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RC-TV Has Houston’s Largest News Stai

|
Houston people possess an unsurpassed thiyst for news. I Rc

To meet this demand, KPRCTV has built Houston’s only

complete TV news service. National and regional news HOUSTON

rolls in over five AP wires. A live-wive newsreel stall affords CHANNEL
fast, first-hand blanket coverage of local events, backstopped
by on-the-spot reporters who edit all news [or Houston appeal.

No wonder Houstonians look to KPRCTV first for news.

JACK HARRIS, Vice President and General Manager

JACK McGREW, National Sales Manager

Nationally Represented by
EDWARD PETRY & CO.
‘.
R MAN.YEARS FxpFRSENS
Wl -(/\/\MN.alﬂegca)ql'agll(ﬁﬂstol' ?CO%W 0
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' By an ever-increasing margin, WNAC-TV
leads the Boston market. According to ARB
and Telepulse this station has the lion's share
€ of the audience in almost every time period

. — morning, afternoon and evening. This lead
has increased steadily in report after report. Currently, WNAC-TV

¢ has more than 40%, more viewers than its closest competitor.

" Whether the choice is
* CBS programming,
* ABC shows,
% Local news,
% Syndicated film . . .

Beoston lolevision Jamilios choose

WNAC-TV
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ALL-MEDIA BUYERS—how much
momentum has the trend toward
integrating agency buying opera-
tions gained? A discussion of these
shifts and their implications will
be one of several articles in the
October issue of TELEVISION MAGA-
ZINE that will be devoted to media
developments. Others: Laying the
grounds for recommended industry-
wide coverage standards, a report
on how major agencies plan to
utilize the upcoming Nielsen study.
.. . Two approaches to spot strat-
egy. . . . A study of film sponsor-
ship in a typical market, from 1952
to the present.

Frederick A. Kugel, Editor and Publisher
Herman W. Land, Executive Editor
Abby Rand, Managing Editor
Geri. Cohen, Feature Editor
Ed Feldmann, News Editor

Barbara Landsberg, Eli Mikals,
Editorial Assistants
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Jack L. Blas, Business Manager
Robert Lewis, Advertising Manager

Howard H. Fogel, Sales Service:

Frank Orme Laurin Healy
Los Angeles Office Chicago Office
1749V, N. La Brea 360 N. Michigan Av.

Published monthly by the Frederick Kugel
Company, Inc., 600 Madison Ave., New York
22, N. Y., Ptaza 3-99.4, Single copy, 50 cents.
Yearly subscriptions in the United States, ifs
possessions, and nations of the Pan American
Union, $5.00; in Canada, $5.50; elsewhere,
$6.00. Second-class mail privileges authorized
at New York, N, Y, Copyright 1956. Editorlal
conlent may no! he reproduced in any form
without permission.
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1 he
Loyalty of
' ' rzem/s//f:v .

Friendship, in our South, finds its roots in
steadfast loyalty. But friendship of this nature
is not lightly given—it must first be earned.

This tenet is sharply defined in the wealth of friends
gamed by WRVA Radio over the past 31 years.
Through continued participation in community

aftairs . . by the highest standards of entertainment
and service .. with a tradition of responsible, competent
R and experienced management —WRVA Radio has

won (and held) the firm devotion of Richmond families.

Now comes WRVA-TV —endowed with this rich in-
|\ heritance from WRVA Radio — and steadily winning
the allegiance of Richmond's television viewers. They
\ expect from WRVA-TV the finest that proven skill and
imaginative minds can produce. They are not disappointed.

Mindful of such responsibility, Richmond’s newest television
: station has moved inevitably to the position of leadership
by earning the special loyalty that Southerners give only to
those who earn it. Truly, WRVA-TV belongs to Richmond as
no other television station ever has—or can.

Represented nationally by Harrington, Righter and Parsons, Inc.

WRVA-TV

Richmond, Va. /1 )
CBS Basic Channel

Manager

C. T. Lucy, President Barron Hoovard, Vice President and Gencral Manager James D. Clark, Jr.. S

www americanradiohistorv com


www.americanradiohistory.com

wwWwW americanradiohistorv com -


www.americanradiohistory.com

It’s the little things that make a big difference...
the extra stuff that sales are made of. In other words,
modern merchandising.
What you see here is just a sample of merchandising
and promotion extras that back up each and every
CBS Television Film Sales syndicated property... the
gimmicks and gadgets, promotion and advertising
material that help a sponsor translate big audiences
into big sales: records, comic books, toys, games,
novelties, jewelry, self-liquidating premiums. And
audience promotion too. .. specially-designed kits
containing slides, trailers, telops, ad mats, displays,
glossies, announcements and star stories. Fverything
a sponsor needs to get his show off to a fast start
and keep sales rolling.
Little things. But they’re sales-clinchers when coupled
with any of CBS Television Film Sales’ top-rated
syndicated films—fastest-moving films in television!

CBS TELEVISION FILM SALES, INC.

Distributing Amos’'n’ Andy, The Gene Autry Show, The Range Rider,
Cases of Eddie Dyuke, Fabian of Scotland Yard, Holiday in Paris,

Files of Jeffrey Jones, Life with Father, Adventures of Long John
Silver, Annie Oakley, Buffalo Dill, Jr., San Francisco Beat, The Whistler,

Navy Log, Assignmment Foreiyn Legion and Newsfilm —a product
of CBS News.

www.americanradiohistorv.com
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Little Rocks POWER PACKAGE...

= NARK-TV -..

- POWER PREFERENCE - POWER PROGRAMMING - POWER FACILITIES

ower Preference
Across the board, Little Rock viewers
choose KARK-TV—

ARB Survey, June 1956—KARK-TV has
7 of the top 12 nighttime shows select-
ed by Little Rock viewers—

1. Highway Patrol—KARK-TV*

2. Your Hit Parade—KARK-TV

3. $64,000 Question—Station B

4, Perry Como Show—KARK-TV

5. You Bet Your Life—KARK-TV

6. l've Got a Secret—Station B

7. Badge 714—Station C

8. $64,000 Challenge—Station B

9. Lux Video Theatre—KARK-TV
10. Ed Svullivan Show—Station B

11. George Gobel Show—KARK-TV

12. This Is Your Life—KARK-TV
*Shown during same time period on
KARK-TV and station C. Combined
rating scores first place. Breakdown:
KARK-TV, 26.9; Station C, 19.1.
5 of the Top 5 Multiweekly Shows —
Network and local, KARK-TV viewers
voted for Channe! 4 programming —
sweeping the first five places with —

Muarried Joun—3:00 p.m. Mon. thru

inul—10:00 p.m. Sun thru Sat.
'~ u Duy—2:00 p.m. Mon.

| Ford Show — 12:30

"Fl.

1ither—6:00 p.m.

Major Shure of Nighttime Audience —
From 6:00 to 10:00 p.m. KARK-TV cap-
tures the largest overall share of Little
Rock viewers. 62 quarter-hour firsts of
119 quarter-hours per week--the largest
audience in Little Rock.

Power Preference—Power Programming-
Power Facilities. . . the KARK-TV Power
Puckoge means Sules Power in Arkansus.

Represented by

Edward Petry & Co., Inc.

tel vt TONK ¢ LIMICAGE ¢ ATIANTA + DETRUIT ¢ LOS ANGIIIS + SAN IRANCISCO + &t |

Power Programming

Network and local, quality program-
ming is increasing the already proven
Pulse audience lead of KARK-TV —

NBC Television — Programming voted
best by Little Rock viewers in the June
1956 ARB survey . . . and KARK-TV
reperesents NBC's only exclusive outlet
in the entire state.

Top-Rated Local Programming—Special-
ized local programming for everyone—
from Pat’s Party for the children to
News Final, the program 10:00 p.m.
viewers voted in the top Multi-Weekly
programs in Little Rock.

Power Facilities

KARK-TV facilities complete the power
package in programming and pref-
erence — '

Higher Tower-Maximum Power—KARK-
TV’s new tower-power package delivers
your message to almost all of Arkansas.

Operating on Maximum Power-—100,000
watts.

Full network color fucilities.

One of the Tallest Towers in the Nation

—1,693 feet above average terrain,
—1,175 feet above ground.

Little Rock Plus 44-County Coverage . . .

Now your sales message to thousands of new viewers . .

. the

facts inside the 100 mv/m contour —

ours

www.americanradiohistorv.com

|i} CHANNEL 4 NBC Affiliate

KARK-TV Coverage State Total

Counties 44 75
Population 1,028,300 1,785,000
Households 289,150 503,060
Spend. Inc.  $1,094,231,000 $1,876,635,000
Retail Sales 805,057,000 1,399,436,000
Gross Farm Inc. 284,375,000 592,572,000
(Source: ‘56 SRDS Estimates of

Consumer Markets)

-

Little Rock, Arkansas
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LONGSHOTS

THE 25% POPULATION COVERAGE LIMIT FOR STATION OWNERSHIP APPEARS DEFINITE
at press time. Expected rullng can cause tremendous scramble for
multiple ownership and have profound effect on operation and
profits of present group owners.

WHO SHOULD PAY FOR COLOR AT THIS TIME, NETWORK OR CLIENT? Advertisers and
agencies squawking about contract clause desired by networks which
would give them right to determine when a show should be telecast
in color. Client would have to pick up tab. Clients want to choose
when they get the tint treatment and would prefer pro-rated
charge based on color set circulation. Argument will grow more
intense as number of color shows increases.

WATCH NBC'S ALL OUT DRIVE TO PUT OVER ITS BUFFALO UHF OUTLET WBUF-TV, in
face of prev1ous hard going former owners had in competing with
two VHF's in market. Question is whether heavy promotion can
produce significant increase in set conversions. Push could have
significance in view of FCC's pro-UHF outlook and RCA's long-range
equipment stake in possible swing to all-UHF table of allocations.

FIRST RATING RETURNS OF NEWLY RELEASED FEATURES ARE EXCITING STATIONS and
- “distributors. Report from WBNS-TV, Columbus, Ohio, is that trial
run of features beginning at 10:45 p.m. has resulted in double
and triple ratings over what former late shows have becn able to
produce . . . oSince major libraries have become available a
number of stations have decided to move theilr late shows to
earlier periods. Still to be determined: whether they will be able
to maintain the rating highs after the big fall network shows
return, pushing feature programs back to their 11 p.m. tee-off.

TOP AGENCIES ARE DEMANDING THAT EXPECTED SAVINGS IN PRODUCTION VIA AMPEX
tape be passed on to buyer and that provision for this be put
into existing contracts—but networks are balking. Agency attitude
on tape remains bullish.

BROADCASTING CIRCLES STILL TALKING ABOUT MGM'S MOVE in connection with
KTTV stock-for-film-deal. MGM is now parlaying a Stockpile ¢ 1d
movies, already written off its books, into a new empire in TV.

TELEVISION MAGAZINE + SEPTEMBER 1956

www americanradiohistorvy com
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J is proud of it's record of providing the utmost in ieléiq;g_.isi( ..
service to the viewers of South Florida since March 21, E"I9h
This includes award-winning news shows, public service pro--
gramming and local sports spectaculars — all telecast from
Florida’s first 1000 ft. tower. |

Now, as in the past, experlence outstanding
facilities, and complete viewer acceptance
are yours when you invest in WTV) Tele-
vision . . . the only TV service providing
unduplicated coverage of the ENTIRE South
Florida market. Call your Peters, Griffin,
Woodward Colonel for availabilities.



www.americanradiohistory.com

nothing succeeds like success!

out in front...

LOCAL ADVERTISERS
PREFER WFIL-TV!"

For local announcement schedules, they buy WFIL-TV:

21% MORE than Channel B

111% MORE than Channel C

LOCAL ADVERTISERS—WHO KNOW THE . CHANNEL @&
MARKET BEST — PREFER WFIL-TV. .

*Broadcast Advertisers Reports, May, 1956

scevecess

pre st N
WFIL-TV

PHILADELPHIA, PENNSYLVANIA

ABC-TV «»x BLAIR-TV

operated by: Radio and Televicion DIv. / Triangle Publications, Inc. / 46th & Market Sts., Philadeiphia 39, Pa.

WFIL-AMFM TV, Fhiladelphia, Pa,/ WNBF'AM'TV-Binghamton, N.Y,/ WHGB-AM, Harrisburg, P;\,/WFBG-AM-TV.AItoona. Pa.

wWWww.americanradiohistorv.com
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focus on PEOPLE

The man behind the latest government move against
broadcasters is FTC Chairman John Gwynne, who cited
nine grocery store suppliers for Robinson-Patman Act
violations. Hearings, late this month, could result in
advertisers being barred from using various station mer-
chandising plans on the grounds that these, in effect, are
price discriminations against excluded stores.

Showmanship has been brought to spot TV commercials
by the Nehi Corp’s one-minute “spectaculars” for its
Royal Crown Cola. The commercials, featuring elaborate
costume dance sequences, are mainly placed as participa-
tions but there are also 10- and 20-second adaptations
for station breaks. The $1,000,000-plus campaign opened
on 150 stations in mid-August, will run until November.
Ad manager Francis E. Gorman, who guided the cam-
paign, was formerly with Philip Morris and P&G.

President of the new Association of Maximum Service
Telecasters is Jack Harris, whose organization starts with
97 maximum-power stations, banded together to preserve
full-coverage concept. The 43-year-old president of KPRC-
TV, Houston, joined the station eight years ago ufter
service with the Army. He started his own broadcasting
career with wsMm, Nashville.

Recent Loew’s-MGM move into station ownership was
the brainchild of the man who built up Loew’s Interna-
tional, world-wide distributor for MGM films. Arthur
M. Loew, 58-year-old son of founder Marcus Loew, pre-
dicts “many more deals with similarly strategic outlets
in other parts of the country,” probably on the same film-
for-stock basis as worked with KTTv, Los Angeles.

Station reps continue to expand their promotion serv-
ices. A new twist was announced by Petry’s TV v.p,
Tom Knode, when the rep firm began sponsorship of a
five-minute advertising commentary on WOR, New York,
to reach the high concentration of admen there. H. Pres-
ton Peters, president of Peters, Griffin, Woodward,
launched “Operation Information,” with a $100,000
series of market studies on behalf of PGw stations.

Purchase of WGBI-TV, Scranton UHF, by Philadelphia
Bulletin stations, WCAU-AM-FM-TV, was sparked by Don-
ald W. Thornburgh. The president and general manager
of the Philadelphia stations is a former CBS v.p. and
made WCAU-TV the CBS affiliate which supplied the great-
est number of locally-originated programs to the network.

TELEVISION MAGAZINE =+ SEPTEMBER 1956

wWWwW.americal

JOHN GWYNNE

JACK HARRIS

ARTHUR M. LOEW

ToM KNODE H. PRESTON PETERS

DoNaLD W. THORNBURGH
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REPRESENTING TIUIESE LEADERSHIP stl*

New York ~ WRCA Wi™l
Schenectady-
Albany-Troy WRGB
Philadelphia WRCY, Wi
Washington ~ WRC, wR('

SCHENECTADY-ALBANY-TROY, IS SOLD BY

Miami WCKT
Butlalo WwsUF
Louisvillo WAVE, Wif

wWww . americanradiohistorv.com
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| . Aol and any friend of thei
!ia]'f- |. [1 I ]1(_\ & is a friend of yours!emS

e R o When WRGB'’s sales-winning personalities tell

~
j._ ' _‘L \ i p- their viewers about your product on their local,
= £ live programs, it’s neighbor talking to neighbor —
> g - =T and the good word spreads fast! This fast: With
individual program ratings as high as 22.1 and 25.1,
according to the latest ARB, these eight super-
salesmen draw up to 78%, share-of-audience, and
average an astonishing 569, share!

To viewers in the half-a-million- TV homes of the
Schenectady-Albany-Troy area, these people are
next-door neighbors who chat about hometown do-
ings . . . entertain the family . . . swap favorite
recipes . . . pass along useful household hints. And
because their viewers set so much store by what
they say, a word from these folks means a warm
reception for your product in a circle of friends as
big as the 30-county, Northeastern New York-
Western New England market covered by WRGB.

Seventeen years of active participation in local
affairs has earned WRGB the audience confidence
that produces results for sponsors. And it's this
same close identification with community wants and
interests that benefits the advertiser in every mar-
ket served by an NBC Spot Sales station.

There's always something extra on the stations
represented by NBC Spot Sales.

Sunnie Jennings and Ernie Tetrault — HOME FARE —
Monday through Friday, 9:00-9:30 a.m. A daily serving
of news, interviews, recipes, household hints, fashions,
and speciai features of interest to homeviewers.

Earle Jerris — THE EARLE JERRIS SHOW — Monday,
Wednesday, Friday, 1:00-1: 30 p.m. Songs and piano styl-
ings especially designed for daytime viewing.

Kathy Maguire — TASTE TIME — Monday through
Friday, 2:00-2:30 p.m. Planning, purchasing, and pre-
paring meals — a complete menu every day.

Grant Van Patten — TRADER VAN — Monday through
Thursday, 2:30-3:00 p.m.; Friday, 2:45-3:00 p.m. “A
classified advertising page on TV,” bringing together
viewers who want to sell and viewers who want to buy.
5. Glendora Folsom — s. s. GLENDORA — Monday through
Friday, 5:00-5:15 p.m. Novel entertainment with a
nautical theme for children aged 4 to 14.

5. Bill Mulvey — BRONCO BILL — Monday

e e e T s

WMAQ, WNBQ

- Lis KSD, KSD-TV through Friday, 6:00-6:30 p.m. Top family
env KOA, KOA-TV fare—cowboy films from !.il’f. western setting.
:czl KOMO, KOMO-TV 7« Garry St‘evens — TV SHOWCASE — Monday
Kugeles KRCA’ thro:tlgh Friday, 6:30-6:55 p.m. Music and
tlq KPTV special aq s, featuring recording star Garr
W hneisco KNBC Stevens and his “After-Six Seven.

ocla KGU. KONA-TV

| 8 WwWww . americanradiohistorv.com
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YOU NEED THIS BOOKLET which gives all

the facts and figures about WAGAIland—the

Atlanta market as you know it, plus an addi-
tional coverage that adds more than 300,000
people to the market. It is yours on request
direct from us or our reps.

100,000
watts

channel

S

—-CBS-TV in. Atlanta

Reprosented Nationally by
THE KATZ AGENCY, Ine.

STORER BROADCASTING COMPANY SALES OFFICES

NEW YORK--118 E. 57th 51.--TOt4 HARKER, Vico Prosldont and National Sales Diroctor + BOB WOOD, National Sales Manager
CHICAGO--230 N. Michigan Ave. = SAN FRANCISCO-]11 Sutior St.

www.americanradiohistorv.com
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focus on BUSINESS

eptember, 1956 TV NETWORK BILLINGS

etwork gross time billings for the = 1956 Ceumenn 1955

arter of thi ) totaled Millions June 56 e 55
cond quarter of this year totale
17,817,792, an increase of more e S e1100mr
p . | 1
:an 209% over the gross intake for 45 19, S 3,542,304
¢ corresponding three months in cBS 17,935,789 15,724,184
155. National and regional spot ex- DuM — 218,845
g . TvB 40 y. . P
snditures, as reported by vB, < NRC 14,186,929 12,238,694
lded an estimated $105,584,000 to
ision’ - ¥ revenues ]
sion’s second-quarter S 35 = Total  $38,242,635  $31,724,027
arking this as a record billings e AT -
yriod, with all indications pointing N —
i further gains this Fall. JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC Source: PIB

The spot-billings charts on the
izht, comparing some of the data
fom the third TvB-Rorabaugh re-
jrt with its findings for the two
jeceding quarters, illustrates the

TV SPOT BILLINGS

ADVERTISERS PUT ALMOST HALF THEIR SPOT MONEY INTO DAYTIME, LATE NIGHT

mtinuously growing importance of 2nd Quarter, 1956 Ist Quarter, 1956 4th Quarter, 1956
fis form of TV advertising. Al- No. of Advertisers 2,978 2,702 3,017
fough the number of advertisers Day $ 36,714,000 (34.8%) $ 34,637,000 (34.6%) $ 36,952,000 (35.6%
iing spot during this past quarter Night 58,589,000 (55.5%) 55,620,000 (55.5%) 57,960,000 {55.8%]
islightly below the number recorded Late Night 10,281,000 (9.7%) 9,952,000 ( 9.9%) 8,960,000 ( 8.6%)
ir the fourth quarter of 1955, it is —-— =

feworthy that their investment Total $105,584,000 (100% ) $100,209,000 (100% ) $103,872,000 (100% )

is nearly two million dollars higher.
For details on an increasingly im-
prtant form of spot TV, see “Ten

TOP TEN SPOT ADVERTISERS IN SECOND QUARTER

2ND QUARTER, 1956 | 1ST QUARTER, 1956 4TH QUARTER, 1956
feond Sel],” page 52. Rank Company Expenditure Rank Expenditure Rank Expenditure
1 _.Procter & Gamble .$6,541,000 1 $5,782,800 1 $4,064,600
2. .General Foods 2,978,200 4 2,053,800 3 2,004,000
3. .Brown & Williamson . 2,673,400 2 2,921,900 2. 2,739,100
4 .Sterling Drug - 2,138,500 3 2,252,800 ! 4. 1,893,000
5. ..Colgate-Palmolive 2,115,700 | 7. 1,583,100 ‘ 10. 1,231,000
vV MARKETS 6. .. ..Philip Morris 1,833,100 8 1,542,200 | —
7. _National Biscuit 1,735,900 9. 1,478,400
AUGUST |, 1956 8. Miles Laboratories 1,392,600 6 1,696,900 6. 1,561,400
T — 9 .Lever Brothers 1,263,900 — —
it -channel markets . 137 10 Liggett & Myers 1,237,400 | —_— —
t.channel markets . 70
-channel markets a5 TOP TEN SPOT AGENCIES — 2ND QUARTER, 1956
{or more)-channel markets.. 15 1. Ted Bates; 2. McCann-Erickson; 3. Young & Rubicam; 4. Leo Burnett; 5. Benton & Bowles; 6. BBDO;
7. Dancer-Fitzgerald-Sample; 8. Compton; 9. J. Walter Thompson; 10. William Esty.
T o Source: TvB-Rorabaugh
otal markets . . . 257
o ommercial stations US. & possessions 447

Source: TELEVISION MAGAZINE

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

FOR SPOT BUYERS: % Sets-in-use by Local Time FOR NETWORK BUYERS
- - % Sets-in-use by EST
v RECEIVERS Hour Eastern Time Zone Central Time Zone Pacific Tiine Zone Total U.S.

. . - 5PM 19.0 { 179 17.9 : 16.7
June ‘56 June 55 6 PM | 2.4 19.0 26.7 18.6
7 PM 23.9 30.6 49.0 20.9
L roduction 553,025 589,973 8PM 449 39.9 55.2 35.8
. - 9 PM 53.6 \ 54.9 58.1 14.8
10 PM 59.1 52.5 47.7 55.6
letail Sales 439,362 430,347 11 PM 36.0 1 335 24.6 44.3
] N o MIDNIGHT | 13.8 8.2 8.6 28.6

Source: RETMA Source: ARB, July.

[ELEVISION MAGAZINE =+ SEPTEMBER 19

i
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A MODEL OF PROGRESS

g

model of WRC and WRC-TV’s new $4-

the first ever built from the ground up

> lor Television. This is another giant

tep lopmeut of complete local facilities

-casting. By Iall of 1957, NBC’s

pital will be serving their adver-

tisers, their audicnces and the nation from the most
advanced structire of its kind.

for nat

key station |

For advertisers, it represents the newest most dynamic
approach to a inarket of consinmers with the largest
furnily income in the country.

N
!

B

For Metropolitan Washington, it represents an oppor-
tunity to see live, local programming in Color, supple-

menting NBC’s network Color service.

I'or the nation, it represents the prospect of seeing
important events and personalities transmitted from the

Capital with the total realism of glowing Color.

This is the huilding to keep your eye on. It is an integral
part of hooming Washington. It promises a brighter,
more colorful future for your product, your customers

cand you.

WRC and WRC-TV... o v (Gir) seor saves

NBC _LEAI)EVHSHIP STATIONS IN WASHINGTON, D.C.

wWww . americanradiohistorv.com
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Color Letter

AS OF SEPTEMBER . . .

Network color programming for September rises to 4034 hours; 38234 hours
on NBC, the remaining two on CBS. . .. There are now 77 stations equipped
to originate color. Of these, 75 can transmit color film or slides, while 29
are able to originate live color shows. . . . NBC reports that of the 216
equipped to rebroadcast network color, 112 are NBC affiliates. NBC expects
to have 134 color affiliates by January 1. . . . NBC plans these shows in color
for the one-a-night tint drive beginning October 1: Monday, Frankie Carle;
Tuesday, Big Surprise and Noah's Ark; Wednesday, Kraft; Thursday, Lux;
Friday, Dinah Shore; Saturday, Perry Como; Sunday, Goodyear.

AROUND THE AGENCIES

BBDO: At present, the only continuing color show sponsored by a BBDO
client is Con Edison’s twice-nightly weathercasts on WRCA-TV, New York, on
which commercials are done live. Only important difference in handling of
color commercials is use of colored chalk instead of black, the agency says.

Color television viewers themselves will affect color’s impact through
their selection of color contrast on their sets, warns BBDO’s head of live
production, Al Cantwell. He stated, “The colors we monitor in the control
room will not necessarily be those viewed in the living room because each
viewer will adjust the color contrasts to suit himself.” This will be important
to remember when doing commercials whose appeal depends upon the accurate
reproduction of shades of color. Such products would include cosmetics and
decorator materials.

Emil Mogul: One of the product groups with the most to gain by going into
color television is the food product line, this agency feels. It is currently
producing a one-minute comrercial in color for Manischewitz Wines, using
puppets. . . . Another Mogul color-conscious client is Knomark, which is spon-
soring a color spectacular this month, The Magic Box, for Esquire shoe polish.

COLOR COMMERCIALS CAN DO EXTRA SALES JOB

Advertisers get added mileage out of their color film commercials by dis-
tributing them to their salesmen and suppliers, reports UPA v.p. C. D. Mc-
Cormick. Animated color film runs about 159 higher than monochrome for
production, exclusive of prints, the firm reports, because animated tigures
have to be painted in black-and-white anyway. (Other film producers’ esti
mates of color production costs vary from 15-409% above black-and-whit

for live action.) ... Recent color commercials prepared by UPA includ

for Borden’s Instant Coffee and one each for Talon Zipper and Kool \id.
To page 20
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For Today...and Tomorrow

The Magnificent New Home

of Detroit’s Storer Stations

WJ B K RADIO WJ B K-TV

1500 KC CHANNEL 2
10,000 WATTS DAY, 1,000 WATTS NIGHT CBS

Detroit’s most complete record library
serves radio musie lovers.

-

k-"r!“ 24

A curving staircase leads from the wood panelled
lobby and reception room.

Traditional furniture
is used throughout,
as in this oflice of
the radio managing
director.

Only half of the huge television Studio A (75 x 52 feet) is needed

for the big “‘Ladies Day’" audience.

www americanradiohistorv com
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Neighbor of the Famous General Motors and Fisher Buildings in the Dynamic New Center Area
7441 SECOND BLVD., DETROIT 2, MICH. « TRinity 3-7400

WITHIN THESE DOORS, tomorrow’s radio and television equipment at work today to make
WJBK Radio and WJBK-TV even more powerful salesmen throughout the great South
eastern Michigan market. We're open . . . for business . . . in a big new building as handsome
as the big new business we can build for you. Now, more than ever, these outstanding Storer
stations are your best choice for sales results, with these marvelous facilities to serve our
clients, viewers and listeners. Come visit us when you're in Detroit!

Direction Control, announcers’ booth and clients’ viewing room,
as seen from TV Studio A.

Radio Studio A, one of three
ultra-modern, fully equipped radio broadecast centers.

©

Color TV is recessed into the wood panelled wall
of the television managing director’s office.

To Be Greeted with a
City-Wide Celebration

| September |8th's the day for the formal opening cere-
monies! Open House for the public and attendance by
local, state and national officials will make the new home

of WJBK, Radio and WJBK-TV the center of all eyes.
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IS
PENNSYLVANIAC

4TV MARKET
IN YOUR PICTURE

WJAC-TV is the Number
One Station not omly in
Johnstown, but in Altoona
as well, and this one-two
punch covers an area that
rates 4th in the rich state
of Pennsylvania, and 28th
in the entire country!

Well over half a million
(583,600, to be exact) tele-
vision families look to

WJAC-TV for the best in

television entertainment.

Add to this the free
bonus of WJAC-TV cover-
age into Pittshurgh, and
you have a total market for
your sales message that

aet can’t be overlooked, if

ally want to tap the

potential of Southwestern
Pennsylvania!
SERVING MILLIONS FROM 15y

Fy  [AIOPTHE.

LEGHENIES Y

JOHNSTOWN - CHANNEL ©

Get full details from your KATZ manl

20
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C 0 l Or Le tt e r From page 17

STATION ROUNDUP

KMTV in Omaha, one of the most active local color programmers, aired as its
1,000 colorcast on September 1 the Olympic boxing tryouts which were staged
in the XMTV studios.

Another device which makes possible telecasting of black-and-white
slides in two colors has been developed by Kv00-Tv in Tulsa. The Bicolorimeter
is an outgrowth of the station’s goal of producing a continuous color signal
for use in testing installations of color sets. The two-color slides can be aired
while the station transmits its standard black-and-white signal.

San Francisco’s KRON-TV adds color to all black-and-white slides it tele-
casts, at no charge to the advertisers. Although the result is not the same as
full color, it requires only an hour to accomplish and gives the slide one or
more colored areas. Some of the slides are given an over-all tint, while others
are g‘iven several contrasting colors.

WNBQ, Chicago, has set up a Color Sales Development Unit to promote
commercial color use by clients. It will coordinate activities with color set
manufacturers and dealers, create presentations and confer with agencies
and advertisers on color problems.

By mid-August, this station had 36 national and local spot advertisers
using tint and was averaging about 75 color commercials each week. About
one-third of its air time has been devoted to color shows, most of them locally
originated.

MORE STUDIO SPACE FOR NBC

The first of NBC’s three new color studios goes into operation this month as
The Ziegfeld Theatre opens September 15 in New York. The opening of
Brooklyn Two and Burbank’'s Color City Four later in the Fall represent the
major portion of the $12-million investment made by NBC in the last year
in order to double its color facilities.

