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“What's Alead in Programming’ —

accent will he on adventure shows

like “Jim Dowie,” dramas and .
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WSB-TV Atlanta
WBAL-TV Baltimore
WFAA-TV Dallas
wTvD Durham-Raleigh
wicu Erie
KPRC-TV Houston
WHTN-TV Huntington
WIHP.TV Jacksonville
WIIM.TV Lansing
KARK-TV Little Rock
WISN.TV Milwaukee
KSTP.TV Minneapolis-St. Paul
WSM.TV Nashville
WTAR.TV Norfolk
KMTV Omaha
WTVH Peoria
KCRA.TV Sacramento
WOAI-TV San Antonio
KFMB.-TV San Diego
¥a Gogh, in his lifetime, had diffi- KTBS.TV Shreveport
¢ oy giving his paintings away; to- :gET’C'W 5"°r"‘|“"
d it is the lucky man who can claim K ARD.TV e
Uit the Van Gogh on his wall is ABC Pacific Television

a 01‘iginal. Regional Network

‘he true value of good time pevriods
I' Spot Television is recognized far
nre readily today. For a Spot TV
pgram (or commercial) making its
thut to thousands can mushroom its
tlience to tens of thousands in a few
sirt weeks. TV is still expanding
midly . . . 15,000 new TV sets are
taght daily, and viewing time per home keeps increasing.
That’s why advertisers who secure Spot TV franchises in
Tportant murkets today will find their investments priceless
I the months ahead.

S0 make Spot TV vour prime advertising medium and let

help get your campaign under way. As your Petry account
fecutive will show you, this Company’s research, analvticul
id descriptive data can be of great value in yvour Spot
" planning,

Edward Petry & Co., Inc.

THE ORIGINAL STATION REPRESENTATIVE

NEW YORK * CHICAGO * ATLANTA * DETROIT * LOS ANGELES * SAN FRANCISCO ° 57

s
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CONCENTRATION

pays off..!?

It certainly does when vou focus on vour prospects through
the one medinm that consistently kindles action
in our four-billion-doHar Industrial Heart of America.

Tri-State Appliance Company, distributor of Temco heating
equipment, found out! After nsing WSAZ-TV — along with
newspapers and radio, too — for four vears, this advertiser saw the
major share of its sales consistently developing from television,

So, starting lust September, Tri-State Appliance’s entire
Q(lv€-rli‘;i1|g budget went to WSAZ-TV — and only WSAZ-TV
for w concentrated campuign of cight spots cach week.

That wis all it took (o toneh off a blaze of resnlts, “Becanse of

‘t(/u,,s' concentrated advertising,” says Tri-State’s general manager,
we cxpericocod o VOO increase in our sales over the like

period of the previows year” Dealers are delighted,

Same type of compuign planned for Fall, 1956,

No need tor us to be modest. Similarly warm praise comes
from muny advertisers who know how WSAZTY can light a
firc under their sules inits 101 vieh connties, Spark some
results for yourself by cadling the nearest Kat, office,

wwWwW americanradiohistorv com

Huntington-
Charleston,
West Virginia
CIHHANNEL 3
Maximum lower

NBC BASIC
NETWORK

T EL E V 1 S 1 0N

also affiliated with Radio Stations WSAZ,
Humsington & WGKV, Charleston
Lawrence H, Rogers, Vice President and
General Manager, WSAZ, Inc.
represented nationally by
The Katz Arency
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This is a picture of a sale. And we believe that sales
are the only measure of results on TV. Hamm'’s Beer
believes the same thing...now beginning their 4th
yvear on the 10:00 P.M. news, reported by Joe
Templeton. If you're looking for big time results

in the big Dallas-Fort Worth market

We have got it!!

Call Your
PETRYMAN
- for availabilities, mgrket da.ra anc

complete coverage information

CHANNEL 8-DALLAS
YOUR NBC - ABC STATION
Covering 564,080 Television Homes

www americanradiohistory com
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FILMS FOR TV — 1956. How and |
why advertisers use syndicated?
series, features, film on the net-+
works; what kind of audience thei
various types of film programs de-:

liver; what’s happening to costs; |

what shows are now available;

|
|
what's new in film commercials |
|

. . . these are some of the topics
that will be treated in TELEVISION
MAGAZINE in July. The articles will
be devoted exclusively to facts, ﬁg-k
ures and ideas on the various facets
of TV film. Other highlights: an
appraisal of the many recent de-
velopments that have affected the
use of film, a forecast for the year

ahead—as seen by some of the key ©

men in the film field.

A

4

Frederick A. Kugel, Editor and Publisher
Herman W. land, Executive Editor
Abby Rand, Managing Editor
Geri Cohen, Feature Editor
Ed Feldmann, News Editor
Barbara landsberg, Editorial Assistant
Gerald Firestone, Manager of Research
Nat Rubin, Research Assistant

Harry McMahan, Llinnea Nelson, Tad Reeves,
Contributing Editors

Jack L. Blas, Business Manager
Robert Lewis, Advertising Manager

Eli Mikals, Sales Service

Frank Orme Laurin Healy
Los Angeles Office Chicago Office
17491, N. La Brea 360 N. Michigan Av.

Published monthly by the Frederick Kugel
Company, Inc., 600 Madison Ave., New York
22, N. Y., Plaza 3-3671. Single copy, 50 cents.
Yearly subscriptions in the United States, its
possessions, and nations of the Pan American
Union, $5.00; in Canada, $5.50; elsewhere,
$6.00. Second-class mail privileges authorized
al New York, N. Y. All rights reserved. Edi-
torial content may nol be reproduced in any
form without permission.
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EW CHAPTER IN
IMOND HISTORY

ecn 30 inseparable part of the Richmond
; d public regard has earned WRV'A
s. 0 warmest welcome in Richmond

evse iy

ow, rooted in 31 years of acceptance, the
> high standards of management. skilled
television station to the people of Richmond.
1th WRVA-TV, a new chapter enhances a
Iustory of unique service over three decades
id On the air April 29, 1956, WRVA-TV is
| full-ime operation, with a complete sched-
ule of CBS programs, ingenious local origina-
and the assurance of a hearty response

R RVA.TY,
represented

by Heorringten,
Righter and
Perseas, Inc.

CBS B(L\‘f(‘

C. T. Lucy, President  Barron Hoxoard, Pice President and G

www americanradiohictorv com
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new Kansas City surveys show
KCMO-TV with biggest audience...

(according to Pulse and ARB for April 1956)

. by Quarter-Hours ...by Shows*

KCMO-TV 235 KCMO-TV 9
ARB ¢ Station B 154 ARB ¢ Station B 3
Station C 107 Station C 3

KCMO -TV 266 KCMO-TV 11

Pulse o Station B 142 Pulse e Station B 1
Station C 65 Station C 3

To win new customers, and hold old customers

. buy KCMO-TV’'s smart programming. ..
telecast with maximum power from the world’s *Top 15, including both
tallest self-supported tower. network and local shows.

[ 2

- ™y W= S S

RADIO TV RADIO

810 ke. [ Channel S WLEIITNRAWCTEVENER 910 k. \ crarnel 5 -\ Channel 6
ces ces ces css ABC anne GBS _

Hepresented by KATZ AGENCY INC. JOHN BLAIR & CO. BLAIR TV, INC.

MEREDITH Radic and Telewisicn STATIONS
affiliated with Betier ||ll|l|(\ and (ullll(&ll& and Successful Farm'l,ng magazines

www.americanradiohistorv.com
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LONGSHOTS

RECENT SUPREME COURT DECISION UPHOLDING FCC'S RIGHT TO FIX STATION OWNERSHIP
limit should spur efforts for new type of limitation ‘with more
flexibility than now permitted by FCC rules. Revision might fol-
low Senator Bricker's proposal, which bases limit on percentage of
population reached rather than number of stations owned. More
and more, this area of regulation becoming crucial——as in other
industries, trend toward mergers and group operations growing
stronger in TV.

AUTOMAKERS NOT PULLING OUT OF TV, DESPITE SOME CANCELLATIONS. Ford's TV
expendltures will go up next season. Chrysler s will at least
remain stable, may rise. General Motors' plans not final, but TV
definitely in picture. Look for car-company sponsorship of NB(
spectaculars, but with limited number of shows, not whole series.

WHAT ARE NEXT SEASON'S HOTTEST NEW PROGRAMS? "Circus Boy" on NBC, "Jim
Bowie" on ABC are personal candidates of program chiefs as most
likely to succeed; CBS is laying bets on its ambitious "Play-
house 90." (See "What's Ahead in Programming," page 50.)

THURSDAY NIGHT PROGRAM STRUGGLE WILL BEAR WATCHING THIS FALL when CBS'
weekly "Playhouse 90" bows in. If 90-minute drama venture clicks,
look for swing to regular slotting of long shows. Screen Gems is
producing a number of the shows on film., If it can turn in
first-class productions within the $120,000 budget set per pro-
gram, Hollywood majors might start re-examining their own high
feature production budgets.

PERSONALITIES TO WATCH DURING 1956-57: Tennessee Ernie, getting big night-
time exposure on NBC opposite CBS "Playhouse 90" ; Herb Shriner,
who will have an important CBS hour on Tuesday night following
Phil Silvers, and, on the same network, Will Rogers Jr., getting
his basic training in the early morning slot.

TAPE' S FUTURE ALREADY BEING SERIOUSLY QUESTIONED in certain important tech-
nical quarters, which doubt that any tape methods known today will
be able to handle color satisfactorily—though it's generally
agreed that Ampex tape is the black-and-white answer. One view,
held on the top scientific level, is that when color becomes dom-
inant in programming, real solution may finally turn out to be a
new hot kine process, with Eastman Kodak's lenticular film among

the possibilities.

COMMUNITY TV CLUBS ARE SOLVING PROBLEM OF BUYING RECEIVERS in number of
countries where standard of 11V1ng doesn't make individual owner-
ship possible. Initial experiment in France is reported by UNESCO
in "TV in Rural Adult Education."

NEW "REPORT ON SPOT" REVEALS INSTANT COFFEES HEAVY ID USERS. First in

- " new TELEVISION MAGAZINE series analyzing spot activity in major
markets appears on page 15 of this issue. Studies are based on
tape-recorded data supplied by Broadcast Advertiser Reports, I

TELEVISION MAGAZINE + JUNE 1956 |
WWWAH:m;ﬁ;ﬁ%Hg%RH%ﬁFIIllllllll...l.llIIIIIIIIIIIIIIIIII
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June, 1956

Network gross time for the first
quarter totaled $116,692,520, an in-
crease of 189 over the first three
months of 1955. For national and
regional spot, TvB reported first
quarter billings of $100,209,000.

With dollar-expenditure figures
for spot now available, advertisers
still want more detailed information.
To help fill this need, TELEVISION
MAGAZINE introduces a new depart-
ment, “Report on Spot.” This month,
patterns of use in Philadelphia are
analyzed.

The sets-in-use chart on the right
reflects the steady increase in late
viewing. The kinds of shows that
have built up this audience are com-
pared in “The Late-Night Program
Battle,” this issue.

| COST PER THOUSAND

1955

l Janvary ..52.95 July . $3.74

| February 3.2 August 3.74
March . .. 298 September . 3.55
April 3.23 October ... 3.64
May 3.38 November . 3.67
June 3.25 December . 3.64
1956

| Januvary .$3.25 February $3.39

The February c-p-m index of $3.39 rep-
resents a 4% increase over the previous
month, but compares favorably with
the $3.41 average for the year of 1955.

Providing a continuing yardstick of
the performance of nighttime television
as a whole, TELEVISION MAGAZINE’s net-
work cost-per-thousand index is based
on all sponsored shows telecast in the
9:30-10:00 p.m. period during the week
rated by ARB each month since Janu-
ary 1955.

Advantages of the 9:30-10:00 p.m.
period: a wide range of programs, rela-
tively few spectaculars or hour-long
shows, and minimum influence by the
east-west time differential.

This index is not the average of in-
dividual e-p-m’s of individual shows. It
is the result of division of the total
time-and-program costs of the pro-
grams by the total number of homes
rgached by these shows, and the quo-
tient further divided by three (the
number of commercial minutes per
half-hour Class-A show).

TELEVISION MAGAZINE « JUNE 1956

focus on BUSINESS

TV NETWORK BILLINGS

Millions

—_— 1956

1955

45

40

/

35

JAN

FEB MAR APR MAY JyUN JUL

AUG SEP OCT NOV DEC

ABC

DuM
NBC

Total

March 56

S 6,747,928
17,899,716

15,955,688

$40,603,332

TV VIEWING WEEKDAY-DAYTIME SETS-IN-USE FOR APRIL

Hour

7 AM
8 AM
9 AM
10 AM
11 AM
NOON
1PM
2PM
3PM
4 PM

TV VIEWING

Hour

5PM
6 PM
7 PM
8 PM
9 PM
10 PM
11 PM
MIDNIGHT

FOR SPOT BUYERS: % Sets-in-use by Local Time

Eastern Time Zone

8.3

18.0

13

13

14.8

227

10.8

| 75
16.4

16.5

Central Time Zone

8.9
17
17.0
16.8
201
18.9
11.0
19.8
16.5
20.5

Pacific Time Zone

4.4
9.2
121
8.7
10.2
20.7
15.5
8.2
1.4
20.4

FOR SPOT BUYERS: % Sets-in-use by Local Time

Eastern Time Zone

30.1
327
42.6
73.2
731
62.3
30.9

8.4

Central Time Zone

26.9
331
64.4
741
69.5
43.8
141

3.2

Pacific Time Zone

343
40.6
69.5
78.7
71.4
48.2
20.0

4.4

TV CIRCULATION

Number of U.S. TV homes

% of U.S. homes owning TV sets

Total number of TV markets

Commercial stations U.S5. and possessions 435

www americanradiohistorv com

MAY 1, 1956

..35,800,000

255

73.7%

Source: TELEVISION MAGAZINE

March “55

S 3,806,425
16,036,896

628,625
14,122,193

$34.594,139

Source: PiB

FOR NETWORK BUYERS
Sets-in-use by EST
Total U. S.

43
12
13.2
13.0
14.4
14.7
13.0

8.9
18.0
16.3

Source: ARB,

WEEKDAY-NIGHTTIME SETS-IN-USE FOR APRIL

April, 1956

FOR NETWORK BUYERS
% Sets-in-use by EST
Total U. S.

239
27.8
36.5
64.3
68.9
65.9
424
19.5

Source: ARB,

TV RECEIVERS

Production

Retail Sales

March ‘56

680,003

544,41

April, 1956

March ‘55

831,156

669,794
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‘ be i” ' And it’s easy to put yourself into this picture. Buicher, baker, candlestick

o maker, you’ll get fast results from spot television when you use any of
the 12 high-impact stations we represent.

Look what happened with the Continental Baking Company late last year.
Their sales of Brown 'n” Serve Rolls in the uranium-rich Suali Lake City
area were hooming—up 52.5% over the previous year. But Continental

figured they could do even better, with the help of KSL-TV. And how
right they were! A low-cost schedule of 26 announcements jumped their
November-December sales 1519 over the same months in 1954.!

As Mr. A. N. Rassmussen, Continental’s district manager, said at the time:
“With results like these you can he sure spot television will continue 10
be one of our prime buys...and KSL-TV heads the list!”

Eusy to understand why more than 400 national spot advertisers are
currently pl;uiing schedules on one or more of the 12 stations (and the
regional network) we represent. Good spot to be in!

CBS TELEVISION SPOT SALES reprecening

wceas-Tv New York, wcau-tv Philadelphia, wrop.tv Washington,

wBT\ Charloite, wsTw Florence,

WMBR-TV Jacksonville, wxix Milwaukee,

wBBM-TV Chicago, KCUL-TV Galveston-Houston,

KSL.TV nalt Lake City,

KOIN-TV Portland, kaXT Los Angeles,

and the CBS Televiston

Pacific Nelwork
Ask to see our

presentation on the
effectiveness of
Spot Television.
Call. write or wire
Clurk B.George.
485 Madison Auve..
New York City 22:
Plaza 1-2345.

\
Pra

i St - l

- vvvvvv.ulll\.lluul||u\mIIIDLUIV.LF
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MORE AUDIENCE" THAN
ANY STATION IN MINNEAPOLIS-
ST.PAUL.....THAT'S WHAT

BINGHAMTON, N.Y.
DELIVERS DAY AND NIGHT
SEVEN DAYS A WEEK-AT

LOWER COST PER 1000.
YOUR BLAIR-TV MAN HAS
THE EVIDENCE FOR YOU. 4

A TRIANGLE STATION

' Also more audience than any T v
station in Baltimore, Houston, w N B F -
Milwaukee and other major BINGHAMTON, NEW YORK
markets; at lower cost than

every station in eight of the
ten major markets. Channel 12
Telepulse, December, 1955, ’

NBC-TV « ABC-TV

operated by Radio and Television Div. [ Triangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa.

WL AM-FM-TV Philadetphin, Pa [ wiaar am v thnghamton, N.Y./ wiics am, Harrisburg, Pa./ wraG-am-7v Altoona, Pa.

www americanradiohistorv com
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‘ocus oOn

PEOPLE

vhen Paul C. Smith, president and editor-in-chief of
rowell-Collier tugs at his company’s bootstraps, it’s a
ig tug. Deciding to diversify the publishing firm’s hold-
1gs, he made it overnight one of the major independent
tation owners. In two days he bought four TV and five
‘M stations from the Bitners, plus KULA-AM-TV. Now
7, Smith has been a lumberjack and banker, was editor
f the San Francisco Chronicle before taking the helm
f Collier’s. (At presstime, he bought his sixth AM.)

‘he man to watch in the station field is 37-year old
. Wrede Petersmeyer, partner and head of TV for J. H.
i Whitney & Co. Whitney looms as one of potentially
figgest station ownership groups, with two down (its
ewly-acquired KGUL-TV in Galveston-Houston and its
oTV in Tulsa), and five to go to hit ownership limit.

iatest sign that contributions of research men are gain-
1g recognition is Kenyon & Eckhardt’s naming of
1%, Maxwell Ule as senior v.p. in charge of marketing.
I fe’ll head the TV, radio, media, research and promotion
o epartments. Ule joined K&E in 1949 as v.p. and director
f research, after serving with McCann-Erickson.

I he importance of public service to station men is evi-
lent in the number of awards given in recognition of
heir efforts. Typical of these is the Alfred P. Sloan

“award. This year wTvJ, Miami, under manager Lee Ru-
vitch, was the TV station cited for “making its facilities
» major force in the development of highway safety.”

lo plan big and move fast has been the policy of Na-
‘ional Telefilm Associates’ management duo, president
ily A. Landau, 36, and executive v.p. Oliver A. Unger, 42.
At their recent stockholders’ meeting (NTA was one of
the first distributors to sell stock publicly) they an-
{ 1ounced two moves which confirm their role as a prime
© ‘orce in videofilm. For $4-million, they took over UM&M
" and the 1,450 Paramount shorts and 12 syndicated series
't had distributed. For $2Y-million, they got 10-year
listribution rights to 52 top 20th-Century Fox pictures.
3 Although Desilu is now making Sheriff of Cochise for
i them, ex-agencyman Landau and film veteran Unger
2xpect their next big push to be in the features field.

v
'Y TELEVISION MAGAZINE + JUNE 1956

Paul C. Smith

C. Wrede Petfersmeyer

G. Maxwell Ule

Lee Ruwitch

Ely A. Landau

Oliver A. Unger
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THESE ARE THE

THAT MAKE

NEW YORK
250 Park Avenue
PLaza 1-2700

ATLANTA
Glenn Bldg.
Murray 8-5667

OODWARD, m~c.

RS (FRIFF

CHICAGO DETROIT
230 N. Michigan Ave, Penobscor Bldg.
Franklin 2-6373 Woodward 1-4255
FT. WORTH HOLLYWOOD SAN FRANCISC
406 W, Seventh Si. 1750 N, Viue St. Russ Bmldl'lgi;
Edison 6-3349 Hollywood 9-1688 Sutter 1-3798

www americanradiohistorvy com
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EAST, SOUTHEAST

WBZ-TV
WGR-TV
KYW-TV
WWJ-TV
WPIX
KDKA-TV
WCSC-TV
WIS-TV
WDBJ-TV
WTVJ

MIDWEST, SOUTHWEST

WHO-TV
WOC-TV
WDSM-TV
 WDAY-TV
WCCO-TV
KMBC-TV
. WBAP-TV
KFDM-TV
KRIS-TV
KENS-TV

KBOI-TV
KBTV
KGMB-TV

KMAU-KHBC-TV

KRON-TV

Boston

Buffalo
Cleveland
Detroit

New York
Pittsburgh
Charleston, S. C.
Columbia, S. C.
Roancke

Miami

Des Moines
Davenport

Duluth —Superior

Fargo

Minneapolis —St. Paul
Kansas City

Fort Worth —Dallas
Beaumont

Corpus Christi

San Antonio

Boise
Denver

Honolulu

Hawaii

San Francisco

NWW Aarneritcarl

VHF CHANNEL PRIMARY

4

=
(2]

6
6
6
4
9
5
6
6
S

NBC
NBC
NBC

'NBC
IND
NBC
CBS
NBC
CBS
CBS

NBC
NBC
NBC
NBC-ABC
CBS
ABC
ABC-NBC
CBS
NBC
CBS
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SUPERIOR PERFORMANCE

«.inTV representation,
a matter of record!

Winning and holding Spot leadership in
any TV market demands close teamwork
between:

1. STATION MANAGEMENT that
knows how to serve its area most effec-
tively, and ..

2. STATION REPRESENTATION that
knows how to sell the station and its market
most intelligently and aggressively.

When facts are available, there’s no need
to rely on mere opinion. So, to any major-
market station looking for top sales results,
we suggest looking at the exceptional growth
of Spot TV volume on stations we represent.

Yes, in TV Representation, superior per-
formance is a matter of record.

In New York, as an aid to SUPERIOR PERFORMANCE

we’ve just moved to 48th & MadISOIl

(415 Madison Avenue)
Our NEW phone number: TE 8-5800

(TEMPLETON 8)

BLAIR-TV

Television’s First Exclusive National Representative

OFFICES: NEW YORK . BOSTON . CHICAGO
DETROIT « JACKSONVILLE - ST. LOUIS . DALLAS
LOS ANGELES - SAN FRANCISCO - SEATTLE

www americanradiohistorvy com
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report on spot

3orden's Instant, using 43 ID's, leads Philadelphia food advertisers

ere is the first in a new series
H of spot reports in which TELE-
VISION MAGAZINE’s Research Depurt-
ment analyzes spot TV activity in
major markets. These analyses are
sased on data supplied by Broadcast
Advertisers Reports, Inc., which
tape-records all TV-radio programs
and commercials in 14 markets
throughout the country for seven-
day periods every eight weeks. BAR
then prepares spot and network ac-
tivity reports for advertisers, agen-
cies and stations.

Philadelphia is the scene of re-
port number one. (Among the mar-
kets to be covered in the future are
New York, Los Angeles, Chicago,
Cleveland, Minneapolis.)

The tables below list spot activity
on the three stations in that market
—WCAU-TV, WFIL-TV, WRCV-TV—for
the seven-day period ending March
23, 1956. Tallies are presented for all
spot-bought shows, announcements
(20-second and one-minute), partici-
~ pations, ID’s. These are broken down
by daytime (sign-on to 5:59 p.m.),
nighttime (6-11 p.m.), late night
(11:01 p.m. to sign-off). Similar
breakdowns are provided for all TV
advertising falling in the food and
grocery products categpry, which
TvB lists as responsible for $28,-
461,000, or 28.4%, out of a total of
$100,209,000 spent for spot TV dur-
ing the first quarter of the current
year.

In this group TvB includes: baked
goods, cereals, coffee-tea-food drinks,
condiments-sauces-appetizers, dairy
products, desserts, dry foods (flour),
fruits and vegetable, frozen foods,
juices, macaroni, shortenings, meat-
poultry-fish, soups, food stores, mis-
cellaneous. To next page

HOW ADVERTISERS USE SPOT IN PHILADELPHIA
DATA FROM BAR, WEEK ENDING MARCH 23, 1956

ALL COMMERCIAL SPOT ACTIVITY

Total Daytime Night Late Night
{Sign-on-5:59 PM)  (6-11 PM)  (11:01 PM-sign-oft)
Shows 127 33 44 50
Participations 832 544 123 165
Announcements 536 326 155 55
1.D.’s 443 272 137 34

FOOD & GROCERY PRODUCTS' ACTIVITY
Toal Daytime Night Late Night
{Sign-on-5:59 PM) (6-11 PM) (11:01 PM-sign-oft)

Shows 16 9 7

Participations 198 164 22 12
Announcements 195 128 54 13
1.D."s 182 94 80 8

WHAT % OF ALL SPOT COMES FROM FOOD & GROCERY GROUP?
Total Daytime Night Late Night
(Sign-on-5:59 PM)  (6-11 PM)  (11:01 PM-sign-oft)

Shows 12.6¢ 27.3¢ 15.9¢°

Participations 23.8° 30.2¢ 17.9% 7.3%
Announcements 36.4% 39.39% 34.8% 23.6%,
1.D.'s 41.1% 34.6° 58.4°¢ 23.5%,

FOOD & GROCERY PRODUCTS WITH MOST FREQUENT EXPOSURE

Advertiser Daytime Nighttime Late Night Total
1.D.'s
Borden’s Instant Coffee 19 19 5 43
Maxwel. House Coffee
(regular and instant) 21 21
Oscar Mayer Meats 16 16
Grossinger Bakeries 16 16
Sterling Salt 12 12
Participations
Javar Instant Coffee 12 7 19
Bosco Chocolate Syrup 10 5 15
Snow Crop Frozen Foods 11 2 13
Chock Full O’ Nuts Coffee 11 1 12
Freihofer Bakeries (B ti
Announcements
Sealtest Dairy Products 21 21
Imperial Margarine 9 14
National Biscuit 12 2 1.
Breyer’s lce Cream 1 9
A &P 9

—WWM
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/. gets you more audience
iy .
“ 7 than the next five stations
Yo i .
%/ 7 combined* . . . stretches
// time to0 new dimensions in
7 ,/ values and viewers, and
5 gives you sure coverage of

the vital Southern New
England market. It's the
viewer's first choice in 433
of 514 quarter-hours.* Call
your Katz Man — make it
your choice, too. You'll
like our kind of time!

*ARB 9-County Survey,
January 1956

channel 8

COVERS CONNECTICUT COMPLETELY

316,000 WATIS MAXIMUM POWER
Pop. Ser. 3,564,150 — TV Homes 948,702

erision

tel

16

report on spot From preceding page

In Philadelphia, coffees were the
powerhouses. Borden’s Instant Cof-
fee led the field in number of spots,
with 43, all ID’s. Second was Max-
well House, both instant and regular,
with 21 ID’s—all at night. These two
accounted for 509% of the nighttime
ID’s used by the food and grocery
products category, 35.29% of all ID’s
used by the group. Borden’s and
Nestle’s Instant Coffee together took
up seven out of the eight late-night
ID's used by the coffee group.

The coffees also led in the number
of participations used. Javar Instant
Coffee had the largest schedule, 19.
Of these, 12 were in the daytime.
Chock Full o’ Nuts Coffee was strong
in the daytime with 11 participa-
tions. It also had one at night.

Other major participation users
were Bosco Chocolate Syrup, with 15,
and Freihofer Bakeries, with 11.
Their participations were slotted in
a variety of local shows, ranging
from morning news and “Mr. and
Mrs.” shows to nighttime feature
films.

Greatest frequency of 20-second
and minute announcements was em-
ployed by Sealtest, which concen-
trated 20 messages on its ice cream,
used one for its cottage cheese. These
ran in the morning primarily, al-
though some ran in the afternoon.
Nighttime, on the other hand, was
used by Sealtest’s competitor, Brey-

er’s Ice Cream, which had nine an
nouncements in the evening.

Biggest user of nighttime an
nouncement was Imperial Margarine
which placed nine in the 6-11 p.m
period and five after 11:01. Greatest
daytime frequency, next to Sealtest
was the 12 of Nabisco. One food
chain, A&P, showed up strongly as a
user of announcements, with nine

Acme Food Stores carried a half-
hour daily strip at 1 p.m. Among its
co-op sponsors: Heinz Food products,
Sylvan Seal Dairy Products, Star-
Kist Tuna, Weston Bakery Products,
Mueller Macaroni Products, Giuseppi
Frozen Foods, Devonshire Melba
Toast, Crax Saltines. Of this group,
only Heinz, Sylvan and Mueller had
other spot exposure in Philadelphia.

The food and grocery products
group’s proportionate use of pro-
grams lags behind its employment of
other forms of spot. The category ac-
counted for only 12.6% of total pro-
gram sponsorship as compared with
41.19% of all the ID’s.

Ten of the programs were half-
hour syndicated films. Four of the
shows were youngster-slanted, two
were of the suspense-adventure type,
three were situation comedies, one
was a drama anthology. The weekend
accounted for six of the shows, Tues-
day for two. Seven fell within the
6:80-7:30 p.m. hour, two on Saturday
morning, two on Sunday afternoon.

PROGRAMS SPONSORED BY FOOD & GROCERY PRODUCTS
IN PHILADELPHIA, WEEK ENDING MARCH 23, 1956

Advertiser

California Lima Beans
Heinz Food Products .

Keebler Bakery Products
(alternating sponsor Morrell-Felin Meat Products)

Kellogg Cereals

La Rosa Macaroni Products
{alternating sponsor Aristocrat and
Dolly Madison Ice Cream)

Mot Applo Products

National Biscuit Co.
(alternating sponsor Savarin Coffee)

Society Brand Eastor Eggs
Swift Food Products
Sylsan Seal Food Products

Acmo Food Storoes

www americanradiohistorv com

Program Day Time

Life With Elizabeth Sunday, 4:30-5:00 pm

Studio 57 Saturday, 7:00-7:30 pm

Great Gildersleeve Tuesday, 7:30-8:00 pm

Monday, 7:00-7:30 pm
Tuesday, 7:00-7:30 pm

Superman
Wild Bill Hickok

Waterfront Sunday, 6:30-7:00 pm

Amos ‘'n Andy Sunday, 2:00-2:30 pm

Badge 714 Wednesday, 7:00-7:30 pm

Our Gang Saturday, 9:00-9:30 am

Uncle Johnny Coons Saturday, 11:00-11:30 am
Award Theatre Friday, 6:30-7:25 pin

Homemakers Mon.-Fri., 1:00-1:30 pm

TELEVISION MAGAZINE + JUNE 1956
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BUT...

Now advertisers can

to é hew tower of strefi®
the greater-than-ever
coverage of greater
New Orleans made
possible by WDSU-TV

new telecasting tower.

P. 8, For engineera only: this new system includes 100% Independent duplfcation of antenna and transmitting equipment, with automatic sW
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Color Letter

AS OF JUNE . ..

Nearly half the television stations in the country are now equipped to trans-
mit network color: Latest industry estimate places the number at 215 outlets.
Number of stations with film and slide equipment is up to 68. Addition of
KHQ-TV, Spokane, and wiTi-Tv, Milwaukee, makes total of 27 stations set
up for live tint originations. . . .Networks will carry 27 hours of color pro-
gramming in June—23 on NBC and four on CBS.

