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and hundreds of advertisers
are using these great stations
for their basic advertising:

KOB-Tv . . . . . . . Albuquerque

WSB-Tv. . . . . . . . . . Atlanta

KERO-TV . . . . . . . Bakersfield

WBALTV . . . . . . . . Baltimore

WGN-TV . . . . . . . . Chicago

WFAA-TV . .+« . . . . . Dallas

WICU-TV . . . . . . . . . . Erie

WNEM-TV . | . . . . Flint-Bay City

WANE-TV . . . . . . Fort Wayne

KPRC-TV . . . . . . . . Houston

WHIN-TV . . . Huntington-Charleston

KARK-TV . . . . . . . . Little Rock

KCOP . . . . . . . . LosAngeles

WPST-TV . . . . . . . . . Miami

WISN-TV . . . . . . . Milwavkee

KSTP-TV . . . . Minneapolis-St. Paul

WSM-TV . . . . . . . . Nashville

WYTAR-TV . . . . . . . . . Norfolk

KMTV . . . . . . . . . . Omaha

WIVH. . . . . . . . . . Peoria

= WIJAR-TV . . . . . . Providence
(: . WIVD . . . . . . . Raleigh-Durham
. KCRA-TV . . . . . . . Sacramento
b WOAITV. . . . . . . San Antonio
KFMB-TV . . . . . . . . SanDiego

Television Division KTBS-TV . Shreveport

Edward Petry &Co., Inc. = 775

The Original Station Representative

New York - Chicago » Atlanta - Boston - Detroit : Los Angeles - SanFrancisco - St. Louis

WU americantachet=toer—rs==
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I used to shoot in the high 90’s
Then I bought KPRC-TV, Houston. I still shoot in the

high 90’s, but boy, is my sales graph nice and cool!

JACK HARRIS JACK McGREW EDWARD PETRY & CO.

Vice President and General Manager Station Manager National Representitives

www americanradiohietorv com
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50.8
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IN DES MOINES, IOWA

KRNTGTV
RATINGS

AUDIENCE PERCENTAGE-81%!

(THIS GREAT MARKET HAS THREE STATIONS)

IT FOLLOWS...
THE NEWS LEADER IS THE
STATION WITH THE MUST INGREDIENT

-

KATZ REPRESENTS THIS COWLES OPERATION
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STARRING

LLOYD BRIDGI

e PORT®

James W. SEILER, Director of ARB.
Supervised the compilation of the
ARB rating facts shown in this ad.
This data again proves that

ZIV SHOWS RATE GREAT time
after time in city after city.
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ZI'S NEXT BIG RATING WINNER

now shooting at ZIV Studios |

www.americanradiohistorv.com
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iries could win such

RST RATINGS

NEW YORK

WCBS-TV 10:30P.M.

= rer-packed

~ of an #1 AMONG ALL SYNDICATED SHOWS

P E’r's'::“- outrating Wagon Train, $64,000

>for hirel Question, Maverick, Lawrence Welk,
Twenty One and others.

L Wl

.

B

ARB Jan. '58

1IMORE DENVER . BIRMINGHAM .  MIAMI

£V10:30 pm *  KLZ-TV 9:00 pm WBRC-TV 6:30 pm ¢ WTVI-TV 7:00 pm KDKA-TV 6:30 pm

50:225:313:337 : 288

°
. . Ovutrating Wagon Train,
v tudio One, e Outrating Groucho Marx, o Outrating Groucho Marx, o Outrating Wyatt Earp, ®  Kraft Thgctre,gThis Is
%y Steve Allen, To Tell The Truth, G. E. Steve Allen, Twenty One, Twenty One, Steve Allen, Your Life, Twenty One,
‘0'4$64,000 ® Theatre, Price Is Right, ® Disneyland, Wagon ® Phil Silvers, Ed Sullivan ®  §64 000 Challenge
©1 nd others. e Wagon Train and others. ,  Train and others. o and others. e and others.
» ARB PULSE Feb. '58 RB .'58 R -
ARB Feb. 58 R e » ARB Feb.'58 ARB Feb. '58

RANCISCO

TP.‘I#()N-W 7:00 pm

b9

HOW GREAT CAN A SHOW RATE THE FIRST TIME ON TV?
Your answer is right here...in these ratings fagst! Make your next TV show
SEA HUNT first ratings . . . proof from an  a ZIV show and enjoy that happy spon-
impartial source that ZIV delivers high  sor feeling.

IT'S THE HOT, HOT, HOT NEW SHOW OF '58!

Pat O'Brien, Cesar Romero, Howard Duff, Bonita
Granville, Steve McNally, John Ireland, Lola
Albright, David Brian, Kent Taylor, Gene Barry,
Hans Conried and many more stars on exciting
ACTION impact shows on Target!

wrs ADOLPHE MENJOU s

wWWwWW america

Hetbviitore
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NEXT MONTH: In a provocative
interview, Robert Sarnoff sums up
his experience as NBC president
and issues a strong challenge to
advertisers, agencies and the in-
dustry . . . Other highlights: A
comprehensive review of the im-
portant question of station edito-
rializing . . . A probing look at the
question “How Fractionalized is
the TV Audience?” . . . The media
thinking of the man who guided
the spot TV success of Anahist,
J. S. Hewitt.

