Blair Companies * Mort Bassett Co. * TAC * BPA
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TOP 100 MARKETS continued

PHILADELPHIA continued

SAIBIMT vevivemtee e centit e ees e serinisns 17,013
WaIrreN oot n s 19,217
Pennsylvania

BEIKS oottt et e 84,273
Bucks ... ... 100,876
Carbon ..o 14574
Chester .....coovveeenenns 58,969
Delaware ...... 163,338
Lancaster ... 75,453
Lebanon ... 24,532
Lehigh oo 70.273
MONFOE vt 11.6'5
Montgomery ... 160,367
Northampton ... 60,541
Northumberland ... 28487
Philadelphia ..o 592,774
SChUYTKIT <o 46,647
Rates: MARKET 4  MARKETS 1-4
Daytime 60s .....cocovvieeiernnn, $2,975
Prime 20s ... $6,450
Late-Night 60s $3,980

5: Boston*

Manchester, N. H.
Total TV Homes .. ... 1,831,700

COUNTIES TV HOMES
Connecticut

New London ...ceervevveiveeeceiseeeeeeeeeieeenn 54,331
Windham ......o.ocoeeeeceer e 19,573
Maine

YOK oo cisece e ses e e 27,145
Massachusetts

Barnstable ..o 23,668
Bristol .......... 121,728
Dukes ... 1,832
Essex ... 161,392
Franklin ... 15,467
Middlesex ... 354,270
Nantucket ... 1,000
Norfolk ........ 149,094
Plymouth ...... 74,967
Suffolk ... e 241,505
WOPCESTET .vviveevricrreeis e s 166,598
New Hampshire

Belknap ...oco.oooiiiicce s 8,367
Carroll 4,603
CheShire oo s e . 11,445
HitISborough oo 52,949
Merrimack ........ 18,294
Rockingham .. 27,480
Strafford ...... .. 15,734
SUITVEN et 7,388
Rhode Isiand

Bristol i 10,943
Kent .......... 34,308
Newport ... 20,859
Providence .. 172,047
Washington 16,339

m Major facility change in market subsequent to latest
county survev measurement date.

* Market combination differs from that in television
markets listing, Telestatus, this issue.

TELEVISION MAGAZINE / March 1964


www.americanradiohistory.com

WNAC-TV's New Coverage fncrease Changes ilé%i@jture in New England

Simultaneously with the activation of its new tower, Network programming, it'll pay you to take a good look,
WNAC-TV, Channel 7 — at high noon, Sunday, February too. @ For WNAC-TV's increased coverage story, button-
23rd — began operating with maximum power at maxi- hole your nearest RKO-General representative and

mum height. ® Significantly, with its substan-
tial increase in service coverage, Channel 7
will provide Grade A contour service to an
expanded area that encompasses Greater
Boston, Providence and Worcester. ® Now,
with so many additional television homes
able to look in on WNAC-TV's local and ABC

www americanradiohistorv com

fearn why Mrs. Frank Casey in Usquepaug,
Rhode Island, and Mrs. Joseph Casey in
Charlton Depot, Massachusetts, can follow
Dr. Ben Casey’s neuro-surgical procedures
via Channel 7 as readily as Harry B. Casey
who lives practically within the shadow of
our new tower in Newton.
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TOP 100 TELEVISION MARKETS continued

BOSTON-MANCHESTER continued

Vermont

Windham ... 7477
Windsor ... 10,891
Rates: MARKET § MARKETS 1-5
Daytime 60S ....ooeveereececriee $350 $3,325
Prime 20s $7,250
Late-Night 60s ..........cooevrvieennn. $400 $4,380
6: Detroit

Total TV Homes . . ... 1,634,500
COUNTIES TV HOMES
Michigan

GENESEE ot e 8,200
JACKSON oo e 36,573
LAPEET oo 9,907
LENAWEE oo 20,496
Livingston ..o 10,924
Macomb .o 133,280
Monroe ..o ... 26,978
0akland ..o 214,648
St Clair e 29,368
Sanilac ......... 8,643
SHIAWASSEE ... 14,116
TUSCOIA oo e 10,708
Washtenaw ..., 48,292
WayNe ..o 778,462
Ohio

LUCAS ettt 138,607
OHAWA e 10,348
SANAUSKY vovveeereeieeeeee s 15,456
WOOD < e 18,869
Rates: MARKET 6  MARKETS 1-6
Daytime 60S ..o $300 $3,625
Prime 20s ... ....$900 $8,150
Late-Night 60s ........cccccovvvenen. $400 $4,780

7: San Francisco
Oakland

Total TV Homes .. ... 1,448,900

COUNTIES TV HOMES
California

Alameda .o 286,448
Contra Costa .. . 124,212
Lake v 4,365
Marin ... ... 49,085
Mendocino ... e 12,682
MONTEIEY uvcveeeeencen et em e 49,711
NADA oot 18,699
San Benito ........ 4,100
San Francisco .. ... 268977
San Joaguin ... . 74,776
San Mateo ........ ... 59,424
Santa Clara ... . 229,582
Santa Cruz ... 29,574
Solano ........ 39,081
Sonoma 46,063
Stanislaus .. ... 44,953
TUOIUMNG e 4,401
72

Nezvada
Mineral
NYE e 1,140

Rates:

Daytime 60S ..o $3,850
Prime 20s ........... $9,000
Late-Night 60s $5,005

MARKET 7 MARKETS [-7

8: Cleveland
Total TV Homes .. ... 1,324,200
TV HOMES

COUNTIES

Ohio

Ashland ..o
Ashtabula ..

Carroll .........

Coshocton ......

Crawford ...
Cuyahoga .....ooooveeeeeeeeee e
BRI e
Geauga ...
Holmes ..
Huron ...
Lake ...
Lorain ...
Mahoning ...
Medina ......
Portage ...
Richland
Sandusky .....
Seneca ...
Stark ...
Summit ..
Trumbull ...
Tuscarawas
WaYNe e

Pennsylvania
Crawford .....ooveeeeceeee e 19,450
METCEI et 36,147

Rates:

Daytime 60S ....cocooovoeeeiieeen. $4,150
Prime 20s ............ $9,775
Late-Night 60s $5,405

MARKETS I-8

9: Pittsburgh

Total TV Homes .. ... 1,257,600

COUNTIES TV HOMES
Maryland

Garrett ..o 4,400
Ohio

Belmont s 24,192
Columbiana . . 29,070
HarriSON oo e e 4,690
JeffRrsSon .o 26,967
MONIOE et 3,825
Pennsylvania

AHegheny ..o 477,150
Armstrong .. ... 20,643
Beaver ..... 59,642
Butler ... 29,962
Cambria . 55,169
Clarion .. 9,776
Crawford . 19,450
Fayette .. .. 42918
FOrest oot 1,174

wWwWw americanradiohistorv. com

GFEBNE oo 10,084
Indiana ...... 18,616
Jefferson ..... 12,780
Lawrence 30,415
Mercer ... 36,147
Somerset ... .. 20,456
Venango .......... .. 16,954
Washington ... .. 62759
Westmoreland ..o 102,284

Vizst Virginia

Barbour

Brooke

Grant ..........

Hancock

Harrison

Lewis ..

Marion .........

Marshall

Mineral

Monongalia ..o...ooocoeieeeeee e 13,988
ORIO e e 20,880
Preston 6,185
Randolph 5,236
Taylor ... 3,768
Tucker ..... 1,895
Wetzel e 4,958
Fatz=s: MARKET 3 MARKETS 1-9
Daytime 60s $ 4,450
Prime 20s ... $10,475
L ate-Night 60s $ 5,665

10: Washington, D. C.

Total TV Homes ... ... 934,000
COUNTIES TV HOMES
District of Columbia

District of Columbia ..o 232,090
Maryland

Allegany ..o 22,183
Anne Arundel ... .. 57,520

Calvert ............. 3,657
Caroling ....oooeecee e 5,440
Charles e 7,725
DOrCheSter .o 8,038
Frederick oo e 18,541
Howard ........... .. 10,014
Montgomery ... ... 108,806
Prince George 108,559
Queen Annes ... 4,344
St. Marys ... 8,404
Talbot ......... 6,213
Washington ..o 24,298
Pennsylvania

Franklin ..o 21,914
FUIRON oo 2,234
Virginia

Arlington 84,896
Clarke ...... 1,768
Culpeper .. 3,631
Fairfax ... 94,230
Fauquier 5,853

m Major facility change in market subsequent to latest
county survey measurement date.

* Market combination differs from that in television
markets listing, Telestatus, this issue.
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ACCEPTANCE

...23 of the top 25 national spot TV
advertisers bought KTVU in ”i%ﬁz,*\
Here is evidence of advertisers’ ac-
ceptance of the San Francisco Bay
Area’s independent television station,
Programming which meets the varied
tastes of the Bay Area TV audience is
one reason for this scceptance. Clean
commercial schaduling with no triple
spotting and no product conflicts is
another, For greater effectiveness, join

the advertising leaders arnd buy KTVU.

*Based on TVB estimates of top 25 national spot advertisers in 1962.

The SAN FRANCISCO-OAKLAND BAY BRIDGE, iinking the East and West Bay cities 18 crossed by more than 100,000 vehicles each day. On June 14, 1963, a
new traffic record was set when 141,354 vehicles passed through the bridge toll gates. Completed in 1936, the span is 8% miles in length, including access roads.

Photo by Mike Roberts

Associated with WSB-AM-FM-TV, Atlanta; WSOC-AM-FM-TV,
Charlotite; WHIO-AM-FM-TV, Davion; WIOD-AM-FM, Miami.

www americanradiohistorv com

The Nation’s LEADING
Independent TV Station

W

SAN FRANCISCO-OAKLAND

Represented Nationaliy by H-R Television, Inc.

CHANNEL
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TOP 100 TELEVISION MARKETS confinued

WASHINGTON, D. C. continued

Frederick ........ 9,703
King GeOorge ......occooooveeeecommeeemeeceeeeevcerrenan 1,655
Loudoun ........ 5,632
Madison ..o 1,514
Page e 4,025
Prince WIlliam ..co.coooveoveeeeeeeeoee 14,646
Rappahannock ... 1,205
Rockingham ... 11,842
Shenandoah ... 5,643
Spotsylvania ... 6,651
Stafford o 4,015

WAITEN ettt 3,489
Westmoreland ... e 2,489
West Virginia

Berkeley 8,959
Jefferson 4,738
Mineral 5,270
Morgan 2,162
Rates: MARKET 10 MARKETS I-10
Daytime 60S ......coveieecrreeenene. $190 $ 4,640
Prime 20s $10.925
Late-Night 60s ... $375 $ 6,040

VAV Vi,
V’A"Av.yiu—‘._ :

A,

IN PROVIDENCE . ..

in just 15 months!

%
the market jumped from 17" to 12th

N

WHAT HAPPENS
WHEN A

3RD CHANNEL
JOINS A
2-STATION
MARKET?

.

To reach America's 12th largest market most
efficiently - just call Don Howe, Television
Center, New Bedford, Massachusetts,

f}“'féf%ﬂ Television, Inc.

or

X

X1y Magazine, March, 1964

1
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11: St. Louis

Total TV Homes . ... .. 867,700
COUNTIES TV HOMES
Illinois

BONA oo 3,681
Calhoun .o 1,446
ClaY e e 4,220
CHNLOM o 5.898
Effingham ..o it e e, 5,769
Fayette oo e, 5,446
Franklin ..o e 11,064
GrEENE .o 4,874
JACKSON oo 10,926
Jefferson ..o 8,602
Jersey ... 4,161
MaCOUPIN oot 12,058
MadisSon ..ot 65,981
MATTON <ot ean 11,291
MONIoe oo 4,345
Montgomery ..o 9,358
Morgan ..o 8,912
POITY o s 5,385
Pike ..c...... et et ee e een s 5,583
Randolph oo 7,300
St ClaIr oot 76,450
SCOLE vt 1,690
Washington .....ocooeeceeeice s cevvenecennens 3.459
Missouri

Carter oot 925
Crawford ... 3,137
Dent ... 2,236
Franklin cooooeeeeee e . 11,192
Gasconade ........coocoeeeeeee e, . 3389
Iron oo 1,732
Jefferson 19,655
Lincoln ...... 4,114
MadiSON oo 2,001
MONEEOMEIY oeeviecice e 3,050
POITY e 3471
PIKE oot 4,582
ReyNOldS .ot 1,076
St. ChArlES e srceceecrinans 15,609
St FrANCOIS .oovovieeeeeceeeeeeeeee e eevssanen e 9,862
St. Louis oo 494,578
Ste. Genevieve .o 2,943
SRANNON . 1,030
Warren ... 2,222
Washinglon .o 2,978
Rates: MARKET it  MARKETS i-11
Daytime 60S .o $244 $ 4,384
Prime 20s $ $11,320
Late-Night 60s ..cocoooooviiiieiin $425 $ 6,465
12: Providence, R.l.

Total TV Homes ... ... 867,300
COUNTIES TV HOMES
Connecticut

New London ..o 54,331
WiIndham ..o 19,573
Massachusetts

Barnstable ..o 23,658

w Major facility change in market subsequent to latest
county survey measurement date,

* Market combination differs from that in television
markets listing, Telestatus, this issue.
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Television Magazine now confirms the spectacular
advance of the Providence Market by moving it up to 12th,
from 17th position in national rankings. There are now
219,700 homes per average quarter hour in prime time
(ARB 3/63).

The 14 country, tri-state complex has increased 40,000
TV homes since 1960. There are now more TV homes in the
Providence Market!

The TV homes in the Providence Market now show a
90% ability to receive Providence stations . . . up 12%
from 1960 for a gain of 110,300 homes. More homes can
receive Providence Stations!

When it comes to watching, this is up, too! Net weekly
circulation jumped from 67% in 1960 to 74% in 1963.
That’s 83,200 more TV homes watching!

Up in TV homes . .. Up in ability to receive . . . Up in
circulation! That’s the Providence Market . .. UP .. UP
... UP.

Want more facts? Call Al Gillen, WPRO-TV Sales Man-
ager . .. has presentation, will travel.

Audience measurements data are estimates only — subject to defects and

limitations of source material and methods. WPRO-TV does not attest to the
ahsolute accuracy of data provided.

www americanradiohistorv.com

MOVE"'

20
v

PROVIDENCE
BLAIR TV
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76

1. NEW YORK
2. LOS ANGELES
3. CHICAGO
4. PHILADELPHIA
5. BOSTON-MANCHESTER
6. DETROIT

7. SAN FRANCISCO-OAKLAND

8. CLEVELAND

9. PITTSBURGH
10. WASHINGTON, D. C. y%f
1. ST. LOUIS W
2. BROVIDENCE
-—

13. BALTIMORE

14. DALLAS - FORT WORTH

15. CINCINNATI

16. MINNEAPOLIS-ST. PAUL

17. HARTFORO - NEW HAVEN - NEW BRITAIN

18. INDIANAPOLIS - BLOOMINGTON

18. MIAMI

o P
o L
17 W |
1/ Je B

*March 1864 Telestatus report appear-
ing in this publication.

38
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TOP 100 MARKETS continued

PROVIDENCE continued

Nantucket

Norfolk ...

Plymouth ...

Worcester

Rhode Istand

BriStOl oo

Kent ...

Newport ...

Providence ..

Washington

Rates: MARKET 12 MARKETS I-12
Daytime 60S ..o $150 $ 5,034
Prime 20s $11,728
Late-Night 60s $ 6,725
13: Baltimore

Total TV Homes ...... 806,900
COUNTIES TV HOMES
Delaware

SUSSEX ot 19,765
Maryland

Anne Arundel ... 57,520
Baltimore ... ... 466,382
Calvert ... 3,657
Caroline .. 5,440
Carroll .o, ... 13,803
Cecil i 12,176
Dorchester .. 8,038
Frederick ... 18,541
Harford ... 20,882
Howard 10,014
KENY oot 4,452
Queen Annes 4,344
Somerset 4,519
Talbot ... 6,213
Washington ..., 24,298
WICOMICO . 14,007
WOTCESTEr .o 5,953
Pennsylvania

Adams 12,895
Franklin 21914
YOrK et 72,079
Rates: MARKET 13 MARKETS. 1.3
Daytime 60S ......cocooovvveee. $150 $ 5184
Prime 20s ....co.ocoooeeo... ..$512 $12,240
Late-Night 60s ........ccccooviii. $260 $ 6,985

14: Dallas
Fort Worth

Total TV Homes ...... 783,600
GOUNTIES TV HOMES
Oklahoma

BIYAM .ot 6,371
Choctaw ..o 3,545
LOVE ot s s 1,550
Marshall .....ooeeeeeeeceee e 2,065
Texas

ANAEISON oot 6,949
Bosque ..... 3,265
Brown ...... 6,721
Cherokee .. 8,122
Collin ...... 11,068
Comanche 3,149
COOKE oot ceme et 5,963

m Major facility change in market subsequent to latest
county survey measurement date.

* Market combination differs from that in television
markets listing, Telestatus, this issue.
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1. NEW YORK

2. LOS ANGELES

3. CHICAGO

4. PHILADELPHIA

5. BOSTON-MANCHESTER
5. DETROIT

7. SAN FRANCISCO-OAKLAND

8. CLEVELAND
9. PITTSBURGH
10. WASHINGTON, D. C.

. ST. LOUIS

12. PROVIDENCE

13. BALTIMORE

14. DALLAS-FORT WORTH

16. CINCINNATI

16. MINNEARPOLIS -ST. PAUL

17. HARTFORD - NEW HAVEN-NEW BRITAIN
18. INDIANAPOLIS - BLOOMINGTON

19. MIAMI

20. MILWAUKEE

[ ]
S urprise d O e o e h Vs el =

big slice of Massachusetts for years. Now it’'s official. PROVIDENCE
has moved from 17th to 12th* Television Market in the country
People who know Television Audiences know that PROVIDENCE
reaches 867,300 homes in Massachusetts, Rhode Island and

Connecticut.
People who buy television know that WJAR-TV has the reach
THAT SELLS.

*March 1864 Telestatus repart appear-
img in this publication.

I WJIARTY

f
FIRST TELEVISION STATION IN RHODE ISLAND e AN OUTLET CO. STATION NBC — Edward Petry & Co. Inc.
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TOP 100 TELEVISION MARKETS coniinued

DALLAS-FT. WORTH continued Somervell oo 765 Switzerland .... 1,946
R Stephens 2,710 Union ... 1,579
DAMlAS oo 307,885 Tarrant ... 168,307 WAYIME oo sesesenessne e 20,439
DElta et 1,646 Van Zandt 5,179
DEMON oo e 12,785 WISE oot 4,751 Kentucky
Bastland .o 5,776 WOOT oot 4,767 BAtN oo 1,699
EIES oo sene s oo eeemeresnnenes 11,417 ’ BOOME oo 5,763
Erath oo 4,746 A , i Bourbon 4,167
P 6448 Rates: MARKET (4 MARKETS I-14 Bracken 1739
FPEESTONE —ooovvoreeeeeees oo eeeees s seeseeneen 3,039 Daytime 608 ..ooorroovevveeecreererenee. $ 5,324 Campbell 20,293
BRAYSON  eceseoerorersmsss e seeeee e e 21,219 Prime 20s ... $12,648 Carroll ........ e 1,930
HAMIION ©..oevoeoee e e 2,462 Late-Night 60s $ 7,193 ClAK oo 5,041
Henderson ......ccovcnincnen e 5,710 Fleming 2,311
HIlE e e 5,964 Franklin .. 7,955
HOOO oottt 1,735 Gallatin .. 974
HODKINS v et 4,533 Grant ... 2,499
HUME et e 10,923 HAITISON oot 3,543
JACK ot 2.356 HEIEY oo 2,531
Johnson 9,757 . - H KEMEOM et 28,371
Kaufman . 720 M 15: Cincinnati LEWIS woeser e 2,454
LAMAT et 7,765 Mason ........ 4,489
LEOM et e et 2,429 Total TV Homes ... ... 765,900 MONTEOMETY oeooerecercer e 3,051
Limestone ... s 4,866 Nicholas 1,558
MCLENNAN .o e e e e 42,399 Ll TV HOMES Owen ... 1,850
MIHS oo 1,225 Indiana Pendleton .. 2,365
Montague ..o 4,574 Dearborn 7.429 Robertson .. 522
NAVAITO oo 9,904 Fayette 6,718 Scott ... 3,138
Palo Pinto ... 6,430 Frank!in 3,603 TEIMDLE e eean 1,102
Parker ..o 6 409 Jefferson 6,042
RAINS oot 786 Jennings 3,841 w Major facility change in market subsequent to latest
ROCKWaIl oo 116 0RO oo oo NI/ e e AL oot IR
SN oo e 24,352 RIPIEY . oo e 5,043 e kets lnting, Telesratus, thig issue
78 TELEVISION MAGAZINE / March 1964
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Ohio (72T SRS 5,468 TOAE oot ean 4,828
AdAMS ot 4,420 Cass ... 3,047 Wabasha ..o 4374
Brown ... 6,592 Chisago ......... 3,813 WAdBNE v cenearense s 2,284
T3 58,329 Cottonwood .. 3,816 WESEEA oo 4,026
Clermont ..o 24,316 Crow Wing ... 7,522 Washington ... 13,890
ClION oo nessrenes 8,255 Dakota ... 21,925 WatONWEN oo 3,562
DArKe oo 11,940 Dodge ....... 3,484 Wl(lona e et ettt 10,281
BIEEME  ooovooeeeeereveeeermreesereeereess s 26,815 GOOdNUE crvvvcveecrerrrens .. 8950 WHBRE oo 7,514
Hamilton ..... .. 260,692 HenNepin ..ocvveeeevvrrirerees .. 265,328 Yellow Med oo 3,953
Highland ..o 8,133 Hubbard ... 2,001 . .
MONTEOMErY e 162,280 tsanti v 3,162 W;sconsm
PrEDIE ..o s 8,626 JACKSON oo 3,615 Barron 8,535
WRITEN oo ecrises 18,389 Kanabec 2,116 Buffalo ... 3,063
Kandiyohi . P T 2,231
Rates: NATKET 12 WAMKETS 43 Le Suer .. Coonlel RN e
Daytime 60s . ..$100 $ 5424 Lyon ... g%g EAU CIAITE oo 15,154
Prime 20s ........ .$380 $13,028 McLeod ... , T 1737
Late-Night 60s $160 $ 7,353 Martin ....... 7,524 : 5729
PIErCe o ,
Meeker ... 4 846 Polk 6720
Mille Lacs . 1641 polk e
- . Morrison 5,833 S IO w1690
- 16: Minneapolis Nicollet 4,994
St PaUI Olmsted ... 1;3,362;(1) Rates: MARKET (6 MARKETS I-16
- Pine .......... , .
Ramsey 125731 Daytime 805 ..o $180 $ 5,604
. Total TV Homes ...... 764,700 Redwood 4,842 Prime_20s . $13,503
IV HOMES Renville 4965 Late-nght B0S e $140 $ 7,493
COUNTIES Rice ... 9,464
Minnesota SCOHE s 5,369
ANOKZ  ceeerereeeeee et e 27,009 SHEIDUIME et 3,008
BEMEON oo oo e e e 3,561 Sibley 3,976 n Majotr facility change in madrker subsequent to latest
Blue Earth ..o, 11,845 Stedrns . 17,851 ﬁ/?:rrlleﬁ Sl;;vr:gmn;?ia;:reg;?:;rs a1‘tr(§)'m that in television
Brown ... e 6,091 Steele 6,906 markets listing, Telestatus, this issue.
followmg sntuatmns wnu!d occur smul;aneously, we’d be
ready 'if they did.
No. 1 VIR — Editing special x:ommercnal tape . ; =
'No .2 VIR — Feeding »pmgram into_ conferenae -room for
cIlen 32 ;& d5s
Nn 3 VTR—PIaymg !Saclémtervtew o "Juhe Bgne!f .
.. Show.” E L
No. 4 VTR—Recordmg “Hootenanny”. frddram for
ABC-TV. &5 "
No. 5 VIR — Taping ¢omimercial in ‘one of station’s three
< studios.
The flexibility which five VideoTape recorders provides is
not confined to mobility alone. It permits us to handle the
most complex-technical requirements, including the use of
three machines at once for A-B Roll or other “special
effects. It's a good feeling to have that versatile — that
Quality Touch —in production. You'll like it! For details,
qsall Petry . .. or contact our Operatmns Manager, lim Pratt
7 :
;e " WFAA-TV
©  TheQuality Staggon @ervmg the Dallas-Fort Worth Market
. ABG; Channel ‘8»w€30mmumcattons Center /[
Broadcast Servtces wof The Dailas Morning
News/Representeﬁ by.Edward Petry & Co.,lnc.
TELEVISION MAGAZINE / March 1964 79
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NEW YORK

TV does not give you
adequate coverage in. ..

PHILADELPHIA
BALTIMORE

TV does not give you
adequate coverage in ...

WASHINGTON
BOSTON

TV does not give you
adequate coverage in. ..

PROVIDENCE
LOS ANGELES

TV does not give you
adequate coverage in. ..

