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"TRACKD

On WWIJ-TV, Detroit

6:00 P. M.
Monday through Friday

For your fall and winter
campaign, WWJ-TV proudly
features the finest adult
western available for spot advertising.
“Trackdown’ is first run off network—and scheduled *
across the board for maximum exposure to WWJ-TV’s *
big family-hour audience.

-

Saddle up with these terrific tales of the Texas Rangers
to corral important sales gains in the prosperous
Detroit-Southeastern Michigan market. Your PGW
Colonel has complete details. Phone him today!

Detroit, Channel 4 . NBC Television Network

WWJ-TV

NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC.
Aspociate AM-FM Station WwuJ
Owned and Operated by The Detroit Nows

WwWWW . americanradiohistorv.com


www.americanradiohistory.com

SPECIALIST

IN
SPOTS

'

*

Highly contagious! Yes, it’s getting around—as one national advertiser
tells another about his spot TV success-stories on these fine stations.

WNEM-TV .

KPRC-TV

NEW YORK « CHICAGO + ATLANTA « BOSTON « DALLAS ° DETROIT ¢ LOS ANGELES +* SAN FRANCISCO <« ST. LOUIS

Albuquerque

. Atlanta
Bakersfield
. Baltimore
..... Buffalo
. .. Chicago
.......... Dallas
. Flint-Bay City
... Houston

Edward P

KARK-TV Little Rock
KCOP Los Angeles
WPST-TV Miami
WISN-TV Milwaukee
KSTP-TV . . . Minneapolis-St. Paul
WSM-TV Nashville
WNEW-TV New York
WTAR-TV . Norfolk
KWTV . Oklahoma City
KMTV ‘ Omaha
levision Division

The Original Station
Representative

KPTV
WIJAR-TV
WTVD
WROC-TV
KCRA-TV
WOAI-TV
KFMB-TV
WNEP-TV
KREM-TV

Portland, Ore.

.. Providence
Raleigh-Durham
Rochester
Sacramento

San Antonio

San Diego
Scranton-Wilkes Barre
Spokane

etry & Co,, Inc.
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DEMOCRATIC CONVENTION

JULY 11 JULY 12 JULY 13 JULY 14 JULY 15

48% 45%

42%

more
more

mdmore people wateh the news o
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da
yafter

day ﬁf.ter

REPUBLICAN CONVENTION

NINE-DAY
JULY 25 JULY 26 JuLy 27 JULY 28 AVERAGE

 49% 50% 53% 52%

NBC than on any other network

SOURCE: ARBITRON NATIONAL, 3-NETWORK SHARE OF U. S. AUDIENCE, ALL MEASURED TIME PERIODS.
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IN THIS ISSUE

THE TOP 50 ADVERTISERS—EXCLUSIVE TEN-YEAR BUDGET TRENDS Unlike other published analy
ses, ths annal 1eport traces estimated expenditures i five media, adjusted for production and program
ming cods and volume and frequency discounts :

Established 1944 o Volume XVIl e Number 8 e August 1960

THE CBS ‘“FARM TEAM”’ Four years ago in a study of where network executives come from, Televi-
won Magazime analyzed the GBS “farm team.” the nearvest thing to a network executive training program.
A report on what’s happening to its “graduates” and who its present nmembers are

MEDIA STRATEGY SERIES: MEDIA SELECTION IS AN ART, NOT A SCIENCE ~ So mamlains Dr. I
Lawrence Deckinger, vice president and media director of Grey Adverlising, in this review of 10 articles
that have appeared during the past year in ‘Television Magazine's Media Strategy Series 48

INTERNATIONAL TELEVISION The medium’s growth abroad has become increasingly important as
mare and more U. S. advertisers focus on the sales potential of such areas as the European Common Mar-
ket and the Quter Seven. Here is a special country-by-country report on recent developments in television
overseas 50

ULE OF K&E: MARKETING PROPHET The exciting new concepts that make G. Maxwell (Max) Ule,
senior wce president for marketing at Kenyon & Eckhardt, the chief spokesman for a new “marketing

elite” 52

DAYTIME TV—A STATUS REPORT

The fierce competition among three networks for daytime billings
has created new opportunities for advertisers and their agencies .

