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Rest Ye, Merry Gentlemen . . .
but nat‘! 01 CGhristmas Day!

(] _Jlr‘{-}nl’-_]- -~y

. Webofferan un-f:)!'who-‘ -
- dox Holday sugges-""
tion to those of you
who have time
s g scheduled on our

j stations:

1 Inthe107 counties of
; : Paul Bunyan Land,
where WCCO is tuned

in on more sets than any other sta-

tion, Christmas is a home day. A/l

the family is around the receiver—

even those usually not able to enjoy

J
daytime shows. We estimate the

“increase inﬁ. listeners and viewers to

be as much as 80, .

This tremendous increase in audi-
ence offers a challenge to sponsors:
Express your seasonal sentiments
... but tell the folks, also, what vou
make that can add to their comfort,

pleasure or well-being!

Let’s exchange greetings . . . but,
shucks . . . there’s still a lot of
potatoes to be dug!

(Free and Petors)

TELEVISION 100,000 WATTS CH.V 4

RADIO 50,000 WATTS 830 K.C.

CLEAR CHANNEL
{Radic Spot Sales)
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3 TOP-QUALITY, STAR-STUDDED SHOWS
FOR THE BUDGET-CONSCIOUS ADVERTISER

“KARLOFF

As Scotland Yard’s COLONEL MARCH

A fascinating, BRAND NEW half-hour film series of scientific cri.me
detection based on material provided by America’s best-selling
mystery writer JOHN DICKSON CARR.

Let “COLONEL MARCH sell for you on a regional or syndicated
basis at amazingly low costs! 26 weeks of programming available.

% b b b b b b b kb bk b b b b b O %t
ROBERT

I CUMMINGS

Starring in **MY HERO"

JOHN CROSBY, NOTED TV CRITIC, says “The dialogue, the stag-
ing and the production are of a very high order indeed and | see
no reason why ““MY HERO'' can’t eventually give /I LOVE LUCY"
QUITE A RUN FOR ITS MONEY."”

EXCITING RATINGS: Playing opposite a top budget hour variety show
extravaganza, “MY HERO” did a spectacular job for DUNHILL
CIGARETTES. _ ‘

39 WEEKS OF HALF-HOUR PROGRAMMING AVAILABLE.

Second run in most major markets; first run throughout
rest of country. ‘

R R E R R R R R T R I e e

% % O kb % |

and THE PIRATES

OFFICIAL FILMS' fabulously successful, faithful reproduction of the
beloved comic strip that appears regularly in over 220 newspapers
with a combined circulation of more than 25,000,000 readers!

This half-hour show pulled ratings like these for Canada Dry in
56 different markets: ATLANTA —23.5; BUFFALO —33.3; CLEVE-
LAND — 20.8; ROCHESTER—37.3; ST. LOUIS —35.0

NOW AVAILABLE FOR LOCAL OR REGIONAL SPONSORSHIP.
26 Weeks of programming available.

OFFICIAL FILMS, INC. 25w ssimsinv.36-pL70100

% % ¥ > AMERICA’S LEADING PRODUCER AND DISTRIBUTOR OF QUALITY TV FILMS ¥ ¥ ¥ X |

.

% % 2 O o 2 % O b o b b b b b b o b b b E b O b b b b b b b b X b b bt Ok b Ok %
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More

Coverage !

More
Power !

Jackson
Flint
Battle Creek
Saginaw
Lansing

OoLD

H-R Representatives

inhllthV‘ “~

B
o -
R

o

=

NOW IN OPERATION . . . new
600 ft. tower

. power increase from 19 kw

to 31 kw

.primary area now includes
Flint, Sagingw, Jackson and
Battle Creek.

.new service area includes
Bay City, Ann Arbor, Kala-
mazoo and Grand Rapids.

Grand Rapids
Kalamazoo
Bay City
Ann Arbor

Jackson
Flint
Battle Creek

Saginaw

T -
+rr T

NEW

WIIM-TV

CHANNEL 6

% e (e Statiion/
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The new season is around the bend, and

1ts attractions are in full view.

With all the shows of all the networks
back on the air, CBS Television is again
off to a fast start—as the November

study of program popularity* reveals:

It leads at night with seven of the Top
Ten—and a 21 per cent higher average

rating than any other network.

It’s ahead during the day—with eight
of the Top Ten—and an average rating

higher by 35 per cent.

This popularity has specific meaning for
advertisers. For it’s a measure of network
competition in the markets where you can
best measure competition —in the major
markets where networks compete. .. and

the audience has a choice of what to see.

We're bringing this popularity into more
and more markets. For the CBS Television
Network has grown from 74 stations last
year to 156 today. And our sponsors are
using an average nighttime network that’s

bigger by 68 per cent.

This ever-widening popularity explain: why
advertising billings on CBS Television

are bigger than on any other network during
the first nine months of 1953 —and bigger

today than ever in television history.

CES TELLEVISION
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According to PCC curves, WAVE-TV
now effectively reaches 85.5%, more
squnare miles than previously . | .
54.6% morce people . . . 31.59,
maore  Lffective Buying  Income

gives you far grealer coverage than
any other TV station in this arcal

aat oo oricanradinhictan, com

HEIGHT

COUNTS MOST!

WAVE-TV Delzvers:
66.7% GREATER COVERAGE AREA

than any other television station
in Kentucky and Southern Indiana!

19.8% GREATER CIRCULATION

than the area’s leading

NEWSPAPER!
627.3% GREATER CIRCULATION

than the area’s leading

NATIONAL MAGAZINE!

In VHF television, Tower Height is the most
important factor in “reaching out” to fringe

areas. Low Channel is next most important
and Power is third.

WAVE-TV’s tower soars 1585 feet above sea

level — 419 feet higher than Louisville's other
VHF station!

WAVE-TV is Channel 3 — the lowest in this

areal

WAVE-TV radiates 100,000 watts of power —

the maximum permitted by the FCC for
Channel 3/

Write direct or ask your Free & Peters Colonel
for all the facts about WAVE-TV’s tremendous

new coverage and about the great WAVE-TV
television market.

LOUISVILLE'S

WAVE-TYV

Crannel 5

FIRST IN KENTUCKY
Affiliated with NBC, ABC, DUMONT

a3 \
: 2 Free & Peters, Inc,, Exclusive National Representatives
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“knowing the ropes. ..

Spectacular stunts are a poor substitute for
steady, consistent performance. Quality
television stations want the long pull of hard
work and mature experience in advertising.

I'hey want exclusive attention to their needs. ..
and all the services each individual station
deserves. .. that only a representative devoted
exclusively to television can provide.

How well this describes Harrington,
Righter and Parsons, Inc., can best be
told by the stations listed here.

Hﬂrrington, Righter and ParsonS,InC. HAAM Baltimore
HWBEN-TV Buffal

New _Yor k W EMY-TFV Greensboro
Chicago W o IBTV Kansas City
W IHAS-TF Louisville
[oxclusiocly welevision — no newspapers, no radio § 7 TMI-TV  Mitwarkee

San Francisco

Wwaan o aricanradiobicton L oo, aa
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Latest to sign ‘‘offiliote’” deal with the WPIX
“little network’ is John T. Parsons, gen. mgr.
WMGT-TV, Adams, Mass., pictured above (right)
with Fred Thrower, WPIX vp.