Frederick A. Kugel, Editor and Publisher

Herman W. Land, V.P. & Executive Editor
Nial Quinlan, Managing Editor
Mimi Grojower, Data Book Editor
John Watson, Associate Editor
Barbara Landsberg, Departments Editor
Rabert Brover, Manager ot Research
Joscph Taraollo, Art Director
Harry Waync McMahan, Howard Ketcham
Contributing Editors

Robert Lewis, Vico President
Irving A. Gross, Advertising Managerf
Jack L. Blas, Business Manager
Ruth Lettott, Oftice Manager
Harrictte Weinberg, Circulation Manager

Published monthly by the Frederick vKuqel
Comparny, Inc. Executive, editorlal, circula-
tion onJ adver lising Offices: 422 Madison
Avo., New York 17, N.Y. Telephane: 'Laza
3-9944, Single copy, 50 cents. Yearly sub-
seriptions in the Uniled States, ifs posses-
slons, and nations of the Pan American
Union, $5.00; In Canada, $5.50; elsewhere,
$6.00. Printing Offlco: 50 Emmelt S'a
Bristol, Comnecticut, Reentered as secon
class matter at Bristol, Conn, Editorial con-
1enl may not be reproduced In any tform
without permission, Copyright 1958 by
Froderick Kuge! Co., Inc

Momber of Business Publications
Avdit of Circulation, Inc.
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MEET THE MILLERS...

most popular exponents of the
Culinary Arts in Western New York

Since 1948 Western New York Homemakers have received most of
their happiest receipes and helpful kitchen hints from Bill and Mildred Miller
on their popular WBEN-TV ""Meet the Millers” Show.

And too, on their show they’'ve met practically every celebrity who has
visited the Buffalo area. Bill and Mildred have that kind of program —
service and celebrities for their viewers to enjoy. This adds up to

sales and profits for their sponsors.
Consistently the most popular food merchandising show in Buffalo,
"Mecct the Millers™ sells everything from copperware to biscuits to a predominantly
female audience every week day afternoon.
If you have a product for home, family or kitchen it would be wise
to investigate the Millers and the selling impact they have among the 2,419,000

consumers in the WBEN-TV coverage zone. Our Sales Department or
national re/)rexenlalivex: HARRINGTON, RIGHTER & PARSONS, INC.

will be happy to fill you in on details.

WBEN-W BUFFALO o CH_4

CBS BASIC ~

16 ';j*f

ANy

www americanradiohistorv com “
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VICTORY PROGRAM SALES — that’s CNP’s brand-new sales division,
excluswve distributor of the CNP syndication re-runs and first-run-off-the-

network shows, including “It’s a Great Life” and “Medic.”

While our NBC TELEVISION FILMS Division distributes only new CNP
products like “The Silent Service,” ‘‘Boots and Saddles—The Story of the
Fifth Cavalry,” and ‘““Union Pacific,” VICTORY PROGRAM SALES will
serve the non-network program needs of stations and advertisers with the

extensive range of properties listed below.

The man from VICTORY PROGRAM SALES is a highly-experienced spe-
cialist who knows the broadcasting business. Program schedules, program-
ming problems, rates and comparative ratings—they’re at his fingertips.
He knows current sponsor commitments and he knows where potential

income lies. Most of all, you'll discover, he knows how to be useful to you.

. VICTORY PROGRAM SALES—A DIVISION OF

CALIFORNIA NATIONAL PRODUCTIONS, INC.

' TS A GREAT LIFE * MEDIC + ADVENTURES OF THE FALCON - CAPTURED : CRUNCH AND DES
' . DANGEROUS ASSIGNMENT + FRONTIER ¢ HIS HONOR HOMER BELL - HOPALONG CASSIDY : INNER
SANCTUM -« PARAGON PLAYHOUSE ° STEVE DONOVAN, WESTERN MARSHAL ¢ THE GREAT GILDER-

SLEEVE « THE LILLI PALMER SHOW ¢ THE VISITOR ¢ VICTORY AT SEA « WATCH THE WORLD

www americanradiohistorv com
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Move over, Kilmer,

we got work to do

Atfter all the poems are recited about individual
trees (like cost-per-M's and top-shows-in-market
and quarter-hour-wins and scts-in-use and cover-
age-arca  and  merchandising-aids  and  total-
homes-in-arca and height-of-antenna and net-
work-alliliation and mail-pull), you have to take

a look at the forest.

tn Eastern lowa, WMT-TV is the fore-est*

station.

WMT-TV o Channcl 2 « Maximum Powcer
CBS Television for Eastern Jowa
National Representatives: The Katz Agency, Tnc.

0 comtorted e coomes 1o you throngle e conrlony  of
WMLV, whose nidional  repioventativey will be  dalightod to
how von onk trech, mohogany treos, slelp troos and shae troes,
i wi RI/ nn the Torest,

www americanradiohistorv com
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arch, 1958

ross TV network billings hroke the
alf-billion mark in 1957, December
illings of $49.7 million raised the
2ar’s total to a record $516,202,000,
rise of 5.7% over 1056.

As indicated in the table on this
pge, the bulk of the increase came
nighttime, which rose 7.8% over
st year. The largest gains in night-
me dollar volume were registered
v CBS; the largest percentage in-
.ease by ABC.

‘Daytime billings rose by 1.4%.
ere NBC led in both dollar and
ercentage increase. CBS, still the
ont-runner in tolal sales, remained
: its 1956 levels, while ABC billings
1 23.4%.