54

RADIO STUDY: McCANN-ERICKSON LOOKS AT RADIO Last year this major agency invested about
S1%,000,000 for its clients in the aural medium. Here’s how McCann’s research affiliate, Marplan, which in-
fluences much of the agency’s media thinking, looks at radio’s problems and prospects.

CONTINUING BRAND STUDY A study of current consumer preferences for liquid detergents, instan!

and regular coffees, gasolines and dentifrices in the nation’s top three television markets .. ......... 64

DEPARTMENTS

Focus oN BusiNEss ........... 9 Rapio Wrap-Up .......... ... 25 THe TV ComMERCIAL . . Adams 36

) PrOMOTION .. .......... Godt 28

Focus oN PEOPLE ... .... . 12 TeLevisioN Homes-August ... 71

Rabio .............. Sweeney 33

REPORT ON SPOT ... .......... 14 THe TV SceNe ... Huntington 38 EpiToRIAL . 106
Frederick A. Kugel This month’s cover: In 1959, irir ey S
Editor ond Publisher the pattern of media alloca- I%m&[,\

ek v B i 8 F

John A, Thayer, Jr., Asst. lo the Publisher PR
S 1T Gevm b, e g e

Executive Editar, Kenneth Schwartz

Associote Editor, Judith B, Dolgins
Associote Editor, Albert R. Kroeger
Production Editor, Barbora Londsberg
Assistont Editor, Jerome Tarshis
Director of Research, Marvin D. Melnikoff
Art Director, S, B. Valentine

Frank E. Chizzini, Advertising Direcior
Jack L. Blos, Business Manager

Ruth Leftoff, Office Monager

Harriette Weinberg, Circulotion Monager
Moarionne Watts, Promotion Monoger

Publ shed monthly by the Frederick Kugel Company, Inc. Executive editarial, circulation and advertising

offices. 422 Modison Ave.

New York 17, N. Y. Telephone: Plozo 3-9944. Single copy, 50 cents. Yearly

subscriptions in the United States, its possession and nations of the Pan Americon Union, $5.00;
n Canada, $5 00, elsewhere, $6.00. Printing Office: 50 Emmest St., Bristol, Connecticut. Re-entered as

tions of the largest, richest
and most successful adver-
tisers again underscored TV's
position as the single most im-
portant force in marketing. As
the story on page 40 shows,
37 of the top 50 national ad-
vertisers made TV their pri-
mary medium in 1959.

second clais_matter ot Britol, Conn. Editorial content moy not be reproduced in any form without
parm s on  Copyright 1960 by Fiederick Kugel Co., Inc.

Member of Busi Publicoti IIEAN  Audit of Cireulation, tnc.

THE MANAGEMENT MAGAZINE OF BROADCAST ADVERTISING I E LE ‘ I S I ON

4 TELEVISION MAGAZINE / August, 1960
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Our time is different. First, it is spent in.careful pro-
gramming to the widest practical variety of tastes
and needs of our nearly 700,000 television families.
Second, our accent is on quality. We believe that
that variety and quality make the difference . . . not
only in the superior merit of our programming but in
the size and composition of the audiences which reg-
ularly enjoy it.

When an advertiser buys fime in the Maryland
Market, this difference will make a positive difference
to him—a difference in the attention his message will

*ALL TIMES ARE NOT ALIKE . .. Cervanles

yv

I R -

'y 2

Wnade 2

.

receive . . . a difference in the wide variety of needs of
those who will watceh it . . . a difference in the buying
power motivated as a result of it.

“All times are not alike . . . ”’ the poet philosopher
says. At WBAL-TV 11 in Baltimore, the difference
shows in the positive effect our fime has on the
Maryland Market.

NBC Afliliate/Channel 11/Associated with WBAL-AM & FM

WBAL-TV BALTIMORE

Nationally represented by Edward Petry & Co., Ine. ey

www.americanradiohistorv.com
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Heralded by the greatest advance acclaim ever accorded a television series, “The
Robert Herridge Theater” is available to all television stations and advertisers
on a first-run basis. And the excitement is just beginning! Producer-host Robert

Herridge (“Camera Three,” “Studio One”) explores the entire world of entertain-
THE BEST FILM PROGRAMS FOR ALL STATIONS.” CBS FILMS SALES OFFICES ARE LOCATED IN NEW YORK; CHICAGO, DETROIT,

““One of the most exciting ideas “‘A Trip to Czardis’ is one of the best

fo come along. Herridge is today 3 "
one of the finest and most honest half-hour dramas y iltmnlgg(es EEI[‘;IXE .

and most genuinely original “
producers in television. Herridge ---59 htad and shoulders ahove

productions...have an aura of the trivia...as to warrant hosannas.
taste and discrimination about Tv could use a Iot more Iike it."
them as well as a fresh feeling PARTHEY
of general originality.” “...the most moving and beautiful

JOHN CROSBY, NEW YORK HERALD TRIBUNE Lle "
television play 1 can remember.