How big o regionol buy can be was pointed out
by MCA-TV topper Dave Sutton after falstoff
Brewing bought City Detective for 118 markets.
“The Falstaff order, incidentally the largest of its
kind yet consummated, is another confirmation of
the growing trend by the local ond regional spon-
sor toward TV use,” said Mr. Sutton. “"Via film,
such advertisers are oble to select the markets
and TV stotions within their specific sales areas.”’

‘ l‘.“
‘I .

)

Sparked by Oscar Katz, research director of CBS-
TV, the network is sponsoring, on its own, the
next census of U. S. television ownership. Project
will again be dome by Nielsen. Results ready
Feb. '54.

Television Magazine e December 1953

NETWORK TV BILLINGS—PIB

for Oct. '53 for Qzt. ’52
ABC $ 2,297,862 S 1,453,811
CBS 9,421,202 6,896,674
Dum 1,373,808 953,674
NBC 10,394,200 8,076,843
$23,487,072 $17,335,53)

IMPLICATIONS OF TAPE

It 1s conceivable that two years from now many of today’s film pro-
grams such as I Love Lucy, will be shot “electronically’” and, because of
tape, with estimated savings as high as 25 per cent.

The networks and their advertisers will be the first to benefit from
tape: not only will costs be lower, but because of the instantaneous play-
back feature, advertisers will be able to get more uniform time periods
for their network shows throughout the country.

Next in line to reap the benefits of tape will be the local advertiser and
the individual stations. Syndicated ‘“‘tape programs”’ should be lower In
cost. And once the station has tape equipment, it will be able to set up a
better balanced programming day.

Fortunately, the advent of tape in a few years should not affect film
production today. Tape and film are compatible. The switch from a reel
of ilm to a reel of tape is purely a mechanical procedure.

While there are still some bugs to be worked out—undoubtedly new
problems will crop up when tape is tested in the field under actual operat-
ing conditions—the recent demonstration by RCA was so amazingly good
that there can no longer be any doubt that tape, with all its potentials,
will meet the time-tables set up by General Sarnoff and his engineers.

“LITTLE NETWORK"” GETS GOING IN EAST

Important move for both regional advertiser and independent stations
1s the kick-off of the WPIX (Daily News station in New York) “Little
Network.” First step is the networking of Madison Square Garden events
to Scranton, Pa. (WTVU): Bethlehem, Pa. (WLEV-TV) and Adams, Masx.
(WNGT-TV); with negotiations under way for Kingston and Troy. N. Y.,
Hazleton and Harrisburg, Pa.

The program relay plan can prove a powerful shot in the arm to the
independents and, of course, to the advertiser It can mean a calibre of
programming not usually available in these markets.

First report from the field comes from WLEV-TV in Bethlehem. The
exclusive three times a week sporting events have occasioned a marked
upswing in conversion.

Fred Thrower, vice-president and general manager of WPIX, sums it
up this way: “This development not only offers many advantages to
WPIX and to its clients, but ulso to the television industry In general.

“Primarily 1t will give WPIX advertisers the opportunity to reach
larger audiences. Secondly, it will provide many new UHF television
stations with much-needed top-flight programming at low cost, which
should induce viewers to convert their sets to UHF.

“Finally, our associate plan will enable WPIX to present more attrac-
tive programming to its own viewing audience by increasing the base
over which the cost of local programming can be spread.”

MAGAZINE CONCEPT MUST COME

With both giant spenders and the small investors coming aboard, cost-
sharing plans were never more important. Fairfax Cone, chairman of the
Board, Foote, Cone and Belding, in discussing the magazine concept of
TV on page 19, says that it hasn’t been carried far enough. TV, us he
sees it, is a medium where “the stations and networks would produce and
pay for their programming, and sell commercial time inserted between
programs, just as pages of advertising are inserted into the editorial con-
tent of periodicals. But it is most important 1n such a plan for the net-
works to rotate commercial messages . . . to give all their advertisers a
fair break. I see no reason why a little group of companies should con-

tinue to own all the best time.”
(Continued on page 8)

7

MMM S orie o p o Aiobicta o)
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FOCUS: Continued from page 7

Today gets counterpart on west coast as Columbia
Television Pacific Network makes its first big
splash with Panorama Pacific. Under the wing
of James T. Aubrey, Jr. (above), CTPN general
manager, the show is telecast Monday-Friday,
7:00 to 9:00 am, combining music, news, time
and weather reports, sports, etc. Hills Bros. Cof-
fee and Pontiac are first advertisers to buy into
the new participation vehicle. In addition to the
originating station, KNXT, other outlets on the
Panorama web are KPIX, San Francisco and
KFMB-TV, San Diego—together they cover 85 per
cent of the TV receivers in California,

lanuary (wwue af the Procoodings of the IRE will
give the basie formation the dustry neods o

planning for color. Particalarly binportant will be

the recommendations of Panel 1T A which  will
complotily cover wse o tilm for color. Chalrman
al the pancl o cloctionics proneor Dr Alfred
Coaldumith fabeve) whis hou gust reccived the In
shivte's covicbed Founders Aware,

8

Accenting the increased use of alternation and multiple sponsorship to
bring network TV within the reach of more advertisers is this set of
figures from PIB. The number of advertisers buying network time in
September 1953 was up 14 per cent over that month last year, while the
number of sponsored programs had increased eight per cent. Last fall,
144 companies teed off on 157 vehicles; this season got under way with 168
companies riding 147 programs. That oldtime advertisers were growing
with the medium is indicated by the fact that over this one-year period,
gross billings climbed 28 per cent. And the curves are still shooting up-
wards—OQOctober billings climbed over the $23,000,000 mark, gaining
$5,000,000 over the September tally.

THEATER TV ON ITS WAY OUT?

“The theater exhibitor just isn't geared for theater television. We've
tried to shake him out of the rut but to little avail.” This is the comment,
and a pretty accurate picture of theater television today from one of the
country’s leading film men.

Notre Dame, a gridiron powerhouse this season, proved strictly third-
string box office to the Century Theaters, New York area chain which
screened the games in two of its 35 houses via Box Office Television.

Technical reception was excellent and audience reaction favorable, but
too many empty seats, possibly attributable to New York’s general apathy
toward collegiate football, kept the games from being a financial success.
Only the Notre Dame-Georgia Tech contest played to full houses. The
Century chain, theater TV exhibitors for four years, has yet to show a
profit on the venture, although it still declares in its favor.

One area which might prove to be the primary use for theater TV is
that of meetings and conventions. According to Theater Network Tele~
vision, Inc., which has held a number of these closed circuit conventions
for some of the country’s largest corporations, final details are currently
being worked out on a plan which will allow two-way connections. Mem-
bers of the audience, whether they be dealers or salesmen, will have the
opportunity to speak directly with the persons they are viewing on the
screen.

Another facet closely allied to theater TV is subscription television.
Still backed by well-heeled companies and a sizable flock of lawyers in
Washington, pay-as-you-see television will be indefinitely stymied unless
it can receive FCC permission for use of the airways.

Latest large scale attempt to prove the value of subscription TV is the
Palm Springs experiment of International Telemeter (of which Paramount
owns a substantial interest). Enthusiasts for this system hope that results
will be sufficiently encouraging to make the FCC sit up and take notice.

