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They Sing A Prosperous Song

-2

Basic Affiliate Harrington, Righter.. &, Parsons, Inc.

Dovetail bits hum about payrolls and profits as they work for the
growing furniture industry in the South’s Prosperous Piedmont.

Industry and agriculture team-up to make the mighty Piedmont
section of North Curolina and Virginia one of the fastest comers in
the mnation.  And WEMY-TV is the DIrosperous
viewed station.

The 1,700,000 people in WEMY-TV’s 31-county arca have over 2 bil-
lion dollars to spend . . . and they're ready, willing and able to spend it.
Let your H-R-P man tell you the success storics of flouvishing products
sold over WIEDMY-TV in the Prosperous I'iedmont.

Team your product with WFMY-TV and you’ll sing a prosperous
song, too. Call your H-R-I’ man today.

Piedmont's most

TENTH ANNIVERSARY

GREENSBORO,
" Represented by

N.

page 25
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SPOT TV — A Special Report
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DO YOU LIKE MONEY?

So do people here in this industrial center of
America —a five-state area of 114 bountiful
counties blanketed day-&-night by powerful WSAZ-TV.

Many things are made in the thousands of plants,
big and small, located all across this rich region...
steel and shoes, rubber goods, railway cars,

and almost everything else needful you can name.
But the one universal product of all this activity
1s a prodigious payroll that helps give people

of this vast market over four billion dollars

a year to spend.

If you (along with them) like money, there's

no more efficient way to tap your share than

via WSAZ-TV—only television station serving

this whole area. WSAZ-TYV is helping more advertisers
than ever make more money than ever in this
industrial heart of the nation. Any Katz office has the
profitable facts for you.

T E L E

Huntington-Charleston, West Virginia

Channel 3-100,000 watts ERP—-—NBC-CBS-DuMont-ABC
Afiliated with Radio Station WSAZ,

Lawrence H. Rogers, Vice President & General Manager, WSAZ, Ine.
Represented nationally by The Katz Agency

Representative of Lhe diversified industry in WSAZ-TV’s area is The Selby Shoe Company of Portsmouth, Ohio,
manufacturcr of many of the best-known brands of women’s footwear since 1877,
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WBAP-TV leads again with the construction

of the tallest television tower in Texas. The ow tl
1113-foot tower-antenna will be completed aun L€
within a few weeks, giving WBAP-TV cover-

age through many additional wealthy North SEt COUﬂt Iﬂ the

Texas counties.
This new super-power television transmitter, :

. | |
capable of color as well as black-and-white

transmission, will produce 100,000-watt

signals. areais...

Powerful, as modern as any developed, the
new transmitter shows again the progress

and leadership of WBAP-TV in the televi- 376 49g
sion field. ’

For more information concerning this great
new signal, write WBAP-TV direct, or contact
your nearest Free & Peters man.

More, POWeR, meand were SETS |
WEBAP-TW -

THE STAR-TELEGRAM STATION « asc—nec« FORT WORTH, TEXAS

AMON CARTER AMON CARTER, JR. I HAROLD HOUGH I GEORGE CRANSTON I ROY BACUS

Chairman President Director Manager

FREE & PETERS, Inc. - National Representatives

Commercial Manager

www americanradiohistorv com
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motor city fights...
...in good company

WWIJ-TV, Detroit—the busiest station in television—wel-
comes to Channel 4 the Pfeiffer Brewing Company'’s
“Motor City Fights.”

WWI-TV’s showmanship, sell-manship and superb facilities
combine to bring this popular sports event to viewers
throughout the great Detroit market area.

WWI-TV is proud to have been selected for this assignment and to have
Pfeifter’'s “Motor City Fights” occupying the dominant hour on Tuesday
nights, 10-11 P.M. on Channel 4.

It’s another major origination in the constantly growing list of outstand-
ing program productions, keeping WWJ-TV advertisers out in front and
in good salesminded company.

In Detroit . ..
YOUR PRODUCT, TOO, BELONGS You Sell More
IN GOOD TELEVISION COMPANY on channel

... ON WWJ-TV. wa-I-v

See your HO”inngI’y man NBC Television Nelwork

DETROIT
Associate AM-FM Statien WW)

FIRST IN MICHIGAN ® Owned and Operated by THE DETROIT NEWS e National Representatives: THE GEORGE P. HOLLINGBERY COMPANY

waany amaricanradiohictory cam
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Mr. Channel 8

WGAL-TV

NBC » CBS « ABC - DuMont

Lancaster, Pa.

Steinman Station
Clair McCollough, President

P]C(lgt,‘tl to the welfare of
the many communities

1t serves, with a continuing
series of programs and
projects designed to
enthighten, strengthen and
support the best interests

of the public.
Represented by
MEEKER TV, Inc.