"SAN DIEGO

Which is a larger city
(SRDS Metro Rank) than:

ATLANTA
CINCINNATI
NEW ORLEANS
MEMPHIS
DALLAS

"XETV

ls for SAN DIEGO

Blair Television

80

TOP 100 TELEVISION MARKETS continued

17: New Haven*
Hartford
New Britain

Total TV Homes .. .. .. 740,400
COUNTIES TV HOMES
Connecticut
Hartford ..o 211,580
Litchfield ..... .. 35512
Middlesex ....... 25,305
New Haven 202,581
New London ... .. 54331
Tolland ........... 18,069
WIndRaM oo 19,573
Massachusetts
Franklin
Hampden
Hampshire
Rates: MARKET 17 MARKETS I-17
Daytime 60s ....... . $ 5,854
Prime 20s ...c......... $13,953
Late-Night 60s $ 7,853
18: Indianapolis *
Bloomington
Total TV Homes ...... 701,000
COUNTIES TV HOMES
Hlinois
CIATK oot 4,710
Crawford 6,141
EAgar ..o 6,670
Indiana
Bartholomew .......ccooooveviiiee e 13,858
Benton ..o 3,003
Blackford ... 4,070
Boone ......... 8,060
Brown ..... 1,618
Carroll 4,589
CaSS oot 10,268
ClAY v e 6,981
Clinton ... 8,354
Decatur 5,284
Delaware . 32,540
Fayette 6,718
Fountain 5,359
Grant ... 19,869
GFEEME ...cooee et s 7,625
Hamilton oo 11,832
Hancock ... 7,606
Hendricks 12,700
Henry o 13,538
Howard .......ccocoovveienn .. 20,308
Jackson ... 8,362
Jay .. 5,495
Jennings .. 3,841
JORNSON oo 13,031
LAWIENCE oot 9,915
Madison 37,001
Marion 210,839
Martin 2,227
Miami ... .. 9,335
Monroe . 15,904
Montgomery 9,298

www americanradiohistorv com

MOTZAN .o 9,622
Owen .... 2,898
Parke ......ooeeeeecee e e 4,192
Putnam ..o 5,986
Randolph .. 8,262
Rush ... 5,526
Shelby ...... 9,955
Sullivan ... 6,307
TIPPECANOE ...verercrer et eisirin 21,958
TIPEON et reeee
Vermillion

Vigo e

Wabash ...

Warren ...

WAYNE oot

WHRItE e
RateS: MARKET 18 MARKETS I-18
Daytime 60s ........cooooviiin. $ 5,994
Prime 20s ... $14,403
Late-Night 20s ... $ 8,028

19: Miami

Total TV Homes ...... 689,800

COUNTIES TV HOMES
Florida

Broward ..o 192,454
COIHET e 5,785

Five years ago,
Mom had cancer,

Mrs. Paul Holmes, of Newport
Beach, California, was treated
five years ago. Now she is cured.

The number of people cured of
cancer grows steadily as research
advances medical knowledge and
as more and more people have
annual health checkups.

See your doctor once a
year for a health checkup.
And fight cancer another
important way. Give gen-
erously—to “Cancer,” ¢/o
Postmaster.

AMERICAN CANCER SOCIETY
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Dade oo 355,461
Glades ....... 667
Hendry ... 2,169
Indian River . 9,351
Martin ......... 6,642
Monroe ......... 15,401
Okeechobee ..... . 1,792
Palm Beach ..., 86,776
St LUCIE ettt 13,326
Rates: MARKET 19 MARKETS (-i9
Daytime 60s .......c.ccoooveiriinenne. $193 $ 6,187
Prime 20s ... ..$530 $14,933
Late-Night 60s .....c.cooovvrirnrnrs $193 $ 8,221
20: Milwaukee

Total TV Homes .. .... 658,700
COUNTIES TV HOMES
Wisconsin

Calumet 5,455
Columbia 9,532
Dodge ....... .. 15316
Fond DU LaC .ot 19,724
Green Lake

Jefferson ...

Kenosha ...

Manitowoc ...

Marguette .....

Milwaukee .
Ozaukee ...

Racine .......

Rock ........

Sheboygan .....

Walworth ...

Washington ..

Waukesha .....

Winnebago

Rates: MARKET 20 MARKETS 1.20
Daytime 60S .........occovvvecrirernne. $140 $ 6,327
Prime 20s $15,333
Late-Night 60s .....cocoovcevrrn $225 $ 8,446
21: Kansas City

Total TV Homes .. .... 621,500
GOUNTIES TV HOMES
Kansas

AHBN oottt e 4,543
Anderson ..o 2,393
Atchison ... 5,438
Bourbon ... 4,774
Brown ....... 3,867
COffey i 2,225
Doniphan ..o 2,582
DOUZIAS <o 11,375
Franklin ..o 5,803
JACKSON o 3,118
Jefferson ... 2,778
Johnson - 49,379
Leavenworth ..o 10,301
Linn e s 2,237
MIBMT e e 5,178
Nemaha ..ooo.covrcci e 3,074
0SAZE oot s 3,720
Pottawatomie ..., 3,320
RIEY e, 9,822
SHAWNEE oo 43,291
Wabaunsee ... 1,920
Woodson ....... 1,396
Wyandotte .....occoooovieeeieneee e 52,711
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Missouri HOME e
ANrew oo 3,151 Jackson .............
4,865 Johnson ...........
Benton ... 2,623 Lafayette
Buchanan ... 26,724 Linn e
Caldwell 2,763 Livingston
Carroll ....... 3,934 Mercer
(OF: 13- S 8,547 Nodaway
Chariton 3,416 Pettis .......
Clay ... 29,083 Platte ...
Clinton ... 3,587 Ray ...
Daviess ... 2,351 St. Clair ...
De Kalb ... 2,164 SAlINE oo e e 6,672
Gentry ..... 2,760
Grundy ... 3,759 w Major facility change in marker subseauent to latest
Harrison 3305 . county survey megsuremenf date. ) .
' Market combination differs from that in television
HEMIY e e 5,505 markets isting, Telestatus, this issue.

WHAT'S IN THE MIDDLE
MAKES THE BIG DIFFERENCE

..and, IN PENNSYLVANIA, IT'S

? ]
7

WIAC-TV

To keep the big Pennsylvania

“*middle’’ market charging ahead--
you need WJAC-TV. This is the

one station that attracts the huge

3

middle.”’

‘million dollar market

in the

America's 27th largest TV market.

st iy Represented
7 SERVING MILLIONS FROM

ATOP THE ALLEGHEMIES Nationally,

IIIIII
i by

Harrington,
Righter &
Parsons. Int.

Affiliated with WIAC.AM-FM

www americanradiohistorv com
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@h: Johnatown Tribune-Democrat Stations
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_ FIRST
5:00-7:30 PM
MON-FRI

FIRST
5:00-11:00 PM
MON-FRI

FIRST
7:30-11:00 PM
MON-SUN

KOVR 313,
FIRSTIN
SACRAMENTO-
STOCKTON

BID GRAYSON,VE & GENERAL MANAGER.
METROPOLITAN BROADCASTING TE
A DIVISION OF METROMEDIA, INC.,
REPRESENTED BY METRO TV SALES

:—‘_:.OIJF!CE-: NOVEMBER ARB AND NIELSEN METRORATINGS

TOP 100 TELEVISION MARKETS continued

KANSAS CITY continued

VEIMON oottt ereeeaeane 5,156
Worth e 1,135
Nebraska

Richardson ..., 3,757
Rates: MARKET 2| MARKETS (-2)
Daytime 60S .....cooovorvieiiee $150 $ 6,477
Prime 208 ..o $375 $15,708
Late-Night 60S .......oocooviverreennne $175 $ 8,621

22: Charlotte, N. C.

Total TV Homes ..... . 618,700
COUNTIES TV HOMES
North Carolina

Alexander 3,724
Alleghany .. 1,828
Anson ... 5,155
Ashe ... 4,353
BVETY oo 2,315
Buncombe ........ooieiie e 33,450
Burke ... 12,460
Cabarrus .. 16,920
Caldwell ... 12,208
Catawba 19,687
Cleveland ... 15,656
Davidson .... 20,552
Davie ...... 4,016
Forsyth 53,643
GAStON ..o 33,367
Haywood .........ccooovoveeieesee e, 9,948
Henderson .. 9,211
Iredell ... 15,779
Lincoln ...... 6,946
Mc Dowell .o 6,188
MadiSon ..ot 3,525
Mecklenburg 76,010
Mitchell ........ 2,803
Montgomery 4,126
Polk ... bbbttt 2,627
Richmond 9,006
Rowan ... 21,779
Rutherford 10,617
Scotland ... 5,064
Stanly 9,637
SUITY oottt 11,133
Transylvania 3,896
Union ........ 9,033
Watauga ... 3,764
Wilkes o 10,059
Yadkin 4,970
YanCey oo 2,820
South Carolina

CherOKee ....ovuivieeeiieiiecee e 7,835
CheSter e, 6,780
Chesterfield .. ... 6,623
Darlington .. 10,549
Fairfield 3,729
Kershaw ... 6,891
lLancaster 8,355
LAUPBNS oo 10,378
Mariboro ..o 5,317
NEWDEITY oo 6,699
SPartanburg ..o 37,396
UNTON ot aeees 6,666
YOPK e 17,735
Tennessee

JONNSON oot 2,089
UNICOI oo e 3,420
Rates: MARKET 22 MARKETS 1.22
Daytime 60S ..o $ 6,627
Prime 20s ......... $16,008
Late-Night 60s $ 8,711

WwWww americanradiohistorv. com

23: Sacramento
Stockton

Total TV Homes ...... 616,000
COUNTIES TV HOMES
California

AMador ..o 2,818
Butte ........... 25,650
Calaveras ... 2,955
COMUSA oo 3,485
Contra Costa . e 124212
El Dorado ....... 9,915
Glenn ... 4,959
Lake ... 4,365
Lassen ... 3,254
Mariposa ... 1,473
Nevada ... 5711
Placer ...... 16,479
Plumas ....... 3,148
Sacramento 175,172
San Joaquin ... e 74776
Sierra ............. 604
Solano ...... 39,081
Stanislaus 44,953
Sutter ... 8,717
Tuolumne 4,401
Yolo ......... 19,725
YUDE e e 9,797
Nevada

Washoe ..o 30,298
Rates: MARKET 23 MARKETS (.23
Daytime 60S ......cocooviiiiviin $ 6,757
Prime 20s ......... . $16,368
Late-Night 60s § 8811
24: Atlanta

Total TV Homes ... ... 605,100
COUNTIES TV HOMES
Alabama

Chambers ..o, 7,048
Cherokee 3,592
Clay ......... 2,476
Cleburne 1,981
Randolph ..o 4,077
Georgia

BaldWin oo 4,701
Banks 1,337
Barrow ..o 3,474
Bartow 6,797
Bibb 38,226
Butts .... 1,789
Carroll 8,374
Chattanooga ..o 4,742
Cherokee 5,639
Clarke ...... 11,436
Clayton 13,637
Cobb ........ 35,082
Coweta 7,089
Crawford 1,039
Dawson ... 774
De Kalb .... . 82,375
Douglas ..o 4,314
Elbert 4,069
Fannin . 2,715
Fayette 1,656
FIOYA oo 18,018

m Major facility change in market subsequent to latest
county survey measurement date.

* Market combination differs from that in television
markets listing, Telestatus, this issue.
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PHOTOGRAPHS FEATURE . . . SIDEWALK ART SHOW AT LENOX SOUARE., AUTO FENDERS AT ONE OF ATLANTA'S THREE ASSEMBLY PLANTS, CONSTRUCTION ON PEACHTREE SYREET DOGWOOD — OFFICIAL CITY FLOWER, GRACIOUS LIVING.

DIXIE continues its forward march and Atlanta, as one of the top 25 U. S, Markets, sets a pace few big
Yankee towns can touch! Here, retail sales top $1%2 billion — reflecting the fastest growth among major
markets. Population soars, construction booms, and employment hovers
around 97%. Family incomes average over $600 a month, and the average
market age is only 272! It’s a dynamic young adult market, and WAGA-TV
programs that way . .. providing more circulation than any newspaper or
TV station in an arc swinging through Dixie from Washington, D. C. to
Dallas, Texas. Invest wisely. Contact STORER TELEVISION SALES, INC.

SOURCES: PRINTERS' INK, SALES MANAGEMENT
ARB COVERAGE STUDY, TV FACTBOOK 233, PUBLISHER'S STATEMENTS. . ANY AUNIENCE SIZE DATA USED MEREIN IS BASED ON THE SOURCE INDICATED: IS SUBJECT
TO THE LIMITATIONS OF ITS ACCURACY (NHERENT IN THE METHOD OF SURVEY USED. AND SHOULO BE CONSIDERED AS AN ESTIMATE.

!
£
!
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TOP 100 TELEVISION MARKETS continued

ATLANTA continued TAYIOT et MASON oot 5,022
FOPSYEN oo TOWNS oo Pacific .o 4,274
Franklin .. TIOUD e Pierce .o 95,220
Fulton .. Union ... San Juan .. 950
Gilmer .. Upson ... Skagit .......... 14,581
Gordon Walton ... Snohomish ... 51622
Greene ... White ... Thurston ... 17,470
Gwinnett .. Whitfield . Wahkiakum .. 945
Habersham .. Wilkes ........ Whatcom ... 20.040
Hall e Wilkinson
Hancack ) Rates: MARKET 25 MARKETS 1-25
Haralson ... North Carolina 151 Daytime 605 e $145 $ 7,052
MR Mago ................................................................ e Prime 20s 317,093
Heard ... BOOM oo , Late-Night 60S ............ccooerrooee $150 $ 9,051
§1aecnkrsyOn ............................................................ Rates: MARKET 24 MARKETS 1.2
Jasper ... Daytime 60S ..o, $150 $ 6,907 .
Jones ..... , Prime 20s $16,718 26' BUffalo
Lamar ... Late-Night 60s ......oocoveeerenenns $ 90 $ 8,901
Lumpkin ! Total TV Homes ... ... 589,700
Madison ...... COUNTIES TV HOMES
Meriwether .. , 25: Seattle
Monroe ......... 2,236 New York
Morgan ... . 210 Tacoma AUEERANY oo 11,247
Murray ... 2,028 Cattaraugus ..o 21.622
Newton ... 4,831 Total TV Homes .. ... e 6047700 Chautaugua ..
Oconee ... 1,294 Erie oo
Oglethorpe . 1,478 AL TV HOMES Cenesee ......
PaUldiNg .o, 3,110 Oregan Livingston
PRACH ot 2.856 T 8,503 Niagara
Pickens ..... 1,891 Orleans ...
Pike ... 1,499 Washington Steuben ...
Palk ... 6,587 Clallam e 8.220 Wyoming
Putnam o 1,574 Grays Harbor ... Pennsylvania
Rabun oo 1,610 Island .o . 9.805
Rockdale 2,392 Jefferson 1.174
Spaulding 9,487 King ... 15,110
Stephens ... 4,460 Kitsap ..... 4,314
Tabot e 1,317 Kittitas 8.901
Taliaferro .o B84 LBWIS e 11.375

you’ll reach more

y

TV homes than you'll

find in all of Missouri

If you're from Missouri— you’ll want to be

shown. Here are the facts:

The WBEN-TV coverage area includes 14

counties in Western New York, four coun-

ties in Northwestern Pennsylvania and the

extensive and growing Canadian Niagara

. L K&i@ .

Peninsula. n ﬁf( o

This is WBEN-TV land — a vast market

that puts your product in sight and sound of .

more than 800,000 U.S. and 700,000 Cana-

dian households. (MarCh’ 1962 ARB ﬁg— National Representatives: Harrington, Righter and Parsons, Inc.

ures). WBEN-TV is a major selling medium

in the Nation’s 10th Largest Market. . .

G
3 CH.
CBS in Buffalo
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Rates: MARKET 26 MARKETS 1-26
Daytime 60S ......ccoovmeeriirenens $150 $ 7,202
Prime 20s ............ .....$500 $17,593
Late-Night 60s $150 $ 9,201

27: Johnstown, Pa.*

Altoona, Pa.
Total TV Homes ...... 582,200

COUNTIES TV HOMES
Maryland

ATEZANY oo smrseeeeseiererne e 22,183
GAITEHt oo 4,400
Pennsylvania

AMMSIIONE  oovvrcee et 20,643
BATOTT oo 10,250
Blair ....... .. 38,954
BULIEE cooveeeeee e et 29,962
CaMDBIIA  veereeeeeeee e 55,169
CAITIEIOM vereeeeeeeeseeesieeeseresenseeeeeseseiseesseseenenes 2,210
COMIE oot s 18,456
ClAMTOM oo e e e eenen s 9,776
Clearfield ..o 20,842
CHNTON oo e e 9,961
EIK oot eea et 9,805
Fayetfe ..o 42918
FOTEST worerreriaereemeeee e e e et 1,174
FURON vt et 2,234
HUREINEAON oo 9,743
INAIBNA e e 18,616
JETFErsOn oo 12,780
MCKEAI woveeeeee et 15,110
MIFEIN e 12,258
POEE e 4314
SOMETSET +rvoereeeeie et ce e 20,456
VENANED  oervcereemseiee e e 16,954
Washington ... e 62,759
Westmoreland ..o 102,284
West Virginia

HAMPSRITE oo 2,727
MINEIAL e 5,270
Rates: MARKET 27 MARKETS [-27
Daytime 60s $ 7,332
Prime 20§ .......... $17,868
Late-Night 60s $ 9,331

28: Lancaster®

Harrisburg

York

Lebanon
Total TV Homes ...... 577,500
COUNTIES TV HOMES
Missouri
Carroll o 13,803
Washington 24,298
Pennsylvania
BAMS oot 12,895
BEIKS oot 84,273
CHIEONM oot 9,961
Cumberland ......coovere e 37,134
DAUPRIN covere e 65,802
Franklin et 21,914
JURIALA et 3,756
LANCASTET  woveeeeceeeeeeeet et 75,453
LEDAMON  woveeeeeeeeetceete e et 24,532
LYCOMINE v 30,334
M oot 12,258
Northumberland ... 28,487
PEITY  oererteeeeicireeee ettt 6,693

TELEVISION MAGAZINE ; March 1964

SChuylkill v 46,647
SNYAET et 5,743
SUITIVAN et 1,473
YOTK oottt 72,079
Rates: MARKET 28 MARKETS 1-28
Daytime 60S .ecooreeererccreerrriene $ 7,467
Prime 20s ........ $18,108
Late-Night 60s $ 9,466

M 29: Grand Rapids

Kalamazoo

Total TV Homes ...... 564,900
GOUNTIES TV HOMES
Indiana

Lagrange ...oooeveeoceeereere et 3,711
Noble ... 7,457
Steuben 4,722
Michigan

Allegan 15,106
Barry ....... 8,650
Berrien ... 43,106
Branch 8,933
Calhoun ... 39,643
Cass ... 9,808
Clinton ... 9,891
Eaton ... 13,853
Gratiot ........ 9,314
Hilisdale ...... 9,322
Ingham ........ 59,760
lonia ........ 10,579
Jackson ... 36,573
Kalamazoo .... 48,994
Kent ... 105,660
Mecosta . 4,965
Montcalm ... 9,863
Muskegon ... 40,833
Newaygo ... 6,069
Oceana ... 4,095
Ottawa ... 27,744
St. Joseph 12,405
Van Buren 13,809
Rates: MARKET 29 MARKETS (-29
Daytime 60S oo $125 $ 7,592
Prime 20s $375 $18,483
Late-Night 60S ..o, 3120 $ 9586

30: Houston
Total TV Homes ...... 530,800

COUNTIES TV HOMES
Texas

Austin oo 3,409
Brazoria ... 20,744
Brazos 10,659
Burleson .. 2,830
Calhoun ........ 3,777
Chambers ... 2,875
£0olorado ..o 4,554
Fort Bend 9,951
Galveston .... 40,484
Grimes ........ 3,178
Harris ...... 376,030
Jackson ... 3,222
LIDBILY v 8,221
MadiSOn ceoeeeeeeee e 1,511
Matagorda ...... 5,940
MOREZOMEBIY oo e 6,727
POIK e e 2,957
San Jacinto oo 1,408
TrNRY e . 1.770
Walker oo, . 4,206
WallEF 1oeeeeeeeeeee ettt 2,582

www americanradiohistorv com

Washington ..o 4,547
Wharton ..o 9,174
Rates: MARKET 30 MARKETS [-30
Daytime 60S ......ccocoorveriries $130 $ 7722
Prime 208 ..o, $408 $18,891
Late-Night 60s ......c.ccoceoeeienine $160 $ 9,746

31: Dayton, Ohio

Total TV Homes ...... 513,600

GCOUNTIES TV HOMES
Indiana

Fayette 6,718
Jay . 5,495
Randolph 8,262
Union e 1,579
WaYNe oo e 20,439
Ohio

RAaAMS oottt 4,420
AHTEN e e 28,993
Auglaize ... . 9,406
Butler ........ 58,329
Champaign ... 8,049
Clark oo 38,770
Clermont 24,316
Clinton .. 8,255
Darke ..o 11,940
Fayette ..ol 6,946
Greene ... 26,815
Highland ... . 8,133
LOBaN e 10,048
MEICEr o, 7,450
Miami e 21,266
Montgomery ..o 162,280
Preble ... 8,626
Shelby ... 8,645
Warren ..o 18,389
Rates: MARKET 31 MARKETS (-3t
Daytime 60s ....ocooooovvrieiie, $125 $ 7,847
Prime 20s $19,176
Late-Night 60s $ 9,871

32: Tampa
St. Petersburg
Total TV Homes ...... 506,300

COUNTIES TV HOMES
Florida

Charlotte ..o 6,656
CIITUS e 2,962
D& SO0 v 2,703
Hardee ..o 3,240
Hernando ..., 3,656
Highlands ........ 6,887
Hillsborough .......o.ovoeeeeeeee, 130,782
LB s 21,527
Manatee ... 29,795
0SCEOIA ..ot 7,020
PaSCO oo 12,790
Pinellas . 180,059
Polk .......... 56,882
Sarasota ... 38,422
Sumter 2,940
Rates: MARKET 32 MARKETS 1-32
Daytime 60S ........coccoovveiiene $115 $ 7,962
Prime 208 ..o, $260 $19,436
Late-Night 60s ......cooooveeviie. $105 $ 9,976

w Major facility change in market subsequent to latest
county survey measurement date.

* Market combination differs from that in television
markets [listing, Telestatus, this issue.
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TOP 100 TELEVISION MARKETS continued

. 1 Lafayette  ..oooveececereeeeceereees s nnn 4,193 Henderson 3,523
33 - Memphls LBE et 10,292 Lake ............ 1,233
Leflore ... 9,705 Lauderdale .. 4,67
Total TV Homes ...... 501’400 Marshall ........ 4,427 McNairy ... 3,563
COUNTIES TV HOMES Montgomery .. . 2,677 Ma_dlson . ... 15,023
PaN0IA ..o 5,779 Obion ... 6,593
Arkansas Pontotos ..o . 4,123 S_helby 163,542
Clay oo s 4,987 Prentiss ... . 4,139 Tipton ...... 5175
Craighead ... . 11,141 Quitman ........ . 3,389 Weakley oo 5,347
Crittenden .... 9,083 Tallahatchie .. " 4,704
GIOSS e eoeeereereeseereesseseeemee oo 3,935 Tate ... . 3820 Rates: MARKET 33 MARKETS 1-33
FURRON et 1,362 T_Ippah‘ ........ 3,271 Daytime 60S oooovvvovoeeeeeeernn, $ 90 $ 8,052
Greene ... 5,864 Tishomingo 52;8 Prime 20s $19661
Independence .. - 4823 U s ' Late-Night 508 ....oocoorrooee $145 $10,121
Jackson ........... 4,963 Union ... 4,477 g
LAWFENCE  ooooeeeoeeeeeeee e 3,408 Webster ... 2,225
LBE  wevveveeereenevereerrenressenens e e e e 3,726 Yalobusha ... 2,391
Mississippi .. 14,684
Monroe ........ 3,173 Missouri .
Phillips .. 1 — su6  34: Columbus, Ohio
, Howell .......... . 4,435
Randolph ...... w2178 New Madrid . . 6128 Total TV Homes .. .... 492,900
St. Francis - 5160 Oregon vo..... . 1810
Sharp ... 1,430 Pemiscot . ) 7,728 COUNTIES TV HOMES
Woodruff ..o 3,240 RIDIEY oo e 1,962 -
Mississippi Athens [RE—— .. 10,790
ACOTR et 5,931 Tennessee Champaign .. 8,049
Benton . 1,454 Chester 1,926 Clark ............ ... 38770
Bolivar ... 9,463 Crockett . 3,224 Coshocton ... 8,765
Calhoun ..... 3,415 DYBE e 7,393 Crawford 13,535
Chicksaw ... 3,437 Fayette .o 4,197 Delaware 9,623
Coahoma ... 9,899 Gibson ..... Fairfield ... ... 18,011
De Soto .. 4,677 Hardeman Fayette ... 6,946
Grenada ... 4,123 Hardin ....... . Franklin ... 209,955
[tawamba ..o 3,374 Haywood Hardin oo 7.598

10 is first (and |
blic service in - i

WMCT, Memphis
Full Power NBC

Channel 5
Naftl. Rep. Blair-TV

86 TELEVISION MAGAZINE / March 1964

www americanradiohistorv com


www.americanradiohistory.com

Highland ..o 8,133
Hocking 5,292
Knox ...... 10,731
Licking .. 26,162
Logan 10,048
MadiSON ..o 6,737
Marion oo 16,937
MOrgan ..o 3,284
MOITOW < oevoeeceeceeeeeee et e e 4,706
MUSKINZUM oo 21,479
POITY s 7,052
PICKaWaY ..o 8,781
PIKE oot 4,686
ROSS oot e 15,306
UNION oo 5,964
Wyandot ..o 5,599
Rates: MARKET 34 MARKETS [-34
Daytime 60s ......cccoovvveieennn, $ 90 $ 8,142
Prime 20s ... ...$300 $19,961
Late-Night 60s ........cccoeoeeenn. $100 $10,221

35: Portland, Ore.