UHF CONVERSION UPSWING

While a number of markets are having tough sledding in conversions,
particularly those saturated by VHF stations, most encouraging is the
rapid UHF growth in major cities like Milwaukee, St. Louis, Buffalo and
Norfolk. Milwaukee hit conversion of approximately 40 per cent, deliver-
ing to the advertiser over 129,288 homes via its UHF stations.

FRINGE TIME FRUITFUL

Is the viewer of late-hour live TV alert . . . or is he dozing in his chair,
halfl asleep? That’s what the Biow company wanted to discover in regard
to The Steve Allen Show (New York, WNBT, M-F, 11:20 pm-12:00 m)
for its client, Ruppert Breweries.

Using as premiums various jewelry items fashioned to resemble Father
Knickerbocker, symbol of Ruppert’s Knickerbocker Beer, they soon found
out. The results emphasize the vitality of late evening TV and forecast
a greater use of the 11:00 pm-12: 00 m time slot.

Allen made a single announcement of the offer on a Thursday night
show, the offer to close by midnight Saturday. The response was 7,000
pieces of mail.

Reeently, another premium was offered (again free) in the form of a

“Kan-Kup” —an object punched into the can to serve as a combination
can opener and drinking devicee, There were 7,500 replies.

While ratings show that a large number of people wateh late-hour TV,
this premiam survey scems to go a slep beyond the ratings, indicating
that for live TV many of these viewers ave still very wide awake.

Television Magazine ¢ December 1953
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Thrilling starlit dramas for every member of the family!

Now— from the current Schlitz Playhouse of Stars
series, 26 half hours that sparkle with box-office
JOAN favorites like Joan Caulfield, Peggy Ann Garner,
CAULFIELD Preston Foster, Maureen O’Sullivan. And what
wonderful stories! By Somerset Maugham, F. Scott
Fitzgerald, Thomas W. Phipps, and many other
“greats.” A tried-and-proven way for the smart
advertiser to win big audiences, week after week!
Just how big is evident from these local ratings.*

o
/&? MAUREEN
o

O'SULLIVAN Boston .......32.8 St.Llovis......415
Dayton....... 30.5 Chicago ......25.2
Minneapolis ... 29.5 Seattle....... 48.0

Use these faces to launch a sales campaign!

PEGGY Top stars appear regularly on THE PLAYHOUSE.

ANN
GARNER

PRESTON FOSTER
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REED HADLEY

{ Captain Braddock of “Racket Squad®)

This is the TV film series that zoomed into a 45.3 Nielsen rating (Aug. 1953)
— the nation’s Number One show! 1t’s based on actual cases from the files
of police confidence and racket squads. Each half-hour show is an action-
packed chapter in the annals of rackets and ‘“confidence games’’ that could
victimize you. Big public-service appeal . . . a real buy for advertisers looking

for quick, profitable sales. Here’s how RACKET SQUAD rates locally:*

Cleveland.. ... .. 37.5 Chicago .. ...... 30.4
New York ....... 28.5 Toledo......... 56.0
New Orleans .... 42,5 Pittsburgh ...... 46.3

¥Rating Source: Telepulse, December 1952

” PRpee— . e — s T N . - .
:
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KOTV Channel 6
WRATHER-ALVAREZ, INC. e TULSA, OKLA.

Exclusive National Representatives KFMB-TV Channel 8
- L
EDWARD PETRY & CO. WRATHER-ALVAREZ BROADCASTING, INC. e SAN DIEGO, CA
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NEWS SHOWS

CONTINUOUS COST STUDY

—r

LWAYS one of the hottest buys
in radio, news shows are com-
ing into their own in TV. Sports,
weather and general news with a
! local flavor offer some of the medi-
um’s best spot and locai cost fig-

ures.
For a one minute participation,
WJIAR-TV’s Telenews Daily

reaches 1,000 Providence homes
for $1.23. On a five minute pro-
gram segment, KNXT News in Los
| Angeles gets a cost of $2.08 per
| thousand homes per commercial

program, Richard Harkness and
the News, WNBW, Washington,
scores $2.33 per commercial min-
ute.

What makes them good buys?
A recent Advertest survey showed
that TV owners have come to rely
on the visual medium for their
daily news. Ratings might not be
phenomenal, but since most news-
casts run in fringe time, their costs
are comparatively low.

Add to this all the usual advan-
tages of using a strong locally

alty, merchandising potential, and
personal selling if the newscaster |
does the commercial.
There are great variations among
the news shows in ratings and
cost performance. But they repre- ,
sent one of the strongest areas of i
local programming and therefore
one of the soundest spot buys. i
One of the reasons for these var-
lations is the differences in adver-
tisers’ objectives. For a maximum
impact and indentification a ten |
minute strip might be better than .
a participation schedule, whatever

minute at 11: 00 pm. A ten minute known personality—viewer loy- the cost per thousand. |
COST/M
VIDEODEX HOMES/
CITY, STATION, OCTOBER # HOMES PROGRAM TIME TOTAL COST PER COMM'L
PROGRAM, TIME RATING REACHED COST COST COST M HOMES MINUTE
PARTICIPATING
Providence, WJAR-TVY, M-F
Telenews Daily, 7:00-7:15 pm 25.67 130,347 _— - $160.00 $1.23 $1.23 |
Washington, WTOP-TV, M-F |
Siegel On Sports, 6:35-6:45 pm 7.5 39,047 —_— _ 95.00 2.43 2.43 ‘ l
5-MINUTE , |
Cleveland, WNBK, M-F
The Weather Show, 6:40-6:45 pm 8.4 68,938 _ —_ 200.00 2.90 218
Los Angeles, KNXT, M-F |
KNXT News, 10:55-11:00 pm 6.4 108,292 _— _ 300.00 277 208
New York, WCBS-TV, M-F
Six O’Clock Report, 6:00-6:05 pm 5.2 216,243 _ R 630.00 2.91 2.18
Washington, WNBW, M-F
Lief Eid & the News, 6:50-6:55 pm 9.4 48,939 $ 77.00 $125.00 202.00 413 3.10
10-MINUTE
Atlanta, WSB-TV, M-F
News, 11:00-11:10 pm 9.1 29,756 20.00 140.00 160.00 5.38 430
Philadelphia, WCAU-TV, M-Sat
John Facenda News, 11:00-11:10 pm 6.4 99,573 226.00 297.50 523.50 5.26 2,63
Washington, WNBW, M-F
Richard Harkness & the News, 11:00-11:10 pm 8.2 42,691 60.00 113.75 173.75 4.07 233
+ Telepulse
13

Television Magazine o December 1953
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You can advertise successfully

Local TV kids’ programs work wonders
...on audiences and sales.

They’re scheduled just when most kids can be
reached in each market. And they’re tailored right
to kids’ own interest . . . which makes the kids

ask for products they see advertised.

When they do, parents buy. One national advertiser

WSB-TV. . Atlanta WTVH-TV Peoria
WBAL-TV . .. Baltimore  (cCATY Los Angeles ..y WENS ... .. Pittsburgh
WFAA-TV . . . Dallas iy Neshoite 0 WOAIL-TV San Antonio
*KOA-TV . . .. Denver WARG T e KFMB-TV San Diego
wiIcu ... Erie ) New Yor KGO-TV . . ... San Francisco

WTAR-TV Norfolk
KPRC-TV . Houston KMTV . . Omaha KOTV .. wilj:ita

‘In operation on or about December 24th KEDD -
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ver kid

put his product (a first aid supply) into
22,000 homes . . . all within a month . .. using only
two participations weekly in one kid’s program.