Audience levels continue to rise.
vB, citing Nielsen figures, shows
\at the average evening program in
e first two weeks of January, 1958,
ached a total audience of 9,665,-
)0 homes. This is an increase of
9% over 1956. The average week-
ay daytime audience rose to 4,930,-
00 homes, up 12.5%; and the
rerage weekend daytime audience

ached 5,734,000, up 13.2%.

MARKETS FEB. 1, 1958
fannel markets | . . 143
hannel markets . . . . 68
‘hannel markets . .. . .39
(or more)- channel markets . . . 20
"ol Markets .. ............ E— 1

_nmercial stations U.S. & possessions . 495

mber of U.S. TV homes ... . 42,001,213
“af U.S. homes owning TV sets . ... 84.9

Source: TELEVISION MAGAZINE

7 RECEIVERS

December ‘57 December ‘50
>duction 573,541 626,984
1ail Sales 923,339 957,193
Source: EIA

YEVISION MAGAZINE °*+ DATA BOOK 1958

rocus on BUSINESS

TV NETWORK BILLINGS

55 Millions 1956 —————i | 957 December ‘57 December ‘56
_—
ABC % 8,614,646 5 6,699,450
CBS 21,980,607 20,395,400
50 NBC 19,146,483 17,666,721
/ Total $49,741,736 $44,761,571
45 / : . =
\ lx—;_’— A F
40 =, N N AN
- .
s - __L i —
Source: PIB
JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

TV NETWORK BILLINGS 1957 VS, 1956, TOTAL, DAYTIME & NIGHTTIME

Total (000) Nighttime (000) | Daytime (000}
PR o A ~ ————— . B S
1957 1956 Change | 1957 1956 Change 1957 1956 Change
ABC $ 83,071 $ 76,726 8.3 | $ 70,010 $ 59,677 117.3 $ 13,061 S 17,089 -23.4
CBS 239,285 223,520 7.1 ] 154,452 139,250 +10.9 84,833 84,270 t 0.7
NBC 193,846 187,921 3.2 134,769 134,446 +t 0.2 59,077 53,475 110.5
Total $516,202 $488,167 5.7 $359,231 $333,373 + 7.8 | $156,971 S154,794 t 1.4

Source: PIB

TV VIEWING JANUARY TOTAL AUDIENCES, 1958-1955

; 1958 1957 1956 1955
Evening Programs (000)_ o 9,665 9,123 6,976 } 6,420
Weekday Daytime (000) 4,930 4,383 4,189 2,829
Weekend Daytime (000) 5,734 5,066 4,891 4,473

Source: A. C. Nielsen, First January Reports

TV NETWORK COST PER THOUSAND

-——= - ~1955 1956 1937 November 1957 index: $3.66

This graph traces the trend in

c-p-m per commercial minute of

4.50 a representative network half-

428 hour. Based on all sponsored

\ shows telecast 9:30-10 p.m.,

4.00 ’ N.Y.T., during the ARB rating

— week, it provides a continuing

375 = P e e yardstick of the performance of

3.50 — ...--"/,’ :; = nighttime TV. This index is ob-

- P A~ / tained by dividing the total costs

3.25 5= of the programs by the total

"/L\‘ A,’ number of homes reached by

3.00 these shows, then dividing this

275 byv the number of commercial
minutes.

2.50 Sources: ARB, PIB,

2258 TELEVISION MAGAZINE

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC
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THIS IS THE HOUSE THAT BUYS MORE TIME, SPENDS MORE TV DOLLARS, USES
MORE BIG-NAME HOLLYWOOD TALENT, AND PROVIDES AMERICA WITH MORE HOURS
OF SOLID ENTERTAINMENT THAN ANY OTHER HOUSE IN THE WORLD!

INSIDE THE HOUSE: Frank Sinatra, Eddie Fisher, George Gobel, Van Johnson, Jack Benny, Bob Cummings, Dean Martin, Jimmy Durante, Tyrone Power.
Bert Lahr, Jane Powell, Marge & Gower Champion, Kay Thompson, Donald O’Connor, Ed Wynn, Jo Stafford, Kay Starr, Terry Moore, Mickey Rooney,
Bill Lundigan, Walt Disney, Ward Bond, Bob Horton, John Daly—some of the talented people selected for and presented by our clients.

www.americanradiohistorv.com
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Houge Ad

RUN FOR THE TELEVISION DEPARTMENT OF

McCANN-ERICKSON, INC., sovermising

New York - Boston - Cleveland - Atlanta - Houston - Dalias - Chicago - Detroit - Louisville - San Francisco - Los Angeles - Port! 4 (Ore)
¢ and (Ore,

www americanradiohistorv com
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In these 24 Major marke

'KTVI—St. Louis
WEWS—Cleveland
WJZ-TV—Baltimore
KFJZ-TV—Dallas-Ft. Worth
KING-TV—Seattle-Tacoma
WPRO-TV—Providence
WCPO-TV—Cincinnati
KGW-TV—Portland

WABC-TV—New York
WBKB—Chicago
KTTV—Los Angeles
WFIL-TV—Philadelphia
WXYZ-TV—Detroit
WHDH-TV—Boston
KGO-TV—San Francisco
WIIC—Pittshurgh

WDSU-TV—New Orleans
WFLA-TV—Tampa
WBNS-TV—Columbus
WMCT—Memphis
KFRE-TV—Fresno
WOW-TV—0maha
WNBF-TV—Binghamton
WFBG-TV—Altoona

Prse-suasion delivers 20 spots a week

for little more than the average time-and-talent cost of a daytime network quarter-hour

Let’s play-back that headline, with amplification:

In the 24 key markets listed above, covering 60% of
America’s consumer buying-power, PURSE-SUASION
delivers twenty sales messages every week, for little
more than the average time-and-talent cost of one
daytime network quarter-hour.