New York
Chicago

Los Angeles

San Francisco
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In one short year WBBM-TV has turned many a viewer’s head...

has become Chicago’s first television attraction.

Today WBBM-TV broadcasts 6 of the “‘top 10” shows during the day
. 8 of the “top 10” at night. The score a year ago was none of the
““top 10” in the daytime...and only half of them at night.

And the switch is the same, any way you count heads*—

...1n top-rated quarter-hours, with a WBBM-TV increase from 87 '
to 195—a 62% lead over the next station

...1n a WBBM-TV average audience now 27% greater than Station B
—over twice as great as either Station C or Station D.

Showmanship turns heads to WBBM-TV ... can turn people to your

product. Let us show you how on Ch@cago s Showmanship Telemswfn StamonWB B M -Tv

CBS Television’s Key Station in Chicago

h www americanradiohistorv com
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COUNTS MOST!

WAVE-TV Delivers:
66.7% GREATER COVERAGE AREA

than any other television station
in Kentucky and Southern Indianal

36.1% GREATER CIRCULATION

than the area’s leading

NEWSPAPER!
761.0% GREATER CIRCULATION

than the area’s leading

NATIONAL MAGAZINE!

Newspapers in dozens of cities 80 to 120 miles
from Louisville carry WAVE-TV program
schedules — proof that WAVE-TV really “gets
through” to fringe areas. Here’s why:

WAVE-TV's tower is 525 feet higher
than Louisville’'s other VHF station!

WAVE-TV is Channel 3—=the lowest
in this area!

WAVE-TV's 100,000 watts of radiated
power is the maximum permitted by
the FCC for Channel 3—is equivalent
to 600,000 watts from our old down-
town tower on Channel 5!

Ask your local distributors about WAVE-TV’s
superior coverage, here in Kentucky and

Southern Indiana.

LOUISVILLE'S

WAVE-TV
Channel 5

FIRST IN KENTUCKY
Affiliated with NBC, ABC, DUMONT

NBC Spot Sales, Exclusive National Representatives

<\\._
SN Ceemement s

TR Ry TR UEA VAN

According to FCC curves, WAVE-TV
now effectively reaches 85.5% more
square miles than previously . . .
54.6% mare people . . . 31.5%
more Effective Buying Income —
gives you far greater coverage than
any other TV station in this area!

T T T TS e L s
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NETWORK TV BILLINGS—PIB

for Mar. ‘54 for Mar. ’53
ABC $ 2,696,244 $ 1,728,446
CBS 11,379,631 7,739,812
DuM 1,185,586 1,054,857
NBC 11,058,748 7,998,131
$26,320,209 $18,521,246

WASHINGTON LOOKS AT UHF

POTLIGHT this month is on the upcoming Senate investigation of the

UHF situation. Industry leaders and those in government are seriously
concerned. It's become apparent that a UHF station cannot compete
successfully with a VHF outlet in the same market. Naturally, they say,
there are exceptions. Situations where both the U and the V started out
at the same time or where there is only one V in a large market are not
the problem.

The consensus of opinion in the industry runs along these lines:

Without any direct competition from V’s, or with only fringe V coverage
from outside the market, U’s are for the most part doing all right. New
England, Pennsylvania and a few other areas around the country are
holding up well.

Where a U competes with a lone pre-freeze V, the situation 1s good—
for the present. In such markets, the entrance of V’s via channels still
unassigned can wreck the position of the high band stations. They stand
to lose their network affiliations, and thereby lose audience and spot bill-
ings as well.

Many U’s in highly competitive areas hope to get by with strong local
programming. Possibly a handful will succeed.

Complicating the situation is the fact that many U operators went into
TV with their eyes closed. They were not adequately financed; they lack
the necessary staying power. Even some well-heeled stations had to give
up when faced with the realities of winning conversions in markets thor-
oughly blanketed by VHF service.

While the economics of the industry are not actually in the province
of the FCC, many in Washington say the Commission will have to tackle
the problem. The reason for putting UHF stations in V areas was that
the FCC thought this the best way to develop a nationwide, competitive
television system. It follows that if a U can’t compete directly with a V,
then the FCC’s objective can’t be met by mixed markets.

Many solutions have been put forward, but it is not likely that any one
answer will work. Experienced broadcasters consider impractical the
suggestions that the Commission hold back on V’s until U’s can build
conversion or investigate the network practice of switching away from
U’s when V’s go on.