Local TV kids’ programs dig right into the markets
where you sell your product. You’ll have many extra
merchandising opportunities. You’ll have complete
flexibility in buying just the time periods you need.

REPRESENTED BY

Edward Petry & Co., Inc.

NEW YORK + CHICAGO + LOS ANGELES - DETROIT « ST. LOUIS + SAN FRANCISCO - DALLAS



www.americanradiohistory.com

a LAUGH for every week in the year!

half-hour
52 film hits
for local
and regional
sponsorship

ostello show!

filmed expressly for television in Hollywood ...
In san F raHCisco 26 new films just completed! The ABBOTT AND

' COSTELLO Show is now set to provide alert local and
25.0 regional sponsors with a total of 52 big-marquee comedy
P“lse hits, plus the cash-register power of selling by TV.

* PROVEN BY RATINGS. . . a show which has been
consistently hitting top ratings all over the country.

* PROVEN BY EXPERIENCE . . . a show which dozens
of blue-chip advertisers have found as the ideal
answer to their TV problems.

* PROVEN BY ALL AUDIENCES. . . because ABBOTT

AND COSTELLO are as wonderful for the kids
as they are for adults in literally millions of homes.

[n PhilaﬂElphia Contact your nearest MCA-TV office
21 5 for turther information TODAY'!

Pulse
ansﬂler_.a_dvert_liinz SI!UWCASE UN F”.M from

NEW YORK: 588 Madison Avenus — PLaza 8-7500

CHICAGO: 430 North Michigan Ave. — DElaware 7-1160
BEVERLY HILLS: 8370 Santa Monlca Bivd. — CRestview 6-2001
SAN FRANCISCO: 105 Montgomery Straet — EXhrook 28922
CLEVELAND: Unlon Commarco Bldg. — CHerry 1-6010
DALLAS: 2102 North Akard Streot — PROspect 7538
DETROIT: 1612 Boek Tower — WOodward 2-2604

BOSTON: A6 Mewbury Stroot — COpley 7-5830

MINNEAPOLIS: Narthwestern Bank Bldg, — LiNceln T883
ATLANTA: B11 Henry Qvady Bldg. — LAmar 6750
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TTRACTING the attention of

men is fun for a girl. That is,
unless she happens to be a TV time-
buyer with a “sell” problem simi-
lar to the one we have on Carter
Products’ Rise Shave Cream. Then,
it’s hard work.

In this case, the objective is to
spot a strong one-minute Rise
commercial on the TV screen at a
time to reach a predominantly male
audience. In order to do so, there
are two primary considerations—
the correct time spot and proper
programming. Actually, in order to
achieve the ultimate goal, these
two requisites cannot be separated.

As far as the time slot is con-
cerned, we have learned that male
viewers can be reached best at
only a few strategic times com-
pared with the female daytime
monopoly of the family TV set.

For example, men do watch the
TV screen during the early morn-
ing hours, on weekends and nights
after 7:00 o’clock. However, even
if we put our Rise commercial on
at these particular times, we will
not be fulfilling the obligation to
our client unless we insure proper
programming as well.

We know that sports programs,
documentaries, news shows, mys-
teries and variety shows, in that
order, are most effective in captur-
ing men viewers. Therefore, the
ideal would be to spot our com-
mercial directly before or after a
highly-rated sports program dur-
ing the evening.

Since this ideal is seldom pos-
sible, let’s look at the figures. Gen-
eral programs seldom bring the
percentage of men in the audience
higher than 30 per cent or 40 per
cent, whereas a program with a
larger percentage of men viewers
might have a lower rating.

As a consequence, it is frequent-
ly more economical to buy a pro-
gram or adjacency with a lower
percentage of men in order to
reach a greater number of them,
paradoxical though it may seem.

Television Magazine ¢ December 1953

' TELEVISION

TIMEBUYING

MAGAIINE

The Male Audience--
How to Reach it

By Jean Carroll, Timebuyer,

Sullivan, Stauffer, Colwell & Bayles, inc.

For instance, a show with a 20
rating which reaches a 40 per cent
male audience is a better bargain
than a show with a 10 rating
which reaches a 60 per cent male
audience.

At SSC&E we have found that in
some cases it is advisable to buy
sports programs or spots next to
sports programs even if we have to
pay a slight premium because
reaching our desired audience jus-
tifies the additional cost to Rise.

The popularity of various sports
events In different areas is of
specific significance. In one area
bowling might be the draw, while
baseball might be a bonanza or a
dud. We find, for example, that
wrestling does particularly well in
one-station markets, while the
audience for wrestling shows has
fallen off considerably in multi-
station markets. (In spot buying
these sports preferences must be
taken into careful consideration.)

Interest engendered by specific
sports events fluctuates to a high
degree. For example, prizefight
fans are always with us. Yet,
championship bouts will have
many more fans than a routine
prizefight. The draw, in one case,
can be spectacular and, in the other
case, merely average.

In short, the national sports
picture lacks uniformity Iin this
regard. Another consideration,
aside from the lack of uniformity,
is the seasonal nature of sporting

events, which means that your |
December viewers may have left |

vou by May. In addition, we know
that football schedules do not cre-

ate the same kind of loyal team |

following that baseball does.

The political arena is a notably
fine market for closing in on your
male audience. This type of pro-
gramming, however, has the draw-
back of seldom being economical.

Economy figures advantageously
in spots after 11:00 P. M., partic-

(Continued on page 62)

(OVEI’S

greater

|

metropohtan S

NURFULK/

____,_,

HAMPTUN/
PURTSMDUIH///
NEWPORT NEWS.

W_\‘Uﬂj

_ A

|
A /
A

YR

Here’s selling power PLUS in the great

‘ I Norte kM rrapolitan Arva where anly
‘ WVEC-TY s NBC . . . beaning y?r
sales message right to the care of this

———
"_./__ ///:ll’l X

T dynamic multi-city market,

AW

" only WVEC-TV
IS AN

A~=lc)

TELEVISION
AFFILIATE

A 2L A AN

representca[ b_j RAMBEAU

NEW YORK ® CHICAGO ——
SAN FRAMNCISCO = MINNEAPCLIS
LOS ANGELES

17



www.americanradiohistory.com

DAYTIME DOLLARS BUY MORE

In NBC daytime television your advertising
dollar becomes more elastic and more efficient.
Compared to the average of all nighttime tele-
vigion shows, the average NBC daytime TV
program reaches more homes per dollar . ..

gives you up to three times more commercial

/ }
time for your money . . . and gives you up to
three times the commercial frequency. These
are only a few of the reasons why daytime
dollars buy more when they are wisely placed

in N B C daytime television.

NBC TELEVISION

a service of Radio Corporation of America

www americanradiohistorv com
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Television Magazine

December 1953

Fairfax M. Cone,
Chairman of the
Board, Foote,

Cone & Belding, says

The Magazine Concept Must Win Out

HE cost of television for most sponsors, even for
a single program, will shortly become prohibitive.

The rapid growth of new stations to be added to
the networks, and the greatly increased expenses of
color telecasting, will soon mean that few advertisers
can carry out a consistent advertising program on
television unless they go out of all other media.