With so many “‘commercials’” rotated week after M ie“ .
week to cover a station’s complete daytime audience, rs.WirtrLerlca

PURSE-SUASION combines the persistence of
Saturation with the impact of Television. It reaches
Mrs. America at home—during her business hours—
when you can most easily focus her thoughts on

the health and comfort of her family.

PURSE-SUASION rates mean low-cost selling for
mass-market advertigsers. Completely flexible—schedule
a few markets, or coast-to-coast. Get the special
presentation outlining the tremendous merchandising
power of PURSE-SUASION. Phone your nearest

DALLAS »
Kiverside 1-4228

LOS ANGELES »
DUnkirk 1-3814

SAN FRANCISCO -«
YUkon 2-7068

SEATTLE
ELliott 6270

Blair-TV office . . . or use the handy coupon now.
( OFFICEST NEW YORK » CHICAGO + BOSTON . DETROIT » ST. LOUIS
BLA.R-TV TEmpleton 8-5800  SUperior 7-5580 KEnmoro 6-1472 WOod‘sd 1-6030 CHestnut 1-5686

Flgin 6-5770

|

|

I

|

I

I

/ I
|

|

J JACKSONVILLE » :
I

www.americanradiohistorv.com

PURSE

Penetrating Saturation
with Daytime Spot-TV

BLAIR-TY, DEPT. L
415 Madison Avenue, New York 17, N. Y,

I'd like complete information about PURSE-SUASION
—and how to use it most effectively. Please phone
me for an appointment.

Name

Position——

Company..

Street Address. —

City & State Phone.
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report on spot

How baked goods and food snack advertisers use spot

isted below are baked goods and
m food snack advertisers who used
pot TV during a representative
reek in the third quarter of 1957
o 16 major markets. as reported by

AKED GOODS

NN DALE BAKERY PRODUCTS

Hartford 2 spots
RCHWAY COOKIES
Denver 1 spot
RNOLD BAKERY PRODUCTS
New York 5 spots
WREY BAKERY
Detroit 6 spots
ARBARA ANN BAKERY PRODUCTS
Los Angeles . 9 spots
ENDER BAKERY PRODUCTS
Denver 1 spot
LUE RIBBON BAKERY PRODUCTS
Philadelphia 9 spots
OND BAKED GOODS
Baltimore 2 spots
Detroit 3 spots
New York 9 spots
SJUCHAN BAKERY PRODUCTS
Seattle 2 spots
JUTTER-NUT BREAD
Chicago 1 program
-OLONIAL BAKERY PRODUCTS
St. Louis 17 spots
SONTINENTAL BAKERY PRODUCTS
Boston 1 progrom
23 spots
Chicago 2 progtroms
22 spots
Dallas-Ft. Worth 3 progroms
33 spots
Denver 1 progrom
23 spots
Detroit 1 program
35 spots
Hartford 2 programs
35 spots
Houston 2 programs
9 spots
Los Angeles 2 programs
31 spots
Milwaukee 3 programs
15 spots
Minneapolis 2 3 programs
14 spots
New York ... 3 programs
32 spots
Philadelphia s 1 spot
Seattle ... .. .. 2 programs
45 spots
St. Louwis . ...... ... 2 programs
22 spots

TELEVISION MAGAZINE °

B S e —— = — - — = |

DATA BOOK 1958

Broadcast Advertisers Reports Inec.
BAR tape-records all telecasts on a
regular basis for seven-day periods.
The schedules shown represent the

TV activitv of the hrands in the
Washington 1 program
37 spots
COOK BOOK BREAD
Dallas-Ft. Worth 3 spots
Houston 2 spots
COUNTRY CUPBOARD BREAD
Milwaukee 6 spots
COUNTY FAIR BAKED GOODS
Washington 1 program
19 spots
CUSHMAN BAKERY PRODUCTS
Boston . . 1 progrom
C-w BAKERY PRODUCTS
St. Louis 1 spot
DRESSEL BAKERY PRODUCTS
Chicaga . 2 spots
EDUCATOR COOKIES & CRACKERS
Boston 1 spot
GILBERT BAKERY PRODUCTS
Hortford . 2 spots
GLADIOLA BISCUITS
Houston . e . 1 spot
St. Louis ... 2 spots
GRANDMA BAKERY PRODUCTS
Scattle 1 spot
GRENNAN CAKES
Dollos-Ft. Worth 18 spots
GUS BAKERY PRODUCTS
Denver 5 spots
HELMS BAKERY PRODUCTS
Los Angecles 2 spots
HI-Q PIES
Denver .- 1 spot
HOLSUM BREAD & PASTRY
Milwaukee 1 spot
Minneapolis 1 spot
HOMETOWN BREAD
Hartford ... .. .. 13 spots
KEEBLER BAKERY PRODUCTS
Hcrtford 3 spots
KOESTER BAKERY PRODUCTS
Baltimore . ... . ... 38 spots
LANGENDORF BAKERY PRODUCTS
Los Angeles .......... 1 program
27 spots
Scattle > 500000600 1 program
3 spots
LAZARRA BAKERY PRODUCTS
New York ..... Bat a0 5 1 spot
MAMAS COOKIES
Dallas-Ft. Worth .. .. 8 o 3 spots
MANOR BAKERY PRODUCTS
Dallas-Ft. Worth ... .. o 8 spots

TV in 16 major markets

markets during the recording week.
They are taken from the recent
BAR report, “A National Guide to
Non-Network Television Advertisers
hv Product Categories.