Another facet of the color expansion is the installation of a recording
system at Color City using lenticular film. The Eastman Kodak system will
make it possible for network color shows to be presented on the West coast
with no greater time delay than usual for black-and-white shows.

COLOR FILM DATA AVAILABLE

The National Television Film Council has just made available transcripts of
its Forum on Television Color Film. Copies go for $1 to members, $5 to
others. Write to NTFC, 1639 Broadway, New York 19, N. Y. . .. The forum
is divided into three sections: TV color film raw materials; TV color film
production; TV color film transmission.

COLOR NEWS FROM OTHER FIELDS

Good reading is Du Pont’s Color Conditioning Report No. 10 on “Attention
Through Brightness,” produced by the Fabrics and Finishes Department.
The report expluins how to focus altention on desired objects by controlling
background color and illumination.

“The American public is more color conscious than ever before in its
history,” reports Faber Birren, noted color consultant to many industries.
For example, he points out that there are more than 6,000 items available for
the home in coordinated or related colors.

Color-coordinated lines are getting heavy promotion. House and Garden
is cueing its IFull merchandising for department stores to the slogan, “Color
Works Wonders.” The 1957 hues introduced by the magazine and cooperating
manufacturers sre peacock green, wild plum, smoked pearl, champague, maple
sugay, and deep night.

TELEVISION MAGAZINE + SEPTEMBER 1956
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What better way to demonstrate the
“personal touch” and “friendliness” of a
‘bank than with a man whose very nature
personifies these qualitiest Such a man is
Warren Culbertson — Channel 8’s ace
meteorologist and goodwill ambassador for
the First National Bank in Dallas. As one
bank official puts it . . . “Warren’s daily
weathercasts and informal commercials
have provided a stimulus to our advertis-
ing program far surpassing our own

expectations.” More proof that . ..

——— — —— — — . — — —— — — . —— —— ————— ) e o

|

|
ADVERTISERS GET i
BIG=TIME resuLts i
I

|

|

|

WITH

l
Channel 8 - Dallas l kb
NBC-ABC

Covering 564,080 TV Homes
The Great North Texas Market

Warren Culbertson — Winner of TV Pre-
view 1956 “"Personality Award"'.

This pocket-size booklet “The Way of
the Weather”, edited by Warren Cul-
bertson, has been requested by nearly
25,000 persons. And the only place it
is available is at the information desk
of the First National Bank in Dalla:

the way
of the
WEATHER

i

If you are looking for big-time results . .

Call your PETR Y M A N for availabilities, market data, and complete coverage informaiio

www americanradiohistorvy com
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McMahan on the commercial

TV's $30,000 minute puts new emphasis on judgment

BY HARRY WAYNE McMAHAN, v.p., McCann-Erickson, Inc., and author of the “‘Television Commercial®

SweetHome 13 % 5 2

[ A p o *q--tmi—qn-l—_-;-_
i KJ(:EK IE X R TR
v &

[y

Dodge truck Monsanto Chemical Co

DELIGHTFUL DESIGNS FROM RAY PATIN

Eastern advertisers see all too little of the TV commorcials designed by
Ray Patin of Hollywood. Ray, one of the pioneer houses in TV, has won
nurnerous Art Director and other awards, but rarely visits New York, as he
has besn kept rather busy in ths last ten years by his Mid-Wesiorn
and Western clients. Abovo are 8 fresh Patin-designod TV commercials.

22

WWW americ

When television blithely quotes $90,000 for a half-

hour’s time and talent, the advertiser’s pulse is
inclined to start racing with the ticking clock. Seconds are
suddenly loudly important.

Hmm! . . . Your three minutes of commercial time are
now priced at $30,000 a minute . . . $500 a second . . .
You may lose $1,000 if your announcer takes too deep a
breath. . . .

As well as changing the habits of consumers, television
has changed the buying habits of advertisers, too. The cost
of time and talent has never stopped going up and—in spite
of various recurrent warnings that it was pricing itself
out of business—television has continued to prove extrava-
gant value.

It is true that, along with money, TV advertisers have
had to have ample courage. In the early days—and even
now—mistakes have been common, but often the very impact
of the medium has compensated for error in method. But
times are changing. . ..

Now vou need, along with the money and the courage:
Judgment.

How do you evaluate that $30,000 minute?

Pinpoint your sales objectives

First of all, analyze your aims. Why are you using tele-
vision? Pin-point your basic sales objectives.

1. Primary Selling: a) Winning new customers. b) Hold-
ing repeat customers. ¢) Increasing use per capita. d) Show-
ing old customers new uses.

2. Secondary Selling: a) Forcing distribution. b) Help-
ing present distribution. ¢) Improving manufacturer-dealer
velations. d) Building sales-staff cooperation.

3. Institotional: a) Building brand-name prestige. b) In-
creasing consumer good will. ¢) Improving employee morale.
d) Impressing stockholders.

Next, try to look at the commercial as your viewer does.
[le doesn’t. care in the slightest that it’s costing you $30,000
a minute. Mis only interest is: What does it mean i my
life? To page 25

TELEVISION MAGAZINE <+ SEPTEMBER 1956
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Advertisement

T. V. spot editor

A column sponsored by one of the leading film producers in television

SARRA

NEW YORK: 200 EAST 56th STREET
CHICAGO: 16 EAST ONTARIO STREET

This “pitch" to the youngsters, for Armour Star Franks, opens like a real gun shootin' Horse
Opera and features an expertly cast group of "young cowboys.”" Human interest shots, showing
"the gang" roasting hot dogs over a campfire, pack plenty of sales appeal into one minute.
Shown too are the "Wild West" posters of famous outlaws offered with each package of
franks. The name Armour is tied in so effectively that no youngster can forget it. Produced
by SARRA for ARMOUR AND COMPANY, through TATHAM-LAIRD, INC.

SARRA, Inc.
New York: 200 East 56th Street
Chicago: 16 East Ontario Street

This spot, one in a continuing series for 7-Up, proves that high key photography can reproduce
perfectly on TV screens—does sell effectively! A cool commercial, set to hot music, is timed
for summer selling, with close-ups that establish strong product identification and present an
appetizing 7-Up float that almost comes off the screen! Skillful photography from a full
range of camera angles takes full advantage of the expertly cast family group. Produced by

SARRA for THE SEVEN-UP COMPANY through J. WALTER THOMPSON COMPANY.

SARRA, Inc.
New York: 200 East 56th Street
Chicago: 16 East Ontario Street

In this pleasant and relaxed series of commercials, just completed for Tareyton Filter Tip
Cigarettes, SARRA establishes powerful brand identity! Animated captions, a lilting melody and
sharply contrasting tones provide a lively background for stop motion photography. Individual
cigarettes parade into packs, packs slip into cartons and cartons pile one on top of another
for strong product identification and sales appeal. Created by SARRA for the AMERICAN
TOBACCO COMPANY, through the M. H. HACKETT COMPANY.

SARRA, Inec.
New York: 200 East 56th Street
Chicago: 16 East Ontario Street

VIDE-O-RIGINAL is a quality-controlled motion picture duplicate made in SARRA's own photo-
graphic laboratory. It is the "pay-off" print for your TV commercial investment and it assures
that all the sparkle and clarity of a SARRA original will be faithfully reproduced on the
TV viewer's home screen.

SARRA, Inc.
New York: 200 East 56th Street
Chicago: 16 Eost Ontario Street

www americanradiohistorvy com
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The Uhoobig Masket-is o of e fustis guawiug warkets

A M ERICA

The Magazine of Wall Street says “In this Valley of the Ohio history is
being written.” Fortune observes, “...the Ohio boom is still in its
infancy.” For YOU it means increased sales by using the dominant
advertising medium in this rapidly-expanding industrial heartland,

WTRLE-TV, Wheeling.

‘‘a station worth watching’’

o8

For availabilities and complete
coverage information—=Call
Hollingbery, Bob Ferpuson,

VP and General Manager,
or Needham Smith,

Sales Manager,

Cedar 2 7777.

www.americanradiohistorv.com

boom! Boom! BOOM!

The Wheeling Steel Corp., nation’s 10th largest,
announces sales (first six mo., 1956) up 21%
over same period, 1955; total, $144,000,0001
Her 15,000 employees turned out 1,120,591
tons of steel at 105.5% of rated capacity!l

316,000 watts
Equipped for network color

new importance!

sl
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McMahan From page 22 i
WCDA-B ] Abany

In other words, does your message |

personally involve the viewer? Are WAAM } Baitimore
you talking to him in his terms of :
his needs or ambitions? Is it his WBEN.TV Buffalo
family you’re talking about?

A spot may be as frivolous as .
Jell-O’s “Busy Day,” which enter- w’lRT Flint
tains and reminds of a small delight
at a small price, or it may have the WEMY-TV Greensboro
long-range propaganda objective of .
Chrysler Corporation’s ‘‘Forward WTPA Harrisburg
Look.” In either case, it must develop
the idea in terms of the viewer’s per- WDAF'TV Kansas City
sonal benefits. And it is always ideas,
not words, that make great television WHAS-TV 1 Louisville

commercials—or any form of adver-

tising. WTMJ-TV | Milwaukee

Money no guarantee .
Oddly enough, the amount of WMTw Mt. Washington

money spent on the physical produc- .

tion of the commercial is no guaran- WRVA-TV Richmond

tee of success. Many a commercial

costing $20,000 to produce (whether WSYR-TV § syracuse

film or live) has done a less success-
ful job than another c¢reated on a
$2,000 nut. But certainly too little

spent on production is hazardous. Harrin 0 Ri htel' and Pa Neaw York
The best guarantees come from the gt n, g rsons, Inc. Chicago

brain power and judgment of the The only exclusive TV national representative | San Francisco

creative team assigned: How well Atlanta

can they plot the overall advertising
job, the part television is to play,
the individual task of each commer-

cial to the total objective? E
Then once this planning job is
done, how well can they devise ap- \1//// ggf yOU FlVE
0D
!l
‘T\
|

ally write the commercials in the

indicated live or film techniques?
At $30,000 a minute, the days of
sophomoric  experimentation and
trial-and-error methods must be out-
grown. To money and courage must
be added judgment. And judgment,
in the bitter paradox that is so irri-
tating to things as young as televi-

sion, still comes from experience.
—HARRY W. MCMAHAN

propriate formats, select the creative
B Q

gambits for each topic and then actu-
_/\‘/\/%%/\_/\/”\\ /\_/
/‘ = b

o

There ts nothing remotely “fishy”
about claiming that WTAR-TV
dominates five of Virginia's

most dvnamice markets. Buy their
one and only V" Station. AH well
within WTAR-TV's “Grade A” Signal
and comprising America’s 27th Market.

It's a pretty safe bet that Harry W, s

MeMahan, now a vice president of = 7
McCann-Evrickson, boasts the longest \/
list of television-commercial credits MmN AN

in the industry. As an agency man Rere's how TELEPULSE for Nov. 1955 rates WTAR-TV's share of audi-
and, before that, as a producer, he ence in Norfolk, Portsmouth, Hzmpton, Warwick and Newport News.

has written over 3,000 commercials MORNING  AFTERNOON NIGHT
and supervised production on nearly @ WTAR-TV. . .01% WTAR-TV...84% WTAR-TV...77%
10,000. All others. . .19% Allothers. . .16% All others, . . 23%

Author of “The Television Com- p) CHANNEL
2 PTON,
NEWPORT NEWS
NUHFUlK VA

mercial,” the first book devoted ex- “
NORFOLK

clusively to this subject, McMahan
is now working on the revised edi-
tion which will be issued by the first
of next year. Also scheduled for pub-
lication at that time will he his new, | 3
“TV Production Handboolk.”

: Represented by Edward Petry &
PORISMOUTH

TELEVISION MAGAZINE « SEPTEMBER 1956
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C.
LO

LIF

ORNIA

It's drifts of filmy lace on  Tt’s $26.6 billions worth of  It's millions of lasting im-
the Empire bodice of this  planes produced last year in pressions on big-earnming,
cocktail sheath hy Dovothy  Metropolitan lLos Angeles, big-spending Southern Cali-

O’Hara of California. the U. S. aircraft capital. fornians by advertisers on

KRGA - 4 ...NBC TELEVISION IN LOS ANGELES...SOLD BY N SPOT SALES

wWww . americanradiohistorv.com
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suncheon with Linnea

Agency, client gain if buyers "go on the road"

for the Storer Broadcasting Company, was asked to join the
group for lunch one Thursday, he said he’d already made a date with
Art McCoy, radio account executive of John Blair & Company. We
thought it about time we quit limiting the field to television because
most of the people we come in contact with are concerned with both
- radio and TV and many with other media as well.

Art looks mighty happy and healthy, which is the state he finds his
radio activity in these days—and that’s as it should be.

Just the day before this luncheon I had written my column on sta-
tion-sponsored trips, and it almost seemed as though they were read-
ing my mind when the boys present started discussing travelling by
buyers under the auspices of the advertiser or advertising agency.

This continues to be an important phase of time-buying activity.
As Martin Kane, manager of timebuyving for Ogilvy, Benson and
Mather, pointed out, this does not always pay off immediately, but if a
good impression is made better relations are established between
¢ the buyer and station personnel.

Arthur Pardoll, director of broadcast media for Foote, Cone &
Belding, is very definite about the importance of establishing per-
¢ sonal relations through visiting the stations and the surrounding
© markets. In the over-all period of time it is worth while, and the
more markets and people known, the easier it is to pick up the phone
- when problems arise that need immediate answers.

When Tom Harker, vice president and national sales director

Zth in
manufacture

of leather
and
leather products

Among the television markets
foremost in the manufacture of
leather and leather products,
the Channel 8 Multi-City Mar-
ket ranks seventh, based on
production figures for Amer-

ica's top 100 counties (SALES
MANAGEMENT " 'Survey of Buying
Power '—May 10, 1956).

And it isn’t always necessary to have a problem, or want to clear wg a l - t v

i time in order to make station tours. The astute buvers work out

4 goodwill tours when time permits and the knowledge so gained can
3 be very helpful. To page 28 LANCASTER, PENNA.

NBC and CBS

Channel 8 Multi-City Market
Harrisburg Reading

York Lebanon

Hanover Pottsville

Gettysburg Hazleton

¢ Chambersburg Shamokin
; Waynesboro Mount Carmel
Frederick Bloomsburg

Westminster Lewisburg

Carlisle Lewistown

Sunbpry Lock Haven

Martinsburg Hagerstown

316,000 WATTS

STEINMAN STATION
CLAIR McCOLLOUGH, Pres.

Representative

With Miss Nelson are (l. to r.): Martin Kane, Ogilvy, Benson & Mather; the MEEKER company,
Peter Bardach, Foote, Cone & Belding; Tom Harker, Storer Broadcasting: New York
Arthur Pardoll, Foote, Cone & Belding; Arthur McCoy, John Blair & Co. Chicago

< TELEVISION MAGAZINE + SEPTEMBER 1956
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Linnea From page 27

All have run into situations where
the visiting buyer was able to sell
himself, his agency, client and pro-
gram to a point where the impression
made lasted at least long enough for
the station manager to phone a few
weeks later to advise that a time slot
would soon be vacant and the pro-
gram could get on the air. That is
always the one best answer to “Was
this trip worth while?”

Tom Harker, on the other hand,
visits key advertisers to thank them

for the business placed on Storer
stations. This has come as quite a
surprise to many of those he has
called on, because most calls by rep-
resentatives or station people in both
radio and TV are for high-pressure
selling rather than just getting ac-
quainted or following through on
business already placed.

We discussed the fact that some
agency people resent even friendly
calls on their clients. Peter Bardach,
broadcast business manager on
Rheingold, at Foote, Cone and Beld-
ing, said he thinks it is a sign of

KENTUCKY FLAIR!

Never mind the girls — the important view is
this “"bottom”™ of Kentucky Lake — the world’s
largest man-made lake, and Kentucky’s newest,
most glamorous playground!

In a State that's known for showmanship, Ken-

tuckians

look w0 WAVE-TV for the best in

television showmanship, Here’s the proof:

PROGRAMMING:

LOUISVILLE'S

WAVE-TV
CHANNEL 3

FIRST IN KENTUCKY
Affiliated with NBC

SPOT SALES

Exclusive Natlunal Representatives

COVERAGE:

Two 1956 Surveys® show  that
WAVE-TV gets audience preference!
WAVE-TV has 669% greater coverage
than the second Louisville station be-
cause of its low Channel 3, full power
and greater ower height (914" above
sca level) ! 2,437,000 people are served
by WAVL-TV in 70 mid-Kenwucky

and Southern Indiana counties!

EXPERIENCE: WAVE-TV was first on the air in

Kentucky, in 1948, Iis experienced
crews have the know-how to help vour
programs and your commercials sell!

Let NBC Spot Sales give vou all the facis!

*Metropolitan ARB, March, 1956
*ARE Louisville, Feb., 1956

28
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weakness on the part of the buyer
when such contacts are resented.

Goodwill not a "one-man" job

This, then, brought up the subject
of how many representatives feel it
is unnecessary for buyers to visit
stations, just as some buyers feel it
is unnecessary for any media repre-
sentative to visit advertisers. Such a
desire to keep all this activity a “one-
man operation” is certainly a sign of
insecurity on the part of those who
have this feeling. The business has
grown so great—and will continue to
grow—that the more active each in-
dividual can be insofar as contribut-
ing to the betterment of his eclient
(be that client a station or a prod-
uct) the greater will be the confi-
dence of all concerned in the produc-
tiveness of broadcast advertising.

Arthur Pardoll has been having
an interesting time — placing the
Rosemary Clooney film program for
Clairol and taking the entire schedule
in specific markets until such time
as another advertiser can be found
for alternating sponsorship. I'm glad
to hear there is a client who will
start off in this manner, because all
too many won't budge before the
alternate sponsor is found . . . and
that means sometimes never!

While we were talking, Tom looked
up and saw his boss, George Storer,
at a nearby table. He suggested I go
over with him to say hello, which we
did.

George Storer and his wife were
having lunch, When Tom accused
them of spying on him, Mrs. Storer
said she’d just been doing some fig-
uring and it was the first time in
almost two years that she and her
husband had been out for a quiet
lunch alone! We couldn’t help laugh-
ing a bit at this, because no one in
this business ever gets enough time
for family affairs!

A subject that never fails to come
up at these luncheons . . . the great
number of commercials between pro-
grams. Will anything ever be done
to cut this down?

A brand new subject, possibly
brought up by having Art McCoy, 8
radio man, present . . . when will
television sets have an automatic
shut-off as there are on clock radios?

After we’'d reminisced about many
things, and it was time to get to
work, Tom Harker leaned back and
said, “With all its problems, 1 can't
get over being amazed at how much
has been accomplished in television
in so short a time.”

And with all our gripes, we
couldn’t help saying “Amen” to that!

—LINNEA NELSON

SEPTEMBER 1956
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Some people will always have a warm spot in their
hearts for the circus. Like us at WCAU-TV

we started our own and called it “Big Top.” Today you
know it as the “Sealtest Big Top,” a network

show of 84 stations with a weekly audience of about

-V \' C AU means 10,500,000. That kind of success story can be

PHILADELPHIA yours at the local level. Because the same WCAU-TV

programming talent that created ‘“Big Top”
and made 1t one of the highest rated network daytime

S h me a n S h 1 p shows is yours to command, too. So when you

think of showmanship, think of WCAU.

WCAU, WCAU-TYV The Philadelphia Bulletin Radio
and TV stations. Represented nationally by CBS Spot Sales.
By far Philadelphia’s most popular stations. Ask ARB.

Ask Pulse. Ask Philadelphians.

|
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Avery-Knodel

props and premiums

A REPORT ON
PRODUCTION, SALES, AND
PROMOTION AIDS

BY TAD REEVES

Golden opportunity to snare prospects with an unusual sales premium
—real gold nuggets panned from streams haunted by the forty-niners.
Nuggets from the famous ore mill at Sutro Tunnel are mounted in
three attractive presentations: a pick-and-pan charm with actual gold
in pan for bracelet or tie-chain, a tiny (3;”) replica of a miner’s
lunch bucket containing real gold on woven gold-tone chain bracelet
and a see-through bottle (214" long) with placer gold from the
Mother Lode floating in glycerine. Write for special prices on quantity
lots. Prompt delivery in almost any quantity.

Greenery to order. Exteriors which demand realistic shrubs and trees
tax the resources of any prop department. Ruscus—hardwearing and
looking real-—makes an excellent substitute for the genuine article.
A single-faced Ruscus hedge, including single-faced box effect (15"
overall height) costs only $3.50 per running foot.

Used against a background, the Ruscus return at both ends of the
hedge provides excellent appearance from front and end views. Double-
faced Ruscus hedge in box (15" overall height) is full-round for use
where hedging must be seen from all sides. Cost—$6.00 per running
foot. Ruscus paneling mounted on wooden frame is offered, if needed,
at $2.75 per square foot.

Where shrubbing is required, full-round, pyramid-shaped Ruscus
trees mounted in wooden tubs for quick handling and free standing
are useful. Heights available from 30-84” and 12-24" in diameter. Cost:
$18-380 each. Round-headed Ruscus trees with natural tree trunks
mounted in wooden tubs make neat, well trimmed prop trees. Heights
vary from 36” to 72" and 16” to 23" in diameter. Cost $24-$45 each.

For more formalized or imaginative settings, Espalier (56" high

G
D

ot

ol 5
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by 44" wide) is effective. Rather
than realistic Ruscus, this is made of
green leaves with coppertone edges
and maize splatter for fall trees or
shiny green muslin leaves for the
citrus variety. Each has 30 pieces of
assorted artificial fruit which may
be hung on the flat-spread tree as
needed. Complete with fancy wood
tub for standing—$29.50.

Pocket pro series makes value-
loaded self-liquidating premium with
top-notch professional tips on golf,
skiing, fishing, first aid and ballroom
dancing (by Fred Astaire) literally
at your finger tips. These compact
palm-sized instruction manuals pre-
pared by leading authorities and
“pros’” pinpoint the basics.
Available in two editions: the De
Luxe 314" x 434", with plastic spiral
binding and the Premium, 31" x
414", with standard stapled binding.
De Luxe edition costs $50 per 100 in-
cluding imprinted message on back.

Speak your piece with this novelty
premium idea—‘The Talking Box.”
Complete unit consists of a card-
board amplifying box (214" square
by 34" deep) and a plastic Talk-A-
Tape. To operate, pull fingernail
down the length of the tiny plastic
tape and the Talking Box chants a
five-syllable name or slogan. Not lim-
ited to English, tapes can be recorded
in other languages.

Costs have been kept to a minimum
on this unusual device-—only 9¢ each
in lots of 5,000. They’re cheaper in
greater quantities. Shipping charges
prepaid. A special fee of $25 is
charged for recording. For approval,
25 sample Talk-A-Tapes telling your
message are shipped airmail. The
entire area of the Talking Box is
available for imprinting.

Firm also offers stock Talk-A-Tape
greetings that require no recording
fee and which can be used effectively
in Talking Box with your imprint.

Pennants for football, sports or
variety shows! One display house
offers your choice of college pennants
for any U.S. college for $11.50 per
dozen (packed 12 to a carton). Wom-
en’s college pennants are slightly
higher—$13.20 per dozen. All are
genuine felt pennants, approximately
30” x 12”7, Special “Back To School”
or “Back To College” pennants, same
size are available, $7.20 per dozen.

Write to Props and Premiums De-
partment, TELEVISION MAGAZINE, 600
Madison Avenue, New York 22, N.Y.,
for names and addresses of suppliers
—or for help with any problem con-
cerning premiums or production aids.

TELEVISION MAGAZINE -
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WRITE US TODAY FOR e
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Louisuille’s
BEST KNOWN FIGURE

S - "'“ =

- - = T

The WHAS-TV Channel 11 figure here reminds homemakers
that “Good Living” at 10:00-10:30 am daily, answers many of
their problems. Changing attire, the versatile and always
identifiable figure appears on promotion slides at other hours for
WHAS-TV’s outstanding teen-age show, “Hi Varieties”.
Whether the setting is a kitchen or club house, viewers
know the Channel 11 figure represents quality, good-taste
programming, well produced shows suitable for the entire family.
He should remind you that for selling results, individual
and distinctive treatment, your advertising deserves the impact
of programming of character. In Louisville, WHAS-TV
programming PAYS OFF!

you participating?

VICTOR A. SHOLIS, Director

NEIL CLINE, Station Mgr.
Represented Natlonally by Harrington, Righter & Parsons
Assoclated with The Courler-Journal and Loulisville Times

www americanradiohistorvy com
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HOW THE 50 ADVERTISERS
SPENT THEIR MONEY

Analyzing expenditures since 1950 for time, space and production

dvertisers’ investments in media are distorted by

K conventional published estimates, which ignore
he large sums spent in production and programming

fail to account for the discount structure.

‘hereas print production adds relatively little to out-

vs for space, programming involves huge portions of
advertising budgets; a TV show can cost more than the
time period in which it is carried.

Nor do the usual estimates allow for volume and fre-
guency discounts, distorting the billings picture still
farther. Discounts are greater for radio and TV than
they are for other media. In TV, an advertiser’s actual
time cost might be 309 less than his gross billings.

To provide a closer approximation of what the adver-
tiser actually pays, the expenditures cited in this exclu-
sive TELEVISION MAGAZINE Special Report allow for
estimated production outlays in all media and for fre-
quency and volume discounts in network radio and TV.
(Because radio expenditures are available for only the
first seven months of 1955, these have been projected to
provide estimates for the full year.)

On this basis, 1955 was the third year in a row in
which almost half of the country’s 50 biggest advertisers
put more money into TV than into any other medium.
Since the advent of TV, the total advertising pie has
grown larger and advertisers have given TV consistently
larger slices of the pie.

Budgetary shifts no longer represent money appro-
priated to accommodate 4 new medium. The large adver-
tisers have long since done that.

This analysis reveals that the trend to TV dominance

most companies began in 1952 and 1953. By 1955,

lationships reached a point of stability. The ad-

vho put TV first with few exceptions are

itic their decision. The companies which have

main ir emphasis on print are keeping it there,
even th are funnelling more money into TV.

Analyzed here ure the budget allocations of the 50
advertisers who in 1955 had the largest total budgets for
time, space and production in pewspapers, magazines,
network radio and network TV,

These compunies are the pace setters. Their moves are
watched by all other advertisers because those with the
king-gized budgets have the research to test all the pos-
sible media combinationg and the money to use any
medium they find offective. Their patterns of spending
are, in effect, an evaluation of media power.

Unfortunately, gince data for the full year of 1955 ix
not available, spot TV expenditures eannot be added to
the total budgets. As yet, no individual estimutes ave
available on spot vadio advertisers.

34
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To give an idea of the role that spot TV plays, the
expenditures compiled by the TvB since the fourth quar-
ter of 1955 are listed on the last page of this report. How
important this hitherto-missing link can be illustrated
by the case of Sterling Drug. Its rate of spot spending in
1955 was about four times that of its network appro-
priation.

Within each industry group, there are often wide vari-
ations but general patterns are clear. Comparing these
companies in each category that ranked among the top
50 with the record of that group in previous years, these
patterns emerge:

Tobacco companies. This is the group that has consist-
ently put its biggest stack of chips on TV. In 1955, its
median share of budget going into TV was 609% (half the
companies’ shares were higher and half were lower), a
step up from the 1954 mark of 55%. With TV as their
key medium, Reynolds, Lorillard and Liggett & Myers
increased print slightly and trimmed network radio.
American Tobacco kept TV as its primary medium, but
in 1955 it reduced television’s lead over other media and
expanded its use of newspapers.

Philip Morris was the only tobacco company to stray
from TV dominance. In 1955, newspapers became its
major measured medium, knocking TV from the number
one spot it held in previous years. However, this com-
pany’s much-discussed desertion of network TV was fol-
lowed by a tremendous investment in spot. If Philip Mor-
ris’ actual dollar outlay for spot for 1955 were available,
its total video budget would surpass its newspaper in-
vestment.

Soaps and c¢leaners. The three companies whose principal
products are in this field switched to TV as their basic
medium long ago. Lever Bros., which had always been
heavy in newspapers, was the last of the trio to make
TV king. Although newspapers are still the number two
medium for this group, newspapers got less of the soap
companies’ money in 1955, as did radio.

Automobiles. For the first time, TV’s median share
caught up with that of magazines, but still lagged be-
hind newspapers. Ford and General Motors increased
their total advertising outlays tremendously, keeping
network TV’s percentage at 1954 levels. (Both companies
used a great deal of TV spot.)

Chrysler, Studebaker-Packard and American Motors
put move chips behind TV in 1955 than they had in H.le
past. One or both of the print media were trimmed in
each case.

TELEVISION MAGAZINE SPECIAL REPORT #I
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Food. Advertising’s biggest customer, the food group,
was represented in the Big 50 by 14 companies. As a
group, they have had TV as their basic medium since
1953. Newspapers have gradually assumed the number
two position, formerly occupied by magazines. Nine of
the food processors hiked their TV outlays considerably
during 1955. Borden’s shift was most notable. In one
year, TV’s portion jumped from 369 to 56%; news-
papers’ share was cut in half.

On the other hand, Campbeil Soup and National Dairy
trimmed their TV sails while Coca Cola, Quaker Oats
and Nestle kept their TV shares at 1954 levels.

Drugs and toiletries. Of all the categories studied, this
is the one that clings most closely to network radio. Even
so, AM’s share of these budgets dropped in 1955. TV,
newspapers and magazines went up.

Appliances. The three appliance makers in the 1955
Big 50 followed divergent patterns. Magazines were the
primary medium for General Electric and RCA. GE cut
back TV’s share and boosted newspapers. RCA trimmed
broadcast media, raised print. Westinghouse increased its
emphasis on TV, its primary medium since 1951.

How expenditures were compiled

Estimated production costs for each of the four meas-
ured media were added to the gross newspaper billings
provided by Media Records and to the gross magazine
(general and farm publications), network radio and net-
work TV billings from Publishers Information Bureau
(In 1955, PIB published radio billings only for the first
seven months. These have been projected to provide an
estimate for the full year.) To the gross billings in each
medium were applied the production-cost factors devel-
oped by the McCann-Erickson Central Research Depart-
ment for its continuing index of advertising expenditures.

To newspaper gross figures, 6.99% was added for pro-
duction. To magazine gross figures, 11.5% was added.