HOW MANY TINT SETS NEEDED TO WARRANT RATE INCREASES?

“To establish color rates, yvou must have some circulation,” states Harold
Hough, general manager of wBAP-TV, Fort Worth, Texas. “The rate adjusts
itself. Five or ten per cent of color television sets will saturate the market
to such an extent that the rate adjustments can be made without protest, and
there is no question of the impact of color.”” Comparison of costs between
tint and monochrome transmission is unfair, according to Hough, because
of the difference in length and amount of programming: “The more you do,
the more the cost is reduced.”

RETAILER ACTIVITY

Promoting color TV as a department-store retail advertising medium is
purpose behind RCA’s appointment of Robert J. Mayer, former assistant to
NRDGA’s executive v.p., as coordinator of RCA Victor TV Division’s color TV
activities in department-store field. . . . Montgomery Ward is currently experi-
menting with color-receiver sales in five Chicago stores. Twenty-one-inch sets
carry chain’s Airline label. . . . Also in Chicago, WNBQ reports sales of Window
to city’s Goldblatt Brothers. This is the second station to air Window in color
(New York’s WRCA-TV was first). . . . In Philadelphia, Gimbels is tying in
the Fiberglas Color Cavalcade with a color-set promotion offering a $10-
an-inch trade-in on black-and-white receivers. Store has taken full-page ads
which point up fact that trade-in now brings set prices down to what they
are expected to be this fall.

MORE COLOR FILMS AVAILABLE

Associated Artists Productions announces it has 311 Warner Brothers car-
toons and 168 “Popeye’ cartoons in color. ... RCA Recorded Program Service
reports sale of its Town and Country Time film series to WDAF-TV, Kansas
City. . . . Ziv is running full-color test telecast of I Led Three Lives, with
color commercials for Phillips Petroleum on St. Louis station KSD-TV.

COLOR-PRODUCT PARADE CONTINUES TO SWELL
Most recent companies to hop onto color-product bandwagon: Fivestone Tirve

now makes slip-on sidewalls in a choice of pink, red, blue, green or vellow.
To vext

wvvw.amerma_
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C 0 l 0 r L e t t e r Continied

Bauer & Black’s “Battle Ribbons,” new colored plastic adhesive bandages
available in red, vellow, blue and green. . . . Schwayder bringing out its
Samsonite luggage in two-tone versions matching Mercury car styles. . . .

FROM THE SET AND EQUIPMENT MANUFACTURERS

Sylvania goes into regular production of 21-inch color sets at its Batavia,
N. Y. plant. Sats will use Sylvania-built shadow-mask tube. Company has also
announced manufacture of what is believed to be the industry’s first color

picture tube for renewal use. . . . General Electric, planning to enter color
receiver market in the latter half of this year, recently concluded a 50-hour
color course for its broadcast field engineers. . . . Philco has just published

a textbook, Color Television, Simplified Theory and Service Technique,
which, while mostly technical in nature, contains a number of chapters on
fundamentals of color which provide valuable information in terms under-
standable to non-technicians in TV.

STATION ROUNDUP

First station to make its telecasting debut with all live programming in color
is WITI-TV, Milwaukee independent which began operation May 21. ... New
color balopticon process, enabling station to telecast opaque color photo-
graphs, trademarks and small packages ‘“live” via addition of optical unit
to current RCA film and slide system, was demonstrated by Philadelphia
station wWcAU-TV last month. Keebler Biscuit Company’s commercial, in Great
Gildersleeve, was telecast in color while show itself was black-and white.
Perfected by station with cooperation of RCA engineers, process not only
costs less and takes less time than film and slide transmission but also gives
advertiser greater flexibility by making last-minute copy changes possible.
. . . Charlotte’s WBTV launched its first regularly scheduled live color produec-
tion last month with a half-hour musical variety show, Spectrum, Tuesdays
and Thursdayvs at 1 p.m. Program offers gardening tips, travel information,
household hints and guest interviews. . . . KTLA, Los Angeles, reports renewal
of its Western Varieties color show by Xlnt Spanish Foods, Inc., which has
half-sponsorship of the Friday program on alternating weeks. . . . From
WJAC-TV, Johnstown, now telecasting three hours of local color per week,
comes word that station is aiming for a total of 100 color hours a month
by winter. . . . Recently equipped with two live color cameras, Spokane’s
KHQ-TV aired last month’'s Armed Forces Day Parade and Lilac Festival in
color, expects to set regular tint schedule shortly. . . . In what is believed
to be the first educational program to be colorcast by a local station, KNXT,
Los Angeles, recently telecast Renaissance on TV in color.

ARE YOU REACHING PEOPLE...OR DOGS?

“The black-printed newspaper overlooks one fact. The reader sees things in
eolor. A dog sees things in the gray scale. Today we print newspapers for
dogs to see. Tomorrow, maybe, we will all print them for people.” Statement
by William P. Steven, executive editor of the Minneapolis Star and Tribune,
in a speech hefore the American Society of Newspaper Editors.

COLOR TIPS FOR POLITICAL CANDIDATES

Here are some hints on campaigning via color TV, prepared for TELEVISION
MAGAZINE by New York’s wrea-Tv, which has planned a number of Candi-
dates” Color Clinics. “Sets: Don’t exceed contrast range; stay away from
white, bright yellow and light pink. Makeup: Men should he closely shaved

most men do pol need makeup. Women . . can use light street make-up.
Cosbume: Men should avoid using dark colors with white shivts. Gray shirts
are hest. For women’s clothes medium tones . . . are best. . . . Avoid highly

polished jewelry, tie clasps or cuft links.”

22
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From his first appearance in THE FaLcon, Charles
McGraw has been winning a large and loyal coast-to-
coast following. Today, he is an even more valuable

. G “ » .‘ ; personal'it.y for you I?ecause o'f his nlmillions of new ffms

won by his outstanding roles-in “Bridges at Toko-Ri,”

“Warner Brothers Presents,” and other movie and

television successes.

=3axnn of

The 39 fast-paced half hours of THe FaLcon build
great audiences through suspense-filled scripts and
masterful production, filmed against the exciting
backgrounds of Berlin, New York, Tangiers, Maca
San Francisco and many other colorful locales.
Already sold to banks and beers, foods and furniture
stores, in over 100 markets. THE FaLcon will do

a big job on your product. Call today to see if it

is still available in your market.

Adwventures of

663 Fifth Avenue in New York; Merchandise Mart:
in Chicago; Taft, Building in Hollywood. In Canada:
RCA Victor, 225 Mutual Street, Toronto

NBC Telewsnon

Programs for
All Stations—
All Sponsors ‘
A DIVISION OF KAGRAN' CO‘RPORATION
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- going 'stfbng,. grow!

'Washmgton, D.C. 22. 8 Los Angeles 21 7 :

. Naturally such audience favor means a

. fast-growmg list of satisfied sponsors.-

~ Motors are just a few of thetimpqx:t’ant v
"local and regional advertisers currently

~ sponsoring Amos’n’ Andy.

enduring comedy team. Call or wnte the

AMOS ’'N’ AND)

'n’ Andy .haVe_ appes
200 markets to d& _ CLET,Q

Daytlme or nightt
yveeken_d, first r !
of market size ¢
the 78 Amos’'n’ Andy
cbmpleted cons1stemﬂy'dnpw top
in their time penod Ratmgs like :
Atlanta 28.4; Detroit 24=6 T‘oledo 25.6

Providence 27. 8; IndJanap@hs 39. 3.*

Food Fair, Sav-on Drugs, Sears Roebuck,
Sinclair Dealers, Safeway, Tri-State .~

For quick sales action in youf market,

join America’s most endearing, most

distributors of the fastest—movmg

films in telewsmn .

Dallas and St;_.‘
Canada: S W.(
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McMahan on the commercial

Music—television's neglected art 1

BY HARRY WAYNE McMAHAN, v.p., radio-TV commercials, McCann-Erickson, Inc. 1

usic, it seems, is finding it hard to come of age in the tele-
M vision commercial.

Quite & few months have passed since the American Federation
of Musicians relaxed restrictions on the recording and use of music
for commercials, but the industry has generally failed to take advan-
tage of this added art with mature intelligence.

Specifically, music has been neglected in scoring commercials
other than<jingles. Jingles are not the point. Jingles we have run-
ning out our ears (and only sometimes in!). Jingles we have twice
too many three times already of.

Jingles, like cartoons, are the crutch of TV advertising. Lazy
men use them to answer problems which often might be better solved
by more industrious probing and writing. Too many agencies are
either unwilling or unable to hammer out a sound advertising mes-
sage, and too many frustrated song writers are gimmicking up the
business. Ah, no offense now! Not you ... him!

Jingles are no cure-all. Simply because a few are outrageously
successful, a highly imitative industry is bound to create too many,
too mediocre. Only the few good ones can ever rise to the top, and
only a few can do the most effective selling job.

The point of this piece is in quite another direction: not that
we abuse the jingle, but simply that we do not use music to its
maximum potential in other ways.

Original background scoring and incidental music for straight
commercials seems indicated in a great number of cases where it is
not used now. If it’s done well, the viewer may not even be aware
when such music is there, but it can have a vital psychological effect.

Not every commercial lends itsell to this embellishment. Cer-
tainly not the straight pitch—yet there are times when even hard sell
sells harder with musical punctuation.

The important conisideration is that music can convey ideas. And,
when words really weave ideas, music can artfully build the mental
impression that is to be conveyed. Obviously, music deals better with

To page 30

AT&T's filmed commercial, ""Dream Telephones,'' is an outstanding example of how
music can help convey a sales message, says McMahan. Tho score was written by Morris
Mamorsky. The script is reproduced on page 30. Ayer is the agency; Elgar, the producer.

TELEVISION MAGAZINE - JUNE 1956
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(Sweeping Eastern

lowa Division)

e In Eastern Jowa more people watch WMT-TV
than any other station.

'@ The 25-county Area Pulse shows WMT-TV

first in share of audience for 8 or 9 day parts
measured, with 418 out of a possible 461
quarter-hour firsts.

® 15 of the top 15 once-a-week shows are on
WMT-TV.

® 10 of the top 10 multi-weekly shows are on
WMT-TV.

® Separate reports for 3 of Jowa’s 6 largest
markets show WMT-TV the overwhelming favorite
in each.

® Dateline Iowa (early evening news) and the
10:30 Night News attract a greater average
audience than any show, network or otherwise,
on any other station in Eastern lowa.

® The noon'weather and market report is among
the top 10 multi-weekly shows (with 69% of the
audience).

® Marshall “J” (spur-and-bridle operator) attracts
more small fry than any other children’s program,
including a mouse, programmed opposite,

who comes in second.

e No oth'er tv station whose mail address is Cedar
Rapids has The Katz Agency as its national reps.

www americanradiohistorv com
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E Murderess Incites/
. R
Prison le}}
n‘:,_i,&;i-‘

a new concept in TV realism

...gets into the heart as well as the home

&.
&8

COMMUNITY THREATENED BY

JUVENILE GANG WAR' @
- Une Gels Lesser Term 0‘5
i X/(;t“rlil f_drew ['OurJ z’leurs a1 G
[/‘ Hn B adge

Gripping dramas based on real-
life police cases which made front
page news — taken from the files
of the world-famous Sheriff of
Los Angeles County, Eugene W.
Biscailuz, creator of many firsts in
law enforcement.

¥ ‘l“S\

1,500 man organized reserve
+Volunteer mounted posse

+ Aero squadron

+ Police radio cars

+ Honor system prison farms
Youth rehabilitation centers

Phone, write, wire

ABC Film Syndication, Inc.

www americanradiohistorv.com
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Sold! Sold! Sold! Prior to release

Liebmann Breweries. Inc.
Signal Oil

National Biscuit

Many choice markets still available .

top-priority emergency code — signal for
flashing lights and screaming sirens — races members

of the Sherif’s Department into action!

— bringing the headlines to lifec with stirring

realism — reaching into the pocket book via the heart!

A top commercial vehicle for any product or service!

Executive producer: Hal Roach Jr.

Producer: Ben Fox

East 44th Street, New York City « OXford 7-5880
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Avery-Knodel

1

McMahan on the commercial From paye 26

ideas than with faets, and in this
distinction lies the analysis of wheth-

er

music is indicated.
Since better television commer-

cials turn facts into ideas, it would
seem to follow that, as commercials
get better, they must use more music

. more intelligently!
Here, to prove the point, is as fine

an example — one-and-three-quarter
minutes in length —as you'd like.
Called “Dream Telephones,” it has
a rare combination of imagination in
writing, production and scoring. It
takes facts and turns them into ideas
—rich, charming graphic ideas—and,
sure enough, winds up doing a most
effective selling job.

AT&T, after carrying so many

television messages for others, finally
has come around to producing a good
one for themselves—and it is about
time! Phone them the good news—at
least they’ll appreciate the dime it
takes.

w

IS

N,

19.

SCRIPT FOR AT&T's

YIDEO

. CU very pretty girl in soft flowing street dress,

perky bonnet, big shopping bag. She is in limbo
with eyes shut. All movements are stylized in
manner of the dance

. She opens eyes, moves to front of “‘Telephone

Store,’”” white frame floating in limbo

. She reads sign, then skips to read sign on

other window

. Foilow her inside store (telephone items mounted

on floating counters and pedestals). She dances
from item to item, ftouching each. She ap-
proaches display of colored telephones rotating
slowly around house plan drawing.

. Dissolve to CU red set against siylized red item
. Dissolve to ivory wall type

. Cut to beige telephone

. Cut 10 LS, girl in midst of display, chin in hand,

thinking. Phones rotate over her head

. CU rotating telephones

. Cut to CU dial light telephone
. Cut to CU as she litts receiver to make light

go on

. Cut 10 shot ot 1elephone in foreground, dancer

in BG

. She comes forward and lifts receiver
. Cut to dancer lifting and stretching expansion

cord ol receiver.

. Cut 1o display of abstract chimes with telephones

mounted on them, Girl pops around from behind

.Cut 1o low angle shot of telephone in fore-

ground, dancer in BG

. Hold same shot. Dancer runs to labyrinth of

flats with wall 1elephones mounted on them

- Cut 10 girl in foreground against black BG with

lights spotted on telephones throughout BG

Dancer, now in sireet clothes, suddenly wakes
up 10 find herself seated in tront of a desk
ordering a 1elephone the nornnal way

www americanradiohistorv com

Phone calls also are in order for
Peter Elgar, who did a magnificent
three-hat job as producer, director,
und art director. At the agency end,
credit goes to N. W. Ayer’s Burt
N. Harris, commercial’s producer,
Credit also goes to agency writer
Robert Godley and art director Lee
Savage, working under the respee-
tive supervision of former copy-
department head John Caldwell and
art department head Norman Tate.

The girl in the dance is Jayne
Turner, her choreography by Donald
Saddler.

The point of the piece—the musie
—the frosting of this luscious cake—
was done with gentle hand by Morris
Mamorsky. You'd never know what
he did just by reading the script on
this page, nor is the viewer con-
sciously aware of the music in the
finished commercial. . . . That is the
art of adding this art to television
commercials.

"DREAM TELEPHONES"

AUDIO

. MUSIC: LILTING UNDER TO ACCENT ACTION
WOMAN ANNOUNCER: (OVER)

Did you ever dream of shopping for telephone
service . . . the way you shop for other things?
To pick—and choose—and hunt for bargains?
2. Well, now, milady, your dream’s come true!

3. Let’s hurry into the telephone store . . .

Telephones in exciting colors—to accent the

[N

decor of any room in your dream house.

A bright red telephone for your dining area . . .
Another—in ivory—for a lady’s dream kitchen.
A lovely beige phone beside her bed .
Telephones—telephonesl Who ever dreamed of
such beautiful phones! Smart and modern and
oh, so useful.

@ NOo

9. And telephone accessories, too . . . the very
latest.

10. The dial-light telephone . . .

.. lights up when you lift up—so handy

when you call at night.
12. A telephone . . .

13.. . . that speaks louder or sofier.
14. Telephone cords that s-t-r-e-t-c-h . . .

15. Telephones ringing with chimes . . .
MUSIC: CHIMES TO MATCH
16. Telephones for small spaces .

17. lelephones living on walls.

18. Telephones telephones perfect dream tele-
phones. . . . Bargains in telephonest Take them
all home Irom the telephone store.

19. Was it but o dream? Ah, no, not at alll Your
telephone company business office will show
you thein all. And for colorful modern service
throughout all your homes, think of--dream of

get these new color phonesl

TELEVISION MAGAZINE - JUNE 1956
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BERT, | THINK WE OUGHT

To THANK AlLL THE NICE PEOPLE

AT YOUNG € RUBICAM FOR THE

FINE NEW CAMPAIGN THATS HELPING

¢S SELL DELICIOUS PIELS BEER. \

/

WHO NEEDS Em !

YOUNG & RUBICAM, INC. Advertising

New York Chicugo Detroit Saun Francisco Los Augeles Hollywood Moutreal Toronto Mexico City
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*Including
2 Peabody,
3 Ohio State,
1 duPont,
2 Sylvania,
5 Emmy and
62 other awards

www americanradiohictorv co

m

Winning an occasional award
for good programming could be
accidental. But when u station
wins 75 awards* in three years

it begins to look premeditated.

It suggests a firmly held
conviction about the quality of
entertainment and information

likely to excite the pleasure

and interest of its community
and the ability to provide

SllCll prograunmmg COnsi: [entl_\ .

The latest tributes to thi:

ability are the two awards which
Peabody and Ohio State pave

to KNNT and Dr. Frank €. Baxter
for “Shakespeare on TV,” the
notable television series which
has given millions of people

new insight into the wisdom and

poetry of the great playwright.

These awards reaffirm the unique
personality which KNXT represents —
Jor its viewers, as a source of

fresh and challenging entertainment
in all categories of programming:

for its advertisers, as a medium

which continues year after year to
command the attention and

loyalty of the largest average

audiences in Southern California.

KNXT. ..

CBS Owned — Channel 2— Represented by
CBS Television Spot Sules
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Luncheon
with Linnea

Agency people gain by attending NARTB meets

hen I heard that Hamish Maxwell, television coordinator for

Philip Morris, Inc., would bring one of his agency timebuyers
to lunch with us, I wondered which one it would be. He brought the
person I'd hoped for—Isabel Ziegler of N. W. Ayer & Son.

Isabel worked with me a number of years ago, and it has been
interesting to watch her move up the ladder. She's a grand person,
vand I couldn’t but laugh when she told me about a bit of advice I'd
ziven her. These “choice bits” come back to me every now and then!

It seems that Isabel had prepared her first memorandum and
brought it in for my review before sending it out. She tells me I read
it, looked at her and handed it back saying: ‘‘Isabel, don’t be a clerk.
1Anyone can repeat a message. When you write a memorandum, pre-
sent all the facts and then make a recommendation or state an opinion.
1Don’t put through any correspondence otherwise.” Isabel says she
rewrote it, I approved, and she’s been making recommendations and
‘stating opinions ever since, without hesitation. Continued Isabel: “I
don’t want to be just a clerk!”

Ray Jones, of Young & Rubicam, Inc., who was with us, said:
‘No wonder they talked of you in Chicago as ‘headmistress emeritus!’”
We had a good laugh at this, and there will probably be a number of
| people who reco_gnize the comment I made to Isabel.

Frank Silvernail of BBDO completed our luncheon meeting—we
just couldn’t get together to talk about NARTB conventions without
' Frank. He’s been at most of them since 1929, and labeled the latest
:the most serious and mature convention he has attended. However,
both Frank and Ray agreed that there were fewer advertising agen-
cies represented than in previous years, and it seems too bad. Even
though agencies do not have an official part on the program, the amount
of knowledge gained and friendships made or renewed make it well
worth while for agency timebuyers and others active in radio and tele-

i vision to take the time to attend. To next page

- T - P’ ¢ ,> ; TR e
With Miss Nelson (right) are (l. to r.): Isabel Ziegler, N. W. Ayer;
Frank Silvernail, BBDO; Hamish Maxwell, Philip Morris; Ray Jones, Y&R.

TELEVISION MAGAZINE + JUNE 1955
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STEINMAN STATION

Clalr McCollough, Pres.

Channel 8 Multi-City Market

Reading
Lebanon
Pottsville

Harrisburg

York

Hazleton
Shamokin
Mount Carmel
Lewisburg
Lewistown
Lock Haven

Bloomsburg
Hagerstown

Chambersburg
Waynesboro

Frederick
Martinsburg

Westminster

Gettysburg
Carliste

Hanover
Sunbury

AMERICA'S 10TH TV MARKET

Chicago

»
2
o
o
c
<
w
o
-

San Francisco

Representatives

The MEEKER Company, Inc.

New York

NBC and CBS

LANCASTER, PENNA.
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Luncheon with Linnea rrom preceding page

Hamish Maxwell found it was defi-
nitely to the advantage of the Philip
Morris people who attended. He ar-
ranged for a suite and invited sta-
tion people so that he and others
from Philip Morris as well as their
agency people could get better ac-
quainted with those from the sta-
tions. It was strictly a goodwill ges-
ture because Hamish has found that
there is not nearly as much contact
between broadcaster and advertiser
as there is between representatives
of print media and advertiser.

Conduct of meetings impresses Maxwell

He was very pleased with the way
people dropped in and enjoyed meet-
ing so many personally. He did man-
age to get out to see one or two of
the presentations and he, too, was
impressed by the business-like man-
ner and seriousness of the various
meetings.

Ray Jones is a former Texas sta-
tion man and has been to three con-
ventions. He voiced what I've heard
many people saying—that it would
be good to see official agency rec-

ognition at these conventions, either
by way of a top speaker or a panel
discussion.

Open sessions benefit agency people

This point led Frank to remind us
that years ago there were mostly
closed sessions, which agency people
could not attend. Now, the important
meetings are open to agency and
broadcaster representatives alike,
and Frank feels more agency people
should attend these meetings, not
only for what they learn but to meet
many of the top people in the busi-
ness. I agree wholeheartedly with
Frank on this and I, too, made every
possible effort to be present at the
meetings whenever 1 attended a
convention.

Frank said there was less “scare”
talk this year and more discussion
of solid developments in the indus-
try. Ray noted that there was more
emphasis on engineering develop-
ments. With the current price of
equipment, particularly that for tele-
vision, it’s the station manager who
has to see for himself before spend-

DECISION-MAKERS WHO DIRECT

NATIONWIDE BUSINESS EXPANSION ARE

AS A BASIC

LAWRENCE L. MACK, THE PRESIDENT AND FOUNDER OF
SLENDERELLA INTERMATIONAL, PULLS NO PUNCHES WHEN
HE DESCRIBES SPOT'S ROLE IN HIS BUSINESS:

"WE'VE FOUND THAT SPOT RADIO IS THE MOST EFFECTIVE

MEDIUM TO BUILD OUR SERVICE, :
NBC SPOT SALES

MARKET BY MAIRKET. WE'RE [ IVINC
ON OUR SUCCESS WITH SpPOT!"

36
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ing the money these days. Years ago,
the engineer alone could make a de-
cision on a $75 item, but these days
the figures run well into the $75,000
range, and management has had to
take a far more active part in thig
area of progress.

Ray and Isabel, as a windup to
our luncheon, began reminiseing and
we learned of a trick he had played
on her back in the days when he wag
a broadcaster.

The lighter side

It seems that Ray was invited by
the owner of another station in an-
other state, who was anxious to have
him join them as manager, and made
a flying trip for an interview. He
found the station manager com-
pletely upset because he had just re-
ceived a cancellation of one of Isa-
bel’s programs. The manager asked
Ray what he would do. Ray casually
suggested that they announce the
cancellation over the air and advise
the audience to write to Isabel Zieg-
ler, giving her complete address. Isa-
bel, being unaware of what had
caused the tremendous mail, found
herself surrounded by huge boxes of
cards and letters to a point where
she had to climb over them to get
into her office. So over to the client
it went . . . and Philip Morris an-
swered every letter—there were at
least 3,000! It was a long time before
she learned who had started the
whole thing . . and says, plead-
ingly: “Please, don’t anyone ever do
that again!”

I'd love to have a complete collec-
tion of the zany things that have
happened in this business. These
things make up for the pressures and
crises that are constantly arising!
If you've read this far, and have any
such stories, why don’'t you send
them along to me ?—LINNEA NELSON.

This is the fourleenth in a series of
monthly columns by Linnea Nelson
for TELEVISION MAGAZINE.

Miss Nelson may be calling you
some Thursday to join her for lunch.
If you are in New York from out of
Lown, or expect lo be in the near
future, she would appreciate Yyour
getting in towch with her and noti-
fying her of youwr plans — partici-
larly if there are any timebuying or
general medi problems you'd like
ta talk over.

TELEVISION MAGAZINE + JUNE 1956


www.americanradiohistory.com

IN FRESNO, CALIFORNIA

MARKET-CENTER OF THE RICH
AGRICULTURAL HEART LAND
OF THE GOLDEN STATE

N

» SAN FRANCISCO

TILIVISION

i

LOS ANGELES

announces the appointment of

BLAIR-TV

as exclusive national representative

effective immediately

One of America’s high-income areas,
Fresno and the Central California market
fill the 350-mile gap between Los Angeles
and San Francisco with over a million
people.

Besides a big industrial development,
here is America’s top farm market—pro-
ducing 959% of the country’s wine, 759% of
its olives. And its steadily mounting in-

come is not anchored to the corn-hog ratio.

Combining Columbia’s fine programs
with strong local features, KFWRE-TV
offers thelogical advertising levertoswing
more of this desirable market your way.

Video power, 316,000 watts. On the air
since May 10—so phone Blair-TV today
and nail-down some o1 Ltne choice avail-
abilities still open.

CALIFORNIA INLAND BROADCASTING COMPANY
FRESNO, CALIFORNIA

www americanradiohistory com —_—-ﬁ

ol

NOW ON THE AIR - TOP POWER 316,000 WATTS
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plus

RONALD COLMAN - MERLE OBERON - JOAN FONTAINE

Thomas Mitchell, Broderick Crawford, Angela Lansbury, Frank Lovejoy, Joanne Dru, Edmond 0'Br
and over 30 other top stars!
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QUANTITY

153 half-hour programs'

QUALITY g _ 'f- i
Produced at top budget by . UR ST/
Plus— Entire cost over $5,000 ooe’rﬁgi i
: r oy e %.T" y
FLEXIBILITY e

Drama — Mystery — Comedy fiom ce

!

Eqaals— 1 to 5 times a week! & g ¥

SUCCESSFUL fuq

Four smash years on CBS Network fori Bris
Machines and Parker Pen. Wmner o

PROGRAMMING

Flexible programming — “Strippable” Ac" % -r.'" A
or as many as 5 separate, weekly progra ms! gfc St ~
e h‘\-u;""*“ 4
I— {-r "'"I o

ort) Shi

‘- . J

i

phone
wire

the man | s
from Official . S
today!

‘;'ﬁr\nﬂrﬁ 1N
write Ny 25 .West 45th’guiNew Yark 36, N, Y.
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ESPECIALLY WHEN THEY'RE
'WATCHING YOUR COMMERCIALS!

And in the Portland, Oregon Market EaAtaudli LML
LEADERSHIP IN EVERY

KOIN-TV delivers AUDIENCE SURVEY—
OVER TWICE THE AUDIENCE [REisiisiitoste

® 9 of Top 10 Monday-thru-Friday

of any other station! Shows.
(ARB, Portland, February 1956)

HIGHEST EXCLUSIVE COVERAGE of the Full Portland, Oregon Market
® 317,700 Tclevision Families of 30 Oregon and Washington Countics with
TOWER ® $2,694,644,000 in Total Effective Buying Income who spent
o $1,978,434,000 in Rctail Sales during 1955 arc
MAXIMUM ® YOURS ONLY WITH KOIN-TV,
POWER Statistics: Sales Management Survey

of Buying Power, May, 1956

KOIN-TV ¢

Channeln 6 = Portland, Oregon e BIG

MR. SIX
IN THE WEST

Represented Nationally by CBS Television Spot Sales

www americanradiohistorv com
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TELEVISION MAGAZINE

Hrops and premiums

A REPORT ON
PRODUCTION, SALES, AND
PROMOTION AIDS

BY TAD REEVES

loo good to miss! Almost too late for this column, here's a premium
nat’ll cement relationships with all sports fans in your viewing audi-
ace—"The 1956 Baseball Rules.” Reprinted by special permission
om the ““Official Baseball Rules Completely Revised 1955" (copy-
ighted by Ford C. Frick), the booklet is published by the National
aseball Congress of America and is authoritative, concise, compact.
bible for baseball players, umpires and fans, it has diagrams of
regulation baseball diamond, detailed layouts of the pitcher’s
ound, home plate and the three bases, 49 pages of rules and infor-
wiation on playing and scoring, schedules of both the American
nd National Leagues and a full explanation on organizing teams.
Sized 4” x 5% ", the booklet can be ordered either with the regular
‘overs or with blank back cover for imprinting. The back-cover
mprint can include postage permit and space for addressing or the
ook can be mailed in ordinary No. 10 envelope. Cost is $36 per
,000, trial copies may be had in lots of 100 at $4 per lot.

Aanufactured lava stone—the basis of one of the most versatile lines
et developed for display and television. Produced from a styrofoam
sase, Lava Stone has all the qualities of its natural counterpart and
s featherweight, easy to cut and repaint and fireproof—all ex-
ellent recommendations for television, whether it be live or film.
Take the totem pole pictured. Eight feet tall when assembled, it
reaks down into five pieces, each weighing approximately eight
yunces. Total unit weighs only two-and-half pounds and can be

»acked in labeled boxes for quick, neat storage. To page 4}

JUNE 1956
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® CBS REPORT TO FCC, DEC 1955
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€dward Petry & Co., Inc.

Service in TV

BMI offers its facilities not only
to its TV licensees, but teo produc-
ers, advertising agencies and their
clients, TV film distributors, music
conductors, directors and everyone
in TV concerned with programming.
These TV services offered by BMI
will:

« Assist in the selection or crea-
tion of music for films — thenme,
packground, bridge, cue of inci-
dental mood music o Aild in music
clearance o Help protect music
ownershlp rights e Extend in-
demnity to TV stations that per-
form our music on film
e« Answer gquestions concerning
copyrights, music right for future
residual usage, and help solve all
other problems concerning the use
of muslic in TV.
Let BMI give you the
TV Music Story today
Coll or write
BMI TV FILM LICENSING
DEPARTMENT

BROADCAST MUSIC, INC.

NEW YORK + CHICAGO o HOLLYWOOD .
TORONTO  MONTREAL, ]

41
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White Columns
%W/mg%ﬂmj WSB 2/ WSBTV

When you visit Atlanta, one of the new and outstand-
ing attractions is “White Columns.” The building of Southern
Classic architecture stands on a historic site overlooking Peach-
trec Strcet. The structure encloses 40,000 square feet in area
and stands in 16 acres of landscaped and protected woods.

“White Columns” is more than a building, more than
a new and efficient home for broadcasting, however. It is a
civic asset to Atlanta, to Georgia and the South —and a
credit to radio and television throughout the nation.