MARYA MANNES, THE REPORTER

Stories by John Steinbeck, Sean O'Cusey, Louis Adumic, Mark Twain, Edgar Allan Poe, Shirley Jackson, Plato, Bif:hnrd Harrity, J. M. Synge,
Edwin Granberry, Elaine Carrington, S. Lee Pogostin, Eugene O'Neill, Gina Berriault, John Bell Clﬂyl.m], Wllhflln Iver.sen‘ Performed by
Crahan Denton, Nydia Westmun, Salome Jens, Jean Stapleton, Conrad Janis, Kevin Coughlin, Victor Killinm, Mike Kellin, Larry Hagman,

www.americanradiohistorv.com
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ment—drama, comedy, music and dance-featuring a brilliant array of talent. Bold
imaginative, unforgettable, “The Robert Herridge Theater” provides a unique
opportunity to present quality, “prestige” programming of universal appeal.
There are 26 half-hours available, on video tape or on film, from © CBS FILMS

LOS ANGELES, BOSTON, ST. LOUIS, SAN FRANCISCO, DALLAS, ATLANTA. AND IN CANADA: S W. CALDWELL LTD.. TORONTO

“Herridge thinks with his eyes, “Inthe course of my job I seea

and pays the audience the great many television shows
f,‘;'ﬁ{';’,’,’:',f,’;‘g‘,’; Jelt ngitase but | have never viewed two finer
» . . JACK GOULD, THE NEW YORK TIMES half-hour Tv programs e _‘A Trip
g‘;; Hrlge A :::rhse g; eat = toCzardis’and trumpeter Miles
the bost half-hour seriesever - Davis making his television debut
produced for television.” in a half-hour program of jazz...

CHICAGO DAILY NEWS the purest, f,inestjazz yousve

ever hear » CHARLES MERCER, ASSOCIATED PRESS

Alf!‘ed Ryt_?ler; Maureen St-apleton, William Shatner, E. G.-Marshall, Eli Wallach, Kurt Kasznar, Donald Davis, M
Michael Higgins, Mildred Dunnock, Jack Lord, Sam Jaffe, Marian Seldes, Arthur Hill, Bert Wheeler, Mel H
Directed by Karl Genus, Jack Smight, Michael Dreyfuss, Musis by Tom %?%Mﬁﬁgmoﬁﬁxmad Jamal, Dave B Ben Webster.
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Houw it feels to
be enjoyed and a giant

Maybe you think you have troubles. But
what if you were a giant? And, whst if you
had to go around broadcasting pictures and
sound through the air? You'd be in quite a
dither now. wouldn't you?

But KPRC-TV., The Houston, Texas tele-
vision Giant manages to be pretty philo-
sophical about it all. He figures being a Giant
by career has its problems just like any other
business, and you just have to adjust to them.

Of course it gets a bit lonesome at times.
There being so few giants around these days
to talk to. But, he lives for his work. Fact is,
in this respect he's a little bit neurotic. He
has a sort of compulsion complex, you might
say. Feels he has to carry and sell the best
products and scrvices in the whole wide
world. Won't rest. Won't let any of us rest.

You take KPRC-TV programming. First
off, he developed a very special breed—very,
very varied entertainment with fresh, well-
placed commercials. Then, he was one of the
first stations in the nation to invest in a
video-tape recorder—figured that was one
way to retain the freshness. So everybody
loved his programming. But, did he sit back
on his laurels and relax? Not him. First thing
you know. he came up with a way to quick-
cook participating spot announcements.

It’s hard to guess what he’ll be up to next.
But that’s The Houston Giant for you.

COURTESY OF THE GREEN GIANT CO.

www.americanradiohistorv.com
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PRICE INDEX CLIMBS;

rUuus Un BUSINESS

SO DOES CONSUMER BUYING

While economists have shelved talk of
the “soaring sixties,” at least for the pres-
ent, the business picture during the sum-
mer breather period was fairly bright.