For broadcast media, production factors were added
to met time costs. On radio, 649% of the gross was taken
as the net, to allow for frequency and volume discounts.
For 1950-53, 57.5% was added for production. For 1954,
the factor was 459 and for 1955, 409%.

On television, for 1950-52, 759 of gross was taken as
net; for 1953-55, 77% of the gross was applied. To these
net figures, 42.8% was added for production in 1950,
86.29% in 1951, 87.19% for 1953, 75% for 1954-55.

TIME, SPACE AND PRODUCTION OR PROGRAM EXPENDITURES

Share of budget going into each medium and estimated dollar total

NOTE: These figures are based on time and space billings
which have been adjusted to allow for production costs
in all media and for discounts in radio and TV. These

Network News- Maga- Netweork 4-Media
TV papers zines Radio Dollar
Share Share Share Share Total
1. General Motors
1955 |6°/° 55%, 24%, 5%3 $120,976,000
1954 17 50 29 4 80,289,000
1953 16 50 30 4 69,865,000
1952 16 49 32 3 44,081,000
1951 b 63 29 2 40,533,000
1950 5 62 32 | 47,364,000
2. Procter & Gamble
1955 64 I2 |2 12 $ 70,939,000
1954 55 13 12 20 58,437,000
1953 41 6 I5 28 52,186,000
1952 37 16 I5 32 53,313,000
1951 20 29 15 36 52,881,000
1950 3 29 15 53 36,336,000
3. Chrysler
1955 38 42 17 3 $ 60,946,000
1954 34 37 24 5 34,333,000
1953 15 52 30 3 29,712,000
1952 10 58 27 5 21,552,000
1951 8 65 23 4 22,353,000
1950 5 68 23 4 21,622,000

'TELEVISION MAGAZINE SPECIAL REPORT #1

are estimates based on the best data available. They
may vary considerably from actual expenditures. See
note on method above.

Network News- Maga- Network 4-Media
TV papers zines Radio Dollar
Share Share Share Share Total
4. Ford Motors
1955 229, 599%  18% 19 $ 53,549,000
1954 22 52 24 2 36,707,000
1953 19 59 21 I 33,082,000
1952 |19 51 29 | 22,683,000
[951 22 59 19 — 19,505,000
1950 |17 57 23 3 25,441,000
5. Colgate-Paimolive
1955 59 23 [0 8 $ 42,978,000
1954 48 30 i I 39,343,000
1953 40 32 |4 14 40,264,000
1952 33 33 6 13 34,455,000
1951 23 42 7 I8 27,394,000
1950 9 49 2| 21 19,550,000
6. General Foods
1955 44 22 31 3 $ 42432,000
1954 35 27 30 8 37,360,000
1953 27 27 26 20 34,481 .C
1952 31 26 23 20 32,89
1951 25 27 25 23
1950 9 27 34 30

www.americanradiohistorv.com
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Network News- Maga- Network  4-Media
TV papers zines Radio Dollar
Share Share. Share Share Total
7. Gillette
1955 69% 7% 9% |5°/° $ 30,667,000
1954 63 0 6 21 24,667,000
1953 51 14 4 31 18,948,000
1952 37 21 IC 32 13,927,000
1G51 28 |G I3 40 9,777,000
1950 21 |5 16 48 8.67[,_000
8. General Electric
1955 33 26, 4| — $ 30,790,000
1954 38 16 43 3 24,976,000
1953 31 17 45 7 21,881,000
1952 23 23 52 2 17,345,000
1951 I5 31 53 | 20,656,000
1950 9 29 6l -1 15,409,000
9. American Tobacco
1955 55 18 21 6 $ 26,203,000
1954 59 |3 2| 7 21,494,000
1953 47 20 22 L 22,485,000
1952 46 17 23 14 [ 7,846,000
1951 28 21 27 24 14,739,000
1950 16 17 33 34 12,784,000
10. Lever Brothers
1955 49 32 7 12 $ 25,926,000
1954 4| 30 |2 17 23,999,000
1953 28 40 |4 18 28,491,000
1952 30 44 6 20 30,978,000
1951 15 49 9 27 25,339,000
1950 b 48 I3 33 21,692,000
11. Reynolds Tobacco
1955 67 16 14 3 $ 24,725,000
1954 b6 14 I3 7 24,019,000
1953 56 |7 I3 14 23,568,000
1952 50 17 16 17 20,904,000
1951 40 23 |18 19 17,345,000
1950 21 36 18 25 16,190,000
12, General Mills
1955 54 I8 18 0 $ 23,558,000
1954 49 16 19 16 21,111,000
1953 42 |12 22 24 19,214,000
1952 29 22 16 33 19,358,000
1951 |7 23 16 44 15,521,000
1950 7 24 16 53 15311,000
13. American Home Products
1955 61 13 12 14 $ 20,523,000
1954 51 12 I5 22 14,677,000
1953 38 0 15 37 12,097,000
1952 27 19 13 4| i 1,134,000
1951 7 27 13 53 I 1,154,000
1950 2 30 15 53 10,120,000
14. National Dairy Products
1955 4] 27 7 15 $ 19,353,000
1954 51 23 2| 5 15,567,000
1953 41 30 22 7 13,509,000
1952 36 25 26 3 11,411,000
1951 23 27 35 14 12,644,000
1950 28 32 24 ) 10,029,000
36

Netwérk 'News-
v papers
Share Share
15. Distillers-Seagram
1955 —% 559,
1954 - 59
1953 —— 58
1952 ~| 58
1951 =| 56
1950 | 55
16. Liggett & Myers
1955 64 bl
1954 47 22
1953 52 12
1952 45 6
1951 37 2
1950 22 4
17. Bristol-Myers
1955 45 |7
1954 39 10
1953 33 29
1952 24 27
1951 18 18
1950 |4 22
18. Campbell Soup
1955 35 17
1954 44 12
1953 37 i3
1952 19 12
1951 7/ 10
1950 3 6
19. Lorillard
1955 60 5
1954 55 8
1953 48 ‘|5.
1952 50 7
1951 46 ¥
1950 3 14
20. Pillsbury Milis
1955 55 I3
1954 54 i0
1953 48 8
1952 32 |12
1951 8 23
1950 3 24
21. National Distillers Products
1955 — 55
954 —_ 57
1953 —_ 6l
1952 — 56
1951 I 60
1950 - 57
22, Swift & Co.
1955 4| 26
1954 32 26
1953 9 31
1952 5 29
1951 8 21
1950 I 29

— - —
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Maga- Network
Radio
Share Share

4-Media
Dollar
Total

45%
41
42
4|
43
44

4
16
P
22
k9
24

27
36
32
29
38
4

48
40
33
36
35
34

20
|8
I8
16
22
37

19
7
22
28
25
33

45
43
39
44
39
43

i4
19
29
33
31
38

1
5
25
27
42
53

il

15

20
26
21

I5
19
19
27
31
46

13
19
22
28

40

19
23
31
33
40
31

10,385,00

. 12,925,00

10,009.0C

19.023,00
17,852,00
17,488,00
16,757,00
15,388,00
13,362,00

15,551,00
17,603 ,0
}7,503,00
15,625,00
[3.414,00

14,960,00
9.497,0 0
8.,183,00
9.173,00
8,663,00
8,004,00

14,822,00
13,998,00
13,1850
10,957,00

1,089,0C
10.781,0€

|‘4.588\.JO
16,437,00
15,290,0(
10.479.0¢
9 245,0C
5.990,0

13,0160
9,967,0(
10,238,0(
8,651,08
8,827,0(
6,770,008

13,007,00
12,544,00
11,193,0
8,780,0C
11,257,0d
7,728,008

12,276,00
I,183,0€

8,855,0
9',\973EQ
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P"TSIX-YEAR BUDGET TREND BY PRODUCI GROUP

Exclusive—Oniy Published Estimates .including Program and Production Expenditures As Well As pace

and Time Costs, for the Companies in Each Group Which Were Among the Top 50 for Each Year
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Network News-

TV
Share

4-Media

23, Studebaker-Packard*

1955
1954. 6
1953
1952
951
1950

gl ol — W

24, Goodyear

1955 26
1954. 21
1953 23
1952 2]
1951 21
1950 I5

25. Westinghouse

1955 56
1954 51
1953 -6l

1952 46
1951 39
1950 3

26. Philip Morris

1955 16
1954 54
1953 49
1952 32
195 ¢ 22
1950 il
27. Schenley
1955 —
[954. —
1953 4
1952 9
1951 8
1950 5
28. Kelloyo
1955 62
1954 56
1953 47
1952 56
195 40
950 17
29, Borden:
955 56
1954 36
1953 25
1952 2|
1951 15
1950 2

18%

Maga- Network

papers zines Radie Dollar
Share  Share Share Total
55%,  26% '% $ 11,752,000
A 200 - 7,358,000
59 33 5 9,688.000
64 35 — 7,815,000
65 29 —1 7,969,000
. 59. 35 (] 7,456,000
20 51 3 $ 14,175,000
24 52 3 10,226,000
9 55 3 9,243,000
19 54 6 9,516,000
9 63 7 6,734,000
15 70 == 4,714,000
25 I'9 - $ 110,562,000
25 24 — 9,508,000
21| I8 = 10,623,000
14 32 8 10,675,000
28 32 -l 7,306,000
51 43 3 5,091,000
50 24 0 $ 10,354,000
5 20 [ 9,168,000
28 8 I5 12,728,000
33 8 27 12,307,000
29 4 45 10,395,000
38 3 48 10,120,000
62 38 _ $ 10,284,000
64 36 — 0,245,000
bl 35 — /1,954,000
56 35 — 12,108,000
52 33 7 13,433,000
54 36 5 | 1,847,000
[4 4 10 $ 10,196,000
I 16 i'7 10,349,000
24 16 $3 [0:571,000
12 b 21 8,880,000
21 17 22 8,124,000
38 37 8 5,985,000
20 24— § 10,158,000
40 24 — 7,504,000
44 30 - 6,086,000
37 42 — 4,845,000
4| 44 — 5,043,000
43 5] 3 3,935,000

*Pro-merger expendifures fcr Packard and Studebskor hava been combined.

38

Network ‘News- Maga- Network
papers
- Share

259,

20

25

27
36
43

36
50

6l
53
54
54

33
45
59
62
69
82

30

23
35
3

33

45

32
23
27
35
32
33

30
32
27
26
2 L]
I8

Share
30. RCA
1955 239,
1954 3l
1953 36
1952 38
195k 18
1950 24
31. American Motors**
1955 4]
1954 23
1953 I
1952 I5.
1951 2l
1950 I
32. Standard Brands
1955 22
1954 b7
1953 2|
1952 I3
1951 ho -
1950 |
33. Quaker Oats
1955 24
1954 32
1953 25
1952 30
|-9.5‘| 35
1950 9
34. Coca Cola
1955 44
1954 45
1953 32
1952 -—
1951 —_—
[950 I
35. Sterling
1955 210
1954 [l
[953 7
1952 6
1951 7
1950 &
36. American Tel. & Tel.
1955 —
1954 —
1953 —_
1952 —
1951 —_
11950 —

**Pro-merger expenditufes for Nash-Kelvinator and Hudson have been combineds

47%,

39
29
23
17
21

22
26
38
32
25
35

4

38

20

25
21
17

32

30

24
24
18
15

21

26
-3

44
37

R

26
22
15
13
2
16

87
88

84

82
79
73

Radie
Share Share

e S G &

5% §$ 10,128,000

10
O
12
29
112

04
5
L6
15
114.
31

10

+2{

31
31

23

<F
51

55
60

A

8
I
16
17
20
9

TELEVISION MAGAZINE SPECIAL REPORT #

o

4-Media
Dollar
Total

8,242,000
8,654,000
6,998,000
8,281,000
7,951,000

$ 9,995,000
8,505,000
I,.4183,000
8,038,000
8,941,000
8,999,000

$ 9,370,000
8,931,000
10,302.000
7,425,0008
7,430,000
5,933,000

$ 9,352,000
9,968 000
9,471,000
8,886,000
8,534,000
8,414,000

$ 9,236,000
7.175,000
7,331,000
5,122,000
4,950,000

5,806,000

$ 9,141,000

9.326,000
11,680,000
12,028,000
12,070,000
12,208,000

$ 9,022,000

6979,000
5,246,000
4,981,000
4,384,000
4,619,000
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$

Network News- Maga- Network 4-Media Share Share Share Share
LA ) papers zines Radio Dollar Network News-  Maga- Network
Share Share Share Share Total v papers zines Radio
7. Armour 44, Johnson & Johnson
1955 24“‘/;> 4] % | 9% | 6% 8,966,000 1955 21 °/:, 26‘%> 539%, —%
1954 23 36 32 9 7,179,000 1954 5 17 78 —
1953 16 32 37 15 6,630,000 1953 11 21 68 —_
1952 6 32 4| 21 6,458,000 1952 17 19 64 —
1951 9 38 25 28 6,304,000 1951 2 16 82 —_
- 1950 6 44 32 I8 5,250,000 1950 — 23 77 e
B. Carnation ) 45. International Cellucotton
1955 2‘8 21 32 19 8,450,000 1955 18 32 50 —_
1954 26 29 16 29 6,027,000 1954 I 31 51 7
1953 33 32 21 14 3,937,000 1953 16 36 36 12
1952 28 31 26 15 3,371,000 1952 —— 51 49 —_
1951 18 32 9 4| 3,307,000 1951 —_ 30 70 —
i950 4 34 Il 51 2,861,000 1950 — 35 65 —
39. National Biscuit 46. Eastman Kodak
1955 42 47 6 5 8,074,000 1955 4] 17 42 —
1654 26 47 16 ] 5,387,000 1954 —_ 34 b6 —
1953 6 35 31 28 4,536,000 1953 o 22 78 —
1952 14 22 3| 33 4,526,000 1952 —_ I8 82 —
1951 9 22 30 30 5,059,000 1951 — 7 93 —
1950 — 30 27 43 5,088,000 1950 — 17 83 —
. DuPont 47. Gulf
1955 I3 14 73 — 8,033,000 1955 48 44 7 |
1954 15 14 71 — 6,496,000 1954 47 45 8 —
I.953 _I3 I3 71 3 5,312,000 1953 54 22 15 9
1952 4 25 58 13, 5,163,000 1952 39 10 16 35
1951 | 23 54 22 3.276.000 1951 34 23 19 24
1950 — 13 68 19 3,953,000 1950 17 19 19 45
1. Texas Co. 48. Hiram Walker, Gooderham, Worts
1955 31 16 34 19 7,674,000 1955 —_ 53 47 —_
1954 10 35 43 12 6,725,000 1954 — 48 52 —
1953 24 15 55 b 5,116,000 1953 —_ 46 54 —_
1952 39 i 54 6 5,706,000 1952 — 47 53 —
1951 40 | 52 7 4,062,000 1951 —- 39 6l —
1950 5 3 79 13 2,287,000 1950 —_ 43 57 —
. S. C. Johnson 49. Schlitz
1955 | b4 13 23 — 7,427,000 1955 61 15 24 —
1954 44 214 |4 21 8,249,000 1954 50 26 24 _—
1953 45 13 |4 28 7,513,000 1953 44 25 31 —
1952 32 18 12 38 5,584,000 1952 43 14 34 9
1951 13 44 42 -1 3,749,000 1951 51 4 29 16
1950 6 49 31 14 2,814,000 1950 9 6 58 27
. Nestle 50. Shell Oil
1955 32 40 27 i 7,367,000 1955 — b6 34 —
1954 32 42 24 2 6,020,000 1954 — 70 30 —
1953 24 53 16 7 4,955,000 1953 — 72 28 —
1952 8 61 31 — 2,630,000 1952 — 44 56 —
1951 —_ 6l 39 — 1,560,000 1951 — 56 44 ==
1950 5 48 47 — 1,385,000 1950 — 76 24 =

i
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Total
4-Media
Dollar

7,159,000
5,575,000
4,774,000
4,201,000
4,205,000
4,116,000

6,858,000
5,568,000
5,598,000
3,915,000
3,022,000
3,081,000

6,723,000
5,306,000
4,453,000
2,827,000
2,203,000
2,420,000

6,054,000
4,844,000
3,314,000
3,373,000
2,577,000
2,298,000

5,592,000
4,080,000
3,784,000
3,808,000
4,567,000
4,249,000

5,018,000
4,930,000
4,564,000
4,476,000
3,973,000
2,640,000

3,921,000
2,671,000
2,856,000
|40

¢ /2,000
1,867,000

9
7
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HOW THE
BIG 50
USE SPOT

Rank in

40

Tota

a0

39.
40.
41.
42.
43.
44,
45.
46.
47.
48.
49.
50.

Measured Media 1955
| 4th Quarter
. General Motors $1,423,700
Procter & Gamble 4,064,600
Chrysler 558,100
Ford Motors 1,746,800
Colgate Palmolive 1,231,000
. General Foods 2,004,000
. Gillette *
. General Electric 182,500
. American Tobacco *
. Lever Brothers 394,100
. Reynolds Tobacco 550,100
. General Mills 349,800
. American Home Products 254,600
. National Dairy Products ¥
. Distiliers-Seagram e
. Liggett & Myers 902,100
. Bristol-Myers 252,300
. Campbell Soup 763,100
. Lorillard 260,900
. Pillsbury Mills 306,100
. National Distillers
. Swift & Co. *
. Studebaker-Packard »
. Goodyear
. Westinghouse .
. Philip Morris 1,175,700
. Schenley -
. Kellogg 1,199,300
. Borden 286,200
. RCA 323,300
. American Motors =
. Standard Brands 265,100
Quaker Oats *
:a Cola 835,300
ling 1,893,000
an Tel. & Tel. _
289,500
183,500
. uit 1,158,500
DuPont 356,700
Texas Ce
S. C. Johnson *
Nestle 961,600
Johnson & Johnson 454,600
International Cellucotton .
Eastman Kodak %
Gulf .
Hiram Walker, Gooderham, Worts =
Schiitz 122,200
Shell Oil 454,800

TvB-Rorabaugh reports on individual company expendi-
tures in spot TV were originated with the fourth quarter
of 1955. Therefore it has not been possible to include
spot TV in estimates of total expenditures. To indicate
the important role that spot TV played in the budgets of
the top 50 advertisers, listed here are their expenditures
in the medium from October, 1955 to June, 1956. An
asterisk (*) indicates that a company used spot TV but
did not rank among the 200 biggest users for which TvB
published dollar expenditures.

1956 1956
Ist Quarter 2nd Quarter
$1,264,200 $1,170,700
5,782,800 6,541,000
481,700 414,600
985,100 762,400
1,583,100 2,115,700
2,053,800 2,978,200
* 459,300
124,700 146,900
* 133,600
471,000 1,263,900
487,800 558,700
217,500 122,100
313,800 x
140,700 376,800
1,122,900 1,237,400
384,800 175,300
495,600 380,500
229,500 460,600
158,300 ¥
L *
100,000 317,700
- 387,100
* *
* *
1,542,200 1,833,100
. *
1,780,000 1,139,600
573,600 545,200
344,000 471,700
x® *
285,600 673,100
L 147,700
654,800 1,215,400
2,252,800 2,138,500
1,143,300 976,700
340,500 257,900
258,800 301,300
1,478,400 1,735,900
117,000 470,100
= *
— 125,300
542,400 524,000
- *
184,100 372,900
* *
* *
110,500 168,400
324,600 403,200

Reprints of Television Magazine Speeial Report No. 1 are available at 25¢ each

TELEVISION MAGAZINE SPECIAL REPORT #l
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75Q A TV Station Is Measured By ...

(oY%

NoW NOW
‘ " 0O

WHO wpeN

...I TS EXPERIENCE!

In straight calendar terms, WSM-TV has a margin
of more than three years TV expertence over either
of the other stations in this market. That's how long
WSM-TV was the only station serving this area, and
learning in the process what this audience wants and
what it takes to sell them.

But WSM-TV’'s experience goes deeper. As an
extension of one of the country's biggest and most
successful radio operations, WSM-TV's experience
can, in several important respects, be projected over
the past 30 years.

On the WSM — WSM-TYV joint payroll are the
skilled technicians, executives, planners, writers,
producers, and talent staff of more than 200 nation-

WOM-TV

ally famous stars who have carned for WSM
numerous awards, plus such accolades as “top music
station in the nation” and “showcase of American
folk music” in more than 25 top national magazines,
including American Magazine, Billboard, Collier’s,
Coronet, Farm and Ranch, Good Housckeeping,
LLook, Nation's Business, New York Times Magazine,
Newsweek, Pathfinder, Redbook, Saturday Evening
Poust, Time, Town Journal, Variety, and Wall Strect
Journal.

Our point is this: the WSM success formula, still
going strong after 30 years, has been neatly extended
(by the very people who devised it) to WSM-TV —
making it the recognized TV leader in this market.

Channel 4 Nashville, Tennessee
NBC-TV Affiliate
Clearly Nashville’s #1 TV Station

IRVING WAUGH, Commercial Manager
EODWARD PETRY & CO., National Advertising Represenfafives

WSM-TV’s sister station ~ Clear Channel 50,000-walt WSM Radio ~ is the only single medium that covers completely the rich Ceniral

www.americanradiohistorv.com
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“The National Broadcasting Company will not soon forget
the conventions; within the trade at least it emerged as the
major winner. The factor of novelty helped NBC; in its two
anchor men, Chet Huntley and David Brinkley, it had
comparatively new faces on the national scene. As person-
alities they clicked . . .

“First with Mr. Brinkley and then with Mr. Huntley
the NBC network injected the much-needed note of humor
in commentary. Pompousness in commentary on TV has
been a problem for a very long time; NBC moved away

from it and reaped the benefits.” JACK GOULD,
The New York Times—Sunday, August 26, 1956

“...NBC has equalled and sometimes surpassed the punch
and footwork of the better-knowns. This is chiefly thanks
to the triumvirate of Chet Huntley, David Brinkley, and
Bill Henry, whom NBC has kept locked in the smokehouse
long enough. Any one of them could handle a daily network
news program. Brinkley, the least experienced, is the

‘discovery’ of the convention ...” CHARLES MERCER,
Associated Press—Friday, August 17, 1956

“NBC's able Chet Huntley and young (36) deadpan David
Brinkley ... this year teamed up for the first time to add
zest and drollery — a rare convention commodity — to the

otherwise dull goings-on.” TIME —August 27, 1956

“A few bright spots of the TV coverage: ... NBC reporter

David Brinkley’s wry and terse comments . . .""NEWSWEEK
— August 27, 1956

“ ..this year NBC’s Chet Huntley and especially David

Brinkley, with his dry wit, figure to emerge with new

prestige.” VARIETY—August 22, 1956

“ __ NBC-TV's coverage of the convention immeasurably

1

superior, so far, to that of the other two networks . . ?

BURTON RASCOE,
Syndicated Colwmnist—Thursday, August 23, 1956

DAVID BRINKLEY, CHET HUNTLEY, AND THE ENTIRE
NBC TEAM OF TOP NEWSMEN WILL BE TOGETHER
AGAIN IN NOVEMBER WHEN THE CAMERAS FOCUS
THE NATIONAL ELECTION. ON

28 TELEVISION

a servicé of @
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Kenyon & Eckhardt's president maintains:

TELEVISION

MAGAZINE

. “THE NETWORKS
MUST CONTROL

Y WILLIAM B. LEWIS

resident, Kenyon & Eckhardt, Inc.

dvertisers and agencies have a

direct stake in the current rash
of Congressional investigations of
ur networks. A number of proposals
for legislation may develop from
hem that could affect the structure
of the television industry in a very
sic way. Obviously, any far-reach-
ing changes in the medium must
ave immediate and possibly serious
onsequences for those of us who are
ither clients or their representa-
ives. With a $40,000,000 investment
or our own clients in the broadcast
edia, the bulk.of it in network tele-
ision, we are naturally very much
oncerned with any action that may
ffect the network structure.

For this reason, we believe it is
ime for a long, sober look at the
uestion of the role of networks and
ur relations with them. Before we
ash off to air a momentary griev-
nce to a Congressional committee,
et’s see where our true interests lie,

illiam B. Lewis began at J. Walter
hompson, was CBS program direc-
or, served with OWI. He ran K&E's
adio-TV section, became president
f the agency in 1951.

|'I'ELEVISION MAGAZINE « SEPTEMBER 1956

and what the alternatives to the
present system might be.

Speaking as a former network and
present agency man, I maintain:
1—The vitality of the television me-
dium is due largely to the network
structure as we know it and for the
most part to the activity of the net-
works themselves.
2—The present network-station ve-
lationship based on option time must
be preserved if the needs of national
advertisers are to be met adequately.
3—The networks must continue to
control programming, as well as to
produce their share of it.

Why congressmen should be so
bent on investigating the networks—
and so often—baflles me. Is it be-
cause of the glamor television shares
with all show business and the great
success the networks have had that
they have become the natural targets
for criticism and attack?

Call up a network executive these
days to transact some important
business and the chances are good
vou won't find him in. He's either
testifying before a Congressional
committee or preparing to do so.

It's time the networks were al-

www.americanradiohistorv.com

PROGRAMMING”

Advertisers and agencies have a stake

in current investigations

lowed to get back to serving the pub-
lic—which is their government-im-
posed purpose. We know how the
dayv-to-duy operations of our com-
pany would sufler if our top execu-
tives were always out of the othice
and unavailable for decisions.

As we read the reports of the
various hearings we are disturbed by
the thought that Congress appears
to be engaged in a campaign to save
a number of special minority inter-
ests. The simple fact is that in all
the charges there is one interest
which is neglected completely, and
that is the public, whose interest,
convenience and necessity television
is supposed to serve in the first place.
We haven’t heard the public cryving
for Congressional action against the
networks.

If Congress really wishes to serve
the nation, it should turn i1ts atten-
tion to the FCC and determine why
that body seems unable to allocate
more stations. This, rather than any
dark ‘‘network monopoly,” is t
heart of the problem. With mo:
tions, we could strengthen |
network (ABC) and e


www.americanradiohistory.com

T

Storyboard. roug

for one of the War,
commercials don
by Foote, Cone & Beldin

MONTGOMERY WARD
EXPANDS TO 70 MARKETS

Successful testing encouraged this retailing giant to expand its TV use

ard’s television advertising started in experi-

mental form in September, 1954 in a limited
number of markets. Since then, the results have been
so satisfactory that Ward’s use of TV has expanded
each year.

In the Fall of 1955, three promotions were under-
taken in 45 markets. In the Spring of 1956, Ward really
started to move into TV with a heavy spot schedule of
12 promotions in 70 markets.

That is how Ward's television coordinator, D. L.
Glasell, describes the company’s decision to move from
the testing stage to steady use of TV advertising.

He reports that an additional twelve promotions have
been scheduled for this Fall “and an increased number
of promotions is expected for Spring.”

As in the case of Sears Roebuck, whose TV approach
was described in the June issue of TELEVISION MAGAZINE,
the significance of Montgomery Ward’s move into TV
stems from the thesis that for these great retailing
organizations, advertising must pay off in goods moved
across the counter.

Thus, the fact that such companies are definitely com-
nitted to use of a medium far outweighs in importance
any isolated cases of a few dozen blouses sold by a store
here and there.

The hackbone of Ward’s campaign has been spots, usu-
ally a minute in length, plugging one specific item and
heing repeated throughout one week in each of the 70
markety used.

Items offered in the promotions till now have varied
widely in type and price broadloom carpeting, two-
for-$9.00 dresses, aulomatic washers, power mowers,
Simmons mattresses, small appliances, living room fur-
niture, house paint, men’s sport shirts and slacks, large-
appliance coupon offer, tires; plus an institutional cam-
paign on home improvement.,

Ward tries to comhine the advantages of centraliza-
tion when it eomes to production of commercials with
the flexibility of decentyalization in buying time.

The retail-sales promotion department in Chicago both

uperviges and handles seript and production for the film

46
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commercials which are distributed for the national pro- i'
motions. Some of the larger stores, as in Chicago, Den- |
ver and Oakland, often create their own commercials
for use in added local campaigns.
The national commercials are straight-forward, objec-
tive, strong-sell film presentations, often elaborately pro-=
duced. Most are a minute in length. For the current cam-
paign, 20-second ‘“lifts” are being prepared “to obtain
better time at the peak viewing periods.” |
Ags television coordinator Glasell explains to the partici- *
pating stores: “The 20-second spot will still be able to
carry most of the impact and identification of the pro-!
motion to make its use effective and worthwhile.”
“Guidance on script and media use is part of the serv-
ice offered branch stores by the national TV office in
To page 93

Y

e s e — =

TYPICAL SCHEDULE: MAPLE-FURNITURE SPOTS
JULY 26-30, 1956, SAN FRANCISCO

ON STATION KPIX

Date Time Participation
Monday, July 23 1:30-3:00 p.m. Del Courtney
Tuesday, July 24 1:30-3:00 p.m. Del Courtney
Wednesday, July 25 7:00-8:30 a.m. Panorama Pacific
Wednesday, July 25 1:30-3:00 p.m. Del Courtney
Thursday, July 26 8:30-9:00 a.m. This Morning
Friday, July 27 1:30-3:00 p.m. Del Courtney
Friday, July 27 6:00 p.m. Preceding News
Saturday, July 28 5:00-6:00 p.m. Courtney Showcase
Monday, July 30 8:30-9:00 a.m. This Morning
Monday, July 30 1:30-3:00 p.m. De! Courtney

ON STATION KOVR

Date Time Participation

Monday, July 23 7:30 p.m. Break preceding Boxing
Tuescday, July 24 10:00-10:30 p.m. Heart of the City
Wednesday, July 25 10:00-10:30 p.m. Heart of the City
Thursday, July 26 6:30-7:30 p.m. In Early Show

Friday, July 27 7:30 p.m. Break

Friday, July 27 10:00-10:30 p.m. Follow That Man
Monday, July 30 7:30-8:30 p.m. Boxing

TELEVISION MAGAZINE + SEPTEMBER 1956
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KETAIL SToRES

LOGO ANIMATES UNTIL "™§ARD'S™ PORTION Anneuncer (V.0.): Big
WARD OPENING LOGO. IS FULL SCREEN. LETTERING "RETAIL paint sale Ef_llontgom(
STORES" POPS ON UNDER "WARD'S." Wardl

DISSOLVE TO ANNOUNCER ON CAMERA Announcer (on camera): DOLLY TO ANNOUNCER. HE HOLDS Here's Ward's Super H¢
BEHIND COUNTER OF PAINT SECTION Save on Ward's [inest UP CAN OF SUPER HOUSE PAINT. Paint -- self-cleaning
SET. CANS OF OUTSIDE PAINT ONLY outside paints. long-lasting.