One leading, if outspoken, attorney told TELEVISION Magazine, “The
FCC created the monster of the mixed market, and only the FCC can
destroy it. If the FCC can’t, then there goes the ‘nationwide competitive
system.’ "

One thing is certain—when the Senate subcommittee sets to work, the
Commission will be sitting on the hottest hotseat in its history.

14 MARKETS HAVE MORE THAN 100,000 UHF HOMES

Markets UHF Sets as of May 1 Markets UHF Sets as of May |
Milwaukee 206,162 Buffalo 131,091
St. Louis 175,933 Youngstown 117,833
Portland, Ore. 174,218 Adams, Mass. 116,753
Pittsburgh 172,539 Holyoke-Springfield 112,090
Scranton-Wilkes Barre 137,028 New Britain-Hartford 105,459
Reading 135,000 Harrisburg 105,254
Lebanon 131,693 Peoria 101,657

Television Magazine * May 1954
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Don’t huy PART when
you can get it ALL!

KTNT-TV

Covering Seattle, Tacoma and
the Puget Sound Area

CHANNEL 11

KTNT-TV AREA

Quick Facts and Figures

Population Distribution

City of Seattle 37.65% ,
Balance of !
King County 21.37% '
Pierce County

(Including Tacomal 22.22%

Balance of Areas

West and South 18.76%,

TOTAL (1,250,000} 100.00%

Crade A contour covers over
1,000,000 people; Crade A and A
B contours cover over 1,250 -
000 peopie; INFLUENCE AREA
covers over 1,500,000 people

Affiliated with CBS and Dumont
Television Networks

Contact
WEED TELEVISION

7
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TELEVISION

COST PER

M’J\GAZINI \ THOUSAN D

TOP 5 DAYTIME VS TOP 5 NIGHTTIME

HIS month’s continuing cost

per thousand study shows that
daytime television is turning out
to be a better buy, on a cost-per-
thousand basis, than nighttime.

Shown below are the five top
daytime and the five top nighttime
programs, as ranked in the second
Nielsen report for March. In every
case, on a c-p-m per commercial
minute basis, daytime vehicles de-
livered the audience at a substan-
tially lower rate.

Lowest figure for daytime shows
was 64 cents for The Guiding
Light; for nighttime, $1.63 for both
Dragnet and the Bob Hope Show.

PROGRAM, SPONSOR, TIME,
H#COMM. MINS. AND AGENCY

DAYTIME

HOWDY DOODY

Standard Brands-—5:30-6 pm, Mon, 4’307,
Bates

SEARCH FOR TOMORROW

Procter & Gamble—12:30-12:45 pm,
Mon-Fri, 3, Biow

THE GUIDING LIGHT

Procter & Gamble—12:45-1 pm, Mon-Fri, 3,
Compton

LOVE OF LIFE

American Home Products—12:15-12:30 pm,
Mon-Fri, 3°, Biow

THE BIG PAYOFF
Colgate—3-3:30, Mon, Wed, Fri, 4’157,
Esty

NIGHTTIME

I LOVE LUCY
Philip Morris—9-9:30 pm, Mon, 3/,

Biow

DRAGNET
Liggett & Myers—9-9:30 pm, Th, 3,
Cunningham & Walsh

BOB HOPE

Gencral Foods—38-9 pm, Tue, 6,
Young & Rubicam

MILTON BERLE

Buick—8-9 pm, Tue, &,
Kudner

YOU BET YOUR LIFE
De Soto—8-8:30 pm, Th, 3/,
BBDO

Notable is the fact that three of
the top five daytime programs are
soap operas. While full sponsor-
ship involves a considerable an-
nual outlay, daily time and pro-
duction budgets run as low as $8,-
800.

In earlier studies (November
1953 and January 1954) TELE-
VISION Magazine studied cooking
shows and daytime feature films
on the local level. C-p-m for cook-
ing shows ran as low as $1.61 for
Mama Weiss on KHJ-TV in Los
Angeles. In the feature film cate-
gory, WPIX’s Petticoat Theatre
delivers a thousand New York

PER TELECAST COSTS

7STAg:gNS IEGR_AI\‘[_ TIME
81 (NBC) $3200  $23,502
94 (CBS) ;9;) 8,475
63 (CBS) _ 1,900 — —;31 :
86 (CBS) 1,900 _ 1_0,359
74 (CBS) 3,500 14,391
119 (CBS) 40,000 42,687
101 (NBC) 32,000 38,]83_
89 (CBS) 75,000 63.090
116 (NBC) 75,000 66,602
135 (NBC) 25,000 42,116

homes at $1.28.

For the advertiser who wants to
reach women, daytime t{elevision
offers an increasingly attractive
cost per thousand picture, with
lower time costs, more time for
commercials and less waste circu-~
lation.