Gross national product lor the second
quarter, even with the decline in steel,
hit $505 billion. Government economic
experts expect it to move up to $510 or
$312 billion in the third quarter, to $520
hillion in the fourth quarter.

The price index is still climbing, but
consumer buying is also. It hit $18.7 bil-
lion in June, a record for the month. The
number of people employed was also a
June record—68,579,000—although the
greatest number of young summer job
seekers in history sent unemployment
waring to 4,400,000.

The auto industry, on its way to the
best year since 1955, turned out its mil-
lionth compact before mid-year, has pros-
pects of 2,000,000 by year's end. Some
automakers put their six-month sales at
all-time records.

NBC’s recently released fith annual
automotive survey coincided nicely with
the news in autos. The survey divides
buyers into “declared prospects” and
“undeclared prospects,” each accounting
for about half of new car sales. Both
groups, according to the survey, spend
morte time with TV than combined read-
ing of magazines and newspapers.

In tests before new car introductions,
ileclared prospects voted 489, for TV
advertising standing out most strongly.
Five weeks after introduction. the vote
was 59%,. With undeclared prospects, it
was 529, before, 70% after.

Dealers selling compacts were asked
what kind of advertising had been most
effective in their sales—649, said TV,
419 newspapers, 249, magazines.

TvB also added fuel to TV's import-
ance with the release of top 100 adver-
tiser spending during 1959. Out of a total
ail expenditure of $1,681,533,569, the top
106 put $850,361.281, or 50.6%, in TV,

TV NETWORK COST PER THOUSAND

48
4.50
435
400
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300
.75
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This groph traces the trend 1n c-p-m per com
mercial minute of a representative network
half-hour. Based on alf sponsored shows tele
cast 9:30.10 p.m., N.Y.T, during the ARB rat
ing week, it provides a continuing yardstick of
the performance of mghttime TV. This index 15
obtained by dividing the total costs of the
programs by the total number of homes
reached by these shows, then dividing this by
the number of commercial minutes

Sources- ARB, (NA-BAR
TELEVISION MAGAZINE

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

FOR SPOT BUYERS: % Sets-in-use by local Time FOR NETWORK BUYERS:
% Sets-in-use by EST
Hour Eastern Time Zone Central Time Zone Pacific Time Zone Total U S
5 PM 17.5 \ 16.3 191 173
6 PM 1.2 29.6 32.2 254
7 PM kIN 40.1 45.4 365
8 Pm 46.7 51.5 53.5 490
9 PM 59.0 9.7 59 2 551
10 PM 48.8 314 40.3 411
1 PM 19.4 15.0 150 169
MINNIGHT 9.0 o 29 81 86
fayr a ARR ) ~a 1940
miltont 1988 sevsaearen 1950 cmm— 1960 mmwmmms
o TV NETWORK BILLINGS
50 - May 1960 May 1959
[
ABC $12 876.050 $ 9945 57¢
s ces . . 23,197,036 22 298 279
NBC iS 19,396,704 19 674 494
0
%, 7 Total §55 469 790 §51919.338
S q A 8A
s us?:vf;udui I
un e

TELEVISION MAGAZINE / August. 1960
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In Chicago
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... Meigs Field, a man-made island on the lake front, is the
busiest single-runway airport in the world. Here you'll find
helicopter service to major airports; private flights; and sched-
uled airline departures—only three minutes from the “Loop.”

e

by ».s----”"‘{:l“\__.__'__‘l' o, "‘f' In Cth&gO

WGN

TELEVISION

—owned and operated by
Chicagoans—is dedicated to
quality programming and

community service.

"
¥

b b
3
eay

WGN IS CHICAGO

Quality * Integrity < Responsibility
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FOCUS ON PEOPLE

It is only fitting that the most successful, widely respected
—and feared—marketing organization in the world should
be headed by a man who himself came up through the
advertising ranks. Such is the case of St. Louis-born
Howard ). Morgens, the -{9-year-old president of Procter &
Gamble, for the second straight year the top company in
TeLEVISIoN MaGaziNg's 10th annual list of the Top 50 ad-
vertisers, this month’s lead story on page 40.