“The Voice of the South” and “The Eyes of the South”
have striven always to operate in the Public Interest. These

new facilitics are a reflection of our belief in the same high
principles that have guided the destiny of WSB since 1922.
Come soon and visit with us at “White Columns.”

Afiliated with the
National Broadcasting Company

\
3
&,

%
N
s

isb radio %, wsb-tv
h RN

AN Represented by Edward Petry & Co., Inc.
P ‘I’é Affiliated with The Atlanta Journal and Const
X

wWWW americanradiohistorv c
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props and premiums From page 41

The handy feature about Lava
Stone displays is that they can be
stapled or tacked to flats, screens
or drapes, and can stand free with
the aid of a decapole. As produced
by designer Gordon Keith, most dis-
plays are 36”"x12" (8 oz) or
12" x 12" (4 oz.) units.

Besides the totem pole, the line
includes such displays as Grecian
columns and balustrade units, col-
legiate and Pennsylvania Dutch
arches, and others.

Heaviest accent is placed on the
individual panels which double as
pure display pieces or as “‘framed
pictures” for set walls. Not so de-
tailed as an actual picture, these
convey broadly-done but specific
themes: framed antique gun panels
and targets, bowling balls and pins.
mallard duck or primitive bird
panels, fall leaves, cattail panels,
chessmen, classic or lion-head
squares; for cooking shows, there

\

are kitchen-flavored vegetable and
fruit panels; old-fashioned school
slates and alphabet blocks add at-
mosphere to kid shows or displays
of children’s fashions.

Costs on these versatile display
pieces range from under $4 to $18.

Carry-it-yourself—a new concept
in choral or group staging. It’s the
Berntsen Porta-Stage, a three-
tiered platform constructed of high-
tensile strength cast aluminum.
Each independent section—capable
of handling eight men and a load
capacity of over 5,000 lbs.—can be
used alone or with other units to
make up a regular concert riser
platform. Only 10 individual sec-
tions are needed to form a semi-
circle. A riser platform large
enough for 75-90 persons can be
assembled or dismantled in less
than 15 minutes. Dismantled, the
risers can be stored in a minimum

From Inspired Scrip’s and
S ory-Boards frem
Young & Ru'rcam.

*

ALLEYEs AReoN 000

NEW DB TV SPOTS

PRODUCED BY UPA PICTURES, INC.

NFEW YORM:—60 East 56th St.

PLaza 8-1405

BURPAIK:—4440 Lakeside Drive

THornwall 2-7171

www americanradiohistorv.com

of space. Each section is shippe¢
in a re-usable carton for easy stop
age or transporting. Once foldeq
the separate sections can |y
snapped together with “carry-clipg’
and toted like a suitcuse.

This new aluminum riser, whoge
cost compares favorably with opdj. |
nary “bleacher type” stands, has
other plus features: It's rigid ang
self-leveling, with non-slip treads,
easy-lock uprights with rubbep
cushioned joints to eliminate noige,
1s guaranteed unbreakable, and ep.
tails no maintenance costs. Ap.
swers the television industry’s neeqd
for risers which are light-weight,
easy to store and assemble. Avajl-
able in three models: the Standard
(three tiers, top tier 24" high), Lo-
Boy (three tiers, top tier 123"
high), and the special Single Tier
(8" high).

Write for brochure and price list.

Get a move on your displays!
Hertvy has produced another inno-
vation for the display world and for
TV commercials, too; battery oper-
ated turntables—no wiring, no!
winding, no fire hazards. Operated
by two ordinary flashlight batteries,,
these turntables can run continu-
ously for five to eight weeks. The
new battery-driven Superturna is |
a three-decker with three pyramid-
ing display levels: 127, 7%"” and
51%" in diameter. It moves either
with all three metal tables  mounted
or with any combination of the
three, holding a maximum of siX
pounds balanced weight. Available:
in gold finish, complete with two
batteries, three metal discs and two
spacer rods, sample price is $9.95
The special Stop-And-Go turntable
makes four stops in one revolution.
Other models, with a precision clock
mechanism, five r.p.m., can carry a
well-centered load of up to seven
pounds, and the Seela can be
mounted on the ceiling to suspend
a turning weight of five pounds.

Smallest of the line is the Lilliput:
913, which carries a maximum load
of five pounds and runs uninter-
rupted for three to tour weeks:
Works vertically as well as horizon
tally and its special turning-platé
toothing adds additional animation
possibilities. Sample unit, inelud:
ing batteries, costs $2.40.

Write 1o Props and Premiums Dé
partment, TELEVISION MAGAZINE, 606°
Madison Avenne, New York 22, N'-Y--
for names and addresses of suppliert”
—or for help with any problem cOWE
cerning premiums or production aids

TELEVISION MAGAZINE - JUNE 195¢
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OF BK-68 MICROPHONE

\

Picture shows how much
smaller the BK-GB is than
the BK-6A . . . yet efficiency
is improved!

CHARACTERISTICS

L

SN
ST

www americanradiohictorv com —

%ﬁ MICROPHONE

RCA’s BK-6B Miniature Mike

e Half the size (b
L o volume) of the
BK-6A'!

* Excellent speech

balance when
talking “Off Mike!”

, e Wide range Fre-
/J quency Response!

Smallest dynamic microphone ever developed for radio and tele-
vision broadcasting! You’ll be amazed by its frequency response and
directional characteristics that provide superior speech balance
when used “off mike” or worn on the person.

Tiny ... less than three ounces in weight, this new miniature mike is
easily concealed in hand, under necktie, or corsage. Versatile . . . it
provides increased efficiency to difficuit walk-around operations,
allows performers greater flexibility and freedom of movement . . .
adds informality to every such production. Tough . . . the BK-6B
takes the roughest treatment in stride, is furnished with flexible
30-foot cable especially designed for ease of manipulation and
long life.

You'll find it a “giant” in performance for a wide variety of broad-
cast applications. Ask your RCA Broadcast Representative for com-
plete information. In Canada, write RCA VICTOR Company
Ltd., Montreal.

RADIO CORPORATION of AMER'

BROADCAST AND TELEVISION EQUIPMENT

CAMDEN, N. J.
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KEEP THIS IN MIND FOR FALL TV TIME BUYING —
TV coverage of the Nashville market will take a giant step forward

when WSM-TV completes its new tower, now under construction.

Target Date: Sepf. 30, 1956

it will be not only the tallest tower in the South, but also much more
than *just another tall tower”! It's an entirely new Kkind of tower, using a
new style antenna and a new ty pe of steel that's lighter, stronger, more
resistant to corrosion. It embodies new principles of creative design
built-in by scientists from the Massachusetts Institute of Technology
and other top-flight electronic experts. 1t will give not only unsurpassed
long-distance coverage, but will also eliminate the blind spots that
cluster around the foot of many other tall towers. One of the technieal

journals has already characterized it as “the prototype of the tall
TV tower of the future”. It will, in other words, do a coverage job that
no currently existing tall tower can possibly do.

And of course you already know that WSMTV has been telecasting at
maximum power longer than any other TV station in this market . ..,
and has always led the other two TV stations in sharce-of-audience,

no matter whose survey vou prefer.

Channel 4 Nashville, Tennessee
i NBC-TV Affiliate
Clearly Nashville’s ¥ 1 TV Station
IRVING WAUGH, Commercial Manager
_EDWARD PEIRY & CO., National Advertiting Repretentatives

WSM-TV’s sister station — Clear Channel 50,000-watt WSM Radio —

is the only single medium that covers completely the rich Central South market.

www americanradiohictorv com —
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cost per thousand

WEEKEND PARTICIPATIONS

Good audience potential and low c-p-m make weekend spot carriers a top buy

aturday and Sunday seem made

to order for the spot adver-
tiser. Through the wide variety of
participation programs available, an-
nouncements can reach almost any
kind of audience that is desired—
voungsters, men, women or the en-
tire family. The stations’ schedules
abound in children’s shows, feature
and syndicated films and sporting
events (during most months of the
vear) that can be used on a full-
sponsorship or participating basis.

Recent increases in the number of
network shows on these two days
have helped bolster the audience. At
11 a.m. on Saturday, about one fifth
of all U.S. TV sets are in use. At 4
p.m. on Sunday more than one

o ;ﬁd" L E ‘ E
WRCV-TV's Scott & Mechanical Man $1.06

quarter of all sets are turned on.

In weekend daytime, time costs are
relatively low, they come under
either B or C classifications, depend-
ing on the station. Thus, cost-per-
thousand can be extremely attractive.

The nine shows charted here are
representative of the type of buys
that can be made. Lowest ec¢-p-m
homes in this group is the $1.06
scored by Scott and the Mechanical
Man on wRcCv-Tv in Philadelphia.
Using Laurel and Hardy films and
hosted by the station’s weekday-
morning personality, Alan Scott, the
program scores a 10.0 rating in its
9 a.m. Saturday berth. (For more on
spot in Philadelphia see the report
on spot in this issue.)

Adult-slanted vehicles score well ag
weekend daytimers, too. On WXIX-TV,
Milwaukee, Picture for o Sunday
Afternoon, a feature running from
noon to 1 p.m., earns a 9.0 rating and
delivers 1,000 homes for $1.12.

Market, Station, Rating # Homes Cost per
Program & Time {Pulse, 3/56) Reached Participation C/M Homes
Atlanta, WSB-TV
Armchair Playhouse, 12:15-2 p.m., Sun 16.3 87,403 $100.00 $1.14
Birmingham, WBRC-TV
Ciseo Kid, 12-12:30 p.m., Sat 15.3 45 961 85.00 1.85
Buffale, WGR-TV
Rumpus Room, 8:30-9 a.m., Sat 9.7 45,641 70.00 154
Detroit, WJBK-TV
Cartoons for Kids, 10:30-10:45 a.m., Sun 9.0 122,051 170.00 1.39
Milwaukee, WXIX
Picture for a Sunday Afternoon,
12-1 p.m., Sun 9.0 53,555 60.00 1.12

Minneapolis-St. Paul, WCCO.TVY
Abbott & Costello, 11-11:30 a.m., Sun 12.2 69,640 80.00 115
Philadelphia, WRCV-TV
Scott & The Mechanical Man,

9-9:45 a.m., Sat 10.0 179,568 190.00 1.06
San Francisco, KPIX
Captain Fortune, 9:15-9:45 a.m., Sat 9.7 87.872 100.00 .14
Washington, WTOP-TV
Saturday Matinen, 2-2:45 p.m., Sat 10.3 62,600 85.00 1.36

40
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ACCURACY

This word, in film processing, is a very important
word indeed.

People tell you that one film processing job
is as good as an_other, and what the heck, what’s the
measure of accuracy, anyway?

Well. To answer that one would take a very long time TR
Suffice it to say here that it’s summed up in

all the operations of a processing job, where even
the smallest details are of great importance.

It shows everywhere, and it positively shines when

the film appears.on the screen.

What we’re talking about, of course, are the people
and the operations at Precision Film Laboratories.
Here attention to detail, sound, proven techniques
are applied by skilled, expert technicians to

assure you the accurate, exact processing your films
deserve to justify your best production efforts.

Accuracy is a must for TV —for industrials —for
education —for all movies.

-.-E_y
7 —

you'll see and hear

o

BURANS /7 0 v

M L ABORATORIES, INC.
21 West 46th Street, New York 36, New York

A DIVISION OF J. A. MAURER, INC.

In everything, there is one best . . . in film processing, it's Precislionr

wwwW americanradiohistorvy com _
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NBC program head Richard Pinkham selects filmed Circus Boy as hottest new show.
Web laid out $1,000,000 for it before clinching client or time slot (Sunday, 7:30-8 p.m.).

CBS program chief Hubbell Robinson cites Playhouse 90 as a major contender
(Thursday, 9:30-11 p.m.). Weekly 90-minute drama will cost $120,000 to produce.

ABC program v.p. Robert Lewine feels filmed .Jim Bowie is the most
likely winner (Friday, 8-8:30) among new shows in expanded lineup.

ey,
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WHAT'’S
AHEAD IN
PROGRAMMING

Biggest, most competitive year vet

will accent specs, drama, adventure

BY HERMAN LAND

With network schedules for Fall so crowded that
some 15 advertisers are said to be waiting outside
hat-in-hand for half-hour nighttime slots, the season
ahead promises to be the biggest, busiest, most keenly
battled in TV program history. Here's how it looked at
presstime (for detailed schedule, see page 103) :
« The wave of spectaculars set in motion by Pat Weaver
will reach a new peak, with impressive big-show lineups
on all three networks.
« “Serious” programming is due to achieve greater prom-
inence on network schedules. NBC “telementaries,” CBS
“actuality dramas.” ABC documentary specials — many
of them sponsored — will further blur the distinction be-
tween entertainment and enlightenment.
« [ven more than this past season, the yvoungster will be
the pivot around which early evening programming turns.
Sayvs ADLBC's program chief Robert Lewine: ‘‘Between
7:30 and ] p.m. the show has to appeal to children and
be acceptable to adults. Between & and 8:30 it has to
appeal to adults and be acceptable to children.” For ABC
the formula is adventure, for CBS adventure followed
by situation comedy. NBC alone is sticking to adult pro-
gramming with its musical-news combination at 7:30 p.m.
« Hollywood big-name features — ot pre-1948 vintage ——
will be given their first vegular network nighttime pres-
entation if ABC’s negotiations for new properties to
replace the British group on its weekend Film Festival
the progrvam is being shifted from Sundav to Saturday
night — bear fruit. Rumors about pending feature film
deals with the other networks continue to circulate.
« The show casualty list contains several oldtimers.
Dropped from CBS: Mama, Beat the Clock, Private Sec-
retary, Brave Eagle, Our Miss Brooks, Stage Show, ¢
Lombardo’'s Diamond Jubtlec, It's Always Jan, A

T
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CONGRESS VS.

THE NETWORKS

Once more they're crying wolf in Washington—this time they seem to mean it

BY JACK ADAMS

t may well be that the present ses-

sion of Congress will be noted as
the one that laid the foundations for
changes affecting the entire struc-
ture of national advertising, the
whole networking system and the re-
lationship between “big market” and
“small market” TV.

What should be made clear at the
outset, however, is that if any im-
portant changes are to come about,
they will not occur at this time. There
is little chance for major TV legis-
lation this year. Only a few weeks
of House and Senate sessions remain,
with leaders in both chambers work-
ing toward a mid-July adjournment,
to permit attendance at the national
conventions and give them time for
their biennial pre-election migration
“hack home.”

Hearing fireworks probably will he
sugpended until after election day
has determined who will control the
new Congress, and it could be an
entirely different story next session
after the new House and Senate have
taken over.

Meanwhile, more than a half-dozen
investigations have made this a busy
headline-making season for the com.
mittees of the ¥4th conpgress. Some
70 specific bills have heen put into
the hopper. Though most of them
may be bhuried in committees with

Jack Adams i3 o veteran Washing-
Lo correspondenl who hos covered
the FOC for the pust eight years.
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no hope of 1956 consideration, they
do present a fairly accurate reflec-
tion of congressional thinking in re-
lation to grassroots mail.

Still holding center-stage on the
broadcasting-investigation front is
Warren G. Magnuson’s Senate Inter-
state Commerce Committee with its
far-reaching probes into the TV net-
works and into the difficulties arising
from the FCC’s mixture of UHF and
VHF channels in the same commu-
nity. The committee received $250,-
000 to carry its work through '56.

In that forum, Ohio’s Senator John
W. Bricker, who, as the committee's
ranking Republican, will tuke over
its chairmanship if his party wins
Senate control in November, has
grabbed the ball and is running with
it. A close associate of FCC chair-
man  George C. McConnaughey,
Bricker is pushing a “package deal”
which could change the whole face
of television economics if Congress
should decide to go along with hisg
ideas.

That Bricker, a leader of his par-
ty's conservative wing, is no dreamy-
eyed champion of governmental med-
dling with private enterprise is well-
known, Ilis concern with TV came
dbout when new UHTT stations in his
home sfate started going under be-
cause of VHI' competition, inability
Lo wet network afliliation and a con-
sequently diminishing shave oi the
advertising dollar.

S0, an overhsul of the status qun
hus become a Bricker project.

www americanradiohistorv com

Its very vastness precludes any
possibility of hasty consideration for
the Bricker plan. But he is going to
press for it in the next Congress.
Prepared from previously confiden-
tial FCC data, his personally super-
vised and recently announced analy-
sis of CBS’ and NBC's 1954 finan-
cial results jolted many segments of
the industry—and some segments of
government.

Contending that the Columbia and
National networks “have an unprece-
dented economic stranglehold on the
nation’s television industry,” Brick-
er is plugging for these things:

1. Enactment of his 1955 bill giving
the FCC authority for strict regu-
lation of networks and their activ-
ities. Though Bricker feels the Com-
mission actually may have this au-
thority now, he claims its -enactment
“would remove the question from any
doubt and serve also as a directive.”
2. Adoption of his newly introduced
bill to prohibit any one person or
company f{rom owning TV stations
which, in sum, could serve more than
259% of the total U.S. population.
This limitation would be a substi-
tute for the present FCC rule re-
stricting single TV-station owner-
ship to seven outlets of which not
more than five may be VHF. This
present rule mukes no reference to
population,
3. Action by Congress oy the FCC to
reduce the permissible service ter-
ritories of VI stations in high-pop-
To page 97
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Senator John W. Bricker
(R.—Ohio) spearheads
attack on CBS and NDC
with charges of an
“unprecedented economic
stranglehold on the nmution’s
television industry.”

He wounld limit ownership

by persom or company

to stations reaching mo
more than 25%

of total U.S. population.
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You can get effective
color commercials
only by working within the

medium's present limitations,

says this agency man

in discussing the fundamentals

PRODUCING THE COLOR

BY ELLIOT SAUNDERS

Vou look at the color monitor
and see that the product and
the announcer have turned the same
color as their background—a bright
red. You see that the cameras are
finding it very difficult making their
shots. Around the conference table,
however, the contributions from the
art director, copywriter, and TV pro-
ducer seemed to be sound . . . what
went wrong? You failed to take into
account the intricacies and limita-
tions of this new medium, and
worked with it as though it were just
like black-and-white.

Let’s compare a black-and-white
picture with a color picture. The
black-und-white signal contains one
kind of information—brightness. It
provides lights and shadows ranging
trom light gray to black in various
parts of the televised scene. In color
TV too, you have hrightness—but in
addition to this you have color and
its intensily,

No final standards have bheen set
for color TV as yet, and some very
capable people may disagree with me

Elliot Saunders, director of the New
Yorke office of Pervin-l'avs Com-
pany, has been producing color com-
mercials for Sunbeam since the Fall
of 1954. These commercials enjoy the
digtinetion of hoving recewed speciol
commendution from the consunior
press gs well as rade eireles. Saun
ders’ privy agency associaltion was oy
senior producer with Kenyon & kel
hardl, on such occounts as Kellogy,
Ford, [incoln-Merewry, Borden and
Maoynovor
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on some points, but there are basic
rules that I have derived through
my work as producer of Sunbeam’s
color commercials on NBC spectacu-
lars and variety shows which have
served me well.

At the outset, I want to establish
that not all colors can be faithfully
reproduced by the color system at
this time. In your planning, there-
fore, you should consider colors that
range from pastel to medium value
only! Anything darker, generally,
will not get optimum response from
the system. For example, if your
product is light gray and you choose
a dark blue background, the back-
ground color will “saturate” your
product and make it blue as well.
But if you choose a lighter blue for
your background, the color of your
product will remain true. At this
stage, the system reproduces a color
one or lwo shades darker than its
{rue rendering. Using this as a guide,
yvou should choose a color one or two
shades lighter than that desired.

Let’s consider some of the specific
areas where the differences between
color and black-and-white are most
cruciil.

Makeup

Makeup is an absolute essential lor
coloy TV, No more shatl the an-
nouncer tell yon that he doesn’t need
it- -never uses it. lle does need it and
must uge it Skin tones should be
made to look as natutal as possible.
A most important fact to remember
is thal the quality of color TV repro-
duction will be evaluated om the basis
of the appearonce of skin tones.

wwWw americanradiohistorv com

Thus, the final check on cameras be-
fore airtime is for reproduction of
skin tones. It is for this purpose S
that “test-pattern girls” are used.

At one of our announcer auditions,
a very competent man with a healthy
tan was made up and put on camera.
Looking at the color monitor, I was
appalled to find that his face looked
like it was about to burst into flames.
In spite of his ability, we were un-
able to use him until his gorgeous
tan disappeared, because the color
camera brought out only its redness.

In some areas of the face, red will
make the skin look blotchy and un-
natural, so tell your talent to keep
out of the sun. Even a pale “winter”
face has some natural redness which
must be toned down, with makeup,
in the following areas: ears, lips,
nose, cheek and neck. And, of course,
makeup should be used to cover
heavy beards, dark pigments around
the eyes and skin blemishes All this
is essential to produce a normal flesh
tone on color television.

Much more time is needed to make
up for color than for black-and-white
TV. The following shows the ap-:
proximate time allotments required
in both cases:

Color B&W
FFemale (Star) 45 min. 30 min. 5
Man (Star) 15 10
Body mikeup 5 0
Men (Walk-ons) 5 0
Women (Walk-ons) 15 0

In addition, c¢olor TV’s intense
lights necessitate many touch-ups,
which involve still more time.

" To page 100

TELEVISION MAGAZINE + JUNE 1956


www.americanradiohistory.com

COMMERCIAL



www.americanradiohistory.com

Owning KFMB-TV, WNEW and “The Lone Ranger,”

runs the 2,000-acre “Corriganville—World’s \

OILMAN IN TV

Any one of Jack Wrather's properties would satisfy an ordinary millionaire

xactly how many millions Jack
Wrather has is difficult to say.
Having added two thriving broadcast
operations and the Lone Ranger
properties to his oil holdings, this
blond, balding young man carries his
wealth with the casualness of the oil
prospector who has seen it come and
go and knows he has to expect his
share of disappointments.

Back in the late forties, Wrather
now recalls with chagrin, he had an
option to buy KPix in San Francisco
for $700,000 and a chance to buy
WFAA in Dallas, where he’d made his
home since his graduation from the
University of Texas in 1939. But red
ink on the ledger was common among
TV stations in those days, and he let
the properties go.

A few years later KPix was sold
for over $8,000,000. And in recent
year’s Wrather has offered in vain
to part with as much as $9,000,000
for a Dallas TV outlet.

However, he and Mrs. Helen Al-
varez did buy Kortv, Tulsa, for
$2,000,000 in 1951, selling out three
years later to the J. H. Whitney in-
terests for $4,000,000. Wrather re-
maing on the board of directors. His
current TV-radio operations include
KFMB-AM-TV in San Diego; New
York radio station WNEw, acquired
Jast year; and the Lone Ranger prop-
erties.

Any one of a number of Wrather
properties would satisfy the average
millionaire.  Adjoining the f{amily
winter residence in Palm Springs is
the L'Horizon Hotel, which he built
four years ago to accommodate lux-
nry-minded vacationers. He owns an.
other resort hotel near l.as Vegas,

Joth are topped by the 6H0-room,
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$10 million dollar Disneyland Hotel
at Disneyland Park in Anaheim,
California, which he owns jointly
with Mrs. Alvarez.

Though Wrather once dabbled
briefly in movie production, his pres-
ent Hollywood connections are main-
tained mostly through his fabulous
“Corriganville, World’s Most Fa-
mous Movie Location Ranch,” on the
far edge of the San Fernando Val-
ley. Westerns and action films for
theater and TV are shot on its 2,000
scenic acres during the week. On
weekends and holidays, the property
doubles as a rodeo-type amusement
area. Wrather plans to develop it still
further—into the outstanding ‘“Old-
West” amusement park in the
country.

“Developmental financing” is the
term Wrather uses to describe his
business activities. He is interested
in “properties which have growth
prospects but which have not had
these prospects fully developed and
prospected.”

This attitude reflects a boyhood
spent at the side of an oil pioneering
father who would make million-
dollar deals walking down the street
and close them with a handshake.

Wrather was born 38 years ago, in
Amarillo, Texas, and into a way of
life that takes risks for granted.
Those in the oil business learn to
live with the fact that all the ex-
pensive drilling may turn up noth-
ing but a dry well. Wrather insists
that “oil is for an oil man who has
grown up with it,” and always re-
fuses friends’ pleas to take them into
oil-drilling projects. A series of dry
welly, he points out, can often un-

nerve an outgider and could even
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has crews drilling for oil in nine states

Amarillo-born Jack Wrather

finds oil and broadcasting can

make a profitable mixture

This busy “developmental financier,

as he terms himself,
supervises three luxury hotels

Most Famous Movie Location Ranch.®

threaten the friendship.

Summing up his feelings about the
oil business, he says: “You have tg
be in oil for more than the money,
but you can’t be in it withou
money.”

Four years ago he made one of the
largest oil discoveries in northern
Texas. There isn’t a day in the year
that he doesn’t have four or five wells
drilling somewhere in the country
At the present time, his drilling
crews are working in nine states.

Slim, youthful looking, Wrathe
stands about five-ten, is reserved i
manner. He is married to screen ac-
tress Bonita Granville and has four
children—two from his present mar
riage, two from his first to Molly &
O’Daniel, daughter of the former
Texas governor. When not in Palm
Springs, the family lives in Holmby =
Hills, Los Angeles. It is a busy eX-
istence, with many visiting friends,
oil men, actors, bankers, industrial-"
ists.

Because he is generally affable, &
some who've approached Jack
Wrather to  back  promotional
schemes conclude that he is merely
a rich young man careless with his
money. They are wrong. As one asso-
ciate puts it: “Jack never has you
around or in business with him bes
cause he likes the color of your eyes
or the way you part your hair.”

e has a habit, sometimes discon-
certing, of stating objections clearly
at the outset of a deal, on the theory
that *more misunderstandings arisé
by people not speaking their minds,
not making their intentions clear at
the start, than in any other way.” .II'

[Far from an absentee owner, he i8S

To paye 107
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Feature and syndicated
films lock

horns with "Tonight" in
fight to capture

the steadily growing

nighttime audience

THE LATE-NIGHT

Tomight, whose debut sparked a sharp increase in late-night set use, generally holds up in contest with local entries.
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Feature film—Tonight’s most successful competitor.

PROGRAM BATTLE

41Y ED FELDMANN

hat type of programming has

been most successful against
Tonight, the sole network entry in
'the late-night sweepstakes?

What are the stations scheduling
ifter the networks sign off?

What are the leading program
‘types during this period?

To both advertisers and stations,
late-night programming is becoming
increasingly important, largely as a
‘result of the strong upward sets-
in-use trend sparked by Tonight’s
debut. Since the Steve Allen vehicle
.appeared on the scene less than two
years ago, 11 p.m.-midnight set use
has gone up by better than 20%—
roughly one out of every four sets
In the country is now turned on dur-
ing this hour.

Late-night programming can be
'divided into four distinct areas, each
with its special features and prob-
lems. These are:

1. The period occupied by Tonight
 and its competition.

2. The period beginning with the
.close of network option time.

3. The 11 p.m. (earlier in the mid-
west) news-sports-weather block.

4. The late-late-night period, through
sign-off.

"Tonight'' and its opponents

' In the Tonight-versus-local program-
ming contest, the network stanza

TELEVISION MAGAZINE « JUNE (956

makes a strong showing in most
markets. [ts most universaily sue-
cessful competitor is feature films—
the same program type that Tonight
displaced when it was introducead.
When the backlog of Hollywood ma-
jors eventually becomes absorbed
into the stations’ schedules, features
might gain and set use climb still
higher.

Here’s how the battle looks now in
some key markets, as rated by March
ARB:

In Atlanta, where it is slotted in
the 11:30 p.m.-1 a.m. period on
wSB-TV, Tonight wins a clear victory.
From 11:30 p.m. to 12:30 a.m., it
faces wLw-A’s Sky Theatre and pulls
a 4.1 average rating to 1ts opponent'’s
2.0. During its final half-hour, To-
night averages 2.1. The market’s
third station, WAGA-TV, signed off at
11:30 p.m. during the particular
month studied.

How well Tonight can do against
the combined strength of several fea-
ture and syndicated films and a local
show is seen in Minneapolis-St. Paul,
where it runs 11 p.m. to midnight on
KSTP-TV. With a 5.1 average rating
across the board, Tonight dominates
the hour. Facing it are the follow-
ing: On wWCCo-Tv, the final 15 min-
utes of Amos 'n’ Andy, which pulls
a 5.1 five-day average for the 11-
11:15 p.m. segment against To-

www.americanradiohistor\ﬁt‘om____

wight's 5.8 for the sam= peviod. The
remainder of the hour on WCCO-TV
is filled Monday through Thursday
with syndicated films, Les Paul and
Mary Ford, Dateline Europe; on Fri-
day the station programs a local
show, Your Reserved Table. The com-
bined Monday-Friday rating for the
45 minutes is 1.8.

The other two stations in the mar-
ket run feature films during the en-
tire hour. KEYD-TV’s Nightcap Movie
draws 1.7 for the week, WTCN-TV's
Farly Movie pulls 3.5.

In Los Angeles, where it is aired
by KRrRcA from 11:30 p.m. to 12:30
a.m. Tonight does not fare as well.
During its first quarter-hour, it
ranks third on Monday, Tuesday and
Wednesday, when it is outrated by
the final 15 minutes of KTTV’s Public
Defender, and by KNXT's Big Hit
Movies. On Thursday and Friday
when Big Hit Movies does not run,
Tonight ranks second, behind Public
Defender.

At 11:45 p.m., Tonight competes
with s many as six feature films on
some nights. Here, for example, is
the picture for Friday: On KNXT,
Twin Photoplays and Late Show—
0.2; on KTLA, Movie Theatre—0.2:
on KABC-TV, Nightcap Theatre—0.5
on KHJ-TV, Starlight Theatre—0.7
on KTTv, Jackson's Theatre—1.1: o

To
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ADVERTISING

RESEARCH

BY ABBY RAND

Fo U N DA I Io N In a business which lives by facts

and figures, any group devoted to
“encouraging more and better re-
search’ should be well known and
universally accepted. Yet the Adver-
tising Research Foundation, which
does just this, has received little at-
tention from anyone outside its sub-
scribers and the dedicated band of
accomplished and what more can it do volunteers who labor on its many

committees.
The ARF represents advertisers,
. agencies and media, and is sup-
to provide the tools needed ported by subscriptions from these
groups. It is a non-partisan, non-
profit effort backed by such blue-chip
to make advertising more effective? advertisers as P&G, General Foods, .
Ford, General Electric, American To-
bacco; such agencies as BBDO, Me-
Cann-Erickson, J. Walter Thompson,
Y&R, Esty: the networks, most of the
country’s top publishers and sixteen
universities.

To tackle the mammoth job of rais-
ing the standards of advertising re-
scarch, the ARF has a non-mammoth
annual subscription income of someé
$200,000. I{ has a professional staff
of 23, s real wealth however lies
in the contributed services of some
of the most knowledgable men in re-
search today. Representative of the

What is it? What has it
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uality of this Brain Trust are:
'BDO’s executive v.p. Fred B. Man-
hee; chairman of the executive com-

nittee of William Esty Company,

ne., W. H. Wulfeck; Lever Bros.
.p. for advertising, Henry Schachte;
. Walter Thompson's v.p. and direc-
or of research, Arno H. Johnson.

