
YEAR-ENDJREPORT 
{Cont'd from page 51) 
The hour dramas were up about 28%. 
Westerns and situation comedies were 
still riding high in the half-hour field, 
though the latter was down to 15 shows 
from last year's 18— with the average 
cost upped from $33,000 to $41,400. 
Biggest mortality was among quiz 
shows, both because of age and charges 
of alleged "fixing," and the half hour 
music-variety show. The latter, how- 
ever, was replaced by the half-hour 
comedy-variety format combining 
many of the music-variety elements at 
a total cost about the same as last year. 
Almost entirely obliterated, too, were 
the hour-long dramas. Down to three 
from last year's seven (with two on an 
alternate-week basis), their costs aver- 
aged $63,000 as against last year's 
$40,000. Last year, 10 half-hour ad- 
ventures were scheduled, averaging 
$31,000; this year, it was nine and 
$35,000 respectively, along with seven 
half-hour mysteries at an average cost 
of $36,000. 

• The networks, however, were com- 
ing forth with sound plans to offset 
these rising costs. Out of the booming 
daytime tv picture (75-85% sold out, 
representing a 25% rise iu the number 
of segments sold), grew ABC TV's 
Operation Daybreak. The idea was 
born when Y&R told the network they 
could deliver 40 or 50 clients with 
heavy product conflicts looking for 
daytime periods. ABC opened up the 
11 a.m. to 3:30 p.m. time for spon- 
sored network programing, offering 
protected spot rotation in segments at 
a 50% reduction from regular daytime 
rates for "Charter" clients. This 
opened up time for many advertisers 
who could not get on the other net- 
works due to product protection poli- 
cies. While daytime protection re- 
mained a headache, NBC eased its 
nighttime protection policy by reduc- 
ing the separation between competing 
products from a minimum of 30 to a 
minimum of 15 minutes. Another ad- 
vertiser need—short-term nighttime 
minute participations on the networks 
—became a reality later in the year. 
Minute availabilities in network shows 
for short-term and 13-week campaigns 
brought mixed reactions from some 
stations which felt that networks were 
invading the local spot domain. 

• Greater operational flexibility was 
provided by the full-scale use of video- 
tape for ironing out summer schedules. 
Elaborate time delays were made pos- 

sible by the instantaneous playback of 
videotape. The kinks were taken out 
of the operation during summer day- 
light sa\ing scheduling, and many ad- 
vertisers (notably on ABC TV) worked 
out tape schedules for their programs 
which gave them scheduling advan- 
tages in all sections of the country. 
Still troublesome, however, was the 
scheduling of taped commercials. 
Buick's attempt to place commercials 
taped at NBC for Roberta into its 
Buick Action Theater on ABC were 
blocked, not by operational, but by 
union jurisdictional snarls. Solution 
to these problems did not fKem near at 
hand at year's end, as areas of dis- 
agreement between SAG and AFTRA 
as well as IBEW, #4 A BET and IATSE 
widened. Even so, the purchase of 
videotape equipment continued, and 
1959 appeared the big year for un- 
raveling the videotape problem. 

SPOT RADIO 
Perhaps the most startling thing 

about spot radio in 1.9.58 was that it 
finished the year a little on the "soft" 
side—about 4% down in volume from 
1957. For this, however, the medium 
needs no apologia; a lot of good things 
came to pass. It increased its stature 
as a creative medium, it took some 
steps in setting its house in order, it 
learned a thing or two about selling it- 
self. There are many who feel that 
1958 will be remembered as the year 
spot radio "caught its breath." 

Certainly no one expected spot radio 
to rack up anywhere near the gain it 
had in its boom year of 1)957 when 
billings soared to an SRA-estimated 
$184 million. As with just about every 
other U. S. business, radio was unset- 
tled by the recession. There were 
some who felt that radio might snatch 
some light out of the recession's shad- 
ows; that it could sell economy and 
flexibility to advertisers who might be 
readjusting ad budgets downward. As 
things worked out, however, budgets 
were not slashed. Although radio was 
able to raid print media of consider- 
able business, it did not make any 
noticeable inroads into spot tv or net 
tv; the latter media, also unnerved by 
the slack economy, sold more aggres- 
sively than ever. 

Just about the most heartening news 
for spot radio comes as the year ends. 
On 22 December, spot radio dollar fig- 
ures on the spending of leading adver- 
tisers were issued by RAB for the first 

time, forging one of the most vital links 
in the chain of data needed to buy 
spot radio effectively. 

The biggest blow -perhaps a psycho- 
logical one -that befell radio came 
early in the year when Lever's Pepso- 
dent (ft.&B), which had spearheaded 
the comeback of the medium and had 
been using more than 125 markets with 
four to five spots daily on a 52-week 
basis, suddenly pulled out. A deluge 
of cigarette campaigns that started al- 
most simultaneously still failed to take 
the sting out of the Pepsodent blow. 
The year's first quarter ended with 
about a 4% gain over that period in 
'57. Summer brought a good volume 
of seasonal advertisers into spot radio 
- -among the most memorable was the 
Texaco Summer Touring Campaign 
(C&W) which broke the nighttime 
bugaboo; the campaign was a five- 
week saturation flight in about 100 
markets and ran only nights and on 
weekends. 

Fall saw a nice influx of advertisers; 
among them: Rival Dog Food, S&H 
Green Stamps, Pertussin, Dodge, Ford 
and Pall Mall. But a trend that had 
developed m 1957—that of shorter 
flights- kept stations and reps a little 
off balance. And this trend continued 
through the year. It was also in the 
fall that radio ran into tougher and 
tougher competitive selling by spot and 
net tv. 

Progress was made on many fronts 
throughout the year, however. The 
creatix ity of radio commercials in- 
creased. There was a general strength- 
ening of programing; reps did more 
and more work in helping stations plan 
entertainment 

On the selling side, progress came in 
local vs. national rates, started when 
the Storz Stations, in May, set down a 
list of ground rules on qualifications! 
for local rates. In September, SRA set 
up a committee to tackle not only local 
rate problems, but also other practices 
such as triple spotting and competitive 
tapes in selling stations. 

Radio heads into 1959 with two en- 
couraging promises; (1) RAB intends 
to sell harder than ever; (2) Major 
agencies say they won't be spending 
less in the medium than last year. 
Many buyers feel if radio continues to 
develop better packages, get more ex- 
citement into programing and promote 
its advantages through solid success 
stories, that it may well climb up 
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