And how does the media head of one of P&G’s advertising
agencies look at the problems of media selection today?
Dr. E. Lawrence Deckinger, the brilliant and witty vice
president and media director of Grey Advertising, gives his
views in the 13th article in TELEVISION MacGazinE's Media
Strategy series, on page 48. Chairman of the Radio-Tele-
vision Ratings Review Committee of the Advertising Re-
search Foundation, and past president of innumerable ad-
vertising research groups, Deckinger proposes that selection
of media is an art, not a science.

Equally forceful about the application of scientific disci-
plines to advertising and marketing is the subject of this
month’s profile, the erudite and articulate G. Maxwell Ule,
senior vice president lor marketing at Kenyon & Eckhardt.
Ule, who zipped through four years of undergraduate work
at the University of Chicago in two-and-one-half years to
become a member of Phi Beta Kappa, might be properly
described as the prophet and chief philosopher of the new
“marketing elite” among top executives. The article on page
52 shows why.

The nearest thing to a network television executive
training program is CBS’ “farm team” operation, which
TELEVISION MAcAzINE described in an article almost four
years ago (“Where Do TV Executives Come From?”, 'TELE-
VisSlON MAaGAzINE, February, 1956). The story on page 44
describes what has happened to the 1956 members of the
“farin team,” who its membervs are now and the manage-
ment philosophy behind its operation. Two “farm team”
graduates who have enjoyed notable success are James T.
Aubrey, Jr., president of the CBS-TV network and Merle S.
Jones, president of the CBS Television Stations Division.

Last year McCann-Erickson’s radio billings totaled $18.-
000,000, a hefty one-niftlv of the moe than $100,000,000
McCann spent in electronic media. Influencing much of
the agency’s attitudes toward radio’s progress and pitfalls
in recent years is its vesearch arm, the Marplan research
division of Communications Affitiates, Inc., an affiliate of
McCann. Marplan president Edwin H. Sonnecken is one of
the key contributors to this month’s Radio Study (page 66)
of McCann's views on current trends in radio. Sonnecken
came to Marplan from the Ford Motor Company, where he
was programming manager responsible for integrating Ford
car and truck marketing plans.

W

HOWARD J. MORGENS

DR, E. LAWRENCE DECKINGER

JAMES T. AUBREY, IR.

MERLE S. JONES

12 TELEVISION MAGAZINE / August, 1960
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Interview: ?Q&J;_L%J%]\ \0 a ek

Director of Broadcast Media for Cohen & Aleshire Advertising Agency, New York,
explains why she selects WLW Radio and TV Stations for 4-WAY Cold Tablets.

“The 6 Crosley Stations
provide extensive coverage
in important markets

thru 9 states.”

“This tremendous
audience reach makes WLW Radio
and WLW TV Stations one of the best
buys on the media map!”’

“Yes, for coverage
it's hard to beat the

Fﬁsrﬂcr/ﬂs WLW Radio and TV land.

Wad COLD TABLETS

Call your WLW Stations' Representative . .. you'll be glad you did! The dynamic WLW stations

WiLw-C WLW-T

Televisian Tebevision Tebevision
Dayton Codumbus Cincinnati

Television
Atlonta Indionopolis

Crosley Broadcasting Corporation, a division of Awveo

www.americanradiohistorv.com
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Buying Patterns of Headache
and Cold Remedy Spot Advertisers

his month’s tabulation ol headache and cold remedy spot
TV adverusing has been expanded to show a breakdown
on a regional basis.

The schedules for each advertiser represent spot activity dur-
ing the first quarter ol 1960 in cities monitored by Broadcast
Advertisers Reports in the Eastern, Midwestern, Western and
Southern regions of the United States.

For each city, the figures below represent a variety of ran-
domly sampled weeks during January-March 1960. It is im-
portant to note that the recording weeks for the markets ditter.

Sign-on—6 p.m. 6-11 p.m. 1! p.m.—Sign-off
EASTERN REGION
ALKA-SELTZER
Baltimore s «s & plsud =4 ¥ 155 Ng bt pmontsid 10:60 . 54 d s nidwlin sas 460 . wid b
Bostonuassaaisdbdis 6:605kd s iomacmadh anlk S:60. sihsnidsdi.aada 3260 x5 end
Buffalos s vas §virsies BE60Lerrst & drmrrorae ): 0L rnrn e 4:60.......