ON SHELVES AND COUNTER.

=) NOW AT YAIR NEAREST

N
| Cevpainable

x NATEANAL ron
REANOS ——

$?ég $4, 38 RETay  STeE

CUT TO CU CAN MARKED "COMPARABLE Comparable brands cost DISSOLVE TO WARD CLOSING LOGU ve now at Ward's|
NATIONAL BRANDS" WITH "$6.95" 8§6.95. Ward's Super is only

BELOW. CAN OF WARD'S SUPER HOUSE $4.38 a gallon in S-gallon

PAINT IN RIGHT HALF OF SCREEN cans.

i) WITH "4l .38" RE1LOW. www americanradiohistorv com
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. Men in Marlboro
commercials look
“regular and rugged,”’
speak simply

REALISM -

'NEW TRENDINCOMMERCIALS

W Burnett's "Slice of Life" approach has produced outstanding campaigns

f, as David Ogilvy says, “The consumer is not a moron
I —she’s your wife!”—then a lot of wives, and a lot
nf other people, should respond to an unexpectedly real-
istic TV commercial, devoid of bunk and done with skill
and persuasion.

Just a few months ago a big agency ran a house
advertisement reporting that the average American
housewife was exposed to something like 62 TV com-
mercials every day. With that kind of competition how

Jican you make your commercials run a better chance
of being not only seen, but believed and enjoyed and
acted on? That is the challenge the TV copywriter faces
these days.

A television writer today, however, starts with one
important advantage. Creative habit patterns have not
been frozen for TV-—yet. You don’t have to undo as
much as you must in other media.

The print ad and the radio commercial really have
o reach out and break the stereotypes to get the prospect
.0 stop, look and listen. Not quite so with television—
vet. The viewer still has to make at least a little effort
w0t to be exposed to your message.

Obviously, no one in.his right mind would minimize
‘he importance of flagging and holding the viewer's
ittention, but in the present stage of the art this need
1ot be the crucial consideration.

Far more basic is the philosophy of advertising that
inderlies the commercial, the conception of what it is
hat actually does the selling on the TV screen.

The philosophy on which many of our agency’s com-

JeWitt: O’Kieffe first worked with Leo Burnett 30 years
190 as a copywriter in an Indianapolis agency, joined him
n founding the Burnett agency in 1935.

| /
{ELEVISION MAGAZINE < SEPTEMBER 1956

'-BY DeWITT O'KIEFFE, v.p., TV film commercials, Leo Burnett Co., Inc.

mercials are built represents, in our opinion, one of the
upcoming trends of the next few years. We call it the
“Slice of Life” approach. It starts from the principle
that realism. rather than exaggeration, tricks, spectacu-
lar effects or stylized animation is what really sells in
advertising.

Realism means portrayving people as they really are,
having them look as they really look, act as they really
act, and most important, talk as they really talk.

Our Marlboro men, for example, say their lines, they
don’t deliver them. They act like human beings, not like
actors. They're seen doing something a lot of other men
do, like working on a car or cleaning a gun, and they
talk the way real men talk when they’re doing the things
the Marlboro men are doing. These Marlboro men look,
we think, pretty Real, Rugged and Reguiar.

Among the dozens of hard-selling, orthodox TV com-
mercials, this low-pressure stvle calls attention to itself
just by being natural, we believe.

The growing number of tricks and gimmicks and
far-fetched claims is probuably creating a defensive atti-
tude in the public mind. People are becoming cvnical,
resistant and wary when the advertiser speaks.

It is our conviction that one of the answers to win-
ning them back is to be as disarming, honest and forth-
right as possible. Our agency’s big current job is to get
all the insincerity out of advertising.

Why should this approach be effective? There are two
primary reasons:

1. The realistic commercial is believable; even the
voungest TV viewer knows that the people he sees |
the conventional commercial are paid actors, real
rehearsed and coached in their lines. Viewers

likely to believe in the reality of real peo
situations.

www.americanradiohistorv.com
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For Kellogg’s Rice Krispies commercial, “Slice of life”
approach starts with a scene familiar to mothers—a boy
awed by the sound of a police car passing his house.

Fascinated by the sounds around him, the boy listens (above)
t

f rain. When he’s served Rice Krispies (below), he
hen o\

to hear the famous “Snap, Crackle and Pop.”

NEW TREND IN COMMERCIALS Continued
Burnett's "Slice of life" approach

2. The realistic commercial makes possible strong viewer
identification with the individuals and situations pic-
tured. Realism sells via emotion, the most powerful in-
fluence or tool available to us, rather than logical
argument.

The Marlboro commercials are based on a recognition
of the universal male desire to be ruggedly masculine
and on female admiration of the manly man. The ever-
present tattoo says to a man: “There’s a guy—a real
guy-—that’s been around. He’s a substantial citizen all
right but he’s been in some romantic places and he’s
probably done a lot of interesting things. I'm kinda that
type of guy myself—or mighta been, if I'd had the
chance!”

The tattoo says to a woman: “There’s a man I'd like
to dance with sometime.” And maybe a lot more.

There’s a lot of the Walter Mitty in everyone.

"Let the customer think he is selling himself"

Operating here is one of the basic rules of salesman-
ship: Let the customer sell himself, or think he is sell-
ing himself. What we do is simply provide the cues to
unlock an internal thought process.

In essence, we try to do three things: Show a desirable
profile, image ov suggestion of the product; put an
honest, interesting, believable setting around it; and
key talk to fit, saying only enough to start the current
flowing.

The effectiveness of the realistic commercial, we find,
depends on:

Selectivity: You have to pick very carefully in order to
say what should be said and shown in your words and
pictures. Here the selection-itself is a creative job. As
a matter of fact, this is one of the biggest disadvantages
of realism—it’s hard to produce in advertising circles.
Natural Copy: This is one of, if not the chief, strong
points of realism. The copy has to be succinct and
natural—at times, even laconic. That’s a tough word-
blend. “Slice of Life” copy has to make itself felt by
its validity—not by repetition, loudness, unusualness or
any other commercial coloring.

Favorable Sifuations: In many cases, realism might
better deal with situations already emotionally loaded in
favor of the product rather than those which just half-
way fit.

lHere is how this thinking was applied to our current
ad campaign for the Tea Council of The U.S.A. Our TV
writers had that blank piece of paper and the job of pro-
ducing a set of 20-second commercials for iced tea. The
copy problem was to induce greater frequency of use in
the home.

We knew that iced tea is cooling and refreshing—a

greal “cooler-offer.” We knew that it peps yvou up with-
out letting vou down. We knew that most people like
the taste and that most homes have tea on the pantry
shelf, We reasoned that pounding people over the head
with {acts they already know was going to induce noth-
ing bul yawns—no matier how cleverly we did it.

So we fried to visualize people sitting out there look-
ing at TV. They liked iced tea all right. They have tea

TELEVISION MAGAZINE - SEPTEMBER 1956
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uses realism to provide the cues that unlock internal thought processes

in the kitchen. What is the most natural and interesting
thing we can say to them? Probably it is something
one of them might say to the other—some simple, dis-
arming, completely natural thing.

So we simply show a man being served some iced tea
by his wife. The man likes iced tea, so after he takes a
satisfving swallow he says, “Why don’t we have iced tea
more often?” You might say that. Any of us might.

Isn’t it more convincing than having the man smile as
though he were posing for a toothpaste ad, pat the little
woman on the cheek, and bellow, “No doubt about it,
iced tea beats every other drink—hot or cold—six ways
from Sunday. And it peps a man up (arch roll of eyes
toward wife), eh, Millie?”

The man, obviously hot and tired, has expressed the
problem.

The tinkle of ice in the glass demonstrates cooling
and appetite appeal.

He asks simply, “Why don’t we have iced tea more
often?”

The wife can’t think of any good reason why not. She
answers simply, as any wife might, “I don’t know. Why
don’t we have iced tea more often?” She pours him
another glass. That is it.

As a break in the evening’s TV entertainment, we
simply interject a simple question which might be nat-
urally asked and provide an answer with which the
viewer can easily and plausibly identify himself.

Maybe millions of people will have iced tea more often.
That is the objective.

Implicit in this approach is the need to observe good
TV manners. Many commercials are out of key, con-
sidering where and how they’re going to be viewed. The
resulting mental dissonance acts strictly against the sale.

Can you imagine the Fuller Brush man coming into
your living room, going into a buck and wing and then
singing gaily: “Housewives sing through work like
thrushes when they clean with Fuller Brushes.” Or bel-
lowing slogans at his prospect the way some TV com-
mercials and ads do? We don’t think so.

We keep hearing that the power of TV is that it puts
a salesman in the living room. If this is so, vou can take
it for granted that a majority of people are going to
pick up a majority of those “TV living-room salesmen”
by the seat of the pants and the scruff of the neck and
heave them right out of there.

We can, on the other hand, use the quiet, well-man-
nered, low-voice approach. We can make our statements
believable, our demonstrations to the point and ap-
plicable to the prospect’s problems. This often makes a
commercial stand out by contrast. It is like the old
preacher’s trick of shouting until he gets to the point
he wants to make and then dropping to a whisper.

"The farther we go from life, the farther we go from sales"

There’s a powerful trend in TV commercials today to
just the reverse: to ‘“‘up-grade” everything. Unfortu-
nately, the closer we come to slick perfection, breath-
taking production, and idealized performances, the far-
ther we go from life. Maybe the farther we go from sales.
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Actually, it requires a lot more skill in writing the
copy, planning the visual and directing the whole opera-
tion of the iced-tea or the Marlboro-Men commercials
than it takes to produce dozens of the seemingly more
complex or orthodox variety.

And the TV writer of realism must be prepared to
throw away a lot of tricks and techniques that he hus
come to depend on: animation, most opticals, spectacular
effects, bizarre settings, jingles, the heavy-handed pitch
and the like.

Not that there’s anything against these techniques
per se, but they don’t seem to have a place when yvou’re
trying to make realism really real!

Our experience with this approach bears out another
basic truth about TV copywriting today. The real TV
writer must know his advertising ABC’s as thoroughly
as the good modern painter knows basic composition,
color and perspectives. Yet it is amazing how often ad-
vertising basics are overlooked in the preoccupation with
a technique.

The advertising writer must be imbued with the sense
that any selling message, whether in print or TV, must
present a problem and a solution, coupled whenever pos-
sible with a demonstration, an urgency to act, an identifi-
cation of the product and the price.

He must ask himself questions like these: “What kind
of company or product is going to sponsor this commer-
cial?” “What type of brand image should this product
have?” “How does it want to be known?” “What per-
sonality in the commercial is the most readily acceptable
in terms of the company’s past reputation?” “What at-
mosphere or mood is most consistent with the product—

To page 84

An lowan who is actually a farmer speaks to other
farmers about antibioties in a Pfizer commercial.
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BY J. J. STEWART
Director of Radio-TV, Bozell & Jacobs—Houston

P robably no form of the TV com-

mercial has created more argu-
ment than the ten-second ID. Agency
thinking tends to favor one of two
views.

People feel either that twenty sec-
onds 1s the minimum announcement
time in which a sales message can be
delivered effectively or else that the
ten-second commercial opens an en-
tirely new avenue for effective, low-
cost selling.

One fact is indisputable — the
ranks of ID users continue to ex-
pand, with individual 1D budgets
steadily growing over the past few

ears. About 12% of all spot money
goes into ID’s, TvB figures reveal.
Respongible for this upsurge is a
growing awareness that the ID offers
a numb [ unique advantages.
Among them are
Low Cost. 1 the least expensive
unit of commercial time. As a rule,
it runs at least 50% lower than the
20-second or 60-gecond announce-
ment. For efficiency it is hard to
match, since it can deliver a very
Jow-cost-per thousand. The low initiz;]
cost makes it possible to purchase
ID’s in quantity. It also makes it
feagible for the advertiser to enter
a market with a modest TV hudget
and still do an effective job.

J. J. Stewart has handled radio-TV
drives for such top Soulhwest ae-
counts ax Borden, United Gas Corp.,
Regal Beer, and Mrs. Boird's Bread.

52

Flexibility. While the current trend
is toward long-range buying, with
contracts for 52 weeks, there is fre-
quent need for the short-range cam-
paign, or for the termination of
existing TV schedules at short notice.
ID’s may be discontinued, usually,
with as little as 10 days notice.

Moreover, ID’s are generally easier
to shift than minute or 20-second
spots when more suitable availabili-
ties open up. Because they allow a
station more leeway in slotting time
than do the longer-length announce-
ments, schedules easily can be varied
according to season, day of week,
time of day or audience composition.
Mass reach. The 1D has proved to be
a highly efficient means of reaching
the mass audience, since it can
readily be placed between high-rated
programs. It is therefore an effective
vehicle for mass-appeal products like
cigarettes, packaged foods, beverages.
Impact. Because an 1D campaign can
be concentrated for maximum e¢ir-
culation and frequency, it can achieve
an unusually high impact. This is
particularly important where lagging
sales call for strong hypos, or where
special promotions are being
launched. An outstanding example of
a company that employs concentrated
two-and-three-day 1D drives for spe-
cial promotiony is General Foods, for
Instant Maxwell ITouse Coffee.

As do all advertising instruments,
the 1) possesses some limitations as
well ag advantages.

wwwW americanradiohistorv com

Certain market groups, such as
children, need specialized approaches.
Generally, full-length commercials in
westerns or kids’ shows probably pro-
duce a stronger impact on youngsters
than do ID’s.

The reason is simple. Children tend
to associate themselves with the pro-
gram personalities. This association
easily is carried over into the com-
mercial by having the hero make the
product pitch.

Even the ID’s most enthusiastic
adherents do not claim that its pene-
tration is up to that of the longer
program commercial. Furthermore,
ID’s are not easily merchandised to
dealers or consumers. Some adver-
tisers feel that only programs can
build sufficient prestige among these
groups.

Such factors must be weighed
against the ID’s ability to deliver
frequency of impressions with great
efficiency.

When should an advertiser use
ID’s ? Back in September of 1952, the
New York office of Edward Petry &
Company, Inc., published a booklet
entitled “A Quickie on Quickies,” in
which were enumerated several dis-
tinet approaches to 1D's. Just as good
now as when they were published,
they are:

1. 1D’s can be used for reminder ad-
vertising on the davs sponsored TV
programs are not telecast.

To page 82
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'TEN SECOND SELL

An agency man states the case

for ID's—their economy

and flexibility can be harnessed

for many sales jobs

ID'S OFFER LOW COST PER THOUSAND

JUTSTANDING EXAMPLES FROM A TELEVISION MAGAZINE STUDY
All ID's Are at 9 PM., Local Time, Wednesday

durce: Television Magazine

LELEVISION MAGAZINE

SEPTEMBER 1956

‘Aarket & Rating = Homes C/M
tation (Pulse, 3/55) Reached Total Cost Homes
sharlotte
VBTV 56.0 257,393 $105.00 $ A4l
sincinnati
VKRC-TY 24.5 114,160 85.00 .74
leveland
VJW-TY 27.4 298,885 150.00 .50
tetroit
VWJ.TY 17.0 235,741 160.00 .68
os Angeles
TLA 5.4 117,204 115.00 .98
lew Orleans
YDSU.TV 56.0 174317 75.00 43
hiladelphia
MTV 31.8 88,697 70.00 719
Omaha
¥YRCV-TVY 22.5 386,618 250.00 .65
ochester
YVET-TVY 28.5 79,883 50.00 .63
an Francisco
RON-TY 22.0 229,761 135.00 .59
Yinston-Salem

- 1SJS-TY 29.5 65,965 45.00 .68

ONE OUT OF EVERY EIGHT SPOT DOLLARS

ARE SPENT ON ID'S
ADVERTISERS EXPENDITURES FOR SPOT TIME

2nd quarter
Expenditure

Source: TvB-Rorabaugh

. Goldblatt Dept.

Chicago
(wk. ending May 19, 1956)

Z1D's

Advertiser

Store 65
2. Maxwell House

Instant Coffee 51
3. The Chicago

American 48
4. Meister Brau beer 45
5. Movie 44
6. Martin Service

Station 36
7. A&P 35
8. Pepsi-Cola 32
9. Du Pont 36
10. Jewel Food

Stores 20

Type Ist quarter
of buy Expenditure A
iD's $ 12,183,000 12.2%,
Announce-
ments 44,599,000 445
Participa-
tions 21,410,000 21.4
Shows 22,017,000 21.9
Total $100,209,000  100.0%,  $105,584,000

$ 12,529,000 !

Yo
1.9%

47,004,000 445

24,250,000 23.0
21,810,000 20.6

TOP 10 ID BUYERS IN TWO MARKETS

Detroit
(wk. ending April 20, 1956)

Advertiser = iD's

~N o 0

@©

100.0%,

The Detroit Free
Press

. Tip-Top baked

goods
Gold Bell Trad-
ing Stamps

. Kellogg cereais
. Whisk Detergent
. Broadcast meat
. Sweetheart

products

. Pepsi-Cola

9. Pfeiffer salad

Source: Broadcast Advertiser Reports

dressinc
Stands O

77

44

40
32
30
24

15
18
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BEHIND THE CELLER

Industry

eyes September hearings

with concern—they

could seriously affect

broadcast structure

WASHINGTON—Has the FCC been “unduly respon-
sive” to certain groups in the TV-broadecasting business?

Should there be a “code of ethics” governing the per-
sonal conduct of FCC Commissioners?

Who is really doing the “regulating,” the FCC——or
the networks?

These are among the explosive questions being ex-
plored by the Antitrust Subcommittee of the House
Judiciary Committee, headed by that tough and vigorous
Democrat from Brooklyn, Rep. Emanuel Celler. The
subcommittee will shortly pitch its tent close by Madi-
son Avenue to resume its searching look into the vitals
of the business.

In July, the subcommittee summoned CBS president
Frank Stanton and FCC Commissioner Robert E. Lee to
testify in executive session. TELEVISION MAGAZINE can
now confirm what the industry has assumed—that these
hush-hush sessions were concerned with the ‘“‘personal
activities” of Stanton and Lee in connection with the
FCC’s regulatory functions. This confirmation comes
from a committee source.

This source said: “The committee wants to know who
is being regulated and who is doing the regulating. It’s
an old story in Congress. You set up an agency to regu-
late an industry and after a while the picture gets a
little muddy—you can’t see who stands in what position.”

Some of this ground had already been covered by the
House Small Business subcommittee under Rep. Joe L.
[dvins, (D., Tenn.). His publication of Stanton’s own
notes—completely out of context—of telephone comments

made to him in 1954 by Commissioner Lee made the head-.

lines temporarily. But any real investigation of the sub-
ject is more likely to come from the Celler subcommittee,
even though it represents only one phase of a wide-
ranging inquiry.

The committee source gave this explanation of why
the Celler group chose not to make the Stanton-Leé
testimony public:

“After Stanton was heard in mid-July, the question
arose as to whether his testimony should be immediately
made public. The committee voted against this. The
feeling was that publication at that stage would be
improper, that it would only look as though the com-
mittee were picking on Dr. Stanton, or singling out just
one network, and that is not our objective. 7o next page
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COMMITTEE'S DOORS

Causing widespread industry jitters with his network probe is Rep. Emanuel Celler, chairman of House Antitrust Subcom
mittee and of its parent body, the Judiciary Committee. The Brooklyn Democrat has been in Congress since 1923.
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THE CELLER COMMITTEE Continued

"We will go into all phases of advertising on TV"

“It is now up to the committee to
decide whether Dr. Stanton’s person-
al activities are ‘standard’ |i.e., cus-
tomary| for network executives and
whether others, from other organiza-
tions, should be heard on the subject.”

Stanton is reported to have dis-

played angry resentment over the
committee’s questions. After the ini-
tial closed-door session, he had to
return to New York because of the
illness of his wife. He subsequently
came back for a second sitting be-
ause as one source reported, ‘“He
recognized the importance of the
subject matter being pursued by the
committee.” ‘

Like others directing the inquiry,
subcommittee counsel Herbert N.
Maletz sidestepped all questions
concerning the Stanton-Lee hear-
ings. However, he issued a statement
to TELEVISION MAGAZINE outlining
the overall aims of the investiga-
tion.

They state that the subcommittee
seeks to determine, among other
things:

Code of ethics for the FCC?

“Whether the FCC has been un-
duly responsive to certain groups in
the television broadcasting industry
—or to put it another way—whether
the networks have become the regu-
lators instead of the FCC,” and
“whether there should be adminis-
trative action by the Commission to
get up a code of ethics to delineate
gpecifically whether certain activities
by members of the Commission are
not proper.”

Such a “code of ethics,” it may be

ted, is not a new idea in Washing-

There is one, for example, gov-
e Civil Aeronautics Board.
st the subcommittee asked

the of the FCC to make
available personal files—dating
baeck to 19 relating to corre-
gpondence between the commission-
ers interested in televigion, radio and

communications

From the NARTBE, the subcommit-
tee requested all accounts dating
from 1950 showing when FCC mem-
bers attended annual or district
meetings, plus  amounts paid  for
items like hotels, meals, entertain-
ment.

These followed an earlier directive
to CBS and NBC to supply corre-
gpondence, memos, telephone nota-
tions on all dealings with the 1I°CC
back to 1948,

56

Last month, too, the TV networks
were ordered to supply all affiliation
and talent contracts, in line with
what appear to be the first four goals
of the subcommittee as defined in the
Maletz statement. They are to find
out:

To search for "undue concentration”

“If there is any undue concentra-
tion in the television broadcasting
industry;

“Whether there are monopolistic
practices in any phase of the in-
dustry;

“Whether the chain broadcasting
rules adopted by the FCC in 1941 are
adequate for present conditions in
television broadcasting;

“Whether the policies and activi-
ties of the Commission are geared to
insuring a competitive system of
broadcasting.”

True, some discount the Celler in-
vestigation as merely another head-
line-seeking enterprise in an election
year.

It is in something of a contest with
the Magnuson Senate Interstate
Commerce Committee to be the first
to “do something” about TV. But
many would not be surprised to find
recommendations for drastic changes
in the present TV structure issuing
from its investigations.

Counsel Maletz sees two kinds of
possible action resulting from the
inquiry: If the subcommittee uncov-
ers outright violations of the anti-
trust laws, it can recommend prose-
cution to the Justice Department. If
it finds certain practices in the in-
dustry are “squeezing out competi-
tion,” but without actually violating
laws, it will recommend legislation
to Congress to correct any such
practices.

Maletz emphasizes one important
point: ‘“The subcommittee has
reached no conclusions at this stage.
We want to get the whole competi-
tive picture.” The subcommittee ex-
pects to issue a report before the
end of the year.

Celler group battled auto men, banks

Resumption of Congressman Cel-

ler’s inquiry has been planned for
the middle of September. The set-
ting iy the FKFederal Courthouse in

Foley Square in Manhattan.

Says Celler, “We will go into all
phases of advertising on television.
Secondly, we will consider all the

www americanradiohistorv com
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facets of the difficult subject of
talent, and we will hear from the
companies in that regard and from
individual performers. We will also
take testimony from network officials |
and independent film producers and
distributors, and hear UHF opera-
tors.”

Already the congressman has com-
plained that network profits are ex-
orbitant, that high rates are making
it possible for only the larger and
wealthier advertisers to use televi-
sion, that option time and must-buy
clauses represent restraint of trade.

More fireworks ahead

Under Celler’s chairmanship the
subcommittee has built a reputation
for action. Early this year, it han-
dled the inquiry into the private-
business interests of U. S. Public -
Buildings Commissioner Peter A.
Strobel. It resulted in Strobel’s resig-
nation in April. 1

Its 1955 investigation of airline 5
operations has brought a broad Civil
Aeronautics Board ~proceeding in-
volving air-passenger‘ fares and
trade-association activities in the
travel agent field.

In the current session, the com-
mittee successfully sponsored legis-
lation hiking antitrust fines from
$5,000 to $50,000 per offense, em-
powering the government to recover
monetary damages arising from anti-
trust violations, and giving fran-
chised auto dealers the right to sue
manufacturers for “bad faith” dam-
ages in' connection with termination
of dealer contracts.

The House passed and sent to the
Senate other committee bills to place
additional strictures on bank merg-
ers, to require advance notice to the |
government of all-proposed mergers
involving $10-million or more in as-
sets, and to tighten price-discrimina-
tion sections of the antitrust laws. °
It’s an impressive record.

Celler “knows his way around” in
Congress. A native of Brooklyn, now
68, he has represented his Brook-
lyn district in the House for 34
years. He has long been identified
with legislation to liberalize the im-
migration laws and permit entry of
digplaced persons. His antitrust in-
vestigations over the years, as chair-
man of the full House Judiciary Com-
mittee, have covered such diverse
fields as steel manufacture, news-

To page 91
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THE CELLER COMMITTEE Continued

"We will go into all phases of advertising on TV"

“It is now up to the committee to
decide whether Dr. Stanton’s person-
al activities are ‘standard’ [i.e., cus-
tomary] for network executives and
whether others, from other organiza-
tions, should be heard on the subject.”

Stanton is reported to have dis-

played angry resentment over the
committee’s questions. After the ini-
tial closed-door session, he had to
return to New York because of the
iliness of his wife. He subsequently
-ame back for a second sitting be-
suse as one source reported, “He
recognized the importance of the
subject matter being pursued by the
committee.”

Like others directing the inquiry,
subcommittee counsel Herbert N.
Maletz sidestepped all questions
concerning the Stanton-Lee hear-
ings. However, he issued a statement
to TELEVISION MAGAZINE - outlining
the overall aims of the investiga-
tion.

They state that the subcommittee
seeks to determine, among other
things:

Code of ethics for the FCC?

“Whether the FCC has been un-
duly responsive to certain groups in
the television broadcasting industry
-—or to put it another way—whether
the networks have become the regu-
lators instead of the FCC,” and
“whether there should be adminis-
trative action by the Commission to
get up a code of ethics to delineate
specifically whether certain activities
by members of the Commission are
not proper.”

Such a “code of ethics,” it may be

ted, is not 4 new idea in Washing-

There is one, for example, gov-
‘he Civil Aeronautics Board.
Ir t the subcommittee asked

the_nt of the FCC to make
available personal files—dating
hack  to relating to corre-

spondence bet n the commission-
ery interested in television, radio and
communication:

From the NARTB, the subcommit-
tee requested all accounts dating
from 1950 showing when FCC mem
bers attended annual or distriet
meevingy, plug amounts pard  for
items like hotels, meals, entertain-
ment.

These followed an earlier directive
to CBS and NBC to supply corre-
gpondence, memos, telephone nota-
tions on all dealings with the FCC
back to 194K.
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Last month, too, the TV networks
were ordered to supply all affiliation
and talent contracts, in line with
what appear to be the first four goals
of the subcommittee as defined in the
Maletz statement. They are to find
out:

To search for ""undue concentration”

“If there is any undue concentra-
tion in the television broadcasting
industry;

“Whether there are monopolistic
practices in any phase of the in-
dustry;

“Whether the chain broadcasting
rules adopted by the FCC in 1941 are
adequate for present conditions in
television broadcasting;

“Whether the policies and activi-
ties of the Commission are geared to
insuring a competitive system of
broadcasting.”

True, some discount the Celler in-
vestigation as merely another head-
line-seeking enterprise in an election

year.
It is in something of a contest with
the Magnuson Senate Interstate

Commerce Committee to be the first
to “do something” about TV. But
many would not be surprised to find
recommendations for drastic changes
in the present TV structure issuing
from its investigations.

Counsel Maletz sees two kinds of
possible action resulting from the
inquiry: If the subcommittee uncov-
ers outright violations of the anti-
trust laws, it can recommend prose-
cution to the Justice Department. If
it finds certain practices in the in-
dustry are ‘“squeezing out competi-
tion,” but without actually violating
laws, it will recommend legislation
to Congress to correct any such
practices.

Maletz emphasizes one important
point: “The subcommittee has
reached no conclusions at this stage.
We want to get the whole competi-
tive picture.” The subcommittee ex-
pects to issue a report before the
end of the year.

Celler group battled auto men, banks

Resumption of Congressman Cel-
ler’s inquiry has been planned for
thc middle of September. The set-
ting iy the Federal Courthouse in
Foley Square in Manhatian.

Says Celler, “We will go into all
phases of advertising on televigion.
Secondly, we will consider all the
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facets of the difficult subject of
talent, and we will hear from the
companies in that regard and from
individual performers. We will also

take testimony from network officialg

and independent film producers and
distributors, and hear UHF opera-
tors.”

Already the congressman has com-
plained that network profits are ex-
orbitant, that high rates are making
it possible for only the larger and
wealthier advertisers to use televi-
sion, that option time and must-buy
clauses represent restraint of trade.

More fireworks ahead

Under Celler’s chairmanship the
subcommittee has built a reputation
for action. Early this year, it han-
dled the inquiry into the private-
business interests of U. S. Publie
Buildings Commissioner Peter A.
Strobel. It resulted in Strobel’s resig-
nation in April.

Its 1955 investigation of airline
operations has brought a broad Civil
Aeronautics Board "proceeding in-
volving air-passenger’ fares and
trade-association activities in the
travel agent field.

In the current session, the com-
mittee successfully sponsored legis-
lation hiking antitrust fines from
$5,000 to $50,000 per offense, em-
powering the government to recover
monetary damages arising from anti-
trust violations, and giving fran-
chised auto dealers the right to sue
manufacturers for “bad faith” dam-
ages in connection with termination
of dealer contracts.

The House passed and sent to the
Senate other committee bills to place
additional strictures on bank merg-
ers, to require advance notice to the
government of all: proposed mergers
involving $10-million or more in as-
sets, and to tighten price-discrimina-
tion sections of the antitrust laws.
It’s an impressive record.

Celler ‘“knows his way around” in
Congress. A native of Brooklyn, now
68, he has represented his Brook-
lyn district in the House for 34
vears. He has long been identified
with legislation to liberalize the im-
migration laws and permit entry of
displaced persons. His antitrust in-
vestigations over the years, as chair-
man of the full House Judiciary Com-
mittee, have covered such diverse
fields as steel manufacture, news-
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* HOW GREEN WAS

MY VALLEY

with Walter Pidgeon, Maureen O'Hara,
Donald Crisp and Barry Fitzgerald

An unforgettable story of love, faith and
conflict ... winner of six Academy Awards.