While most daytime ratings are
lower than those of evening shows,
the cost advantages makes it pos-
sible for the advertiser to increase
his total number of impressions by

~utilizing the strip programming

structure of the morning and
afternoon hours.

COST/M

HOMES/

NIELSEN HOMES COST/M COMM.
RATING REACHED HOMES  MIN.

19.6 5,595,000 $4.77 $1.06

17.1 4,785,000 217 0.72

15.6 4,541,000 1.92 0.64
14.4 3,956,000 _3 10 7 1.03
125 3_,905,000 4.58 1.08
61.4 16,615,000 4.98 1.66
49.7 14,390,000 4.88 1.63
445 14,124,000 9.78 1.63
387 12,925,000 10.96 1.83
428 12,618,000 5.32 1.77

Program costs, TELEVISION Magazine, Timo costs, February PIB. Ratings, Nlelsen second March report.

8
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The RCA TK-40A All-Electronic Color Camera—now in quantity production.

WATCH RCA COLOR TV IN ACTION

at the NARTB Convention, May 23-27

See a complete RCA compatible color TV station in
operation at the RCA Exhibit. Watch RCA’s new Color
Camera pick up live studio scenes on the spot. See
RCA’s new 3-Vidicon Color Film system in action.
Look over RCA’s full-sized Color TV control center.
See how color signals are switched and fed to out-
going lines and color monitors.

NWW A rica

And don’t miss RCA’s new black-and-white vidicon film
equipment and multiplexer setup—the finest yet de-
veloped. Also new RCA high-power UHF and VHF trans-
mitters, new RCA AM gear, new RCA microphones,
new turntables. Operate the equipment yourself. Talk
about it with RCA Broadcast and Television Specialists.
Let them help you with your plans.

It's A Complete Show Within A Show ) )
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How to prepare |

or

The indispensable equipment guide
for every TV Station
planning color operations

What's in
the Color Edition

® The RC.A Color TV System

® What Color TV Means to the
Broadcaster

® Television Transmitter
Operation with Color Signals

® How to Plan for Color TV

® RCA Color Studio Canera,
Ti-10A

® RCA Color Slide Camera,
Th-4A

® RCA Color Film Camera,
Th-25A

@® RCA 16mm Color Film
Projector, TP-20A

® RCA Color TV Monitor, TM-10A
® RCA Colorplexer, TX-1A

® Test Equipment for Color
Television

® RCA Color Syne Generator
Equipment

¢ Video Amplifiers in Color
Signal Transmission

This spEcIAL 80-page 1ssue of RCA
Broadcast News has been prepared
specifically for the TV station man
who 1s getting ready to work with
color. Filled with authentic informa-
tion not found in its entirety any-
where else, this issue includes im-
portant facts you’ll want to know
about color Now . . . such as general
operating theory of the color telecast-

ing system, how to plan studios and
stations for color, types of equipments
and systems required, how to make
equipment changeovers for color.

Copies of this special color issue of
Broadcast News may be obtained
from your RCA Broadcast Sales
Representative. Or write Section 503,
RCA Engineering Products, Camden,
New Jersey.

The only 1009%

engineering-operations journal

for station men

Read by broadeasters and telecasters longer than any tech-
nical magazine of its kind in the indusiry, RCA BroapcasTt
NEws is prepared specifically to keep station men up-to-
date on equipment-and-station operations. It includes
straight-to-the-point facts on planning installations, testing
and operating station equipment—newsy stories about sta-
tions from the stations themselves—interesting articles on
“how-it-works™ and “how-to-do-it”" for the evervday job
—plus equipment information vou can find in no ot her periodi-
cal. RCA Broapcast NEwS is published every other month.
Ask your RCA Broadcast Representative to put you on the
list to receive it regularly.

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DIVISION

CAMDEN. N.J.
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TV Introduces New Bristol-Myers Product . . . Mum Mist, a spray deodorant in a plastic
bottle shaped like a martini glass, is being introduced in a city-by-city spot TV campoign.
W. T. Drew, advertising manager for Ipana and other Bristol-Myers products said, ""We
plan to hit 25 to 30 markets with TV, elsewhere, we’ll use spot radio. We'll also get
network radio time via Nora Drake. We're buying wherever we can reach the largest
audience of women and men too (they're becoming good prospects for spray deodorants)
in areas where sales indicate the best market for spray type products.”” Discussing the
longevity of a good commercial, Mr. Drew said, ""Last week we used o film for Sal
Hepatica that we began running six years ago. If you put a lot of money into a good
durable film, particularly if it’s animated, it will pay cut because you can use it over
and over again.”