Harrisburg - Lancaster -
Lebanon
Hartford. . .........

Philadelphia
Pittsburgh. . . ...
Providence
Syratuse. «....uu
W ashington
ANACIN TABLETS

BaltimOre.a s bims wsiwis s wodownio g ade s
Bostonk wa wwad wans “p
BUEfalo e, S 8 P e T 0 TP 5 e T T O a
Harrisburg - Loncaster -

Lebanon. .. ......

Philadelphia. . .. yoal

Pittsburgh. . ... .. R
BAYER PRODUCTS

Harrisburg - Lancaster -

Lebanon. .. ... dradabingeenitnnsnddeay 1605 ik s g ham g foegiond Y - E ......

Philadelphia. ....... 2:208 s asm se pad beas s g e Ak by L gE ‘B'éo .......
B. C. REMEDY )

Baltimore.. . ........ 2:20;2:60.......... 60 7 ngeor 7 8ania ™ 7 gy mpaTePrage

Washington. ... .... 2:20; 5:60.......... 10205040 sm s g3 d pmog 20 gbisod o
BROMO QUININE PRODUCTS

Baltimore . . .. ...

Boston . .

New York. . ..

Philodelphia . . .

Pittsburgh

W ashington
BROMO-SELTZER

Baltimore .

3110,
. 3:60.

Boston,

BUffQIDws§ ¢ = piterersm Bind mbw 3 b5 pirPamd oW an
Horrisburg - Loncaster -

Lebanon. . ..
Hartford .

New York. . .

2:20.

14

REP

It is therclore not valid to make any inter-city comparisons, |
but rather only intra-city comparisons among the brands.

Here is a theoretical example of how the tables below
should be read:

B. C. REMEDY  Sign-on-6 p.m. 6-11 p.m.  After 11 pm.

Chicago. . .. 2:10; 6:60.....3-30 min. per.

In Chicago, B. C. Remedy ran two t0-second and six 60-
sccond announcements belore 6 p.m., three 30-minute periods
between 6-11 pan. and nothing in the time period after 11 p.an.

Sign-on—6 p.m. 6-11 p.m. 11 p.m.— Sign-off
Philadelphia. . ... ... 1660 5wt 55058 5 bp gr40em L2000 ioacmmbmn o8 23605, .0 walf 3
Pittsburgh. . . ... e 1:20) e su puerrie e 1:60.......
PROVIAEHCE pw wadesi s @ F B0 v & Wi FEa soapofss § SIS BoBos 05 § we 5409 I8 2:60 g vvi g
S TOCUS Coiaionp biapbeandls (5 e . 0 bt i = W0 <18 @ T4 v Bt el W 2:60545 Lo
Washington. oo vvviivviinirnasnaressie 1520 1160k = ool b e a0k i s BT A2

BUFFERIN TABLETS

Baltimore . . .

Boston: cocvvaruiins

Buffalo.......

Hartford

New York.......... # 5 ¢

Philadelphia. ... .... 3:600-0p 2 opairriiean vy 2:605 1y ia0sssmsann 603 nasans

Pittsburgh. .. ....... 4608 quunp=d =i ts V5045 ipn sxsosgups dsidudnoges

Providenctawamibadhasvsallitiivimendwas 050 [T S e - S:00n=saies

Syratuse. . ........n 60k i cpamaissne 1[7. ) PSP L To S

Washington. . ...... 2:60. 10:60; s svaw o0t 0o gasn 41605 05057
CANDETTES

Baltimore

Boston. . ...

Buffalo...... ve

Hartford . . .........

New York

Philadelphia :

Washington. . .. .... 2:20,. stvvsw o pu e 4220 06 40 ot e @k 2:20kn gasl
COCILANA COUGH NIPS

New York.......... 1250 0 atows < v ecbiribn Wie 1510  sansanewnsecns 7A 0t s wun ud
COLDENE PRODUCTS

Baltimores, i duie & oh e v.é s ars 408 Srb o dn v 3:60 conncosmisanh 3:60.......

Bostom. ...o..vuennn 2:10;.3:60cn v an s wusme = gncopund § e 2 dows 2:60. .

Buffalow ssrassgszans 2:20) 26054 sromoseag s 98740 Aleasmans 2:20; 1:60. .