THE HOUSE ON
92nd STREET

with Lloyd Nolan and William Eythe

The story the headlines didn’t dare reveal
about the protection of the atom bomb!

THE OX-BOW
INCIDENT

with Henry Fonda and Dana Andrews

The tough, true, terrifying story of Amer-
ica’s most ruthless manhunt ... urged on
by a woman’s mocking laugh!

THE
BLACK SWAN

with Tyrone Power, Maureen O’'Hara
and Thomas Mitchell

Over the seven seas, surged the wolf-pack
and it took bold hearts to hunt it down!

CENTENNIAL
SUMMER

with Linda Darnell, Jeanne Crain,
Cornel Wilde and W alter Brennan

| The beloved best-seller bursts into Jerome

Kern Songs.

VUV o r——

BOOMERANG

with Dana Andrews, Jane W yatt
and Lee ]. Cobb

The vicious Killer remains unfound...t
savage crime remains unavenged ...t
story of the most brutal betrayal man ever
zot from woman!

THE
HOMESTRETCH

with Cornel Wilde and
Muaureen O'Huru

Llove and adventure at the world’s gayest
racing classies!

A YANK IN
THE R.A.F.

with Tyrone Power and Betty Grable

Authentic air battles filmed over Ger-
many, France and England...background
for a tender love story! :

LIFEBOAT
with Tallulab Bankbead
and W illsam Bendix

Six men and three women adrift in a
lifeboat with no taw but the wild sea ...
written for Alfred Hitchcock by John
Steinbeck.

THE FOXES
OF HARRQOW

with Rex Harrus
and Maureen O'H
A man of violence and fa

of an era that laughed at ite ¢
tion ... from the best s

you build t¢
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WING AND
A PRAYER

with Don Ameche, Dana Andrews.
and Sir Cedric Hardwicke

One of the mightiest of all entertainme

thrills...fighting action aboard a fighti

aircraft carrier!

C) BRIGHAM
’ :' ;‘ YOU N G
i with Tyrone Power and Linda Darnell
] ~ The story behind the heroic Mormon trek
{ w-:aislward and the virile fighting man who
led it.

"THE STORY OF
ALEXANDER GRAHAM BELL

with Don Ameche, Loretta Young
and Henry Fonda

In the deafness of the woman he loved
he found the inspiration for his great
achievement.

'FOUR JILLS
IN A JEEP

with Phil Silvers, Martha Raye
and Betty Grable

The fun, congs and love when Hollywood’s
loveliest stars take a furlough of entertain-
ment to the front lines.

DOLL FACE

with Vivian Blaine, Perry Compa
Dennis O’Keefe

The musical romance of a doll that
great talent for writing.

s

DRAGONWYCKI

with Vincent Price and Gene Tier

A tremendous, exciting mystery that |
engulf the television screen with dran
greatness.

iz
DAISY KENYO

with Joan Crawford, Dana Andr
and Henry Fonda

Two kinds of men ... two kinds of lo
her life...and when she chooses 1%
be forever!

FOOTLIGHT
SERENADE

with John Payne and Betry Grable

A story that mieals into your heart ... with
mugic that will set it singing.

DRUMS ALON(
THE MOHAWI

with Clandeite Colbert
and Henry Fonda

KISS OF DEATH

with Victor Mature, Brian Donlevy
and Richard W idmark

. The srory of hetrayal that explodes in a
manhbunt ancqualled in the chapters of

violenee and vengeancee! Braving wl]l dangers as a nation is .«

out of a forbidden wildérness,
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| Television Magazine's Continuing Study of the TV Audience—#9

DO THEY REMEMBER

'YOUR COVMIMERCIALS?

| Beers, cigarettes, appliances, cars—Los Angeles surveyed on TV recall

{ heingo!d, Lucky Strike, Ford and General Electric
R —these were the brands that led their categories
-ecall of TV advertising, TELEVISION MAGAZINE’S most
ent survey of the Los Angeles area reveals. The find-
irs on recall of advertising for beer and cigarettes are
=ipared in this report with results of a similar survey
#his market done in October. Recall scores for house-
41 appliances and automobiles are compared with
sskings of an April study of New York viewers and
i {ay survey of Chicagoans.
etween the two surveys of Los Angeles, Rheingold
ii'.‘ iped to first place in reca'l among beers. Almost four

.
b
| :
*tkAN’DS RECALLED (LOS ANGELES)
i JUNE 1956 OCTOBER 1955
frend  Rank % Rerk %
{'heingold .. .. T .38.9.. 2248
flamm's 2o 305 | 1 344
(Epstside 329303 23.8
Sabst ... 4o 24.4. 4. 20.7
fucky Lager . 5 179, 7 .10.8
‘eqal Pale . - [ 17.5. 8. .. 95
‘chlitz ... . .. 7. 13.3 l 6 1.4
‘urgermeister .. 8. A3 .5 NEN
FSudweiser i R 65 | 10.... 5.2
rew 102 .. 10.. .. 35 ‘ 9 6.2
{@illympia .1l * | I 44
Fallantine . ... = r 12 1.5

| Too few responses to be included

BVISION MAGAZINE + SEPTEMBER 1956
|

www.americanradiohistorv.com

out of every ten people questioned remembered seeing
TV commercials for this brand. Hamm’s, which had
previously been the leader, slipped to the number two
spot in the second survey.

Eastside and Pabst maintained their third and fourth
place, respectively. Lucky Lager jumped from seventh
place to fifth.

The level of recall was generally higher in the June
survey than it was in the October study: as the tempera-
ture rises, so does the advertising of beer.

More tables on page 61, text continues on page 94

CIGARETTES

BRANDS RECALLED (LOS ANGELES)

JUNE 1956 OCTOBER 1955
Brand Rank [7A Rank %
Lucky Strike | ....43.8. [ oo 2. .22.3
Camel 2 ...33.3.. . 4 15.2
L&M . . 3. .....308. ' 5. 145
Chesterfield 4 289 . 1. .25.7
Winston v Be.245. 3 179
Pall Mall . b 13.4.. 9. 1.2
Viceroy . 7o 119 7 11.9
Philip Morris o B L1110, 8. 413
Marlboro e 9104 10. 6.8
Kent .. 100 5.8 12. 5.4
Old Gold b 49 6. 123
Herbert Tareyten.12. 3.5 13
Kool . 13 2.2, 1
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Television Magazine's Continuing Study of the TV Audience—#9

DO THEY REMEMBER

\'YOUR COMMERCIALS?

Beers, cigarettes, appliances, cars—Los Angeles surveyed on TV recall

heingo!d, Lucky Strike, Ford and General Electric
.R —-these were the brands that led their categories
\ L ecall of TV advertising, TELEVISION MAGAZINE's most
iooont survey of the Los Angeles area reveals. The find-
1 on recall of advertising for beer and cigarettes are
‘avpared in this report with results of a similar survey
\ his market done in October. Recall scores for house-
yad appliances and automobiles are compared with
picings of an April study of New York viewers and
¥ ay survey of Chicagoans.
! etween the two surveys of Los Angeles, Rheingold
Liped to first place in reca'l among beers. Almost four

IRANDS RECALLED (LOS ANGELES)

JUNE 1956 OCTOBER 1955
rand Rank s Rank %
theingold . ... . [ 389 | - 2. ..24.8
damm's ... 20305 SO | ==, 344
Ipsfside o . IS 293 3238

bst . . o & 244 | . 4. 20.7
tacky Lager ... LT A7.9 i | 7o 10.8
legal Pale o b 175 | 8. .. 9.5
lchlitz . . U336 4
‘wrgermeister ... 8. A3 5. . 1300
ludweiser ... 9. 65. ... A0 5.2
rew 102 .. 10 .. 35 . . 9. 6.2
Mlympia ... o U e B I 4.4
lallantine BN I D * R I 1.5

lfoo few responses 1o be included

|

ISSON MAGAZINE + SEPTEMBER 1956

out of every ten people questioned remembered seeing
TV commercials for this brand. Hamm’s, which had
previously been the leader, slipped to the number two
spot in the second survey.

Eastside and Pabst maintained their third and fourth
place, respectively. Lucky Lager jumped from seventh
place to fifth.

The level of recall was generally higher in the June
survey than it was in the October study: as the tempera-
ture rises, so does the advertising of beer.

More tables on page 61; text continues on page 94

CIGARETTES

BRANDS RECALLED (LOS ANGELES)

JUNE 1956 OCTOBER 1955
Brand Rank % Rank Yo
Lucky Strike | ..438. e 2 223
Camel — 2o 333, | 4 15.2
L&M 3 .30.8. 5 14.5
Chesterfield 4 28.9.. I ..25.7
Winston ... 5 245 3 17.9
Pall Mall . . 6 134 9 1.2
Viceroy 7. 1.9 7 1.9
Philip Morris L Bl L0 o 8 1.3
Marlboro 9. 10.4. .10 6.8
Kent . L0 5.8 12. 5.4
Olid Gold . (N .. 4.9. [} 12.3
Herbert Tareyton.. |2. 3.5.. A3
Kool 13 2.2 I

wWWW.americanradiohistorv.com =
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THE SELLER'S HANDBOOK

The names of grocery chains; the number of service stations;
factory shifts; paydays; the weather month-by-month; the kind
of water; transportation; hotels; distance to the airports; major

companies are just a few of the facts you’ll find in each of The
Seller’s Handbooks now completed for 24 markets represented
by PGW Television Sales. Much of this data was included at
the suggestion of advertisers and agency account executives . . .
and we hope that they will find the Handbooks especially useful.

9] Reprosanied Nosanelly by
“J'Pen:ns.cmwm.onnwmn. .

« o« .. ashk your Colonel

PETERS, GRIFFIN, WOODWARD, i~c.

Pioneer Station Representatives Since 1932

NEW YORK CHICAGO DETROIT
250 Park Avenue 230 N. Michigan Ave. Penobscor Bldg.
Y Ukon 6-7900) Franklin 2-6373 Woodward 1-4255
ATLANTA FT. WORTH HOLLYWOOD SAN FRANCISCO
Glenn Bldg. 406 W . Seventh St. 1750 N, Vine St. Russ Building
Murray 8-5667 Edison $-3349 Hollywood 9-1688 Sutter 1-3798

www americanradiohistorv com a2
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P.G.W. television has just prepared what is probably the
most complete collection of market and station facts ever
assembled at one time by a broadcast sales organization.
Designed to help us better serve the people we sell, we

hope that you will make full use of this information:

B — VAN DI OFHeaaea i m sy aa

PRESENTATION HOLDER

T om To make his presentations complete and compact, your Colonel is now
- equipped to deliver availabilities, for each station, in a file-size folder on
which is printed: the station coverage map; rate card; a concise market

sezefe
HiH

giisl

profile and highlights of the station’s programming or personalities.

Hi S HH

! A complete set of 24 would be a worthwhile addition to every buyer’s file.

“DAME TIME” TELEVISION

Iore light on the most discussed and least understood area
[ television advertising. PGW Television Sales’ newest
resentation “Dames In The Daytime” is directed primarily
> brokers, distributors, wholesalers and company repre-
entatives in the markets we represent. But, anyone inter-
sted in selling the women who buy their wares will find
his booklet timely, easy to read, and highly informative.

Please turn the
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... Here are the stations
and the markets we sell

EAST-SOUTHEAST . VHE CHANNEL  PRIMARY
WBZ-TV Boston 4 NBC
WGR-TV Buffalo 2 ABC
KYW-TV Cleveland 3 NBC
WWJ-TV Detroit 4 NBC
WPIX New York 11 IND
KDKA-TV Pittsburgh 2 NBC
WCSC-TV Charleston, S. C. 5 CBS
WIS-TV Columbia, S. C. 10 NBC
WSVA-TV Harrisonburg, Va. 3 CBS-NBC-ABC
WDBJ-TV Roanoke 7 CBS
WTVJ Miami 4 CBS

MIDWEST-SOUTHWEST
WHO-TV Des Moines 13 NBC
WOC-TV Davenport 6 NBC
WDSM-TV Duluth—Superior 6 NBC
WDAY-TV Fargo 6 NBC-ABC
WISC-TV Madison, Wis. 3 CBS
WCCO-TV Minneapolis—St. Paul 4 CBS
KMBC-TV Kansas City 9 ABC
WBAP-TV Fort Worth—Dallas 5 ABC-NBC
KFDM-TV Beaumont 6 CBS
KRIS-TV Corpus Christi 6 NBC
KENS-TV San Antonio 5 CBS

WEST
KBOI-TV Boise 2 CBS
KBTV Denver 9 ABC
KGMB-TV Honolulu 9 CBS
KMAU—KHBC-TV Hawaii
KRON-TV San Francisco 4 NBC

L—

For sample schedules of: daytime volume plans; low-budget high-
frequency 1D schedules; women’s participating programs; or a
locally-originated, locally-integrated, tested and proven program of
your own . . .

PrrTERrs, CRIFFIN, WOODWARD, e,

Pioneer Station Representatives Since 1932

NEW YORK CHICAGO DETROIT
250 Park Avenue 230 N. Michigan Ave. Penobscor Bldg.
Y Ukon 6-7900 Franklin 2-6373 Woodward 1-4255
ATLANTA FT. WORTH HOLLYWOOD SAN FRANCISCO
Glenn Bldg, 406 W. Sevendh St. 1750 N. Vine St. Russ Building
Murray 8-5667 Ldison 6-3349 Hollywood 9-1688 Sutter 1-3798

r— — — wirar—armericanradiohistorv.com
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AUDIENCE STUDY From page 57

AUTOMOBILES

Rank Brand A
L DFerd 60.8
- .....Chevrolet 377
3 ...DeSote 36.6
4 ....Mercury .. 23.0
5. ...Dodge .. o 181
6. ...Chrysler .. 7.4
R Plymouth ... 15.4.
8. ..Buick .. ... .. 14.2
9 _.Oldsmobile 13.4

1D Pontiac ... 12.6

. .Lincoln . . 11.9
12 .Studebaker 7
13 Cadillac ... .. . . 5.9
I Nash [ 4.4
15 ...Packard .. .. B 1.4

BRANDS RECALLED (CHICAGO, MAY)

Rank Brand A
[ . Ford 45.1
2 .Dodge . ...28.8
) ....Mercury . ...25.1
4. ...Chevrolet 22.8
5. ..Chrysler ... .. .. e 17.4
b De Soto 16.2
.. = Buick .. 15.7
8 _.Plymouth ... 14.8
) ...Lircoln _ 143
10..... ...Oldsmobile 13.3

(. _..Pontiac _ ... 12.0
12.. .Nash 43

BRANDS RECALLED (NEW YORK, APRIL)

Rank Brand A
S — Ford 34.8
2 Mercury ... 30.4
2} Chevrolet ... ... ... ..29.0
4. .Dodge 25.0
5. ...Oldsmobile L2158
(& S, .De Soto ..21.0
Vs ...Buick .20.1
8. ...Lincoln 19.3
GN ... ....Chrysler 19.0
1O Piymouth 173
B ... Pontiac 8.2
12. ...Nash ... 35
13) Studebaker . . 2.7

TELEVISION MAGAZINE -+ SEPTEMBER 1956

Rank

® N o kW=

0

10.
(R
12.
13

14.
(-

i

APPLIANCES

-

e

Brand

.General Electric
Westinghouse
Frigidaire
Philco

...Hot Point
Amana
Kelvinator

. .Maytag
.Goffers & Sattler
.Norge
Whirlpool
Easy .
_O'Keefe & Merriit.
Crosley
Kenmore

R

BRANDS RECALLED (LOS ANGELES, JUNE!

425
23341
14.4
124
1.8
8.4
33
2.6
2.1
2.1
1.7
1.5
1.5
1.4
1.4

BRANDS RECALLED (CHICAGO, MAY)

Rank Brand
. .Westinghouse
2. .General Electric
3 Frigidaire .
4. ....Easy
5. ...Hotpoint
6. Maytag ...
7. Kelvinator
8. ..Crosley .
9. ...Norge
10. .Amana
It -Whirlpool .
12. _Philco
13. ...Kenmore
14, ..Bendix .

%o

29.2
27.5
10.4
9.2
74
7.3
3.8
3.5
3.3
. 3.2
. 2.8
.27
.25
2.2

ERANDS RECALLED (NEW YORK, APRIL)

Rank Brand

I .Westinghouse
2 .General Electric
3. Frigidaire

4. -Whirlpool .

5. Maytag

6. .Bendix .

7 ...Kelvinator

8 Philco

9. ...Hotpoint

12. ...Amara

I Norge
12, .Crosley

12, . .Admiral

[ Easy

%o
364
29.6
.15.0
10.9

8.1
6.4
5.5
4.9
4.6
4.5
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THE

EARLY-EVENING

PROGRAM

BATTLE

time period which is attracting

increasing attention among ad-
vertisers is the early evening. Be-
cause the 6-7:30 p.m. stretch is tran-
sitional, acting as the bridge between
the daytime and evening viewing, it
is tough and tricky. It can deliver
any kind of audience from all-adult
to all-children. Of increasing im-
portance is the type of programming
bait set out to attract the audience
desired.

The winner and champion of the
early-evening program battle is syn-
dicated film. This survey of the rat-
ing record in representative TV mar-
kets uncovered case after case of
syndicated film’s victory over local
live shows, features and network
newscasts. Its only serious competi-
tion comey outside of the IKastern
time zone in the form of major night-
time network programming.

The 6-7:30 p.m. battlegronnd pre-
sents a different competitive situa-
tion in each time zone. Looking buck
to the season just past and ahead to
the coming year, here’s how the rat-
ing fight shapes up:

* In the Ilastern zone, syndicated
film is king, vegardless ol its com-
petition. Most of the programming
between 6 and 7:30 KST iy locally
originated. Except for a seattering
of delayed kines in some markets,
there are no hig network entries dur
ing these hours. The only webh orig-

mmations  coming through are the
newscasts of ABC and CBS and
62

ABC’s Kukla, Fran & Ollie; they
usually succumb to the syndicated
fare.

o In the Central zone, the networks’
powerhouse programs begin at 6:30
CST. They usually outrate any
locally - originated competition, in-
cluding the half-hour films. From 6
to 6:30, however, syndicated film is
topdog in most markets. An excep-
tion is Chicago, where ABC’s John
Daly newscast and Kukla win one of
theiv few victories.

¢« In the Mountain zone, there is
little local programming in the early
evening. Network shows start as
early as 6 p.m., and are consistent
winners.

e In the Pacific zone, as in the Cen-
tral area, major network program-
ming begins at 6:30 and grabs most,
but not all, of the rating honors. In
Los Angeles, the independent sta-
tions occasionally win out with syn-
dicated film. From 6 to 6:30, before
the big network shows enter the ares,
syndicated film is strong in most
markets.

Thege observations are based on
ratings only. They do not take into
consideration other factors that in-
fluence advertisers’ choice of shows,
such a8 the prestige and community
identity that a good local newscast
might offer or the inereased commer-
cial impact a hometown MC might
add to the sales message in a live
show or a feature

Turning back to the Mayeh, 1956

Wwww . americanradiohistorv.com

TELEVISION MAGAZINE -

Syndicated film is the rating winner from 6-7:30 p.m.:

|

ARB reports to get the rating pie-
ture of a “typical” non-summer
month, these were some of the out-
standing syndicated film entries: In|
Columbus, at 6:30, Thursday, Life
With Father on WBNS-TV scored 18.3, "
opposite a feature and a local variety
show. In Los Angeles on Monday at'
6, KTTV's Jungle Jim is topdog
against a mixture of syndicated film,
western features, news and part of
an NBC spectacular. In Philadelphia
on Wednesday, Badge 714 earned
23.7 on WCAU-TV against a feature
and a news block. In New York, at
7 p.m. on Monday, WRCA-TV's High-
way Patrol wins versus news, fea-
tures and assorted live shows.

Although early evening has main-
tained its traditional strip structurg,
there are few film. shows which are
serialized across the board as they
are in daytime. More common in the «
twilight hours is the half-hour strip |
devoted to syndicated film, but em-
ploying a different package each
night.

But syndicated film's dominancé
was not quite universal. Among the
notable exceptions in the children’s
show category: In Cleveland at 6 on
wWIw-Tv, Looney Tunes led in its timé
slot. In Baltimore, on WAAM, a 6:45-
7:15 strip, Filin Funsiies, was top
dog. In Washington the kingpin on
Monday and Tuesday at 6 was (,‘[,mqn
Corner, WMAL-TV. In Philadelphid,
WRCV-TV's Flun House took the honors
at 6. To page 03

SEPTEMBER 1956
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Syndicated film 1s the early-evening film, particulariy in the Eastern time zone. Farther west, network shows start at 6:30
local time and the syndicated series frequently succumb. Usually, the films get high adult viewing. Surest lures for grown-
ups are adventure series and westerns like Annie Qakley (above)—almost two-thirds of its Nashville viewers were adults

lewscasts offer advertisers many big advan-
ages—predominantly adult audiences, pres-
ige, community identification—although they
arely get high ratings. There are excep-
‘ions: WBNS-TV in Columbus averaged 27.7
‘ating with Chet Long (right) at 7 p.m.

Features are the format to watch in this season’s
battle. Last vear, they were not strong early-eve-
ning contenders. Now, with newly released movies
going into several “early shows,” the appeal of top
stars and recent properties (like “The Bacheior and
the Bobbysoxer,” left) might offer tough competi-
tion this season.
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t a black cat. .. in a coal mine

4

An infriguiﬁ§ idea—and no longer
impossible—thanks to Eastman Tri-X
Reversal Safety Film, Type 7278
(16mm only). - e

Twice as fast as Super-X Reversal,
Tri-X is of ‘g?i'ciist.ycl«uo for shots
when light is at a premium, for jobs
like-newsreel service. Process it with-
out a hitch—interchangeably with
famillar Plus-X Reversal Film.

Here again is manifest Kodnk'l.“
‘stated policy to provide an Eqstman..



www.americanradiohistory.com

«ciplete information—type of film
5 latest processing technics—
~0
iion Picture Film Department
'"MAN KODAK COMPANY
Rochester 4, N. Y.
East Coast Division
342 Madison Avenue
> New York 17, N. Y. «
Midwest Division
130 East Randolph Drive
Chicago 1, lllinois 4 ™

West Coast Divisfon
6706 Santa Monica Bivd.
Hollywood 38, Calif.

" W. J. GERMAN, Inc.
fits for the sale ‘and distribution of
tman Professional Motion-Pictyre
ms, Fort Lae, Ni' J.; Chicag, IIL;
Hollywood, Calif:

EARLY EVENING BATTLE Continued

Despite the general weakness of
the news shows, good ratings are
earned in several markets, indicat-
ing that it is possible for a newscast
to attract a sizable audience if the
right formula is found. Among the
outstanding shows in this category:
In Des Moines, KRNT-TV's 6 p.m.
news- and sportscast leads in its time
slot with a March average of 16.0.
The same station’s telecasts of CBS’s
Douglas Edwards is topdog at 6:15.
In Minneapolis-St. Paul, KSTP-TV’s
6:15 News Piclure outrates its com-
petition, a feature and other news-
casts.

In Columbus, WBNS-TV’s local news-
caster, Chet Long, comes on at 7.
His rating, an average of 27.7 for
the week, is tops for the time slot.
Following him at 7:15 the Doug Ed-
wards news stint averaged 25.8—
about 150% higher than the national
rating for this network show.

News shows were slotted all over
the early-evening period. There was
no “standard” time for them.

Local live skows almost extinct

Aside from news and children’s

shows, the local-live program is al~

most extinct in the early evening.

Among the feature entries across
the country, one of the strongest is
WCBS-TV's long-time winner, The
Early Show, playing to New York
audiences from 6:15 to approximate-
ly 7:15. Much of its competition is
syndicated film.

During the past year, this hither-
to-invincible entry knuckled under to
the half-hour films in a number of its
segments. Its wins and losses ap-
parently depend on the strength of
the individual syndicated opponents.

Although the successful early eve-
ning feature is now a rarity, some
stations, armed with freshly released
Hollywood movies, are making their
bid for supremacy this Fall with twi-
light showcases. WRCA-TV has intro-
duced Evening Theatre from 5:30 to
6:45. KNXT, CBS’s o-and-o in Los
Angeles, is launching an Early Show.
waATvV in New York is running its 52
Twentieth Century-Fox features on
a 16-a-week basis. The first showing
will be at 7, the second at 10. In
Boston, WB2-TV has turned its 6-6:55
time over to movies. In Cleveland,
KYW-TV has opened up 4:45-6:30.

In the next round in the early-

| evening battle, if the newly released

properties are widely used between
6 and 7:30 p.m., the rating situation
will change drastically. The potential
between 6 and 7:30 is substantial.
ARB figures for last season indicate

that at 6 p.m. local time, set use is
hlgher in the Central time zone than
In other regions; about 45% of the
sets are on.

When it is 6 p.m. by Pacific-zone
cl'ock.s, about 43% of the homes are
viewing. At 6 in the East, set use is
about 37%.

75% sets-in-use in Central zone

At 7 p.m. local time, almost three-
quarters of Central-zone sets are on.
In the Pacific zone, the figure is close
to two-thirds; in the Eust, it is about
half.

What is unique about early eve-
ning is that it is a period in itsels
and it is also a transition time be-
tween the women-and-children day-
time audience and the family view-
ing group at night.

From 5 p.m. on, men as well as
women are available for TV viewing.
Stations can summon either grown-
ups or youngsters, depending on ths
program bait they use. It’s up to th
station to decide what audience it
wants to deliver to the advertiser,
but it is definitely possible to get a
large adult viewing group.

Viewing by adults takes a sharp
upswing at 6 p.m. The percentage of
children viewing peaks at 5 p.m.,
then goes steadily down. Within one
market, it’s not unusual to get a
situation like this: In Nashville on
Tuesday at 6 p.m., the March ARB
reports that 629% of those viewing
Little Rascals are children; on an-
other station at the same time, 62°
of those viewing Annie Oakley are
adults.

D.C. news show audience 96% adults

As with the Comedy Time-Mickey
battle on the networks at 5 p.m.,,
many local rating battles are waged
with one station going after a child
audience while its opponents try for
the all-family group. In Washington,
one station runs Little Rascals at 7,
getting an audience that is 649 chil-
dren. Another station, programming
news, gets 96% adults.

A 14-market study made by TELE-
VISION MAGAZINE (see July, 1956)
indicates that at least half of those
watching syndicated films between 6
and 7:30 are grown-ups. Drama
shows get the highest percentage of
adults; westerns, the lowest.

The flexible composition of the eve
ning audience is one of the cha
teristics that keep it a perpet
tleground for programmi
coming season, this is th
to watch closely.
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We're -selling more cosmetics in beautiful San Diego!

iXYz

PERMANENTS
e -®
e
{ XX AKX AN
K3

PERMANENTS

"" LV A "V‘
L000599%
KOO
XA

Beautiful San Dieguns had o 1955

net clleetive Buying Inconie of
%1,55] 950,000 ©

That ranks Son Diego 20th in the
nation, above Dallas, Miawmi, Atlanta,

Portlund, Denver and New Orleans. WRATHER-ALVAREZ BROADCASTING,INC

Reptesanted by

Edward Petry & Co., Inc.

San Diego has more people (and l E o
dogs) spending more and watching S

Channcl 8 more than ever before! Americn's more market

¢ Sales Management 1956 Survey of
Buying Power

NE— _— www-americanradiohistorv.com
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Television Magazine's Exclusive RECEIVER

CIRCULATION

REPORT FOR SEPTEMBER

Independent estimates of TV set count for all markets, based on

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

et-count estimates which appear in this section are
S based on TELEVISION MAGAZINE’s projections of
“The National Survey or Television Sets in U.S. House-
holds, June, 1955.” a report made by the U.S. Bureau of
Census for the Advertising Research Foundation.

ARF data updated on county basis

This Census study was sponsored by the three net-
works, the NARTB and the Television Bureau of Adver-
tising. The raw materials used in arriving at county
estimates beyond the Census sample were the Census
data plus an adjusted average of estimates prepared by

the NBC network and those computed by TELEVISION

MAGAZINE’s research department. TELEVISION MAGAZINE
will project these ARF figures on a county-by-county
basis every month. These estimates will be correlated to
TV coverage areas to enable TELEVISION MAGAZINE to
arrive at updated figures for television markets.

The sets credited to each market are those covered
by the station with the maximum coverage in that
market. It must be remembered that the statistics for
each market are based on the coverage of one station
only. Figures for other stations in a market will vary

-according to channel, power, etc.

Basic to any estimates of set circulation or market
data for specific TV areas is definition of coverage.

It is impossible to define coverage in terms of signal
contour alone. Evidence of viewing must be weighed.

In many areas, individual markets have been combined
in a dual-market listing wherever there is almost com-
plete duplication of their coverage and no substantial

TELEVISION MAGAZINE + SEPTEMBER 1956

difference in set count. The decision to combine markets

is based on advertiser use and common marketing

practice.
As evidence of viewing, stations are studied, wherever
possible, for over-all share of audience as reported by

the rating services. There are, however, a number of
instances where individual programs may deliver sizable
audiences in counties not credited as coverage, which can
be an important bonus to advertisers.

The coverage picture is constantly shifting. Conditions
are altered by the emergence of new stations and by
changes in power, antenna, channel and affiliation among
older stations. For this reason, TELEVISION MAGAZINE’S
Research Department is continuously re-examining mar-
kets and revising set counts accordingly.

Ceiling on penetration

A 9049 ceiling on TV penetration has been established
for all markets. Many rating services show higher pene-
tration in metropolitan areas (e.g., 93.5% in Providence),
but the available evidence shows that penetration drops
off outside the metropolitan area and that 909% is the
most logical theoretical ceiling for the TV market as a
whole. This does not mean that penetration may not
actually go higher in some TV markets. Penetration fig-
ures in markets with both VHF and UHF outlets refe
to the VHF area only.

Note: Definition of market coverage by countie
pears in TELEVISION MAGAZINE’s recently publi
ket Book. Also in this volume is a director
homes by counties, as of August 1.

IUU——————————_— S
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CIRCULATION AS OF SEPT. 1, 1958
TOTAL U.S. TV HOMES 37,800,000

Unlike other published set counts, these are neither
station nor network estimates. They are copyrighted
and may not be reproduced without permission.
Listed beiow are all stations on air Aug. 1, 1956.