Total TV Homes ...... 481,600

GOUNTIES TV HOMES
Oregon

BERTON oo e 9,683
Clackamas ... .. 34,769
Clatsop ......... 8,503
Columbia ... 6,108
C00S  reititee et et eaeae e 13,886
L] €101 SO 2,621
Deschutes . 6,559
Gilliam ... 760
Hood River ... 3,641
Jefferson ..o 1,743
LANE oo 47,348
Lincoln . 7,384
Linn ... 16,071
Marion 34,806
Multnomah ..o 170,325
POIK oot 7,255
Sherman ... 671
Tillamook . 4,463
Wasco .......... 5,944
Washington 27,902

732 H 1A%
i D . 37: Steubenville, Ohio
Washington Wheellng’ Wl Va-
ClarK oo 27,564
cowlits 7 Total TV Homes ...... 453,200
Klickitat .. 3,377 COUNTIES TV HOMES
Lewis ........ 11,498
Skamania .... 1,402 Ohio
Wahkiakum 945 BEIMOME «.ovoeeerrees e 24,192
Rates= MARKET 35 MARKETS 1-35 (éill'[j(:rilblana ...................................................... zg,g%g
Daytime 60S ..oooovoorioeiieeen $109 $ 8,242 Coshocton 8,765
Prime 208 oo, $275 $20,236 Guernsey ...... 9,396
Late-Night 605 ..ooovvrieeeeen. $100 $10,321 HarmiSOn oot et e 4,690

JEfferSON v 26,967
Monroe ..... .. 3,825
Noble ........... . 2,968
Tuscarawas 20,385
36: Syracuse
H Pennsylvania
Elmira Boaver 59,642
Total TV Homes . ..... 470,300  Buller - 29,962
Greene 10,084
COUNTIES TV HOMES LBWIENCE oo 30,415
Washington .o 62,759
New York )
CaYUZE oot e 20,447 West Virginia
Chemung 26,823 BArDOUT oo e 3,127
Chenango ... 10,837 Brooke .....coocoeeeeeeeee 7,482
Cortland 11,4% Hancack ... 10,583
Delaware 10,510 Harrison ... . 21,293
Hamilton 1,075 Lewis ........ 4,543
Herkimer 19,656 Marion ... 17,621
Jefferson 24,063 Marshall ... 9,654
LEWIS o 5,350 Ohio ......... 20,880
Madison . Pleasants . 1,829
Oneida ......... ‘Preston ..... 6,185
Onondaga ... Randolph ... 5,236
ONtario oo 18,755 Taylor ... 3,768
OSWEED oot s 23,775 Tucker 1,895
Schuyler . 3,793 Tyler ... 2,370
Seneca ... 8,354 Upshur . 3,623
Steuben 26,358 Wetzel oo 4,958
Tompkins 17,068
Wayne ..o 18,986
YateS oot 5,036
Rates: MARKET 36 MARKETS. 1-36
Daytime 605 .ooooveeeeeeererrns $125 $ 8,367 ] 2”0‘?:@ fsaucr"v“efyv ng’;;gffenignm;ﬁj subsequent to latest
P”me.ZOS : $20,586 * Market combination differs frc;m that in television
Late-Night 60s .....ocovvveie. $125 $10,446 markets listing, Telestatus, this issue.

WTRF'T V’S - hew ST e sl
fower means a
GREATER*
Wheeling-Steubenville
market 't

® © @ \WTRF-TV, Inc, Wheeling 7, West Virginia—Represented Nationally by Edward Petry & Co., Inc. @ @ @

more lively TV audience! Phone Bob
Ferguson or Cy Ackerman (Area Code

529,300

3,300,000

$5,369,000,000
TOTAL SALES

TELEVISION MAGAZINE / March 1964

87

www americanradiohistorv com


www.americanradiohistory.com

Personal L
incomes of North and South

/" Carolinians have doubled in the -
,-/' past decade. ¥ This is why WSPA-TV’s
/ new antenna on Hogback Mountain is such
/ a powerful money-maker for advertisers. Now

/ 3,468 feet above sea level, and 2,000 feet above

/ average terrain, this new antenna doubles the viewing .
| population served by WSPA-TV. The new WSPA-TV o= ‘\
| coverage of Western North Carolina, upper South Caro-
| lina, and part of Georgia, now reaches over 2 million of

these people who have doubled their effective buying

income. Ask Hollingbery about the new WSPA-TV Hog-

back Mountain coverage.

SPARTANBURG, SOUTH CAROLINA
Serving the Spartanburg-Greenville-Asheville market
owned and operated by The Spartan Radiocasting Company
Walter J. Brown, President
George P. Hollingbery
National Representative
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TOP 100 TELEVISION MARKETS continued

STEUBENVILLE-WHEELING continued 8f|dW]E“d ------------------------------------------------------- igégg Rates: MARKET 38 MARKETS 1-38
T 1oL R , ,
Rates: MARKET 37 MARKETS 1-37 Gaston ... 33367 DYatime 605 ..o.cocvrevsvrsinoc $ 70 $ 8,537
i Haywood 9948 ~ Prime 20s L
Dalytlme 60S i $100 $ 8,467 """"""" - ! Late-Night BOS e $ 55 $10’635
Prime 20s $20,794 Pa?cnkizrnson - g’iéé
Late-Night 605 ..o 138 510,580 JACKSON o =
ate-Nignt 60s $134 e = e Y
McDowell oo " 6,188
. Madison ..o . 3,525 .
38: Greenville, S. C. icell - 39: Nashville
)| S . .
Spartanburg, S. C. hutherid " gy Total TV Homes ... 450,700
i WA e , TS TV HOMES
Ashe\”"e N C Transylvania ..o, 3,896
? = " YaNCeY oo 2,829
' Alabama
Total TV Homes ...... 451,600 . COIDErt oo 10,432
South Carolina {auderdal 14071
COUNTIES TV HOMES ADDEVIIIE oo , Gl GRS s :
Mad 28,929
Georgia Anderson ... AAISONM e it e e 5
Cherokee ....
S B i Chestr A e 2591
Franklin ......... 3,055 EEMVITIC o Allen ......... 2,853
Hart 3,380 RS o : Barren ........ - 6,114
Jackson ... 414 LAUIENS Butler ... P AYY
Madison ........ 2257 NCWDer .. Caldwell ... . 329
Oglethorpe 1,478 Pickens " Calloway ... ‘Zlggg
[ — Y3 Spartanburg R 12,766
’ YN Clinton e 1588
KentUCKy . OTK CUumberiand .oooeeeeeeee e 1,456
Lo e SO0 Tmessee
. Y BIBEME oot 8,543 a Major facility change in market subsequent to latest
North Carolina Jef_fer_son 4,979 county survey measurement date.
Buncombe .o 33,459 Unicoi ... 3,420 % Market combination differs from that in television
Burke 12,460 Washington ... 15,226 markets listing, Telestatus, this issue.

North Caroling

@ ASHEVILLE

® SPARTANBURG
® GREENVILLE

South Carglina

WEFBC-TV's Giant Market ..
GREENVILLE SPARTANBURG - ASHEVILLE

GIVES YOU SIGNAL COVERAGE IN THE SOUTHEAST!

Here is the rich industrial Western Carolinas region,
plus counties in Georgia and Tennessee. Boasting three
metropolitan areas, the WFBC-TV market embraces
IN POPULATION, INCOMES AND SALES, America’s largest concentration of textile manufactur-

the WFBC-TV market outranks Jacksonville, ing, plus scores of other industries . . . yours when

Richmond, Chattanooga and many other fine you use WFBC-TV.
Southern markets, according to recent surveys.

For more information, contact the Station or lg

“The Giant of Southern Skies”

Avery-Knodel,

. y X Affiliated Stations | Chﬂﬂﬂﬁl 4
/SOUTHEASTERN' .
%ﬁRUADCAS]}NG WBIR-TV WMAZ-TV WF Bc -Tv
CBRPURATIQN KNOXVILLE, TENNESSEE MACON, GEORGIA

TR -~ Greenville, S. C
% Represented Nationally by AVERY-KNODEL, Inc. Erpiend
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TOP 100 TELEVISION MARKETS continued

NASHVILLE continued

EAMONSON +ooveee e 1,424
Green 2,271
Har e 2,870
HOPKINS oo 9,036
Logan ... 5,027
LYON e 1,077
McLean ... 1,977
Metcalfe ..... 1,518
Monroe ....... 2,356
MURIENDEE oo 6,327
ORIO oo s 3,930
Pulaski ..o 6,537
RUSSEH e 2,009
SIMPSON oo 2,840
Todd ... 2,621
Trigg ... 1,969
Warren ... 11,341
Wayne oo 2,513
Tennessee

Bedford ..o 5,842
Benton ... 2,352
Cannon ... 1,681
Carroll o 5276
Cheatham .........cccocooeeene 2,106
Clay ... 1,260
Coffee ...... 7,175
Davidson .. 107,953
Decatur ... 1,762
De Kalb oo 2,570
DICkSOn .o 4,559
Fentress .. 1,765
Franklin ... 5,365
Giles ........ 4,805
Grundy ... 2,083
Hardin ...... 3,415
Henderson 3,523
Henry ............ 5,763
Hickman .. 2512
HOUSTON o 988
Humphreys . 2,520
Jackson ........ 1,788
Lawrence .. 6,011
Lewis ........ 1,385
Lincoln ... 5,404
Macon ...... 2,630
Marshall .. 3,986
Maury ... . 10,190
Montgomery ... 13,237
Moore ...... 701
Overton ... 2,867
Perry ... 1,166
Pickett ... 825
Putnam ... 6,057
Robertson 6,436
Rutherford 13,124
Smith .............. 2,803
Stewart ... 1,567
Sumner ... 8,962
Trousdale : 1,082
Van Buren .. ... . o e, 699
Warren ..o 5.239
Wayne .. 2,088
White ... 3,505
Williamson .. 5,724
WIlSON oo 6,668
Rates: MARKET 33 MARKETS (.38
Daytime 60S .......cocoooviveerrne. $100 $ 8,637
Prime 208 oo $260 $21,279
Late-Night 605 ......coccovvivennee. 3115 $10,750
40: Birmingham

Total TV Homes .. .... 447,200
COUNTIES TV HOMES
Alabama

Bibb e 2,554
90

BloUnt .o 4,982
Calhoun .. 22,153
Cherokee 3,592
Chilton 5,279
Clay oo 2,476
Cleburne . 1,981
Colbert ... .. 10,432
Coosa ....... 1,877
Cullman ... 9,240
Dallas ... 11,150
Etowah ... . 21770
Fayette 3,163
Franklin ... 4,200
Greene ... 2,506
Hale ... 2,712
Jefferson ... .. 160,863
Lamar ........... 2,742
Lauderdale . 14,021
Lawrence 4,194
Limestone 6,739
Madison ....... 28,929
Marion ..... 4,564
Marshall . 11,242
Morgan ..... .. 13,477
Perry ... 2,640
Pickens ....... 3,989
Saint Clair ... 5176
Shelby ... 6,546
Talladega 14,173
Tallapoosa ... 7,523
Tuscaloosa ... .. 21,838
Walker ........ 11,823
Wilcox ....... 2,816
WInSton oo e 3,041
Mississippi

Lowndes ..........oooovive e, 10,787
Rates: MARKET 40 MARKETS [-40
Daytime 60S ..o.oooiveieeee $125 $ 8,762
Prime 20s $21,579
Late-Night 60s $10,810
41: New Orleans

Total TV Homes ... ... 446,400
COUNTIES TV HOMES
Louisiana

ASCENSION oo

Assumption ...
E. Feliciana
Iberville ........
Jefferson
Lafourche ..
Livingston ..

Orl@aNS oo e e e
Plagqueminges ..o 5,378
St. Bernard ... 10.340
St. Charles oo 5,271
St. Helenad oo 1,613
St JamesS oo e 3,421
St. John Baptist ... ... R 3,763
St Mary o 11,164
St. Tammany . e 9,912
Tangipahoa ... 13,443
Terrebonne ....cocoos v e 14,110
Washington ...l 10,347
Mississippi

Hancock ..o U, 3,416
Harmison ..ot e 39,555
JACKSON oo 15,688
Lamar ... 3,206
Marion ..o e 5,392
Pearl River e . 5,402
PIKE e 8,116
SHONE e 1,444

WWW americanradiohistorv com

Walthall . 2,779
WILKINSON oo 2,740
Rates: MARKET 41 MARKETS [-4]
Daytime 60S .o $100 $ 8,862
Prime 205 ..o $300 $21,879
Late-Night 60S ......cocoovvveeernn, $130 $10,940
42: Albany

Schenectady

Troy
Total TV Homes .. .... 430,200
COUNTIES TV HOMES
Massachusetts
BerkShire .....o.ocovoeeeceeeee e 42,382
New York
AIDANY oot 84,151
Columbia .o 14,121
DElaWEre ..o s 10,510
FULEON 1o 15,449
Greene ... 9,148
Hamilton ..o 1,075
HEPKIMET oo e 19,656
MONEEOMErY oo 16,832
OESEEO oot 14,023
RENSSEIABT  ..eceeceeeee e 41,405
Saratoga ..o 25,815
Schenectady ..o 48,342
Schoharie ... 5,787
Ulster ......... 34,340
Warren ....... 12.342
Washington ..o 12,577
Vermont
AddisOn ..o 4,382
Bennington . 6,205
Rutland ....oocooovee e, 11,664
Rates: MARKET 42 MARKETS [-42
Daytime 60s § 9,002
Prime 20s ..... $22,164
Late-Night 60s $11,070
43: Charleston

Huntington
Total TV Homes ... ... 430,100
GCOUNTIES TV HOMES
Kertucky
Bath oo e e e 1,699
Boyd .. ... e . 12,933
Breathitt ... . 1,867
Carter ... e e 3,959
Elliott .. RO 1,105
Floyd .......... ... DT 7612
Greenup .. oo 6133
Johnson ... . 3,835
KNott e e e 2.361

a Major facility change in market subseaquent to latest
county survey measurement cdate.

* Market combination differs from that in television
markets listing, Teiestatus, this issue.
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LBWIENCE ettt 2,085
LB e e 1,129
lLetcher . 4,595
Lewis ... 2,454
Magoffin 1,683
Martin .... 1,575
Menifee 718
Morgan 1.956
Perry ...... 5,203
Pike ... 11,692
Rowan ... 2,461
WOITE e 840
Ohio

AHENS e 10,790
Gallia ... 6,187
Jackson ...... 7,187
Lawrence .. 15,019
Meigs ........ 5,551
Morgan .. 3,284
Pike ... 4,686
Scioto ... .. 20944
Vinton ... 2,257
Washington 13,560
Virginia

Buchaman ... 6,429
Dickenson 3,804
West Virginia

BOONE oottt 6,198
Braxton ...... 3,143
Cabell ... 30,562
Calhoun ...... 1,584
Clay .. 2,225
Fayette ... 13,511
Gilmer ........ 1,586
JACKSON e 4,713

reaches every member

of the family. Through a
carefully planned balance
of network programming and
live local productions, WRGB

strives to be sensitive to the

wh,

Kanawha ..ot 67,742 FIOYA oot 14,765
Lincoln e 4,044 Harrison ... 4,436
Logan ........ 13,026 JACKSON oot 8,362
McDowell ... 14,189 JEffErson ..o 6,042
Mason ......... 5,810 JENNINGS oo 3,841
Mingo ... 8,007 LawrenCe .......cocooeeeienierees e 9,915
NIChOI@S  .....ovceiiiire e 5,271 Martin ... e 2,227
PUN@M oo e 5,525 Orange ...... SO 4,149
RAIGIBN e e 17,842 PEITY e 4,013
RItCHI® oo 2,626 PIKE oot 3,415
ROANE oottt 3,259 SCOtE e 3,626
WEYNE oo 9,079 SPENCET oot 3,581
WEDSERI e 2.546 Switzerland ... 1,946
Wirt ... 974 Washington ... 4,463
WOOD oo 22,211
WYOMING et 6,822 Kentucky
AT e 2,591
Rates: MARKET 43 MARKETS 143 ANGEISON oo 2,175
Daytime 60S oo, $ 9,102 BO)’|8'“... ...................... 5,065
Prime 20s ... $22.414 Breckinridge ..o 3,042
Late-Night 60s $11,150 BUITItE oo, 3,743
Carroll .o 1,930
CASEY oo 2,463
Fayette 33,839
Franklin 7,955
. . Garrard 1,938
44: Louisville, Ky. Grayson . 3135
Green ... 2,271
Total TV Homes .. .. .. 427,000 Hancock 1,101
Hardin ........ 11,090
COUNTIES TV HOMES S 2,870
indiana
Brown ... . _— 1,618
Clark ... 17,541 .
Crawford ... 2,025 m Major facility change in market subsequent to latest
. county survey measurement date.
Davne_ss """" 6,561 i Markeyt com\t/ﬁnafian differs from that in television
DUDOIS e 6,666 markets listing, Telestatus, this issue.

. Bl T e E
ety e

desires of all of its viewers—from the curious child seeing television for the first time to the

retired couple who watch television as a major pastime. Sensitivity, perception and judgment are

qualities that help WRGB maintain its leadership in the vital

Northeastern New York and Western

New England area.
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WRGB

A GENERAL ELECTRIC STATION

Albany ® Schenectady ®™ Troy

I|; THE KATZ AGENCY, nc.
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TOP 100 TELEVISION MARKETS continued

LOUISVILLE continued Gladwin 2,866 PEISON et 5,709
Gratiot 9,314 Randolph oo 15,969
Henry .o 2,531 Huron 8,129 Rockingham ..o 18,097
Jefferson ........ ... 169,105 Ingham ... ... 59,760 Rowan ... 21,779
Jessamine ... 2,626 lonia ....... . 10,579 Stokes . 4,899
Larue ... 2,235 losco 4,940 Surry ... 11,133
Lincoln ...... 2,809 Isabella ... 7,691 Vance ... 7,261
Marion .o 3,129 Lapeer 9,907 Yadkin ..o 4,970
Meade oo 4,397 Midland 13,899 .
Mercer ...... 3,677 Montcalm ... 9,863 Virginia
Nelson ... 4,359 Ogemaw ... 2,640 Carroll_ ............................................................ 6,282
Ohio oo 3,930 Roscommon ... 2,147 Franklin ....... 5,45
Oldham ... 2,754 Saginaw ... ... 52,206 GFAYSOM covvoceeeeee e ens s e 3,599
OWEN oot 1,850 Sanilac ... 8,643 HAtifaX oot 7,956
Pulaski  cooooeee e 6,537 Shiawassee . 14,116 HEBNIY e 14,782
Rockcastle ... 2,148 TUSCOIA oot 10,708 PAtHCK  ovveeeceoeieeeeee e 3,260
Russell ........ 2,009 PIHESYIVANIA  cooveeeeececee e 23,319
Scott ......... 3,138 Rates: MARKET 45 MARKETS 1-45
Shelby ... e 0 Datime 608 3 9 so31  Rates: MARKET 46 MARKETS 149
Tpfcef -------------------------- = Prime 20s N $22,914 Daytime 605 ........oooooorrre $ 9,431
T?iymobr|e ............................ e Late-Night 605 $11369 Prime 20s ... $231}1§g
........ , T 1
Washington .. 2272 Late-Night 60s $11,
WOOAFOrd v sesrires 2,487
Rates: MARKET 44 MARKETS 1-44
Daytime 605 ..o $125 so27 MR 46: Greensboro
Prime 20s $22,689 1 - .
Late-Night 605 oo $125 $11,275 WlnSton Salem 47: Toledo
High Point Total TV Homes . ..... 397,200
] Total TV Homes ...... 400,900  COUNTIES WL
45: Flint GOUNTIES TV HOMES Michigan 0527
= HIsdale v )
SaglnaW North Carolina Lenawee . gg,g?g
1 Alamance 23,293 Monroe 5
Bay Clty Alleghany ... 1,828 O
io
Total TV Homes . .. .. . 402,000 Saswell 2?33 AUEM oo 28,993
David .. 20552 Crawford 13,535
COUNTIES TV HOMES Dg\\;;esoﬁ .......................................................... 4,016 Defiance .. 7,671
Michigan DUFRAM e 28.665 Erie ... 19.416
g Forsyth L 53,643 FUIRON e 7,311
Granville ... .. 6,359
Guilford ... 70,302
lee i, 6,288
Clinton Montgomery ... 4,126 m Major facility change in market subsequent to latest
M 8522 county survey measurement date.
Eaton ... 00re .oeeernne - ' * Market combination differs from that in television
Genesee OFaNEE .ot 9,159 markets listing, Telestatus, this issue.

A NEW FORGE IN THE GAROLINA

ON THE AIR ONLY TWO WEEKS

WGHP-TV’s FRINGE TIME PARTICIPATION SHOWS
AVERAGED 33%* OF ALL HOMES VIEWING

ADVENTURE AMOS 'N Ma )
WEATHER
THEATRE . ANDY il
5.00'630 630'700 700_730

WG HP Tv Winston Salem — Greenshoro — High Point
- Channel 8 serving North Caroliria's largest market.

_O~0

STS Represented by Storer Television Sales Inc.

*Mon-Fri 5;00-7:30 PM. Subject to limitations listed in ARB report.
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Have you el the latest X
| Toledo is now the 44

metropolitdn market !

Cfponnt ,Qﬁém/

Represented by Storer Television Sales, Inc. @ e - =P

® [

“Los AnsELes | PHiLaDeLPHiA | CLEVELAND MIAMI oereor @ voueso | Toeoo WSPD
“KGBS HiBG Hwin HGRS ) WIBK | HSPR WSPD.TV ]

newvork N miwaukee | cueveLano ATLANTA DETROIT | STORER

CWHN WITLTY wir.ty W waca.rr WIBK:TV A Y

-6

Television
TOLEDO

v

wWWW americanradiohistorv.com


www.americanradiohistory.com

TOP 100 TELEVISION MARKETS continued

TOLEDO continued Williams
Wood
HaNCOCK oo 15,512 Wyandot
Hardin ...... 7,598
Henry .. 6,957
Huron .. 13,228
Lucas ... 138,607 .
Ottawa ... 10,348 Rates: MARKET 47
Putnam ... 6,807 Daytime 60s
Sandusky ..o . 15,456 Prime 20s ...
SENECA .o 16,038 Late-Night 20s

MARKETS 1-47

$ 9,551
$23,439
$11,559

o To Lolve The

atket Puzzle.,,
R

ain€

BANGOR L8

572 MILLION
EARNINGS

UT])
PORTLAND
14 BILLION
EARNINGS
L.l BILLION
RETAIL SALES

\ A

WLBZ-TV .t

Ay

WCSH-TV
CHANNEL &
PORTLAND

g

AFFILIATES

SFTHE KATZ AGENCY, Inc.

= ; .
ﬁﬁ National Representatives

%4
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48: Denver

Total TV Homes . ..... 388,700
COUNTIES TV HOMES
Colorado

AdaMS e 41,298
Arapahoe 36,897
Boulder ....... 23,229
Chaffee ........... 2,190
Clear Creek ..o 812
Denver oo 160,103
Douglas ....... 1,363
Eagle ...... . 793
Ebert .. 936
GIIPIN e 228
Grand oo 763
Jefferson ... e 41,400
Lake ... 1,428
Larimer ... . 15,694
LOZAN e 5,310
MOrgan ..o 6,038
Park oo 470
Summit . 584
Teller ... 688
Washington ... 1,559
Weld e 19,154
Nehraska

Cheyenne ..o 4,001
Wyoming

Albany 5,455
Laramie 18,327
Rates: MARKET 48 MARKETS 1-48
Daytime 60s $ 9,636
Prime 20s ...... $23,739
Late-Night 60s $11,739

49: Portland, Me.*
Poland Spring, Me.

Total TV Homes ...... 378,600
GCOUNTIES TV HOMES
Maine

AndroSCOZEIN oo 25,395
Cumberland ... 53,868
Franklin .o 4,987
Kennebec .....coovinicnnnne. 23,697
Knox ... 1,727
Lincoln ... 5,167
Oxford ........ 11,285
SagadahoC ... 6,234
Somerset oo, 9,872
Waldo ......... 5,735
YOrK oot 27,145
New Hampshire

Belknap .....cooeveiieieeeii e 8,362

» Major facility change in market subsequent to latest
county survey measurement date.

* Market combination differs from that in television
markets listing, Telestatus, this issue.
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POLAND SPRING-
~ PORTLAND, ME.

NOW 15 THE USA'S
49 LARGEST
TV MARKET /

THAT'S WITH
CANADIAN HOMES

OH,NO... HM...POLAND SPRING -
THAT WOULD PORTLAND, .. 497H, EHQ

PUT US HOW COME ?

IN THE

20's/

THE MOUNTAIN...THE ICE -FREE /(,
TRAVELING WAVE ANTENNA. . .THE
|50-MILE REACH...THE |,167
CITIES AND TOWNGS ... THE
378,600 HOMES...THE. GREAT
ABC -TV LINE-UP...THE
3 688 MOVIES...THE

. PROMOTION ... THE
COLOR..THE...THE..

conmact: Harrington,Righter & Parsons, Inc.

BuY ALL OF THE
49t MARKET ...NOT
JUST PART _OF IT/

THE ACURNTTAIRM
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omes in the
n here, the tw a rgest mar ets

you've really ught
igh. 0 The R:

iw_astéf:m"buy ;And coveragk .fﬁ

3 o buy in R leigh? We'd say WRAL-TV, B
HR. He“H'bh m:g{ AL

WRAL-TV, RALEIGH-DURHAM, N.C.
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TOP 100 TELEVISION MARKETS continued

PORTLAND-POLAND SPRING continued

Carroll oo 4,603
C00S  cooteeeee et 10,438
Grafton .....ocoveeeee e 11,402
Merrimack ..o 18,294

Rockingham ................. . 27,500

Strafford ..o 15,734
SUITVAN ot eree 7,388
New York

CHNEON e 17,618
ESSBX oottt 9,045
Vermont

Caledonia

Chittenden ...

Essex ...

Lamoille .

OFaNZE oot

Orleans ... ,
Washington 11,268
Windham ........ . 7477
WINdSOr e 10,891
Rates: MARKET 49 MARKETS (-49
Daytime 60S ..o.oooveevveeeeeceea $ 80 $ 9,716
Prime 20s ... J$5170 $23,909
Late-Night 60 ....ccoovvreeeecene $ 60 $11,799

50: Lansing, Mich.
Onondaga, Mich.