Scarcely 50 of the nation’s top compallfes=can even
now afford a weekly half-hour network program.

And these firms virtually monopolize the prime
time segments, so that new companies cannot obtain
equally good time and win the same size audiences,
because they can buy only time on the fringes of the
best listening hours.

I see no reason why a little group of companies
should continue to own all the best time.

Such a monopoly creates a very dangerous situation,
one containing elements that could be capitalized
upon to increase still further government’s control of
telecasting in America.

Television, the greatest advertising and communi-
| cations medium ever to come along, cannot remain
a vassal of any group. Television does not belong to
the stations. It does not belong to the networks; or to
the advertisers. It belongs to the people.

Television Magazine s December 1953
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It 1s the people’s air, and only the people, not any
of these special groups, may say “This 1s what TV
should be.”

But let me emphasize that I believe in free enter-
prise, and not in government control. Television,
which must serve all the people all the time, should
serve them through the time-honored American
principles of enlightened private ownership, not of
government control.

And yet, unless we who are in this dramatic new
medium provide services in the public interest our-
selves, there may come a day when government will
try to take over. That would be fatal to our princi-
ples of freedom of the press and communication.

What can be done about it? 1 believe there is an
answer that has to come: the magazine concept of
telecasting.

Under this plan, and it might be confined to a few
hours a day to start, stations and networks would
select and produce all programs within these periods.

Just as a newspaper or magazine editor selects the
editorial content of his publication, station and net-
work producers would build their programs, keeping
in mind their twin responsibilities to inform and en-
tertain, and to provide programs that will win large
audiences and therefore make the stations prosperous.

(Continued on page 61)
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' How to Work with your Dealers.

HEN Bulova management

began to swing its healthy
advertising budget from radio to
television, it was convinced that the
new sound-picture medium was
the way to sell its style-beauty-
accuracy story to the public.

Today, because of its national
campaign, Bulova owns prime
spot time in every TV market in
the country, accounting for the
lion’s share of all Bulova ad
money. Not so well known is
Bulova’s work on the local level.

Guiding hand in making the
radio to television transition has
been Bulova’s president, John H.
Ballard, who realized many years
ago that in TV lies the future of
much of the local jeweler’s adver-
tising budget.

But obstacles stood between the
local jeweler and this brand new
advertising vehicle. Bad program-
ming, sloppy production, weak
selling approaches could easily
“unsell” local jewelers on the me-
dium that requires more of a spe-

cialist’s touch than the more fa-
miliar media of radio and news-
papers.

Co-op advertising at its best has
always been a headache to both
the dealer and national advertiser.
Control of funds has been diffi-
cult; effectiveness, questionable.

Bulova’s answer was to set up,
over two years ago, the TV-radio
Merchandising Department — vir-
tually an advertising agency oper-
ation—for the thousands of au-
thorized Bulova jewelers from
coast to coast.

Its director is Norman Gladney,
who channels the men and mate-
rials which help local jewelers use
television effectively.

Fieldmen visit the jeweler, help
him work out spot or program
times with the local TV station,
and in many cases, recommend
the vehicle to which the jeweler
ties his TV advertising.

This operation is completely
apart from national campaigns.
Everything is geared to the local

www americanradiohistorv com

service rather than

level. Commercials differ consid-
erably from those in Bulova’s na-
tional advertising.

Tied in with the commercials
are window displays and news-
paper ad mats—all built around
the TV advertising. Transcribed
radio spots dramatizing the same
offers are also available. These
are open-end, and feature some
of the country’s top selling voices.

Because TV eats up material at
a rapid pace, Bulova goes into the
film studios four times a year to
shoot new commercials to keep
the voracious TV schedules of its
jewelers supplied.

A close check is kept over each
dealer’s TV efforts to help him
keep his advertising at peak effi-
clency. Additional personal visits
or phone calls serve to monitor the
operation.

Where results fall off, Bulova
might suggest a switch to cheaper
fringe time, or from softer one-
minute commercials to harder-
selling two-minute films. Each
jeweler and each market represent
different advertising problems.

Typical of the response to the,
Bulova approach is found in this
midwest dealer’s letter to the TV
Merchandising Department: “I can
say that the results achieved by
our use of your television promo-
tions were so good that the sales
far outdistanced our ability to ob-
tain these watches from your firm.
Never in the history of our busi-
ness have we sold so many of one
model watch in one store in so
short a time—in addition we sold
many regular dress watches be-
cause of the interest created in our
store by this program.”

The dealer commercials are speclally written
and produced for retail results. They are one
or two minutes in length, and are bullt on
a personality-demonstration, followed by an
audience incentive offer, such as a ten-day
free trial.

Commercials end with a complete local store
ldentification, showing store front, dealer’s
slognn, address and phone number. Tele-
phone and mail orders and in-the-store
trafflc are the pgoals of these custom-made
commercials.

Television Magazine e December 1953
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|
lva Watch emphasizes

itop co-op effort

Norman Gladney
Director, TV-Radio Merchandising Dept.
Bulova Watch Company, Inc.

Unusual is Bulova's approach to their deal-
ers’ other merchandise. Aware that increased
store traffic means an increased sale of their
watches, the Merchandising Department sup-
plies commercials for the jewelers’ other
major lines such as diamonds and appliances.
This phase of the operation, naturally, has
garnered considerable dealer good will.

Prior to Bulova’s appearance on
the scene, the dealer had been
using 10-second institutional spots
with less than spectacular results.
On the advice of a Bulova TV man
he was advised to graduate into
harder selling. ‘“Actually make an
offer . . . just as you do in your
newspaper and direct-mail adver-
tising. And plug your credit story,”
he was told.

Another quote from a dealer’s
letter to the Bulova Merchandis-
ing Department, labeled by them
as par for the course, said in part:
“Your preparation of individual
films for our use gave our presen-
tation a professional touch and
what really counts-— productive
business — we sold 20 Clippers
from one spot resulting in a total
of $1,200.00 in sales.”

That the Bulova plan of “tak-
ing the jeweler by the hand” into
television with emphasis on serv-
ice rather than funds has paid off
is evident in the large number of
dealers throughout the country
who are now using their commer-
cials and constantly calling on the
TV-Radio Merchandising Depart-
ment for aid in their local ad-
vertising.

Key point in the success of Bulova's local
dealer program has been the production of
dramatic commercials, powerful enough to
‘‘sell” the jewelers who are to run them at
local expense. Typical of this kind of com-
mercial is the new Niagara Falls demonstra-
tion of the shockproof, watertite qualities of
the Bulova automatic Clipper man’s watch.
Filming was so sensational that it made the
major columns from coast to coast.