MARBIS BAKERY PRODUCTS

Baltimore . 1 spot
MASTER NEIGHBORHOOD RETAIL BAKERS
St. Louis 6 spots
MAURICE LENELL COOKIES
Chicago 7 spots
MOTHERS CAKES 8- COOKIES
Los Angeles 1 program
MRS. BAIRDS BREAD
Dallas-Ft. Warth . . o 43 spots
Houston . ... .. . 56 spots
MRS. KARLS BAKERY PRODUCTS
Milwoukee . ... 2 programs
OLD HOME BAKERY PRODUCTS
Boston . . .. 3 spots
RAINBO BAKERY PRODUCTS
Denver . ....... 14 spots
Houston 46 spots
SALERNO- MEGOWEN BISCUIT COMPANY
Chicago 10 spots
Detroit 1 spot
SCHAEFER BAKERY PRODUCTS
Detroit . . ... .. 4 spots
SILVER CUP BREAD
Detroit . . .11 spots
STAR BAKERY PRODUCTS
Denver ... . 1 progrom
1 spot
SUNBEAM BREAD
Boston .. 6 spots
Dallas-Ft. Worth . . 19 spots
Houston - . 20 spots
Washington . o 2 spots
SUNRICH BREAD
St. Louis .. .......... 9 spots
SUNRISE BAKERY PRODUCTS
Minneapolis 3 spots
SUNSHINE BAKERY PRODUCTS
Los Angeles . .......... 11 spots
New York . .. . 12 spots
SUPREME BAKERY PRODUCTS
Dallas-Ft. Worth 1 program
2 spots
Denver ... .. 1 program
5 spots
TABLE TALK BAKERY PRODUCTS
Boston B oo Mo ooo 1 program
Hartford . .. 1 spot
TASTY BAKERY PRODUCTS
Baltimore .. . 13 spots
Philadelphio T ; 1 program
TAYSTEE BAKERY PRODUCTS
Detroit 2 spots

/To next page

13
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PRE-TESTED

BUGEUAS
'

BRAND-NEW!
FIRST-RUN! i 4

| _SUCCESS!

Saturday Evening Post

Over 650,000,000 readers of
Norman Reilly Raine’s 65 Tug-
boat Annie stories! 27-year run
continues by popular demand.

Motion Picture Feature
Box-office record-breaker in the
top motion picture theatres
N. Y. Times— ‘‘story superior”’
-—“a box-office natural.”

| SUCCESS!
Chicago Audience Test

929, of Lake Theatre audience
rated “The Adventures of Tug-
boat Annie”’ a TV favorite—
certified by Haskins & Sells,
C.P. A,

SUCCESS!

CBC TV Network

R.B. Collett, Adv. Dir., Lever
Brothers Limited, writes:
“excellent viewing audience’” —
“genceral public, through mail
and telephone calls, indicates
strong appeal for every mem-
ber of the family.” Tugboat
Annie outrates such shows as
Perry Como, Gunsmoke, Wyatt
Larp, Dragnet, Climax,
Disneyland and many, many
others in Canada network
markets.

. ‘

TELEVISION PROGRAMS OF AMERICA, INC.
488 IMADISON - NY. 27 - PLaza 52100

14

REPORT ON SPOT Continued

Minncapolis 3 programs
6 spots
New York .. ....... 5 programs
5 spots
St. Louis 4 spots
THOMAS BAKERY PRODUCTS
New York . 1 spot
TIP TOP BAKED GOODS
Baltimore 5 spots
Chicago . . . 1 spot
New York ............... 1 spot
St. Louis 15 spots
TOWN TALK BAKERY PRODUCTS
Denver z . .. 1 spot
TRIM DIET BREAD
Los Angeles .. . 26 spots
WEBER BAKERY PRODUCTS
Los Angeles . ... . 5 spots |
WESTERN BAKERY PRODUCTS
Dallas-Ft. Worth . .. 10 spots |
WESTERN COOKIES & CRACKF.RS
Baltimore . . 1 spot '
New York ...... P 2 spots
Philadelphia . 1 spot |
ZINSMASTER BAKERY PRODUCTS
Minneapolis . .. . 1 spot
l
FOOD SNACKS
BON TON POTATO CHIPS
Washington .. . Ca 1 spot
CAPITOL FRITO COMPANY
Washington . ... ... . ... . 1 program
CORONATION FOOD PRODUCTS
Detroit e 1 spot
DENTLER MAID POTATO CHIPS
Houston .. L 1 spot
EL CHICO ENCHILADAS
Dallas-Ft. Worth .. ... ... .. 2 spots
EVERKRISP FOOD PRODUCTS
Detroit . e 8 spots
FRITOS FOOD SNACKS
Dallas-Ft. Worth 6 programs
5 spots
Housten ... ... ... ........ 3 spots
Los Angeles 1 program
13 spots
Washington 1 spot
KAS FOOD SNACKS
St. Louis .. . . 11 spots
LAYS POTATO CHIPS
Washington . . . 3 spots
MAJESTIC PICKLES
Baltimore e 1 spot
MANN FOOD PRODUCTS
Washington - 12 spots
M-F INSTANT DIP MIX FOOD SNACK
Los Angeles G e v 3 spots
MRS. DRENKS FOOD PRODUCTS
Milwaukee . 1 program
MRS. GRUBBS POTATO CHIPS
Dallas-Ft. Worth . ... ... . .. 1 spot
MRS. HOWE FOOD PRODUCTS
Milwaukee " 3 spots
OLD VIENNA POTATO CHIPS
St. Louis .. 1 program
PARAMOUNT FOOD PRODUCTS
St. Louis . .. 1 spot
RED DOT POTATO CHIPS
Chicago 1 spot
SILVER BUCKLE FOOD PRODUCTS
Milwaukee ... .. ... L. 7 spots
STATE LINE FOOD PRODUCTS
Hartford N 14 spots
TEMPTEE FOOD PRODUCTS
St. Louis . R 1 spot
TOM SAWYER POTATO CHIPS
Los Angeles ... ... ..... ... 1 spot
TONERS FOOD PRODUCTS
Denver PP 12 spots
TRITZELS PRETZELS
Philadelphia o . . 1 spot
TUOEY OLIVES
Houston . o 1 spot
TV TIME POPCORN
Dallas-Ft. Worth .. 1 spot
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Ad'"hs
are fine hut..