Total TV Homes ...... 374,500
COUNTIES TV HOMES
Michigan

BAITY oot 8,650
BranCh .eeeeoeeee e 8,933
CallOUN e 39,643
Clare e 3,309
CHALON ettt 9,891
Eaton o 13,853
GENESEE ooeevceeireeeaieacteeet st s 108,200
Gratiot oo 9.314
HillSdale .o 9,322
INgham .o 59,760
[ONI@ oo 10,579
158DEIE oo 7,691
JACKSON oot 36,573
LivingSton cvvecvereceer e rnaer e 10,924
Midland .o 13,899
Montealm ..o 9,863
ShiaWaSSBE ...t en s 14,116
Rates: MARKET 50 MARKETS (-50
Daytime 60S ..ceoeeeeceeceeea, $ 9,806
Prime 20s ... $24,109
Late-Night 60s $11,889

51: Durham, N. C.
Raleigh, N. C.

Total TV Homes ...... 358,800

COUNTIES TV HOMES
North Carolina

AlAMANCE oo, 23,293
Bladen .o 5,284

TELEVISION MAGAZINE / March 1964

Chatham ..o 6,109
Cumberland 33,974
Duplin ...... 8,189
Durham ... 28,665
Edgecombe .. .. 12,420
Franklin _....... 5,700
Granville .o 6,359
Greene 2,881
Halifax 11,636
Harnett . 10,710
Hoke ......... 2,853
Johnston 13,582
LB e 6,288
ienoir .. 12,436
Martin ............ 5,700
Montgomery ... 4,126
MOOTE et

NASH e

Orange ......

Pender ...

Person

Robeson

Sampson

Vance ...

Wake ........

Warren ...

Wayne

WIISON ..ot

Virginia

MecklenbUrg ... 6,319
Rates: MARKET 51  MARKETS 1-5
Daytime 60s .........ococeoeeiviiiinnns $ 9,921
Prime 20s ... $24,294
Late-Night 60s $11,949

B 52: Wichita

Hutchinson
Total TV Homes .. .... 356,500

COUNTIES TV HOMES
Colerado

Baca ..o, 1,357
Prowers 2,643
YUMA oot 2,172
Kansas

Barber ..o 2,392
Barton ..o 9,032
Butler .. ... 10,230
Chase ... 995
Cheyenne 1,249
Clark v 925
Clay oo 3,078
Cloud ....... 3,552
Comanche 304
Cowley ..... 9,899
DECAIUT oeeeeeeeeece e 1,523
DICKINSOM  «ovoceeeeeteeeeeeecee e anbesee s s nine 6,301
Edwards ...... 1,322
EIK et 1,440
Ellis ... 5117
ENSWOIth oo, 2,189
FIANBY ovoveereireeeceee e 4,036
Ford .. 5,705
Geary .. 6,733
Gove ... 817
Graham ... 1,392
Grant 1,156
Gray ... 1,150
Greeley ... 392
Greenwood ...ocooovverecrenes 3,377
HAMION e e 674

T www americanradiohistorv com

Harper 2,912
Harvey . 6,537
Haskell oot 760
HOAZEMAR ..vovoee e 791
Jewell ... 2,000
Kearny ... 707
Kingman ... . 2,688
KIOWE oo 1,116
Lane Lo 803
Lincoln .. 1,410
Logan ... . 784
Lyon ... . 6,967
MCPRErson oo 5,970
Marion

Meade ........

Mitchell

Morris

Morton

NESS ettt et seee e

Norton

Oshorne ...

Ottawa

Pawnee

Phillips ..

Pratt ...

Rawlins ..
Reno ...

Rice ...
Rooks ...
Rush ...
Russell ..
Saline ...
Scott

m Major facility change in market subsequent to latest
county survey measurement date.

* Market combination differs from that in television
markets histing, Telestatus, this issue

WHY SETT

¥ g i

LE FOR "2 A MARKET? |

THE COLORADO COMBINATION

saturates the Rich Rocky Mountain Area. Reaches
477,100 TV homaes, 92% of Colorado TV Homes
-~ and 48% of Wyoming TV Homes, The ColComb
- Market. numbers 1,871,300 people (ranking with
the 11th National market in population), who
spend $2%2 Billion annually (13th in retail sales).
Here's how ColComb stacks up in other categories:

7TH MARKET iN PASSENGER CARS............. 802,350
7TH MARKET [N FiLLING STATION SALES....$232,935,000
9TH MARKET IN DRUG SALES................... $113,936,000
8 14TH MARKET IN FOOD SALES................. $546,762,000

THE HIGHEST WEEKLY CIRCULATION
IN THE ROCKY MOUNTAIN WEST

For Further ColComb information, contact BLAIR-TV

: THE
COLORADO

SOURCES: SRDS METRO MARKETS '63—NCS '61
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TOP 100 TELEVISION MARKETS continued

WICHITA-HUTCHINSON continued

SEAGWICK  weveveveeeeeeeee et 106,770
Seward 4,255
Sheridan 920
Sherman 1,723
Smith ... 2,266
Stafford 2,293
Stanton 485
Stevens 1,112
Sumner 7,287
Thomas 2,063
Trego ... 1,369
Wallace ... 434
Wichita 570
Woodson 1,396
Nebraska

{01 Y-SR 1,201
Dundy ...... 951
Frontier ... 1,285
Furnas ...... 2,038
Gosper ...... 665
Hayes ... 444
Hitchcock ... 1,305
Redwillow 3,629
Oklahoma

BEAVET ettt e ene 1,688
Grant 2,514
Harper 1,586
Texas 3,124
Woods 3,399
Rates: MARKET 52 MARKETS I-52
Daytime 60S oocvveeceeceees $ 9,986
Prime 20S ... . $24,519
Late-Night 60s $12,004

53: Oklahoma City

Total TV Homes ...... 353,000

COUNTIES TV HOMES
QOklahoma

L L 7 TR 2,542
Beckham .. 5,058
Blaine ...... 3613
Caddo ...... 7,488
Canadian ... 6,419
Cleveland ... 11,900
Creek ... 11,246
Custer .. 6,041
Dewey .. 1,795
Eltis ... 1,287
Garfield ... 15,597
Garvin ..... 7,357
Grady ... 8,080
Grant .., 2,514
{17-Y- 2,385
Harper ... 1,586
Hughes ....... 4,211
Kay e 14,854
Kingfisher 3,135
Kiowa ............ 4,115
Lincoln ... 5,245
Logan ... 5,324
McClain . 3,431
Major ... 1,970
Murray ... 3,050
Noble ... 3,215
Okfuskee 2,940
Oklahoma ... .. 140,212
PAWNBE .oereirice ettt 3,289
98

PAYNE oot nrenes 11,517
PONTOLOC oo 8,255
Pottawatomie .... 11,995
Roger Mills ........ 1,187
Seminole ... 7,833
Stephens ... 11,012
Washita ......... 4,591
Woods ........ 3,399
Woodward ..o 3,285
RateS: MARKET 53 MARKETS .53
Daytime 60s ......cccoovevervecercrrrennne $10,072
Prime 20s .......... $24,845
Late-Night 60s $12,172

54: San Diego

Total TV Homes ...... 352,800

COUNTIES TV HOMES
California

SAN DIBZO oovvecee ettt eer s 352,817
RateS: MARKET 54 MARKETS [-54
Daytime 60S ..ooovoveeeeeeieeris $125 $10,197
Prime 20s ... . $25,115
Late-Night 60s $12,259

B 55: San Antonio
Total TV Homes ...... 352,600

COUNTIES ~ TV HOMES
Texas

ALASCOSA weovreieeeeer e ecres et 3,887
Bandera ... 1,138
Bastrop .o 4,222
BEE ottt s 5,440
Bexar .. .. 179,493
Blanco ... . 881
Caldwell ... . 4,113
CalNOUN ettt 3,777
COMAl ettt e 5,172
De Wit oo s 5,043
DIMMIt o e 1,454
DUVEL oottt teb e nen 2,604
EAWards ..o s 557
Fayette e 5,069
T TR 1,831
GIllESPIE oottt 2,357
GOHA oo 1,176
GONZAIES ot 4,208
GUAdAIUPE oo 7,220
Hays o 4,527
Karnes oot 3,069
Kendall v s 1,521
KOIT b a et 4,242
KIimble et 846
KINNEY v cce s 334
La Salle e 1,092
[ 1V [ o7 RSO 4,262
Live Oak 1,574
McMullen ... 285
Mason .......... 896
Maverick ... 1,594
Medina ........ 4,287
Menard .... 578
Real ... 380
Sutton ...... 883
TrAVIS oottt se e st 57,010
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UVAIdE s 3,715
Val Verde 4,983
Victoria ..oeoeeeeee 12,024
Wilson 2,945
ZAVAlA ettt 1,927
Rates: MARKET 55 MARKETS 1-55
Daytime 608 .ocoeoevrecrereirnrennnas $10,257
Prime 20s ..cccoo..ee. $25,375
Late-Night 60s $12,319

56: Orlando

Daytona Beach
Total TV Homes . .. ... 343,800
COUNTIES TV HOMES

Florida

Brevard ..ooooeoveeveeeeeee e
Citrus ...
Flagler ........
Hernando ..
Lake ...
Marion
Orange ..
Osceola ..
Pasco ...
Polk ...
Seminole
Sumter o

VOIUSIA cooveeeteteece et et

Rates:

Daytime 60S .ooevvreerereemeriecireene $ 80
Prime 20s ........
Late-Night 60s

MARKET 56 MARKETS [.56

$10,337
$25,535
$12,369

57: San Jose*

Salinas

Monterey
Total TV Homes ...... 337,000
COUNTIES TV HOMES
Galifornia
MEICEE ...t s bt
Monterey .......

San Benito
Santa Clara
Santa Cruz

Rates:

MARKET 37 MARKETS I1-57
Daytime 60s ... $10,412
Prime 20s ......... $25,662
Late-Night 60s $12,429

m Major facility change in market subsequent to latest
county survey measurement date.

* Market combination differs from that in television
markets listing, Telestatus, this issue.
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FLORIDA

ORLAND

FLORIDA’'S

4 rd
MARKET

TV MARKET
Than

TV
CH. 2 NBC

Represented by: 4
: Katz .,

CH. 6 CBS

Represented by:

CH. 9 ABC

'Represented by:

] » Bb. Blair Television Edward Petry
. , o, Cm R = Associates & Co., Inc. 4
{According to Sales Management's February 7, 1964 . p. : )
survey of Television Markets) Y i&

ORLANDO - DAYTONA . .. the only PRIMARY Television reaching the Space
Age Markets surrounding the John F. Kennedy Space Center.
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TOP 100 TELEVISION MARKETS continued

58: Davenport, lowa

J0 DAVIESS oo
Knox ...
Lasalle .

Rock Island, Hll.

Lee ...
I McDonough
MOIIne7 ”I' Mercer ...
Ogle ...
TOtal TV Homes ...... 335,100 Putham ........
Rock lIsland ...
COUNTIES VOHOMES  guark
L Warren ..
Ittinois el
Bureau 10,632 Whiteside ..o
Carroll ......... 5,506 lowa
Henderson 2,239 COUAN o
HENIY ottt e 13,891 ClRtON e

5,664
17,007
33,069

9,407

7,837

4,841
11,023

1,252
45317

2,245

6,036
17,045

5,145
16,158

100
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"MUST-BUY"

IN NEW YORK STATE

PER HOUSEHOLD INCOME*

i

Y ROCHESTER: $8356. National Rank, 16; h}ew York State, 2,
Syracuse: $7790. National Rank, 35; New York State, 4\
Buffalo: $7658. National Rank, 40; New York State, 5. \ " o
Albany-Schenectady-Troy: $7277. National Rank, 80; New York State, 7 b

— >"\Copyn\ghtw(ﬁ Sales Managemer;t
5 * Survey of B P Furth
PER HOUSEHOLD RETAIL SALES™ _Jtekiiiteti

\ *5.,
% ROCHESTER: $4860. National Rank, 44; New York State, 2.
Syracuse; $4409. National Rank, 119; New York State, 5.
:’L& Buffalo: $4103. Nationai Rank, 181; New York State, 11.

Albany-Schenectady-Troy: $§4275. National Rank, 151; New York State, 6. \\

WHEC-TV ((HANNEL IO)
SA'MUST-BUY i ROOHESTER

The ARB estimates for May-June and Oct.-Nov. 1363,
award us most “total homes™ average, from 9:00 a.m. to
midnight, Monday through Sunday.* Our strong CBS
schedule, outstanding local news coverage and program-
ming, and heavy station promotion are responsible for this
excellent position in the rich Rochester market.
In New York State—you need ROCHESTER

In ROCHESTER—you need WHEC-TV

FEEER a8

WHEG 'TV CHANNEL [0

ROCHESTER, N. Y.

A GANNETT STATION + BASIC CBS + REPRESENTED BY H-R

(*)Audience measurement data are estimates only—subject to defects and limitations
of source material and methods. Hence, they may not be accurate of the true audience.

e 3
@?’@fmm@%‘wm@ e

o

P
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Des MOINES .oooooveeeeeeeeeeeeeee e 13,178
Dubugue .... 19,746
HENTY oo 5,108
Jackson 5,339
Jefferson ... 4,663
Johnson .. 14,420
Jones 5,317
LOUISE oot 2,990
Muscatine 10,213
Scott ... 34,264
Washington 5,432
Rates: MARKET 58 MARKETS 1-58
Daytime B80S oo $75 $10,487
Prime 20s ........ ....$250 $25,912
Late-Night 60s $75 $12,504

59: Rochester, N.Y.

Total TV Homes ... ... 333,300
COUNTIES TV HOMES
New York
Allegany
Cayuga ......
Genesee ...
Livingston ..
Monroe ...
Ontario ...
Orleans ...
Seneca ...
Steuben .
Wayne ...
Wyoming .
B 1] U
Rates: MARKET 59 MARKETS 1.5
Daytime 60S ..o $ 90 $10,577
Prime 208 oo $208 $26,120
Late-Night 60s .........cccooceveni. $108 $12,612
60: Ch ign*
: Champaign

Springfield

Decatur
Total TV Homes . . 330,500
COUNTIES TV HOMES
Ilinois
Champaign ..o 32,753
CREISTIAN oo 10,735
CLarK oo 4,710
COIES e 12.435
Cumbertand ... 2,358
De Wit e 4,815
DOUBIAS ©.e.ocvoeer et 5,482
Edgar oo 6,670
Effingham ..o 5,769
Fayette oo 5,446
FOrd e 4,911
[FOQUOIS oot 9,146
JASPRI ettt 2,799
Lasalle .o 33,069
Livingston oo 10,090

m Major facility change in market subsequent to latest
county survey measurement date.

* Market combination differs from that in television
markets listing, Telestatus, this issue.
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WOC-TV DELIVERS

the rich, heart-of-America area defined by ARB as
Quad-Cities . Largest TV market between Chicago
and Omaha, Minneapolis and St. Louis, it is a pros-
perous blend of farm/manufacturing/distribution that
boosts retail sales well over 1% billion dollars annuallv.
WOC-TV provides special handling to advertising
schedules by promotion, merchandising information
and constant lHaison between the advertiser and the

retdail outlet.
Ch\ 6

Exclysive Natfional Representatives — Peters, Griffin, Woodward, Inc.

SERVING THE QUAD CITY MARKET
DAVENPORT, BETTENDORF/ROCK ISLAND, MOLINE, EAST MOLINE
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102

POGO,
WE GOTTA

COMMUNI-

SUPPORT
OF THE

MERICAN
CANCER

SOCIETY !
WE GOTTA
REACH
.EVERY MAN,
WOMAN
AND CHILE
WITH THE

MESSAGE !
YESSIR, WE
GOTTA TELL
EVERY 80DY,
ETCETERA,

To cure more, give more

AMERICAN
CANCER
SOCIETY

TOP 100 TELEVISION MARKETS continued

SPRINGFIELD-DECATUR continued

LOZAN o 7,953
McLean .. 23,905
MaCON oo 37,182
Menard ..o 2,621
Moultrie ... 3,555
Piatt ... 4,295
Sangamon .. 44,194
Shelby ........ 6,564
Vermilion . e 21227
Woodford ..o 6,190
Indiana

Benton oo 3,003
Fountain 5,359
Vermillion 5,100
WAITEN e 2,121
Rates: MARKET 60 MARKETS [-60
Daytime B0S ....coccoeverrirerens $10,687
Prime 20s .......... $26,395
Late-Night 60s $12,722
61: Tulsa

Total TV Homes . ..... 330,400
COUNTIES TV HOMES
Arkansas

Benton oo 8,577
Washington ..o.ooeevevoeeiee e 13,238
Kansas

Chautauqua .... 1,770
Cowley ......... 9,899
] S 1,440
Labette ............. 7,267
Montgomery ...... .. 13,194
WIISON oo 3,682
Oklahoma

“Delaware
Haskell oo
Hughes ...
Kay .o
Latimer
Lincoln ..........
Mclntosh
Mayes ...........
Muskogee ..
Nowata ......
Okfuskee ....
Okmulgee ..
0sage .cooovervrennnn
Ottawa ......
Pawnee
Payne ...
Pittsburg ..
Rogers ...
Sequoyah
Tulsa ...
Wagoner

Washington

Rates:

Daytime 60S ..o
Prime 20s ........
Late-Night 60s .

MARKETS [-61

$10,777
$26,635
$12,830
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62: Roanoke®
Lynchburg

Total TV Homes . .. ... 329,600
COUNTIES TY HOMES
North Carolina

AJAMANCE oo rseesbien e 23,293
Alleghany ... 1,828
Caswell 3,538
Person ....... 5,709
Rockingham 18,097
Virginia

ANEghANY e 6,934
AMREIST o 4,121
Appomattox ... 1,951
Augusta ........... 15,927
Bath ......... 1,058
Bedford .covevveveeeieve e 6,865
BIANG oo e 1,188
Botetourt .......... 4,102
Buckingham ... 2,046
Campbell ....... .. 22,024
Carroll ........... 6,282
Charlotte 960
CIaIZ vttt 820
FIOYA o 2,221
Franklin oo seeeeeeee e 5,458
GIlES oot 3,874
GrAYSON  covveecemererrseerserioseses et essennen 3,599
HalIfaX oo 7,956
HENEY oottt 14,782
Highland .....oooovveneneececcnieee e 724
LINENBUTE oot 2,706
MECKIENDUTE  covvoveveeeees st 6,319
Montgomery ....... 10,115
Nelson ............ 2,796
Patrick ... 3,260
Pittsylvania .. 23,319
Pulaski ........... 5,507
Roanoke ......... 49,133
Rockbridge . 6,856
Smyth v 6,667
Tazewell ... 9,369
WYERE e 5,177
West Virginia

Greenbrier 7,748
Mercer .......... 16,550
Monroe ........... 2,325
Pocahontas 2,034
SUMMELS oereeveetirectes st e seessetaei e 3,390
Rates: MARKET 62 MARKETS |62
Daytime 60S ......coocvevevrverrirrennn $70 $10,847
Prime 20s ......... $26,850
Late-Night 60s $12,900
63: Omaha

Total TV Homes .. ... . 328,300
COUNTIES TV HOMES
lowa

AdaMS oo 2,156
Audubon 3,002
Cass ... 5578
Crawford 5,101

= Major facility change in market subsequent to [atest
county survey measurement date.

* Market combination differs from fhat in television
markets listing, Telestatus, this issue.
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FIEMONT oo e s 2,954

HATTISON  oov oo eer i ar e 4,967
VIS oot eeee s 3,359
MONONA v eeeeee et e ee e 3,855
Montgomery ... 3,963
PAZE ottt e 6,017
Pottawattamie 24,697
Shelby ...... 3,231
TAYIOT ettt eee e 2414
Missouri

Atchison 2,617
Nodaway 5,781
Nebraska

ANTEIOPE ..ot 2,443
BUIE oottt e

Butler

Cass ...

Colfax ..

Cuming ...

Dodge

Douglas

Gage ...

JETFRISON oottt e

JOMMSON oot ete et neeee
Lancaster

Madison ... .

NEMANA v ettt eens e

D108 et eereee et

Pawnee

Platte ..

Polk

RICRArASON wovveveeeeee et 3.757
Saline ......... . 3,914
Sarpy ... 8,732
Saunders 4,614
Seward 3,170
Stanton ... 1,344
Thurston 1,739
Washinglon ...o.oecucereinicree e 3,279
Rates: MARKET 63 MARKETS 1-63
Daytime 60S .o $10,927
Prime 20s ...... $27,080
Late-Night 60s $12,980

64: Norfolk, Va.

Total TV Homes ...... 315,900

COUNTIES TV HOMES
Maryland

SOMEISET  weoeeieit et ee s 4,519
North Carolina

Bertie 4,677
Camden 1,288
Chowan . 2,391
CUMTITUCK e 1,493
DAre o 1,580
Gates 1,953
Halifax ... . 11,636
Hertford ..o rese e 4,463
Martin et 5,700
Northampton ... . 4,693
Pasquotank 6,327
Perquimans 1,935
TYITEIL e enrr s st saseeanne 952
Washington .....cccevvvvvvrmnennminrescensnisinens 2,713

m Major facility change in market subsequent fo latest
county survey measurement date.

* Market combination differs from that in television
markets listing, Telestatus, this issue.
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“We invite you to share this grOwt/)”
J. C. Holloran, President

STROTHER DRUG COMPANY
LYNCHBURG, VIRGINIA

"The area served by our wholesale drug firm has enjoyed unprec-
edented growth during the past decade. Our company has been
privileged to share economically in this growth. It is with sincere
confidence that we can invite manufacturers to market — or test
market — their product with us in western Virginia and southern West
Virginia.

“Television has proven a powerful retail sales force for marketing
of products within the area we serve. Our employees and customers
look primarily to the Roanoke-Lynchburg television market for both
entertainment and information.”

WDBIJ-TV serves the Roanoke-Lynchburg Television Market completely and economically.

“WDBJ-TV

RO VIRGINIA

REPRESENTED NATIONALLY BY PETERS, GRIFFIN, WOODWARD, INC.
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TOP 100 TELEVISION MARKETS continued

NORFOLK continued

Virginia

ACCOMACK .o 8,055
Brunswick ... 3,550
Charles City ...occocooevveceiciiieee e 2,762
Gloucester ... 3,240
Greensville ...... 3,398
Isle Of Wight . 3,774
James City oo, 4,432
King & Queen ..o 1,120
Lancaster ... 2,415
Mathews ...... 2,005
Middlesex ... 1,582
Nansemond .. 10,679
New Kent 920
Newpert News 48,600
Norfolk ... ... 116,189
Northampton ... 4,190
Northumberfand ..............ccocooceooeo .. . 2,441
Princess AnNe ........ccooveecveeveeennn. ... 22815
Richmond ....... 1,512
Southampton 5,935
Surry ... 1,211
SUSSEX vt 2,492
YOK oot een e e 6,189
Rates: MARKET 64 MARKETS .64
Daytime 608 ....oocoeurereenn, $11,017
Prime 20s ... $27,300
Late-Night 60s $13,045

65: Green Bay, Wis.

Total TV Homes ...... 314,600
COUNTIES TV HOMES
Michigan

BENZIE oo 2,125
Deita ... 9,058
Dickinson . 6,739
100N e, . 4,750
Manistee . 5,332
Mason ......... 5,682
Menominee 6,553
Wisconsin

BIOWN oot 33,995
Calumet . 5,455
Door ........... . 5.268
Florence ......... 791
Fond Du Lac 19,724
Forest ... . 1,665
Green Lake 4:309
Kewaunee 4,385
Langlade ... 4,976
Manitowoc . 20081
Marathon .. ... 22,060
Marinette .. 8,862
Marquette ... 2:165
Oconto ... . 6,034
Oneida .............. 5,850
Outagamie 27,050
Portage ... 9'329
Shawano ... 8,273
Sheboygan . 241289
Vilas oo 2956
Waupaca ......... 9Y343
Waushara ..... 3y536
Winnebago . 29'486
WOOd e 15,177
Rates: MARKET 65 MARKETS {-65
Daytime 60s

Prime 20s ........ . %17,912;
Late-Night 60s $13,110

104

66: Richmond

Total TV Homes ...... 311,400
COUNTIES TV HOMES
Virginia
AIDEMarle ..o 14,134
Amelia ... . 1,435
Appomattox 1,951
Augusta ....... . 15927
Brunswick ..... . 3,550
Buckingham . . 2,046
Caroling cooveeeeeeee e 2,720
Charlotte e 960
Charles City 2,762
Chesterfield 22,228
Cumberland . 1,307
DinWiddie ...ooooooeeeeeee e 13,624
ESSEX oo 1,421
Fluvanna ....... 1,434
Gloucester ... 3,240
Goochland ..... 1,886
GIEENME oot eere et e e 785
Greensville ... 3,398
Hanover 6,589
Henrico ............ 110,373
Isle Of Wight ... 3,774
James City ... 4,432
King & Queen ... 1,120
King William ... 1,705
Lancaster ..... 2,415
Louisa ........... 2,609
LUNBABUIE oo 2,706
MadisSON oo e 1,514
Mathews ....... 2,005
Mecklenburg . 6,319
Middiesex ..... 1,582
Nelson ... 2,796
New Kent ... 920
Northumberland 2,441
Nottoway ........ 3,443
0range .ocooeoerereriies s 2,987
Page .o 4,025
Powhatan ... 1,239
Prince Edward . 2,738
Prince George . 10,503
Richmond ....cooooeoieiiiee 1,512
Rockingham .....ccocoooveeeveie .. 11,842
Southampton 5,935
Spotsylvania ... 6,651
N1 5 — . 1.2
Sussex ... 2,492
Westmoreland 2.48%
YOIK ooveeeeeeeeeeeeee et 6,189
Rates: MARKET 66 MARKETS [.66
Daytime 60s ..o $11,172
Prime 20s .. $27,615
Late-Night 60s $13,170
67: Cedar Rapids
Waterloo
Total TV Homes . ..... 308,900
GOUNTIES TV HOMES
lowa
ANAMAKEE .o, 4,046
Benton ......... 6,796
Black Hawk . .. 35254
Bremer ..o 5,492
BUChANAN oo 5,690
Butler 4,743
Cedar 5,145
CRICKESAW ...ovvveeveieercee et 3,626
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Clayton 5,954
Delaware 4,595
Dubuque 19,746
Fayette ... 7,724
FIOY oo 5,846
Franklin 4,348
Grundy 4,196
Hardin 7,081
Henry 5,108
Howard 3,388
JOWE oot ee et saaneas 4,586
Jackson 5,339
Jefferson 4,663
Johnson 14,420
Jones ... 5,317
Keokuk ... 4478
Linn ... 43,463
Louisa ..... 2,990
Mahaska 5,799
Marshall 8,791
MItChEIL oo 3,864
MUSCAtING ..o 10,213
POWESHIEK w.oveeoeeceeeeeeee e 5,528
TAME oo 5,981
WapEI0 .ot 13,233
Washington ..o 5,432
Winneshiek .... . 4,943
WEIBRE et 5,372
Wisconsin

Crawford oo 3,612
GPaNT oo 11,053
Rates: MARKET 67 MARKETS 1-67
Daytime 60S wovoveeveeveceee e $75 $11,247
Prime 20s $27,795
Late-Night 60s ..oceoovereeiirne, $100 $13,270

W 68: Shreveport

Texarkana
Total TV Homes ...... 300,900

COUNTIES TV HOMES
Arkansas

Columbia 6,646
Hempstead ... . 4,538
Howard ......... . 2,579
Lafayette .. . 2,459
LIHE RIVEE roreeeeeeererseeeeeeeeeeseseeseeeeeerses e 2,167
Miller 7,955
Nevada .. 2,448
Sevier 2,699
Louvisiana

Bienville 3,882
Bossier . 13,344
Caddo ........ . 64,021
Claiborne .. . 4,388
DE SO0 oottt 5,064
JACKSON et 4,014
Lincoln .......... 6,179
Natchitoches 6,795
Red River ... 2,199
Sabine ........ . 3,497
Webster 10,355

w Major facility charge in market subsequent to latest
county survey measurement date.