Philadelphia . . . 1:60 i yremars 2:20 5.5 408 5 Bomot, i owens 1:20; 1:60. .

Pittsburgh. . . .....

Syracuse. . .........

W ashington
CREOMULSION COLD REMEDY

Washington. .. ..... 4:20; 42604 54 3 090w aT pwrene pis Pal FREES Mutd e Proicn-sns
DRISTAN NASAL MIST

Baltimore.. «mm s - e s s smsas el o' el O 1:600 0 Meis s de oV nt 3560 bai et

BOStON® ¢ ¢ & b4 4y s a0 ot 2:600, 15 ssvge o 6o e s AT E T AMD By o e 1:60.

BUuffoloy swemanmy prvaywyrmssmyrrryayya i V60 wann s g os oe sty 2:608 558 2

Harrisburg - Lancaster -

Lebanons « s s o s ad i bobiasns oo osbm s dhe MEsEel K mss 3:60 50 s bs

New York. ......... SE60YE M 6 akins'ad s® V6 0/ms WA i g A 37608 Biei

Philadelphia .« «o o b s aae b s nese g omemionen 885540 5 0oy o8 g obaunEIEg 266047 ol 5 il

Pittsburgh. . . ....... I RS —y V:600 s cnese

Providence......... 160,005 710 <0.0048 7 5.5 5ma 8 Tg et AR 1:60 7 memsm

Washingtan. .. ..... 1380x s s ennaiaxmmn 5:60.0 ¢ « s puaBEEIPE Do) - DAL BEA B DR

To page 17

TELEVISION MAGAZINE / August, 1960

www.americanradiohistorv.com

ORT ON SPOTY


www.americanradiohistory.com

£ The buyer was hardly

A//i /N encouraging. “Sorry, Bub,” h Y h

he told the HR&P man, ere S OW

“but in this particular

Southern market your sta-
tion doesn’t get even a crumb of our bread advertiser’s tO d e _hO I‘n
budget. It all goes to your competition because: (1) I
can’t eé_onomically split the budget; and (2) on total
coverage, you lose hands down.”

a dilemma...

To some salesmen, this might seem

as final as a shot in the head. But not Il (| F
to one so determined and resource-
ful as this HR&P man. He went out, Pr g
studied the bread company’s deliv- .
ery routes — and found just the clue he needed.

The bread trucks, you see, didn’t go beyond our sta-
tion’s grade A coverage area. This plainly indicated the
buy should be based on' metropolitan coverage alone —
not on rural coverage which had dictated the adverse
decision. So he went back to the buyer with the facts.

Result: By using his head, our man
got the business. It was the HR&P
station — instead of the competitor

-- that now won hands down!

CHALLENGES LIKE THIsaren’tunusualat HR&P. That’s
one reason why we choose our salesmen for their crea-
tive ability and resourcefulness. Another is because —

representing just one medium — we have no barriers to
wholehearted creation of new business for the spot
TV field. Uniquely, we can afford to be creative both
ways — for the stations we represent, and for all spot
television alike.

 Frank Grindley,

| New York office

HARRINGTON, RIGHTER & PARSONS, Inec.

NEW YORK + CHICAGO + DETROIT « ATLANTA + BOSTON +« SAN FRANCISCO + LOS ANGELES

www americanradiohistorv com
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INAUGUSTA, GEORGIA

WSTV-TV

STEUBENVILLE-WHEELING

YOUR KODE-TV

PRODUCT'S
BEST
FRIEND

1S

JOPLIN, MISSOUR)

WRGP-TV

CHATTANOOGA, TENNESSEE

WRDW-TV

IN AUGUSTA:
Rabert E. Metcalfe—TA 4.5432

IN NEW YORK:

Lee Goynar—OXfard 7-0306

Represented Natianally: Avery-Knodel, Inc,

AUGUSTA, GEORGI A

Everyh breaks par with WRDW-TV in Augusta, “Golfing
Capit the World”, where you can tell and sell more than i
1 Million people with 721 million to spend. For Augusta,
Georgia’s second city, is now one of the nation’s top 100 INDUS-
Tt IAL MARKE TS where new industry has invested $110
dollars in the past 20 months. New facilities of Conti-
C S. H. Kress, General Electric, Glassine Corp. and

ring Fiber-Glass have joined the billion dollar
lant in this rich area where WRDW-TV is your