It's a fact—quick quips, spontane
ous gestures, are best caught o
film. Then you are in control.
quick snip here ... a laugh high
lighted there—and you have a bet
ter show . . . one you can be proud
of. That's because you see it befor
you show it on film. What's more
a very imporfant ‘‘more,”’ you're i
control, too, of time and station
Use black-and-white—or color . .
there's an Eastman Film for ever
purpose.

For complete information write to:
Motion Picture Film Department

EASTMAN KODAK COMPANY
Rochester 4, N. Y.

East Coast Division
342 Madison Ave., New York 17, N. Y

Midwest Division
130 East Randolph Drive, Chicago 1, IIl

West Coast Division
6706 Santa Monica Blvd.
Hollywood 38, Calif.

or

W. J. German, Inc.
Agents for the sale and distribution of
Eastman Professional Motion Picture Film:
Fort Lee, N. J.; Chicago, Ill.;
Hollywood, Calif.

Be sure to shoot
in COLOR...
You'll be glad you did.
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Piogram series

now available:

Antos v’ Andy
Annie Oalkley
Assignment Foreign Legion
Brave Lagle

Buffalo Bill Jr.

Cuses of Fddie Drale
Champion

Colonel Flack

Fabian of Scotlund Yard
Iiles of Jeffrey Jones
Fire Fighters

(iene Autry

The Gray (Ghost

The Honeymooners

Lafe With Father
Muma,

Nuwy Log #
Our Miss Brooks {

Swn Irancisco Beol
Terrylooms

W hirlybirds

The Whistler

amd Newsfilm,
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CI38 News
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We'll help you.

If the time’s ripe for aggressive action...if you
want to start a sales campaign that’ll wallop your
competition, contact us pronto. We are uniquely
equipped to custom-produce a hard-hitting sales

campaign for you.

Fact is, we’ve been starting new television trends
for years. We originated the first Western series
made for television (Gene Autry) ; the first and
only Western with a female star (Annie Oakley);
the first “documentary’” service show (Navy Log);
the first air-age series (Whirlybirds) ; the first
Civil War series (The Gray Ghost). And there are
more pace-setters in production right now.

Maybe one of our current or upcoming program
series will fit your aggressive sales plans. If not,
we’ll produce one that will. The point is, when you

want to start something, start with a call to...

. CBS TELEVISION FILM SALES, INC.

““.:.the best film programs for all stations"_@
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Powerful 50,000 watt *KSL RADIO\\

Now this is the kind of ride that advertisers really enjov:

)

Coverage that reaches and sells 1,113,000 people in the 1117 county /
Greater Salt Lake Market. And these extra rides are free . .. Com- /
plete merchandising programs guided by our expert on sales, /
Harry Fletcher, to include: surveys, m-store displays,

contests, mailings and on-air promotions. //—'\\‘

Take ;n(l\{mnluge of the plus selling (h&.ll._v()ll .gct, only / woide 87 the \

on the Big “K.”" and get your share of free rides

today! / GREATER \

CBS For the Mountain West.\ SALT LAKE

Represented by CBS Radio Spot Sales \ MARKET /
\

NCS haslc wervice area. ~——

www.americanradiohistorv.com
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A MONTHLY FEATURE

BY KEVIN B. SWEENEY

President, Radio Advertising Bureau

TODAY'S TEENS, TARGET FOR TOMORROW

iinating today's teenage market, radio can influence tomorrow's homemakers

dio’s hold on the teenager is about the tightest that
iny medium has on its audience. Substantially over two
ws every day of the week is spent with radio stations by
verage teenager.
radoxically, this is an embarrassment lo us somelimes.
media are fond of charging that the radio audience is
only because of the teenager (meanwhile thev are
bing at research straws, as the newspapers are, lo prove
have not lost the teenage audience.
iis charge—that radio’s audience remains firm only
“use teenagers are its backlone A few
2s with a slide rule will show vou thai less than a quarter
.S. families have teenagers and a peek at any qualitative
arch on radio’s audience will show you that at no time
ng the day does the teenager represent any more than
% of radio’s audience.

is ridiculous.