* Market combination differs from that in television
markets listing, Telestatus, this issue.
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CUSTOM TAILORED

Anything-from suits to surveys-fits better when it's
custom tailored. Standard-sized suits please a good
many customers, but there are still those who need
something special. And, it’'s the same with research.
Available to every businessman aré volumes of mar-
keting research estimates which are invaluably
useful. Yet, there is always the executive who, at one

time or another, can rightfully say, "Our problem is
different. We need something special”.

This is why, long ago, ARB developed a special
service for marketing problems concerning tele-
vision . .. a service that may entail the building of a
completely new survey design, or a cross-tabulation
of the millions of pieces of viewing information
already at hand.

The American Research Bureau supplies both vol-
umes of syndicated  television audience estimates
and the profes-

sional capability AMERICAN
for ‘individualized RESEARCH
audience research WS :
—~ custom tailored BUREAU

for a better fit. DIVISION OF C-E-i-R INC.
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Reprint
Checklist

These Reprints Still Available!

THE TALENT BEHIND THE SELL O
Spp from January 1964 25¢ each

A closeup of TV's star salesmen (and women),
the TV model. The business of being & TV
model—or spokesman, or voice, or personality
or any of many commercial specialists—is a
big business indeed. It attracts the estab-
lished celebrity and the unknown alike—and
pays both well. It has created many stars of
its own, and provided a showcase for many
talents other than just face and form. A
depth report on a key element in TV adver-
tising and the people who make it work.

LIFE WITHOUT NETWORKS 0
16pp from June 1963 35¢ each

Most TV observers thought they would go
that-a-way, meaning all the way to oblivion.
They started out only a step away, but lately
they have been coming on strong. A thorough
analysis of how the nation’s 35 independent
TV stations kept from being counted out.

THE COMPUTERS MOVE IN ON ADVERTISING OJ
12pp from June 1963 25¢ edch

A growing part of media planning is being
trafficked through electronic data processing
systems and the day may not be far off when
all of it will be programed that way. This
article tells who's happy about it, who isn't,
what it all means to media, advertisers and
agencies. A detailed look at the computer
revolution.

PAY TV: SO NEAR AND YET SO FAR AWAY [J
28pp from April-May 1963 50¢ each

A definitive treatment on one of television’s
most important subjects: will there be pay
TV? when? how? This major article, which
appeared in a two-part series, traces the
subject from its beginning over 30 years
ago right up to now, and does its best to
turn some light on the future.

THE FREEDOM OF TASTE O
1ot from November 1962 15¢ each

Victor M. Ratner’s essay on the historic con-
flict between media and critics stands as
the definitive statement on the side of allow-
ing the people’s taste to prevail. It deserves
a place in the files of all persons seriously
concerned about television and its future.

COMMUNITY ANTENNA TELEVISION [}
12pp from June 1962 25¢ each

Friend or foe? It depends. A boon to some
stations, anathema to others, the cable TV
operators are of increasing importance to all.
They're proving the fringes of television can
be profitable too.

TELEVISION MAGAZINE
444 MADISON AVE., NEW YORK 22, N. Y.

o Send quantities checked above to:

NAME  eererreereccerrnrnrs st resccrcrnisenesne
Company
Address

Payment Enclosed [] (Note: New York City
addresses please add 4% sales tax for orders of
$1 or more.)

Bill me O

Minimum Order: One Dollar—Postage Additional

\

TOP 100 TELEVISION MARKETS continued

SHREVEPORT-TEXARKANA continued

Okxlahoma

McCurtain ..o 5,947
Texas

BOWIE oo 15.699
Camp ... 2,111
Cass ... 5,822
Franklin . 8,122
Cherokee ..o 1,365
Gregg ... e 19,929
Harrison . 11,062
MaFIon e 1,989
MOITIS oot 3,374
Nacogdoches .........cocoevvecreeecee e 6.744
Panola ......... 4,176
Red River 3,716
Rusk ... 9,338
Sabine ..., 1,597
San Augustine 1,887
Shelby ........ 4,725
Smith ... 24,352
Titus ....... 4,498
Upshur ... 4,464
W0 e, 4767
Rates: MARKET 68 MARKETS 1-68
Daytime 60S ....ocoocooovvrreeer, $11,317
Prime 20s ... $27,965
Late-Night 60s $13.336
69: Baton Rouge

Total TV Homes . ..... 295,500
COUNTIES TV HOMES
Louisiana

Acadia ....... 11,168
Ascension ....... 6,424
Assumption 3,530
Avoyelles ... 8,819
Concordia oo 4,445
E. Baton Rouge ..., 60,379
E. Feliciana ......... 2,687
Evangeline .. 6,674
iberia ... 12.583
Iberville o 6,363
Lafayette ... 21,479
Lafarche ... 12,870
Livingston ........ 6,045
Pointe Coupee 4411
St. Charles .......coovveeeeia, 5271
St. Helena ... 1,613
St. James ... 3,421
St. John Baptist .. 3,763
St. Landry ........ 16,392
St Martin oo, 5,958
St Mary o, 11,164
Tangipahoa 13,443
Terre Bonne ... 14,110
Vermilion ........ 9,311
Washington ..o 10,347
W. Baton ROUZE ...o.oovooo e, 3,505
W. Feliciana ..........cocoooevereeees e, 1,795
Mississippi

Adams ..o, 8.559
Amite ........ 3,342
Franklin .... 2,042
Pike ......... 8,116
Walthall ... 2,779
Wilkinson 2,740
Rates: MARKET 69 MARKETS [-69
Daytime 60s $11,367
Prime 20s $28,115
Late-Night 60s $13,386
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70: Scranton
Wilkes - Barre

Total TV Homes . .. ... 292,900
COUNTIES TV HOMES
Pennsylvania

Bradford ..o 5,053
Clinton ....... 5,566
Columbia ..o 12,270
Lackawanna ............cooviiiiiiieiennn 65,626
Luzerne ........ 94,439
Lycoming ... 29,697
Montour ......... 3,401
Northumberland .. 24,784
Susquehanna ... 6,390
Union ..., 5,205
Wayne ... 3,138
Wyoming .. 3,250
78 34,100
Rates: MARKET 70 MARKETS 1.70
Daytime 60s ... $11,427
Prime 20s ... $28,275
Late-Night 60s $13,446

71: Des Moines, lowa*

Ames, lowa

Total TV Homes . ..... 287,500
COUNTIES TV HOMES
lowa

BdAIT e 3,072
Appanoose 4,634
Audubon 3,002
Boone ....... 7,818
Butler ... 4,743
Calhoun 4,531
Carrall ....... 5,988
Clarke ... 2,337
Dallas ..o, 7,042
Decatur 2,569
Emmet ....... 3,798
Franklin 4,348
Greene 4,494
GrUNGAY oo 4,196
GUENTI® e 4,259
Hamilton ... 5,744
Hancock ... 3,826
Hardin ........ . 7,081
Humboldt ......ccoooveveee 2.984
Jasper ... . 9,739
Kossuth .. 6,181
Lucas ... . 3,329
Madison ..o 3,676
Mahaska .........ccccocoovenenne. et ain 6,799
Marion ..o 6,462
Marshall ..o, 8,791
MONIOE ..o, 2,829
Palo Alto .. . 3,756
Pocahontas ... . 3,774
POLK e 83,532
Poweshiek 5.528
SAC et 4,652
SEOMY et 13,349
TAM@ oot 5,981

x Major facility change in market subsequent to latest
_county survey measurement date.

* Market combination differs from that in television
markets histing. Telestatus, this issue.
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WE BELIEVE--YES --WE BELIEVE

We at KRNT Radio and Television believe
in advertising. We buy a lot of space in this
magazine because we know it helps get our
story over to a lot of people like you whom we
seldom, if ever, see. We feel when we asso-
ciate with a magazine like Television, we are
associating with the best. As Lord Chester-
field once said to his young friend, “Come
walk down the street with me. It will make
your fortune.” Well, we have walked down the
street with Television Magazine for many
years.

We always figured almost anyone with
money could start the presses rolling and
publish a magazine. If he couldn’t sell sub-
scriptions, he could indiscriminately give the
magazine away. In this manner, he could
guarantee us a whale of a circulation. But
there is more to circulation than numbers.
There is more to magazine editing than
copying everybody else and making much ado
about nothing.

THE BASIC TRUTHS

It's who's up front that counts first. The
guys up front put the stuff between the covers
that gives the magazine style and personality,
character and believability — and, yes,
respectability.

It's who's out front that counts second.
Heavens, if this magazine were directed to
adolescents scattered all over the map just to

get circulation, and that’s the kind of circula-
tion they got, we wouldn't buy this advertising.

Such circulation wouldn’'t make a cohesive
market. Besides, that type of reader doesn’t
have the kind of money to make it worthwhile
anyway.

We are careful about whom we hire to
represent us.

ERGO

Well, now, we out here in the center of the
U.S.A. and in the center of lowa and in the
center of Des Moines run our radio and tele-
vision stations in much the same way this
magazine is run. We have been in this broad-
casting business for 29 years, and we jealously
guard what goes out over our air. It has made
us leaders in our field. What is past is pro-
logue. We jealously guard that which goes to
strengthen our personality and our character
and our believability and, yes, our respecta-
bility. What is past is prologue in this phase,
also.

You can bank on the fact that you'll always
be proud to be associated with us. You can
walk down the street with us, and it will go
a long way toward making your fortune.

KRNT
KRNT-TV

DES MOINES

An Operation of Cowles Magazines
and Broadcasting, Inc.

REPRESENTED BY THE KATZ AGENCY, INC.
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TOP 100 TELEVISION MARKETS continued

DES MOINES-AMES continued

UNION et 4,047
Warren ... 5,710
Wayne ...... 2,985
Webster ... 14,591
WHENE e 5,372
Rates: MARKET 71 MARKETS 1.7/
Daytime 60S .......ccocooeiieiere. $75 $11,502
Prime 20s . $28,455
Late-Night 60s ....ocoooiiirenne $75 $13,521
72: Salt Lake City

Total TV Homes . ..... 282,600
COUNTIES TV HOMES
Colorado

Rio BIanco ... 1,014
ldaho

Bear Lake ..o 1.767
Caribou 1,379
Franklin 1,838
Oneida 894
Montana

Beaverhead ........ccoocoovoiiivie e 1,800
Custer 3,097
Fergus 3,107
Gallatin ..o 6,331
Park e, 3,631

SWeetgrass ......ococovveeiece e
Valley et

Nevada
EIKO vttt
Eureka .

Utah
Beaver ...
Box Elder .
Cache ...
Carbon ...
Daggett ..
Davis ........
Duchesne
Emery ...

Garfield ...coovvevereen
Grand ..o
Iron ...
Juab ...
Millard .
Morgan .. .
PIUte e
RICH et
Salt Lake .o
SAN JUAN o
SANPete ..o
SEVIBT oottt
SUMMIT ot
Tooele ...
Uintah

Utah e 25,110
Wasatch . 1,233
Wayne ... 446
WEDETr oo 30,836
Wyoming

LINCOIN e 1,827
Sheridan ..o 4,783
Sweetwater ... 4,310
UInta .o 1,841
Rates: MARKET 72 MARKETS |.72
Daytime 60S ..o $ 60 $11,562
Prime 20s . $28,645
Late-Night 60s ..o, $ 85 $13,606

W 73: Jackson, Miss.
Total TV Homes ...... 276,100

COUNTIES TV HOMES
Louisiana

East Carroll ..o 2,598
Madison 3,135
Tensas 2,232

m Major facility charge in market subsequent to latest
county survey measurement date.

* Market combination differs from that i1 television
markets listing, Telestatus, this issue.
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Attractive from every

angle. ..JACKSON, MISS.
TELEVISION

MARKET

276,100 TV homes...
progressive economy;

40,000 new industrial
jobs since 1960.

73rd TV market served by

WLBT-3 WJTV-12

Hollingbery
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Mississippi

Adams 8,559
Amite ... 3,342
Attala ... 4,809
Bolivar .. 9,463
Carroll 1,982
Choctaw ..o 1,680
CIAIborne ..o e 2,093
COPIAN weeereeeeceeee et 6,140
Covington .o 2921
FOITeSt weveieeeeee e 13,724
Franklin ... 2,042
HINGS oo 49,851
HOIMES .+ 5,302
Humphreys ... 3,720
1ssaquena ... 735
JaSPer v 3,562
Jefferson ... 1,964
Jeff Davis . . 2,742
Jones ... 13,795
Lamar ..o . 3,206
Lawrence ................ 2,156
Leake ... 3,884
Leflore ..... 9,705
Lincoln e, 6,416
Madison ..., 6,562
Marion ......... 5,392
Montgomery . 2,677
Neshoba ....... 4,829
Newton ..o 4,449
PIKE oo 8,116
Rankin 7,033
Scott ... 4,590
Sharkey ..... 2,078
SiImpson ... 4,466
Smith e 3,197
Sunflower ... 8,420
Walthall ... 2,779
Warren ........ 10,436
Washington .. 16,024
Webster ... 2,225
Winston .... 4,349
YAZOO oot er e 6,754
Rates: MARKET 73 MARKETS (.73
Daytime 60s .........ccccovivenenn. $11,607
Prime 20s .......... $28,765
Late-Night 60s $13,651

74: Jacksonville
Total TV Homes ...... 275,500

COUNTIES TV HOMES
Florida

AlaChUA ..o 16,689
Baker ... 1,453
Bradford 2,759
Clay ... 5,320
Columbia .. . 4757
Dixie 1.068
Duval ... 133,280
Flagier ... 1,214
Gilchrist ..... 626
Hamilton ..., 1,564
Lafayette ... . 602
Levy ... 2,227
MadiSOn ..o 3,068
Marion ....... 14612
Nassau ... 4,392
Putnam ...... 8.789
St. Johns ... 8,537
SUWENNEE .ot 3,427
TaYIOr et 3,188
URION oo 936
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Georgia

APPING oo 2,207
Atkinson .. 989
Bacon ... 1,534
Brantley .. 991
Camden ..o, 2,263
Charlton ..o 1,088
Clinch ... 1,346
Coffee ..... 4,471
ECROIS oo 386
GIYNN s 10,990
Jeff Davis 1,459
Lanier ... . 997
Lowndes ... 12,196
Melntosh oo 1,208
PIEICE et 2,029
Ware ... 8,999
WAYNE oo 3,875
RateS: MARKET 74 MARKETS 1-74
Daytime 60S .........c.cocovveveerenn. $11,717
Prime 20s ... $28,990
Late-Night 60s $13,761
75: Spokane

Total TV Homes ... ... 267,800
COUNTIES TV HOMES
Idaho

BENEWAN oot 1,634
BOMNEE  wveeeecteretieeeeee et see e enteneese e enn e 4,003
BOURAIY v s 1,189
Clearwater ... . 2,120
1RO e s 3,142
KOOLENAT ovecvveeececeee e 8,542
Latah . 5,293
Lewis ... . 1,148
Nez Perce ...... . 7,719
SHOSHOME ot 5,436
Montana

Flathead 8,733
Glacier 2,500
Hill ... 4521
Lincoln 3,200
Mineral 695
Missoula .... 11,651
Sanders 1,671
Oregon

Baker ... R R 4,645
Umatilla 10,962
Union .......... 4,352
Wallowa 1,666
Washington

AdAMS e 2,924
BSOTIN oo e earie s 3,686
CREIAN oo eee et er s 10,902
COlUMBIA oo s 1,289
DoUGIAS v 3,892
FOITY ot 878
Franklin oo 6,732
Garfield .o 820
Grant et 13,736
KIttitaS voveveeecverceecce e e 5,358
Lincoln e . 3,192
Okanogan ..... . 6,498
Pend Oreille . . 1.873
Spokane ....... . 88,446
SEBVENS v et et s e 4,235
Walla Walla ..cccoooerecceveeeeece e 11,037
WhItMaN oo 7,500
Rates: MARKET 75 MARKETS [.75
Daytime 60S ......ccocvvevieccrrenee. $11,787
Prime 20s ... $29,230
Late-Night 60s $13,831
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76: Phoenix

Total TV Homes ... ... 265,800
COUNTIES TV HOMES
Arizona
COCONING ovvreteee e eve e esarensseseraanens 10,322
GIIB vevveeercrcree e eetsrae s eeb s ne 5,988
Graham 2,813
Gre8NIBe .oovvevvvecr et e erees e 2,328
MariCoPA v...ovvevcreceeee ettt resaeae 213,619
MORAVE ..o 1,884
NaVAJO voveoeece ettt 6,976
PiNal oot e 14,258
Yavapal wo.ooeeieiiee e e 7,647
Rates: MARKET 76 MARKETS 1.76
Daytime 60S ......coooeveirerenn $70 $11,857
Prime 20s $29,380
Late-Night 60s $13,921
77: Mobile, Ala.
Pensacola, Fla.
Total TV Homes ... .. . 264,900
COUNTIES TV HOMES
Alabama
BalAWIN voveeeeeeeeeeee e 10,265
Clarke ...... 4,627
Conecuh ...... 3,066
Covington ... 7,474
Escambia ... 6,973
Mobile .......... 75,077
Monroe ........ 4,046
Washington ... 2,512
WIICOX e 2,816
Florida
Escambia 46,699
Okaloosa ... 19,503
Santa Rosa 7,321
Walton  ceeveeeeieeeeereceee e 3,632
Mississippi
Forrest 13,724
George 2,509
Greene 1,609
Harrison .. 30,555
Jackson ... 15,688
Perry ... 1,926
SEONE  evcreeer ettt e 1,444
WaYRE oot 3,462
Rates: MARKET 77 MARKETS 1-77
Daytime 60S ...coccooovereriiriene, $11,927
Prime 20s ......... $29,530
Late-Night 60s $13,971
78: Madison, Wis.
Total TV Homes . ..... 252,600
COUNTIES TV KOMES
lllinois
JO DaVIESS oot 5,664
Stephenson ..o 12,996

a Major facility change in market subsequent to latest
county survey measurement date,

* Market combination differs from that in television
markets listing, Telestatus, this issue.
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TOP 100 TELEVISION MARKETS continued

MADISON continued

lowa

DUBUGUE e 19,746
Wisconsin

Adams oo 1,786
Columbia ... 9,532
Crawford ... 3,612
Dane ......... 63,034
Dodge ... 15,316
Grant ..... 11,053
Green ... 6,577
Green Lake 4,309
JOWE oo 4,566
Jefferson oo 13,768
Juneau 4,201
Lafayette 4,102
Marquette . 2,165
Richland ... 4,346
ROCK e 32,194
Sauk ... 8,553
Vernon ....... 6,407
Walworth 15,118
WaUShara ......ccoocooeeceeeei e 3,536
Rates: MARKET 78 MARKETS |-78
Daytime 605 .ovooerveeeec $ 70 $11,997
Prime 208 oo, $175 $29,705
Late-Night 60s .......ocoovvvieeenne. $70 314,041

79: Knoxville, Tenn.
....249,500
TV HOMES

Total TV Homes ..
COUNTIES

Kentucky

Bell e
Clay
Harlan ...
Jackson ...
Knox ...
Laurel .
LBE e
LeSHE o
McCreary ..
OWSIEY oo
PUISKi ..o,
Rockcastle ...

North Carolina
Graham
Jackson
Swain

Tennessee

ANderson ..o
Bledsoe
Blount
Campbell ...
Claiborne ...
Cocke .ooooe...
Cumberland
Fentress ........

Grainger ..o
Greene ..o,
Hamblen ...
‘Hancock ...
Hawking oo
JeFferson ..o
‘Knox

Meigs

110

6,292
3,051
9,222
1,168
4,055
4,509
1,129
1,328
2,005

830
6,537
2,148
2,513
5,565

1,275
3,493
1,531

Monroe 4,860
Morgan ... 2,333
Roane 9,620
Scott ... 2,191
Sevier . 4,822
Unicoi . 3,420
Union 1,452
Virginia

LB e, 5,326
Rates: MARKET 78 MARKETS .78
Daytime 60S .......cooooveveereeenn. $ 80 $12,077
Prime 208 ..o $170 $29,875
Late-Night 60s ........ccoooo... $ 50 $14,001

80: Little Rock

Total TV Homes . ..... 240,000

COUNTIES TV HOMES
Arkansas
ATKaNSas ......o.ooooveeeoeeeeeeeeee 5,549
Baxter ..o 2,429
BOONE oo 4,440
Bradley ..o 3,046
CalhOUN e 1,323
Chicot ... 4,253
Clark oo 4,948
Cleburne ... 2,172
Cleveland .. . 1,450
Conway ... . 3,483
Dallas ... 2.298
DESha e 4,427
Drew ... 3,359
Faulkner . 5,759
Franklin ..o 1,989
FURRON oo 1,362
Garland ........cocovovoieiieeee e 13,840
Grant oo 1,981
Hot SPHiNg .o 4,857
Independence . 4,923
[ZAIA e 1,561
Jackson 4,963
lefferson 18,580
Johnson 2,805
Lincoln ... 2,484
Logan oo 3,322
LONOKE e e 5,450
Marion 1,285
Monroe .......... 3,173
Montgomery 1,260
Nevada 2,449
Newton 1,229
Quachita . 7,468
Perry ....... 1,072
Pike ...... 1,848
Polk ... 2,976
Paope ... 4,606
Prairie ... 2,276
Pulaski ... ... 65,003
Saline ... 6,594
Scott ... 1,641
Searcy 1,727
Sharp . 1,430
Stone ... 1,351
Van BUren ..o 1,733
WHItE oo e 7,427
3,240
3,159

Rates: MARKET 80 MARKETS (-80
Daytime 60s ..o, $ 55 $12,132
Prime 208 oo $120 $29,995
Late-Night 60S ......c.coooovvvennn. $ 50 $14,141
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81: Cape Girardeau, Mo.”
Paducah, Ky.
Harrisburg, lll.

Total TV Homes ... ... 239,600
COUNTIES TV HOMES
Arkansas

Clay oot 4,987
Hlinois

AIEXaNAEr oo 4,376

(] F: )T — 4,220
Franklin 11,064
Gallatin .... 2,007
Hamilton .. 2,533
Hardin ...... 1,477
Jackson 10,926
lefferson 8,602
Johnson 1,746
Massac ... 3,875
Perry ... 5,385
Pope ... 1,033
Pulaski ... 2,651
Randolph 7,300
SAINE et 8,182
i 4,208
4615
5,399
13,012

Kentucky
Ballard ..o 2,146
Calloway .. 4,953
Carlisle ..o, 1,401
Crittenden 1,568
Fulton ......... 2,860
Graves 7,431
Hickman 1,537
Livingston 1,500
LYOM e e 1,077
McCracken 15,358
Marshall .....oo.ooooeeeee e 4,414

Missouri
BollINGEr ..o 2,099
Butler ......coc....... 8,422
Cape Girardeau .. 11,818
Carter e 905
DUNKHN oo 9,116
Iron .......... 1,732
Madison ... 2,001
Mississippi ... 4,649
New Madrid ...o.coooooioeeeee, 6,128
T 3,471
Reynolds 1,076
Ripley ........... 1,962
Ste. Genevie . 2,943
SCOtE e, 8,161
Stoddard ..o 6,857
WayNe oo 2,567

Tennessee
LaKe oo 1,935
OBION ottt 6,593
Weakley .o 5,347
RateS: MARKET 81 MARKETS [-8I
Daytime 60s ... $12,182
Prime 20s ... $30,115
Late-Night 60s $14,191

u Major facility change in market subsequent to latest
county survey measurement date.

* Market combination differs from that in television
markets listing, Telestatus, this issue.

TELEVISION MAGAZINE / March 1964


www.americanradiohistory.com

1

82: Binghamton, N. Y.

Total TV Homes . . ... . 237,700
COUNTIES TY HOMES
New York

BrOOME oo e 63,298
CREMUNE ©vivieiee e e e 26,323

ChENaNgo ..o

Cortland

Delaware

Otsego ...

Schuyler ...

Steuben

Tioga ..........