Television Magazine o December 1953
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SUMMARY OF FAMILIARITY AND USE —
TOTAL PANEL

Soft Drinks—9% of Panel

Brand Familiarity Use
Canada Dry 19.4 5.8
Coca Cola 56.0 15.4
Cotts 44 1.1
Hoffman 50.2 18.5
Kirsch 9.1 2.5
Kirsch No Cal 85 2.4
Mission 4.1 9
Myers 74 1.4
Pepsi Cola 48.6 16.0
Seven Up 15.2 47
Super Coola 9.7 24
White Rock 8.0 3.0
Shampoos—% of Panel
Brand Familiarity Use
Charles Antell 9.7 4.7
Breck 14.2 9.7
Conti Castille 9.1 5.2
Dial 1.4 S
Drene 22.9 6.2
Finesse 3.6 1.2
Fitch 6.3 2.0
Halo 38.6 11.9
Lustre Creme 143 7.4
Mulsified Coconut 25 .9
Prell 10.4 39
Shasta 10.7 35
White Rain 25.7 6.6
Woodbury 5.5 35

K S = Vo R S

SHAMPOOS

22

BRAND STUDY: Halo

leads in use, Canada Dry
in familiarity

This month: soft drinks and shampoos. One thousand interviews and
pantry checks are conducted each month for TELEVISION Magazine’s
continuous brand study by The Pulse, Inc., in TV homes in 12 counties in
metropolitan New York. Persons interviewed are given a selected list of
programs and asked to check off those they have viewed. They are then
asked to name brands they are familiar with in each category. Following
this, pantry checks are made to find which brands are used. The index of
performance serves as a comparative measure of effectiveness.

Familiarity with Shampoo Brand

: Non Index of
Brand Program Viewers Viewers Familiarity
Dial Journey Through Life 1.8 1.3 &
Finesse What's My Line 38 3.1 *
Halo Colgate Comedy Hour 43.0 28.2 152
Lustre Creme Strike it Rich 16.9 10.5 161
Prell Welcome Travelers 9.8 10.6 92
White Rain Godfrey & Friends 278 19.2 145

Presence of Brand in Home

Non Index of

Brond Program Viewers Viewers Use
Dial Journey Through Life 6 5 -
Finesse What's My Line 1.0 1.6 b
Halo Colgate Comedy Hour 14.0 7.0 200
Lustre Creme Strike it Rich 7.7 7.0 110
Preil Welcome Travelers 4.2 3.8 B
White Rain Godfrey & Friends 7.3 4.5 A

* Too few In sample to yield reliable index

Television Magazine ¢ December 1953
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ESPITE the large volume of advertising in all

media for soft drinks and shampoos, television is
definitely accomplishing the job of making the brands
better known and of converting and, equally impor-
tant, keeping customers.

Particularly significant is the comparison of famili-
arity and use for the total panel against viewers and
non-viewers of specific programs. For example: 8.5
per cent of the total panel were familiar with Kirsch’s
No-Cal and 2.4 per cent of the homes checked had
No-Cal on hand. However, in analyzing the audience
for their television program, People Are News, the
figures show that 16.7 per cent of the viewers were
familiar with their brand and 5.6 per cent had the
soft drink in their homes. .

Even for a sales leader like Colgate’s Halo, the re-
sults are most impressive. As against the total panel
findings of a 38.6 per cent familiarity and 11.9 per
cent use, the percentages for viewers of the Colgate
Comedy Hour are 43 per cent familiarity and 14 per
cent use.

For the ten programs sponsored by soft drinks in

SOFT DRINKS

New York, viewers of these shows were more fa-
miliar with the brand than were non-viewers.

The highest index of familiarity—174—was earned
by Terry and the Pirates for Canada Dry; i.e., 74 per
cent more Terry viewers mentioned the brand name
than did non-viewers. Next came Super Coola, which
hit an index of 171 with The Early Show.

Leading in use is Hoffman (entire line) with Pepsi
Cola and Coca Cola close behind. These same brands
were the ones most familiar to the panel.

Five of the six shampoo brands using TV recorded
more brand familiarity among program viewers than
among those who had not been exposed to their shows.

Two Colgate products earned the highest scores on
familiarity—Lustre Cream hit an index of 161 on
Strike It Rich and Halo, an index of 152 on Comedy
Hour. Next came White Rain with 145 on Godfrey
and Friends.

Highest index of use yet to be scored in TELEVISION
Magazine’s brand study was Halo’s 200-—twice as
many Comedy Hour viewers used the brand than did
non-viewers.

Familiarity with Soft Drink Brand

Television Magazine e December 1953

Non Index of

Brand Program Yiewers Yiewers Familiarity
Canada Dry Terry & The Pirates 30.7 17.6 174
Coca Cola Eddie Fisher 57.3 55.3 104
Coca Cola Ernie Kovacs 58.5 55.7 105
Coca Cola Early Show 61.0 53.4 114
Cott Amos ‘'n Andy 4.7 43 *
Kirsch No Cal People are News 16.7 8.0 A
Pepsi Cola Ted Steele Show 51.8 478 108
Pepsi Cola Pepsi Cola Playhouse 51.6 47.9 108
Supzr Coola Early Show 13.3 78 171
White Rock News—K. Kennedy 83 8.0 *
Presence of Brand in Home

Non Index of

Brand Program Yiewers Yiewers Use
Canada Dry Terry & The Pirates 44 6.0 g
Coca Cola Eddie Fisher 14.2 16.1 88
Coca Cola Ernie Kovacs 14.4 15.5 93
Coca Cola Early Show 19.1 13.5 141
Cott Amos ‘n Andy .9 1.1 i
Kirsch No Cal People are News 5.6 2.2 *
Pepsi Cola Ted Steele Show 16.1 16.0 101
Pepsi Cola Pepsi Cola Playhouse 16.5 16.0 103
Super Coola Early Show 3.8 1.7 *
White Rock News—K. Kennedy 3.0 3.0 #

* Too few in sample to yield reliable index
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"\ FOOD REVOLUTION
" television use vital for advertisers

ORTUNE, analyzing the revolution that has created
Fa $60 billion a year national food bill, called 1its re-
port “The Fabulous Market for Food’-—a title that
has special meaning for those concerned with tele-
vision.

Americans are now spending 26 per cent of their
disposable income for food. In 1941 that figure was
22 per cent, which means a tremendous jump In
terms of dollars.

The food industry in turn has spent an increas-
ingly large share of its income for advertising, espe-
cially television advertising. Food makers and sellers
are television’s biggest customers. They pay out
one-quarter of all gross network expenditures.

In the first nine months of 1952 food and beverage
companies invested $33,374,564 in TV; in the same
period of 1953, this expanded to $36,594,593.

On the spot side, there are many more food adver-
tisers putting TV to work. Eight of the top 25 spot
advertisers are in the food business. Among these,
National Biscuit and Standard Brands are almost
exclusively users of spot rather than network.

All of the six largest supermarket chains are using
television, indicating that a revolution has occurred
in food advertising as well as in marketing.

Val S. Bauman, sales and advertising manager of
National Tea, the country’s sixth largest chain,
pointed out in TELEVISION Magazine (May 1953) that
while his chain is still the largest buyer of newspaper
space in Chicago, it is also the largest local buyer of
television time, with a $600,000 annual tab.

Many food advertisers have shifted their emphasis
away from printed media. Some, such as Old Dutch
Coffee, have done so well in TV that they have staked
their entire budget on the new medium.

Regional and local food advertisers have been
among the greatest beneficiaries of TV. Television

Television Magazine e December 1953

A special report on the changes in
the food industry that have created
a $60-billion a year market

makes

has been the wedge with which they've forced a
larger share of the market for themselves.

Its impact has created the necessary brand con-
sciousness among consumers, the kind of acceptance
that was almost impossible for a local company to
gain In newspaper competition with the rich national
companies.