10 stations create confusion with claims

adio stalions are responsible for some of the confusion
i their claims and counter-claims about each other’s pro-
raming practices. “Who listens to rock ’n roll except
wagers?”, cries one. “It’s music to steal hub caps hy.”
¢chaps, but there are a few aging adults who like its insistent
t and, again, the one-man survey: Check the music being
lyed on television programs being tailored to the widest
ves. R & R comprises at least half of that music.

3ut there’s much more to the teen-age “problem” than ex-
iding the claims that (1) the only people who listen to
lio are teenagers and (2) radio is programmed exclusively
~ grown-up children.

Even if our audience were heavily loaded with teenagers,
1at’s wrong with ‘that? The status of the 17,630.000 teen-
ers in the American home and the American marketplace

LEVISION MAGAZINE ¢ DATA BOOK 1958

has changed radically. In many homes, the teenager is mak-
ing importlant contributions to family incomes. [’m not talk-
ing about kids of 13, 14 or 15 years of age but of the ones
16, 17 and 18 who are beginning to earn some real money
of their own. Literally millions of teenagers—our estimate is
that there are over 8,000,000-~have a cash income of over
31000 annually.

Teenogers’ dollars are even more important than odults’

That amount of cash is going to revolutionize the market-
place itself, and every purchase made with it is proportion-
ately more important than the same dollars spent by an adult
purchaser.

To every advertiser, the teenager, whether spending his or
her own monev or the family money, is especially important
hecause leenagers are crystallizing their brand preferences.
And the teenager is—and must he—belligerently partisan
with brands as in evervthing. This is the period of their lives
when they are detending their attitudes on life, love, educa-
tion, automobile operation and everything thev buy. Con-
vince them at that period and you’ve got them for years.

Here is a time when, by giving them reasons they can use
when their peers or parents prohe about why they are huying
a brand, you can “own” them permanently. Check yourself.
The brand preferences | formed hetween 16 and 19—where
|1 bought my clothes, the shirt | bought, the brand of shoes
—remained with me for 15 to 17 years.

Teenage girls are the real market to concentrate on. The
census explains why-—since 1947, the median age of the
first marciages for females has never heen above 20 years
and 6 months and for the last six years it has hovered at just
a few days above 20 vears. (Male—22.7 vears, in case you're
interested. ) /To page 23

19
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ADVERT’SER: How do No-Cal and its agency, Paris the clock campaign with a complete merchandising and P M‘,
& Peart, account for the biggest New York sales jump in program—the headline-making Miss No-Cal Contest.”
No-Cal history? They credit Spot Television on WRCA-TV. Does Spot Television on WRCA-TV deliver? “Actual sal i
are confidential,” says Mr. Kirsch, “but No-Cal is devotint ;ﬂ-.
share of a larger advertising budget to Spot TV. Not onl} r
its high frequency at low cost makes a full saturation campaign finan- signed for an increased Spot schedule on WRCA-TV, an¢ "
cially feasible. And Spot’s selectivity allows us to concentrate that our sponsorship of the Miss No-Cal Contest for 1958, but? 4
:ampaign on our prime sales target —the figure-conscious housewife.” expanded our Spot TV campaign into the Philadelphia 4

No-Cal Board Chairman Hyman Kirsch says, “Spot TV . . . because

“WRCA-TV,” continues Mr. Kirsch, *“. . . first, because it commands Seated, left to right: No-Cal Corporation officials: Lee Kirs
urer; Hyman Kirsch, Chairman of the Board; Morris Kirsch"

, . Gl Standing, left to right: Donald C. Porteous, TV-Radio Dire iy
it offers an economical saturation schedule of good availabilities. & Peart; Max Buck, Director of Sales, WRCA-TV ; Ed Ke

such a healthy chunk of the New York audience. Secondly, because
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PHOTOS BY MORRIS H JAFFE

W TAILER: Joseph Reich, Grand Union Supermarket
\ger in White Plains says, “Judging from the additional
+ ver of cases we’ve been moving, No-Cal sales have in-

riied appreciably in recent weeks.”
. k]
tellers and advertisers alike are convinced that No-Cal’s use of

isi ' ine. They know first-hand
Television pays off right down the h.ne' 1)" rathen B R R S,
" adjacencies to the great NBC entertainment ineup an p e A S e L
% programs and personalities can do for advertisers who buy AW R ey LS

- . i ted by NBC Spot Sales. SCHENECTADY-ALBANY-TROY-WRGB ST. LOUIS—KSD-TV
* lules on the television stations represen y P PHILADELPHIA—WRCV-TV DENVER—KOA-TV

%o right: Joseph Reich, Grand Union Supermarket Manager, W hite WASHINGTON—WRC.TV SEATTLE-TACOMA~KOMO-TV
s Sho ' e Center N,ew York; Joe Murphy, Merchandising Man- MIAMI-WCKT LOS ANGELES—KRCA
! e CP:-Tf/ \ lm,ng’ Ehrlich. Sales Manager, No-Cal Corporation. BUFFALO-WBUF HONOLULU—KONA-TV

)
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5 key markets...

KANSAS CITY, SYRACUSE,
OMAHA, PHOENIX, AND TULSA

When you buy the Meredith Station in these boom-

ing markets, you’re on the station with smart
programming . . . selling know-how . . . well-

planned merchandising . . . experienced talent

and management.

Your advertising gets home on the Meredith

Station.