100 Stations Order RCA Color . . . Indicating the pace ot which stations are

tooling up for color is this summary from A. R. Hopkins, manager broadcast
marketing division, RCA: "By mid-April, we had received orders from more
than 100 stations (the majority for network color transmission equipment). We
have made at least partial shipment to approximately 75 stations. More than
35 of these are now ready to put network programs on the air. Considering the
output of all manufacturers, by the end of 1954 we estimate that about 20
stations will have color slide and/or film equipment. In addition to the net-
work origination cities, ten or fifteen outlets should be ready for local live
colorcasts. The 3 V film camera will be available early in the fourth quarter;
live color cameras have been delivered to several stations, including WKY-TV,
Oklahema City, and WBAP-TV, Ft. Worth.*’

| Q Night in New York . . . One answer to the problem of building audiences for special-appeal
shows is provided by WATV's “I. Q. Night,” a Monday evening block of programs connected
with lacal schools. Says Irving Rasenhaus, president and general manager of the Newark-New
York independent, "We found in radio, and again in TV, that the educational programs must be
easy to remember, easy to find. That means a vertical block as we have on Monday or a hori-
zontal block as we have with cur Coffee Club in the afternoons. No educational program will
ever get a mass audience against pure entertainment, but there are significant numbers of people
who are interested in the kind of thing we do with NYU and Columbia Teachers College. A 13-
week series by Rutgers on higher mathematics pulled in 700 unsclicited pieces of mail each
week."”’

Television Magazine ® May 1954
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With four television stations now transmitting in the Houston-Gulf Coast area,
KPRC-TV remains FIRST in everything that counts. Houston’s large, growing view-
ing audience (over 300,000 TV sets in the coverage area) consistently elects
Channel 2 for the best in programming . . . the most and best in talent . . . tops

in news and newsreel coverage . . . the best in performance!

Houstonians look to KPRC-TV for leadership . . . because Houstonians know
KPRC-TV is FIRST.

For the lowest cost per thousand and the highest percentage of results, buy
KPRC-TV. Call Edward Petry and Company, or write direct for availabilities.

FIRST in coverage

FIRST in circulation
FIRST in ratings

FIRST in local live shows
FIRST in news

FIRST in public service
FIRST in merchandising & promotion
FIRST in physical equipment
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I ¢YBIN RATINGS

Four TV stations serve Houston. Only ONE sells it EFFECTIVELY!
The proof: February, 1954, TV-Hooperatingsi show KPRC-TV with a
Sunday through Saturday average evening share of audience 74%.
The remaining 26% share of audience is divided among the remaining
three Houston stations.

ALL TOP DAYTIME AND NIGHTTIME SHOWS ARE SEEN ON KPRC-TV!

Houston’s Ten Top Daytime Shows* Houston’s Ten Top Nighttime Shows*
RATINGS RATINGS
Superman ... . This Is Your Life. . . ..
Kit Carson = .. Dragnet . ... . . .
Sky King . . | Ozzie & Harriet. .. ..
Stu Erwin S You Bet Your Life. .
Today . = . | Married Joan .
Ding Dong School My Little Margie. . . .
Howdy Doody . . . Heart Of The City
Welcome Travelers . Cisco Kid .= ... . .
Matinee . Robert Montgomery . .
On Your Account Amos n” Andy = ..

G Y —

O~ Lh b

“~J

~0 O

i
o

*TV-Hooperatings,
February, 1954.

fARB & Pulse
Also Establish
KPRC-TV Dominance

NBC-ABC

TS o EE o on Bl

it

JACK HARRIS, Vice President and General Manager
Nationally Represented by EDWARD PETRY & CO.
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VHAT’S NEW

1

Television Advertising Bureau . . . . we, in Detroit, are fighting this trend
to TV with everything that ingenuity and intelligent work will permit.” This
quote from C. F. Taylor, president of the Detroit chapter of the American
Association of Newspaper Representatives, explains why Television Advertising
Bureau is getting off to such a fighting start. QOver 30 stations to date have
joined the organizing committee. Initial thinking is to model the Bureau closely
after that of the Newspaper Bureau of Advertising. Pictured here are Richard
Doherty, consultant for the Committee and Richard Moore, vice president of
the Los Angeles Times station KTTV, who is acting chairman,

’

Saturday and Sunday Next Selling Job . . . “TV's next frontier,”” says Arthur H. Sherin, Jr., TV sales man-
ager, Avery-Knodel, "is week-end time. The daytime picture is continucusly getting better. The women’s
shows are rapidly filling up and the afterncon feature films are pretty well sold. Advertisers have learned
the value of daytime hours—Monday through Friday. Saturday and Sunday are still going begging. Many
stations have reclassified the week-end afternoons as Class B time. The lower rates have brought in some
advertisers, especially those with children’s products. Considering the high sets in use level and the pres-
ence of a family audience, this is one area in which we have a real selling job ahead.”