There have been some rumblings
f discontent with the progress that
.RF has made since it adopted its
resent form in 1951. Critics say
1at its pace has been irritatingly
low. Partisans, by way of answer,
oint to the diversity and scope of
¢ ARF program, which since 1951
as included such projects as set
ounts, print and broadcast ratings,
iedia-study appraisals and work on
notivation research. The most recent
ccomplishment to receive industry-
vide publicity was the estimate of
'V kouseholds by counties, based on
he Census Bureau's “Current Popu-
ition Survey for June, 1955.”

Comments an agency researcher
ctive in ARF: “The most competent
1en in the field worked on the pro-
ect. No, we don’t have perfect data
ow, but we have highly improved
ata. It's 2 major advance, and it
ook the ARF to do it!”
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This adman is of the opinion that
ARF has muade considerably more
progress on the ratings question than
is generally recognized. “The ‘Rec-
ommended Standards’ published last
year,” he states, "‘may have been only
a first step, but it was a vital one.
The committee (G. Maxwell Ule of
Kenyon & Eckhardt, E. L. Deckinger
of Grey, Don Coyle of ABC) started
its attack on the confused rating sit-
wittion by working out what the ideal
rating should be.

“The ‘Recommended Standards’
hasn’t changed anyvbody’'s current
practices. Its effect will be felt 15
or 20 vears from now. The booklet
is now a textbook. It’s in university
libraries. The next generation of ad-
ministrators will have learned *This
i1s right.” They are the ones who will
do something about it.”

“Is such long-range thinking prac-
tical? Of course! To Le practical vou
have to start with realistic theory.
You set up a forum, a rallving point
tor the best technical people avail-
able.”

A good example of why the ARF’s
partisans  are unconcerned about
complaints that it is “providing ves-
terday’s answer tomorrow” is the
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"hey marshall the ARF's volunteer Brain Trust in a broad program for better research: (l. to r.) Dr. D. B. Lucas, technical
irector; William A. Hart, former DuPont ad chief, now ARF president; J. Walter Thompson’s Arno H. Johnson, technical
ommittee chairman; Wildroot's J. Ward Maurer, chairman of the ARF’s board; A. W. Lehman, managing director of ARF.

work of the All Media Audience Com-
mittees. One group headed by P&G’s
Roger Humphries, is planning a broad
scale study of magazines to find a
vardstick of the audiences yvielded by
various combinations. This is a proj-
ect long requested by the ANA. The
second group, the Audience Concept
Committee, of which K&E’s G. Max-
well Ule is the chairman, is attempt-
ing to develop a concept of audience
that can be applied interchangeably
to all media.

Thus, say the ARF proponents,
these researchers are able to work
on basic problems that affect their
day-to-day work but ecouldn’t be
solved by individual daily effort. To
reach a practical end, they're using
the most practical means—theoret-
ical discussion.

The ARF does get into more tan-
gible matter. It offers three services
to media undertaking their own re-
search—advance  eonsultation  on
plans, validation and supervision of
projects, appraisal of studies alveads
done.

An executive who supervises the
print advertising of a large tooc
ompany felt that “Surveys mac
media are now of better ¢

i

'!1

x
| {



www.americanradiohistory.com

THE ARF From preceding page

We're getting better, more sophisti-
cated stuff. Now an advertiser seeing
that a survey has been validated by
the ARF feels it has the equivalent
of the Good Housekeeping Seal of
Approval. He knows that, from the
formulation of the problem to the
tabulation of results, it’s been super-
vised by competent, impartial ex-
perts.”

In the past two years, ARF has
appraised seven research projects,
including NBC’s ‘“Television’s Day-
time Profile” and Life’s “A Study
of Four Media.”

Validation, consultation and ap-
praisal, like all ARF projects are
supervised by the technical commit-
tee headed by J. Walter Thompson's
Arno H. Johnson.

In its early days, the ARF was re-
sponsible for the Continuing Study
of Newspaper Reading, done between
1939 and 1952. These are still
valued as indications of readership
for various kinds and sizes of news-
paper ads.

Due to come out this month, but
already highly applauded, is the
Study of Printed Advertising Rating
Methods. It’s regarded as one of the
ARF’s most important tasks.

No one could accuse the Founda-
tion of being print-minded. When it
was originally set up in 1936 by the
AAA and ANA its chief interest was
print, but that has changed. In 1951,
it hegan to accept media owners as
subscribers. Its 23-man Board of Di-
rectors, headed by Wildroot’s J.
Ward Maurer as chairman and
Iisty’s W. H. Wulfeck as vice-chair-
man, represents all three groups. In
addition to CBS’s Arthur Hayes and
ABC’s Robert Kintner, many board
members come from companies and
agencies thal are heavily involved
in TV. The ARF huas delved into
problems pertaining 1o all media, in-
cluding  transportation  advertising
and window display, and such non-
media  areas  as  motivalion and
market research.

The TV industry will have a good
chance to test ity desire for hetter
ratings next year when the ARE
hopes to he ready to raise money
for the radio-TV ratings commitiee’s
gecond giant step- the controlled ex-
periments that permit cach ruting
method Lo be observed in wction, com-
paring the actual procedurcs with
the recommended ideal. One commit-

To paye 107
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ABC’'S OF ARF

What is the ARF?

The Advertising Research Foundation is a non-profit organization supported
primarily by subscriptions from advertisers, advertising agencies and adver- |
tising media who advertise, operate or sell advertising nationally or regionally.

What does it do?

Conducts fundamental research studies of industry-wide importance. Helps
advertisers and agencies obtain more accurate and trustworthy information
to increase the effectiveness of their advertising. Assists advertising media
in planning and conducting research which will have greater acceptance by
their customers because it has been approved by impartial experts.

Who runs the ARF?

The ARF is governed by tripartite Board of Directors on which advertisers,
advertising agencies, and advertising media who subscribe to the Foundation,
have equal representation. Executing the Board’s policies are 21 paid staff
people under president Hart and managing director Lehman.

Who are ARF's subscribers?

ARF hus more than 220 subscribers. Among them are the American Association
of Advertising Agencies and the Association of National Advertisers, the two
organizations responsible for creating the Foundation in 1936 and sponsoring
it until ARF was reconstituted as a tripartite organization in 1951.

Who are the officials and directors?

J. Ward Maurer, Wildroot Co., Inc., Chairman; W. H. Wulfeck, William Esty:
Co., Inc., Vice-Chairman; William A. Hart, President; A. W, Lehman, Munag-
ing Director; E. P. Seymour, The Crowell-Collier Publishing Co., Treasurer;
Edward F. Herrick, Secretary; D. B. Lucas, Technical Director; Gilbert H. Weil,
General Counsel. DIRECTORS: Sherwood Dodge, Foote, Cone & Belding; Ben
R. Donaldson, Ford Motor Co.; Bay E. Estes, Jr., US Steel Corp.; Frederic R.
Gamble, AAAA; B. B. Geyer, Geyer Advertising, Inc.; Arthur H. Hayes, CBS
Radio; Arno H. Johnson, J. Walter Thompson Co.; Robert E. Kintner, The
American Broadcasting Co.; Walter C. Kurz, Chicago Tribune; F. B. Manchee,
Batten, Barton, Durstine and Osborn, Inc.; Frank W. Mansfield, Sylvania Elec-
tric Products, Inc.; Fergus Mead, The Buchen Company; Paul Montgomery,!
McGraw-Hill Publishing Co., Inc.; Vernon C. Myers, Look Magazine; Charles.
A. Pooler, Benton & Bowles, Inc.; Henry Schachte, Lever Bros. Co.; D. P.
Smelser, The Procter & Gamble Co.; John C. Sterling, This Week Magazine;
Paul B. West, ANA.

Who are the men steering its committees?

J. Ward Maurer, Wildroot Co., Inc., Chairman, Executive Committee; E. P!
Seymour, The Crowell-Collier Publishing Co., Chairman, Finance Committee;
Arno H. Johnson, J. Wulter Thompson Co., Chairman, Technical Committee;
Sherwood Dodge, Foote, Cone & Belding, Chairman, Projects Planning Com-
nmittee and Committee on Printed Advertising Rating Methods; Lyndon 0.
Brown, Dancer-Fitzperald-Sample, Ine., Chairman, All Media Audience Com:
mittee and Working Committee on Radio-TV Rating Standards and Methods)
G. Maxwell Ule, Kenyon & Eckhardt, Ine., Chairman, Audience Concept Sub-
committce; Roger Humphries, The Procter & Gamble Co., Chairman, Consumel
Magazine Audicnee Subcommittee; Edward B. MacDonald, Young & Rubicam
Inc., Chairman, Subcommittee Appointed to Draft Plan for Magazine Audiencé
Study; Ben R. Donaldson, Ford Motor Co., Chairiman, Subscriptions Committeer
W. I Wulfeek, William sty Co., lne., Chairman, Committee on Motivatiol
Rescavch; K. L. Deckinger, Grey Advertising, Chairman, Radio-TV Ratings Re-
view Committee; Hal Miller, Benton & Bowles, Ine., and Jay Bliasberg, CBS-TV
Co-Chairmen, Working Committee to Ingpect and Review the Research Pracs
tices of the Rating Sevvices; Harey 1. Wolfe, Colgate-Palmolive Co., Chairmal
Working Connmitlee on Specific Rating Problems.
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The American Broadcasting Company

announces the appointment of

BLAIR-TV

as national representative for

WABC-TV new vorx
KOO_TV SAN FRANCISCO

EFFECTIVE JUNE 1, 1956

Two ABC-owned television stations—

WBKB Chicago and WXYZ-TV Detroit BL Al R -Tv

—have been represented since 1952 by
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LOOK BEHIND
THE CALL LETTERS

for CONSISTENT Coverage

Coverage really means people—men, women, and
children who are genuinely interested and re-
sponsive. Within WWJ-TV’s coverage area, there

are 6,370,000 of them who tune 1,610,000 TV dials
to Detroit’s Channel 4 with consistent enthusiasm.

Careful analysis of survey data, reports from
dealers, mail from viewers and other meaningful
indicators of real coverage prove the impact of
WWJ-TV on such big-spending markets as Flint,
Pontiac, Port Huron, Jackson, Ann Arbor, and
Toledo.

When you consider Detroit, look behind the call letters.
Buy WWJ-TV for CONSISTENT coverage.

ASSOCIATE AM-FM STATION WWw)J

/—)Flrsl in Michigan - owned & operated by The Detroit News

National Representatives: Peters, Griffin, Woodward, Inc.
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DO THEY

REMEMBER

YOUR

‘COMMERCIALSA

New York leaders in TV recall—beer:

Piel, cigarettes: Chesterfield,

zars: Ford, appliances: Westinghouse

iel's, Chesterfield, Ford and
Westinghouse—these were the
brands that led their product cate-

i gories in recall of TV advertising in
| TELEVISION MAGAZINE’s most recent

survey of the New York metropolitan
area.

Piel’s shot up from fifth place
among beers in August, 1955, to first
place in April, 1956. The much-
discussed Harry-and-Bert commer-
cials obviously have been effective in

| registering the brand name. How-

ever, on use—actual presence of the
brand in the home at interview time
—Piel’s remained in the number four
spot it held in the August study.
TELEVISION MAGAZINE has been
conducting these studies since 1953.

TELEVISION MAGAZINE - JUNE 1956

The issues in which previous results
were reported are noted at the end
of this article.

Because of the seasonal pattern of
beer consumption and advertising,
use scores were generally lower in
April than they had been in the sum-
mer survey.

Three beers gain in recall

Gains in recall of TV advertising
were scored by Schlitz, Pabst and
Krueger. Knickerbocker, although
dropping in recall, picked up slightly
in use.

When the August study was made,
Ballantine, Schaefer, Chesterfield
and Lucky Strike were heavily in-
volved in baseball sponsorship. The

www americanradiohistorv com

current survey was done before the
start of the new baseball season.

Among the 1,000 people inter-
viewed by Pulse, Chesterfield held its
number one spot among cigarettes
both in TV recall and use, although
the brand did not have as big a
margin over its competitors as it had
in the previous count.

Between surveys, sizable gains in
brand registration via TV were made
by Camel, L&M, Marlboro, Old Gold
and Pall Mall. Rising use of the filter
brands is indicated by the climb of
L&M, Marlboro and Winston, which
respectively ranked sixth, eighth and
ninth in the first survey. Now the)

are third, fourth and seventh.
To par
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food
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use

"WCBS-TV

than any
other
New York
television
station?
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Because
WCBS-TV

CBS Owned, Channel 8, New York
Represented by CBS Tvlevision Spo: Sales

- reaches
more
women...
virtually
as many
in the
daytime
as all

six other
television
stations

. combined!

. - _3 - -
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AUDIENCE STUDY From page 65

In the automobile category, Ford
was first in recall of TV advertising,
followed by Mercury, Chevrolet and
Dodge, in that order. The heavy
spending of the automakers is re-
flected in their unusually high recall
scores, as 4 group. Television expo-
sure for seven companies was remem-
bered by more than one fifth of those
interviewed.

Among heavy household appliances
—refrigerators, washers or dryers—
Westinghouse was the brand most
frequently mentioned as having been
noticed on TV. Next came General
Electric and Frigidaire.

Next month, recall and use of these
same product categories in Chicago
will be studied.

How this survey waos done

For TELEVISION MAGAZINE's Continu-
ing Study of the TV Audience, The
Pulse, Inc. made 1,000 personal inter-
views during the first week of April
in the New York metropolitan area.
For each of three product categories
—Dbeers, cigarettes, automobiles—the
following questions were asked:

1. What brands have you seen adver-
tised on TV in the last two weeks?
2. What brands do you use?

In addition, respondents were
asked what brands of heavy appli-
ances they had seen advertised, par-
ticularly refrigerators, washers or
dryers.

The objective of these surveys is
to obtain some comparative meuasure
of brand registration. Obviously,
while these findings cun be most
meaningful in terms of an adver-
tiser’s own duata, comparisons be-
tween products and between cate-
gories do indicate effectiveness.

It should be remembered that use
figures represent incidence in homes
and nol sales volume. On many
points, however, the data is close to
the sules ranking of the brands in
the New York murket.,

When earlier surveys appeared

Parallel gtudies of beers and ciga-
rettes were published in previous s
ues of TELEVISION MAGAZINE., Sur
veys on New York appeared in Sep-
temher, Getober, November, 1953,
IPehroary, December, 1954 GUctober,
1955, Results of a survey done in
Chicago appeared in November,
1955, one on Los Angeles in Decems-
her, 1955, TND

68

HOW THEY RANKED IN NEW YORK

Use figures represent incidence of brands in home and not necessarily sales volume.

BEERS
BRANDS RECALLED BRANDS USED
APRIL, 1956 AUGUST, 1955 APRIL, 1956 AUGUST, 1955
Rank Brand % Rank Yo Rank Brand % Rank %
1 Piel’s 57.5 5 18.8 1 Rheingold 16.5 2 19.2
2 Ballantine 24.0 2 33.0 2. .. Ballantine 150 1l 213
3 Rheingold 21.9 4 21.0 3 Schaefer 14.9 k) 189
4 Schaefer 20.1 1 33. 4. Piel's 7.6 4 7.2
5 Schlitz 16.1 7 103 5. _Schlitz 4.9 7 42
6. . Knickerbocker 1.7 3 22.4 6. . Knickerbocker 6.8 5 5.3
7. Pabst 11.4 6 .10.4 7. . Pabst 4.2 6 4.6
8 Krueger 7.9 8 3.2 8 . Miller 3.8 Q 2.6
9 . Budweiser 3.0 9 2.6 9 . Budweiser 3.3 8 2.8

CIGARETTES

BRANDS RECALLED

APRIL, 1956 AUGUST, 1955
Rank Brand o Rank Yo
1. . Chesterfield 46.0 1 .52.0
2. .Lucky Strike 36.2 2 345
3 Camel 26.7 3 .14.5
4 . . Pall Mall .23.7 4 12.2
5 Winston .20.7 6 .10.8
6 L&M 18.3 4 2.2
7....0ld Gold 113 9 6.6
8 . Philip Morris 9.0 7. 8.6
9 ... Marlboro 8.0 il 4.3
10 . Viceroy 7.9 8 8.4
n Kent 3.5 10 5.0
12 Kools 3.4 - - —
12 .. Encore 3.1 — —

BRANDS USED

APRIL, 1956 AUGUST, 1955
Rank Brand % Rank %
1 Chesterfield 15.1 1 209
2 Pall Mall 11.0 2 118
3 _L&M 8.3 6 5.2
4  Marlboro 8.0 8 3.6
5 .. Camel 6.5 3. 7.1
6 Lucky Strike . 5.0 4 6.8
7 .. Winston 4.4 9 30
8  Philip Morris 4.0 5. .53
9 . .Viceroy 3.9 7. . 54
10 .. Old Gold 2.3 10.. .22
11 . Raleigh 2.2 10. 2.2
12 .. Herbert Tareyton 1.7 12 . 20
13 . .Kools 1.3 13. 18

AUTOMOBILES
Brands Recalled Brands Owned
APRIL, 1956 APRIL, 1956
Rank Brand E Rank Brand
I Ford 34.8 | . Chevrolet 12.3
2 Morcury 30.4 2. Ford 9.5
3 Chovrolot 29.0 3 . Plymouth 7.6
4. . Dodge .25.0 4 Buick 6.4
5 .Oldsmobile 21.5 5 Pontiac 6.3
6 Do Soto 21.0 6 . Oldsmobile 5.9
/ . Buick 20.1 7/ Dodge 5.0
8 Llincoln 19.3 8 _.Chrysler 29
Q@ Chrysler 19.0 8 Mercury 2.9
10 Plymouth 17.3 10 De Soto 1.9
Il Pontiac 8.2 11 .Studebaker 1.7
12 Nash 3.5 12 . Cadillac 1.5
13 Studobaker 2./

www americanradiohistorv com

HEAVY APPLIANCES

BRANDS RECALLED

APRIL, 1956

Rank Brand %
1 Westinghouse 36.4
2 General Electric 29.6
3 Frigidaire 15.0
4 ‘Whirlpool 109
5 Maytag 8.1
6 Bendix 6.4
7 Kelvinator 55
8 Philco 49
9 Hotpoint 4.6
10 Amana 4.5
n Norge 28
12 Crosley 2.6
13 . Admiral 24
14 .Easy 22
TELEVISION MAGAZINE « JUNE 1956
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Advertisement

I. 1. spot editor

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

SARRA

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

This series of one minute commercials by SARRA entertains while it informs and does an out-
standing selling job for Wonder Bread. Ingenious animation graphically compares the enera
expended by hardworking adults and active children in everyday activity . . . then specific.
spotlights the nutritional values contained in Wonder Bread for growth and general well
being. Produced by SARRA through TED BATES & COMPANY for CONTINENTAL BAKING
COMPANY, INC.

HELPS YOU BUILD A SARRA, Inc.

New York: 200 East 56th Street

STRONG BODY 8 WAYS Chicago: 16 East Ontario Street

Created and produced by SARRA, this series of 20-second spots and 8-second ID's does a
torceful selling job for O'Keefe's Extra Old Stock Ale and Old Vienna Beer. A clever combi-
nation of animation, stop motion and live action photography concentrates on establishing
high memory recall of the product's name and label. The bouncy jingle reiterates, ""Be brief:
say O.K. for O'Keefe's."” Created and produced by SARRA for CENTURY IMPORTERS, INC.
(division of Canadian Breweries, Ltd., Canada) through COMSTOCK & COMPANY.

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

A Disneyland opening sets a festive party mood for Aunt Jemima Party Pancakes in this series
of 60-second spots with a 30-second adaptation by SARRA. VYoice-over audio and live action
photography of the product in use, appetizingly present the taste pleasure to be enjoyed by
making pancakes with Strawberry, Chocolate, Egg Nog or other favorite flavors. Strong package
identification supports rather than dominates the basic taste appeal. Produced by SARRA for
THE QUAKER OATS COMPANY through J. WALTER THOMPSON COMPANY.

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

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

SARRA, Inc.

New York: 200 East 56th Street
Chicago: 16 East Ontario Street

www americanradiohistorv com —————————————— ]
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HOW THE
WORLD’S LARGEST'

USES TV

Sears Roebuck, pleased with local television results
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RETAILER

plans national drive in fall

using TV successfully in a number of markets is

| in itself important. When this company, whose net

sales ran over three billion dollars last year, decides to

go national on TV, the move is of great significance to
all advertisers.

Sears Roebuck, which has over 700 retail outlets in
the United States and its territories, is so happy with
the success of its individual operations in a number of
markets, that it is launching its first national TV cam-
paign this Fall.

Because of the size and scope of Sears, more important
than isolated sales successes with specific items is how
the medium is used by the chain.

“We are reaching people we have never reached be-
fore,” says the manager of the San Diego Sears, J. L.
Williams, speaking of the TV campaign that began in
October with blocks of daytime minute spots on KFMB-TV.
To this saturate-the-housewife drive were soon added
participations for fashion items in the live Joe Graydon
afternoon show on the same station; the response ‘‘ex-
ceeded all expectations.” Next, Sears added minute spots
in the evening, bought on long-term contract. These
were supplemented with daytime and nighttime package
Flans of 10- and 20-second spots, as special store events
took place and as budgets permitted. Next step might
be purchase of a half-hour show.

“We feel television has a definite place in our future
advertising expenditures,” says Williams. “At present
we are making studies and reviewing our budgets for
advance plans on how best to display our merchandise "Hello. I've been keeping a tally of my trips to the refrig-
on TV to the people in the San Diego market.” erator. You'll notice that today my score was twenty-one.

Sears’ success in San Diego has been repeated in other
markets. TELEVISION MAGAZINE examined Sears’ current
TV use in several of these areas and in one market, Los
Angeles, photographed and tape-recorded the commercials

The fact that the world’s largest retailer has been

SEARS’ LOS ANGELES COMMERCIALS 5 13,56
FIRST: COLD SPOT, DONE LIVE BY PAM MORGAN

Five trips to the freezer—sixteen to the central storage area.
That means that four out of every five trips were for food
kept in the refrigerator section, and that is exactly the reason
for the design of this eleven-point-two cubic foot Cold Spot
supermart refrigerator. By placing the freezer drawers at the

as they came Oﬁ‘ the ?”" bottom foods more frequently used are raised to the upper
Store advertising is handled autonomously. TV use section, a new convenience level. No more straining or bending
varies from city to city, but there are some similarities. during those four out of five trips to the refrigerator. Then
The company outlets seem to favor syndicated film and for that one out of every five trips simply roll out the larg:
they have been able to clear prime time for it. drawer, and believe me, selection is so much easier, eve
To next page an enormous supply of frozen foods like this . . . and

TELEVISION MAGAZINE ° JUNE 1956
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HOW SEARS, THE WORLD'S LARGEST RETAILER, USES TV From preceding page

there is storage space for everything in this supermart, and notice this

. a sliding service tray to help transport those cool fresh salads
and desserts right to the table. . .. And on the door a storage compart-
ment for butter, plus three handy service shelves for finger-tip selection
of those smaller more frequently used items. To add to this convenience,
a door positioner holds the door wide open, or at a ninety degree
angle. . . . All this—and defrosting is completely automatic. You do
absolutely nothing. Just forget about your defrosting problem com-
pletely, and you'll forget about your budget problems too, when you
hear these savings—Originally $349.95 for this eleven point two cubic
foot Coldspot supermart, now just $284.88—while limited quantities last.
That's a great big saving of over $65 . . . and a five-year protection
plan is included at no extra cost. All you need is ten dollars down on
Sears' easy terms. Naturally, whatever Sears sells is backed by
Sears' service, and you do buy with Sears nationwide guarantee of satis-
faction or your money back. So be sure to stop into your nearest Sears

store tomorrow and save over sixty-five dollars.”

SECOND COMMERCIAL‘: FOR TRAY TABLE

"They're a must in every home, and they're tonight's TV special from
Sears. Handy TV tray tables now selling at almost half the regular price.
I like to use them for snacks while watching television, but they're
perfect for buffet dinners and parties—ideal out on the patio—or in
the garden, too. And the legs are plastic tipped to protect your carpet-
ing and hardwood floors. And for storage you just fold it flat like this,
to fit the smallest area—and by the way, this beautiful stain-resisting
tray is removable to provide a separate serving piece. Your choice of
the loveliest patterns and colors—anthemion, ivy, greenbrier and a host
of other smart designs. Now the regular price of this handy TV table
is two forty-five, but for three days only—Monday through Wednesday,
Sears' price is just a dollar thirty-three each. Think of it. That's almost

half price. So stop into your nearest Sears store tomorrow for several
. at this special sales price. Now this is Pam Morgan reminding
you that all roads lead to Sears.”

In Los Angeles, two half-hour films are used. On Sun-
day the vehicle is Dr. Hudson’s Secret Journal and on
Wednesday, Waterfront, both on KTTV at 9 p.m.

In Houston, Amos 'n’ Andy is the film show, Sunday
at 9 p.m. on KPRC-TV. In this market, Sears has been on
the air with at least one nighttime syndicated show
for the past three years and, during the past winter, it
had two.

In other markets, like San Diego, Chicago, and
Detroit, spot announcements and participations form the
backbone of the campaign. In Chicago, Sears has had
a4 daytime participation each day in Bob and Kay on
WNBQ and, until recently, it also sponsored a 30-minute
locally produced panel show, Ask Mr. Pixie, at 10:30
Wednesday night on wWNBQ.

In Detroit-Windsor, a participating announcement
has been carried on Monday and Wednesday at 1:45
p.m. in CKLW’s Shopper Show, a three-hour program run-
ning two features back to back.

Although its commercials plug specific merchandise,
usually featuring basic lines in which Sears has house
brands, building store traffic seems to be important, too.
In Los Angeles, a “TV special” is featured every week
and the commercials end with reminders to “drop into
the nearest Sears store.”

In San Diego, commercials have plugged everything
from appliances to men’s wear. Done by a male or female
announcer, depending on the nature of the product, the
pitches are usually live.

In Houston, Sears has built up a library of silent film
commercials. These can be presented over and over again
with different live voice-over narration and pricetag
slides, providing both flexibility and economy. A local
photographer shoots the 16-mm film right in the store.
When the viewer sees Sears merchandise, he sees it just
as it is displayed on the counters. The voice-over narra-
tion can be changed every time it is used, accenting
different competitive points or price changes.

If an item scheduled for TV exposure is sold out, a
substitute commercial can be pulled off the shelf. If there
1s a special offer, slides can be added to the film footage
as well as being incorporated into the audio.

In the Los Angeles program monitored on May 18,
Dr. Hudson, 9 p.m., two live commercials were used in
addition to a voice-over-slide opening and close which is
used each week.

The first commercial, coming at 9:12:30, was a dem-
onstration of a Cold Spot refrigerator (a Sears brand)
that ran two minutes, 15 seconds. It was delivered by
Pam Morgan in personalized, informal style, a la Betty
Furness.

The second commercial, toward the end of the show,
was a one-minute plug for Sears’ weekly “TV special,”
again delivered by Pam Morgan. In this case, a TV tray
table marked down from $2.45 to $1.33, the offer was
good for Monday, Tuesday and Wednesday.

The program signed off as it had opened, with a slide
showing the name “Sears” in a eircle,

Interestingly, Sears’ close competitor, Montgomery
Ward, is now engaged in a 70-market test with film spots
on ity big-ticket items. Ward also plans to launch an all-
out national campaign in the Fall. END

TELEVISION MAGAZINE =+ JUNE 1956
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he president of a southern sta-
tion, responding to the ques-
ions charted to the right, checked
ff 30 areas in which he would like
o get more help from his rep, then
nquired: “Is there such an animal?”

The answer is yes.

)} More and more, reps are becom-
ng “working partners” of their sta-
dons, in addition to carrying on their
raditional role of salesmen. Stations
tave always relied on the reps for
dvice about most aspects of their
iperation. Now, because of TV’s in-
ireasing complexity, the reps are
tepping in and implementing—or
fctually performing—many of the
unctions once handled by the sta-
tions alone.

Years ago, the only action stations
vanted from their reps was sales
ction. Now the stations are enthu-
iastically asking for support in eve-
v facet of promotion, research and
rogramming, and in such diverse
ields as network and trade-press re-
ations.

Because this is a relatively new
levelopment and one that affects ad-
‘ertisers and agencies as well as
hose who sell TV, TELEVISION MAGA-
INE asked station men to give their
'iews. The responses, from 124 gen-
ral managers and national sales
nanagers, point up the dramatic
‘hange and increase in the reps’
vorkload.

Many of the station men noted that
heir reps were now doing more over-
l presentations on behalf of their
narkets in general as well as com-
jetitive presentations on the lead-
wrship of the station and special
Jresentations to specific accounts.
I'he reps are now giving more coun-

To page 106
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A NEW ROLE
FOR STATION

REPRESENTATIVES

low they get into many management areas, go far beyond basic sales job

A SURVEY OF 124 STATIONS APPRAISES THE REPS' EXPANDED FUNCTIONS

Reps Have Stations Get More  Note No Gain,
Increased Want More Aid, Want Don't Ask
Service Service Still More  For More Aid “
I
PROMOTION I
General presentations on bhehalf of market . .. 46.0% 37.1% 6.4% 10.5%,
Competitive presentations on station leadership . . .. 40.3 33.9 2.4 23.4
Presentations to get specific accounts on station ... 45.2 39.5 7.3 8.1 o
Doing presentations on local programs, facilities ... 40.3 33.9 2.4 23.4
Counsel on planning, preparing national ad campaign . 37.] 27.4 1.6 33.9 ‘
Counsel on audience promotion ... . 33.1 26.6 1.6 38.7
Preparation and distribution of compem:ve analyses
when a new station enters your market ... .. .. 29.4 34.7 .8 37.1
Aid with presentations to win station awards 5.6 323 — 62.1
RESEARCH ,
Recemmending type of audience survevs to be bought . 56.5 13.7 4.0 25.8 .
Actuval negoliation for buying surveys S 30.6 17.7 — 51.6
Regular analyses of survey results, accenting s'rong
points for mailing to national accounts and agencies 24.2 47.6 4.0 24.2
Contact with trade papers on TV set count data.. . 27.4 37 4.0 31.5 l
Guidance in design and preparation of coverage maps o410 21.8 6.5 30.6 i
issuance and up-dating of market and facilities data .. 34.7 38.7 3.2 23.4 |
Issuance and distribution of TV set count for market. 29.0 42.7 .8 27.4 . “
I
NETWORK COUNSEL (‘
Advice on negotiations to get network contracts 20.2 14.5 2.4 62.9 ‘v
Specific counsel on network.relations strategy ... ... ... 21.8 15.3 3.2 59.7 N
Actual on-the-spot representation in same situations 16.9 19.4 1.6 62.1 i
TRADE-PRESS RELATIONS
Counsel as to planning trade press publicity T 19.4 33.9 — 46.8 [
Actual help in placement of stories . 12.9 43.5 1.6 41.9 1
RATES
S-ientific studies of audience flow, market potential,
and set growth on which to hase rates .. . ... 315 27.4 3.2 37.9
Specific rale recommendations, including packages . . .. 46.0 26.6 4.0 23.4
Periodic review of rales 49.2 25.0 3.2 22.6 A
i
DIRECT MAIL b’
Maintaining nat’l agency, advertiser lisis for stations .. 49.2 33.1 4.8 12.9 i
Nat’l mailings of station’s and rep’s promotion matter.. 21.8 44.4 1.6 32.3 !
SALES SERVICE-TRAFFIC !
Liaison between station and rep for dissemination of i
current availabilities, program changes, etc. 56.5 15.3 3.2 25.0 )
Compiling rale da‘a, etc. for rep salesmen 53.2 15.3 4.8 26.6 ‘
)
PROGRAMMING f
Special analyses of local programming in comparable )
markets, to determine most successful format ... 21.8 31.5 4.0 42.7 &
Counsel on local programming, hased uvpon research . . 16.1 34.7 2.4 46.8 'f
INDUSTRY PROJECTS i
Periodic creation of a major presentation, or research <]
project, on behalf of spot TV as a whole ............ 37.9 28.2 i.6 32.3 [{
SALES DEVELOPMENT }’
Upper echelon selling of market and station to the p
advertiser by special sales development dept. ... ... 35.5 39.5 4.0 21.0 !
Representation at gatherings of food, drug, avtomotive 3
and other advertiser groups .. —— 29.0 43.5 .8 26.6
Consistent selling of spot via trade press ads......... . 14.5 16.1 1.6 67.7 f
[
73 |
. . . 13
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THEY SPEND MORE TIM

BY DR. LEON ARONS

very advertiser would like to

have a common yardstick that
could be used to compare all media.
At TvB, we are now analyzing an
attempt to come up with such a
measure.