This success accounts for the fact that food prod-
ucts and dealers are the largest users of TV on the
local level. Norman Knight, General Manager, WABD,
New York, reports that this category makes up 53 per
cent of the station’s local sales.

The basic revolution in food marketing means that
food advertisers, no matter what their size or distri-
bution, will inevitably be relying on television more
and more.

The revolution itself has been much discussed and
often charted. Summarizing Fortune’s findings: the
growth of the food market has been caused mainly by
the growth of cash income and of population. These
trends in turn have produced tremendous changes in
consuming habits.

People are eating more and eating better—most
important of all, they are putting out increasingly
large sums for conwvenience items. Processed foods,
which do much of the housewife’'s work for her, have
taken over. Most of the foods sold today arrive on
the grocery shelf as packaged, branded products.

The biggest users of the convenience foods (frozen
fruit, cake mixes, trimmed meats, etc.) are those in
the upper income brackets, particularly families
whose earnings are above the $4,000 mark. It is at
this level that canned food consumption falls off and
use of frozen foods begins to soar.

The higher cost of convenience foods might limit
their consumption to the top brackets; on the other

(Continued on next page)
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(Continued from preceding page)
hand, Fortune feels, mass production might bring
prices to the point where all groups will be able to
afford them.

This boom in processed foods has occurred during
the period in which the supermarkets have taken
over retail distribution. This is not a coincidence.

Supermarkets (departmentalized self-service stores
grossing over $375,000 a year) now make up only four
per cent of all grocery outlets. But they account for
44 per cent of all retail volume.

The superettes (stores grossing $75,000 to $375,000)
account for 35 per cent of sales. Numerically, they
represent one-fifth of all grocery stores.

In 1944 the supermarkets and superettes together
had about half the business; today they have close to
four fifths of it.

Although marketing costs have risen drastically, it
is the retailers rather than the farmers or processors
who have gained the most. The retailers’ take is up
260 per cent over 194].

For the makers and sellers of food this expanding
market with its emphasis on packaged food means
harder, more competitive selling. And this means
more advertising.

J. M. Mathes, president of the Mathes Agency,
wrote in TELEVISION Magazine, “With the growth of
self-service stores in many fields, the manufacturer
can no longer depend upon the store clerk to push his

Charts reproduced from October 1953 Fortune; copyright 1953 Time, inc,
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line . . . It is obvious that a great advantage accrues
to the manufacturer who has successfully pre-sold
the customer . . . Television has tremendous impact
in this area .. . Pre-selling on TV will play an in-
creasingly important role in the competition for
brand preference.”

Canned foods have always been heavy advertisers
in television. Most frozen food advertising so far has
been concentrated on juices, which account for 20
per cent of all frozen foods sold.

The top five advertisers on network TV, with their
January-September gross time expenditures: Gen-
eral Foods, $4,615,256; General Mills, $3,957,341; Na-
tional Dairy, $2,533,344; Pillsbury Mills, $2,452,852;
Campbell Soup, $2,444,517.

With the growth of the supermarkets there has de-
veloped a tremendous increase in the sale of non-food
lines by grocery outlets. Super Market Institute esti-
mates that at the end of 1952 the number of stores
carrying specific non-food items went as high as 90
per cent.

The strategy of supermarket selling then must be
borrowed by advertisers in fields outside the food in-
dustry.

The future of “the fabulous food market,” the de-
velopment of the supermarket and the continued
growth of television are inevitably linked together.
The greatest profits will go to those who understand
the trends that make this a fact.

The Rise of the Processed Foods

Production, 1950 100  Soluble Coffee
200 : ot r Conned § Frozen
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a TV picture developed in Radio

This is a television advertisement that begins with
a statement about radio.

Or to be exact—about a specific radio station, WSM.

Never has any radio station been so publicized in so many national
magazine stories. The Saturday Evening Post—Collier's—Wall Street
Journal—American—Coronet—Nation’s Business—New York Times
Magazine. These are but a few of the journals which have told the
WSM story of talent, production know-how, technical facilities. To
quote one, an excerpt from Collier’s: “The Nashville muse has won
the entire nation . . . If the rest of the radic industry is in the dol-
drums, WSM has more business than it can handle ...”

QOur point is this—

The formula for success that hasbuilt WSM into its unique position in
the radio industry has been used in shaping the future of WSM-TV.

We have the writers, the producers, the unique talent staff of over
200 nationally famous stars who now are on the combination WSM
and WSM-TV payroll.

We have the technical skill developed by the radic station. As
proof, witness the longest privately owned TV micro-wave relay in
the world which our engineers built from Louisville to Nashville to
bring network TV to this market 3 years before the cable could be
completed.

We have the know-how which has enabled WSM to become the
only radio station outside New York—Chicago—Hollywood produc-
tion centers which during the past year originated and fed over 1200
network shows throughout the nation.

For four years now a maximum effort—both creative and financial
has gone into the building of WSM-TV into a dominant entertain-
ment and advertising medium. As a result we make this suggestion :

If you as an advertiser or agency time buyer are interested in
reaching the 132,630 television homes (impressively larger than the
daily circulation of either Nashville newspaper) contact us or any
Petry Man for additional details. We believe you will discover that
WSM-TV is a station that is unusual in its selling power—the Num-
ber 1 television station in a prosperous market. ‘

.

O

NASHVILLE, TENNESSEE

To sell the Central South ... WSM RADIO

For concentrated selling in the
Middle Tennessee Market... WSM-TV
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Atop The Empire State Building

Now Blankets
The Metropolitan g |

PHONE: BArclay 7-3260

Clearer,
More

% FEATURE MOVIES — Exclusive first showing in the Metro-
politan Area of full length feature pictures.

Sharper,
Better,

% WESTERN MOVIES — Exclusive first showing in the Metro-
politon Area of full length feature cowboy movies starring
Joknny Mack Brown, Whip Wilson and others,

WATVY made the action-packed cowboy movie a major factor in
this market; these new features will add to that appeal.

% KID SHOWS — “‘Junior Frolics’” is the top-rated local pro-
gram for the moppet audience in this market. This combination
of animated film funnies and Uncle Fred’s narration have made
this a small-fry must.

“Fun Time’, new to the WATY junior parade. Filmdoem’s zani-
est slapstick comedies with the narrgtion of a new voice will
keep the small-fry and the adults glued to channel 13.

4 TEEN SHOWS — "Requestfuily Yours”” with Poul Brenner,
top disk jockey, is grooved for the teen audience. Top record-
ing stars as guests, studio dancing, quizzes, games and prizes.

Steadier

Popular,

The Best Television Buy For
Advertisers In This Market
WATV’s New Transmitter Means . .

WATV TELEVISION CENTER

A new station on the dial in mil-
licns of homes.

An increase in audience at no in- \
crease in cost.

Television at a price you can afford

Avgilabilities on top-rated pro-
grams.

The time to establish your franchise
is now.

in New York
Mltchell 2-6400 in New Jersey

Newark 1, New Jersey

Reception
Family Programs

“Junior Town Meeting” melds entertainment and education.
The first such show in this area. Exciting to both teen-agers
and grownups,

% SPORTS SHOWS — Live sports are a major factor in WATV
programming. Just scan this schedule:

BASKETBALL — the home games of Seton Hall, NIT champs,
of Princeton, and of St. Peters — direct from the campus.