It Takes Time to Build Audiences . . . Most significant development of ABC, says Charles Underhill,
vp in charge of ABC-TV programming, is the network’s acquisition of the hour-long Disney features.
“It's significant because the man himself is such a fabulous showman. His restless, probing mind
is bound to contribute something new and vital to television entertainment. Most of the programs
introduced this year will be on through the summer and the coming season. New personalities and
new shows have to build—it takes time to attract an audience. Looking at the rating record, we
found at the end of February that all ABC-TV sponsored half-hour shows which had been telecast
at the same time for at least two months hit an average Nielsen of 21.1. This is a gain of 34 per
cent over October. Over the same period, the parallel gain for other networks was seven per cent for
CBS-TV and 11 per cent for NBC. Cycles? There’s always room for one more good show, no matter
how many follow the same pattern, Danny Thomas is a case in point, just as Dragnet was.”

Coordinated Modiec Buying—Better Service . . . Solidifying thinking on the subject of coordinated
macha buying vi. independent departments for broadcast and print, a much-discussed innovation @
year ago, Philip Kenney, media coordinator, Kenyon and Eckbardt, says, "It definitely makes for
better account service.  The complexities of individual media make it difficult for one person to
do all buying. But having one person directly responsible for all planning and supervising spe-
cialized buyers in a system that should attract renewed interest. About half our accounts who could |
bre uaing TV are in the medium, Some of the others are trying to see how they could utilize TV.
Giorhom Silver, Tor instance, is testing half-hour film shows in three markets. Most of its budget has
gone into magazines, 1o get ‘circulation in depth’, but extra funds have bheen allocated for TV trials.’’

14 Television Magazine ¢ May 1954
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Liveryone has
sometning

/e does
best . ..

We'll go that statement one better.
What we do best 1s also the only
thing we do — the finest possible
representation for quality television
stations. The mainspring of our
success 1s that we serve only them —
and only television. If you believe
that quality representation should
have all the dependability of a fine
watch, then we have a premise

in common that may deserve

pursuing further.

Harrington, Righter and Parsons, Inc.

New York
Chicago
San Francisco

the only representative devoted only to television

wwWw americanradiohistorv com

WAADM
IWBEN-TT
TWEMY-TI
WDAF-TT
JWHAS-TV
JPTMI-TV
IPMTH

Baltimore
Buffalo
Greensboro
KNansas City
Louisville
Milwaukee

M. Washington
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The PHILCO 16mm CineScanner provides
the finest film reproduction in either color or
monochrome. 35mm model also available.

Broadcasters . . . here is the finest
equipment available for color and
monochrome film reproduction. Con-
tinuous film motion and flying-spot
scanning techniques produce high-
definition pictures with superb light
values. Whether you plan to use slide
and film in monochrome; or a versatile
combination of film and slides in both
color and monochrome, the Philco
CineScanner gives longer film life and
utmost dependability . . . i#'s the only
practical method for color! For complete
information, write to Dept. TV today:

Check These PHILCO Features

¢ Quiet, continuous film motion . .. no
complicated intermittent mechanism
to cause film wear and breakage.

e Cold light source. .. no film burning.

e Instantaneous run-up time with pro-
visions for quick starts and stops. ..
remote control available.

e Highest quality production in mono-
chrome and color.

PHILCO CORPORATION
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|
better TV film reproduction!

with the new

Dual slide changer facing 54"’ light source unit: 84’ equip- Slide changer and single 16mm film combination for mono-
ment rack in background. This setup will handle mono- chrome projection. The multiplexing mirror facilitates the
chrome (positive or negative) slides with rack space to spare. use of only one light source for both of the film units.

A slide changer, dual 16mm film units, light source and three Dual 35mm and slide changer combination with three racks
equipment racks complete the facilities for monochrome, and provides color and monochrome (positive and negative) film
both positive and negative film . . . leaving extra rack space. programs and either color or monochrome slide presentations.

GOVERNMENT & INDUSTRIAL DIVISION « PHILADELPHIA 44, PA.
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CBS-TV Cool on Magazine Shows . . .
working on the CBS-TV Morning Show, William Hylan, vp in charge of network sales, said,
“"We do not plan to go into the insertion type of program to any degree. Basically, we’ll stick

Prospects for summer? ‘“Very definitely most advertisers will
Most of those staying will switch to replacement programs. The
network’s incentive plan this year will absorb 20 per cent of program costs. The first year we
had o special summer set-up it involved only discounts on time. The second year, the program
incentive amounted to 30 per cent of programming costs.”” The drop from 30 to the current 20
per cent, Mr. Hyland points out, is another indication of the growing acceptance of summer TV,

to single sponsorship vehicles.”
continue through the summer.