This was an investigation into the
overall dimensions of newspapers
and television, conducted for us in
Chicago by The Pulse, Inc.

There is much confusion in com-
parative media measurement. We
have yardsticks such as “circulation,”
“ratings,” ‘“television homes,” “read-
rship,” “shure of audience” etc.,
all measured in different ways and
with ng apparent common denomi-
nator. Actually, these measures have
evolved largely in a context of each
medium’s  problems and practices,
and were never intended to serve ex-
pressly for media comparison.

The logic of the TvB approach was
that all of the media measures have
al  least one thing in common-
people. The plan then was to go di-
rectly to people, all the people and
homes in a marketl : use the same field
techniques ag nearly ag possible: and
determine the extent of home and
individual exposure 1o newspapers
and televigion. To paye 77

Dr. Leon Arons, s Research Direclor
of the Tvl. [lv previowsly was vice
presvdent wnd diveclor of researel
fov the Williwm Weinlvauh agency
now Novman, Craty & Kuwmel)

74
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HOW LONG DOES AVERAGE HOME READ/VIEW?

Average number of minutes per home per day

Newspapers Television
Monday-Friday. 101 568
Saturday. 98 643
Sunday.. 136 654

WHAT INFLUENCE DOES INDIVIDUAL AGE HAVE?
No. of minutes spent {Monday-Friday average)

TV-Newspaper

Age Television Newspapers Ratio
Under 6. 272 - -
-1 343 25 13.7:1
12117 182 38 4.8:1
18-34. 119 33 3.6:1
35-3¢9 189 57 3.3:1
50 and over 146 73 2.0:1

WHAT IS INFLUENCE OF HOUSEWIFE'S AGE?

No. of minutes spent {Monday-Friday average)

Age of TV-Newspaper
Housewife Television Newspapers Ratio
Under 35. 794 b6 12.0:1
35-49. 570 124 4.6:1
50 and over. 377 103 3.7:1

TELEVISION MAGAZINE + JUNE 1956
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'WITH TV

Newspapers vs. TV—as a step

toward finding an inter-media vardstick,
the TvB compared newspaper reading
with TV viewing

and came up with interesting data

on time spent with each medium

TIME SPENT WITH TELEVISION AND NEWSPAPERS BY HOUR OF DAY

[Monday-Friday !/4 hour averages for Metropolitan Chicago — 3/56 Pulse)

Homes
Time No.
7- 8 AM 112,200
8- 9 249,900
9-10 347,800
¢ 10-11 409,200
11 AM-NOON 445,500
'l NOON-1 PM 436,400
1- 2 380,300
2- 3 436,400
3- 4 394,800
- 4.5 619,400
5- 6 637.500
6- 7 664,600
7- 8 1,026,900
8- 9 [.117,500
9-10 1,059,500
10-11 690,000
11-12 418,400
TELEVISION MAGAZINE + JUNE 1956

Viewing

o

13.8
19.2
22.6
246
24.

21.0
24|
21.8
34.7
35.2
36.7
56.7
61.7
58.5
38.1
23.1

Homes Reading No. of Persons No. of Persons
No. 0 Viewing Reading
155,800 8.6 180,700 168,300
159,400 6.8 442300 165,900
179,400 99 549,500 190,200
87,000 4.8 618,000 94,800
48,900 2.7 761,900 51,800
43,500 2.4 785,600 46,100
30,800 i 578,100 32,300
45,300 25 663,400 46,200
92.400 5.1 596,100 97.900
257,300 4.2 158,300 277,900
380,500 210 1,230,400 441,400
507,300 28.0 1,442 300 603,700
456,600 25.2 2,413,200 589,000
260,900 14.4 2,782,500 326,100
143,100 79 2,458,000 1 74,600
65,200 3.6 1,373,200 75,000
38,000 2.1 733,600 4

www americanradiohistorv com = |
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“o excuse for overemphasis. . . no
libis for downright '“‘goofs’’ and
Auffs.”" Use film and calmly scissor
‘ut the offending footage! Little or
o time lost! Relatively small expense !
¥hat's more, once you're satisfied
tith your show, you can pre-test it—
now in advance that it will produce
lie reaction you seek. Yes, there are
lany advantages when you USE
iASTMAN FILM.

or complete information write to:

Motion Picture Film Department
ASTMAN KODAK COMPANY
Rochester 4, N. Y.
East Coast Division
342 Madison Ave., New York 17, N. Y.
Midwou Division
1130 Eost Randolph Drive, Chicago 1, {il.

West Coast Division
06 Santa Monica Bivd., Hollywood 38, Calif.

or W. J. GERMAN, INC.

' Agents for the sale and distribution of
astman Professional Motion Picture Films,
rt Lee, N. J.; Chicago, lil.; Hollywood, Calif.

Shoot it IN COLOR
... you'll be glad
you did.

THEY SPEND MORE TIME WITH TV Fiom page 7/

We seught answers to such ques-
tions as: What is the amount of time
spent by home and individual with
each of the two media? How does
newspaper usage compare with tele-
vision usage throughout the day and
night? How does the amount of time
spent on newspapers and television
vary with age, education, income?

Here are some of the findings.

There seem to be no great differ-
ences in the total number of different
homes reached by newspapers and
by television during the course of an
average day. For example, on week-
days 97% of all families in metro-
politan Chicago are reached by some
newspaper; 919% of all families are
reached by television. On Sunday,
96% of the families are reached by
newspapetrs, while 937% are reached
by television. By “homes reached” we
mean families which contain one or
motre newspaper readers or one or
more television viewers.

The significant differences appear
to be in terms of what people do
about newspapers and television.

It is evident from the table show-
ing hour-by-hour exposure to the
two media that newspaper reading
tends to peak earlier, both in the
morning and in the evening, than
does television viewing. Throughout,
however, the level of exposure to
television 1s higher.

Sunday morning before 11 am.
is practically the only time that the
level of exposure is relatively higher
for newspapers than it is for tele-
vision. In terms of the number of
people involved on an average quar-
ter-hour basis, the peak newspaper
hour (10-11 a.m.) is only one half-
million persons in the greater Chi-
cago area.

Newspaper exposure a third that of TV

Individuals devote more of their
time to television than they do to
newspapers. The average time spent
per day per television viewer over
the course of seven days is 183 min-
utes; for the newspaper reader the
average daily figure is 54 minutes.
In terms of the Jlome, the difference
is even greater.

On Sunday, for example, the num-
ber of total person-hours of exposure
to television, per home, is almost 11
hours. For newspapers, the com-
parable figure is a little over two
hours. Person-hours refers to the
total of all the time spent by all per-
sons in the family. The results for
other days of the week ar2 parallel.

It is interesting that during the
average quarter hour between 7 a.m.

www americanradiohistorv com

and 12 midnight on weekdays, news-
papers are read by just under 10%
of all metropolitan Chicago families:
television is viewed by 31%. ‘

Newspaper permanence unsubstantiated

Newspapers’ presumed advantage
of relative permaunence (thut is. an
issue can be seen again) is not sub-
stantiated by the findings. Reuders
tend to refer to the same newspaper
issue only once.

Of all references made to indi-
vidual newspaper issues over an 18-
hour period on weekdays, 869, wer
one time only references. Con
quently, if a reader misses an artic
or advertisement when he reads his
newspaper, the chances are against
his catching up with it later.

Age seems a significant factor in
the amount of time devoted to the
two media. The relationship appears
to be an inverse one: Newspaper
reading tends to increase with age
while in television, viewing tends to
be greater among younger persons.

For persons aged 6 to 11, the ratio
of average time-per-television-viewer
to the average time-per-newspapet-
reader is 13.7 to 1. For teenager:
(ages 12-17) the ratio is 4.3 to 1.
The ratio declines with age to the
point of 2.0 to 1 for persons aged 50
and over.

The situation is similar for total
time spent by the household, when
age of housewife is taken as the cri-
terion of “age of family.” Thus, the
ratio of time spent on television to
time spent on newspapers for house-
holds in which the housewife is
under 35, is 12.0 to 1. When the
housewife is age 35-49, the tele-
vision-newspaper ratio drops to 4.6
to 1. For homes in which the house-
wife is 50 or more the ratio is 3.7
to 1.

Both media strong in market tested

This study was done in six-county
metropolitan Chicago, an area served
both by strong newspapers and
strong television stations. Moreover,
Chicago’s lurge public transportation
setup provides a great opportunity
for out-of-home newspaper reading
while going to and from work. Out-
of-home newspaper reading was in-
cluded in the study.

An  association-recall technique
was emploved for both media. Dur-
ing the course of personal interviews
in the homes. the respondent was en
couraged to reconstruct his own ac
tivities during the preceding 2
hours. He was asked to state, f

T
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RATING RECORD

film buying guide

OF 13 KEY SHOWS

Along with the ratings of the 18 syndicated shows presented this
month, TELEVISION MAGAZINE’s continuing Film Buying Guide pre-
sents the ratings of the competing programs in each market studied,
and the rating for the quarter hour which precedes every program.
This guide is designed to give the advertiser an idea of how a prospec-

tive vehicle would do in his market by showing how it has performed
in other markets, in different time segments, against varying com-
petition. The ratings of preceding programs may indicate how much of
a show’s pull is due to its own power, how much to inherited audiences.

The ratings quoted below are April Telepulse. Ratings in parentheses

are for preceding quarter hour. Weekday pre- 6 p.m. ratings are Mon-

day-Friday averages. Unless noted, times given are p.m. and syndicated
films are half-hours.
* Station not on air in preceding quarter hour.

ATLANTA DETROIT LOS ANGELES MINNEAPOLIS-ST. PAUL PROVIDENCE
) Monday 6 Monday 6 Thursday 7 Saturday 4:30 Monday 6:30
Annie WLW-A (15.3) 14.9 WXYZ-TV (21.7) 19.9 KTTV 8.5 11.0 WCCO-TV (18.0) 21.4 WIAR-TV (18.5) 19
Oakley WSB-TV WJBK-TV KCOP KSTP-TV WPRO-TV
Clubhouse Gang (4.4) 7.5 Early Show (8.0) 9.0 Search for TV Theatre (4.0) 5.9 Shack, News,
WAGA-TV CKLW-TV Adventure (1.8) 10.9 WTCN-TV Weather;
TV Ranch (12.3) 7.3 Circle 9 Theatre (3.8) 8.9 KNXT Pepsi Party (6.3) 5.9 | CBS News-Edwards {16.5) 16
Arthur Murray (8.3) 8.9
ATLANTA CHICAGO COLUMBUS MINNEAPOLIS-ST. PAUL WASHINGTON
Friday 6:30 Saturday 6 Saturday 7 Monday-Friday 4:30 (1 Hr.} Saturday 7
ge:'* WkW-A (127) 1.9 | WBBM-TV (21.7) 22.5 | WBNS-TV (15.0) 23.5 | WCCO-TV (4.5) 9.5 | WTOP-TV (20.3) 14
utry WAGA-TV WBKB WLW-C WTCN-TV WRC-TV '
B%Veavhev, Sports, News; Uncommon Valor  (8.0) 8.4 Midwest Hayride (12.0) 13.7 Mickey Mouse Clb. Your Hit Parade  (9.0) 18!
CBS News-Edwards  (9.7) 11.2 WON-TV WTVN-TV Cartoon Carnival  (3.3) 14.1 WMAL-TV
WSCB-TV ) Wild Bill Elfiot (5.3) 6.9 Mobil Theatre (15.3) 6.2 | KSTP-TV Champ Bowling  (3.3) 3
artoon Time; Howdy Doody
Weather, News  (11.7) 10.2 Kaptain Kartoon  (11.8) 6.7
Bf\LT*MORE BIRMINGHAM BUFFALO COLUMBUS LOS ANGELES
y . S"'B“’d"y 9 a.m. (1 Hr Saturday 8 a.m. (} Hr. Thursday 6 Saturday 6 (1 Hr.) Saturday 6
L e ‘\',"VM’;L,;'TVV 85 | waBT (9.0) 13.5 | WGR-TV (25.9) 10.7 | WTVN-TV (13.0) 158 | KTV (9.0) 8
y Christion ¢ WBRC-TV WBEN-TV WBNS-TV KABC-TV 1
Ca lhilr? K nuer}ce Captain Kangaroo (11.0) 15.3 Headlines, News, My Friend Flicka; Lawrence Welk (5.0) &
pla angaroo 6.7 Sports; Lucy Show (20.7) 15.7 KNXT
WhgM el Cendid Camera  (10.1) 13.5 | wiw.C Fandar go (6.5 %
T (B lines; ) WRBUF-TV Midwes) Hayride  (3.0) 11.5
] 25 Million 1 Movie (3.2) 7.5
ABl\lj"ﬁloOIl CoLumBUs KANSAS CITY LOS ANGELES PHILADELPHIA
| Lgd Wg; :’rl 10:30 Friday 9:30 Friday 7:30 Saturday 8:30 Thursday 7
L HREN-TV (15.7) 765 | wiw-c (25.7) 247 | WOAF-TV (18.7) 222 | K11V (12.3) 14.9 | WCAU-TV (7.0) 1
e Sredio 1 19.3) 265 1 oSty . KCMO-TV KRCA 1V WRCV-TV 9
e -3) 28. Man Called X (24.7) 25.9 Our Miss Brooks  {19.0) 24.2 Perry Como (18.3) 21.2 Award Theatre (100) %
W‘kaml ivuncn. (8.0) 9.5 W]YN-IV ) KMEC.TY KNXT WEIL-TV
v : R Vige (17.0) 13.7 Crossioads (25.0) 18.9 Stage Show (23.0) 13.0 TV Newsreel, Weather; o
News—John Daly (14'3)
! .-
8 TELEVISION MAGAZINE + JUNE 1956
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BALTIMORE
Sunday 10
WAAM
WMAR-TV
$64,000 Challenge (33.7) 33.2
WBAL-TV
Loretta Young

(10.7) 7.5

(16.7) 19.5

ATLANTA
Sunday 2:30
WSB-TV
WAGA-TV
Adventure

WLW-A
Hall of Faith

(14.7) 157
(6.0) 9.2

(6.3) 2.2

ATLANTA
Tuesday 10:30 .
WAGA-TV
WSB-TV

Siudio 57

WLW-A
Werestling

(44.3) 21.2
(16.3) 15.9

(3.0) 2.2

CLEVELAND
Monday-Friday 2:30
KYW.TV
WXEL

Art Linkletter

WEWS
Various

“19.5) 8.3
(4.6) 8.1

(2.7) 2.0

CHICAGO
Thursday 10:30
9.7 8.2

(13.7) 129

WGN-TV
Feature Film

WBBM-TV
News—Harrington;
Chicago Story

ATLANTA
Sunday 7
WSB-TV
WAGA-TV

All Star Theatre
WLW-A

You Asked For It

(25.7) 15.7
(10.3) 20.5

(8.3) 5.5

BALTIMORE
Saturday 6:30
WBAL-TV
WMAR-TV
Holiday in Paris
WAAM .
News, Sports, Weather;
i (4.

(8.3) 17.4
(22.0) 10.2

Film Funnies 3) 4.5

CHICAGO
Saturday 10:30
WNBQ
WGN-TV
Wrestling

WBBM-TV
Pee Wee King

(21.7) 18.4
(10.3) 10.5

(10.0y 8.9

ATLANTA
Sunday 6
WLW-A
- WSB-TV. .

' Meet The Press

WAGA-TV
Telephone Time

(15.0) 147
(11.7) 15.0

{9.0) 10.2

BUFFALO
Sunday 6:30
WGR-TV
WBEN-TV:

You Are There
WBUF-TV

Zoo Parade

(26.7) 22.4
{13.0) 17.4

(0.7) 47

BALTIMORE
Monday 10:30°
WBAL-TV
WMAR-TV
Studio 1
WAAM
Boxing;
Sportstime

{20.7) 10.9
(27.3) 27.5

(8.3) 6.9

BCSTON
Tuesday 10:30
(37.7) 19.4

(22.3) 19.4

DETROIT
Wednesday 6:30
(16.3) 11.2

(5.3) 9.7

WWIJ-TV
Death Valley
CKLW-TV

Circle 9 Theatre (8.0) 7.9

COLUMBUS
Sunday 9:30
WBNS.TV
WLW-C
TV Playhouse
WTVN-TV
Ted Mack Amateur
Hour

(38.3) 25.5
(19.0) 21.9

(11.0) 13.2

BiRMINGHAM
Monday 10
WBRC-TV
WABT
Patti Page;
Eddie Fisher

(33.5) 24.0

(18.0) 18.8

BOSTON
Thursday 6

WNAC.TV
WBZ-TV
Carnival

(26.2) 16.2
(9.6) 19.5

CLEVELAND
Tuesday 7
KYW-TV
WXEL

San Francisco Beat (9.3) 13.9
WEWS
Pooch Parade;
News—John Daly

(10.0) 127

(10.7) 6.8

BOSTON
Wednesday 7:30
WNAC-TV
WBZ-TV
Eddie Fisher;
News Caravan

(15.3) 185

(15.0) 18.5

COLUMBUS
Sunday 4:30

NBC Opera

WBNS-TV
Final Decision

BOSTON
Sunday 10:30

WNAC-TV
WBZ-TV
Masquerade Party

DETROIT
Wednesday 10:30
WWIJ.TV
WIBK-TV
20th Century
Fox
WXYZ-TV
Boxing; Sports

KANSAS CiTY
Monday-Friday 1
KMBC-TV
KCMO-TV

Robert Q. Lewis;

Baby Time
WDAF-TV

Accent

(14.3) 147
(87) 8.2

(8.3) 7.4

(35.0) 25.7
(17.0) 14.0

(22.3) 17.4

(18.0) 17.2

(15.3) 14.5

(7.3) 9.3

(5.1) 6.0

(4.6) 2.2

PHILADELPHIA
Thursday 10:30

WCAU-TV
WRCV-TV
Lux Video Thea.

WFIL-TV
Mystery Theatre

CHICAGO
Tuesday 8:30
WGN-TV
WBBM-TV

Red Skelton
WNBQ

Circle Theatre

(20.7) 15.4
(23.3) 23.7

(2.3) 8.9

(14.0) 14.2
(13.7) 26.5

(25.7) 17.7

COLUMBUS
Monday 6

WLW.C
WBNS-TV
Captain Z-Ro

WTVN-TV
Play Klub, Theatre;
Early Home Thea.

LOS ANGELES
Monday 8
KTTV
KNXT
Burns & Allen
KRCA-TV
Hollywood’s Best

BUFFALO
Saturday 10

WBEN-TV
WGR-TV
Pinky Lee

(4.6) 9.5
(16.7) 10.2

(16.9) 8.8

(16.3) 154
(23.0) 27.3

(6.5) 9.3

(8.0) 145
(17.7) 16.0

| PROVIDENCE
Thursday 9
WIJAR-TV (32.5) 25.5
WPRO-TV
Climax (35.0) 36.8

MINNEAPOLIS-ST. PAUL
Friday 7:30
KSTP-TV

WCCO-TV
Our Miss Brooks

WTCN-TV
Crossroads

(15.0) 12.9
(17.3) 25.4

(19.0) 12.7

KANSAS CITY
Tuesday 10
KCMO-TV
KMBC-TV
News, Sports;
Movie
WDAF-TV
Weather;
Gangbusters

(27.7) 24.5

(13.0) 9.4

(12.7) 8.7

LOS ANGELES
Monday 7:30
KTTV
KNXT
Studio 1
KRCA-TV
Gordon MacRae;
News Caravan

(13.3) 16.1
(22.3) 233

(6.0) 6.0

PROVIDENCE
Wednesday 7:30
WPRO-TV
WIJAR-TV
Eddie Fisher;
News Caravan

(17.0) 19.5

(13.5) 19.3

DAYTON
- Tuesday 7
(18.0) 23.0

(13.0) 21.8

DETROIT
Friday 6
WXYZ.TV
CKLW-TV

Circle 9 Theatre

WJBK-TV
Early Show;
News, Weather

(21.7) 175
(3.8) 10.4

(8.0) 7.2

PROVIDENCE
Wednesday 7
WPRO-TV
WIJAR-TV
Reporter, Weather;
Sports Page, Ford (11.5) 14.3

(16.0) 16.8

COLUMBUS
Friday 10:30
WTVN-TV
WBNS-TV

Person to Person
WLW-C

Boxing;

Red Barber

9.7) 11.2
(28.3) 29.7

(16.7) 15.4

SYRACUSE
Wednesday 7
WSYR-TV
WHEN-TV
Make Room for
Daddy

{(15.5) 17.3

(17.5) 26.0

SAN-FRANCISCO-OAKLAND
Tuesday 10:30
KRON-TV
KPIX
Studio Kay
KGO-TV
San Francisco
Tonight

(20.9) 18.0
{13.3} 8.8

(12.9) 5.4

PROVIDENCE
Monday 10:30

WIJAR-TV
WPRO-TV
Studio 1

(33.0) 21.3
(21.5) 21 .8

WASHINGTON

Monday-Friday 5

WTOP-TV

WMAL-TV
Mickey Mouse
Club

WRC-TV
Pinky Lee

(7.2) 9.3

(3.6) 13.2

(8.0) 5.9

RICHMOND
Thursday 7:30
WTVR
WXEX-TV
Dinah Shore;
News Caravan

(23.5) 25.0

(21.5) 26.8

KANSAS CITY
Friday 10:30
KCMO-TV
KMBC-TV
Friday Movie

WDAF-TV
Pacific Paradox, News;
Weather, Sports (9.0) 7.3

HOUSTON-GALVESTON
| Wednesday 5:30

(17.7) 16.4
(10.3) 11.2

KPRC-TV (3.4) 1.3
KTRK-TV

Mickey Mouse

Club (17.2) 16.5
KGUL-TV

News, Weather;
CB8S-News-Edwards (3.4) 5.2

SAN FRANCISCO-OAKLAND
Saturday 7
KRON-TV

KP1X
Ford Star Jubilee (16.0) 17.5

KGO-TV
Ethel and Albert

(13.7) 15.2

(5.3) 6.4

MINNEAPOLIS-ST. PAUL

Saturday 5
WCCO-TV (21.7) 7.2
KSTP-TV
| Roy Rogers (6.0) 109
WTCN-TV R
Laurel and Hardy 5 F
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Television Magazine's Exclusive RECE'VER
CIRCULATION
REPORT FOR JUNE

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

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

Set-count estimates which appear
in this section are based on
TELEVISION MAGAZINE's projections
of “The National Survey of Tele~
vision Sets in U.S. Households, June,
1955,” a report made by the U.S.
Bureau of Census for the Advertis-
ing Research Foundation.

This Census study was sponsored
by the three networks, the NARTB
and the Television Bureau of Adver-
tising. The raw materials used in ar-
riving at county estimates beyond
the Census sample were the Census
data plus an adjusted average of esti-
mates prepared by the NBC network
and those computed by TELEVSION
MAGAZINE’S research department.
TELEVISION MAGAZINE will project
these ARF figures on a county-by-
county basis every month. These esti-
mates will be correlated to TV cover-
age areas to enable TELEVISION
MAGAZINE to arrive at updated fig-
ures for television markets.

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

Basic to any estimate of set cir-
culation or market data for specific
TV areas is definition of coverage.

TELEVISION MAGAZINE + JUNE 1956

It is impossible to define coverage
in terms of signal contour alone. Evi-
dence of viewing must be taken into
account.

As evidence of viewing, stations
are studied, wherever possible, for
over-all share of audience as reported
by the rating services. There are,
however, a number of instances
where individual programs may de-
liver sizable audiences in counties
not credited as coverage, which can
be an important bonus to the adver-
tiser.

The coverage picture is constantly
shifting. Almost daily, conditions are
altered by the emergence of new sta-
tions and by changes in power, an-
tenna, channel, and affiliation among
older stations. For this reason. TELE-
VISION MAGAZINE'’s Research Depart-
ment is continuously re-examining
markets and revising set counts ac-
cordingly.

A 90% ceiling on TV penetration
has been established for all markets.
Many rating services show higher
penetration in metropolitan areas
(e.g., 93.5% in Providence), but
the available evidence shows that
penetration drops off outside the
metropolitan area and that 90% is
the most logical theoretical ceiling
for the TV market as a whole. This
does not mean that penetration may
not actually go higher in some TV
markets.

www americanradiohistorv com

CIRCULATION AS OF JUNE 1

TOTAL U.S. TV HOMES 36,100,000

Unlike other published set counts, these are neither
station nor network estimates. They are copyrighted
and may not be reproduced without permission.

Listed below are all stations on air May 1, 1956.

Market % Penetration  Sets

ABILENE-SWEETWATER, Tex. 55.8 48,851
KRBC-TV (N); KPAR-TV (C)

ADA, Okla B 59.9 93,223
KTEN (A,C,N)

AKRON, Ohio 39.8 174,230
WAKR-TVt (A)

ALBANY, Ga. 36.3 38,465

WALB-TV (A,N)

ALBANY-SCHENECTADY-TROY,

N. Y. 426,377
WCDA-TVt (A,C); WRGB (N) ***1135,942
(WCDA-TV, Albany, N. Y. operates
satellite WCDB-TV, Hagaman, N. Y.

ALBUQUERQUE, N. M. 49.8 58,940
KGGM-TV (C); KOAT-TV (A); KOB-TV (N)

ALEXANDRIA, La. 42.7 50,853
KALB-TV (A,C,N)

ALTOONA, Pa. 79.3 379,567
WFBG-TV (A,C,N)

AMARILLO, Tex. 64.5 67,488
KFDA-TV (A.C); KGNC-TV (N)

AMES, lowa 79.5 209,055
WOI-TV {A,C)

ANCHORAGE, Alaska 65.4 22,950
KENI-TV (A,N); KTVA ([C)

*ANN ARBOR, Mich. 21.7 122,470
WPAG-TVt

ASHEVILLE, N. C. 743

WISE-TVt (C,N); WLOS-TV (A]
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Market % Penetration

*ASHTABULA, Ohio .39.5
WICA-TVY

ATLANTA, Ga. 69.5.

WAGA-TV (C); WLW-A (A);
WSB-TV (N)

AUGUSTA, Ga. 50.8.
WIJBF-TV (A,N); WRDW-TV (C)

AUSTIN, Minn. 731
KMMT (A)

AUSTIN, Tex. 60.4

KTBC-TV (A,CN)
BAKERSFIELD, Cal.
KBAK-TV? (A); KERO-TV (C,N)

BALTIMORE, Md. 83.5
WAAM (A); WBAL-TV (N);
WMAR-TV (C)

BANGOR, Me. 79.5

WABI-TV (A,C,N); W-TWO (C)

Sets

- 127,540

. 497,689

109,084

98,084

106,142
101,103

170,208
634,353

85,660

Market

BATON ROUGE, lLa.
WAFB-TVT (C); WBRZ (A,N)

BAY CITY-SAGINAW, Mich.

% Penetration

WNEM-TV (A,N); WKNX-TVT (A,C)

BEAUMONT, Tex.
KBMTH (A,N); KFDM-TV (A,C)
BELLINGHAM, Wash.
KVOS-TV (C)
BETHLEHEM-ALLENTOWN-
EASTON, Pa.
WLEV-TVt (N); WGLVt (A)
BIG SPRING, Tex.
KBST-TV

BILLINGS, Mont.
KOOK-TV (A,C,N)

BINGHAMTON, N. Y. .
WNBF-TV (A,C,N)

50.5.

49.5

82.7.

Sales Management’s Area Growth Rotings, 1945-1955, show that .

o £
(" &

-
2

P?

3
}\ 2 spend in the WBRZ area

than ever before, because

Population (2% is UP 847%

N\
Food Store Sales + ¥ are UP 209%

Effective Buying Income [=&:] is UP 100%

There are $899,481,000.00 spendable dollars

.@ More people have more money to

Sets

162,893
175,548

250,855

1t
94,880
146,451
64,071
171,073
20,364

17,529

404,068

earned from oil % 1 gas M sulphur ,,__/}._

Industry =%

AND ONLY ONE TELEVISION STATION COMPLETELY

—_ k.

and agriculture

COVERS THIS RICH HEART OF LOUISIANA

p——

”é

il ‘S5 o

82

4
anrf

BATON ROUGE,
é Power: 100,000 watts Tower: 1001 tt.

NBC-ABC

Represented by Hollingbery

www americanradiohistorv com
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LOUISIANA

Market

BIRMINGHAM, Ala. 58.6.

WABT {A,N); WBRC-TV (C)

BISMARCK, N. D. 59.8.

KBMB-TV (C); KFYR-TV {A,N}

BLOOMINGTON, Ill. .58.2.

WBLN-TVt (A)

BLOOMINGTON, Ind. 85.5.

WTTV (N)
(!ncludes Indianapolis, Ind.)
BLUEFIELD, W. Va,
WHIS-TV {N)
BOISE, Ida. 58.9
KBOI (C); KIDO-TV (A,N)

BOSTON, Mass. .90.0...

WBZ-TV (N); WNAC-TV (A,C);

BRIDGEPORT, Conn. na 187

WICC-TVT (A)

BUFFALO, N. Y.
WBEN-TV {C); WBUF- TVT (N);
WGR-TV (A,C,N)

BURLINGTON, Vi. 79.2.
WCAX-TV (C)

BUTTE, Mont. ..59.9
KXLE-TV (A)

CADILLAC, Mich. 70.3 .
WWTV (A,C)

CAPE GIRARDEAU, Mo. 55.4 .