BOWLING — the top professional bowlers in a league that
hits a high for every kegler in the area.

BOXING — every bout on the card each week from Laurel
Gardens makes this o must with club-fight fans.

WRESTLING — only on WATV can grapple & grunt fans get
so great a variety of the best in wrestling.

This friendly, intimate programming has made WATVY the fam-
ily station. Now, with the Empire State transmitter, WATV
will become YOUR FAMILY STATION too.

[nooofoojpanecepofaaed

|
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Charted here for the seven nights of the October 1-7 period
are the Videodex ratings earned by programs on each of the
four networks. Some of the new entries had not debuted.
Absence of a line for a network indicates no national net-
work service at that hoar.

How the New Shows Are Doing

it
m
Iy

HETHER you're a retailer

buying one local newscast or
{ national advertiser with exten-
.ive schedules on network and spot,
he competitive picture of network
yrogramming obviously affects
rour buy -especially when the
‘ating pattern is changed by the
mtry of new shows and the shuff-
ing of old ones.

Now that the early returns are
n on the great audicnce election
»f 1953, the score on 36 new pro-
sram periods (including old shows
in new time slots) Is:

s 19 are getting higher ratings
than the previous tenants of their
time slots

e 12 have started out on weaker
footing than last year’s conten-
ders

e five are delivering at about the
same level

While October ratings came too
early in the season to forecast pre-
cisely how the new shows will do,
they do give strong indications of
which way the audience 1s going.

Among the big schedule changes
which materialized by the Octo-
ber rating period, there are 36 new
program-times clustered 1nto 24
network time periods. Comparing
National Videodex scores for this
period with those of October 1952
reveals that the rating lead has
changed in eight situations.

Roy Rogers on NBC-TV last
year was kingpin of the Sunday
6:30 pm slot: this year, it’s George
Jessel on ABC-TV. The Web
(CBS-TV), which used to outrank
NBC-TV'’s The Doctor, has lost its
crown this season to Letters To
Loretta on NBC.

Martin Kane on NBC ran sec-
ond to last year’s Racket Squad on
CBS-TV: since the debut of Philip
Morris Playhouse as its CBS-TV
opposition, Kane has the top rating.

Life of Riley on National beats out
Man Against Crime on Columbia:
previously 1t was sccond to CBS-
TV’s My Friend Irma.

Judge For Yourself on NBC is
currently outrating Danger on
CBS-TV; its predecessor In the
Tuesday 10:00 pm slot, Two for
the Money, ran behind.

NBC’s Cavalcade of Sports last
October was a good bit ahead of
the CBS-TV entry, Mr. and Mrs.
North; now that Irma is opposite
the boxing bouts, the ratings are
almost tied. Since ratings on sport-
ing events vary with each week’s
offering, this one pair of ratings is
far from conclusive.

The same goes for NBC's Great-
est Fights which 1s against Person
to Person at 10:30 on CBS-TV. The
new Murrow show came out
slightly ahead of the fight films,
whereas last year’s Calvalcade-
Greatest Fights combination stanza
faced no CBS-TV network service
at 10:30 and was well in front of
the DuMont entry.

Jackie Gleason for CBS-TV this
semester has topped the opposing
stanzas Bonino and Amateur
Hour on NBC and Football on Du-
Mont; last October, All Star Revue
on NBC-TV was leading the pack.

So far, there have been no sen-
sational newcomers but a few
promising ones. The highest rated
of all the new entries in October
was Judge For Yourself, 21 0. Close
behind were Letters tc Loretta
which hit 19.7, DuMont’s Football
at 17.7, Bonino at 18.4.

Of course, it takes time for an
old program to settle down in a
new period, but the only one of
the shifted batch that improved its
rating position was Two for the
Money. In its new Saturday at
9:00 slot on CBS-TV it has picked
up a few points over its old Tues-
day night position on NBC.

9:30

Jo

il
1AL

110:00
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take another look..,
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vhat’s happened to WBBM-TV (\m You'll see at night—

8 of the “top ten”. ..
15 of the “top 20™. ..
shows are WBBM-TV shows.

(\% While during daytime-—

6 of the “top 10”. ..
9 of the “top 15”...
Mon-Fri shows are also WBBM-TV shows.

(\% in top-ranking quarter-hours-—

WBBM-TV again leads the field with 163
week-long first-place periods . . .

34% more than the second-place station . . .

More than the third and fourth stations combined.

(\% Finally, you’'ll see that—

WBBM-TV delivers an average week-long
quarter-hour audience

31% larger than that of Station B. ..

38% greater than that of Station C . ..

A whopping 79% more than Station D.

£ 353
"
%,
w
SR
L
> ,
E

TELEVISION |

All this in just 8 short months since Chicago’s CHICAGO'S SHOWMANSHIP TELEVISION STATION

Showmanship Television Station took the air. CBS OWNED
Scores of new advertisers are taking a long CHANNEL 2 CHICAGO

look at WBBM-TV. .. and they like what

they see. From their example, you too may

profit by calling your nearest CBS Television

Spot Sales representative or WHitehall 4-6000

... and see all the facts first-hand. Source: Telepulse of Chicago, September, 1953
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BMI in peace and WA

In its thivteenth year, the broadcasters’ musi

HEREAS “music hath charm,” the power re-

sulting from its control, especially the owner-
ship of several hundred thousand compositions, is of
importance to the television industry—because of
this importance, Broadcast Music, Inc. exists.

In 1940, broadcasters formed BMI. It was organ-
ized to serve as competition against ASCAP—the
American Society of Composers, Authors and Pub-
lishers—who, until that date, had held full sway
over the music used on the air.

It was to this control that the broadcasters were
adverse. They felt that under ASCAP’s domain
prices were so high—7% per cent of the individual
stations’ advertising gross sales—that something had
to be done to insure a reasonable profit.

What occurred during the years between that date
and today is a typical case of history repeating itself.
While the broadcasters claimed monopoly of the
music copyright by ASCAP, the latter in turn charged
conspiracy.

In October 1953, 33 ASCAP members filed a com-
plaint familiar to the reader of Broadcast Music his-
tory, charging BMI with conspiracy to destroy their
business. Said BMI, “Again?”

The simple fact for this continued tango between
BMI and ASCAP i money. According to broad-
casters, stations now use more music for less money
with writers and publishers recciving higher com-
pensation for their efforts than ever before. To un-
derstand this, let us assume a position in time during
Lthe surmmer of 1939,

The location 1s Atlantic City. The event, the an-
nual conventrion of the National Association of Broad-
caslers. A report concerning the negotiations for a
new contract with ASCATDR was heard.,

sluggz'ng while it serves

Musie, controlled by ASCAP then, was broadcast !
by stations holding a license with them and the fee}

was on a basis set by ASCAP for the industry.

A committee of broadcasters had asked ASCAP'_I
what its rates would be and was told that the in-|
formation was not available. When the convention/

sent the committee back a second time, ASCAP again

declined to announce a rate in advance of the con-i

tract deadline.

The then worried broadcasters, in another meeting
in Chicago during November of that year, put the
bite on themselves for 50 per cent of their 1937
ASCAP fees, and pledged this amount for the forma-

tion of a new music organization. One month laterj

BMI was formed under a corporate charter granted
in the state of New York.

Objective of the newly formed music organization}
was to build up a stack of non-ASCAP music ta}
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