Market & Stations—% Penetration TV Homes

ABILENE-SWEETWATER, Tex.—61.2 53,462
KRBC-TV (N); KPAR-TV (C)

ADA, Okla.—59.3 88,536

KTEN (A,C,N)

Market & Stations—% Penetration TV Homes

AGANA, Guam tt
KUAM-TV (N)

AKRON, Ohio—40.3 176,479
WAKR-TVT (A)

ALBANY, Ga.—43.7 46,285
WALB-TV (A,N)

ALBANY.SCHENECTADY-TROY, N.Y.—86.2 444,888
WCDA-TVT***(C); WRGB (N}; WTRIt (A)  1173,061
(WCDA-TV, Albany, N. Y. operates
satellite WCDB-TV, Hagaman, N. Y.}

ALBUQUERQUE, N.M.—50.6 59,783

KGGM-TV (C); KOAT-TV (A); KOB-TV (N)
ALEXANDRIA, La.—52.8
KALB-TV (A,C,N)

62,792

An $899,481,000
Buying Power Market!

MORE AUDIENCE

than any other TV station in the
rich heart of Louisiana

" —=—~ FROM 5:00 P. M. to SIGN OFF
-7 (Monday thru Friday)

WBRZ
of 149,

L ¢

WBRZ

rated highest in 125 quarter hours out

~ FROM 12 NOON to 3:30 P. M.
(Monday thru Friday)

rating Tops All Others Combined!

-from a study by American Research Bureau,
Inc., encompassing 31 counties and parishes
in Louisiana and Mississippi.

w B H z Channel

BATON ROUGE, LOUISIANA
Power: 100,000 watts Tower: 1001 ft.

NBC-ABC

Represented by Hollingbery

68
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Market & Stations—% Penetration TV Homes

ALTOONA, Pa.—82.2 386,255
WFBG-TV (A,C,N)

AMARILLO, Tex.—67.0 70,109
KFDA-TV (A,C); KGNC-TV (N)

AMES, lowa—83.5 219,324
WOI-TV (A,C)

ANCHORAGE, Alaska—67.8 23,646
KENI-TV (A,N); KTVA (C)

* ANDERSON, §.C.—75.7 188,870
WAIM-TVT (C)

« ANN ARBOR, Michigan—21.0 122,470
WPAG-TVt

ASHEVILLE, N.C.—59.0 336,654
WISE-TVT (C,N); WLOS-TV (A) 138,715

ATLANTA, Ga.—72.4 522,094
WAGA-TV (C); WLW-A (A); WSB-TV (N]

AUGUSTA, Ga.—57.3 122,954
WIBF-TV (A,N); WRDW-TV (C)

AUSTIN, Minn.—74.9 100,499
KMMT (A)

AUSTIN, Texas—73.0 128,234
KTBC-TV (A,C,N)

BAKERSFIELD, Calif.—76.8 103,950
KBAK-TV1 (A); KERO-TV-(C,N) 172,037

BALTIMORE, Md.—84.4 641,058
WAAM (A); WBAL-TV (N);

WMAR-TV (C)

BANGOR, Me.—80.2 86,475
WABI-TV (A,C,N); W-TWO (C)

BATON ROUGE, La.—56.2 177,
WAFB-TV? (C); WBRZ (A,N) 182,207

BAY CITY-SAGINAW, Mich.—85.3 256,264
WNEM-TV (A,N); WKNX-TV? (A,C) 177,904

BEAUMONT, Tex.—69.2 113,911
KFDM-TV {A,C)

BELLINGHAM, Wash.—68.7 66,699
KVOS-TV (C)

BETHLEHEM-ALLENTOWN-EASTON,

Pa.—28.0 173,227
WLEV-TVt (N); WGLVt (A)

BIG SPRING, Tex.—62.6 25,283
KBST-TV (C)

BILLINGS, Mont.—39.5 22,965
KOOK-TV (A,C,N)

BINGHAMTON, N.Y.—85.3 416,472
WNBF-TV (A,C,N)

BIRMINGHAM, Ala.—59.4 314,692
WABT (A,N); WBRC-TV (C)

BISMARCK, N.D.—62.2 ‘ 21,841
KBMB-TV (C); KFYR-TV (A;N)

BLOOMINGTON, 111.—54.7 149,211
WBLN-TV} (A)

BLOOMINGTON, Ind.—85.9 543,027
WTTV (N)

{Includes Indianapolis, Ind.)

BLUEFIELD, W. Va. tt
WHIS-TV (N)

BOISE, Ida.—61.3 52,094
KBOI {C); KIDO-TV (A,N)

BOSTON, Mass.—90.0 1,288,540
WBZ-TV (N); WNAC-TV (A, )

BRIDGEPORT, Conn.—14.7 169,597
WICC-TV} (A)

BUFFALO, N.Y.—90.0 *462,780
WBEN-TV (C); WBUF-TV | (N}; +181,315
WGR-TV (A,C,N)

BURLINGTON, Vt.—80.5 140,167
WCAX-TV (C)

BUTTE, Mont.—54.4 13,818
KXLE-TV (A)

SEPTEMBER 1956
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‘CHANNEL

46th TV MARKET

Television Magazine, March 1956

OUMONY

; for ® BLOOMINGTON

¢ CHAMPAIGN -URBANA
® DANVILLE

® DECATUR

® SPRINGFIELD

s

1,700,800 People
in A and B Contour
THE FIRST . . AND ONLY VHF
COVERING THIS GREAT
MARKET

1000 ft. ANTENNA
100,000 WATTS

in the WCIA area is the largest

farm income covered by any station

on maximum power. Here's No. 1

U.S. FARM MARKET! Supporting

dato on request.

GEO. P. HOLLINGBERY,

Representotive

STUDIOS
CHAMPAIGN

TRANSMITTER
SEYMOUR

TELEVISION MAGAZINE « SEPTEMBER 1956

Market & Stations—%, Penetration TV Home

CADILLAC, Mich.—71.8 128,434
WWTV (A,C)

CAPE GIRARDEAU, Mo.-—56.6 157,402
KFVS-TV (C,N)

CARTHAGE-WATERTOWN, N.Y.—82.6 *77.,355
WCNY-TV (A,C)

CEDAR RAPIDS, lowa—81.8 208,266
KCRG-TV (A); WMT-TV (C)

CHAMPAIGN, I11.—74.3 330,350
WCIA (C,N)

CHARLESTON, 5.C.—63.9 128,785
WCSC-TV (A,C); WUSN-TV (N)

CHARLESTON-HUNTINGTON, W. Va.—68.1 365,005
WCHS-TV (C); WHTN-TV (A);
WSAZ-TV (N)

CHARLOTTE, N.C.—66.3 448,336
WBTV (A,C,N)

CHATTANOOGA, Tenn.—58.2 154,175
WDEF-TV (A,C); WRGP-TV (N)

CHEYENNE, Wyo.—43.6 **48,424

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

CHICAGO, 111.—90.0
WBBM-TV (C); WBKB (A);
WGN-TV; WNBQ (N)

2,033,866

CHICO, Cal.—59.9 65,963
KHSL-TV (A,C)

CINCINNATI, Ohio—85.3
WCPO-TV (A); WKRC-TV (C);
WLW-T (N)

543,534

CLEVELAND, Ohio—90.0
WEWS (A); KYW-TV (N); WIW-TV (C)

1,146,150

COLORADO SPRINGS.PUEBLO, Colo.—52.1 52,923
KKTV (A,C); KRDO-TV (N);

KCSJ-TV (N)
COLUMBIA.JEFFERSON CITY, Mo.—65.0 87,889
KOMU-TV (A,N); KRCG-TV (C)
COLUMBIA, 5.C.—56.9 129,107
WIS-TV (A,N); WNOK-TV? (C) 144,929
COLUMBUS, Ga.—59.9 143,552
WDAK-TVF (A,N); WRBL-TV (A,C) 159,574
COLUMBUS, Miss.—36.2 40,394
WCBI-TV (C,N)
COLUMBUS, Ohio—89.5 497,415
WBNS-TV (C); WLW-C (N);
WTVN (A)
CORPUS CHRISTI, Tex.—43.6 57,651
KRIS-TV (A,N); KVDO-TVt (A,C) +42,258
DALLAS-FT. WORTH, Tex.—72.1 509,995

KRLD-TV (C); WFAA-TV (A N);
KFJZ-TV; WBAP-TV (A,N)

DANVILLE, 111.—35.0 142,081
WDAN-TVt (A)

DAVENPORY, lowa-ROCK ISLAND, 111.—84.2 284,562
WOC-TV (N); WHBF-TV (A,C)

DAYTON, Ohio—89.9 475,272
WHIO-TV (C); WLW-D (A,N)

DAYTONA BEACH, Fla.—49.1 29,139
WESH-TV

DECATUR, Ala.—47.3 129,386
WMSL-TVE (C,N)

DECATUR, I1l.—76.6 1164,717
WTVPt (A,N)

DENVER, Colo.—73.5 237,360

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

DES MOINES, lowa—81.9
KRNT-TV {C); WHO-TV (N)

wwwW americanradiohistorv com

IN AND AROUND
COLUMBUS, GEORGIA

| CBS
ABC

CHANNEL

WRBL-TV

Preregren %
IEWING -

11-COUNTY AREA - NOV. '55

402404

METROPOLITAN FEB. '56

2985416

* COMPETITIVE QUARTER HOURS
WEEKLY - TELEPULSE

>
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WBAP-TY 53 COUNTY MARKET TOTALS

POPULATION 2,671,900
FAMILIES 811,400
1955 EFFECTIVE BUYING INCOME

(NET DOLLARS) woroe . $4,012,343,000
1955 EFFECTIVE BUYING INCOME

PER FAMILY (NET) . 3,495

1955 RETAIL SALES . ... 3,188,047,000

FARM POPULATION 397,400
NUMBER OF FARMS 100,934
GROSS FARM INCOME .. . 425,349,000

Source: Sales Management Survey of Buying Power,
May 10, 1956
Standard Rate & Data Service Inc.
May 10, 1956

FORT WORTH & DALLAS
METROPOLITAN MARKETS

CITY GRADE SERVICE

THE STAR-TELEGRAM STATION - aBc-NBC -

founder Prosident

AMON CARTER, JR. I
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WBAP-TV Land —a luxuriant 53-county area in
North Central Texas and Southern Oklahoma, cen-
tered around two great metropolitan areas, Fort
Worth and Dallas . . . rich in natural resources
and friendly progressive people who have the money
to buy your product. WBAP-TV Land — top in-
dustrial market, busy producing automobiles, air-
craft, work clothes, the latest in women’s fashions,
a variety of foods, and countless other articles in
light and heavy industry. WBAP-TV Land — popu-
lated by easy going, informal folks who believe in
doing big things to uphold the tradition of the
biggest state! Southwesterners like comfort — are
ready to buy what they want.

WBAP-TV Land — NUMBER ONE MARKET
IN THE SOUTH

WBAP-TV is the pioneer station of the
South, serving 53 counties with maximum
power of 100,000 watts on low-band chan-
nel 5 — as powerful as any television station
in the United States. The antenna towering
1,113 feet in the air is strategically located
between the Fort Worth and Dallas sky-
lines. In addition to offering the largest
studio facilities in the Southwest, WBAP-
TV is the only station in the area offering
complete COLOR telecasting facilities.
WBAP-TV delivers top quality programs
from both NBC-TV and ABC-TV Networks
combined, plus outstanding live studio pre-
sentations — including award-winning News
and Weather programs.

*plus 5 Counties in Oklahoma

IN BOTH CITIES

FORT WORTH, TEXAS
HAROLD HOUGH

Director

GEORGE CRANSTON

Manager

ROY BACUS

PETERS, GRIFFIN, WOODWARD, Inc.—National Representatives

- - - www . americanradiohistorv.com

COUNTIES"

Commercial Manager

Al
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FIRST
PLACE
AGAIN

KGUL-TV is top
preference in prime time*

® most populor night time progrom
® largest average oudience
® highest in quarter hour
firsts . more than
other stations
combined.

Source: ARB,

7 days

a2 OF
TEXAS

The buying power of

the market area represents

over 25% of the buying power
of the entire state. KGUL-TV’s

area includes Galveston, Houston

and the rich Texas Gulf Coast.

Effective |
Families Buying Income
0.1 MV/M Contour 501,500 $ 2,854,336,000 f
Total Coverage 611,600 3,299,272,000 |
Tota! State 2,523,800  12,938,800,000
kgul-tv’s percent
of state 24.2% 25.4%

Source: Sales Management, 1956

Represented Nationally
by CBS
Television
Spot
Sales

O

g ulll}

Galveston, Texas

TELEVISION MAGAZINE + SEPTEMBER 1956

Market & Stations—9, Penetration TV Hor

DETROIT, Mich.-WINDSOR, Can.—90.0 *1,356,120
WIBK-TV (C); WWJ-TV (N);
WXYZ-TV (A); CKLW-TV

DOTHAN, Ala.—47.7 34,747
WIVY (A,C)

DULUTH, Minn.-SUPERIOR, Wis.—67.0 105,152
KDAL-TV (A,C); WDSM-TV (C,N)

DURHAM, N.C.—62.3 275,399
WTVD (A,N)

EASTON-BETHLEHEM-ALLENTOWN,

Pa.—28.0 473,227
WGLVt (A); WLEV-TVE (N)

EAU CLAIRE, Wis.—67.5 68,935
WEAU-TV (A,N)

EL DORADO, Ark.—53.0 47,696
KRBB

ELKHART, Ind.—(See South Bend, ind.)

ELMIRA, N.Y.—34.4 142,097
WTVE? (A,N)

EL PASO, Tex.-JUAREZ, Mex.—75.5 70,130
KROD-TV (A,C); KTSM-TV (N);
XEJ-TV

ENID, Okla.—66.5 7?,339
KGEO-TV (A)

ERIE, Pa.—90.0 121,929
WICU (A,N); WSEE-TVt (A,C) 166,329

EUGENE, Ore.—47.9 **78,333

KVAL-TV (AN)
(Operates satellite KPIC-TV, Roseburg, Ore.)

EUREKA, Cal.—57.6 24,670

KIEM-TV (A,C,N)
EVANSVILLE, Ind.-HENDERSON, Ky.—59.8 101,178
WFIE-TVT (A,N); WEHTH (C)

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

FARGO, N.D.—52.8 92,313
WDAY-TV (A,N)
(See also Valley City, N. D.)

FAYETTEVILLE, N.C.—29.7 120,770
WFLB-TVT (A,C,N)

FLORENCE, $.C.—56.3 141,923
WBTW (A,C,N)

FT. DODGE, lowa—19.5 119,009
KQTVt (N)

FT. LAUDERDALE, Fla.—(See Miami, Fla.)

FT. MYERS, Fla.—59.7 20,665
WINK-TV (A,C)

FT. SMITH, Ark.—69.1 132,541
KFSA-TVt (A,C,N)

FT. WAYNE, Ind.—51.0 123,928
WIN-T+ (A,C); WKIG-TVt (N)

FT. WORTH-DALLAS, Tex.—72.1 509,995

KFJZ-TV; WBAP-TV (A,N);
KRLD-TV (C); WFAA-TV (A,N)

FRESNO:-TULARE, Cal.—76.6 195,161
KERE-TV (C); KJIEQ-TVF (A); $150,859
KMJ-TVT (N); KVVGT

GALVESTON-HOUSTON, Tex.—71.9 434,619
KGUL-TV (C); KPRC-TV*** (N);

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

GRAND FORKS, N.D. it
KNOX-TV (N)

GRAND JUNCTION, Colo. t1
KREX-TV (A,C,N)

GRAND RAPIDS, Mich.—90.0 430,740
WOOD-TV (A,N)

GREAT BEND, Kan.—63.4 68,350
KCKT-TV (N)

GREAT FALLS, Mont.—35.3 23,961
KFBB-TV (A,C,N)

GREEN BAY, Wis.—79.6 207,256
WBAY-TV (C); WFRV-TV (A) »

www.americanradiohistorv.com

|

2For |

TWO rich markets—Durham
and Raleigh—for ONE buy.

That’s what you get when
you buy WTVD.

Why? Because only WTVD
—among ALL media—can
deliver and dominate the
Durham - Raleigh markets
with a SINGLE buy.

Two rich markets with $2.1
BILLION in buying power
combined as ONE when you
buy WTVD.

Ask your Petry man about
the Durham-Raleigh market
and the only medium that
delivers and dominates it.

WTVD

CHANNEL ELEVEN
NBC - ABC
for Durham-Rale

Call Edward F
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 Famous on the local scene...

Wherever he lived he served his neighbors well

...and his neighbqrs sent Abraham Lincoln to the White House.

uhoan recogmﬂon thut hus been accorded Storer
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WSPD-TV  WUW-TV  WJBK-TV.  WAGA.TV  WBRCTV. kPTv WGBSV

TO'"’?Lol"Q Cleveland, Ohio Detroit, Mich, " Atlante, Ga, Birmingham, Ala. Portland, Ore. Miami, Flo.
WSPD WJIW WJBK WAGA WBRC WWVA WGBS

Toledo, Ohlo  Cleveland, Ohlo  Detroit, Mich,  Atlanta, Ga.  Birmingham, Ala. Whaeeling, W.Va.  Miomi, Flo.
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TOM HARKE t: vtce-presndem and notional sales director 118 Eost 57th Street, New York 22  Murra
SALES OFFICES BOB WOOD —Mtional sales manager

LEW JOHNSON-—midwest sales manager ® 230 North Michigan Avenue, Chicago 1 ® Franklin 2-6498

GAYLE GRUBB= vice-president and Pacific coast sales manager ® 111 Sutter Street, San Francisco ® Sune

1
-
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wimytv
MAXIMUM POWER ON CHANNEL 2
Greensboro, N. C.

gral dlng trug pidture ...

Of increased sales and profits in the Prosperous Piedmont section of
North Carolina and Virginia with WFMY-TV. No matter how you look at

1t — there’s no station or group of stations that gives complete coverage
of this fabulous market as does WFMY-TV

50 prosperous counties « 2 million population

$2.5 billion market « $1.9 billion retail sales
/;_—7/ Y Greensboro ,
1 L (@ L Winton-Salem Call your H-R-P man today.
FRY Durham

High Polnt

_— Martinsvilte, Va,

Reldsyille
Salisbury // Basic
Chapel Hill W M
Pinehurst M 5
C ) @

> Sanford

GREENSBORO, N.

Represented by
Harrington, Righter & Parsons, Inc.
Now York Chicago

Fort Bragg

WFMY-TV...Pied Piper of the Piedmont

Since 1949

San Francisco — Atlanta

www-americanradiohistorv.com
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Market & Stations-—% Penetration TV Homes
GREENSBORO, N.C.—69.4 312,835
L WFMY-TV (AQ)
GREENVILLE-WASHINGTON, N.C.—5%.1 141,732
d WNCT (A,C); WITN (N)
GREENVILLE-SPARTANBURG, 5.C.—63.1 274,272
WFBC-TV (N); WSPA-TV (C)
. HANNIBAL, Mo .-QUINCY, 111.—79.1 151,174
KHQA-TV (C); WGEM-TV (A,N)
HARLINGEN-WESLACO, Tex.—52.5 56,695
" KGBT-TV (A,C); KRGV-TV (N)
HARRISBURG, |H.—44.6 129,066
WSIL-TVT (A)
MARRISBURG, Pa.—74.0 188,658
WCMB-TVT; WHPTVE (C);
WTPAt (A,N)
AARRISONBURG, Va.—57.9 89,284
WSVA-TV (A,C,N)
4ARTFORD-NEW BRITAIN, Conn.—55.8 1277,779
WGTH-TVH (A,C); WKNB-TV} (N)
4ASTINGS, Neb.—66.3 79,140
KHAS-TV (N)
JATTIESBURG, Miss.—50.7 57,399
WDAM-TV (AN}
{ENDERSON-LAS VEGAS, Nev.—61.5 18,638

KLRJ-TV {A,N); KLAS-TV (C); KSHO-TV
{ENDERSON, Ky.-EVANSVILLE, Ind.—59.8 1101,178
WEHTt (C); WFIE-TVYT (A,N)
{ONOLULU, T H.—70.4
KGMB-TV (C); KONA (N};
KULA-TV (A)
(KGMB-TV operates satellites KHBC-TV,
Hilo and KMAU, Wailuku. KONA-TV
operates satellite KMVI-TV, Wailuku)
IOUSTON-GALVESTON, Tex.—71.9
KPRC-TV*** (N}; KTRK-TV (A);
KGUL-TV (C)
(KTRE, Lufkin, Tex., optional satellite of
KPRC-TV, Houston, Tex.)
IUNTINGTON-CHARLESTON, W. Va.—68.)
WHTN-TV (A); WSAZ-TV (N);
WCHS-TV (C)
IUTCHINSON-WICHITA, Kan.—65.8
KTVH (C); KAKE-TV (A);
KARD-TV
JAHO FALLS, Ida.—64.7
KID-TV (A,C,N)
NDIANAPOLIS, Ind.—86.3
WFBM-TV (A,N); WISH-TV (C)
(See also Bloomington, Ind.)
ACKSON, Miss.—42.3
WITV (A,C); WLBT (N)
JACKSON, Tenn.—52.7
WDXI-TV (C)
ACKSONVILLE, Fla.—58.6
WIHP-TVT (A,N); WMBR-TV (A,C)

' ZFFERSON CITY.COLUMBIA, Mo.-—65.0
KRCG-TV (C); KOMU-TV (A,N)

£ DHNSON CITY, Tenn.—47.7
WIHL-TV (A,C,N)

% DHNSTOWN, Pa.—85.6 517,665
WARD-TV?t (A,C); WIAC-TV (A,C,N) Tt
(Circulation shown does not include Pittsburgn,
Pa. where station has sizable share of audience.}

**95,509

434,619

365,005

219,365

37,476

604,807

128,106

80,618
243,125
157,864

87,889

136,613

IPLIN, Mo.—63.1 96,278
KSWM-TV (C)

! JNEAU, Alaska i1
KINY-TV (C)
ALAMAZOO, Mich.—90.0 508,680
WKZO-TV (A,C)
ANSAS CITY, Mo.—83.2 483,948
KCMO-TV (C); KMBC-TV (A);
WDAF-TV (N)

" EARNEY, Neb.—54.9 **73,760

KHOL-TV (A,C,N)
(Operates satellite KHPL-TV, Hayes Center, Neb.)

NOXVILLE, Tenn.—49.9 174,138
WATE-TV (A,N); WBIR-TV (C); 175,576
WTVK-TVt (A,C)

| A CROSSE, Wis.—59.5 96,736

WKBT (A,C,N)

ELEVISION MAGAZINE -
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Market & Stations—9% Penetration

LAFAYETTE, Ind.—73.1
WFAM-TVT (C)
LAFAYETTE, La.—48.1
KLFY-TV (C)
LAKE CHARLES, La.—62.2
KPLC-TV (A,N); KTAG-TVT (C)
LANCASTER, Pa.—88.0
WGAL-TV (C,N)
LANSING, Mich.—90.0
WIM-TV (A,C,N); WTOM-TV
LAREDO, Tex.
KHAD-TV (A,C,N)
LAS VEGAS-HENDERSON, Nev.—61.5
KLAS-TV (C); KSHO-TV; KLRJ-TV (A,N)
LAWTON, Okla.—64.7
KSWO-TV (A)

TV Homes

154,015
62,139
78,523

149,548
605,652

335,880
158,384

Tt
18,638

46,878

ket & Stations—% Penetration

LEXINGTON, Ky.—29.5
WLEX-TVE (A,N)

LIMA, Ohio—69.9
WIMA-TVE (A,C,N)

LINCOLN, Neb.—76.9
KOLN-TV (A,C)

LITTLE ROCK-PINE BLUFF, Ark.—51.6
KARK-TV (N); KTHV (C);

KATV (A,C)

LOS ANGELES, Cal.—84.5
KABC-TV (A); KCOP; KHI-TV;
KNXT (C); KRCA (N); KTLA; KTTV

LOUISVILLE, Ky.—67 .6
WAVE-TV (A,N); WHAS-TV (C)

LUBBOCK, Tex.—57.7
KCBD-TV (A,N); KDUB-TV (C)

...all EYES are on
cuanneeL 10

WBIR-1V

KNOXVILLE, TENN.
One of the Nation’s

Most Powerful

Stations

REPRESENTED BY THE KATZ AGE

wWww . americanradiohistorv.com

TV Homes

136,970

65,358

152,503

144,406

1,927,333

456,768

95,827
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2 heaafq are better than |
AN

4

~!

g/

ESPECIALLY WHEN THEY’RE
WATCHING YOUR COMMERCIALS! rog RATINGS
And in the Portland, Oregon Market i Metropohitan Portand.

Metropolltan Portland.
® 84%, More Audience than

- KOIN-TV delivers Station B. =
| ) ° Sl?;l{gr?dé)rc Audience than
OVER TWICE THE AUDIENCE Ey ottt gty
of any other station! Sounsass Juse 1956 Pomard ATB

EXCLUSIVE COVERAGE of the Full Portland, Oregon Market

HIGHEST | ””[ 317,700 Television Familics of 30 O d Washington Counti
‘ i ® , clevision Familics 0 rcgon an ashington Counties
TOWER | with
I l ® $2.694,644,000 in Total Effective Buying Income who spent
MAXIMUM ll“ ® $1.978,434,000 in Retail Sales during 1955 are
® YOURS ONLY WITH KOIN-TV.
POWER Source: May 10, 1956, Sales Mupcgemeﬂ'

"Survey of Buying Power"

Channel 6'=Portland, Oregon

THE BIG
MR. SIX
IN THE WEST

Represented Nationally by CBS Television Spot Sales

www americanradiohistorv com
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Market & Stations—% Penetration TV Homes
LUFKIN, Tex.—48.6 37,240
KTRE-TV (N)
(Optional sateilite of KPRC-TV, Houston, Tex.)
| LYNCHBURG, Va.—61.9 183,905
WLVA-TV (AQ)
MACON, Ga.—59.2 91,709
WMAZ-TV (A,C)
3. MADISON, Wis.—72.5 194,246

WISC-TV (C); WKOW-TV}; WMTVT (A,N) 1108,040

MANCHESTER, N.H.—90.0
WMUR-TV (A)
(Circulation shown does not include Boston, Mass.
where station has sizable share of audience.)

728,370

MARINETTE, Wis.—79.8 141,580
WMBV-TV (A,N)

MARQUETTE, Mich.—43.3 37,175
WDMJ-TV (C)

MASON CITY, lowa—72.6 106,230
KGLO-TV (C)

MAYAGUEZ, PR. tt
WORA-TV (C)

MEDFORD, Ore.—40.2 33,846
KBES-TV (A,C,N)

'MEMPHIS, Tenn.—59.2 345,725
WHBQ-TV (A); WMCT (A,N);
WREC-TV (C)

MERIDIAN, Miss.—42.6 83,316
WIOK-TV (A,C,N)

. MIAMI-FT. LAUDERDALE, Fla.—80.9 315,482
WCKT (N); WGBS-TVT; 1184,872

WITVT (A); WTVJ (C)

MIDLAND-ODESSA, Tex.—56.5 50,796
KMID-TV (A,N); KOSA-TV (C)

IMILWAUKEE, Wis.—87.7 612,216
WISN-TV (A); WITETV; +243,662
WTMJ-TV (N); WXIXT (C)

' MINNEAPOLIS-ST. PAUL, Minn.—81.0 618,678
KEYD-TV; KSTP-TV (N);

W WCCO-TV (C); WTCN-TV (A)

'MINOT, N.D.—48.6 16,946
KCBJ-TV (A,C,N)

21 MISSOULA, Mont.—33.4 16,013
KGVO-TV (A,C)

{ MOBILE, Ala.—61.8 149,279

N WALA-TV (A,C,N); WKRG-TV (C)

IMONROE, La.—51.3 105,163
W KNOE-TV (A,C,N)

¥ {MONTGOMERY, Ala.—53.0 103,461

WCOV-TVH (A,C,N); WSFA-TV (A,N} $72,630
MUNCIE, Ind.—72.4 198,218

40 WLBC-TVt (A,CN)

4 MUSKOGEE, Okla.—73.4 205,765
KTVX (A)

(Includes Tulsa, Okla.)

AUINASHVILLE, Tenn.—53.1 285,708

WLAC-TV (C); WSIX-TV (A);
WSM-TV (N)
Y NEW BRITAIN-HARTFORD, Conn.—55.8 1277,779

" WKNB-TV{ (N); WGTH-TV1 (A,C)

NEW HAVEN, Conn.—88.5 842,896
WNHC-TV (A,C,N)
" NEW ORLEANS, La.—74.9 334,192
' WDSU-TV (A,C,N); WIMR-TVT (A,C) 125,731
NEW YORK, N.Y.—90.0 4,520,748
WABC-TV (A); WABD; WATV;

4 WCBS-TV (C); WOR-TV; WPIX;

" WRCA-TV (N)

#" INORFOLK, Va.—75.9 274,100
WTAR-TV (A,C); WTOV-TVT; 1152,948

WVEC-TVT (N)

TELEVISION MAGAZINE < SEPTEMBER 1956

Market & Stations—% Penetration TV Homes

OAK HILL, W. Va. Tt
WOAY-TV (A)

ODESSA-MIDLAND, Tex.—56.5 50,796 (
KOSA-TV (C); KMID-TV (A,N)

OKLAHOMA CITY, Okla.—73.0 276,660 ‘
KWTV (A,C); WKY-TV (A,N)

OMAHA, Neb.—87.2 296,082
KMTV (AN}, WOW-TV (C)

ORLANDO, Fla.—56.1 118,834
WDBO-TV (A,C,N)

OTTUMWA, lowa—62.5 115,012
KTVO (C) |

PANAMA CITY, Fla.—50.4 20,018 |
WJIDM-TV (A,C,N)

PARKERSBURG, W. Va.—40.0 136,253
WTAP-TVH (A,C,N)

PENSACOLA, Fla.—65.4 110,151
WEAR-TV (A,C)

PEORIA, 111.—80.1 $177,271
WEEK-TVt (N); WTVH-TVt (A,C)

PETERSBURG, Va.—71.1 199,365
WXEX-TV (N)
{Includes Richmond, Va.)