KANSAS CITY
SYRACUSE
PHOENIX
OMAHA
TULSA

KCMO
WHEN
KPHO
WOWwW

KRMG

KCMO-TV The Katz Agency
WHEN-TV The Katz Agency
KPHO-TV The Katz Agency
WOW-TV John Blair & Co. — Blair-TV

John Blair & Co.

Meredith Stations Are Affiliated With BETTER HOMES and GARDENS and SUCCESSFUL FARMING Magazines

www americanradiohistorv com
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iENEY From page 19

o better than half of teenage girls
mlv a few months from marriage
4 they are 19. And 129 of the Aimed to hit your

Iren are born to mothers under 19.

market with
not only are thev homemakers

>r— making judgments on 200 IMPA(TI

sfications of household products /

hey are mothers within a few years — - “G
ewards—43% of the children horn TV‘S PROP'E/\-L—_-}

o mothers under 24. ——
vour own studv of what shapes i FORCE . s
ttitudes of the teenager in the cru- NEW =y
vears before homemaking. You’ll —_ *

the major attitude-maker might be

rsonality on a radio station. AR 1
1wvhe it’s about time we recognized A R G E I
bvious: That leenagers. dominated

adio, although thev are but a small Ziv's d . . N >
. o Iv's namic new impac 7 1/

of radio’s whole pie. are a market s pac Fetbwcscor

series with Adolphe Menjou, host.

v and the market next vear. It you
a hittle attitude shaping, Um sure
:onfreres can arrange to send vou
e card. END

Additional copies of the

DATA BOOK

are available at $2.50

i" 6

' Radio keeps me company. 'm not lonesome when the radio is on.

istener’s quote, from a study by Motivation Ana{ysis, Inc: of C-0 and %E?;‘ffi:vz
©dependent listening attitudes. C-O fans regard radio as a friend, and con- - 15 Lga Al

squently pay more attention to their station than do Independent listeners. R

KCBS, San Francisco

CBS-OWNED RADIO STATIONS

LEVISION MAGAZINE ° DATA BOOK 1938 23
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A MONTHLY FEATURE

BY GEORGE G. HUNTINGTON

Assistant to President, TvB

HERE TODAY — GONE TOMORROW

Today's brand king may be dethroned by an alert newcomer who uses TV aggressively

am proud to see television fighting complacency—in people

and in products.

Take TV itself. Few people are apathetic about television
programming. Nielsen shows the continual climb in the pub-
lic’s endorsement despite the esoteric clamour of the com-
petitive press. Take television commercials or stars or ratings:
Evervone has an opinion., few are complacent.

But equally important is the eflect television is having on
the customers’ complacency. 1t’s impossible {for me to be
content with last vear’s or even yesierday’s model after I've
seen the wonders of the newest one. As Sindlinger reports.
more time is spent with television than with all other media
combined. Thus, this learning about new products and this
demand for constant improvement must receive ils major
stimulus from television,

There is no security at the top today

With the accelerated pace television has created, it’s hard
to remember the time when a product that finally made the
top of its field could afford complacency. could sit back con-
fident that it couldn’t easily be overthrown. Once a product
had finally reached the number one position, il was secure.
But today, television has created a way for the alert to over-
throw the king—-overnight.

Most top products have taken years to obtain distribution
and win the public’s confidence. From the vantage point of
their success, they once could walch each new competitor
and take time to make whatever moves were required to pro-
tect their position. Today, these products may not be able
to make these moves unless they too employ the speed of
television.

First step to overtake the leader is distribution. Before tele-
vision this took time, time that allowed the leader to shift to
meet you head-on. Today, something we once thousht im-
possible is happening: Manufacturers are obtaining distribu-

24

tion without ever leaving home. Using television as their
marketing medium, advertisers are getting distribution he-
fore their product is even ready for the dealers’ shelves. Their
television commercials create consumer demand to create
dealer demand. Lestoil entered the highly competitive de-
tergent field this way. Its television commercials preceded
and created its distribution. Maypo is doing the same thing,

So you can’t be complacent about the excellence of your
distribution. You may be moved back or off the shelf by a
product not even there for sale. As the Red Queen once
said, “Yon’ve got to keep running just to stand still.” 1 could
add that if vou want to move ahead. yvou've got to move
still {aster-—which means television.

Tomorrow morning you may climb out of bed to find a
full-grown giant as your competitor. While you slept. a new
or an improved product may have reached 100.000,000
people through television, implanted its name, proven its
merits through the actual demonstration television alone
provides. You cannot be complacent just because you know
your product is good: a competitor could have made im-
provements von micht have made and. through television.
let your customers know about them overnight.

The low-budget advertiser can make a large dent in TV

Remember the advantage you once had just because you
had an advertising budget that was large, one that had taken
years to accumulate? You've lost some of this advantage
today. Now a small manufacturer with almost no budget
can invest what little he has in television, which costs less
per million advertising exposures than any major, measured
medium. His audience today will lead to sales tomorrow:
profits tomorrow. From these profits comes the money for
more advertising. With his huge audience and the impact
of television. he’ll sell faster for faster profits for more ad-
vertising. /To puge 27
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PLUMAS

SIERRA

NEVADA

P Sr——

| X

SUTTER

SACRAMENTO

SAN JOAQUIN
CONTRA COSTA
ALAMEOA

San Francisco

Ar‘n7- INI-AYYER 7o % . ¥ L AT W 1 -F .|

KCRA-TYV has been the unchallenged leader in
every Metropolitan Sacrame