New Audience Composition Figures . . . That's the good news this month from Dr. Sidney Roslow of The

Pulse, statistics will be available not only on composition by men, women and

children, but by age as well within these groups. The first figures will be released in The Pulse May reports.
Tclephone Survey Study of TV Commercials . . . N. W. Ayer is now working on a new project to study
rommercioly i recall telephone surveys. Radio-TV research director Harry Smith reports en-
e ~techrigue "To supply our creative people with a guide to which elements add

fey |f|\|,|]l'
| e

Ure finding this method can tell us how well the commercial points have

VHAT’S NEW

Agency Man Questions Web’s Program Control . . . Roger Pryor, vp in charge of radic-TV, Foote,
Cone & Belding, feels a major problem for all advertising men is the question of the networks’ re-
sponsibilities to long-time advertisers. ““The recent refusals to remew contracts show an utter
fack of regard for old sponsors,” he said. ""Even though there is a seller’'s market, this is the time
for the nmetworks to concentrate on finding how many new advertisers they can bring into the
medium, not knocking out old advertisers arbitrarily. Rebuttal can’t be handled by any one
agency or advertiser, It's a governmental question. The combination of production and distri-
bution was a question in the motion picture industry. The two functions were divorced.”

Aside from continued sales efforts by the task force

The American Woecekly ties in with TV . . . In a smart move by film producer and
distributor, Television Programs of America and The Ameorican Weekly, a joint
promaotion has been worked out to publicize the new Ellery Queen series on
television, and a new series in The American Weekly, Tieqins will include trailers
on TV, plugging the storles in the Weekly, and a banner heading in the magazine

calling attention to the TV show,

Television Magazine ® May 1954
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nothing Wiorks Xarke \Wlantmanshyp

Give people the want and you're on your way, The Crosley Group
does it with YWFantmanship, the dynamic new dimension in selling. Typical

of the Group, WLW-D, Dayton. audiences your acdverasing with promotion
to make sure your sell is scen and heard. $Wantmanship explains win

the Crosley Group makes more sales faster, at less cost,

than any other medium or combination.

7
‘.\
~
L ES ;
WLW | /[l
WELW-R | |/lanti
WLW-C | ( olumibui
WLW-D | [Jyfun
W ELW-T | Cincinititt
a
the CROSLEY GROUP
-
-
S HARPEP

Exclusive Sales Offices: New York, Cincinnati, Dayton, Columbus, dilanta, Chicago, Hollviwood
© 1954, The Crosley Broodcasting Corperation

wwWw americanradiohistorv com
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L 0OTHPASTE!
‘ l il |

SEATS AVAILABLE

T scat availabte on FUN TIME - Monduys 530.6 pm
T <cat available on JUNIOR FROLICS iternate = TueSduys 5-5:30 pm
NO SEATS .. ENCORE THEATER - Tuesdays, 10-°-11°° pm

...to book these seats or take advantage of future openings -
Phone or write:

IN NEW YORK BArclay 7-3260 IN NEw JERSEY Mltchell 2-6400

WG 'I'v 13 TELEVISION CENTER
channel NEWARK, NEW JERSEY

REPRESENTED BY WEED TELEVISION CORP,
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TELEVISION

TIMEBUYING

MAGAZINE

EVALUATING TV MARKETS

A provoccztz've concept based on

eﬁectz've buyz’ng mmcome

By Ray Stone, Maxon Inc.

HE cost per thousand measure-

ment omits many factors that
should be considered 1n setting up
an advertising budget. I think there
i1s need for a basis that will pro-
vide a more comprehensive under-
standing of television markets.

While market analysis, based on
coverage, circulation, families, etc.,
is affected by the degree of avail-
able purchasing power, measure-
ment in terms of effective buying
income or various sales indices, is
more pertinent.

More emphasis 1s needed on
reaching people in a position to
buy.

The $100 million dollar second
measurement might well be the
answer for providing a television
market index based on buying
power. Actually, it is the cost
per second of reaching $100 million
in effective buying income by tele-
vision.

The table on this page illustrates
how the method works for the
seven markets with more than
1,000,000 TV homes.

The first column gives the num-
ber of families included in the full
coverage area of each market, fol-
lowed by the number of sets as of
May 1. The next column gives the
percentage of TV penetration.

Multiplying the penetration fig-
ure by the EBI gives the portion of
EBI that can be reached via TV.