Tompkins

Pennsylvania

Bradford ..o 13,653
SUIVAN o 1,473
Susquehanna .. . 8,290
Tioga ..o . 8,901
Wayne ........ . 6,852
WYOMING e e 4219
Rates: MARKET 82 MARKETS (-82
Daytime 60S ....cooooveiivirins $100 $12,282
Prime 20s ..o $225 $30,340
Late-Night 60s .....cocoooveernnnn. $150 $14,341
83: Columbus, Ga.

Total TV Homes ... ... 234,700
COUNTIES TV HOMES
Alabama

Barbour ..o 4,762
BUHOCK ..o 2,289
Chambers ..o, 7,048
Elmore ... . 5,728
Henry ... . 2,958
LB e 9,894
MaCON oot 4,321
PIKE e 5,014
RanNdoIPh ..o, 4,077
RUSSEH e 9,530
Georgia

BaKer oo 825
Bibh s 38,226
Calhoun ..o 1,437
Chattahoochee ..o, 1,087
Clay o 863
Crawford ..o.vcieeieieceeee e 1,039
BIISP ot cereee et ee e 4,018
DOOIY e 2,269
DOUZhEILY vt 20,466
EAMY oo 2,624
HArTIS s 1,930
Houston ..o 11,358
LEe e 1,095
MACOM ot 2,300
Marion ..o 1,024
Meriwether ..o, 3,784
M e 1,318
Mitchell oo 3,855
MUSCOBEE ..veveeeeecre e 41,781
PRACh e 2,856
QUItMaAN e 430
Randolph oo 2,206

= Major facility change in market subsequent to latest
county survey measurement date.

* Market combination differs from that in television
markets listing, Telestatus, this issue.
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TAKE A CLOSE LOOK
AT THE

COLUMBUS, GEORGIA
MARKET!

You’'ll Get Results On ...
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CBS
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TOP 100 TELEVISION MARKETS continued

COLUMBUS, GA. continued Darlington 10,549 DICKINSON 1ot 3,549
Dillon ........... 5172 Emmet ... 3,798
Schley ...... 639 Edgefield 3,188 Lyon ... 3,559
Stewart .. 1,333 Fairfield 3,729 0'Brien 5,165
Sumter ... 5,259 Florence 17,228 Osceola 2,615
Talbot ...... 1,317 Kershaw 6,891 STOUX vereoeerecmnreeeeereerainessseseessensesssaenesesassonnns 6,762
Taylor ..... 1,640 Lancaster 8,355
Terrell 2,383 Lee o 3,626 Minnesota
Troup ... 11,554 Lexington 13,840 BIZ STONE weoveoveeeeoeeeaeees e secens s eneesennennes 2,317
Turner ...... 1,800 Marion ... 6,320 Chippewa ... 4,329
Upson ......... 5,781 Marlboro 5,317 Cottwood ...... 3,816
WebSter ... 572 Newberry 6,699 Jackson eeverenees 3,615
Orangeburg ..o, 12,823 Lac Qui Parle ... 3,252
Rates: MARKET 83 MARKETS [.3 RICHIANG ovvvooeecee e 44,737 Lincoln ... gggg
Daytime 60S «oovoeooo 50 12,332 SAlUda oo 2,922 Lyon ... '
Pri):ne 20s ___$ §30 140 RT3 SO 15,531 Murray ...... 3,543
Late-Night 60s $14.391 URTOM ceocvvernce e 6,666 Nobles ............ 5,879
' WilHamsburg .....coooveivevceeeeeeeee v 6,311 Pipestone ...... 3,677
Rock evevrerrenns 3,004
Rates: MARKET 84 MARKETS [.84 SEeVENS oo 2459
; TrAVEISE ooveeercieccnriiiieinecae e semencne e 1,813
Daytime 60s $12,402 !
Prime 205 $30,590 Yellow Med oo 3,953
Late-Night 60s $14,461 Nebraska
Boyd 1,046
. 1 Brown e 1083
. 84" COIumbla! S" C' CREITY oot 1,934
HOIt e, 3,113
Total TV Homes . .. ... 230,700 Keya Paa . 107
GOUNTIES TV HOMES Knox .oceceeeeee, 3,235
ROCK et 579
South Caroiina
AIKEO oo . 1
A“(endale ................................ 85' Sloux Fa”S) S' D'
g:’r'r‘]‘\’:e'ﬁ ~~~~~~ Total TV Homes . ..... 225,600
Calhoun ...... COUNTIES TV HOMES
Chester ........ | w Major facility change in maéket subsequa~- 5 latest
Chesterfield .... owa county survey measurement cate. : -
Clarendon CIAY oo, 5116 e O e i g [T Tefevision
Cover the entire Sioux Falls-98 County
area with just 1 Buy, just 1 tv Film!
How can KELO-LAND TV give you the full-market coverage
that no other station (or combination of stations) can deliver?
KELO-LAND TV’s three interconnected transmitters, operating
as one station, wing out your sales message to all 284,800 tv
homes*—simultaneously! KELO-LAND TV not only tops itx
own market, it delivers more tv homes than the highest rated
stations in the Omaha, Des Moines, Fargo and Duluth markets.*
*Source: ARB Audience Summaries, Nov. 1963, 9 a.m. to midnight, 7
days a week. This data submitted as estimates, not exact measurements.
DAKOTA. Mitscll’:llj‘; FALLS o Represented nationally
Chamberlain S0 ‘ “” by H-R;
. in Minneapolis
Valentine ’ M. by Wayne Evans
RERES s KELO-tv ¢« KDLO-tv ¢ KPLO-tv (Interconnected)
JOE FLOYD, President » Evans Nord, Executive Vice-Pres. & Gen. Mgr. o Larry Bentson, Vice-Pres.
112 TELEVISION MAGAZINE ; March 1964
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South Dakota

AUTOFA ooevcocainie i e e 1,243
Beadle ..o 5,829
Bon HOMME oo e 2,218
Brookings ... 4,693
Brown ... 8,465
Brule o 1,601
Buffalo ..o e 284
Charles Mix . 2,386
Clark ........ 1,852
Clay o 2,336
Codington ..o 5,138
Davison 4,322
Day .. 2,558
Deuel 1,405
Dewey ... 959
Douglas 1,049
Edmunds ... 1,341
Faulk ... 1,067
Grant ... 2,326
Gregory ... 1,879
Haakon 823
Hamlin 1,548
Hand ... 1,542
Hanson 1,117
Hughes 3,890
Hutchinson ..o 2,610
HYE e 615
Jackson ... 457
Jerauld ... 1,021
Jones 445
Kingsbury oo 2,351
Lake ... 3,064
Lincoln 3,192
Lyman ..o 1,027
McCook .oeee 1,963
McPherson 1,123
Marshall ... 1,638
Mellette ... 491
Miner ... 1,357
Minnehaha .. 24405
MOOGY oo 2,036
POtter e 1,097
Roberts ........ 2,968
Sanborn .. 1,115
Spink ... 2,756
Stanley ..o 1,243
SULY e 555
Todd 780
Tripp ... 2,108
Turner oo 3,044
Union o 2,850
Walworth 1.777
Yankton ..... 3,986
Ziebach ... 494
Rates: MARKET 85 MARKETS 1-85
Daytime 60s ......cocooooevveii $12,467
Prime 20s ... $30,752
Late-Night 60s $14,501

M 86: Greenville
Washington
New Bern, N. C.

Total TV Homes . ..... 222,900

COUNTIES TV HOMES
North Carolina

Beaufort ..o 8,187
Bertie ... 4,677
Carteret oo 6,712

» Major facility change in market subsequent to latest
county survey measurement date.

* Market combination differs from that in television
markets listing, Telestatus, this issue.
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GREENVILLE
North Carolina

wne

In North Carolima...

From the Capital
to the Coast . . .
M“r"i“g...Corolina Today. Nighttime audience

levels as Eastern North Carolina takes
its own pulse on this long-time front

runner.

Noon...

W. E. Debnam, dean of Carolina news-
casters, anchors this top information
segment, and is as welcome as the noon-
hour he serves.

and Nghttime Too...

The evening starts weekdays at 5:00 PM
with Maverick, with its first full run in the
market and with the first adult all-family
programming ever offered in the market
and ends with Hollywood and 9. The
same high quality late feature strip —
but with titles selected and timed with
special attention to area programming
preferences.

All this and a full CBS Television
Network Schedule too ! “

The bigtime network in the south teams

e e

T with the bigtime station in North Car-
olina to keep shining bright that we're
strictly:

First in Television from the Capital

to the Coast.

I ROY H. PARK |
| Broadcasting, Inc.

JOHN G. CLARK, JR.
Sales Manager

represented by
GEORGE P. HOLLINGBERY
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TOP 100 TELEVISION MARKETS continued

GREENVILLE-WASHINGTON-NEW BERN continuec

ChOWAN oo 2,391 Martin oo 5,700
Craven ......o.oooovoveeeeeeee e 13,684 Nash oo 12,399
DAIE oot enne 1,590 Northampton ... 4,693
DUPIIN e 8,189 Onslow 18,612
Edgecombe .....cooveeeei e 12,420 Pamlico 2,043
Franklin oo 5,700 Pender 3,776
GREENE oot 2,881 Pitt ... 15,084
HalIfaX ot 11,636 Sampson ... 9.508
Hertford .o 4,463 Tyrrell 952
HYA e 1,195 Warren 3,714
JORNSTON worvvee e 13,582 Washington ... 2,713
Jones 2,068 Wayne 18,996
Lenoir 12,436 Wilson 12,941
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EDGERTON, WHITEWATER.

m?n.memn ARGYLE

MONROE { BURUNGTON
BROADHEAD DELAVAN

N\ LAXE GENEVA
GENDA CTTY

WALWORTH |~

HARVARD

DUBUQUE
x WARREN
GALENA®

. FREEPORT

ELIZABETH ;
D ROCKFORD
\ \ A . 2, #

OREG
MT MORRIS
.
MILLEDGEVILLE
ROCHELE™  DE KALB
--Sam;vﬁcu

HeNooTA

® New Chrysler assembly plant
-~ 6000 new jobs in 1964

® New $8 million hospital. @ 58th in U. S. in E.B.l. per capita
® New Gates Rubber Plant, ® 78th in U. S. in E.B.L. per household
Freeport, lll. — 500 new jobs. ® $1,480,547,000 market.
Remarkable

ROCKFORD, ILL.

® Noon to 4 p.m. — 79% of audience WREX-TV
© 6:30 p.m. to 10:00 p.m. — 56% of audience. @ @

*As verified by A.R.B. Oct. 27 — Nov. 19, 1963 audience measurement data are estimates only-subject to
defects and limitations of source matericl and methods. Hence, they may not be accurate of the true audience.

® 54 of the top 57 shows

JOE M. BAISCH, MEMBER WDAN WINR — WINR.TV

! : : Danville, lil. Binghamton, N.Y.
Vo r & RN MEE‘ GANNETT WHEC - WHEC-TV WREKTV |

Represented by H.

Television, Inc. S G RO U P Rochester, N. Y. Rockford, lll.

wwWw americanradiohistorv com

Rates: MARKET 86 MARKETS i-86
Daytime 60S ...oceooeivreeiiereanns $75 $12,542
Prime 20s .3 $30,852
Late-Night 60s ...ooccoovvreicciee. $ 50 $14,551
87: Evansuville, Ind.
Henderson, Ky.
Total TV Homes ... ... 218,200
COUNTIES TV HOMES
Ilinois
ClaY et 4,220
Crawford ... 6,141
Edwards ... 2,141
Gallatin 2,007
Hamilton .. 2,533
Hardin ........... 1,477
Jasper ........ 2,799
Lawrence .... 4,902
Richland ... 4,144
Wabash ...... 3,801
Wayne ........ 4,615
WHITE  eveeceeee et 5,399
Indiana
Crawford woeeeeoeee e 2,025
DAVIESS veveeeieeeceeeereee e erenen e tee et enarannas 6,561
DUDBOIS vttt e 6,666
Gibson .... 8,120
Knox ... 11,336
Martin ....... 2,227
Orange ... 4,149
Perry ... 4,013
Pike ....... 3,415
Posey ... 5,096
Spencer .......... 3,581
Vanderburgh .....oooooeeeee e 46,369
WarTick v 6,051
Kentucky
Breckinridge ..........cocooiveeeeeeeeene i 3,042
Crittenden ... 1,568
Daviess ...... 18,680
Grayson . 3,135
Hancock ... 1,101
Henderson 8,600
HOPKINS oo 9,036
Mclean ......... 1,977
Muhlenberg .... 6,327
(0] 1T S 3,930
Union ....... 3,478
WEDSEEr e 3,513
Rates: MARKET 87 MARKETS [.87
Daytime 60s $12,592
Prime 20s . $31,002
Late-Night 60s $14,601

88: Rockford, lil.

Total TV Homes ...... 214,200

GOUNTIES TV HOMES
1linois
BOONE e 5,664

n Major facility change in market subsequent to latest
county survey measurement date.

* Market combination differs from that in television
markets listing, Telestatus, this issue.
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Cartoll o 5,506
De Kalb oo 14,328
JO DAVIESS oo 5,664
LB e 9,407
MEHENTY e 26,882
0818 o 11,023
SEEPhenson . 12,995
Winnebago ... 64,750
Wisconsin

GIBEIT oo 6,577
Lafayette ..o 4,102
ROCK ot 32,194
Walworth e 15,118
Rates: MARKET 88 MARKETS 1-88
Daytime 60S ..o $12,654
Prime 20s ... $31,122
Late-Night 60s $14,663

89: Chattanooga
Total TV Homes ...... 212,100

COUNTIES TV ¥OMzS
Alabama
De Kalb 9,095

Jackson

Georgia Rates: MARKET 89 MARKETS -89
£at00Sa oo 5,319 .

Chattanooga 4,742 quhme BOS e $12,704
Dade ... 1,677 Prime 208 oo $31,242
Fannin ... 2,715 Late-Night 60s $14713
FIOYE o 18,019

LET111 1T GO OO OO 1,721

Gordon 4710

Murray 2,028

Townes ... 801

Union ... 1,412 . 1 %

waer 21y 90z Lincoln

Whitfield 10,614 Kearney

North Carolina H

ChEroKee .o 3,443 HaStIngs

ClaY oo 1,151

Graham oo 1,275 North Platte

Tennessee Total TV Homes . ... .. 209,300
BIEASOE .o e 1,171 TV HOMES
Bradley ... 10,225 COUNTIES

Cumberland ... 3,703 Kansas

Frankiin ... 5,365 Cloud 3,552
Grundy ... 2,083 Jewell ... 2,000
Hamilton ..o 63,335 Marshall 4,263
MEMINN oo e, 8,173 Phillips 2,473
Marion ...... 4,564 Republic ... 2,702
Meigs ... 968 SMith  cooeeer . 2,266
Monroe ... 4,860 Washington .....oooov.ooooreoeeoeeee oo 2,984
Morgan ........... 2,333

Polk w........ 2,577

Rhea ... 3,304

Roane SRR 9,620 = Major facility change in p’\adrket subsequent to latest
Sequatchie .. 1,157 F\/(\):rnkTeyt Sgtr)\r/'rfglnz\i‘eisrwuregrﬁrérs i:gm that in television
Van BUren oo 699 market listing, Telestalus, this issue.

wé I—

YOU'RE ONLY HALF-COVERED

IN NEBRASKA

IF YOU

DON'T REACH

LINGOLN-LAND (i)

Nebraska’s other big market...covered best by KOLN-TV /KGIN-TV!

TELEVISION MAGAZINE / March 1964

NATIONAL RANKING
(Sales Management Survey)

Total Retail Sales. . ... ... ... ... ... ...... 73rd
Automotive Sales . .......... . ... . i aann 73rd
Drug Sales .................... R 73rd
Effective Buying Income...................... 81st
Households .......... ... .. .coviiiiia i 82nd

7
RADIO

WHID  KALAMAZOO-BATTLE CREEK

WIEF GRAND:RAPIDS

Haleons

WIFM GRAND RAPIDS-KALAMAZOO

WWTV-FM  CADILLAC

TELEVISIDN

WHIO-TV GRAND RAPIDS-HALAMAZOO
T

WNTY) Lmll!.llﬁ Tl
PTV &

WL
KOLM-TY / LINCOLN, NEBRASKA
KEIN-TV GRAND ISLAND, NEE.

MARTE

WWW americanr.

KOLN-TV |KGIN-TV

CHANNEL 10 ® 316,000 WATTS
1000 fT. TOWER

COVERS LINCOLN-LAND —NEBRASKA'S OTHER BIG MARKEY
Avery-Knodel, Inc., Exclusive Notional Representative

AVERAGE HOMES DELIVERED PER QUARTER HOUR
(November, 1963 ARB — 6:30 to 10:00 p.m.)
LINCOLN-LAND* “A"

(KOLN-TV/KGIN-TV) .. ... ... ............ 58,000
OMAHA “A” ... it iniie i, 56,500
OMAHA “B” o\ttt it iiaienneanens 53,900
OMAHA “C7 ittt cnnanenias 50,000
LINCOLN-LAND* “B” .. .....v.cveinnenneannn 26,200
LINCOLN-LAND* ““C” ... ivrreneinrenannnnns 18,700

*Lincoln- Hastings-Kearney

CHANNEL 11 ® 314,000 WATTS

*Rating projections are
estimates only, subject
to any defects and
limitations of source
material and methods,
1069 FT. TOWER and may or may not
he accurate measure-
ments of true audience.
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S J—
TOP 100 TELEVISION MARKETS continued
LINCOLN-KEARNEY continued T O 1,130
McDuffie ....... . 2,889
Nebraska Montgomery .. . 1,098
AdaMS oo 8,076 Ogelthorpe .oeveciceeciciene . 1,478
Antelope oo, 2,443 Richmond .o . 33221
Blaine 269 SCIEVEN oot 3,081
Boone 2,284 Taliaferro .o 664
Buffalo . 6,876 Tattnall oo e 2,762
Butler 2,828 TEHAIT et 2,269
CaSS ottt bt 4,990 TOOMDS oo reb et 3,434
Clay .. 2,543 TROUHIEN oo e 1,107
Colfax .......... 2,900 WAITEN oot enr e 1,323
Cumming ... 2,972 WASHINGLON oooooeveeeeeeeresee oo 3,486
CUSEET et 4,216 WHEEIET oot 856
DAWSON .ot 5,431 WITKES oot 2,326
Filimore ... 2,675
Franklin ... 1,549 South Carolina
FEONEOT e 1,285 AbbEVIlIE oo 4,606
FUMMAS  coovoeeeeeeeee oo erees oo 2,038 ATKEN oo 21.560
Gage ... 6,936 AHERdale oo 1,973
Garfield ... 679 Bamberg .o 3,205
Gosper ...... 665 BarmWell oo 3,519
GIEEIEY oo oo 1,102 Calhoun 2,282
Hall oo 10,475 Edgefield 3,188
Hamiliton 2,514 Fairfield ... 3,729
Harlan 1410 Greenwood ... . 11,672
Holt . 3113 Hampton ....... . 3,302
Howard 1,672 Lexington ... . 13,840
Jefferson 3,376 McCormick ...cococevnee 1,551
Johnson ... 1,648 Newberry ..o . 6,699
Kearney 1,859 Orangeburg ... 12,823
Lancaster . 47,069 SAIUAR .oveee e 2,922
Madson I g0 Ratess
Merrick ... e 2,256 Daytime 60S ..o $12,806
Nance ... w1412 Prime 20s ... $31,494
Nuckolls .. e 2,339 Late-Night 60s ... $14,799
Otoe ... 4,880
Pawnee ... 1,331
Phelps ...... 2,787
Platte .. 6,269
Polk ... 2,048 .
SAlNE oo e 3,914 -
R 1111 T[T 4,614 92' Fresn07 Callf'
Seward ... 3,170 Total TV Homes .. ... . 194,500
Stanton ... 1,344
Thayer 2,340 COUNTIES TV HOMES
Valley .. 1,773
Webster . 1,665 California
Wheeler . 295 FrESN0 v oo 105,978
YOTK oo eeeeste e nseees 3,813 Kings ..... - 11,301
Madera 10,342
Rates: MARKET 80 MARKETS (-90 Mariposa ... 766
Daytime 608 oo $12769  erced i
Prime 20s . I ,
Late-Night 60s $14,767 Rates: MARKET 92 MARKETS 1-92
Daytime 60s .......coovoveveiieen $ 70 $12,876
Prime 20s ... .$ $31,674
91: Augusta, Ga_ Late-Night 60s $14,869
Total TV Homes . .. ... 203,500
COUNTIES TV HOMES
Georgia . 5
et 0 93: Bristol, Va.
Bulloch ... 5,605 1
pulloch . o Johnson City, Tenn.
Candler ... 1,463 i
ot Kingsport, Tenn.
EIDErt oo 4,069 Total TV Homes ...... 191,800
Emanuel 3,714
Evans ... 1,640 COUNTIES TV HOMES
Glascock . 561
Greene ... . 2,111 Kentucky
Hancock ... 1,720 Harlan oo 9,222
Jeff Davis .. 1,459 Knott ... 2,361
Jefferson ... 3,336 Leslie ... 1,328
Jenkins ... 1,944 Letcher 4,595
Johnson ... 1,573 Perry ... 5,203
LAUTBRS oot 6.902 PIKE oo e 11,692
116
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North Carolina

ASRE oot 4,353
Avery ... 2,315
Watauga .. 3,764
Yancey 2,820
Tennessee

(07T 50-) GRS PO 9,166
Cocke ...... 4,767
Greene ... 8,543
Hamblen ....ccooovveverenencens 8,409
Hancock .o 1,265
Hawkins .. 6,363
Johnson ... 2,089
Sullivan ... 29,141
UNICOT v 3,420
Washington ..o 15,226
Virginia

Buchanan 6,429
Dickenson ... 3,804
LB ot 5,326
RUSSEIL oot b 4,914
SCOTE e 5,178
SIYER e 6,667
Washington ..o 12,591
WISE oot seb e s 10,851
Rates: MARKET 93 MARKETS 1-93
Daytime 605 woooreererrenrvieereene $12,914
Prime 20s ... $31,754
Late-Night 60s $14,893

94: Tallahassee, Fia.

Thomasuville, Ga.
Total TV Homes ...... 187,000
COUNTIES TV HOMES

Alabama
HouSton oo 11,692

Florida

BAY e
Calhoun ..
Dixie oo
Franklin
Gadsden
[C1V]
Hamilton ...
Hoimes ......
Jackson ...
Jefferson ...
Lafayette ..

Leon ...

Liberty ...

Madison ...

Swannee ...

Taylor ........

Wakulla ......

Washington 2,167
Georgia

Atkinson 989
Baker ... 825
Berrien .. 2,349
Brooks 2,926
Calhoun 1,437
CHNCR e 1,346
COMRE e 4,471

s Major facility change in market subsequenit to latest
county survey measurement date.

* Market combination differs from that in television
market listing, Telestatus, this issue.
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Colquitt e 7,392
CODK e 2,407
Decatur ..o 5,558
DOUZHEITY e 20,466
Barly o 2,624
EChOIS oottt 386
Grady ..o 3,810
TEWIN ettt 1,716
Jeff Davis . . 1,459
Lanier ... . 997
Lowndes ... 12,196
Miller ... 1,318
Mitchell 3,855
Seminole ... 1,469
Thomas ..... 7,799
Tift .. 4,887
TUINET e, 1,800
WOrth e 3,005
Rates: MARKET 94 MARKETS (-94
Daytime 60s ... $12,954
Prime 20s ... $31,879
Late-Night 60s $14,918

95: Terre Haute, Ind.
Total TV Homes ...... 184,400

COUNTIES TV HOMES
Hlinois

ClarK e 4,710
ClAY oo 4,220
Coles ... 12,435
Crawford oo, 6,141
Cumberland . 2,358
Edgar o 6,670
Effingham ... 5,769
Jasper ... 2,799
Lawrence . 4,902
Richland ..... 4,144
Vermilion ..o, 27,227
Indiana

Clay e 6,981
Daviess ... 6,561
Fountain .. 5,359
Greene ... . 7,625
Knox ... 11,336
Martin 2,227
Owen ... 2,898
Parke .. 4,192
Pike 3,415
Putnam ... 5,986
Sullivan ... 6,307
Vermillion ... 5,100
Vigo .o .. 32,942
Warren ..o 2,121
Ra‘teS: MARKET 95 MARKETS 1-95
Daytime 60s ... $13,034
Prime 20s ... $32,029
Late-Night 60s $14,966

96: Springfield, Mass.
Holyoke, Mass.

Total TV Homes ...... 183,600
COUNTIES TV HOMES
Connecticut

Tolland oo 16,221

TELEVISION MAGAZINE / March 1964

Massachusetts

Franklin 14,059
Hampden ... 126,779
Hampshire 26,571
Rates: MARKET 96 MARKETS 1-96
Daytime 60s .....ccoooevieeie $ 66 $13,100
Prime 20s $32,183
Late-Night 60S ...coooooicveeicnn. $ 99 $15,065

97: Austin, Minn.*
Rochester, Minn.
Mason City, lowa

Total TV Homes .. ... . 183,300
GOUNTIES T4 HOMES
lowa

BULIEr e 4,743
Cerro GOrdo ..o 14,408
ChiCkaSaW oo 3,626
EMMET oot 3,798
FIOYA et 5,846
Franklin oo 4,348
HanCock oo 3,826
Howard ..o 3,388
Humboldt oo 2,984
KOSSUEN vt e 6,181
MITCREIT <o 3,864
Palo Alto ..... - 3,756
Pocahontas ..o 3,774
WIinnebago ..o 3,010
Winneshiek .....cooooooeoiee e 4,943
Worth o 2,804
Wright e 5,372
Minnesota

Blue Earth 11,845
Dodge ......... 3,484
Faribault . 6,149
Fillmore ... 6,109
FreebOrn oo 10,400
Jackson 3,615
Martin 7,524
Mower ... 13,710
Olmsted .. 18,621
StEEIE et 6,906
WaSBCA .o 4,026
WINONA oot 10,281
Rates: MARKET 87 MARKETS 1-97
Daytime B80S oo $60 $13,160
Prime 20s ..$75 $32,258
Late-Night 60s ..o $40 $15,105

98: Youngstown, Ohio

Total TV Homes ...... 178,000

GOUNTIES TV HOMES
Ohio

Columbiana oo 1,448
Mahoning 84,584
Trumbull 42,103
Pennsylvania

LaWIENCR . oo 20,970
Mercer 24,918
CATV ottt e 4,000

wWwWwW americanradiohistorv com

Rates: MARKET 98 MARKETS 1-98
Daytime 60S ..o, $ 55 $13,215
Prime 208 oo $100 $32,358
Late-Night 60s ..o $ 55 $15,160
99: Erie, Pa.
Total TV Homes ...... 174,100
COUNTIES TV HOMES
New York
ChautauqQuUa oo 42,332
Ohio
AShabuld ovvvoeeee e 24,374
Pennsylvania
Crawford oo 19,450
i . 72,412
11,375
4,200
Rates: MARKET §9 MARKETS 1-99
Daytime B0S ..o $ 65 $13,280
Prime 208 oo $180 $32,538
Late-Night 60s ..o $150 $15,310

100: Albuquerque, N.M.