PHILADELPHIA, Pa.—90.0 1,795,680
WCAU-TV (C); WFIL-TV (A);
WRCV-TV (N)

PHOENIX-MESA, Ariz.—69.0 128,558
KOOL-TV (C); KPHO-TV;
KTVK (A); KVAR (N)

PINE BLUFF-LITTLE ROCK, Ark.—51.6 144,406
KATV (A,C); KARK-TV (N);
KTHV (C)

PITTSBURG, Kan.—64.3 121,855 |
KOAM-TV (A,N) ‘

PITTSBURGH, Pa.—87.3 1,053,857 |
KDKA-TV (A,C,N); WENST (A,C,N) 1320,473 |

PLATTSBURG, N.Y.—81.1 *100,261 ‘
WPTZ (A,N) |

POLAND SPRING, Me.—83.1 *232,500
(Mt. Washington, N. H.) |
WMTW (A,C) !

PORTLAND, Me.—87.6 182,194 |
WCSH-TV (N); WGAN-TV (C) |

PORTLAND, Ore.—63.8 +11308,963
KLOR-TV (A); KOIN-TV (C); KPTVt (N) |

PROVIDENCE, R.1.—90.0 746,736

WIJAR-TV (A,N); WPRO-TV (C) |

PUEBLO-COLORADO SPRINGS, Colo.—52.1 52,923
KCSJ-TV (N); KKTV (A, C); KRDO-TV (N)

QUINCY, I1I.-HANNIBAL, Mo.—79.1 151,174
WGEM-TV (A,N); KHQA-TV (C) |

RALEIGH, N.C.—54.1 107,632
WNAO-TVt (A,C)

RAPID CITY, S.D. tt
KOTA-TV

READING, Pa.—46.5 174,871

WHUM-TVT (A,C) \

RENO, Nev.—74.4 20,436
KOLO-TV (A,C.N) ‘

WDBJ-TV (C); WSLS-TV (AN)

ROCHESTER, Minn.—72.4 96,233
KROC-TV (AN}

RICHMOND, Va.—71.1 199,365
WRVA-TV; WTVR (A,C); WXEX-TV |
(Petersburg, Va.) (N) i

ROANOKE, Va.—62.4 247 473 |

ROCHESTER, N.Y.—90.0 293,220 ‘
WHAM-TV (A,N); WHEC-TV (A,C);
WVET-TV (A,C) » |

www americanradiohistorv com

PRIMARY
SERVICE

to over 80,000

Television Homes

316,000 Watts

On the Air Since 1953

Maximum Power

WTOK-TV

CHANNEL 11

MERIDIAN, MISS.

Represented by
HEADLEY-REED
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SARE oct. 1955
“ARB’ march 18956

july 1956

i 0.1 MVIM|

Douglassville,
Adlgnto e |

elinden i
eKildare -

TEXAS crotunen |

/
¢ Daingecheld

|Orunsmrm -noo)ln

o Minden

SHREVEPORY /  Rwwon o
KSLA-TV has ten of the TOP 15 shows...64% of o .2 ml 'uoss«n(';m
the morning audience . . . 589 of the afternoon audience Fields | T 'i}“"‘
and 53 of the nighttime audience. Thus PULSE backs S e i . LOUISIANA
up ARB in proving KSLA-TV’s continuing audience N G:} S
leadership in Shreveport. That’s why over twice as \ ~ /
Mount Enterprive

many national spot accounts and one-third more local
accounts use KSLA-TV than the other Shreveport }
channel! Your Raymer man has full details of the 34N AUGUSTINE
success story. KSLA-TV =

FIRST IN SHREVEPORT, LOUISIANA

KSLA-TV o] 2

FULL 316,000 WATTS POWER — ANTENNA HEIGHT 1,200 FEET

PAUL H. RAYMER, INC.

NATIONAL REPRESENTATIVE
CBS-TV BASIC NEW YORK * CHICAGO ¢ ATLANTA * DETROIT * DALLAS ® SAN FRANCISCO ¢ HOLLYWOOD
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128 Afternoon
Spots Available

on KCRA-TV

e ———

MATINEE THEATRE

15.0 AVERAGE RATING
(12-1 P.M.)

[
QUEEN FOR A DAY

15.1 AVERAGE RATING
(1-1:45 P.M.)

®
VALLEY PLAYHOUSE

12.4 AVERAGE RATING

The Senator says, “It’s in the
Book!”

ARB credits KCRA-TV with a
Noon to 5 P.M. average rating of
12.8, an average Share of Audi-
ence of 75.5% .

In this four-station market no
other station leads KCRA-TV in
any quarter hour of this time
period.

Choice station breaks and one-
minute participations are still
available at low afternoon rates.

Petry has the book that shows
how strong day and night pro-
gramming has made KCRA-TV
the highest rated NBC station in
the West.

*All ratings compiled from Sacra-
mento Television Audience ARB:
June 2-8, 1956

KCRA-TV

CHANNEL 3

SACRAMENTO, CALIFORNIA
100,000 watts Maximum Power

Basic mﬂ_@ Atfiliate

represented by
Edward Petry & Co.

SEPTEMBER 1956

Market & Stations—9%, Penetration TV Homes
ROCKFORD, 111.—83.1 236,253
WREX-TV (A,C); WTVOTt (N) 133,247

ROCK {SLAND, Ilil.—DAVENPORT,

lowa—84.2 284,562
WHBF-TV (A,C); WOC-TV (N)

ROME, Ga.—68.7 118,891
WROM-TV

ROSWELL, N.M.-—43.1 27,697
KSWS-TV (A,C,N)

SACRAMENTO, Cal.—73 4 314,604
KBET-TV (C); KCCC-TVY (A); 182,308
KCRA-TV (N}

SAGINAW-BAY CITY, Mich.—85.3 256,264
WKNX-TVT (A,C); WNEM-TV (A N) 177,904

ST. JOSEPH, Mo.—76.7 124,067
KFEQ-TV (C)

ST. LOUIS, Mo.—83.2 764,988
KSD-TV (N); KTV (A,C); KWK-TV (C) 303,700

ST. PETERSBURG-TAMPA, Fla.—62.8 210,475
WEUN-TVt (A); WFLA-TV (N); WTVT (C) 151,542

SALINAS-MONTEREY, Cal.—73.7 92,124

KSBW-TV (A,C,N)

(Figures are based on market’s status as of Aug. !}
and dec not take into account station’s new trans-
mitter location, effective Sept. 1.)

SALISBURY, Md.—81.4 154,807
WBOC-TV1 (A,C)

SALT LAKE CITY, Utah—79.3 176,959
KSL-TV (C); KTVT (N); KUTV (A)

SAN ANGELO, Tex.—49.5 19,419
KTXL-TV (A,C,N)

SAN ANTONIO, Tex.—66.7 202,618

KCOR-TVt; KENS-TV (A,C); tr
WOAI-TV (A,N)

SAN DIEGO, Cal.-TIJUANA, Mex.—82.5 276,746
KFMB-TV (A,C); KFSD-TV (N); XETV (A)

SAN FRANCISCO, Cal.—80.3 1,014,052
KGO-TV (A); KPIX (C); 204,839

KRON-TV (N); KSAN-TVt

(Circulation shown does not include Sacramento,
Cal. where stations have sizable share of audi-
ence.) (See Stockton, Cal.)

SAN JOSE, Cal.—73.3 216,102
KNTV

SAN JUAN, P.R. 1
WAPA-TV (A,N); WKAQ-TV (C)

SAN LUIS OBISPO, Cal Tt
KVEC-TV (A,C)

SANTA BARBARA, Cal.—76.5 112,196

KEY-T (A,C,N)
(Inctudes 31,376 TV homes in western portion of
Los Angeles county.)

SAVANNAH, Ga.—60.7 75,345

WSAV-TV (N); WTOC-TV (A,Q)

444,888
173,061

SCHENECTADY-ALBANY-TROY, N.Y.—86.2
WRGB (N); WCDA-TV***(C); WTRIT (A)
(WCDA-TV operates sateliite WCDB-TV,
Hagaman, N. Y.}

SCRANTON-WILKES-BARRE, Pa.—76.5 1227,972
WARM-TVt (A); WGBI-TVE (C);

WBRE-TV (N); WILK-TVt (A)

SEATTLE-TACOMA, Wash.—78.0
KING.TV (A); KOMO-TV (N);
KTNT-TV (C); KTVW

418,607

SEDALIA, Mo.—64.0 38,101

KDRO-TV
SHREVEPORT, La.—58.6

KSLA (A,C); KIBS-TV (A,N)
SIOUX CITY, lowa—81.9

KTIV (A,N); KVTV (A,Q)
SIOUX FALLS, S.D.—61.2

KELO-TV (A,C,N)

(Operates satellite KDLO-TV,

170,161

156,230

~*137,548

Florence, S. D.) | _d

wwWwW americanradiohistorv com

NOW
FULL
POWER
and

Color!
KSBW-TV

Channel

SALINAS-MONTEREY
CBS-NBC-ABC

MORE COVERAGE!
MORE PEOPLE!
LOWER COST PER M!

The one TV station in North-
ern California that has 90%
Share-of-Audience* in Mon-
terey-Santa Cruz Counties!

The one TV station that
covers a market the size of
MHouston or Buffalo and de-
livers this market to adver-
tisers at one of the lowest

costs in the United States.
*ARB

National Representatives:

H-R TELEVISION INC.

New York, Chicago
Atlanta, Dallas, Hou

[ -

Los Angeles, San
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Market & Stations—% Penetration V Homes
SOUTH BEND-ELKHART, Ind.—63.6 [170,052
WNDU-TV?t (N); WSBT-TVt (C);
WSJIV-TVT (A}

T v ADV E R 'I' I s E R s ° | SPARTANBURG-GREENVILLE, 5.C.—63.) 274,272
L | WSPA.TV (C); WFBC-TV (N)
| SPOKANE, Wash.—58.7 154,583
| KHQ-TV (N); KREM-TV (A);
_ L KXLY-TV (C)
o u a re n o cove rln SPRINGFIELD, S 170’289
) i ‘ WICSt (A,N)
SPRINGFIELD-HOLYOKE, Mass.—86.3 189,644

WHYN-TVt (C); WWLPt (A,N)

1 SPRINGFIELD, Mo.—60.0 106,993
“_ en m KTTS-TV (C); KYTV (A,N)
' ’ STEUBENVILLE, Ohio—83.4 ) 355,753
N WSTV-TV (A,C)
a - »
ndiana’s 2nd market-
unless yo ing

Pa.,~Altegheny county, 410,580 sets—where sia-

‘ (Circulation shown does not include Pittsburgh,
tion has sizable share of audience.)

STOCKTON, Cal.—-79.7 1,146,972
KOVR
| (Circulation shown includes Sacramento and San
Francisco counties, Cal.}
(See San Francisco, Cal.)

‘ SUPERIOR, Wis.-DULUTH, Minn.—67.0 105,152
WDSM-TV (C,N); KDAL-TV (A,C)
l SWEETWATER-ABILENE, Tex.—61.2 53,462
KPAR-TV (C); KRBC-TV (N}
m ' I SYRACUSE, N.Y.—88.8 357,691
™ | WHEN-TV (A,C); WSYR-TV (N)
' TACOMA-SEATTLE, Wash.—78.0 418,607

KING-TV (A); KOMO-TV (N);
KTNT-TV (C); KTVW

TALLAHASSEE, Fla.—(See Thomasville, Ga.)

A .
Please d.O" t tuke our word for it TAMPA-ST. PETERSBURG, Fla.—62.8 210,475
Check the viewer reports on the South WELA-TV (N); WTVT (C); WSUN-TVF (A)  §151,542
Bend Market—either A.R.B. cr Pulse. TEMPLE-WACO, Tex —62.3 111,136
They all show that WSBT-TV com- KCEN-TV (N); KWTX-TV (A)
pletely dominates the South Bend TERRE HAUTE, Ind.—79.1 177,987
v market. The latest A.R.B. report WTHILTV (A,C)
P (February,1956) tells the same story., Tt TEXARKANA, Tex.—55.9 143,550
| shows that WSBT-TV carries the top 13 KCMCTV (A.C)
b % shews and 23 of the top 25! It also reveals | THOMASVILLE, Ga.-TALLAHASSEE,
\ : < 3
/ N that more viewers watch WSBT-TV during F"':/'v"c‘:zj(c N e
the prime daily viewing hours of 6:30 p.m. " w i
to 10:30 p.m than watch all other stations Tovbigg.'r?/h;;_ca:lf i
combined! o
. TOPEKA, Kan.—72.3 131,796
Chicago stations are included in the A.R.B. WIBW-TV (A,C)
report. They reach only a handful of TRAVERSE CITY, Mich.—56.2 31,901
viewers It all boils down to the fact that WPBN-TV (N
you just don't get television coverage in TUCSON, Ariz.—54.6 _ 44,442
South Bend, Indiana without WSBT-TV! KDWI-TV; KOPO TV (C); KVOA-TV (A,N)
This ; . g . TULARE-FRESNO, Cal.—76.6 195,161
Fhis is Indiana's 2nd market in population, KVVGt; KFRE-TV (C); £150,859
income, sales—and one of the Nation's rich- KJEO-TV1 (A); KMLTV (N)
est. Get the whole story. Write for free TULSA, Okla.—69.6 279,985
market data book. KOTV (C); KVOO-TV (N);
KTVX (Muskogee, Okla.) (A}
PALE M. RAVMER CO., INC., NSTIONAL REPRESENTATIVES TWIN FALLS, Ida. t
KLIX-TV (A,C)
TYLER, Tex.—51.6 71,739 _
KLTV (A,C,N)
UTICA-ROME, N.Y.—88.9 158,341
WKTV (A,C.N)
SOUTH VALLEY CITY, N.D.—52.9 103,239
‘ ‘ KXJB-TV (C)
BE N Df (See also Fargo, N. D.)
IND. WACO-TEMPLE, Tox.—62.3 111,136
A tinEL KWIX-TV (A); KCEN-TV (N) 3
CBS... A CBS BASIC OPTIONAL STATION 34 WASHINGTON, D.C.—81.1 607,

WMAL-TV (A); WRC-TV (N);
WTOP-TV (C); WTTG

TELEVISION MAGAZINE + SEPTEMBER 1956

i


www.americanradiohistory.com

Market & Stations—% Penetration TV Home:
| — — ‘ o
WASHINGTON-GREENVILLE, N.C.—59.1 141,732 l
WITN (N); WNCT (A,C)
WATERBURY, Conn.—60.0 107,792 PACIFIC NORTHWEST'S

KCEN-TV Covers the RIS

WATERLOO, lowa—79.5 202,252

WACO-TEMPLE IR o | |
CENTRAI. TEXAS WSAU-TV (A,CN)

) WESLACO-HARLINGEN, Tex.—52.5 56,695 | ® '
KRGV-TV (N); KGBI-TV (A,C)
A R E A M A R K E T WEST PALM BEACH, Fla.—73.5 94,928 : eXClu SIve ‘

WEAT-TV (A,C);  WINO-TV (C,N)

-
WHEELING, W. Va.—81.1 298,603
WTRF-TV (A,N)
WICHITA-HUTCHINSON, Kan.—65.8 219,365
KAKE-TV (A); KARD-TV (N); KTVH (C) ®
| WICHITA FALLS, Tex.—63.7 86,500 | J \
KFDX-TV (A,N); KSYD-TV (C) | %
| /
WILKES-BARRE-SCRANTON, Pa.—76.5 227,972 ! It takes more than 40,000
WBRE-TV} (N); WILK-TVt (A); . fecti .
H ective cover
Retail WARM-TV? (A); WGBI-TVY (C) square miles of e N lusive
deliver this exclusi
| WILMINGTON, Del.—89.8 247,898 age fo i ol Ket. It's
| WPFH (N) | agricultural-mdusma mar e',
Sales i (Circulation shown does not include Philadelphia, . a one.TV-signal-mOfkef bigger
l Pa., where station has sizable share of audience.) than Massachuseﬂs New Hamp-
a .
[ WILMINGTON, N.C.—41.6 73,168 | hire, Connecticut and Rhode
over K AN s . . i
WMFD-TV (A,N) . th more
Istand combined . . . Wi
WINSTON-SALEM, N.C.—67.5 321,354 . T S Di
oledo, San i
$775.000,000 WSJS-TV (N); WTOB-TVt (A) 180,669 population ”“fl’l‘
shville.
P YAKIMA, Wash.—63.2 *+172,410 ] ego or Na
KIMA-TVH (A,C,N)
. {Operates satellites KLEW-TV, Lewiston, F
in 1955 Ida. and KEPR-TV, Pasco, Wash.) : " rr
YORK, Pa.—77.2 197,854 MARKET DAT
WNOW.-TVT; WSBA-TVt (A) | 511,875
PRTS LATION - - . !
YOUNGSTOWN, Ohioc—66.0 +181,502 | P(S:Jan population - 261,900}
WFMJ-TV1 (N); WKBN-TVt (A,C) {Rurol Population . 24:,:2)
159,
. - FAMILIES ...
Goin YUMA, Ariz.—58.2 17,644 FA NG INCOME . $859,218,000
9 KIVA-TV (A,C,N) | EGF:gassﬁi:xymco»AE $334,735,000
541,000
ZANESVILLE, Ohio—63.3 149,350 | RETAIL SALES - 2“’32'614 000
WHIZ-TVt (A,C,N FOOD SALES - - O
up mETAeN g wercanase 342007000
] DRUG SALES . POV
123,748,000
* Unadjusted for new data pending further study. A AUTOMOTIVE SALES ... o ‘“sPower)
now! T UHF (Source: 1956 Survey of Buying
1T Incomplete data.
111 V.H.F.-U.H.F.
* U.S. coverage only.
** Includes circulation of satellite.
*** Does not include circulation of satellite.
OPENED IN AUGUST: 4
Market Station Channel
Carlsbad, N.M. KAVE-TV (mn
Klamath Falls, Ore. KOT! {2)
| Knoxville, Tenn. WBIRTV  (10)
| Redding, Cal. KVIP (7)
i
DUE TO OPEN IN SEPTEMBER: 10

Market Station  Channel
‘ KEPR-T
Ardmore, Okla. KVSO-TV (12) Pasco, Wash.
Bristol, Tenn.-Va. WCYB-TV (5)
Caguas, P.R. WKBM.TV m
Ili ® 833 ft. tower ® Max. power, 100 kw. Clarksburg, W.Va. WBLK-TV “2))
‘! @ Channel 6, VHF o Full Time Elmira, N.Y. WSYE-TV (18)
| El Paso, Tex.-Juarez, Mex. KILT-TV (13) KLEW-TV
Representatives: Evansville, Ind.- Lewiston, Idahe
. . Henderson, Ky. WTVW (7) ’
NATIONAL: George P. Hollingber Y
TEXAS: Clyde Meiville Co., Dellusy Ironwood, Mich. WFJS-TV (12) See
KCEN-TV, 17 S. 3rd, Temple, Texas Massillon, Ohio WMAC-TV (23) CWEED TE LEVI‘C‘
Montrose, Colo. KFXJ)-TV 10 ™
i OWNED AND OPERATED BY BELL PUBLISHING CO. (10 Pacific Nerthwest: MOORE Al
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THE TEN-SECOND SELL From page 52

How many ID's are enough? Nobody's sure, but three is general minimum

2. ID’s can be used for additional
hard-hitting advertising in highly
competitive markets and in markets
where sales are lagging.

3. ID’s can be used for extra adver-
tising during the days a product is
most heavily bought.

4. ID’s can be used to re-emphasize
simple but important news: product
improvement, price change, premium
offer, new package.

5. ID’s can be used to supplement
regular campaigns during special
seasons when a product is most in
demand, or when a product should be
most in demand.

6. ID’s can be used to give consist-
ency to an advertiser’s selling effort
through ID’s low-cost frequency.

The variety of uses to which the
ID can be put is evident from an ex-
amination of individual markets.
Listed in a box elsewhere in this
article are the ten leading ID users
in Chicago and Detroit as shown by
Broadcast Advertiser Reports. Note
the weight of these campaigns. Gold-
blatt’s department store in Chicago
used 65 spots a week; Meister Brau
used 45.

Must advertisers use heavy sched-
ules? How many ID’s are needed to
do a job? This is the toughest ques-
tion of all. There is no universally
accepted answer. Every agency has
worked out its own formula. There
is, however, a common approach to
the problem.

What's your penetration goal?

After the agency has determined
such fundamentals as when best to
reach its potential customers, the
next step is to determine what per-
centage of penetration within the
market is desired. ID’s are then
bought in whatever quantity is nec-
essary, according to the number of
rating points needed to reach the de-
sired per cent of penetration.

Some advertisers have set a1 mini-
mum of three I11)’s weekly as the
smallest possible buy,

Another approach is to start with
the total amount of money an adver-
tiser has to spend in a given market.
Or, the number of [D’s purchased
may be governed by the way the ad-
vertiser is using his ID’s.

For example, an advertiser who iy
uging I1D’s to supplement his network
show or spot-placed program may get
a4 amalley number of 11’y ug the de-
sived amount than the advertiser who

82

is using ID’s to introduce a new
product.

One of the main problems in
weighing the value of ID’s is deter-
mining the amount of attention that
viewers pay to these between-shows
announcements. Undoubtedly, there
is a drop-off from program levels.
Any number of advertisers, however,
have continuing research projects on
this subject. Their findings have been
satisfactory enough to encourage the
maintenance—and the expansion—of
ID schedules.

Since there is an inattention factor
present, it has fallen to the lot of the
creative and production people to
come up with new and different tech-
nigues to snare and retain viewer-
interest.

With the ID commercial, new ap-
proaches have been developed to an-
swer this need.

Technically speaking, an ID is
either 4 ft., 36 frames (eight-sec-
onds) in running length or 6 ft. (10-
seconds) of running length for 16-
mm film.

Advertisers swinging to eight-second ID's

The eight-second version, which is
swiftly gaining in popularity among
advertisers and TV stations, devotes
its entire running time to the spon-
sor's message. The remaining two
seconds of the ID are used for a full
screen station identification which
the station ties-on to the advertiser’s
film.

The use of the eight-second 1D re-
sults in considerable savings over the
10-second version for the advertiser
since negatives with the individual
station call letters are eliminated.

Because of this extremely short
length, the copywriter is faced with
a4 three-fold problem: cramming the
specific sales message into a maxi-
mum of approximately 13 words,
establishing a visual idea in eight-
seconds and keeping the viewer at-
tention at high level.

The IT) forces the copywriter to
define exactly what he’s trying to
sell and to boil the message down to
its essentials.

Use audio to flag viewer attention

In many cases, the produet’s basic
copy theme has been established
through use in other media. The
copywriter then has only to refine
this to television usage. However,
there is a growing trend toward
treatment of 1) copy as basic—since
it has been pared to the hard core

www.americanradiohistorv.com
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of selling—and adapting it for use in
other media.

Although only six seconds of audio
are alloted him in an eight-second
ID, the copywriter need not use the
full time for words alone. Therein
lies the copywriter’s key to keeping
viewer’s attention at high level and
increasing the penetration of the ID.

ID can set basic theme for all media

In writing an ID, it seems to me,
a copywriter should consciously write
in gimmicks that will cause audio
imagery or create an irritation factor,

An audio image may be established
through the adroit use of sound.
Perhaps the sound is “boink,” “thud,”
“ping,” “thung-g-g,”’ or an unusual
musical note that can be associated
with the action in the video portion
of the ID.

The irritation factor may be the
same sound gimmick used to arouse
audio imagery. Or it may be a slight-
ly off-beat voice treatment of the
copy. (Remember the Jell-O com-
mercial and the woman’s rendition of
“Busy day, busy day”?)

The whole purpose of putting in
appeals to audio imagery and an irri-
tation factor (both don’t have to be
present in the same commercial) is
to create through this distinct sound
approach a wvisual recall of the ID
by injecting it into the conscious
mind of the viewer who is away from
the TV set or otherwise occupied.

Needless to say, this technique re-
sults in increased penetration which
helps to offset any inattention
present.

The video portion, too, presents
new challenges to the copywriter.

It has been conceded throughout
the trade that four seconds is just
about the minimum length of time
to establish a picture idea. This
doesn’t mean, incidentally, that the
picture treatment has to be static.

Note the one common character-
istic of effective ID’s produced for
Kool cigarettes, Maxwell House In-
stant, Imperial Sugar and Maryland
Club Coffee—the product is displayed
at all times—or at least 80 per cent
of the time—and the action centers
around it. ,

With the experience of the many
advertisers who have successfully
used the rifle-shot effectiveness of
ID’s in the past, they now offer a
proven {rack record which has pushed
1D’s out of the stepchild class into
full-ledged partnership with other
types of TV commercials. END
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1


www.americanradiohistory.com

L >dBE Y Ol ES

EW EXCITING AND INTRIGUING - . FAMILY APPEAL

T Y - - —

The FIRST Telev151on Show O‘IIt Kind

=

g

A REFRESHING NEW IDEA IN PROGRAMMING

. distinctively different . . . more than a crime show . . .

more than a dramatic series . . . more than a situation

comedy . . . a rare combination of intriguing suspense
A # ﬂ and warm human drama the whole family will enjoy.
( - All episodes are true cases from the confidential files of

The Tracers Company of America.

\’%f A UNIQUE NEW CONCEPT OF PROMOTION

. weekly lists of local missing heirs and persons will be

furnished (at no extra cost) to be telecast with each

A new star for Television, episcde. Actual missing persons will be found and mil-
R iehangler & The Tracer lions of dollars claimed through program’s public

service.* Promotion possibilities are unlimited.

*Missing heir to $1,000.00 found by the Tracer’'s first

TRUE DRAMAS telecast on. KARK-TV, Little Rock (The Tracer's first market)!

IMED
FORTUNES TO BE CLA
|ll

Filmed against the background of 30 of ” -
America’s most exciting cities! “The Tracer”
offers outstanding entertainment and a public
service. Sponsor’s sales and community pres- P R O D u c T I O N s
tige will soar. Phone or wire now for an 8

audition. 1032 CARONDELET ST., NEW ORLEAN
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ALENT SCOUTING?

Look no further. The
talent’s on WMBR-TV,
reaching 374,000 homes
with the highest rated

shows, national and

local.

WMBR-TYV
Jachksonville, Fla.
Channel 4 CBS

Operated by The Washington Post
Broadcast Division

Represcnted by
CBS Television Spot Sales

84

REALISM IN COMMERCIALS Fromn page 51

hominess, friendliness, smartness,
scientific authoritativeness?”

This does not mean that a commer-
cial must be constructed categorically
to cover all these points, but it
should be second nature for the
writer to embrace them without let-
ting the slightest evidence of “tech-
nique” show through.

All of these considerations make
for believability, or the lack of it,
and this is where the TV creative
genius starts to work.

Not all products or subjects, of
course, should be (or maybe could
be) adapted to this approach. There
are times when the ‘“Slice of Life” is
the long way, and the wrong way,
around. But there are some products
for which it is a natural.

A little boy with his nose against
a window pane, for instance, is a
situation any mother of a little boy
knows well—and emotionally. We in-
trigue our little boy with sounds a
little boy is usually intrigued with,
like a police car or rain on the win-
dow pane. We tie them all up to-
gether with a commercial on the
“Snap, Crackle and Pop” sounds of
Kellogg’s Rice Krispies.

Some of the current Eastman Ko-
dak commercials done by J. Walter
Thompson are wonderful examples
of the realistic approach. They are
beautiful re-enactments of the times
families like to remember (vacations,
graduation, seaside trips, birthday
parties, etc.) and they simply say
you have these moments forever
through photography.

Among the most successful efforts
of the “Slice of Life” school, to our
mind, are the “Ivory Baby’” commer-
cials done for Ivory Soap by Comp-
ton. They’'re naturals and natural—
the true basis of realism. For they
feature children who are too young
to be coached, much too young to do
anything but be natural—and be-
lievable. These commercials are de-
lightful and effective, too.

About two years ago, we produced
a commercial for Kellogg's Corn
Flakes, built around a child a little
older than the Ivory Baby. Its sole
action consisted of the little boy
handling a box of Corn Flakes at the
breakfast table—picking it up, pour-
ing out the flakes, putting on sugar
and cream, looking up as his father
(unseen by the audience) entered the
room. All this to a voice-over nar-
rator, keyed completely to the spirit
of the situation.

For the Pfizer Company, we went,
out and got a real farmer to sell
antibiotics for cattle to other real
farmers. His voice has a real Iowa
twang—because he really farms land
“out where the tall corn grows.”
What he says carries the ring of
truth and experience, we hope.

Of course, if everyone went over
lock, stock and barrel to the “Slice
of Life” side, this low-pressure way
would lose much of its effectiveness.

But they haven’t, and they prob-
ably won’t as long as there are spon-
sors of the Big Deal on television. So
it looks to us as though the “Slice of
Life” should be long of life. END

If you’re setting out on the
“Slice of Life” route, here are
some obvious road signs that
might be followed to make the
writing righter:

1. Take the campaign strategy,
copy platform, theme lines and
whatnot, and translate them—
don’t just adapt them — into
realistic words and actions that
real people might say and do
(or think they say and do).

2. Muake the writing real!

3. Make the actions aullentic!
Use photographic storyboards
wherever possible, and be ex-
tremely gpecific as to the kind
of people you want in the com-
mercials.

TO WRITE REALISTIC COMMERCIALS

4, Tape record, where possible,

every line of dialogue and make
sure it sounds like talking.

5. In production, cast your
commercials in terms of people
rather than actors. Always aim
for realistic lighting and sound.
In life not all people are smooth
and good-looking. They’'re not
all ugly, either.

6. Look for any touch of phoni- :
ness in answer prints, and if )
it's there, don’t excuse it —
excise it!

The main point is that in-
stead of depending solely on
contrived showmanship of any
sort, such as “‘spectaculars” or -
animation, our method consists
of doing our best to hide any
evidence of showmanship.

www americanradiohistorv com
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The biggest!

The biggest movies ever released for television

make KPIX’s new 10 pm BIG MOVIE

the best buy in San Francisco!

BIG MOVIE, Monday thru Thursday, 10:00 to 11:30 pm,
delivers an average quarter-hour audience

of 362,734 at a cost-per-thousand of only 74¢!

Act now to become one of the Bay Area’s BIG
advertisers. Call Lou Simon, KPIX Sales Manager,

or your nearest Katz Agency office.

In San Francisco, No Selling Campaign Is Complete
Without The WBC Station. . ..

K PIX CHANNEL5 ®

San Francisco

WESTINGHOUSE BROADCASTING COMPANY, INC.