KFVS-TV (C,N)
CARTHAGE-WATERTOWN, N. Y. 79.9
WCNY-TV (AC)
CEDAR RAPIDS, lowa . . 70.4
KCRG-TV (A); WMT-TV (C)

CHAMPAIGN, I ... 71.8
WCIA (C,N)
CHARLESTON, S. C. ... 59.6

WCSC-TV (A,C); WUSN-TV (N)
CHARLESTON-HUNTINGTON,

W. Va. L 65.6
WCHS-TV (C); WHTN-TV (A);
WSAZ-TV (N)

CHARLOTTE, N. C. 63.5
WBTV (A,C,N)

CHATTANOOGA, Tenn. 63.1

WDEF-TV (A,C,N)

CHEYENNE, Wyo. . .50.5.

KFBC-TV (A,C,N)

% Penetration  Sets

310,658
20,978
147,764

540,590

1t

. 50,042
1,288,540
167,550

448,215
177,547

*137,881
15,210
125,782
153,724
74,818

.. 204,625
319,112

120,077

351,354

429,185
140,818

**26,932

(Operates satellite KSTF, Scotisbluff, Neb.)

CHICAGO, 1l 90.0
WBBM-TV (C); WBKB (A);
WGN-TV; WNBQ (N)

CHICO, Cal. 57.6
KHSL-TV (A,C,N)
CINCINNATI, Ohio 84.6

WCPO-TV (A); WKRC-TV (C);
WLW-T (N)

CLEVELAND, Ohio 90.0 ..

WEWS (A); KYW-TV (N); WIW-TV (C)
COLORADO SPRINGS-PUEBLO,

Colo. .50.1
KKTV (A,C); KRDO-TV (N);
KCSJ-TV (N)

COLUMBIA, Mo. .63.4

KOMU-TV (A,N)

COLUMBIA, S. C.
WIS-TV (A,N); WNOK-TV] (C)

COLUMBUS, Ga.
WDAK-TVt (A,N); WRBL-TV (A,C)

COLUMBUS, Ohio 90.0
WBNS-TV (C); WLW-C (N);
WTVN (A)

CORPUS CHRISTI, Tex. 50.5

KvDO-TVi (A,C.N)

DALLAS-FT. WORTH, Tex. 71.0
KRLD-TV {C); WFAA-.TV (A,N);
KFJZ-TV; WBAP-TV (A,N)

DANVILLE, 1. 49.7
WDAN-TV{' (A)

TELEVISION MAGAZINE -

.. 2,033,640

63,365

539,313

1,148,150

50,839

85,747
120,009
1

154,836

509,400

140,885

502,187

140,843

JUNE 1956
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46th TV MARKET

Television Magazine, March 1956

for ® BLOOMINGTON
® CHAMPAIGN - URBANA
® DANVILLE
® DECATUR
® SPRINGFIELD

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

1000 f+. ANTENNA
100,000 WATTS

In the WCIA area is the largest
farm income covered by any station
on maximum power. Here's No. 1
U.S. FARM MARKET! Supporting

data on request,

GEO. P. HOLLINGBERY,

Representative

1 STUDIOS | TRANSMITTER
CHAMPAIGN J SEYMOUR

TELEVISION MAGAZINE <« JUNE 1956

Market %, Penetration  Sets

DAVENPORT, lowa-ROCK
ISLAND, I[Il. 85.5 289,084
WOC-TV (N); WHBF-TV (A,C)

DAYTON, Ohio 90.0 476,010
WHIO-TV (C); WLW-D (A,N)

DECATUR, Ala. 43.3 128,522
WMSL-TVT (C,N)

DECATUR, III. 68.1 159,872
WTVPt (A,N)

DENVER, Colo. 69.7 228,007

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

DES MDOINES, lowa 80.6 213,603
KRNT-TV (C); WHO-TV (N
DETROIT, Mich.-WINDSOR, Can. 900 1,356,120

WIBK-TV (C); WWIJTV (N)
WXYZ-TV (A); CKLW-TV

DOTHAN, Ala. 36.3 26,402
wTvY (AC)

DULUTH, Minn.-SUPERIOR, Wis. 64.3 101,010
KDAL-TV (A,C); WDSM-TV (C,N)

DURHAM, N. C. 59. 261,279
wTVD (AN

EASTON-BETHLEHEM-

ALLENTOWN, Pa. 3.3 771,073
WGLVT (A); WLEV-TVt (N)

EAU CLAIRE, Wis. 65.5 66,844
WEAU-TV (A N)

EL DORADO, Ark. 45.0 40,457
KRBB

ELKHART, Ind.—{See South Bend, Ind.

EL PASO, Tex.-JUAREZ, Mex. 71.3 66,284
KROD-TV (A,C); KTSM-TV (N
XEJ-TV

ENID, Okla 66.0 TAR A
KGEO-TV (A

ERIE, Pa. “124,486
WICU (A,N); WSEE. TVt (A,C 166,990

EUGENE, Ore. 471 **52,434
KVAL-TV (AN}
(Operates satellite KPIC-TV, Roseburg, Ore

EUREKA, Cal. 60.0 25,704

KIEM-TV (A,C,N)
EVANSVILLE, Ind.-HENDERSON,

Ky. 57.1 198,202
WFIE-TVT (A,N); WEHTY (C)

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

FARGO, N. D. 53.5 92,679

WDAY-TV (A,N)
(See also Valley City, N. D.

FAYETTEVILLE, N. C. 29.4 18,216
WFLB-TVT (A,C N

FLORENCE, S. C. 531 134,038
WBTW (A,C,N)

FT. DODGE, lowa 20.5 118,450
KQTVt (N)

FT. MEYERS, Fla. 58.0 20,052
WINK-TV (A,C)

FT. SMITH, Ark. 62.5 131,584

KFSA-TVtH (A,C,N}

FT. WAYNE, Ind. S51.4 120,283
WIN-Tt (A,C); WKJG-TVE (N) >

County-by-county set circulation
as of June, 1956

New estimates of set count for each U.S.
county are now available on special order.
Contact Research Department, Television
Magazine, 600 Madison Ave., New York
22, N.Y.; PLaza 3-3671.

www americanradiohistorv.com

WRBL-TV -

THE TOP 48 WEEKLY
AND MULTI-WEEKLY

.« . In The 11-County Core
Of Our Coverage Area —

PuLSE* PROVES
AUDIENCES PREFER

.
743

CBS o ABC
Area Telepulse, Nov. 1955

SHARE OF
AUDIENCE

. . . DAYTIME

WRBL-TV 64
Station B 27
Misc. 9

. » . NIGHTIME

WRBL-TV 62
Station B 27
Misc. 1

. . . AGAIN —

SHOWS ARE
ON WRBL-TV

CALL HOLLINGBERY CO,:. i
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Market

FT. WORTH-DALLAS, Tex.
KFJZ-TV; WBAP-TV (A,N);
KRLD-TV (C); WFAA-TV (A,N)

FRESNO-TULARE, Cal. 76.7.

KJEO-TVT (A,C); KMI-TVE (N);
KVVGt

GALVESTON-HOUSTON, Tex. ..
KGUL-TV (C); KPRC-TV*** (N);
KTRK-TV (A)

(KTRE, Lufkin, Tex., optional satellite of

KPRC-TV, Houston, Tex.}
GRAND FORKS, N. D.
KNOX-TV (N)
GRAND JUNCTION, Colo.
KFXJ-TV (A,C,N)

GRAND RAPIDS, Mich. .88.3.
WOOD-TV (A,N)

GREAT BEND, Kan. .60.9.
KCKT-TV (N)

GREAT FALLS, Mont. 35.2
KFBB-TV (A,C,N)

GREEN BAY, Wis. 78.4.
WBAY-TV (C); WFRV-TV (A)

GREENSBORO, N. C. 667
WFMY-TV (A,C)

GREENVILLE, N. C. 56.7
WNCT (A,C)

GREENVILLE, §. C. 60.1
WEBC-TV (N);

HANNIBAL, Mo.-QUINCY, Ill. 76.6.

KHQA-TV (C); WGEM-TV (A,N)

HARLINGEN-WESLACO, Tex. 42.2
KGBT-TV (A,C); KRGV-TV (N)

HARRISBURG, IIl. 45.0.
WSIL-TVE (A)
HARRISBURG, Pa. 71.5.

WCMB-TVt;, WHP.TVt (C);
WTPAt (A,N)

worlds of

9%, Penetration

71.0.

.68.9.

CHANN

Sets

502,107

1144,987

418,697

1t
Tt

. 421,837

. 65,657

.23,815

202,952

300,506

136,158

261,191

146,244

45,492

128,21

+183,110

Market % Penetration

HARRISONBURG, Va. .56.3
WSVA-TV (A,C,N)

HARTFORD-NEW BRITAIN,

Conn. 53.9
WGTH-TVT (A,C); WKNB-TVT (N)

HASTINGS, Neb. 64.4..
KHAS-TV (N)

HENDERSON, Ky.-EVANSVILLE,

Ind. .57.1.

WEHTT (C); WFIE-TVH (AN)
HENDERSON-LAS VEGAS, Nev. .59.1

KLRJ-TV (A,N); KLAS-TV (C)
HONOLULU, T. H. .68.2..

KGMB-TV (C); KONA (N);

KULA-TV (A)

(KGMB-TV opesates satellites KHBC-TV,

Hilo and KMAU, Wailuku. KONA-TV

operates satellite KMVI-TV, Wailuku)
HOUSTON-GALVESTON, Tex. .68.9

KPRC-TV*** (N); KTRK-TV (A);

KGUL-TV (C)

(KTRE, Lufkin, Tex., optional satellite of
KPRC-TV, Houston, Tex.)
HUNTINGTON-CHARLESTON,

W. Va.
WHTN-TV (A); WSAZ-TV (N);
WCHS-TV (C)
HUTCHINSON-WICHITA, Kan.
KTVH {C); KAKE-TV (A);
KARD-TV;
IDAHO FALLS, Ida. 71.4
KID-TV (A,C,N)
INDIANAPOLIS, Ind.
WFBM-TV (A,N); WISH-TV (C)
(See also Bloomington, Ind.)
JACKSON, Miss. .37.9..
WITV (A,C); WLBT (N)
JACKSON, Tenn. .47.8
WDXI-TV (C})
JACKSONVILLE, Fla.
WIHP-TVT (A,N); WMBR-TV (A,C)

62.0.

.90.0

Sets

. 86,846

1269,610

.74,711

. 198,202
217,903

**92,700

418,697

351,354

.210,724

36,001

630,720

114,879
73,144

. 270,984
157,912

— I S —

WRESTLING

L
THENTRE

good lookin’ for
all the family on

84

KFJZ-TV
FORT WORTH

N7

GENE AUT RY

ROY ROGERS

www americanradiohistorv com
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|
g

RANGE RiDER

PROPAGATION

The most powerful tv sta-
tion for Northern Florida
and Southern Georgia
propagates a signal that
reaches a populous area
with more than 374,000
tv families.

WMBR-TVY

Jacksonville, Fla.
Basic CBS
Channel 4

CBS Television Spot Sales

Operated by The Washington Post
Broadcast Division

TELEVISION MAGAZINE <+ JUNE 1956



www.americanradiohistory.com

Market % Penerration Sets
JEFFERSON CITY, Mo. 63.1 75,646 |
KRCG-TV (C) |
JOHNSON CITY, Tenn. 451 129,353 ,Q

| WIHLTV {ACN)

j JOHNSTOWN, Pa. 523,088 ‘ pENNgYLVANIAIQ

WARD-TVT (A,C); WIAC-TV (A,C.N) Tt

| (Circulation shown does not include Pittsburgh +h
| where station has sizable share of audience.) k E; l
| JOPLIN, Mo. 60.6 92,388 | =
KSWMTV () IN YOUR PICTURE
JUNEAU, Alaska Tt ‘
i KINY-TV (C)
| KALAMAZOO, Mich. 88.8 501,871 |
WKZO-TV (A,C)
1 KANSAS CITY, Mo. 825 480018 |
KCMO-TV (C); KMBC-TV (A); ‘
| WDAF-TV (N)
| KEARNEY, Neb. 52.8. ***70,919

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

KNOXVILLE, Tenn. 165,363
| WATETV (AN); WIVK-TVY (AQ) 172,087 |
LA CROSSE, Wis. .57.6 . 93,541
WKBT (A,C,N)
LAFAYETTE, Ind. 710, 152,426
| WEAMTVY (Q)
! LAFAYETTE, Lla. .71.3 52,698 .
KLEY-TV (C) WJAC-TV is the Number
LAKE CHARLES, La. 66,505 One Station not only in
KPLC-TV (A,N); KTAG-TVT (C) 139,928 Johnstown, but in Altoona
) LANCASTER, Pa. 90.0 619,290 | as well, and this one-two
KDUB-TY l WGALTV (C,N) )
\ punch covers an area that
KPAR-TV | LANSING, Mich. 340,619 . )
‘ WIIM-TV (A,C.N); WTOM.TV 58,155 rates 4th in the rich state
Treasure l LAREDO, Tex. + of Pennsylvania, and 28th
Island” | KHADTV (ACN) : in the entire country!
S LAS VEGAS-HENDERSON, Nev.  59.1 17,903 .
combination | UKLAS.TV (C); KLRITV (AN) Well over half a million
covers LAWTON, Okla. 652 a7258 | (583,600, to be exact) tele-
over KSWO-TV (A) | vision families look to
18 LEXINGTON, Ky. 302 135,154 | WJAC-TV for the best in
0,000 WLEX-TVT (AN) . .
, television entertainment.
set’s! LIMA, Ohio ; 63.2 163,436
WIMA-TVt (A,CN) | Add to this the free

LINCOLN, Neb. 72.8 144,441 bonus of WJAC-TV cover-

KOLN-TV (A,C) . .
‘ age into Pittsburgh, and
LITTLE ROCK-PINE BLUFF, Ark... 47.0 120759 '
I KARK-TV (N); KTHV (C); | yonu have a total market for
KATV (A.C) l your sales message that
10S ANGELES, Cal. 82.5. . 1851354 just can’t be overlooked, if
KABC-TV (A); KCOP; KHJ-TV; e
l KNXT (C); KRCATV (N); KTLA; KTTV vou really want to tap the
| LOUISVILLE, Ky. 65.2 440,442 potential of Southwestern
: | WAVETV (AN); WHAS-TV (C) ‘ Pennsylvania!
LUBBOCK, Tex. 54.8 91,104
| KCBD-TV (A,N); KDUB-TV (C) >
R |
stations | e
i \ L SERVING MILLIONS FROM '
| , ATOP THE ALLEGHENIES
KDUB-TV County-by-county E W

LUBBOCK, TEXAS
KPAR-TY

ABILENE -SWEETWATER, TEXAS

set circulation
' | as of June, 1956

LUBBOCK, TEXAS Now available on special order are new JOHNSTOWN .CHANNELG

estimates of set count for every U.S.

county. Contact Research Department, |
| TELEVISION MAGAZINE, 600 Madison
‘ Avenue. New York 22, N.Y.; Plaza 3-3671. ‘ Get full details from your KATZ man!

NATIONAL REPRESENTATIVES: THE BRANMAM COMFANY

President and Gen. Mgr., W. D. “DUB” ROGERS
Natlonal Soles Mgr. E. A “Burr” Hauett

TELEVISION MAGAZINE <+ JUNE 1956

wwWw americanradiohistorv com e
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Famous on the local scen

It was the leadership and inspiration of George Washington that changed

Mount Vernon from a quiet country home into the country’s number one shrine.

And it is the leadership in community activities that

has given national prominence to the Storer stations.

A Storer station is a local station.
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ORER BROADCASTING COMPANY s

EE WSPD-TV WIW-TV WIBK-TV . WAGA-TV . " WBRC-TV KPTV WGBS-TV
Toledo, Ohio Cleveland, Ohio Petroir, Mich. Atlanta, Ga, Birmingham, Ala. Portland, Ore. Miami, Flo,
. WSPD wJw WJBK WAGA WBRC WWVA WGBS

Toledo, Ohio '~ "Cleveland, Ohio  Detroit, Mich. Atlan(u‘Go. Birmingham, Ala, ' Wheeling, W.Va. Miami, Fla.

oM HARKER—wce -pfesident and national sales direclor
BOB WOOD—nahonol sales manager

) LEW JOHNSON-——mIdwest ‘loles manager * 230 North Michigan Ayenue, Chicago 1 @ Franklin 2-6498 v
% GAYLE GRUBB-,-wc‘:.- prét;dent!ond Pocnh: coost.sales managgr ¢ 11 Suher Stfeet, San Francisco @ Sutrer 1-86 43 N

1 :
i r : » i RS
Ty, ¥ i K bl =, Lt .

- www.amerlcanradlohlstorv.com

} 118 East 57th Street, New York 22 e Murray Hill
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NEW .. CALL LETTERS

Chay,

MONTREAL f

Z@\
NEW YORK

VERMONT

Unduplicated coverage of
10%2 counties in New York
and Vermont, plllls Mont\real |

... PROGRAMS

All of the top NBC-ABC shows,
in addition to new local interest

features, mean a . ..

BIGGER AUDIENCE

... at the same old low rates!

ROLLINS BROADCASTING INC.
General Mgr.: George L. BarenBregge
357 Cornelia St., Plattsburgh, N. Y.
Call Collect: Plattsburgh 3070

www americanradiohistorv com
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Aarket % Penetration  Sets

JUFKIN, Tex. .41.6. .. 31,940
KTRE-TV (N)
{Optional satellite of KPRC-TV, Houston, Tex.)

YNCHBURG, Va. .59.5 176,659
WLVA-TV (AQ)

lhacoN, Ga. 578 89,526
WMAZ-TV (A,C)

AADISON, Wis. i 61.8. -$104,862
WKOW-TVT (C); WMTVT (AN)

WANCHESTER, N. H. ..88.5 . 716,606
WMUR-TV  (A)

{Circulation shown does not include Boston, Mass.
where station has sizable share of audience.)

AARINETTE, Wis. 796 ... 142,180
WMBV-TV (AN)

AARQUETTE, Mich. : 1t
WOMJ-TV (C)

AASON CiTY, lowa 699 . 102,293
KGLO-TV (C)

AAYAGUEZ, P. R. ft
WORA-TV (C)

AEDFORD, Ore. . 416 35,006
KBES-TV (AC.N,

AEMPHIS, Tenn. . . 55.1 321,855
WHBQ-TV (A); WMCT (AN);

WREC-TV (C)

AERIDIAN, Miss. . 334 ... 65260
WIOK-TV  (A,C,N)

MAMI-FT. LAUDERDALE, Fla. .. . 303,054

Market % Penetration  Sets

OKLAHOMA CITY, Okla. 73.2. 278,80
KWTV {A,C); WKY-TV (A,N)

OMAHA, Neb. ..90.0 301,050
KMTV (A,N); WOW-TV (C)

ORLANDO, Fla. 47.5 110,027
WOBO-TV (A,C,N)

OTTUMWA, lowa . 60.9. - 110,770
KTVO (C)

PANAMA CITY, Fla. 44.6 . 17,700
WJDM-TV (A,C,N)

PARKERSBURG, W. Va. .48.3 135,449
WTAP-TVT (A,C,N)

PENSACOLA, Fla. . 61.1. - 102,888
WEAR-TV (A,C)

PEORIA, il 76.1 170,705
WEEK-TV} (N); WTVH-TV] (A,C)

PETERSBURG, Va. 68.7. 191,706
WXEX-TV (N)
{Includes Richmond, Va.)

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

PHOENIX-MESA, Ariz. .69.1 119,253
KOOL-TV (C); KPHO-TV;
KTVK (A); KVAR (N)

PINE BLUFF-LITTLE ROCK, Ark. . 47.0 120,759
KATV (A,C); KARK-TV (N);
KTHV (C)

PITTSBURG, Kan. .61.5 - 115,946
KOAM-TV (A,N)

PITTSBURGH, Pa. 1,070,640
KDKA-TV (A,C,N); WENST (A,C,N) 332,605

PLATTSBURG, N. Y. .90.0 . *111,330

WPTZ (A,N)

Market % Penetration  Sets

POLAND SPRING, Me. .80.3 *230,368
(Mt. Washington, N. H.)
WMTW (A,C)

PORTLAND, Me. 90.0 187,290
WCSH-TV (N); WGAN.TV (C)

PORTLAND, Ore. 111305,962
KLOR-TV (A); XOIN-TV (C); KPTVH (N)

POUGHKEEPSIE-KINGSTON,N.Y. 28.4 138,133
WKNY-TVH (A,C,N)

PROVIDENCE, R. |. 90.0. 746,736
WIJAR-TV (A ,N); WPRO-TV (C)

PUEBLO-COLORADO SPRINGS,

Colo. .50.1. 50,839
KCSJ-TV (N); KKTV (A,C); KRDO-TV (N)

QUINCY, IIl.-HANNIBAL, Mo. .. 76.6 146,244
WGEM-TV (A,N); KHQA-TV (C)

RALEIGH, N. C. . 50.4 104,466
WNAO-TVt (A,C)

RAPID CITY, S. D. 1
KOTA-TV

READING, Pa. . 46.9 172,274
WHUM-TVT (A,C)

RENO, Nev. 78.9 21,755
KZTV (A,C,N}

RICHMOND, va. 68.7. 191,706
WRVA-TV; WTVR (A,C); WXEX-TV
(Petersburg, Va.) (N)

ROANOKE, Vva. 60.0. 237,720
WDBJ-TV (C); WSLS-TV (AN)

ROCHESTER, Minn. .70.2. 193,414
KROC-TV (A,N)

ROCHESTER, N. Y. .90.0. *293,220
WHAM-TV (A,N); WHEC-TV (A,C);
WVET-TV (A,C)

ROCKFORD, Il 234,867
WREX-TV (A,C); WIVOT (N) 194,320

»
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WGBS-TVT (N); WITVT (A); wTVJ (C) 179,320

.AIDLAND-ODESSA, Tex. .46.2. 41,519
KMID-TV (A,N); kOSA-TV (C)

AILWAUKEE, Wis. ... . 615,354
WISN-TV (A); WTMJI-TV (N); 1244,622
WXIXt (C)

MINNEAPOLIS-ST. PAUL, Minn..78.7. ... . 601,510
KEYD-TV; KSTP-TV (N);

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

WINOT, N. D. . e 46,6 16,279
KCBJ-TV (A,C,N)

WISSOULA, Mont. ... e 329 .15,724
KGVO-TV (A,C)

VMOBILE, Ala. .. ... .60.3. . 169,755
WALA-TV (A,C,N); WKRG-TV (C)

WONROE, la. ... .50.5......103,396
KNOE-TV (A,C,N)

MONTGOMERY, Ala. . 95,466
WCOV-TVt (A,C,N); WSFA-TV (AN} 166,591

VUNCIE, Ind. ... L61.7. . 195,330
WLBC-TVt (A,C,N)

WUSKOGEE, Okla. . 715 . 200,590
KTVX (A)

{includes Tulsa, Okla.)

" NASHVILLE, Tenn. 50.9. .. 273,827
WLAC-TV (C); WSIX-TV (A);
WSM-TV (N)

NEW BRITAIN-HARTFORD,

Conn. .. ....53.9. 1269,610
WKNB-TV1 (N); WGTH-TVt (A,C)

NEW HAVEN, Conn. ... .87.8. .. 836,320
WNHC-TV (A,C,N)

NEW ORLEANS, La. - 305,930
WDSU-TV (A,C,N); WIMR-TV1 (A,C) 116,988

NEW YORK, N. Y. 90.0 .4,520,748
WABC-TV (A); WABD; WATV;

WCBS-TV (C); WOR-TV; WPIX;
WRCA-TV (N)

NORFOLK, Va. ... .o 262,793
WTAR-TV (A,C); WTOV-TVE; 146,208
WVEC-TVT (N)

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

ODESSA-MIDLAND, Tex. .46.2 .41,519
KOSA-TV (C); KMID-TV (A,N)
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TO REACH THE HOME-FOLKS,

RIDE THE "LOCALS"

Looking for an outstanding local personality to
take your television message to the

five-city* WTAR-TV market? Andy Roberts,
singing star with such big names as

Jimmy Dorsey, Gene Krupa and Sauter
Finegan and now a Monday-Friday

mid-day feature on WTAR-TV is your boy.

It’s *“theatre-in-the-round’”’ with
Andy Roberts and his combo
surrounded by enthusiastic fans both
in the studio and in their homes.

Available for “Class C" participations.
Write or call your Petry man or WTAR-TV Norfolk.

CHANNEL

NORFOLK

PORTSMOUTH

www americanradiohistorv.com
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Represented by Edward Petry & Co., Inc.
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To quote Foote, Cone & Belding’s
president Fairfax Cone: “. .. every
moment of the reader’s and viewer’s
time has become more precious

Our competition is for time . .
advertising must reach new
creative heights to capture attention.
Ordinary advertising won’t do this.”

And ordinary editorial coverage

won’t do it either. To penetrate the
charcoal gray curtain and reach

the decision makers, to capture the
attention, the readership of the busy TV
executive, TELEVISION MAGAZINE has
invested heavily in special

research projects that go considerably

beyond the usual trade paper coverage.

Publishing essential information

not available elsewhere, such

as TV set count, TV market data and
continuing brand studies is a

policy that has made

TELEVISION MAGAZINE the industry’s
one authoritative source for the

facts and figures of TV advertising.

This is the kind of coverage

that sets TELEVISION MAGAZINE apart
from other publications in the field
—and is your guarantee of

maximum readership of the magazine

and its advertising.

TELEVISION

MAGA



www.americanradiohistory.com

WEEKEND VIEWERS
STAY UP LATE FOR
“3-STAR THEATRE”

Here's the record of *'Three
Star Theatre,” on KCRA-TV,
presenting big-name, late eve-
ning feature films that domi-
nate the Sacramento market!

Average Rating: 13.7*

Average Sharelbf
Audience:79.3%

“THREE STAR THEATRE” is seen
at 11 p.m. Saturday, following
“Hit Parade’” (33.5 lead-in)
and at 11 p.m. Sunday {24.1
lead-in).

YOUR PETRY MAN KNOWS all
about “'Three Star Theatre’ on
KCRA-TV. Give him a call
about participations.

* Sacramento Television Audience
ARB: February 8-14, 1956

KCRA-TV

CHANNEL 3]

SACRAMENTO, CALIFORNIA
100,000 Watts Maximum Power

AFFILIATE

represented by Edward Petry & Co.

92

Marxet % Penetration  Sets

ROCK ISLAND, HIL.-DAVENPORT,

lowa 85.5. 289,084
WHBF-TV (A,C); WOC-TV (N)

ROME, Ga. L66.6.. 115,226
WROM-TV

ROSWELL, N. M. .41.5, . 26,620
KSWS-TV (A,C,N)

SACRAMENTO, Cal. 354,401
KBET-TV (C); KCCC-TVt (AN); 151,772
KCRA-TV (N)

SAGINAW-BAY CITY, Mich. .. 250,855
WKNX-TVt (A,C); WNEM-TV (A,N) 1

ST. JOSEPH, Mo. 74.4 . 120,325
KFEQ-TV (C)

ST. LOUIS, Mo. 787,255
KSD-TV (N); KTVIT (A,C); 309,813
KWK-TV (C})

ST. PETERSBURG-TAMPA, Fla. 190,946
WSUN-TVT (A); WFLA-TV (N); 147,527
WTVT (C)

SALINAS-MONTEREY, Cal. 78.1 . 68,918
KSBW-TV (A,C,N})

SALISBURY, Md. 79.5 .. . 153,195
WBOC-TVtT (A,C)

SALT LAKE CITY, Utah 78.6 175,372
KSL-TV (C); KTVT (N); KUTV (A)

SAN ANGELO, Tex. .47.3 18,535
KTXL-TV (A,C,N)

SAN ANTONIO, Tex. 193,993
KCOR-TV#}; KENS-TV (A,C); T
WOAI-TV (A,N)

SAN DIEGO, Cal.-TIJUANA, Mex. 79.2 265,84)
KFMB-TV (A,C); KFSD-TV (N); XETV (A)

SAN FRANCISCO, Cal. 975,243
KGO-TV (A); KPIX (C); 197,370

KRON-TV (N); KSAN-TV{;

(Circulation shown does not include Sacramento
where stations have sizable share of audience.)
(See Strockton, Cal.)

SAN JOSE, Cal. 47.1 . 211,586
KNTV

SAN JUAN, P. R. 1t
WAPA-TV (AN); WKAQ-TV (C)

SAN LUIS OBISPO, Cal. t
KVEC-TV (A,C)

SANTA BARBARA, Cal. 70.7 77,236
KEY-T (A,C,N)

SAVANNAH, Ga. 57.0 70,757
WSAV-TV (N); WTOC-TV (A,C)

SCHENECTADY-ALBANY-TROY,

N. Y. . 426,377

WRGB (N); WCDA-TVt (A,C) ***$135,942
(WCDA-TV operates satellite WCDB-TV,
Hagaman, N. Y.)
SCRANTON-WILKES-BARRE, Pa. 72.0
WARM-TVt (A); WGBI-TVT (C);
WBRE-TVY (N); WILK-TV (A)
SEATTLE.-TACOMA, Wash.
KING.-TV (A); KOMO-TV (N);
KTNT-TV (C); KTVW
SEDALIA, Mo.
KDRO-TV
SHREVEPORT, Lla.
KSLA (A,C); XTBS-TV (A,N)
SIOUX CITY, lowa
KTIV (AN); KVTV (A,C)
SIOUX FALLS, S. D.
KELO-TV (A,C,N)
{Operates satellite KDLO-Tv,
Florence, S, D.)
SOUTH BEND-ELKHART, 1nd.

WNDU-TV| (N); WSBT-TV| (C);
WSIV-TVYT (A)

212,673

75.0 402,599

36,722

55.6 161,289

81.4 155,079

60.5 **134,957

65.3 1165,050

SPOKANE, Wash.
KHQ-TV (N); KREM.TV (A);
KXLY-TV (C)

58.1 150,949

wwWw americanradiohistorv com

S
WITNland—the television market as
new as an unlicked cub—in the
heart of the money (better knawn as
tobacco) belt. It lies in the shadow

of the WITN

television tower, the
tallest man made structure in the
two Carolinas. WITN offers you
NBC affiliation, sells your product

more effectively whether carafes or

W SN
SSOSEBS

giraffes. Place your product in the
top field; harvest this ripe tobacco

market. WITN services the mighty
marine bases in Cherry Point and

Camp Lejeune.

a%e
S

channel

sorving eastvrn north daroedind
tranapitter at grifton, n. ¢.
Btudios & offices nt washipgton. R 9¢
310,000 watta

hendley-recd go,, rep.
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Aarket % Penetration  Sets
PRINGFIELD, It 62.1 168,222 |
wICSt (A,N) —

N Ed\TION
EDNU P

PRINGFIELD-HOLYOKE, Mass. ..83.3 1182,657 ETE C"ﬁ e}
WHYN-TVt (C); WWLPt (A,N) EClAL

PRINGFIELD, Mo. 57.5 102,519 -
KTTS-TV (C); KYTV (A.N)
TEUBENVILLE, Ohio .82.6 352,102

WSTV-TV (A,C)
(Circulation shown does not include Pittsburgh
where station has sizable share of audience.)