Total TV Homes ...... 171,600
GOUNTIES TV HOMES
Arizona

ApaChe .o 3,770
Colorado

Alamosa 2,279
Archuleta ... 571
Cnoejos 1,656
Costilla ... 734
DOLOrES oo 456
La Plata .o+ e 4,946
Montezuma 3,363
Rio Grande 1,991
Saguache 970
New Mexico

Bernalillo 76,184
Catron ......... 299
Colfax ... 2,666
Guadalupe .... 1,072
LInColn oo 2,008
LOS AlAMOS ..o 3,065
McKinley ... 6,332
Mora ............ 1,049
Rio Arriba .. 4,177
Sandoval ...... 2,366
San Juan ...... 17,515
San Miguel .. 4,215
Santa Fe ... 10,590
Sierra ......... 1,941
Socorro ... 2,186
TA0S e 2,423
TOMTANCE oo 1,284
Valencia .o.ooovceeeee e 9,500
Utah

San JUBN v 1,969
Rates: MARKET 100 MARKETS [-100
Daytime 60s ..o $ 30 $13,310
Prime 20s ... ...$108 $32,646
Late-Night 60s .......occovvvvvvrnnn, $ 86 $15,396

a Major facility change in market subsequent to [atest
county survey measurement date.

* Market combination differs from that in television
market listing, Telestatus, this issue.
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The

difference
between
a
guess

and

an
es ti-mate...

Anyone can guess what the sales volume of a company
may be, just as anyone can conjecture what the demand will
be for a new product. But, forming such an opinion, on little
or no evidence, would be a costly proposition for a company
... a proposition few businessmen would be willing to accept.

Instead, the professional businessman demands reliable
estimates . . . applicable data that provides background
knowledge, compiled statistics on similar subjects, the
personal experiences of past business situations, and surveys
and sampling of important factors. In all, he demands reliable
information to augment his most valuable asset — the ability
to make considered and intuitive judgments. For such a
critical talent, guessing would never do!

That is why today’s businessman relies on such valuable
estimates as Total Retail Sales, Personal Disposable Income,
or Household Buying Power. And, that is why leading adver-
tising agencies and broadcasters rely on television audience
estimates to bolster the efficiency of advertising dollars.

ARB clients know the

&iff b AMERICAN
ifference between a guess

and an estimate . . . and RESEARCH
their confident decisions BUREAU
show it! DIVISION OF C-E-i-R INC.

— = = =
wWwWwW americanradiohistorv com
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TELE

U.S. households now number

56,340,000

U.S. TV households now number

51,513,000

91c,

THE three statements above constitute the
first set of facts about U. S. television pre-
sented each month in “Telestatus.” There are
269 other sets, all having to do with the 269
television markets into which TELEVISION
MaGAzINE has divided the commercial TV uni-
verse. The most important fact about each
market: the number of television households
credited to it. The second ranking fact: the
percentage of penetration credited to the
market. Both facts have been arrived at by
the magazine’s research department using a
rigid set of criteria. It is important to the
use of this data that the reader understand,
at least generally, the criteria used.

First: TV households are credited to each
market on a county-by-county basis. All the
TV households in a county are credited to a
market if one-quarter of those households
view the dominant station in that market at
least one night a week. This is referred to
as a “25% cutoff.” If less than 25% view the
dominant station, no homes in the county are
credited to the market.

Second: This total of television households
changes each month, based on the magazine’s
continuing projections of TV penetration and
household growth.

Third: Many individual markets have been
combined into dual- or multi-market listings.
This has been done wherever there is almost
complete duplication of the TV coverage area
and no major difference in TV households.

There are a number of symbols used
throughout ‘“Telestatus” (they are listed on
each page). Each has an important meaning.
For example, a square (s) beside the TV
households total for a market indicates there
has been a major facilities change in that
market which might have significantly
changed coverage areas since the latest avail-
able survey. A double asterisk (**) in a
market, listing means that the circulation of
a satellite has been included in the market
total, whereas a triple asterisk (***) means
satellite circulation is not included. The im-
portant point for readers is to be aware of
the symbols where they occur and to take
into account the effect they have on the par-
ticular market totals involved.

The preparation of TV coverage totals and
market patterns is a complex task. It is com-
plicated by the fact that coverage patterns
are constantly shifting as the industry grows.
TELEVISION MacaziNe’s formula for market
evaluation has been reached after years of
careful study and research. The criteria it
uses, while in some cases arbitrary—using a
25% cutoff rather than a 5% cutoff or a 50%
cutoff, for example—are accepted and, most
importantly, are constant. They have been
applied carefully and rigorously to each mar-
ket in the country, assuring the reader a
standard guide to an ever-changing industry.
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Market & Stations
% Penetration

A

Aberdeen, S. D.—83 825,600
KXAB-TV (N,A)

Ahilene, Tex.—86
KRBC-TV (N,A)

(KRBC-TV operates satellite KACB-TV
San Angelo, Tex.)

v
Households

***82,400

Ada, Okla.—82 83,500
KTEN {AN,C)

Agana, Guam U
KUAM-TV (N,C,A)

Akron, Ohio—45 172,500
WAKR-TVE (A)

Albany, Ga.—80 165,700

WALB-TV (N,A,C)

Alhany-Schenectady-Troy, N.Y.—93
**430,200
WTEN (C); WAST (A); WRGB (N)
:\XVTEI\g operates satellite WCDC Adams,
ass.

Albuquerque, N. M.—84 171,600
KGGM-TV (C); KOAT-TV (A); KOB-TV N
Alexandria, La.—80 108,000
KALB-TV (N,A,C)

Alexandria, Minn.—81 ***104,200
KCMT (N,A)

(Operates satellite KNMT Walker, Minn.)
Alpine, Tex. i
KVLF-TV (A)

Altoona, Pa.—89 310,500
WFBG-TV (C,A)

Amarillo, Tex.—88 125,900
KFDA-TV (C); KGNC-TV (N); KVII-TV (A )
Ames, lowa—91 287,500
WOI-TV (A)

Anchorage, Alaska—93 24,100
KENI-TV (N,A); KTVA (C)

Anderson, S. C. .
WAIM-TV (A,C)

Aguadilia, P. R. i
WOLE

Ardmore, 0kla.—81 78,200
KXII (N,A,C)

Asheville, N. C.-Greenville-Spartanburg,
S. 0.—85 451,600

' L]
WISE-TV (N); WLOS-TV (A); WEBC-TV (N);
WSPA-TV (C)

Atlanta, Ga.—88 605,100
WAGA-TV (C); WAII-TV (A); WSB-TV (N)

www americanradiohistorv com

U.S. TV penetration is

How things stand

in television markets
and coverage

as of

March 1964

Market & Stations v
% Penetration Households

Augusta, Ga.—82 ®203,500
WIBF-TV (N,A); WRDW-TV (C,AN)

Austin, Minn.—89 183,300
KMMT (A)
Austin, Tex.—84 147,500

KTBC-TV (C,N,A)

Bakersfield, Calif.—76 2129,200
KBAK-TVT (C); KERO-TVH (N);
KLYD-TV (A)

Baltimore, Md.—93 806,900
WJZ-TV (A); WBAL-TV (N); WMAR-TV (C)
Bangor, Me.—88 102,900

WABI-TV (C,A); WLBZ-TV (N,A)
(Includes CATV homes)

Baton Rouge, La.—85 295,500
WAFB-TV (C,A); WBRZ (N.A)

Bay City-Saginaw-Flint, Mich.—93
402,000
162,100

WNEM-TV (N}; WKNX-TVT (C); WIRT ()

Beaumont-Port Arthur, Tex.—88

170,300
KFDM-TV (C); KPAC-TV (N); KBMT-TV '
Bellingham, Wash.—89 *49,700
KVOS-TV (C)
Big Spring, Tex.—87 21,000
KWAB-TV (C,A)
Billings, Mont.—83 61,000
KOOK-TV (C,A); KULR-TV (N)
Biloxi, Miss. 1
WLOX-TV (B)
Binghamton, N. Y.—90 237,700
49,900

WNBF-TV (C); WINR-TVt (N);
WBJA-TVE (A)

Birmingham, Ala.—79 447,200
WAPI-TV (N); WBRC-TV (A)

Major facility change in market subse-
quent to latest county survey measure-
ment date.

T U.H.F.
s [ncomplete data.
te UH.F. incomplete data.

i New station; coverage study not com-
pleted.

tt UH.F. new station; coverage study
not completed.

* .S, Coverage only.

** |Includes circulation of satellite (or
booster).

*#¥ Does not include circulation of satellite.
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Bismarck, N. D.—83 B***47,100 Cc

KXMB-TV (A,C); KFYR-TV (N)
(KFYR-TV operates satellites KUMV-TV
Williston, N. D., and KMOT Minot, N. D.)

Cadiltac-Traverse City, Mich.—88

**147,600

WWTV (C,A); WPBN-TV (N,A)
(SWWTVS operates satellitVeVPBVI\\{WUP-TV
; . ault Ste. Marie, Mich,; -V op-
Bloomington, Ind.—90 678500 crates satellite WTOM-TV Cheboygan,

See also Indianapolis, Ind.) Mich.)
Caguas, P. R. .
Biuefield, W. Va.—82 139,200 WKBM-TV
WHIS-TV (N,A) }
Cape Girardeau, Mo.—80 239,600
Boise, |daho—88 82,900 KFVS-TV (C)
KBOLTV (C.A: KTVB (N, Carlshat, N. M.—87 13,100
Bastor, (l\d;zss.—Bé | 1,831,700 | KAVETV CA
LIV (N): WNAG-TV (A); Carthage-Watertown, N. Y.—91
WHDH-TV (C) *92,500
. WCNY-TV (C,A)
Evtll_vwng LIEERLSS i (Includes CATV homes)
. - Casper, Wyo.—83 44,600
Bristol, Va.-Johnson City-Kingsport, :
Tenn.—78 191,800 AL
WCYB-TV (N,A); WIHL-TV (C,A) Cedar Rapids-Waterloo, lowa—91 g
308,900
Brya)?, T?X.EBU 45,400 KCRG-TV (A); WMT-TV (C); KWWL-TV (N)
KBTX-TV (A, .
(KBTX-TV is a satellite of KWTX-Tv | Champaign, 1i.—89 330,500
Waco, Tex.) WCIA (C); WCHUT (N)

(WCHUT is a satellite to WICSt Spring-

Buffalo, N *589,700 field, (1)

. Y—84
WBEN-TV (C); WGR-TV (N); WKBW-TV (A)

; -TV (C,N); WUSN-TV (A.C);
Burlington, Vt.—88 *163,400 it (g
WCAX-TV (©) Wwerv

Charleston-Huntingtor, W. Va.—83
Butte, Mont.—82 56,000 430,100

KXLF-TV (C,N,A) WCHS-TV (C); WHTN-TV (A); WSAZ-TV (N)

Stations DO Have Personality

SERVICE--Where will
you find Les? At one
of his seven stations
OR in Florida selling
resort investors on
Northern Michigan OR
in Detroit fighting for
industries for his area
OR in New York, Philly
or Chicago talking up
Northern Michigan for
OR at. a

LES BIEDERMAN, PRtSIDENT

paper mills

STATISTIC -- Grade B for | local civic

meeting.

WPBN-TV, Traverse Clty’, Always serving__ser..
and WTOM-TV, Cheboygan, | yvice that brings his
totals $639, 478,000 Con- stations loyalty AND

sumer Spendable Income, sells their products.

The PAUL BUNYAN STATIONS

WPEBN-TV WTOM-TV WTCM 'uV;\-'f_EE‘I WAT?‘_WATC WATZ
Soren H. Muniﬂlof, Gen. Mgr.

Paul Bunyan Bldg., Traverse City
Nat. Rep,-Venard, Torbet and McConnell -- Network Rep, -Elisabeth Beckjorden
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Charlotte, N. C.—86 618,700
WBTV (C,A); WSOC-TV (N,A)
Chattanooga, Tenn.—83 212,100

WDEF-TV (C); WRCB-TV (N); WTVC (A)

Cheyenne, Wyo.—85 **91,300
KFBC-TV (C,N,A)
(Operates satellites KSTF Scottsbluff,

Neb., and KTVS Sterfing, Colo.)

Chicago, 111.—95 2,342,300
WBBM-TV (C); WBKB (A); WGN-TV;
WNBQ (N)

Chico, Calif.—87 132,200
KHSL-TV (C)
Cincinnati, 0hio—91 m765,900

WCPO-TV (C); WKRC-TV (A); WLWT (N)

Clarkshurg, W. Va.—85 95,100
WBOY-TV {N,C)
Cleveland, Ohio—94 1,324,200

WEWS (A); KYW-TV (N): WIW-TV (C)

Clovis, N. M.—83 20,100

KICA-TV (C,A)

Colorado Springs-Pueblo, Colo.—87
101,500

KKTV (C); KRDO-TV (A); KOAA-TV (N)

Columbia-Jefferson City, Mo.—84

**131,300
KOMU-TV (N,A); KCRG-TV (CA)
(KCRG-TV operates satellite KMOS-TV
Sedalia, Mo.)

Columbhia, S. G.—82 =230,700
139,700

WIS-TV (N); WNOK-TVE (C);

WCCA-TVH (A

Columbus, Ga.—80 234,700

WTVM (A,N); WRBL-TV (C,N)

Columhus, Miss.—79 76,500

WCBI-TV (C,AN)

Columbus, Ohio—92 492,900

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

Coos Bay, Ore.—79 13,900
KCBY (N)
Corpus Christi, Tex.—87 113,900
KRIS-TV (N,A); KZTV (C.A)

D
Dallas-Ft. Worth, Tex.—90 783,600

KRLD-TV (C); WFAA-TV (A}; KTVT;
WBAP-TV (N)

Davenport, lowa-Rock Island-Moline,
111.—92 335,100
WOC-TV (N); WHBF-TV (C); WQAD-TV (A)

Dayton, Ohio—93 513,600
WHIO-TV (C,A); WLWD (N,A)

Daytona Beach-Orlando, Fla.—92
343,800
WESH-TV (N); WDBO-TV (C); WFTV (a)

Decatur, Ala.—49 142,300
WMSL-TVT (N,C)

Decatur, 111.—83 1126,900
WTVPT (A

Denver, Colo.—91 388,700

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

Des Moines, lowa—91
KRNT-TV (C); WHO-TV {N)

269,100

Detroit, Mich.—96
WIBK-TV (C); WWIJ-TV (N);
WXYZ-TV (A)

*1,634,500

Dickinson, N. D.—81
KDIX-TV (C,A)

18,500

Market & Stations

v
% Penetration Households

Dothan, Ala.—78 115,700
WTVY (C,A)
Duluth, Minn.-Superior, Wis.—88

162,400
KDAL-TV (C,A); WDSM-TV (N,A)}
Durango, Colo. i
KJFL-TV
Durham-Raleigh, N. C.—85 358,800
WTVD (C,N); WRAL-TV (AN,C)

E

Eau Claire, Wis.—86 89,000

WEAU-TV (N,C,A)

El Dorado, Ark.-Monroe, La.—80
170,000
KTVE (N,A); KNOE-TV (C,A)

Elk City, Okla. t
KSWB

Elkhart-South Bend, Ind.—66 ®y145,000
WSIV-TVT (A); WSBT-TVY (C);
WNDU-TV (N)

El Paso, Tex.—88 *113,700
KELP-TV (A); KROD-TV (C); KTSM-TV (N)

Enid, Okla. (See Oklahoma City)

Ensign, Kan.—83 37,600

KTVC (C)

Erie, Pa.—91 174,100
161,700

WICU-TV (N,A); WSEE-TVT (C,A)

(Includes CATV homes)

Eugene, Ore.—88 94,400

KVAL-TV (N); KEZI-TV (A)

Eureka, Calif.—86 57,000

KIEM-TV (C,N); KVIQ-TV (AN}

Evansville, Ind.-Henderson, Ky.—83

218,200
WFIE-TVY (N); WTVW (A); 116,200
WEHT-TVY (C)
F
Fairbanks, Alaska—85 11,300
KFAR-TV (N,A); KTVF (C)
Fargo-Valley City, N. D.—84 153,100

WDAY-TV (N); KTHI-TV (A); KXJB-TV (C)

Flint-Bay City-Saginaw, Mich.—93

WIRT (A); WNEM (N); 402,000
WKNX-TVT (C) 162,100
Florence, Ala.—70 $22,000
WOWL-TVT (N,C,A)

Florence, S. C.—80 157,900
WBTW (C,AN)

Ft. Dodge, lowa—64 129,600
KQatv (N)

Ft. Myers, Fla.—81 37,300
WINK-TV (A,C)

Ft. Smith, Ark.—76 68,600
KFSA-TV (C,N,A)

Ft. Wayne, Ind.—80 7168,800

WANE-TVY (C); WKIG-TVE (N);
WPTA-TVY (A)

TELEVISION MAGAZINE / March 1964

www americanradiohistorv com


www.americanradiohistory.com

Market & Stations v
% Penetration Households
Ft. Worth-Dallas, Tex.—90 783,600

KTVT; WBAP-TV (N); KRLD-TV (C);
WFAA-TV (A)

Fresno, Calif.—73 +194,500
KFRE-TV+ (C); KJEO-TVY (A); KMJ-TVH
(N); KAIL-TVH; KICU-TVH (Visalia); KDASt
{Hanford)

G

Glendive, Mont.—83 4,000
KXGN-TV (C)

Grand Junction, Colo.—82
KREX-TV (C,N,A)

(é)per)ates satellite KREY-TV Montrose,
olo.

**28,800

Grand Rapids-Kalamazoo, Mich.—92
=564 900
WOOD-TV (N); WKZO-TV (C); WZZM-TV (A)

Great Fails, Mont.—85 58,200
KFBB-TV (C,A); KRTV (N)
(Includes CATV homes)
Green Bay, Wis.—90 314,600

WBAY-TV (C); WFRV (N); WLUK-TV (&)

Greenshoro-High Point-Winston-Saiem,
N. C.—87 =400, 400
WEMY-TV (C); WSJS-TV (N); WGHP TV (A)

Grunvulle -Spartanburg, S. C.-Asheville,

N. C.—85 451, 600
WFBC-TV (N); WSPA-TV (C); § 10
WLOS-TV (A); WISE-TVH ()

Greenwlle -Washington-New Bern,

222 900

WNCT (C) WITN (N);
WNBE-T
Greenwood, Miss.—78 77,600
WABG-TV (C,AN)

H
Hannibal, Mo.-Quincy, 111.—87 160,700
KHQA {C,A); WGEM-TY (N,A)
Harlingen-Weslaco, Tex—81  *71,300
KGBT-TV (C,A); KRGV-TV (N,A)
Harrisburg, 111.—81 *%*193,300

WSIL-TV (A)
(WSIL-TV operates satellite KPOB-TV+
Poplar Bluff, Mo.)

Harrisburg, Pa.—83 131,320
WHP-TVH (C); WTPAT (A)
Harrisonburg, Va.—78 69,800

WSVA-TV {C,N,A)

Hartford-New Haven-New Britain,

Conn.—35 740,400
WTIC-TV (C); WNHC-TV (A);  1340,900
WHNB-TY+ (N); WHCT+

Hastings, Neb.—86 103,600
KHAS-TV (N)

Hattieshurg, Miss.—87 =57,000
WDAM-TV (N.A)

Hays, Kan.—80 **60,800
KAYS-TV (C)

{Operates satellite KLOE-TV Goodland,
Kan.)

Helena, Mont.—85 7,800
«BLL-TV (CAN)

Market & Stations

v
% Penetration Households

Henderson, Ky.-Evansville, Ind.—83

218,200
WEHT-TVt (C); WFIE-TVY (N}, 116,200
WTVW (A)

Henderson-Las Vegas, Nev.—92
57,500
KORK-TV (N); KLAS-TV (C); KSHO-TV (A)

ngh Point-Greenshoro-Winston Salem,
C.—87 w400, 900
WGHP TV (A); WFMY-TV (C}; WSJS- v (N)

Holyoke-Springfield, Mass.—91

**1183,600
WWLPH (N); WHYN-TVE (A)
(WWLPt operates satellite WRLP+
Greenfield, Mass.)

Honolufu, Hawaii—88 **146,200
KGMB-TV (C); KONA-TV (N); KHVH-TV (A);
KTRG-TV

(Sateliites: KHBC-TV Hilo and KMAU-TV
Wailuku to KGMB-TV. KMVI-TV Wailuku
and KHJK-TV Hilo to KHVH; KALU-TV
Hilo and KALA-TV Wailuku to KONA-TV.)

Houston, Tex.—89 530,800
KPRC-TV (N); KTRK-TV (A); KHOU-TV (C)

Huntington-Charleston, W. Va.—83
430,100
WHTN-TV (A); WSAZ-TV (N); WCHS-TV (C)

Huntsville, Ala.—43
WAAY-TV+ (A); WHNT-TV+ (C)

=719,400

Hutchinson-Wichita, Kan.—87

=**356,500
KTVH (C); KAKE-TV (A); KARD-TV (N)
(KGLD-TV Garden City, KCKT-TV Great
Bend, and KOMC-TV 0Oberlin-McCook,
satellites to KARD-TV)

Idaho Falls, Idaho—88 66,100
KID-TV (C,A); KIFI-TV (N)
Indianapolis, ind.—31 701,000

WFBM-TV (N); WISH-TV (C); WLWI (A)
(See also Bloommgton Ind.)

J
Jackson, Miss.—84 =276,100
WITV (C,A); WLBT (N,A)
Jackson, Tenn.—76 64,300
WDXI-TV (C,A)
Jacksonville, Fla.—87 275,500

WIXT (C,A); WFGA-TV (N,A)

Jefferson City-Columbia, Mo.—84
**131,300

KCRG-TV (C,A); KOMU-TV (N,A)

(KCRG-TV operates satellite KMOS-TV

Sedalia, Mo.)

Johnson City-Kingsport, Tenn.-

Bristol, Va.—78 191,800
WIHL-TV (C,A); WCYB-TV (N,A)
Johnstown, Pa.—91 582,200

WARD-TVT (C,A); WIAC-TV (N,A) te

Joneshoro, Ark. 4
KAIT-TV
loplin, Mo.-Pittshurg, Kan.—82

144,700
KODE-TV (C,A); KOAM-TV (N,A)
Juneau, Alaska—69 2,500

KINY-TV (C,A,N)
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K
Kalamazoo-Grand Rapids, Mich.—92
=584,900

WKZO-TV (C); WOOD-TV (N); WZZM-TV (A)
Kansas City, Mo.—90 621,500
KCMO-TY (C): KMBC-TV (A); WDAF-TV (N)
Kearney, Neb.—86 »**101,400
KHOL-TV (A)

(Operates satellite KHPL-TV Hayes Cen-
ter, Neb.)

Kiamath Falls, Ore.—88 27,100

KOTI (A,C)

Knoxville, Tean.—T77 249,500
144,400

WATE-TV (N); WBIR-TV {C); WTVK?t (A)

L
La Crosse, Wis.—87 110,700
WKBT (C,AN)
Lafayette, Ind. e
WFAM-TVT (C)
Lafayette, La.—83 =121,700
KLFY-TV (C,N); KATC (A)
{Includes CATV homes)
Lake Charles, La.—83 106,200
KPLC-TV (N)
Lancaster-Lebanon, Pa.—89 577,500
WGAL-TV (N); WLYH-TVH (C) 118,800
Lansing, Mich.—93 374,500

WIIM-TV (C,N); WILX-TV (N) (Onondaga)

Laredo, Tex.—80 14,600

KGNS-TV (C,N,A)

La Salle, 1i. (See Peoria, 1f1)

Las Vegas-Henderson, Nev.—92
57,50

KLAS-TV (C): KSHO-TV (A); KORK-TV (N)

Lawton, Okla. (See Wichita Falis, Tex.)

Lebanon, Pa. (See Lancaster, Pa.)

Lexington, Ky.—56 +73,000
WLEX-TV# (N,C); WKYTt (A,C)

Lima, Ohio—68 146,100
WIMA-TVT (AN)

Lincoln, Neb.—87 **209,300
KOLN-TV (C)

(Operates satellite KGIN-TV Grand Is-
land, Neb.)

Little Rock, Ark.—80 240,000
KARK-TV (N); KTHV (C); KATV (A)

Los Angeles, Calif.—97 2,829,600
KABC-TV {A); KCOP; KHJ-TV: T
KTLA; KNXT (C); KNBC (N); KTTV;

KMEX-TVH; KIIX-TVH
Louisville, Ky.—84

WAVE-TV (N); WHAS-TV (C); WLKY-TV¥ (A)

427,000
+t

Major facility change in market subse-
quent to latest county survey measure-
ment date.

t UHF.

s Incomplete data.

te U.H.F. incomplete data.

+ New station; coverage study not com-
pleted.