RADIO TELEVISION
POSTON—WBZ+WBZA BOSTON""WBZ-TV
PITTSBURGH —KDKA PITTSBURGH KDKA-TV
CLEVELAND—KYW CLEVELAND— KYW-TV |

FORT WAYNE-——WOWO SAN FRANCISCO "KPIX
PORTLAND—KEX

KPIX REPREBENTED BY THE KATZ AGENCY, INC.
ALL OTHER WBC STATIONS REPRESENTED 8Y PETERS, GNIFFIN, WOODWARD, INC.
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LEWIS From page 45

) fourth network possible—if it proved
OUR OPPOSITION economically feasible and if there
- 1 were entrepreneurs prepared to take
! the risk. More outlets in a market
ELL YOU | mean a wider choice of time periods
I‘ 1 ) | and programs and more opportunities
“ for the local advertisers, about whom
so many tears are shed. This would

$ BUT actually eliminate the possibility,
oo 0

of monopoly.

Calling on Washington for heip

THE FIRST Of course, it’s unpleasant when a

<Y network program change makes it
area ARB w“-l- ® necessary to look for another time

| slot. But does this call for complaint

The June 1-7 ARB ""Special Survey” of the TWENTY- | to Washington? It seems to us, inci-
SEVEN CENTRAL KANSAS (WICHITA) AREA showed dentally, that those who cry about
KTVH not just DOMINANT, but OVERPOWERING ! being “pushed around” by the net-
Of the TOP FIVE shows...KTVH had FIVE! - works are in a paradoxical position;

They are usually the same people who
0Of the TOP TEN shows...KTVH had NINE! | complain loudly about government

0f the TOP FIFTEEN shows...KTVH had THIRTEEN! control. Yet the moment something
Of the TOP TWENTY shows...KTVH had SEVENTEEN ! displeases them, they want the gov-
0f the TOP TWENTY-FIVE shows...KTVH had TWENTY! ‘ ernment to step in.
It sometimes amuses us to note
| that it is only the one who is being
' “pushed around” who is screaming
| —never the one who’s going in! Re-
| member, that for every buyer whg
does not get a time slot, there is one
who does. But do you notice anyone
running to Washington with a pat
on the back for a network for open-
ing a good time period?

Our own agency was recently in-
volved in such a situation. We were
“pushed out” of the NBC Friday
night Spectaculars for the simple
| reason that the network had decided
' not to do the series. Instead, we were
offered the Perry Como Show on
Saturday. Was this bad?

| The question really is: Does a net-

MAIN OFFICES AND STUDIOS IN HUTCHINSON, COMPLETE DUAL TS WSO 0 TiFut 1O S whatii
STUDIOS IN WICHITA. HOWARD O. PETERSON, General Manager. gram should go into any given peri-
od, even against the wishes of the

advertiser and his agency?

Your H-R man has all the details...why not call him
TODAY! And while you're talking to him, ask him
about KTVH's new 1-2 PUNCH! That’s what
we call our new DUAL STUDIOS.. complete

studios in WICHITA as well as HUTCHINSON! :

Check with your H-R Man TODAY !

CBS BASIC

‘ Networks' right to cancel shows
I Related questions are: Does the

network have the right to yank &
show off the air on the grounds that
it is not good enough, even though
we, as the buyer, mayv be perfectly

In every field happy with it? Does the network
have the right to insist that if we
there's one basic | want to buy into a specific time

period we must accept a program of
its choice? Does it have the right to
substitute a program in the time
slot we are paying for, leaving us the

reference source ,

in television it's . .« . : choice of trying to scramble else-
where for hard-to-find time if we do
TELEVISION MAGAZINE | not like the new offering?

If we understand our system of
broadcasting, our answer must be
an unequivocal “Yes.” To page 88

86 TELEVISION MAGAZINE - SEPTEMBER 1958
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| ' they BUY BIG

in Detroit...

...and WWIJ-TV
is your BIG BUY

Greater Detroit families had a king-size average income of
$6500 in 1955.* That’s 28 per cent above the national average.

Folks here are big earners, big spenders—and equally important,
big boosters for WWJ-TV’s feature programming,
sparkling personalities, and exceptional news coverage.

Buy Detroit. And when you do, buy WWJ-TV, now
serving 1,610,000 television sets
and 6,370,000 people.

*Detroit Area Study, Survey Research Center,
University of Michigan, 1956

ASSOCIATE AM-FM STATION

First in Michigan - owned & operated by The

National Representotives: Peters, Griffin,
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Columbus
a leading

“Show me a good sport and I'll show
you a good spender!”

Columbus fills this bill . . . Columbus
is a lcading sports mecca . . . and WBNS-TV,
Columbus’ leading station, fills the bill for
sports coverage.

Columbus is national headquarters for
both Minor League Baseball and the Trot-
ting Association. It is home to the Inter-
national League Jet Baseball team . . . a
group sponsored by the faith and money of
Columbus businessmen . . . it is the site of
the famous Ohio State University Stadium

. where 80,000 fans cheer their winning
team . . . and the new St. John's Arena for
indoor sports . . . for racing enthusiasts there’s
Beulah Park and Hilliards Harness Track

for golfers, their own clubs or the beauti-
ful new Arthur Raymond Memorial course . . .

For WBNS-TV viewers, there is com-

plete coverage of their favorite sports . . .

for ADVERTISERS . . . there is a
guaranteed audience of 500,400 TV families
and the assurance that WEBNS-TV is
rated the number 1 station in this market of

L sports Joving spenders.

WBNS-TV
COVERAGE FACTS

TOTAL POPULATION
1,872,900
TOTAL FAMILIES
556,000
TOTAL TV HOMES
500,400
46% average share
of audience in this 3

station market.
15 out of 15 Top
Once-a-week shows.
8 out of 10 Top Multi-
weekly shows.

{Source: Columbus
Telepuise July, 1956)

REPRESENTED BY BLAIR TV

channel 10

« columbus, ohio

CBS-TV Network . ., Affiliated with Columbus Dispaich . .

. General Sales Office: 33 N. High St,

www americanradiohictorvy com
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| LEWIS From page 86

To begin with, we must never for- 1
get that in television we are dealing
with a unique medium. Unlike maga-
and newspapers, it operates
under the jurisdiction of a govern-
ment body, the Federal Communica-

| tions Commission, as authorized by
| the Communications Act. Television

is thus more than a medium of ad-
vertising. It is required by law to

| serve ‘“the public interest, conven-

ience and necessity.” Even though
networks themselves are not licensed,
in practice, as owner of some sta-

| tions, they assume the responsibility

laid down by law.

Could agencies assume program job?

Let us face the question frankly
and realistically. How can the net-
works live up to their responsibilities
unless they have the final say on
what they broadcast? Can we adver-
tisers and agencies assume this bur-
den? Obviously, we cannot.

Can the film companies, who have
been so bitter in their denunciation
of the networks, assume the burden?
Some of them would like to see the
networks reduced to the status of
carriers of programs produced by
outside sources. The movie industry,
it should be pointed out, has never
had to concern itself with advertis-
ing as its primary source of revenue.
It has rarely done anything for the
“public interest, convenience and
necessity,” but has produced almost
entirely for return at the box-office.

Even if we had Pay TV, there
would still be a need for someone to
pay for those program efforts made
in conformity with the regulations
of the FCC.

Networks led in developing shows

If we look at the record objectively, =
we see that the networks have led
in the creation and development of
important new programs in the pub-
lic interest—using the term in its
broadest sense—and that many of
them have been unable to earn back
their investments.

Moreover, it is clear that only the
networks have the resources to un-
dertake major program experiments.
Who else but the networks can try
a Wide, Wide World, an unsponsored
See It Now, color spectaculars, cover-
age of major news events? Who will
produce the costly program with the
appeal to minority tastes?

Surely, no individual station can
afford to do so. This is why the local

IR, cass— o —

station so eagerly desires network
afliliation. It is only too glad to ex-
change option time for top program

TELEVISION MAGAZINE = SEPTEMBER 1956


www.americanradiohistory.com

WREX-TV

;#(Dhl TOP

WREX-TV
leads in Ya
hour periods
from 6:00 P.M.
to midnite

All 48 of the top 48

once-a-week shows are on

WREX-TV!
57 of the top 59

once-a-week shows are on

WREX-TV!

All 15 of the top 15

multi-weekly shows are on
WREX-TV!

Facts from the April 1956 ARB
Survey prove conclusively that
WREX-TV continues to grow in
favor with the .ever increasing
number of viewers in this 10
county billion dollar market!

WREX-TV

ROCKFORD - ILLINOIS

channel 13

4 CBS » ABC

l AFFILIATIONS
represented by

@ H-R TELEVISION, INC. o

* TELEVISION MAGAZINE -«
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fare of a kind it cannot otherwise
present to its audience.

Minimum buys in film, too

It’s interesting that the chief.com-
plaints about option time come not
from the stations but the film people,
who charge that it freezes them out
of local markets. How sincere their
concern with the local station really
is may be evident from our own cur-
rent experience with syndication. We
have u client new to television whom
we desire to build gradually in the
medium. We should like to place a
syndicated show in 10 to 15 markets
to begin with and expand coverage
later. The syndicator, however, in-
sists that we buy a minimum of 45
stations, even though our client can-
not use 45. As a result we are frozen
out of using that program in the
markets we wish. This means that
we shall have to build our own syndi-
cated show and bring it along.

We do not wish to imply that the
networks are philanthropists. Of
course not. They are businesses like
others, seeking to make money. There
are problems in living with them,
just as there are difficulties in any
field where buyers and sellers meet
and negotiate. Obviously, not every
show they produce can be tops. But
this is not an inbred set of evils re-
quiring legislation to correct.

Hard to freeze out a wianer

Naturally, disagreements arise.
However, our experience leads us to
expect the networks to be fairly
reasonable. If we come up with a
show we really believe in, we don’t
worry about being able to sell the
networks on it. They’d be idiots to
turn down a winner! If they persist
in a negative attitude, we can try
other means. We can try proving the
show some other place, on another
network, in less desirable time, or out
on a spot basis. We assure you that
if it eclicks, the networks will do
somersaults to try to get it!

In other words, there are ways
around the negatives in this busi-
ness. It is a question of seeking them
out.

In our opinion, the accusation that
the networks try to palm off their
own puackages to clients simply be-
cause they have production invest-
ments to protect are groundless, for
the most part. It would be foolish for
a network to let a hot show slip by
simply because of the relatively few
dollars it can make temporarily on
a house program. Nor can the net-
work afford to continue a loser, re-
gardless of who produces it. In the
long run, rating competition is the
chief regulator. To page 90
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/" DAKOTA

‘ .l()VVA
 SET YOUR SIGHTS
HIGH IN THE 3-
STATE MONEY

BELT . ..

" You sell all you reach in this
sales manager's paradise. And
you'll reach more than ever with
Joe Floyd's new 1,032 ft. tower
for KELO TV.

Now KELO beams a picture that
reaches a wider market than
ever in So. Dakota, Minnesota
and lowa.

‘ Add Joe's neighboring KDLO and
you add twice fhe reach, twice
the enthusiastic sell—two big
markets for your one buy

‘ across the board.

S10UX

Minn.
@

FALLS

South

Oakota
{ lowa 4

¢ ABERDEEN

. CHANNEL WATERTOWN o

o BN

JOE FLOYD, President
Evans Nord, Gen. Mgr. Larry Bentson, V

NBC ¢ ABC o CBS
. Gen. Offices Sioux Fall
| represented by H-R for
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MEET THE MILLERS...

another prestige program on the
Prestige Station in Western New York

K RN AN S AT KO8 &0
DA T D T il o el

Sashas

TANMANZANAN AN

o
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N N IDEINEDCDEDNE
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2

Since 1948, Bill and Mildred Miller have been the
voices of good cuisine and culinary art to the inter-
ested Western New York homemakers on their pop-
ular “Meet the Millers” show.

Their wide and varied talents which include Bill’s
years as a top Broadway dancer, Mildred’s piano
virtuosity, and their combined business acumen in many
enterprises, give them an equally wide scope of interests.
And iU’s their interests that have made them a vital
factor in captivating audiences.

Consistently the highest-rated food merchandising show
in Buffalo, “Meet the Millers” sells everything from
copper ware to biscuits with proved results for the
advertiser in New York State’s second largest market.

The “Met the Millers” show — as well as the other
WBEN-TV locally-produced Prestige Programs — has
the appeal and the audience to profitably accom-
modate all saleable products and services. Call our
national representatives: Harrington, Righter & Par-
sons, Inc. for full information.

WBEN-TV suUrraLo « cH. 4

CBS BASIC
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We know that if the network
“bumped” our show in order to make
way for another, we would kick our-
selves around the block for becoming
vulnerable with such a weak pro-
gram.

LEWIS Fiom page 89

Why talent costs rise

The case is similar with the talent-
cost situation. What is driving talent
costs up is not network avaricious-;
ness but the old-fashioned law of
supply and demand. The successful
star has the right to accept the best
offer and he would be foolish not to
do so. Network raiding is nothing
more than an attempt to outmaneu-
ver the competition. If the talent you
sign up with a big guarantee doeg
not continue to deliver, you will not
be able to sell him at your asking
price. If you do find a taker, it means
someone is convinced he is getting
his money’s worth.

This holds true for the talent agent
who naturally is trying to get as
much for his client as possible and
for the performer whose ego will be
satisfied only if he gets more than
his fellow performer. The price final-
ly agreed on will reflect not so much
a monopoly situation as what the
talent can command in the market-"

place at the moment. |

Magazine concept tomorrow’s pattern

Network control of programming,
in any event, is inescapable, given
the present direction of industry eco-
nomics. The magazine concept initi-
ated by Pat Weaver is the industry l]
pattern of the future.

Our agency has only two shows
with single sponsors—but each is &
multiple-brand sponsor. In effect, this ¢
is the magazine concept in action™
As we all know, the costs of tele=+
vision have mounted to the point '
where shared and alternate sponsor:
ship, along with participation, ar
the only economically feasible ways
for most advertisers to use the meé
dium today.

Have we ever stopped to ask ho
anybody but a network could produc
a spectacular sponsored by severa
clients ? Is it practical for three, fou
or five agencies to try to do the job
Common sense tells us it is not.

As program production becomes.
ever more complex and expensivi
undertaking, it becomes evident tha
we must have network control unles
we want complete pandemonium.

In all the talk about the magazin
concept, we often seem to forgeé
something rather basic. Magazipe '
and newspapers are also advertisin

TELEVISION MAGAZINE =+ SEPTEMBER 1956
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media. It is the advertiser who really
pays for the writing and production.
Yet we’d like to see an agency man
walk into the offices of Time, the Sat-
urday Evening Post or the New York
Times and tell the publisher how to
“program” his publication. He’d be
thrown out on his ear.

What’s so horrible about buying
circulation, as we do in publications,
rather than programs? Why should-
n’t the network have the right to
ffer us a certain circulation and cost-
ser-thousand, determining the nature
if its “editorial” content as it sees
it to meet the needs and interests of
ts viewers?

Taking the long view, we think
-hat, on the whole, the networks
1aven’t done a bad job. Considering

ifHE CELLER COMMITTEE From page

rint, aluminum, textiles, baseball
uind WOC’s—the industry experts
i#ho serve the government in an ad-
visory capacity without compensa-
ion.

His subcommittee moves into New
‘York after taking testimony in
‘WVashington on the NBC-Westing-
inouse swap of Cleveland and Phila-
lelphia outlets, the ABC-Paramount
merger of 1953, network revenues
nind use of option-time and must-buy
irlauses in networking contracts.

i The committee staff has recently
inade “file searches” in the general
y

the challenge, they have in fact done
extremely well, despite occasional
failures. Before lightly dismissing
their efforts, it may be well to re-
flect that no group 1n history has
ever had to program so much day in
and day out. As program director of
a radio network, I thought that pro-
gramming that operation was a tre-
mendous job. But, frankly, the pros-
pect of programming a television
network would give me nightmares.

Our interests as advertisers and as
citizens lies in the preservation of
strong networks. If we weaken them,
we weaken advertising’s most power-
ful medium—a medium vital in the
important job of moving the prod-
ucts of industry in our expanding
economy. END

offices of the networks. Without pub-
lic announcement, it is also canvass-
ing NBC affiliates for detailed infor-
mation on where they bought their
operating equipment and how much
they paid for it—an obvious effort
to determine how much of this busi-
ness goes to NBC’s parent, RCA, and
whether special price considerations
figured in the transactions.
Summing it up, the hearings that
will take place in New York this fall
will probably be the most important
investigation that has yet faced the
industry. END
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e TOP POWER

316,000 Watts

e TOP ELEVATION

2,000 Ft. above average
terrain - 3,936 Ft.
above sea level

e EXCLUSIVE CBS
AFFILIATE

For 32 years, WDBJ has been the favor-
ite name in Radio in Western Virginia.
Now—it's TOP HEIGHT--TOP POWER
for WDBJ-TV—with exclusive CBS affili-
ation and top rated programming. Let
established audience,

plus maximum
coverage. plus finest facilities and talent
work for you.

WDBJ-TV attained maximum power
and height in late August—backed by a
power-packed viewer promotion pro-

gram throughout the coverage area!

Ask Peters, Griffin, Woodward!

ROANOKE,

VA.
Owned and operated by
the Times-World Corp..

Peters, Griffin, Woodward, !
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* How many unduplicated homes does your spot schedule cover?
« How much duplication in your line-up?

* How do the TV markets rank by famailies?

* How do these rankings com pare with Standard Metro areas?

* How many markets cover County X?

Now TeLevisioNn Macazing’s Research Department can help you
answer these questions. Because all the data in the 1956

Maurket Book is on 1TBM cards, we can fill requests for individual
breakdowns of coverage and circulation.

Write to Research Manager,

Television Magazine, 600 Madison Avenue, New York 22, N. Y.
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25-County Trade Area
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| Area Report
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KFDX-TV
(hennef 3

I ...has 50°%, greater aver-
age audience than Station
B ... KFDX-TV leads deci-
ﬁ sively MORNING, AFTER-

NOON, and EVENING.

* 25-county retail sales: $542,579,000
{Source: Sales
10, 1956).

INBC-ABC-100 KW

Rep.: Paul H. Raymer Company

Management, May
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MONTGOMERY WARD From page 47

Chicago. The retail sales promotion
department frequently makes a point
of urging the use of tie-in display
material and newspaper advertising
to back up a television promotion.
Timebuying is the province of
the host stores, with supervision by
John A. Martin, media director in
Chicago. Each area is organized
around one of these ‘“host” stores,
which represents the others in the
TV market in relations with the local
stations. It is usually the largest
store of the group. The main Chi-
cago store, for example, is host for
a total of 17 stores. The host stores
buy the time, with the “Partici-
pating” stores sharing the cost.
About half the company’s 565 branch
stores are now active in television.

Concentrates on shopping days

Schedules vary according to shop-
ping habits and available time pe-
riods in the market, but they tend
to concentrate around the best shop-
ping days. There is no company
preference for specific types of
vehicles, but since the minute-length
is most in demand, Ward spots will
appear wherever availabilities open
up, whether they be between shows
or participations in feature films or
syndicated film shows. Until now,
practice has been to buy spots rather
than programs.

In Minneapolis, for example, the
area stores carried a schedule of four
one-minute participations, one one-
minute announcement, six twenty-
second station breaks and one ID,
all on wcco-tv, the week ending
June 23.

By coincidence, two of the partici-
pants fell in the same syndicated
vehicle used by Sears in Los Angeles,
Dr. Hudson’s Secret Journal.

Each city has own buying pattern

There appears to be no universal
buying pattern among the stores.
With the exception of the ID, the
above schedule fell exclusively in the
daytime. On the other hand, during
a typical spring week in Detroit only
nighttime periods were used.

Montgomery Ward ranks third
among American retail establish-
ments (excluding food chains). Its
net sales for the year ending Janu-
ary 31, 1956, totaled $969,964,996,
according to Retailing Daily’s
“Financial Manual” First was
Sears, with net sales of $3,300,000,-
000; second, the J. C. Penney Com-
pany, with $1,220,000,000.

The agency through which Mont-
gomery Ward has been carrying out
its TV activities is Foote, Cone &
Belding in Chicago. END
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Voted BUFFALO'S
FAVORITES . . .

Time after Time

WGR-TV

BUFFALO

Nat. Reps:
PETERS, GRIFFIN, WOODWARD, INC.

WHTN-TV—

CHANNEL 13
IT'S A SELLER’S MARKET,
but we can give you

the BIGGEST BUY yet!

TIME: Now, while we're still new . . .
with rates set to offer low cost per im-
pression . .- . choice availabilities are
still open.

PLACE: Huntington — Ashland — Charles.
ton and Portsmouth Markets. The rich,
prosperous, tri-state area of more than
1,250,000 population conservatively meas-
ured from mail responses.

SCENE: WHTN-TV with the ltargest trans-
mitting antennd in the world . . . 316,000
watts of power for maximum effective
coverage . . . a builtsin audience of more
than 200,000 sets . . . popular basic ABC
network programs, outstanding local tive
shows and top-notch films.

ACTION: Get on our “bandwagon” and
g-r-0-w with us! After only one month of
maximum power, Channel 13 showed
36.8% audience increase over the first
audience report.

CALL US: Huntington, West Virginia,
JAckson 5-7661, or our representatives:
Edward Petry & Co., Inc.
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coverage area are

i 1,102,500

people with an EBI per capita of

$1.627

They're able to spend
1 and % billion
(S. M. Buying Power)

CBS FOR THE

AM
,TV\“ I ‘
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" 'ROCK ISLAND,"ILL,
. REPRESENTED BY AVERY-KNODEL

Television

Sketchbook

production numbers in
varicty programs oOr as
scene-setting segments.

There are dozens of
ways in which you can
adapt the BMI Sketchbook
to advantage,

’ | A Monthly BMI TV Service
.. Wi, .,

BROADCAST MUSIC, INC.

NEW YORK o CHICAGO ¢ HOLLYWOOD
TORONTO o MONTREAL

94

7
(A Program Aid) /
//’ Timely and practical 7
£ | working scripts for the

| presentation of songs in
dramatic, comic and pic- ?/
torial fashion. /////

/ The very latest song [/
é hits as well as the stand- /

///,, ard favorites are devel-

I oped into photogen;)c i
sketches  which can e %,
used effectively as com- {/@
plete musical shows, as B~

AUDIENCE Firom page 57

The rankings on cigarettes recall
represent a general shift in rank
between surveys, with many of the
former back-runners coming up a
few notches. Lucky Strike, formerly
in second place, was the best-remem-
bered brand in June. Chesterfield,
formerly the top dog, ranked fourth.
Camel nudged up to second place and
L&M moved into third position, a
spot previously occupied by another
filter brand, Winston. Old Gold
dropped sharply from sixth place to
eleventh.

Evidently, the fast-moving adver-
tising war of the regulars versus the
filter and king-sized brands is pro-
ducing a constantly shifting degree
of brand registration in the public’s
mind.

As in the other cities surveyed,
Ford was out front in recall of TV
advertising for automobiles in Los
Angeles. In second place in this mar-
ket came Chevrolet, which had
ranked lower in the other cities. De-
Soto, the third brand in Los Angeles
was also considerably ahead of its
ranking in Chicago and New York.

In Los Angeles, General Electric’s
were the best-remembered commer-
cials for household appliances. West-
inghouse, which held the top spot in
New York and Chicago, ranked sec-
ond. Frigidaire was in third place in
each city.

Prominent in the Los Angeles mar-
ket was the position of Amana. It
was sixth in this market, tenth in
the areas previously studied. Also
notable was the importance of two
local brands, Goffers & Sattler and
O’Keefe & Merritt.

Next month, TELEVISION MAGA-
ZINE’s Continuing Study of the Tele-
vision Audience will report on trends
in the New York market, based on a
re-survey of beer, cigarettes, appli-
ances and automobiles.

How this survey was done

For TELEVISION MAGAZINE’s Continu-
ing Study of the TV Audience, The
Pulse, Inc. made 1,000 personal in-
terviews during the first week of
June in the Los Angeles metropolitan
area. For four product categories—
heers, cigarettes, heavy appliances
(washers, dryers, refrigerators) and
automobiles interviewers asked,
“What brands have you seen adver-
tised on TV in the lasl two weeks?”

The principal objective of these
surveys is to obtain some compara-
tive measure of brand registration.
These findings, obviously, can be
meaningful only 1n terms of an ad-
vertigser’s own data. END
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 LEADING IN TOP SHOWS
Morning, Afternoon, Night

Feb. 1956 ARB Shreveport
Area Rating Survey

* LARGER AUDIENCE
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e MAXIMUM POWER

KTBS-

CHANNEL
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WC AX"TV Burlington, Vermont
CHANNEL 3

CORRECTIONS FOR TELEVISION MAGAZINE'S MARKET BOOK

TELEVISION MARKETS

VHF Pop. Fam. EBI

Market Line Revised Sets (00) (00) (000)
Ada, Oklahoma Lamar {50%), Tex. 21.3 6.4 $ 20,428

Total 519.8 149.4 538,143
Daytona Beach, Florida Brevard (25%), Fla. 1,571

Marion (50%), Fla. 2,534

Putnam (50%), Fla. 2,152

St. John's (10%), Fla. 497

Total 28,544
Johnstown, Pennsylvania Lawrence (25%). Pa. 27.1

Total 2,096.9
Knoxville, Tennessee Buncombe (10%), N.C. 3.3 3.6 17.154

Total 1,404.4 349.2 1,305,746
Littie Rock-Pine Bluff, Arkansas Union (50% ), Arkansas 27.0 1.9 31,227

Washington, Mississippi 74.3 21.0 67,258

Total 990.5 279.6 991,157
Los Angeles, California Kern (50%). Calif. 131.1 39.0 224316

Total 6,696.5 2,280.4 12,914,786
Meridian, Mississippi Lowndes, Mississippi 40.0 33,965

Total 779.0 572,237
Pittsburgh, Pennsylvania Harrison, West Virginia 81.0 22.9 115,336

Total 4,232.5 1,206.7 6,834,352
Richmond-Petersburg, Virginia Northampton, North Carolina 28.2 5.9 19,224

Total 1,128.3 280.3 1,359,124
Washington, D.C. Wicomico (50%), Maryland 21.7 6.5 27,764

Total 2,668.0 749.7 5,058,142
TELEVISION MARKETS VS. STANDARD MARKETS

' TV—Effective
Market TV—Families TV—Population Buying Income
Ada, Oklahoma 149,400 519,800 $ 538,143,000
Johnstown, Pennsylvania 2,096,900
Knoxville, Tennessee 349,200 1,404,400 1,305,746,000
Little Rock-Pine Bluff, Arkansas 279,600 990,500 991,157,000
Los Angeles, California 2,280,400 6,696,500 12,914,786,000
Meridian, Mississippi 779,000 572,237,000
Petersburg-Richmond, Virginia 280,300 1,128,300 1,359,124,000
Pittsburgh, Pennsylvania 1,206,700 4,232,500 6,834,352,000
Richmond-Petersburg, Virginia 280,300 1,128,300 1,359, 124,000
749,700 2,668,000 5,058,142,000

l Washington, D. C.
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WAS IT ALL NECESSARY?

he greatest concentration of equipment and per-

sonnel in TV history, pre-emption of over 125 hours
of network time, an all-out coverage of the convention
to the tune of a 17-million dollar network investment—
all to bring to the country’s TV homes a comparatively
dull proceeding.

The question on everyone’s mind is, “Was it worth it?”
I, for one, answer an unqualified, “Yes.”

I cannot understand how the usually astute critics
could fall into the trap of judging what they saw solely
in terms of entertainment. Jack Gould of the New York
Times, called. the Democratic convention a “routine
show.” John Crosby of the Herald-Tribune at one point
chose to swim rather than watch, and George Rosen of
Variety editorialized on “TV’s 17 Million Dollar Goof,”
calling it a poor substitute for entertainment.

To be sure, a good deal of the convention proceedings
was downright dull. What else could one expect? Would
the industry be operating in the public service if it pre-
sented a souped-up version of the conventions?

Would the industry have any justification for tamper-
ing with an American institution good, bad or indiffer-
ent, in the interest of entertainment?

Have the critics forgotten the very thing they often
preach—TV’s role as a communications force is infinitely
more Important than its role as an entertainment
medium?

Some months ago, Vice President Nixon spoke before
the Radio and Television Kxecutive’s Society in New
York. His main subject was how those in hroadecasting
could help candidates for political office. The Vice Presi-
dent’s intimate knowledge of the medium held spellbound
an audience of over 1,000 pros. This was not theoretical
talk. It consisted of down-to-earth advice. Sumpley: Studv
a candidate thoroughly hefore exposing him to the 'I‘V
cameras. Observe him at the local politieal c¢lub. Check
how well he ad libs and handles people. Hear the candi-
date deliver a formal political speech. Then decide which
way to present him in the most favorable light: it he

wwWw americanradiohistorv com

editorial

"ﬁ.

wasn’t quick on the draw, steer him away from the
forum type of program, etc., ete.

It wasn’t until some hours later that the full signifi- -
cance of the Vice President’s talk sunk home. Here was
advice on how to present a candidate before the cameras
as he should be rather than as he is. I must say, I was
frightened by the implications.

That’s why I think it was so important for the net-"
works to have telecast these major political events as
they unfolded. Would the convention managers or the
networks have been honest with the public if they put
the program together with the thought only of holding
viewer interest? True, some attempts were made to
streamline the meetings, but by and large, traditional con-
vention forms were maintained.

Regardless of the high tune-in and tune-out that the
rating services might show, the fact that at one time or

another over 90 million people were exposed to the ™

political conventions via television testifies to a great
step toward having an enlightened electorate.

One incident in my own home comes to mind. The first
night of the Republican convention, my 13-year-old
daughter was alternating between Mr. Elvis Presley on
the phonograph and the convention on TV,

After watching Dewey being interviewed on the floor,
she said, “Daddy, this is fascinating—much better than
the speakers.” She then asked half a dozen rather perti-
nent questions. She came back the following night and
lasted for perhaps half of former President Hoover's®
talk. Again, she was intrigued with the man and wanted
to know more about him.

If this type of reaction took place in every TV home—
five minutes here, ten minutes there—who can estimaté
the true impact of the convention telecasts?

Something would have been wrong—and, believe mé
the American public would have recognized it—if all the
speakers had been tutored by Vice President Nixon and
all the procedures thoroughly streamiined by the program
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