TOCKTON, Cal. 76.7 1,103,013
KOVR

(Circulation shown includes Sacrarnento and San
Francisco counties, Cal.)

(See San Francisco, Cal.)

JPERIOR, Wis-DULUTH, Minn. 64.3 101,010 HOW THEY VOTED...
WDSM-TV (C,N); KDAL-TV (A,C) )
NEETWATER-ABILENE, Tex. 558 48,851 : g =

KRBC-TV (N); KPAR-TV (C)

fRACUSE, N. Y. 90.0 *362,340 ARB BAI-I-OT (Feb. '5¢

WHEN-TV (A,C); WSYR-TV (N) MOST POPULAR QUARTER H

COMA-SEATTLE, Wash. 75.0 402,599 ou . .
‘KING-TV {A); KOMO-TV (N) Kory RS from Sion On to Sign off

KTNT-TV (C); KTVW

Candidate 8 29 o 58.4%
\MPA.ST. PETERSBURG, Fla. 190,946 Condid 8%
WFLA-TV (N); WTVT (C); 147,527 Mo sndidete CL T 89
WSUN-TV1 (A)

T (A) ST POPULAR QUARTER HOURS in Prim Evenine Ti
IMPLE-WACO, Tex. 55.4 96,560 Koty € tvening Time
KCEN-TV (N); KWTX-TV (A) x \

s C ndi o,
RRE HAUTE, Ind. 81.0 177,084 C:":,:""‘ 8 L """ 1579 70.1
WTHI-TV (A,C) . dote C LT Y142%
IXARKANA, Tex. 52.5 124,861 | 30 MOST POPUL
HeicTV (A T AR ONCE WEEKLY SHOwWS
TOMASVILLE, Ga. 52.6 80,564 | ' v 3
WCTV (C,N) cc°"dfd°'“ B0 5
)LEDO, Ohia 90.0 169,990 andidate C Ry
WSPD-TV (A,C,N) I R R R
YPEKA, Kan. 70.0 127,673 pu R L
WIBW-TV (A,C) l
I AVERSE CITY, Mich. 55.5 31,205 SE BALLOT (Feb. '54)

WPBN-TV (N) MOST POPULAR QUARTER Ho

e, AT . = x KOTv URS from Sign On to Sjgp on

KOPO-TV (C); KVOA-TV (A,N) [ " Candidate 8 C s, 79.2%
. o

ILARE-FRESNO, Cal. 76.7 1144,987 [J Condid
KVVGt; KJIEO-TVE (A,C); M ore CCso%
KMJ-T
Vi (N) OST POPULAR QUARTER HOURS in Prim Evenine Ti
ILSA, Okla. 65.8 262,435 KOTvV € Lvening Time
KOTV (C); KVOO-TV (N); ,
KTVX (Muskogee, Okla.) (A 7 Candidate 8 [ 4.09% 90.7
VIN FALLS, Ida. tt ) Condidote C[5.3%

KLIX-TV (A,C) 30 MosT P
fLER, Tex. 475 66,134 KO '(l)'PVULAR ALY HOWS

KTV (ACN) e
" Candidate s 40

U ITICA-ROME, N. Y. 90.0. 152,844 0 ) 9
WKTV (A,C,N) Candidate C )
ALLEY CITY, N. D. 51.4 100,428
KXJB-TV (C)
(See also-Fargo, N. D.)
TACO-TEMPLE, Tex. 55.4. 96,560
KWTX-TV (A); KCEN-TV (N) After more than six ‘yeors in office ond
" TASHINGTON, D. C. 82.1 600,606 more than o year of competing against
WMAL-TV (A); WRC-TV (N);
| WTOP-TV (C); WTTG 2 fult power condidates . . .
IASHINGTON, N. C. 575 129,249 wins Smashing Victory! John Q. Tele-
P WITN (N) viewer (represented ot the Februory
© {(ATERBURY, Conn. 51.2 104,185 4 | '
i WATRIVY (A) polls by PULSE and ARB) again vated
VATERLOO, lowa 74.3 189,209 m“ Channel 6 caostern Oklahaoma's '“ I-SA
FVWLTV (M) TOP TV station!
VAUSAU, wis. 59.5 67,193
WSAU.TV (A,C,N) Represented by
Y NESLACO.HARLINGEN, Tex.  42.2 45,492 Edward Petry & Co., Inc.
W P08E ¢ (K000 ¢ SRANRS  CITRON © Wk suGdihl ¢ AN MO MO ¢ M 1OV
KRGV-TV (N); KGBI-TV (A,C) >

TELEVISION MAGAZINE + JUNE 1956 "

WWW americanradiohistorv com ol



www.americanradiohistory.com

CASCADE
TELEVISION

TELEVISION

Contact

WEED TELEVISION

Pacific Northwest: MOORE & LUND

94

Market % Penetration

WEST PALM BEACH, Fla. .70.6
WEAT-TV (A,C);  WINO-TV (C,N)

WHEELING, W. Va. .80.3
WTRF-TV (AN}

WICHITA-HUTCHINSON, Kan. . 62.0.
KAKE-TV (A); KARD-TV (N); KTVH (C)

WICHITA FALLS, Tex. 61.2.
KFDX-TV (A,N}); KSYD-TV (C)

WILKES-BARRE-SCRANTON, Pa. . 72.0.
WBRE-TVt (N); WILK-TVt (A);
WARM-TVt (A); WGBI-TVt (C)

WILMINGTON, Del. . 75.5.
WPEH (N)

Sets

91,1N

295,619

210,724

83,096

212,673

208,511

(Circulation shown dces not include Philadelphia
where station has sizable share of audience.)

WILMINGTON, N. C. 44.2
WMED-TV (A,N)
WINSTON-SALEM, N. C. .64.9.

WSJS-TV (N); WTOB-TVT (A)

YAKIMA, Wash. .51.9.
KIMA-TVT (A,C,N)

(Operates satellites KLEW-TV, Lewiston,

Ida. and KEPR-TV, Pasco, Wash.)

YORK, Pa. 76.7.
WNOW-TVT, WSBA-TVt (A)
YOUNGSTOWN, Ohio . .52.8

WFMJ-TVT (N); WKBN-TVt (A,C)

YUMA, Ariz. 359

KIVA-TV (A,C,N)
ZANESVILLE, Ohio .63.5
WHIZ-TVT (A,C,N)

60,588

. 308,693

177,682

**170,557

.. 94,976

176,164

. 16,948

. 47,888

* Unadjusted for new data pending further study.

t U.H.F.
1t Incomplete data.
1t V.H.F.-U.H.F.
* U.S. coverage only.
** Includes circulation of satellite.

*** Does not include circulation of satellite.

OFF THE AIR IN APRIL: 4

Market Station  Channel
Adams-Pittsfield, Mass. WMGT (19)
Anderson, S. C. WAIM-TV (40)
Greenville, S. C. WGVL-TV (23)
Wichita, Kan. KEDD (16)
OPENED IN APRIL: 3

Market Station  Channel
Hagaman, N. Y. wWCDB-TV (29)
Marquette, Mich. WDMJ-TV 6)
Richmond (Petersburg),Va. WRVA-TV (7)
DUE TO OPEN IN MAY: 9

Market Station Channel
Chattanocoga, Tenn. WRGP-TV 13)
Daytona Beach, Fla. WESH-TV (2)
Elmira, N, Y. WTVE {24)
Fresno, Cal. KFRE-TV (12)
Las Vegns, Nev. KSHO-TV (13)
Milwaukee, Wis. WITI-TV (6)
Montrose, Colo. KFXJ-TV (10)
Spartanburg, §, C. WSPA-TV (7}
Tucson, Aris. KDOWI-TV {9
DUE TO OPEN IN JUNE: 3

Markot Station  Channel
Ardimnore, Okl KVSO-TV (12)
Corpus Christi, Tex KRIS-TV {6)
Hattlesbuig, Miss WDAM-TV (9)

TELEPULSE AREA REPORT
December, 1955:
In this

25-COUNTY AREA
of NORTH TEXAS and
SOUTHERN OKLAHOMA

OKLA

TEXAS

0

OF THE TIME

More People
Watch

KFDX-TV
(ol 3

WICHITA FALLS
TEXAS

than any other
TV station!

KFDX-TV's average audience is
71.8% larger than Station B's.

KFDX-TV has {3 of the top 15

once-a-week shows.

KEDX-TV has ALL of the top 10
multi-weekly shows Monday
through Friday.

www americanradiohistorv com

NBC-ABC

100,000 Watts
Rep. by PAUL H. RAYMER CO.

TELEVISION MAGAZINE + JUNE 1956
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4EY SPEND MORE TIME WITH TV From page 77

nple, what time he got up, had
reakfast, left the house, how he got
, work, and so forth.

ueries tied to personal habits

hese personal activities became the
imping-off points for questioning on
e reading of newspapers during
iese natural time segments—at
eakfast, while going to work, etc.
nce it was established that news-
.per reading had occurred during
1y of these times the respondent
yuld approximate more precisely on
time line when it occurred, the
yan of time, the name and issue of
e newspaper. A parallel technique
as used for television.

This technique made it possible for

the respondent to focus upon larger
happenings, then associate details
with these larger happenings, and in
this manner keep memory errors at
a minimum.

Another advantage was thut while
a person might hesitate to admit he
hadn’t read a newspaper during the
past 24 hours, the questioning on
specific activities which made up the
day could reveal that he in fact had
not seen one.

To make certain that the persons
interviewed would be representative
of all the people in the greater Chi-
cago area, a modified 7,700 home
probability sample of cluster design
was used. If no one was home or the
person to be interviewed was absent,

YE LATE-NIGHT PROGRAM BATTLE Frou page 59

op, Star Rating and Turning
nnt—0.5. Tonight’s average: 1.9.
Tonight bows to feature film in
ew York, where its 5.1 on WRCA-TV
ins second to WCBS-TV's 8.7 for The
ate Show.

¥ter network option time

lhe programming segments which
.ake up this period are smaller than
ose occurring during the later
murs, with a higher proportion of
1 'ndicated film and network kines.
Of the syndicated packages, many
the successful ones are in the mys-
ry-adventure category. In Spring-
s1d, Mo., for example, Badge 714,
swwogrammed 9:30-10 p.m. Sundays
13 KTTS-TV, pulls a 33.4 against 21.7
r NBC network’s Justice on KYTV.
n Monday night, during the same
ceriod, a syndicated film—KTTS-TV's
4 7. District Attorney—again beats
network rival-—KYTV's Break the
Y ank—this time by 40.1 to 14.4.
In Birmingham, at 10 p.m. on
uesday, Highway Patrol earns 23.5
)r WBRC-TV, against WABT’s 1.8 for
‘ross Current, also a syndicated film.
) omedies do well during this period,
0. At 10 p.m. on Thursday, Amos
' Andy on WBRC-TV draws 16.0
gainst another syndicated film—
runch and Des—which pulls 7.6 on
UYABT.
In Seattle-Tacoma, features and
ome syndicated films follow network
[ rogramming. By 10:45 p.m., Mon-
ay through Friday, two of the four
tations in the market are airing
eature film. By 11:15 p.m., Tuesday

‘ELEVISION MAGAZINE « JUNE 1956

through Friday, all four stations are
showing features.

Here are the 11:15-11:30 p.m. rat-
ing averages for the four nights:
Curtain Time, KOMO-TV—T.7; Chan-
nel 5 Playhouse, KING-TV—3.0; Late
Show and Late, Late Show, KTNT-TV
—2.8; Theatre 13, KTvw—0.8.

The news-sports-weather block

In most markets, this strip starts at
11 p.m. In some midwestern cities,
like Chicago, it starts an hour
earlier. Two of Chicago’s four sta-
tions are on with news-weather
cross-the-board strips from 10 to
10:15 p.m. WNBQ's Weatherman and
Dorsey Connors and WBBM-TV's
Standard News Roundup respective-
ly rate first and second every night
except Friday, when they take sec-
ond and third place to WGN-TV's Com-
munity Theatre. The five-day aver-
ages are: Weatherman and Dorsey
Connors, 17.1; Standard News
Roundup, 12.6; various program seg-
ments on WBKB and WGN-TV, 10.2 and
9.3 respectively. Community The-
atre’s first-place Friday-night rating
is 22.3 for this 15-minute period.
As in Chicago, the news-weather
block begins at 10 p.m. in Des
Moines. The top-rated show, KRNT-
Tv's News and Weather, averages
35.7, particularly impressive in view
of the 49.1 sets-in-use average for
this period. WHO-TV's news-weather
program ranks second with 10.7, and
WOI-TV, with varied programming,
averages 2.6 for the quarter hour.
Three of Los Angeles’ seven sta-

wwWw americanradiohistorv com

up to two return visits were made
to the home. Interviewers had no
choice in the selection of homes to
be interviewed; that was set by a
formula. The television results ‘are
based upon calls on 7,400 homes, the
newspaper results on a sub-sample of
1,700 homes. All members of the
family were interviewed.

A possible aid to media comparisons

We feel the study demonstrates that
it is possible to devise u common
basis for media comparisons, and
through the use of a “total-market
coverage” concept applied to all
media, contribute to the reduction o
the confusion now surrounding com-
parative media measurement. END

tions program across-the-board news
strips at 11 p.m. Of these, two rank
first and second in ratings: KTTV's
News with Putnam with 6.2 and
KRCA’s News with Latham with 3.3.

To sign-off time

A number of stations schedule spe-
cial sign-off programs, like WRCA-TV’s
Count Sheep in New York. In most
markets however, the day’s program-
ming is closed with features, syndi-
cated films and occasionally network
kinescopes.

A kine of It's Always Jan is used
by wcsc-Tv, Charleston, S. C., from
11 to 11:30 p.m. on Thursday. The
market’s second station, WUSN-TV,
signs off at 11 p.m. on that day, leav-
ing wesc-Tv's 9.2 rating for Jan un-
contested. The same situation pre-
vails on Mondays, leaving wWCSC-TV’s
Topper with an uncontested 14.9.

In Boise, KIDO-TV precedes its sign-
off, with a syndicated film—Liberace
—on Wednesdays, drawing an 11
p.m.-midnight rating of 4.1. The
other station in the market, KBOI-TV,
signs off at 11:45 p.m. with Morning
Headlines, drawing 1.6.

Saturday-night programming in
Chicago is closed with feature films
by all four stations. The last hour
during which all four outlets are on
1s 12:15-1:15 a.m., with the follow-
ing competitive picture: WGN-TV's
closing portion of Saturday Movic
Date and Late, Late Movie—2.5;
WBBM-TV's 2750 Playhoinse—2.3
WNBQ's Midnight Matinee
WBKB's Nite Owl Theatre—0.7
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. ONGRESS VS. THE NETWORKS From page 53

Bricker opposes present affiliate contracts,

ulation areas through lowered pow-
er, antenna height, or both, “in or-
der to restore the integrity of all
smaller television cities.”

§. Imposition of restrictions on an-
tenna locations “to reasonable dis-
ances from the stations’ assigned
aities,” with a prohibition against
transmitter sites ‘“designed only to
preempt markets of adjacent smaller
television markets.”

i | Bricker contends that his 25%-of-
[ population proposal would not re-

i juire the divestment of any current-

ly owned properties. According to his
data, the country’s largest station-
owner in terms of population served
is NBC, whose o0-and-o’s potentially
can reach some 239 of the people.

Bricker is shooting at two prin-
cipal targets—the existing system
of making network-affiliation con-
tracts, and what he calls *‘the super-
market type of station.”

Both, he contends, not only tend
to discourage the development of TV
in cities within “air-shot” of large
metropolitan centers, but also fore-

"supermarket stations"

stall network programming by sta- ;q’
tions in the smaller communities and

thus inhibit advertising revenues i
necessary to the survival of such sta-

tions.

The Ohio Senator puts it this way:
“The dollar sign has so obstructed
the vision of the networks and large
stations as to constitute a violation
of the public trust. The airwaves be-
long to the people, but have been
converted into a money-making grab.
It appears that reductions in pow-
To next page

IT'S BEEN OPEN SEASON ON THE BROADCASTING INDUSTRY IN THE 84TH CONGRESS

It’s been a busy time for House and Senate Commit-
tees of the 84th Congress who have been investigat-
ing television. Here’s a rundown of their interests.
» Whether Red influences exist in broadcasting.

+ Are films being illegally withheld from TV?

* Should broadcasting outlets be exempted from the
Federal Lobbying Regulation Act, as newspapers
and other periodicals now are?

* What is the situation on patents affecting broad-
casting operations?

» Whether broadcasters should be exempt from lia-
bility for libelous statements made in political
shows.

* Whether the industry and the White House exer-
cise influence over FCC actions.

* Do monopoly tendencies exist in the industry?

+ Is FCC withholding information from the public
and the Congress which they are entitled to have?

The Congressional mills grind slowly; the single
amendment to the Communications Act in the 84th
Congress—on the protest rule—is one for which
FCC has been pleading for years. The House
adopted it July 25, 1955; the Senate, January 12,
1956.

Previously, when the Commission made a grant
without hearing and a protest was filed within 30
days thereafter, it was required to stay the author-
ity until a hearing could be held. The amended sec-
tion permits FCO to stay or not, in its discretion,
and to dispose of the protest without hearing, if it
decides that course is proper.

Congressional thinking, in relation to broadcast-
ing, is reflected in the stuack of bills offered, but not
acted upon, since the 84th came in in January, 1954.
These proposals include:

Numerous plans for amending the equal-time
provision in political broadcasting, including denial
of such time to Communists and subversives, and

suspension of the provision when a candidate makes
an appearance on news, forum, debate or like shows.

Government financing of the 1956 presidential
campaign, including a $1 million grant to each of
the major parties to buy broadcasting time for the
presidential and vice-presidential candidates.

A “property right” for a station’s network affili-
ation, by requiring a network cancelling the con-
tract to pay the station the value of the franchise.

A half-dozen bills to prohibit broadcasts of horse-
racing information.

Prohibitions against any advertising of alcoholic
beverages on radio or TV.

Authority for FCC to regulate the time allotted
to advertising on radio and TV programs.

A flat ban on Subscription TV.

A prohibition against FCC deciding on Toll-TV.

A requirement that TV stations inform viewers
when a political candidate on the air employs face
make-up or a prompting device.

Permission for live radio and TV coverage of the
House chamber and its committee proceedings.

Prohibition of commercial sponsorship of broad-
casts of Congressional hearings.

Committee discretion on the use of TV cameras at
a committee session when a witness objects to them
on grounds of “harassment and distraction.”

A requirement that stations investigate persons
and groups for whom it solicits contribytions.

Bills to limit radio-tv antennas to 1,000 feet.

Bills to “forbid FCC discrimination” against
newspaper ownership of broadcasting stations.

Excise tax exemptions for TV receivers equipped
to receive all UHF channels, and also for radio and
TV sets used in business.

Varied proposals to raise the $15,000 a year sal-
aries of FCC members—to $19,000, or $20,000, or
$21,500, or $22,600.

TELEVISION MAGAZINE + JUNE 1956
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er, lower antenna heights, and rea-
sonably selected transmitter sites of-
fer one avenue to bring about a more
competitive economic climate. This
will permit the free competition
which will result in additional sta-
tions and a more equitable distribu-
tion of advertising revenues. . . .

“It has been argued a reduction in
service areas of large-city stations
would not solve the problem of un-
fair distribution of advertising rev-
enues among stations, since the ad-
vertisers could not afford to buy time
on the additional station necessary
to achieve equal coverage to that now
provided by the large stations.

“This claim merely purports to de-
fend monopoly, and has no support
in economic fact. The financial data
examined has shown that the arti-
ficially restricted supply of outlets
has permitted artificially high sta-
tion rates in the large markets. This,
in turn, has permitted artificially
high station profits.

Bricker: '"affiliate profits unreasonable

“The CBS and NBC station affiliates
in the large markets now charge up
to $8,400 per hour for station time,
with the average running somewhat
lower, approximately $2,000 to $4,000
per hour. This is opposed to station
time rates averaging $150 to $400
in the small markets. These artifi-
cially maintained large-station rates
have permitted the large-city sta-

tions to recoup their -investments
many times over in their annwal
profits.

“The CBS affiliates in the first 50
markets of the country recouped an
average of 233% of their net invest-
ments in 1954 alone, before Federal
income taxes.

“It cannot reasonably be suggest-
ed that such profits and station rates
are normal, reasonable, or desirable,

“Neither can it be suggested that
advertisers are now paying proper
prices for time on the large CBS
and NBC affiliate stations.

“On the other hand, it is clear that
it the large-city affiliates cut back
service areas, maintained reasonable
station rates, and were satisfied with
reasonable  profits, the advertiser
could buy many more stations and
cover more persons with the dollars
he is now spending. Moreover, addi-
tional advertisers could come into
the marvkei. . . .

“It follows that free competition
for advertising revenues does not
exist in the television industry., Dy
restriction of station afliliation and
artificial maintenance of exorbitant
station rates, the advertiser is pre-

wwWw americanradiohistorv com

Spots
Available

Covering the Entire
Shreveport Market

onthe

TENNESSEE
ERNIE FORD
SHOW

— e ——

at a

NEW TIME
12:30 to | P.M., Mon. thru Fri.

Tennessee Ernie Ford is a big 2 to 1
favorite in the rich Shreveport Mar-
ket where more than one and a
quarter million people own 200,000
TV sets. Ask your Petry Man about
our package deal that gives you

twice the viewers at one low cost.

MAXIMUM POWER

KTBS-

CHANNEL

SHREVEPORT
LOUISIANA

E. NEWTON WRAY, President & Gen. Mgr.

NBC and ABC

Represented by

Edward Petry & Co., Inc.
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I(.TV’s

NEW
SUPER
TOWER"®
NOW
IN USE!

Now over 600,000
families live within
kgul-tv's coverage
area AND 80% of
these families live
within the new
kgul-tv 0.1 MV/M
contour.

Effective
Families Buying Income

0.1 MV/M Contour 501,500 $ 2,854,336,000

Total Coverage 611,600  3,299,272,000
Total State 2,523,800 12,938,800.000
kgul-tv’s percent

of State 24.2% 25.4%

Source: Sales Managemen?, 1956

*1170 feet above average
terrain; 1234 feet above sea level.

The only ‘\‘<
station N
delivering
primary
city o
service
to both 7
Houston %
and
Galveston &
h\ "
HOUSTON.
/ R }r’
GALVESTON 0.1 MV/M
Area
&z Proven
Penetration
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vented from buying time on as many
stations as he desires. Conversely,
the smaller television stations are
precluded from participation in net-
work affiliations, national advertising
revenues, and in profits.

“If free competition were allowed
to exist, through the reduction in
service areas and restoration of
small-market integrity, it is obvious
that the economic laws of supply and
demand will operate to adjust sta-
tion time rates to reasonable propor-
tions in the large cities, and that the
advertisers will then be able to pur-
chase time on as many stations as
they desire.

“When that situation occurs, the
television industry will be truly com-
petitive and free from the rate regu-
lation now practiced by those few
private parties presently in control
of the industry. . ..”

Thus opens the most serious at-
tack on television in yvears. The net-
works, of course, will fight back, as
already evidenced by Frank Stan-
ton’s immediate and unequivocal re-
ply to Senator Bricker’s statement.

Stanton: "'networks interconnect nation"

“If [Sen. Bricker] is not moved in
his proposals by misinformation or
ignorance, we must guess at what
other motives he may have for his
proposed suppression of an essential
part of our national communications
system. He would say to vou that
vour marketing efforts must concen-
trate on fewer people rather than
more, or deny that more people
live in a big city than in a small
town. Sen Bricker seems unaware
that the radio and TV networks in-
terconnect the nation; giving small
towns the same programs as big
cities,”

While most of the industry stands
behind the networks, some groups,
notably a few independent stations
and film companies, have aligned
themselves with the Bricker side. At
the same time, inquiries by agents
of the Department of Justice, which
is pursuing its own anti-trust in-
vestigations, may quietly be adding
more fuel to the “anti-monopoly” fire.

On the other hand, Congress too
is an arena of divided interests, and
committee hearings are often said to
aim for publicity as well as legisla-
tion. Nor is it easy—or necessarily
wise—to tamper with a proven net-
work structure that has the great
body of public goodwill supporting it,

This month the spotlight focuses
upon the spokesmen of the networks
as they present the case against the
Bricker viewpoint before the Mag-
nuson committee. END

www americanradiohistorv com

oty 43 il

Edward Petry & Co.. Inc.

T{{Q& TS

w(mmaﬂﬁ

& ¢ps REPORT TO FCC. DEC 195

Yo
| pHp tl’
)y ’Mfri‘ T
qjhd ‘H’"L‘(‘ qC7h mnﬂct'

ma anarler sows Im uge
Tam hations B ang €

fae the aasber af
© i et s from soo m %
Po. tun stations B ad C combingg

advertising message on

WHBF

is aired t0 1,300,000 people
in our 25,000 square mile

coverage area.

EB) per capita $1646

CBS FOR THE

DAVENPORT

ROCK  MOLINE
ISLAND

'ROCK_ISLAND LT
REPRESENTED BY AVERY-KNODERE

———



www.americanradiohistory.com

MEET THE MILLERS...

another prestige program on the
Prestige Station in Western New York
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Since 1948, Bill and Mildred Miller have been the
voices of good cuisine and culinary art to the inter-
>sted Western New York homemakers on their pop-
ular “Meet the Millers” show.

Their wide and varied talents which include Bill's
years as a lop Broadway dancer, Mildred’s piano
virtuosity, and their combined business acumen in many
enterprises, give them an equally wide scope of interests.
And 1Us their interests that have made them a vital
factor in captivating audiences.

Consistently the highest-rated food merchandising show
i BufTalo, “Meet the Millers” sells everything from
copper ware to biscuits with proved results for the
advertiser i New York State’s second largest market.

[he “Mect the Mallers” show - as well as the other
WRBEN-TV locally-produced Prestige Programs — has
the appeal and the audience to profitably accom-
modate all saleable products and services. Call our
national representatives: Harrington, Righter & Par-
sons, Ine Tor tull informanion.

WBEN-TV surraro « cH. &4

CBS BASIC

100
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PROGRAMMING From page 51

Murray Party, Quiz Kids, Damon
Runyon Theater. No longer on NB(C:
Comedy Hour, Frontier, Playwrights
56, Sereen Director’s Playhouse
Truth or Consequences, The Jimmy
Durante Show, Star Stage.

« ABC has dropped few programs. It
has enlarged its show schedule with
14 specs, including three Red Goose
Kiddie spectaculars and many new
weekly properties. Most of these are
built around the adventure themes,
They include: Bold Journey, Jim
Bowie, Frontier Judge, Long High-
way, and two one-hour shows, Inter-
national Theater and Wire Service,
—all on film. The network’s climb to
major status is evidenced by the im-
portant advertisers which have re-
cently joined its ranks as full spon-
sors. Among them are P&G, Colgate,
R. J. Reynolds, Eastman Kodak.

"Playhouse 90" CBS' big Thursday push

At this moment, the biggest slugfest
nights, which will see advertisers’
adjacencies all across the country
affected, seem to be Thursday and
Saturday, with the Thursday conflict
promising to be the most intriguing
in several years. At stake is the big-
gest and riskiest of the new season’s
ventures, the CBS Playhouse 90, a
weekly hour - and - a - half dramatic
show with a production nut of $120,-
000. A flop very possibly means rat-
ing loss of the entire night. Here'’s
how the three networks are tackling
the problem.

CBS will build on its anchor of
Climaz, the lush hour-long dramatic
show beginning at 8:30 p.m. With
the 90-minute drama following at
9:30 and going until 11 p.m., the
network is presenting the equivalent
of a theatrical double bill. This, in
effect, represents an entire viewing
evening. It will be an all-out network
effort to deliver top-notch script,
production and talent.

NBC's counterpunch—Tennessee Ernie

There are now signs of jitters at
CBS over the NBC move of the new
Tennessee Ernie show into the 9:30-
10 p.m. period Thursday night. This
is the first half hour of Playhouse 90.
If the NBC show can snare a large
audience, it may be lost completely
to CBS for the rest of the evening.
With his established appeal to young-
er females, Tennessee [Krnie may
turn out to be the ideal lead-in to the
Lux Video Theatre at 10:00 on NBC.
White attention probably will focus
on the CBS-NBC vivalry, ABC, too,
will have a property potentially dan-
gerous to CBS going during the first

TELEVISION MAGAZINE + JUNE 1956
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. half hour of Plawhouse 90. 1t is Wire

. Service, based on newsmen’s adven-
tures, which begins at 9 p.m. Helping
Wire Service will be its slotting

| back - to - back with the similarly

. slanted International Theater, the
hour-long series produced by Sheldon
Reynolds; it may also inherit a good
part of NBC’s audience which has
just finished viewing Dragnet.

In the meantime, CBS has lined up
three clients for Playhouse 90: Sing-
er and Bristol-Myers as alternating
sponsors for the first half hour, Ron-
son as.an alternating sponsor of the

hour remaining; at presstime, search
was still going on for a fourth alter-
nating sponsor.

Gleason, Caesar—fresh Saturday war

Saturday night will again earn much
trade attention, because of the re-
turn of Jackie Gleason to his live
hour show at 8 p.m. and of Sid Cuae-
sar to 9 p.m. on NBC. It will be a
nip - and - tuck battle, with Gleason
and Como squared off evenly, and the
potentially powerful Caesar’s Hour
confronting The Lawrence Welk
Show on ABC with its toughest com-

“The Blue-C/oilb Buy in the Bluegrass State”

Romance and glamor aside, there’s one

Kentucky institution you can't afford to

miss.

s WAVE-TV, first by far, in

Kentucky and Southern Indiana television.
First In CHANNEL — Brilliant Channel 3!
First In COVERAGE — Effectively serves

173,000 more TV families than
Louisville’'s second station!

First In PROGRAMMING —The best from

! WAVE-TV

CHANNEL 3 LOUISVILLE

FIRST IN KENTUCKY
Affiliated with NBC & ABC

1 SPOT SALES
» Exclusive National Representatives

| TELEVISION MAGAZINE * JUNE 1956

NBC and ABC, plus topnotch
local shows!

First In ADVERTISING—Carries more local

and national advertising, vear in
and year out, than Louisville's
other TV station'!

First ON THE AIR— More and better ex-

perience, by more than a year!

www americanradiohistorv.com

petition to date. A CBS guizzer, High
Finance, on at 10:30, could turn out
to be a sleeper.

Other evenings will exhibit ittle
more than variations on the past
season's competition. NBC will still
be trying to catch up with Sullivan
on Sunday nights. Shows by the
Maurice Evans unit, like Shaw’s
“Man and Superman” and “Dial M
For Murder” will lend that night
occasional extra glamor now that
“Color Spread” has been dropped.
The Evans Hullmark series is mov-
ing up from its afternoon period,
which will in turn be taken by an-
other big show as vet undetermined

Monday is notable for the appear
ance of the adventure-situation com
edv combination on NBC in the 8-9
p.m. slot vacated by Caesar — Sir
Lancelot and the following Buddy
Hackett show. The latter program
will be Max Liebman’'s main preoc-
cupation for the season. The trade
will be watching, too, to see what
inroads a pop music practitioner like
Lawrence Welk can make against en-
trenched dramatic vehicles. Dodge is
adding another Welk program to
ABC between 10-11, in opposition to
Robert Montgomery Presents and
Studio One.