1 UHF., new station; coverage study
not completed.

% .S, Coverage only.

** |ncludes circulation of satellite (or
booster).

**#% Does not include circulation of satellite.

a whopping

9%

increase in
three years

WTVY’s total homes reached from 6
P.M. to 10 P.M. has increased steadily

each year as shown in the following
figures taken from the year-end ARB
Reports.

25,500 in 1962

20,000 in 1961

17,800 in 1960
15,100 in 1959

WTVY operates on Channel 4 at full
power from Alabama’s tallest tower,
1549 feet above sea level.

WTVY serves nearly 200,000 homes
in three states with the best CRS,

ABC and local programming.

add up the
facts about

WIVY

DOTHAN, AlA.
then call:

THE MEEKER CO., National Reps,
SOUTHEASTERN REPRESENTA-
TIVES, Southern Rep; or F. E. BUSBY,
President, at 205 SY 2-3195.
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Lubbock, Tex.—88 x125,700
KCBD-TV (N); KLBX-TV (C,A)
Lufkin, Tex.—80 58,900
KTRE-TV {N.C.A)
Lynchburg, Ya —85 177,100
WLVA-TV (A)
M

Macon, Ga.—8&3 120,900
WMAZ-TV (C,N,A)
Madison, Wis.—88 252,600

+110,100
WISC-TV (C); WKOW-TVY (A); WMTVT (N)
Manchester, N. H.—90 153,700
WMUR-TV (A)
Mankato, Minn.—85 110,900

KEYC-TV (C)
Marinette, Wis. (See Green Bay)

Marion, Ind. %
WTAF-TV+

Marquette, Mich.—88 60,500
WLUC-TV (C,N,A)

Mason City, lowa—89 168,100
KGLO-TV {C)

Mayaguez, P. R. .
WORA-TV

Medford, Ore.—89 44,200
“BES-TV (C,AY; KMED-TV (N,A)

Memphis, Tenn.—81 501,400

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

Meridian, Miss.—82 131,600
WTOK-TV (C,AN)
Mesa-Phoenix, Ariz.—89 265,800

KTAR-TV (N); KTVK (A); KPHO-TV;
KOOL-TV (C)

Miami, Fla.—95 689,800
WCKT (N); WLBW-TV (A); WTVJ (©)
Midland-0dessa, Tex.—91 =112,500
KMID-TV (N); KOSA-TV (C);

KVKM-TV (A) (Monahans)

Milwaukee, Wis.—95 658,700
WISN-TV (C); WITI-TY (A); +193,600

WTMJ-TV (N); WUHF-TV

Minneapolis-St. Paul, Minn.—92

764,700
KMSP-TV (A); KSTP-TV (N); WCCO-TV (C);
WTCN-TV

Minot, N. D.—82

KXMC-TV (C,A); KMOT-TV (N)
(KMOT-TV is satellite to KFYR-TV
Bismarck, N. D.)

*38,800

Missoula, Mont.—84 58,400
KMSO-TV (C,AN)

Mitchell, S. D.—84 31,500
KORN-TV (N)

Mobile, Ala.—84 264,900

WALA-TV (N); WKRG-TV (C); WEAR-TV (A)
{Pensacola)

Monroe, La-El Dorado, Ark.—80
KNOE-TV (C,A); KTVE (N,A) 170,000

Monterey-Salinas, Calif. (See Salinas)
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Montgomery, Ala.—75 147,800
WCOV-TV# (C,A); WSFA-TV (N) 147,000

Muncie, Ind.—59 +23,200
WLBC-TVT (N,A,C)

N
Nashville, Tenn.—80 450,700

WLAC-TV (C); WSIX-TV (A); WSM-TV (N)
New Bern-Greenville-Washington,
N. C.—84 u222,
WNBE-TV (A); WNCT (C); WITN (N)
New Haven-New Britain-Hartford,

Conn.—95 740,400
+340,900

WNHC-TV (A); WTIC-TV (C);

WHNB-TVT (N); WHCT+

New Orleans, La.—89 446,400

WDSU-TV (N); WVUE (A); WWL-TV (C)

New York, N. Y.—95 5,620,800
WABC-TV (A); WNEW-TV; WCBS-TV (C);
WOR-TV; WPIX; WNBC-TV (N)

Norfolk, Va.—86 315,900
WAVY-TV (N); WTAR-TV (C}; WVEC-TV (A)

North Platte, Neb.—86 26,200
KNOP-TV (N)

0
0Oak Hill, W. Va—81 89,500
WOAY-TV (C)

Oakland-San Francisco, Calif.—93
1,448,900
KTVU; KRON-TV {N); KPIX (C); KGO-TV (A)

Odessa-Midland, Tex.—91 2112,500
KOSA-TV (C); KMID-TV (N);

KVKM-TV (A) (Monahans)

Oklahoma City, Okla—88 353,000

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

Omaha, Neb.—91 328,300
KMTV (N); WOW-TV (C); KETV (A)

Orlando-Daytona Beach, Fla.—92

343,800
WDBG-TV (C); WFTV (A); WESH-TV (N)
Ottumwa, lowa—87 103,200
KTVO (C,N,A

P

Paducah, Ky.—80 »193,800
WPSD-TV (N)
Panama City, Fla.—83 =30,200
WIHG-TV (N,A)
Parkershurg, W. Va.—54 122,900
WTAP-TV} (N,C,A)
Pembina, N. D.—82 *14,700
KCND-TV (A,N)
Peoria, 11.—77 **1168,900
WEEK-TV (N); WMBD-TV+ (C);
WTVHT (A

:\iNl)EEK-TVT operates WEEQ-TVT La Salle,
l.

Philadelphia, Pa.—95 2,125,800
WCAU-TV (C); WFIL-TV (A); WRCV-TV (N)

Phoenix-Mesa, Ariz.—89 265,800
KOOL-TV (C); KPHO-TV; KTVK (A);
KTAR-TV (N)

Market & Stations v
% Penetration Households

Pittshurg, Kan.-Joplin, Mo.—82
144,700
KOAM-TV (N,A); KODE-TV (C,A)

Pittsburgh, Pa.—93 1,257,600
KDKA-TV (C); WIIC (N); WTAE {A)

Plattsburg, N. Y.—89 =*126,000
WPTZ (N,A)
Poland Spring, Me.—90 *378,600

WMTW-TV (A) (Mt. Washington, N. H)

Ponce, P. R. e
WSUR-TV; WRIK-TV

Port Arthur-Beaumont, Tex.—88
231,800
KBMT-TV (A); KPAC-TV (N); KFDM-TV (C)

Portland, Me.—91 231,800
WCSH-TV (N); WGAN-TV (C)
Portland, Ore.—91 481,600

KGW-TV (N); KOIN-TY (C); KPTV (A);
KATU

Presque Isle, Me.—87 23,100
WAGM-TV (C,AN)
Providence, R. 1.—95 867,300

WIAR-TV (N); WPRO-TV (C); WTEV (A)
(New Bedford, Mass.)

Pueblo-Colorado Springs, Colo.—87
101,500
KOAA-TV (N); KKTV (C); KRDO-TV (A)

Q

Quincy, fil.-Hannibal, Mo.—87 160,700
WGEM-TV (N,A); KHQA-TV (C,A)

R
Raleigh-Durham, N. C.—85 358,800
WRAL-TV (AN,C); WTVD (C,N)
Rapid City, S. D.—86 **57,500

KOTA-TV (C,A); KRSD-TV (N,A)

(KOTA-TV operates satellite KDUH-TV
Hay Springs, Neb.; KRSD-TV operates
satellite KDSJ-TV Deadwood, S. D.)

Redding, Calif.—87 85,100
KRCR-TV (AN)

Reno, Nev.—90 51,000
KOLO-TV (A,C); KCRL (N}

Richmond, Va.—87 311,400

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

Riverton, Wyo.—83 12,900
KWRB-TV (C,AN)

Roanoke, Va.—85 329,600
WDBJ-TV (C); WSLS-TV (N}

Rochester, Minn.—89 146,900
KROC-TV (N)

Rochester, N. Y.—94 333,300

WROC-TV (N); WHEC-TY (C); WOKR (A)

214,200
107,700

Rockford, 111.—92
WREX-TV (A,C); WTVOt (N)

Market & Stations v
% Penetration Households

Rock Island-Moline, Ill.-Davenport,
lowa—92 335,100
WHBF-TV (C); WOC-TV (N); WQAD-TV (&)

Rome-Utica, N. Y. {See Utica)

Roseburg, Ore.—84 18,700
KPIC (N)
Roswell, N. M.—88 =15,900
KSWS-TV (N,C,A)
S
Sacramento-Stockton, Calif.—93
616,000

KXTV (C); KCRA-TV (N); KOVR (A)

Saginaw-Bay City-Flint, Mich.—93

402,000
WKNX-TVF (C); WNEM-TV (N); 162,100
WIRT (A
St. Joseph, Mo.—85 143,900
KFEQ-TV (C)
St. Louis, Mo.—91 867,700

KSD-TV (N); KTVE (A); KMOX-TV (C);
KPLR-TV

St. Paul-Minneapolis, Minn.—92

764,700
WTCN-TV; WCCO-TV (C); KSTP (N);
KMSP-TV (A)

St. Petersburg-Tampa, Fla.—92

506,300
WSUN-TVT (A); WFLA-TV (N); 314,900
WTVT (C)
St. Thomas, V. I. .

WBNB-TV (C,N,A)

Salinas-Monterey, Calif.—89 **236,800
KSBW-TV (C,N)

(See also San Jose, Calif.)

{Includes circulation of optional
satellite, KSBY-TV San Luis Obispo)

Salishury, Md.—68 134,600
WBOC-TVT (A,C,N)

Salt Lake City, Utah—91 282,600
KSL-TV (C); KCPX (A); KUTV (N)

San Angelo, Tex.—84 29,600

KCTV (C,A); KACB-TV (N,A}
(KACB-TV is satellite to KRBC-TV
Abilene, Tex.)

San Antonio, Tex.—86 2352,600
KENS-TV (C); KONO (A); Te
WOAI-TV (N); KWEX-TVH

San Bernardino, Calif. +1
KCHU-TVY

San Diego, Calif.—98 *352,800

KFMB-TV (C); KOGO-TV (N);
XETV (A) (Tijuana)

m Major facility charge in market subse-
quent to latest county survey measure-
ment date.

T U.H.F.
o Incomplete data.
te U.H.F. incomplete data.

% New station; coverage study not com-
pleted.

¥ UH.F. new station; coverage study
not completed.

* \J.S. Coverage only.

*# Includes circulation of satellite (or
booster).

*** Does not include circulation of satellite.
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Market & Stations

v
% Penetration Households

San Francisco-Oakland, Calif.—93

KGO-TV {A); KPIX (C); 1,448,900
KRON-TV (N); KTVU

San Jose, Calif.—95
KNTV (A,N)
(See also Salinas-Monterey, Calif.)

337,000

San Juan, P. R. .
WAPA-TV (N,A); WKAQ-TV (C)

San Luis Obispo, Calif.
(See Salinas-Monterey)

Santa Barhara, Calif.—90 80,000
KEYT (AN)

Savannah, Ga.—84 119,800
WSAV-TV (N,A); WTOC-TV (C,A)

Schenectady-Albany-Troy, N. Y.—93
WRGB (N); WTEN (C); **430,200
WAST (A)

(WTEN operates satellite WCDC Adams,
Mass.)

Scranton-Wilkes-Barre, Pa.—81
WDAU-TV+ (C); WBRE-TV+ (N); 1292,900
WNEP-TVY (A)

(Includes CATV homes)

Seattle-Tacoma, Wash.—93  *604,700
KING-TV [N}; KOMO-TV (A); KTNT-TV;
KTVW-TV; KIRC-TV (C)

Selma, Ala.—74 11,200
WSLA-TV ()

Shreveport, La.—84 »300,900
KSLA (C); KTBS-TV (A);

KTAL-TV (N) (Texarkana, Tex.)

Sioux City, lowa—89 165,800
KTIV (N,A) KVTV (C,A)

Sioux Falls, S. D.—86 **225,600

KELO-TV (C,A); KSOO-TV (N,A)
(KELO-TV operates hoosters KDLO-TV
Florence, S. D., and KPLO-TV
Reliance, S. D)

South Bend-Elkhart, Ind.—66 =145,000
WNDU-TVF (N); WSBT-TVT (C);
WSIV-TVE (A)

Spartanburg-Greenville, S. C.-

Asheville, N. C.—85 451,600
WSPA-TV (C); WFBC-TV (N); e
WLOS-TV (A); WISE-TVY (N)

Spokane, Wash.—87 267,800
KHQ-TY (N); KREM-TV (A);

KXLY-TV (C)

Springfield, I11.—79 **1168,500
WICST (N)

{Operates satellites WCHUT Champaign
and WICD-TV+ Danville, 111.)

Springfield-Holyoke, Mass.—91
WHYN-TV; (A); WWLPY (N) **1183,600

(WWLP+ operates satellite WRLPT
Greenfield, Mass.)

Springfield, Mo.—78
KTTS-TV (C,A); KYTV (N,A)

Steubenville, Ohio-Wheeling, W. Va.—90

453,200
WSTV-TV (C,A); WTRF-TV (N,A)

Stockton-Sacramento, Calif.—93
KOVR (A): KCRA (N); KXTv (C) 616,000

Superior, Wis.-Duluth, Minn.—88

»129,400

WDSM-TV (N.A); 162,400
KDAL-TV (C,A)
Sweetwater, Tex.—89 58,200
KPAR-TY (C.A)

Market & Stations v
% Penetration Households
Syracuse, N. Y.—93 **470,300

WHEN-TV (C); WSYR-TV (N); WNYS-TV (A)
(WSYR-TV operates satellite WSYE-TV
Flmira, N. Y)

T

Tacoma-Seattle, Wash.—93  *604,700
KTNT-TV; KTVW-TV; KING-TV (N):
KOMO-TV (A); KIRO-TV (C)

Tallahassee, Fla.-Thomasville, Ga.—81
WCTV (C,A 187,000

Tampa-St. Petershurg, Fla.—92 506,300
WFLA-TV (N); WTVT (C); +314,900
WSUN-TV (A)

Temple-Waco, Tex.—85  =***141,200
KCEN-TV (N); KWTX-TV (C,A)

(KWTX-TV operates satellite KBTX-TV
Bryan, Tex.)

Terre Haute, Ind.—87
WTHI-TV (C,A,N)

184,400

Texarkana, Tex.
{See Shreveport)

Thomasville, Ga.-Tallahassee, Fla.
(See Tallahassee}

Toledo, Ohie—92
WSPD-TV (A,N); WTOL-TV (C,N)

397,200

Topeka, Kan.—87
WIBW-TV (C,AN)

131,100

Traverse Gity-Cadillac, Mich.—88
WPBN-TV (N,A); **147,600
WWTV (C,A)

(WPBN-TV operates satellite WTOM-TV
Cheboygan; WWTV operates satellite
WWUP-TV Sault Ste. Marie, Mich.)

Troy-Albany-Schenectady, N. Y.—93
WRGB (N); WTEN (C); **430,200
WAST (A)

(WTEN operates satellite WCDC
Adams, Mass.)

Tucson, Ariz.—88 115,400
KGUN-TV (A); KOLD-TV (C);
KVOA-TV (N)
Tulsa, Okla.—86 330,400
KOTV (C); KVOO-TV (N); KTUL-TV (A)
Tupelo, Miss.—80 62,800
WTWV
Twin Falls, 1daho—88 31,000
KMVT (C,AN)
Tyler, Tex.—83 137,100
KLTV (N,A,C)

U
Utica-Rome, N. Y.—94 199,300
WKTV (N,A)

\Y
Valley City-Fargo, N. D.—84 153,100
KXIB-TV (C); KTHI-TV (A);
WDAY-TV (N)

w
Waco-Temple, Tex—85 »***141,200

KWTX-TV (C,A); KCEN-TV (N)
(KWTX-TV O‘Jerates satellite KBTX-TV
Bryan, Tex.
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Market & Stations v
% Penetration Households

Washington, D. .—91 934,000
WMAL-TV (A); WRC-TV (N); T3
WTOP-TV (C); WTTG; WOOK-TV¥

Washington-Greenville-New Bern,
N. C.—84 =222,900
WITN (N); WNCT (C); WNBE-TV (A)

Waterbury, Conn. 0
WATR-TVF (A)

Waterloo-Cedar Rapids, lowa—91

KWWL-TV (N); KCRG-TV (A); 308,900

WMT-TV (C)

Watertown-Carthage, N. Y.

(See Carthage)

Wausau, Wis.—87 133,400

WSAU-TV (C,N,A)

Weslaco-Harlingen, Tex.—81 *71,300

KRGV-TV (N,A); KGBT-TV (C,A)

West Paim Beach, Fla—91 120,700

WEAT-TV (A); WPTV (N)

Weston, W. Va.—84 98,800

WIPB-TV (A)

Wheeling, W. Va.-Steubenville, Ohio—80
453,200

WTRF-TV (N,A); WSTV-TV (C,A)

Wichita-Hutchinson, Kan.—87

KAKE-TV (A); KARD-TV (N); =**356,500

KTVH (C)

(KGLD-TV Garden City, KCKT-TV Great
Bend and KOMC-TV Oberlin-McCook are
satellites to KARD-TV)

Wichita Falls, Tex.—87
KFDX-TV (N); KAUZ-TV (C);
KSWO-TV (A) (Lawton)

145,800

Wilkes-Barre-Scranton, Pa.—8

WBRE-TVT (N); WNEP-TVY (A); T292,900
WDAU-TVY (C)

(Includes CATV homes)

Williston, N. D.—81 30,800
KUMV-TV (N)

(KUMV-TV is a satellite of KFYR-TV
Bismarck, N. D)

Wilmington, N. C.—83
WECT (N,A,C)

129,000

Winston-Salem-Greenshoro-High Point,
N. ¢.—87 »400,900
WSJS-TV (N); WEMY-TV (C); WGHP-TV (A)

Worcester, Mass. fe
WWORT (N)

Y

Yakima, Wash.—73 **+94,100
KIMA-TVH (C,N); KNDO-TVH (AN)
(KIMA-TV+ operates satellites KLEW-TV
Lewiston, Idaho, KEPR-TV+ Pasco,
Wash.; KNDO-TVY operates satellite
KNDU-TVT Richland, Wash.)

York, Pa—58 144,600
WSBA-TVY (C,A)
Youngstown, Ohio—68 178,000

WEMJ-TVE (N); WKBN-TVT (C);
WYTVH (A)
(Includes CATV homes)

WwWw americanradiohiconcom

Market & Stations v

% Penetration Households
Yuma. Ariz—83 527,700
KBLU-TV (C); KIVA (NA)

Y4
Zanesville, 0hio—51 724,600

WHIZ-TY+ (N.AC)
(includes CATV homes)

TV MARKETS

1-channel markets
2-channel markets
3-channel markets .
4-channel markets .
5-channe! markets
6-channel markets
9-channel markets ...
10-channel markets

Total Markets ..o 269

Total Stations ..o 564

Total U.S. Stations ..o 554
(Includes 38 satellites)

Non-U.S. Stations .o 1

Stations in U.S. possessions ....... ]

» Major facility change in market subse-
quent to latest county survey measure-
ment date.

 U.H.F.

e [ncomplete data.

te U.H.F. incomplete data.

i New station; coverage study not com-
pleted.

¥ UHF. new station; coverage study
not completed.

* (J.S. Coverage only.

*% |ncludes circulation of satellite (or

booster}.

Does not include circulation of satellite

*
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STORY
BOARD

WTRF-TV

FROM SCRATCH! Remember
when a nest exg wasn’t chick-
en feed?
wirf-tv Wheeling
STRAWBERRY JAM! Girl who
Are you eats strawberries chances rash
a—= promises.

Wheeling wtrf-tv

BE WARY! Several atomic scientists were vaca-

tioning in Las Vegas and two of them were
watching an associate playing roulette. “‘Til-
tonson gambles as if there was no tomorrow,”
said one. The other replied, “Cood grief, do
you suppose he knows something?”

wtrf-tv Wheeling

COTTA GIVE Americans a lot of credit! How

else would they live so well.
Wheeling wtrf-tv
SALESMAN: “‘Sir, my product is guaranteed to
make you the life of the party, will help you
win friends and influence people and forge
ahead in the business world. In general, i
makes a life a more pleasant place and an in-
vigorating experience!” PROSPECT: “Okay,
Okay, U'll take a fifth!”
wirf-tv Wheeling

FIGURES SHOW a modern woman spends 759%
of her time sitting down.

Wheeling wtrf-tv

FIGURE OF SPEECH The tourist who wanted

to go to England because he had heard so
much of Londen Derriere!

wirf-tv Wheeling
KEEP WELL! Remember, nothing succeeds like
SUCCESSOrs.

Wheeling wtrf-tv
“SKEPTIC? If you won't take know for an
answer then our Petry man can't heip you.
Edward Petry and Company is WTRF-TV's na-
tional rep and if you want fhe know on the
529,300 TV homes in the Wheeling/Steuben-
ville Ohio Valley Market, your Petry man has
the WTRF-TV Spot TV srory Just call, he's
available.

CHAMNEL WHEELING,
SEVEN WEST VIRGINIA
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AND NOW A WORD FROM THE SPONSOR—AND TOM, DICK AND HARRY

124

|N TERMs of the ratio of program to non-program ele-
ments, the evening of New York television that is
nspected in detail elsewhere in this issue Is not, we
suspect, significantly different from an evening of
television in any other American community. On
the average, the American viewer is Jucky to get
more than 10 minutes of pure programing at a stretch
before encountering some kind of interruption.

This condition, we are coming to believe, is the
root cause of much of the criticism directed toward
“overcommercialization™ and programing in general.
It makes mediocre programs look bad, prevents good
programs from realizing their potential and causes the
rejection of commercials that in themselves may be
amusing or informative or no worse than dull. For
the benefit of the public and the American television
system the condition needs to be corrected.

Attempts at correction have begun, but they prom-
ise to do little more than to nibble at the problen.
They promise to leave untouched the entrenched
customs that have encouraged the proliferation of
interruptive elements in television scheduling.

For many years the large national advertisers have
demanded that their commercials appear in evening
time periods that command the largest potential audi-
ences, and none gives any indication now of a willing-
ness to move out of the congested periods.

The broadcasters, especially the networks, have in-
sinuated in their already crowded schedules elaborate
promotional campaigns that are intended to attract
and hold audiences.

Performers and production personnel have insisted
on air credits which they believe essential to their
professional careers, and, as a matter of routine, pro-
duction companies have inserted their own credits to
enhance corporate prestige.

The ftulfilliment of all those disparate desires has
created what has come to be known as the clutter in
television schedules. Clutter has lately become a pop-
ular target for corrective action, but the conflicting
desires that created it are no less intense than they
were before clutter was recognized as a problem.

The Association of National Advertisers has pro-
posed that program interruptions be reduced by 50%,.
but virtually all of the non-program clements that
the ANA would eliminate are those put on the air
by someone other than the national advertiser. The
ANA wants fewer interruptions for production cred-

www americanradiohistorv. com

its and promotional spots which the organization be-
leves distract trom the commercial messages its mem-
bers purchase.

The National Association of Broadcasters, through
its television code apparatus, has attacked the clutter
problem in its own way. It has discouraged the use
of “piggybacks”’—60-second announcements contain-
ing unrelated messages for two or more unrelated
products—with the explanation that piggybacks add
to the appearance of clutter, but without the added
explanation that the broadcaster makes more money
from two 30-second spots than [rom one G60-second
commercial containing two 30-second messages. The
NAB’s code authority is also attempting to persuade
program producers to shorten titling and credit
crawls. None of the code activity to date seriously
threatens to interfere with the on-the-air promotion
by broadcasters themselves.

At best, all these plans will result in some diminu-
tion of the total time occupied by non-program ele-
ments, but they will not affect the traditional prac-
tice of inserting non-program elements at frequent
intervals throughout the evening schedule, no matter
what kind of program happens to be involved.

This, it seems to us, may be the nrost important
question for consideration. It is our belief that some
programs suffer not at all by frequent interruption—
game shows, variety programs, to name two types—
but that others require sustained attention to provide
maximum satisfaction for the audience. The indis-
criminate interruption of all kinds of programs may
simplity scheduling, but it may also be the source of
nuch of the persistent criticism that is worrying
television these days.

What is needed is basic research into audience re-
action to different kinds of interruptions in different
kinds of programs. Once the facts were known. ad-
vertisers, broadcasters and program producers could
act on knowledge instead of supposition to make ap-
propriate adjustments in the quantity and placement
of non-program elements. Right now nobodv knows
what clutter really is or how the audience responds
to it. In the absence of solid information about the
effects of their work, the broadcasters, their customers
and their suppliers are without a compelling incen-
tive to disturb a system that continues to comtort its
practitioners with profits, no matter how loudly its
critics complain.
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Another important plus...

O

In anotherstep to better serve Mid-Americawith the  regional political figures, for both WGN Radio and
most complete national and international news  WGN Television. (As well as KDAL Radio and
coverage . . . WGN is now operating a fully staffed  Television, Duluth, Minn.) Another important plus
Washington news bureau. The bu- for WGN audiences and advertisers

reau develops and reports news, in- WG N and . . . one more example of why,
cluding exclusive interviews with IS in radio and television . .,

the most respected call letters in broadcasting

www americanradiohistorv com
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VARIETY

February 5, 1964 Says

Top Five stations of each net-
work, according to the ARB No-
vember ’63 ‘prime time surveys of
the 50 largest markets, are as
follows:

TOP 5 CBS AFFILS

1. Norfolk

. Pittsburgh

. Dallas

. New.Orleans
. Oklahoma City

TOP 5 NBC AFFILS
Syracuse
Charleston

Albany-Schnectady ... WRGB
Houston KPRC-TV

TOP 5 ABC AFFILS
Cleveland
Cincinnati

GUb 8o 0

Milwaukee
Detroit

SURICAILD b
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