The $100 Million Second Rate in

Television

Families Sets

(000’s) (000's)
New York, N. Y. 4,659.2 4,207.3
Chicago, Il 2,257.4 1,8353
Los Angeles, Calif. 1,944.9 1,731.0
Philadelphia, Pa. 1,794.5 1,625.8
Detroit, Mich. 1,467.3 1,286.8
Boston, Mass. 1,380.4 1,1954
Cleveland, Ohio 1,157.3 1,031.4

Television Magazine ¢ May 1954

Thus for New York, where pen-
etration is 90.3 per cent and total
EBI 1s $28,768,354,000, the ‘‘tele-
vision” EBI is $25,977,823,000.

The highest Class A 20 second
rate is $1,500 or $75 per second.

The $100 million second rate in
New York then i1s $.29.

Ranking the markets on this
basis underscores also the impor-
tance of thinking in terms of tele-
vision markets, rather than trad-
Ing zones or county areas.

As would be expected, where-
ever there are one-station or new
markets, the $100 million second
rate tends to be out of line with
other markets of comparable size.

There are many other ingredi-
ents of a successful TV campaign
—duration, effectiveness of com-
mercials, and so forth—but a
broader more accurate base for
buying TV time that will

1. approximate closely TV set
rank,

2. establish a more sensible re-
lationship between all TV
markets,

3. include
homes,

4. show the cost of a TV market

in relation to its sales poten-
tial,

individuals and/or

1s contained in the $100 million
second rate.

the Seven Largest Television Markets

Total Class A 100 Million
Penetration E.B.I. 20 Second Dollar
(%) (000’s) Rate Second
90.3 $28,768,354 $1500 $0.29
81.3 14,171,901 500 0.22
89.0 10,465,750 450 0.24
90.6 10,636,794 500 0.26
87.7 8,676,037 350 0.23
86.6 7,485,029 360 0.28
89.1 7,014,755 400 0.32

www americanradiohistorv com

I'M JOE FLOYD...

| CONSIDER MYSELF
A HELLUVA SALESMAN!

...and so are Nord and
Sheeley and the other boys
on my staff at KELO (radio
and TV) Sioux Falls. We'll
go behind a counter to sell
goods if necessary. Yes,
we’ve actually had to do
that more than once when
commercials on KELO brought
more customers into a store
than the merchant’s own
sales clerks could handle.
What do you have to sell
that you’d like extra action
on? KELO will get it for you
— in husky sections of

four states.

Channel 11-Sioux Falls, 5.D.
JOE FLOYD, President

NBC (TV) PRIMARY
ABC ¢ CBS ¢ DUMONT

NBC {(Radio) Affiliate

21
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Supersalesman

*Trendex, Oct.'53-Mar.’54.

**On the two most recent
occasions when sponsored
programs were broadcast
at the same time over the
leading networks, they won
a 29%—and a 96%—higher
rating on CBS Television,

It’s no little trick to make a tentful of people laugh.
But it’s something else again to get a nation-wide
audience laughing — at the same instant.

And laughter, as every salesman knows, is a most
effective sales tool. And so are all the other moods
an entertainer can evoke. For they help you shift
your prospect’s interest — willingly — from whatever’s
on his mind to the product on yours.

This, perhaps, is television’s greatest value to an
advertiser. It creates a receptive mood in 30 million
homes for more than five hours a day. It is always
part-entertainer, part-salesman.

This, certainly, is why CBS Television has always
made creative programming its most important
activity. And why, in the major markets where the
networks compete —and popularity can best be
compared — CBS Television consistently wins the
largest average audience: 11 per cent larger at night,
and 27 per cent larger in the daytime.”

Advertisers have found that placing their programs
on the most popular network gives them a headstart
in ratings®™—and a headstart in sales.

That’s why their investment on CBS Television for
the first quarter was over 45 per cent greater than
a year ago. (And in 1953 it was the greatest in
broadcasting history!) That’s why it’s still growing.

CBS Television can bring you the most receptive
audiences in all America, because it has most of the
programs most of your customers want.

CBS TELEVISION

vvvvvv.am@ricanradiohistorv.com
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Remember?

. . . this scene from the first television drama ever produced,
“The Queen’s Messenger”, in 1928 by the General Electric
Company’s experimental television station? WRGB’s smooth
and efficient programming today is a result of this first exper-
iment and 26 years of television experience. With this back-
ground, WRGB brings the finest service to advertisers and
audience through 361,600 sets in WRGB’s 14,000 square
mile area.

A GENERAL ELECTRIC STATION, SCHENECTADY, NEW YORK

Represented Nationall