Shriner the next Tuesday king?

Tuesday, for the first time, is planned
minus regular appearances by Milton
Berle. Martha Rave is also out.
NB(’s hopes for the 8-9 period are
pinned to the dancing shoes of Ray
Bolger, who will do 16 shows; Martin
and Lewis, who will do four; Bob
Hope and Dinah Shore, who will split
20 for Chevrolet. Against them will
be this past season’s comic hit, the
fast-talking Sgt. Bilko played by Phil
Silvers, followed by a new hour vari-
ety show headed by Herb Shriner.
If Shriner works out, and Silvers
continues to ride high, the evening
will belong to CBS.

Wednesday night’s big question
remains: When will ABC be able to
follow up the tremendous headstart
it gets from Disneyland? 1t will soon
be clear whether the new Dunninger
show will help or hurt. Godfrey has
changed his mind about being chased
off the air by Disneyland, and is de-
termined to return with new am-
munition for the battle.

Friday night's excitement prom-
ises to come from the new NBC spec-
taculars, ten of which have been
scheduled.

The daytime picture is not clear,
since much may depend on what ABC
does in the morning. It expects to be
moving into the 9:30-11 a.m. period
sometime between early Oct
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Reczpe for SUCCESS

To a great basic network
(CBS), add a great alfiliate
network (ABC). Season with
a strong array of local pro-
grams. Stir in plenty of
Promotion and Service.
Then add an active, intel-
ligent sales force and a

J-year record of consistent
preference ratings in Rochester!

o s

BEST BUY IN

ROCHESTER
TELEVISION!

CHANNEL Io

125,000 WATTS . CBS BASIC . ABC AFFILIATE

OPERATED SHARE TIME BY

WHEC-TV AND WVET-TV ROCHESTE
R,N.Y.

EVERETT-McKINNEY, INC. » NATIONAL REPRESENTATIVES » THE BOLLING C€O., I“C.
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Key to Network Schedule »

* New program; not aired in similar
form, 1955.56. t NBC, Sunday, 7:30 to
9, Hallmark special event programs,
three per year. § NBC, Sunday, 9 to |

three per year. TYNBC, Tuesday, 8 to 9,
alternating roster of talent; shows in-
clude Ray Bolger in '"Washington
Square," Dean Martin, Jerry Lewis,
Dinah Shore and Bob Hope: the latter
two are set for 20 shows to be spon-
sored by Chevrolet. A: Alternating
sponsor or program. S: Shared sponsor-
ship, by participation or by segment.
NOTE: ABC has announced plans far
14 spectaculars, cach to run at a dif-
ferent time and date. Three of these
will be the '"Red Goose Kiddie Spec- .

taculars."

10:30, Hallmark special event programs, l

E

PROGRAMMING F'rom preceding page

1956 and January, 1957, but no shows
or specific time slots have yet been
selected. Although Afternoon Film
Festival has not run off with the rat-
ings, the network officially denies it
will be scrapped.

In the meantime, CBS happily
looks forward to the possibility of
being completely sold out in the day-
time! Only daytime changes definite
at presstime: Johnny Carson as re-
placement for Robert Q. Lewis, can-
cellation of The Jack Paar Show for
a combination of a 10-minute news
strip and a 20-minute audience par-
ticipation show, Stand Up and Be
Counted.

Rogers groomed as second Godfrey

Exciting the top CBS brass more
than any new personality in years is
Will Rogers, Jr., now on in the early
morning. In him, the network be-
lieves it has another Godfrey.

NBC, which recently announced a
gain of $5,000,000 in daytime bill-
ings, will be carefully watching the
switch of its great personality hope,
Tennessee Ernie, from his 12-12:30
p.m. period to 2:30 p.m.—if the ex-
pected 309, increase in the following
Malinee Theatre audience results, to-
gether with a rating increase for
Ivrnie, other parts of the NBC lineup
may undergo re-scheduling.

Nexi season’s very heavy schedules
will pose sone current problems in
even more serious form. More than
ever befove, the network competition
for outlets in the one- and two-chan-
nel markets will be keen, simply be-
cause there will be so many shows
flowing from the network centers,
particularly in view of ABC’s up-
Rutrge. END
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HERE IS THE TENTATIVE NETWORK EVENING SCHEDULE FOR THE FALL AS OF PRESSTIME

ABC

CBS

NBC

SUNDAY ' N
7:30 Ted Mack Amateurs Pharmaceuticals Jack Benny (A) Amer. Tobacco Circus Boyt Reynolds Metals
(Alternate program IBA}
8:00 " “ N ” Ed Sullivan Lincoln-Mercury 'Sie’ve Allen
8:30 TBA
9:00 Omnibus Aluminium (S) GE Theatre Goodyear/Alcoa Hour$
9:30 ' " Alfred Hitchcock Bristol-Myers !
10:00 N $64,000 Challenge Revion Loretta Young P&G
10:30 TBA What's My Line? H. Curtis, Rem.-Rand (A) National Bowling PAG (S), Gen. Cigar (S)
MONDAY , _
7:30 *Bold Journey Ralston Purina Robin Hood Wildroot (A}, Johns. & Johns. (A} Gordon MacRae Lever
7:45 ' " ' o : " - - " News Caravan R. J. Reynolds
8:00 Make Room For Daddy Burns and Allen Carnation, Goodrich (A) *Sir Lancelot Whitehall, Lever
Producers Showcase RCA (5)
{every fourth Monday)
8:30 Voice of Firestone Talent Scouts Lipton, Toni (A} *Stanley Pall Mall, Helene Curtis (A)
Producers Showcase RCA (S
9:00 Bishop Sheen | Love Lucy P&G (A), Gen. Foods (A) “Impact Cheseborough-Ponds
Producers Showcase RCA (S
9:30 Lawrence Welk Dodge December Bride Gen. Foods Robert Montgomery Schick, 5. C. John
19:00 " - " Siudio One Westinghouse ‘ "
10:30 Open v " Open
TUESDAY
7:30 Warner Bros. Presents GE *Cartoon Theatre TBA
8:00 o " “ o Phil Silvers R. J. Reynolds, Amana (A) “Hope-Bolgertt Chevrolet (20 shows
8:30 Wyatt Earp General Mills, P&G “Herb Shriner Sheaffer (A.S), Maytag (A,S) ' '
9:00 TBA - - Pharmaceuticals (S} Fireside Theatre P&G
9:30 DuPont Theatre Red Skelton Pet Milk (A}, S. C. Johnson (A] Circle Theatre (A) Armstrong
*Drama (A) Kaiser Aluminum
10:00 TBA $64,000 Question Revion
10:30 v Do You Trust Your Wife? Big Town
Feigidaire (A), Liggett & Myers (A)
WEDNESDAY
7:30 Disneyland Amer. Motors (S), Amer. Dairy “Cartoon Theatre Coke Time Coca-Cola
(S,A), Derby (S,A)
7:45 “ . " & News Caravan Time (S), Mifes (S)
8:00 o o o o Arthur Godfrey & His Friends Toni (S,A}, People Are Funny
Pillsbury (S,A), Kellogg (S,A)
8:30 Dunninger Amer. Tob. (A), Pearson (A " Father Knows Best Scott Paper
9:00 Ozzie & Harriet Eastman Kodak The Millionaire Colgare Kraft TV Theatre
9:30 Ford Theatre I've Got A Secret R. J. Reynolds o
10:00 Wednesday Night Fights Pabst (S), Mennen (S) 20th Century Fox Hour (A) GE This Is Your Life P&G
U.S. Steel Hour (A)
10:30 Open : " TBA
't THURSDAY
7:30 Lone Ranger General Mills S3t. Preston Quaker Oats Dinah Shore Chevrolet
7:4% v ‘ . 2 v ” o News Caravan R. J. Reynolds
8:00 *International Theatre Bob Cummings Colgate (A), R. J. Reynoids (A) You Bet Your Life DeSoto
8:30 “ “ Climax (A) Chrysler Motors Dragnet Liggett & Myers
Shower of Stars (every fourth week)
9:00 *Wire Service R. J. Reynolds People’s Choice Borden
9:30 “ v o o “Playhouse 90 Singer (A}, Bristol-Myers (A) *Tennessee Ernie Ford Ford
10:00 Long Highway o ‘ Ronson (A) Lux Video Theatre lLever
© 10:30 Open - o o
FRIDAY
7:30 Rin-Tin-Tin National Biscuit My Friend Flicka Colgate Coke Time Coca-Cola
7:45 " “ " . ‘ o o News Caravan Miles
¥ 8:00 *Jim Bowie Amer. Chicle (A), *West Point Story Gen. Foods Life of Riley
Cheseborough-Ponds (A)
2:30 Cross Roads Chevrolet “Zane Grey Gen. Foods *Jack Carson Lorillard (A), Toni (A)
Spectacular (every fourth week)
} 9:00 *Treasure Hunt Mogen-David (A), Crusader Colgate (A), R. J. Reynolds (A) *On Trial Campbell Soup
Helene Curtis (A) Spectacular (every fourth wgek)
% 9:39 Vise Sterling Playhouse of Stars Schlitz Big Story Amer. Tobacco (A}, Simoniz {A)
Spectacular {every fourth week)
10:00 *Publicity Girl The Line-up B&\W (A), P&G (A} Cavalcade of Sports Gillette
10:30 Open Person to Person Amer. Qil (S east), Hamm Open
($ mid-west) Elgin (A)
< 10:45 ” . " o Red Barber’s Corner State Farm Insurance
% SATURDAY
7:30 Famous Film Festival Participating *Bucaneer Sylvania Big Surprise Purex, Speidel
i 8:00 " “ “ “ *Jackie Gileason Buiova (S), Lorilard (S} Perry Como Noxema (S,A), Tonmi (S,A), Golc
Seal (S,A), Sunbeam (S$,A)
Kleenex {S,A)
| 8:30 " ’ “ “ ‘ ' " " a - ‘
9:00 Ltawrence Welk Dodge *Gale Storm Nestle Caesar’s Hour Quaker-Oats (S), Esquire (S)
Ford Star Jubilee (monthly) Bab-O (S)
Spectacular RCA Whirlpool, Oldsmobile
(every tourth week)
§ 9:30 " ! " ‘Hey Jeannie PAG " v
Ford Star Jubilee (monthly) !
i { 10:00 Masquerade Party Olin Mathieson (A}, Gunsmoke Liggett & Myers George Gobel
Emerson Drug (A) Ford Star Jubilee (monthly) Spectacular see above
10:30 Ozark Jubilee “*High Finance Mennen Your Hit Parade Amer. Tob (A), H
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PRODUCING THE COLOR COMMERCIAL ['rom page 5

Pretesting and constant experimentation hold key to success with color TV

When hands are used for product
demonstrations, a very pale shade of
makeup should be used. Even so
small an item as nail polish cannot
be overlooked. Once, when a model
was demonstrating a Lady Sunbeam
Shaver in a close-up shot, the deep
color of her nail polish “saturated”
the product in her hand and turned
a turquoise shaver quite red. The
mistake was corrected by the simple
application of a very light nail polish.

Costumes and sets

The set designer for black-and-white
works alone, although he may meet
once or twice with the costume de-
signer to check the scene’s gray
values. In color TV, the two must
work together very closely. The cos-
tume designer is responsible for fore-
ground color— announcer’s or actors’
clothes—the scenic designer is con-
cerned with background. The two
must supplement each other in their
jobs, as well as in their choice of
colors. Your costume designer should
know the background color of every
scene so that he may select costumes
whose colors complement these back-
grounds.

Here again, flesh tones are an im-
portant factor. For one of our com-
mercials I had picked a dove-gray
background for our female narrator.
Before we made our final choice, she
had to try on five dresses of various
hues. The blue was too bright, red
killed her skin tones, green made her
face look ghastly. Finally, a light
brown dress was selected, it was a
fine complement for the dove-gray
background and made her flesh tones
appear wonderfully natural.

Dresses and costumes must be
chosen under fully lit conditions. I've
gseen dresses selected when the set
was not fully lit, and later on, when
the narrator looked sickly on camera,
and the commercial’s over-all feeling
was wanting, the people involved re-
gretted having “pooh-poohed” this
seemingly small item.

Most costumes available from cos-
tume houses are made egpecially for
the theatre-—almost [(hrec-quarters
of them are loo bright for coloy TV

vithout extensive alteralions and
dyeing. In planning any sort of pro-
duction, whether it be a show or com-
mercial, the additional cost thig en-
tailg should be taken into considera-
tion

[t will be s8ome time hefore this
particular problem will be overcome
in the medium. To take an example,

104

suppose a major network is planning
a production of ““Cardinal Richelieu,”
calling for a flowing red robe. The
robe probably would overpower every
scene the cardinal played in. The pro-
ducer would either have to gamble
by having the robe dyed a lighter
red, or go to the expense of getting
a new robe—one that would meet
color-TV  requirements — expressly
for the show. When you are invest-
ing such large sums of money, I don’t
think you want to gamble.

A fine example of good costuming,
where the designer kept the known
limitations of the medium in mind,
was the Maurice Evans color produc-
tion of “Taming of the Shrew.”

Lights

Color calls for much better liaison
between the scenic designer and the
lighting director than does black-
and-white. Frequently, colored the-
atrical gelatins are placed in front of
standard lights to alter background
color. The system is highly sensitive
to little changes of light, which
makes it very difficult to forecast ex-
actly how a color will look on the
monitor.

You must be careful that your
shadow areas don’t go too dark. Fill-
ing in shadows is necessary to in-
sure against a muddy look in your
picture. You need three to four times
more light in color than in black-and-
white, and this additional light
means many more lamps to be hung,
and other adjustments necessary to
get the best possible picture. All
this takes time and careful planning,
so in doing a commercial in color
you must allot much more time than
you ever did for one in black-and-
white.

Cameras

The color cameras we have been using
are considerably heavier and less
maneuverable than standard black-
and-white cameras. You must take
this into consideration when plan-
ning commercials; it is extremely
important to pre-plan shots set down
in your scripts.

Sometimes, if you have a busy mul-
tiple-shot script, it’s necessary to use
a fourth camera to get the exact
effect desired by your client. In our
commercials, with their many very
Tast and close precise shots of the
product, it's sometimes ditlicult for
a cameramun to break for his next
shot in time. Hence, a fourth camera
is necessary to achieve over-all llow.

www americanradiohistorv com

If your commercial message hag
many copy points and you have to get
them in, don’t take a chance when a
split second can mean the difference
between success and failure. This, of
course, is not a practical approach
for local stations which do not have
more than two or three color cam-
eras.

In these cases the only real solu-
tion is to limit the number of shots.

Another important fact that may
surprise some is that the color cam-
eraman sees only a black-and-white
picture when he looks through his
view finder. Therefore, he cannot
help correct shots and make adjust-
ments as readily as he can in black-
and-white.

Close shots look very good in color
and an advertiser should take advan-
tage of this fact. The mouth-water-
ing shot of eggs in the Sunbeam Fry-
pan is a good example. The long shots
sustained for an extended period will
detract from the clarity of your pie-
ture and should be avoided.

Background

A good color reproduction of the
product often can be obtained by con-
trolling the color of its surround-
ings. If, for instance, your product
is very light, a light background
will help hold its true color. But
there must be enough contrast be-
tween your product and its back-
ground to achieve an adequate sense
of dimension and sharpness.

To get the proper background for
the Sunbeam Frypan we experi-
mented for a full day. We tried vari-
ous warm and cool colors but they all
carried over into the pan and
changed the color of whatever food
was in it. We finally chose a buft
background which added just enough
color to give over-all balance to the
picture and give a perfect reproduc-
tion of the eggs, bacon, or pork chops
in the pan.

This experience taught me some-
thing very basic. No matter how
beautiful your color picture may be,
never forget that you are selling @
product and the background sur-
rounding it must not pull the eye
away from the sales message you are
Irying to put across.

Reproduction

The need for careful experimenta-
tion and planning in order to keep
within the color range the system
can readily take cannot be over-
emphasized. IFor example, in using a
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chocolate cake in our color commer-
cials we found that the normal choco-
late icing used was too dark for the
system to render truthfully. We
therefore changed the icing to a4
lighter mocha brown, and the color
system reproduced the cake exactly
as desired.

When planning to enter color TV,
some advertisers may have to change
their over-all packaging, some may
be able to retain their package colors
by lightening tones for TV (as I did
with the chocolate icing), others will
encounter no problems at all. Some
advertisers may want to change their
packaging simply to compete with
other, more imaginative, product
packaging once color TV achieves
greater circulation. Certainly the
time to start thinking along these

lines is now.

Innumerable obstacles are encoun-

‘tered in televising certain surfaces

in color. My own special headache
was the problem of successfully
shooting those Sunbeam products
which have chrome finishes, a prob-
lem solved only after much experi-
mentation. Special wood enclosures
were made and lined with silver foil.
The product was placed inside the
enclosure, light was directed on the
silver foil only, which reflected it

-onto the chrome.

The next question was: Since
chrome is a highly reflective surface,
what color background would not kill
the over-all effect? I decided to stick
to a light blue knowing that its re-
flection wouldn’t alter the silvery
quality of the chrome and the result

was an entirely successful and life-
like reproduction.

Automobiles, because of their
glossy finish, also present problems.
They must be repainted with flatter
paint to eliminate bad reflections and
light flares. Again, all of this serves
to stress the fact that the key to your
success lies in pretesting and ex-
perimenting.

Artwork

For color TV, it is a good idea to
keep your artwork simple. Try to get
your message across with a mini-
mum of color and a maximum of
simplicity. Remember that great
amounts of color will distract the
consumer’s eye and detract from
your copy points.

Superimpositions, used so often
and so well in black-and-white, may
be used in color too. One color can
be ‘“supered” over another, but vou
will get an over-all loss in reproduc-
tion. Light lettering, against dark
backgrounds, works best. I have ob-
tained good results with pricetags
and product-comparison tags by
using a black background with light
blue and/or light brown letters.

A great saving in studio set-up
and lighting time can be achieved
through the use of color dve trans-
fers. These are either photographs
or an artist’s true rendering of the
actual product, with undesirable re-
flections eliminated and important
features highlighted. The camera is
trained on the dye transfer. In this
way, vou can pre-control product fea-
tures to some extent. Done live, this

) | ’
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would consume much valuable studio
lighting time, and it’s debatable
whether the vesults would be better.
Time

Obviously, in the preparation of
a color commercial, time is a big
fuctor. For our commercials, we use
an hour more for on-camera re-
hearsal in color than in black-and-
white. Although these commercials,
with their special problems, perhaps
are not a true time guide, I neverthe-
less suggest allotting a minimum of
one extra on-camera hour for color.

Dependent upon the complexities
of vour commercial. a schedule giv-
ing you enough time with the least
margin for error naturally is best.
Bear in mind that, for the first time,
you will be concerned with skin tones,
proper color, background and a true
color rendifion of vour product.
These, added to the normal problems
vou had in black-and-white, will add
to your preparation time. Once
you're in the studio, major changes
are difficuit to handle and will play
havoc with your time schedule.

This new ‘“monster”—color TV—
necessitates the re-evaluation of
what 1 call “print thinking,” carry-
ing color ideas from print to TV.

Agency art directors are not color
TV experts, and your art director
will have to learn, along with your
TV producers and copywriters. Giv-
ing him complete authority can
prove disastrous. One agency doing
color commercials gave its art direc-
tor over-all supervision. Carrying
over his print ideas, he chose colors

N
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KSLA-TV News
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Se¢ your Ruymer man
for full details,
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so vivid that the system could not
reproduce them, chose costumes
which killed the skin tones of ull
the people in the commercial, and
generally played havoc with the un-
familiar medium.

At another agency, where the TV
producer and copywriters could not
take the freely-given advice of NBC
men who had gone through the grow-
ing pains of this new medium, the
result was a complete waste of time
and money. Any advertiser or agency
is making a big mistake in not con-
sulting the networks as much as pos-
sible.

1

Cost

To sum up, you and your client had
better resign yourseives to the in-
evitable—your commercial in color
will cost more than in black-and-
white. Additional camera time, light-
ing time, special scenery, artwork,
costuming and makeup make higher
costs inescapable.

At this stage of the game, I am
convinced that any attempt to short-
cut production time for the sake of
economy can only mean trouble. This
is as true for the experienced color-
TV producer as it is for the be-
ginner. END

NEW ROLE FOR STATION REPRESENTATIVES Fiom puge 73

sel, the stations report, on how to
promote local programs and facili-
ties to advertisers, on audience pro-
motion, on stations’ national adver-
tising.

Being close to the needs of time-
buyers and having the experience of
solving similar problems for other
stations, reps have taken on many
new research chores. Station men
say thev are getting increased aid in
designing coverage maps and issuing
market data as well as choosing sur-
veys.

Reps are doing more to help with
rate review and with mailing lists;
also they are keeping their own sales-
men better informed.

Selling spot TV as a medium is
another vital area in which the reps
are now playing a big part.

While most of these new jobs are
directly related to selling time, some
of the increased activities are a lit-
tle farther afield. For example, at
least one-fifth of the station men
noted increused service in some phase
of network relations, programming
guidance or publicity.

The additional services stations want

Where would the stations now like to
get more help? It should be noted
that many of the areas in which a
large number of stations wanted in-
creased service are the same areas
in which other stations already had
been getting more help.

Almost every area of promotion
gets a high percentage of requesis
for aid. Most Irequently asked for
were presentations on behalf of the
market, the leadership of the sta-
Lion, local programs and facilities.
Presentations to get specific accounts
also were mentioned by many, as
were the prepacation of competitive
analyses when nvew stations enteved
the markel and assistance in winning
stution awards.
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Rep research departments were
asked to get busy on regular bulle-
tins analyzing and summarizing re-
sults of audience surveys, on distri-
bution of set-count information, on
regular reports of market data.

Reps were requested to get out and
campaign for spot—over 409% of the
station men said they would like their
reps to be present more frequently
at gatherings of food, drug, automo-
tive and other advertiser groups; an
equal number asked the reps to tackle
upper-echelon selling—at the account
or advertiser level.

Reps: New aids grew out of sales job

The reps, from their viewpoint, feel
their new activities are a necessary
extension of their basic time-selling
job. Some are becoming concerned
over the higher operating costs and
larger staffs that these diverse ac-
tivities demand. They feel that per-
haps the stations should share some
of the financial burden.

Many of the station men offered
undiluted praise of the service they
get from their rep.

A few were critical. Wrote one
general manager: ‘“Our reps have
been pretty decent to us, but there
are many points where we would like
better service.”

Dissenting from the general desire
for aid, one sales manager wrote:
“We believe that the problems of
sales development and station pro-
motion in small market stations
should be handled by the station
rather than the reps.”

Another wrote: “Reps are improv-
ing. Rep management should devote
more time to the promotion and re-
search aetivities instead of hunting
new stations to add—more trips to
local stations’ market areas, more
groundwork on manufacturers, more
effort toward development of a stand-
ard survey system.” END
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JACK WRATHER—OILMAN IN TV From page 57

personally concerned with policy
making and direction of administra-
tion. This keeps him hopping around
the country and he is often a hard
man to find. Sometimes he almost
runs ahead of himself. When he made
the deal with George Trendle for the
Lone Ranger properties, Wrather
flew to Detroit with his lawyer.
When he tried to open an account
at the local bank so that he could
place the $3,000,000 draft due to ar-
rive within a few days, he was told
an initial deposit of $100 was re-
quired. Neither Wrather nor his
lJawver had anywhere near that
amount on hand—they had to bor-
row the $100 from Trendle.

" Wrather's hopes for the future
are centered mainly on the South-

THE ARF [rom page 62

tee member estimates that pilot work
might require about $25,000 and
actual field work, $200,000 or more.

At this stage of the ARF’'s devel-
opment such hat-passing is neces-
sary. The Foundation’s 220 subscrib-
ers contribute from $100 to $2,000
a vear, depending on their size. This
income defrays the cost of opera-
tions, provides for the 23-man staff,
pays the costs of the appraisal and
consultation services and covers the
expenses of some of the special
studies of general interest. Media re-
search projects are financed by the
medium and advertisers, agencies
and other groups with a special in-
terest in projects proposed. Most of
the Foundation’s field work is done
through professional or commercial
research organizations. Guidance and
planning, plus much of the shirt-
sleeves work is done by the volun-
teers. Of this brainpower, it has been
said, “You couldn’t buy such talent
as the ARF gets for free.”

President Hart a former ANA chief
Equally as impressive are the back-
grounds of the ARF’s officers and
staff. William A. Hart, president of
the ARF since last November, was
director of advertising of DuPont
for 31 years. He is a former presi-
dent of the ANA.

The managing director of the
ARF, A. W. Lehman, is another man
experienced in the functions of ad-
vertising’s industry-wide groups. Be-
fore he became managing director
in 1944, he was the ARF’s technical
director. He has held administrative
and technical posts with the ANA
and Traffic Audit Bureau.

The man who took over from Al
Lehman as technical director is Dr.
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west and Southern California. He be-
lieves the continued population
growth of the United States assures
increasing and sustained production
and prosperity for the remainder of
this century.

As for his more immediate plans—
it is interesting that although only
his radio station is an independent
operation, Wrather has strong con-
victions about the potential of the in-
dependent TV station. It can compete
both dollar- and rating-wise in the
multi-station market, he maintains,
but it must be more vigorous and
aggressive than the network affiliate
in programming, sales and promo-
tion. Key programming factor for
the independent, he holds, is syndi-
cated film. END

D. B. Lucas. Lucas is also chairman
of the department of marketing at
New York University. He has com-
bined teaching and doing by serving
as a consultant for BBDO, writing
books on advertising psvchology, de-
veloping the ‘“controlled recognition
method” of measuring magazine-ad-
vertising audiences.

The men who work with the ARF
are the first to admit that progress
has been slow. Some say it has to be.
because of the nature of research.

Can volunteers get the job done?

But others feel that the nature of
the ARF itself has a lot to do with its
pace. One of its most active volun-
teers pointed out that, “They’ve done
quite a remarkable job, but maybe
they could do more. Maybe the way
the ARF is constituted is wrong.
Using volunteers, they have a chance
to get good people. But these men
have other obligations.

“Perhaps there should be a staff
member assigned full-time to each
project.”

Another researcher, nodding in
agreement, emphasized that an ex-
panded professional staff means an
expanded budget and that the ARF's
fund raisers have no easy job now.

The question “Why hasn’t the
ARF done more?”’ might be re-
phrased as “Why hasn’t the ARF
been given more money?” With
the results of its first projects just
beginning to be published, with
PARM, TV set count and magazine
audience studies about to be put out
in the next few months, now would
seem to be the time for those in ad-
vertising to realize the ultimate
value of the Foundation work and
give it fuller support. END
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STEP INTO THE KANSAS
MARKET ... WITH KTVH

and step into the
heart of the wheat
belt...one of the
richest market
anywhere.

Central Kansas’ population crowds 1,000,000
with more than $1,000,000,000 spendable
income. Every survey proves this area’s
pioneer station (KTVH) is watched most by
the most people!

So step into the lucrative Konsas market ..
with KTVH, o CBS basic station.

¢ KTV 5 e

VHE CHANNEL
HUTCHINSON @

240.000 -~ -

e ~—~——- 12

CBS BASIC
Represented Nationally by H-R Television, Inc.

Main office snd studios in Hutchinson: nffice and studio in
Wichita (Hotel Lasien). Howsrd O. Peterson. Gen. Mgr.

—WHTN=TV-

CHANNEL 13
IT'S A SELLER'S MARKET,
but we can give you

the BIGGEST BUY yet!

TIME: Now, while we're still new . . .
with rates set to offer low cost per im-
pression . . . choice availabilities are
still open.

PLACE: Huntington — Ashland — Charles-
ton and Portsmouth Markets. The rich,
prosperous, tri-state area of more than
1,250,000 population conservatively meas-
ured from mail responses.

SCENE: WHTN-TV with the largest trans-
mitting antenna in the world . . . 316,000
watts of power for maximum_ effective
coverage . . . a built-in audience of more
than 200,000 sets . . . popular basic ABC
network programs, outstanding local live
shows and top-notch films.

ACTION: Get on our “bandwagon” and
g-r-o-w with us! After only one month of
maximum power, Channel 13 showed
36.8% audience increase over the first
audience report.

CALL US: Huntington, West Virginia,
JAckson 5-7661, or our representatives:
Edward Petry & Co., Inc.

A
AT 3 |

TV’S %u Zuce Basic
ABC
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COMMERCIALS DOWN THE DRAIN

Watched 4 Marlboro commercial the other day. As
cigarette commercials go, it wasn’t bad at all. In
fact, it definitely left me with a favorable impression.
That impression, though, was shattered a fraction of a sec-
ond later—by a commercial for a sewer-cleaning service!
This is not an isolated example. There are literally
hundreds of instances where the best creative effort, the
finest film production and the biggest budgets are thrown
down the drain because of poor commercial placement.
While all of this has been pointed out time and time
again, the great majority of timebuyers placing spot
announcements still never get to see the commercials they
place. And even when they do, they are hamstrung by
client or account-man insistence on top-rated adjacencies
or an arbitrary ceiling on cost-per-thousand. Naturally,
such rigid policies force the buyers to shoot for avail-
abilities at top audience peaks regardless of “editorial
content.” There just isn’t enough consideration given
to the all-important climate for the commercial.

SPECIAL INTERESTS ASIDE

Wushington’s stepped-up investigations into the
hroadeasting industry have prompted the formation
of more special interest groups than you could shake «
stick at. The real business at the recent NARTB conven-
tion was not in the daily agenda but in the many meetings
taking place in private suites and corridors. Groups for
the status quo, for UILF; committees to show the evils
of the networks, to back up the networks. For every area
under government scrutiny, therc are any number of
axe-grinding groups formed specifically to get their story
told in Washington.
Of course, we understand that this is the very back-
bone of demacracy, but it seems o downright shame that
all these special intecest groups shonld become active at

editorial

The station is basically responsible for the way its
schedule lines up, but agencies can help avoid placement
blunders by thorough indoctrination of tifnebuyers, and
advertisers can help themselves by taking factors other
than ratings into account.

On the other hand, there appears to be a growing rec-
ognition by advertisers that programs of a certain type
might do more for their company and sales than higher
rated shows. This is basic advertising thinking. It has
long been evident in print. If it were not sound, why
would anyone advertise in the New York Times when
the Daily News’ circulation is so much greater? And
how else would you explain the success of The New
Yoricer magazine?

Fortunately, this maturity in media evaluation is now
seeping through to TV, as seen in the sponsorship of
programs like Ommnibus, Project 20, See It Now, and
so forth.

this crucial period when there is a great need for a uni-
fied stand. This is a time calling for a willingness to
give and take in the intevests of the overall good of the
industry.

Put this down as a plea to these groups to review their
goals carefully in order to see how they line up with the
entire national picture. They might try putting them-
selves in the position of a Federal Communications com-
missioner or one ol the senators active in the many in-
vestigations and ask themselves the following: “How
much confidence can we have in the data supplied by the
indugtry when it is so ohvious that what inspires the
various petitions ig self-interest!”
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