—
mENDLY

Member The FRIENDLY Group | ]@' IJohn ). Lavux, Exec. Vice-President
amour CLARKSBURG, WEST VIRGINIA

www.americanradiohistorv.com
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REPORT ON SPOT from page 14

Sign-on—6 p.m. 6-11 p.m. 11 p.m.—Sign.off
DRISTAN TABLETS
Balffmors . . . .cvccaiviiinena oo UEooo0000000000000000000000000
Boahan. c covavivanes 160,000, coooo UE-Woacoobanaosan e 3:60.......
BuHfalo. s iveeeeeran 1660, vvieeiaie, Uf*o00000000000000 2:60.......
Harrisburg - Lancaster =
Lebanon. . ... ... H60.....can.L. oo UB=Y000000000000000000000000000

Hartford. ... .ociaiavanese
New York.......... 5:60
Philadelphio . . ... .. .iiiiiiiiiiiiiiie.,
Pitsburgh. . . .......

DUPLEXIN TABLETS
Pittsburgh . .. o oovavs 35600 00eiviieeinns 60, it

FATHER JOHN'S MEDICINE
Philadelphia . . ...... 1-5 min. per.

Providence. . ....... L S B S S A I B S B S T S R A
FIZRIN INSTANT SELTZER
Boston. . .vivirinaes 2060, 00000, 0000a0 3:60....c.iveiiinnn 5:60.......
Hartford s s s imsaraiesaiuassesseacssas 4:60....00000unnn. 3:60.......
Providencs s cute sus s FEAEaAad R corooosnans 2:60......0000i0nn 5:60.......
4-WAY PRODUCTS
Baltimore . .. ....... 1:00;2:20; 5:60. .. ..ottt 1:60.......
BOStON 45 up v mmmpus 3120 unnesccoanecnses 00DODDOOTO0Y06AaDD 1:10.......
Buffalo..........., 2220;2:60............ 00000000 D00000000 1:60.......
New York .. ........10:20;9:60.......... 1:20; 1:60.......... 1:20; 8:60. .
Philadelphia........ 1:20;5:60.......... 4:10;1:20. ... i0iiih i,
Pitlsburgh, .. ..oooie 6:10; 9160 .. i iiie e ieinennrannnns.s 00000 DO
Washington . .. ..uae B:60..ceuenrennan, 6:60...... i

INSTANTLY NASAL DECONGESTANT
... 8:20; 5:60....

New York......
ISODINE GARGLE

Boston.............
Buffalo............
Horrisburg - Lancaster -

lebonon......... 4:60...............
Hartford........... 3:60.........
New York.......... 1:30; 19:60........ 460............... 8:60.......
Philadelphia . . . . .. v 60,050 i0ieeeinan. U=%o00000000000000000000000900
Pittsburgh. . .. ......10:60. . ......c.0uun 360......00000hees 2:60 ......
Providence .. ....... 8:60.,............. 4:60............... 2:60.......
Syracuse .. .......... 160, . ..., U)o 000000000000 00 4:60.......
Washington, . .oaues 9:60...0veeennunn.. 1:60...ccvinrerenas, 0D00D00D 06

ISODINE ISODETTES

Baltimore . . .... veve 4:20; 4:60.......... 3:20; 4:60..... 00D 0000A0DD000a00
Boston............. 6:20;3:60.......... 2:20;3:60.......... 6:60.......
Buffolo. .. uuuicen.. 6:20; 5:60.......... 2:20; 1:60. ..o c.uuu 1:60.......
Harrisburg - Loncaster =

Lebanon. . v 60600, 560...00000iiina,. 5:60.......
Hartford .. ....o...0 2660, 0c0venenn.,.. 3:20; 5:60.......... 1:20.......
New York.......... 1:20; 13:60......... 1:20; 3:60......... . 4:60.......
Philadelphia. ... ... 1160, .,.ccoveien... 6:20; 1:60......0 ittt
Pitsburgh. .. ....... 6:20;5:60......... . 3:120; 2:60.......... 2:20; 2:60. .
Providence . . . ....., 3:20;4:60.......... 5:20;3:60.......... 2:60.......

Syrocuse . ........ciieean
Washington. . . . .
KAZ PRODUCTS

PERTUSSIN COUGH SYRUP
Baltimore . ........, 760, ool 1:60
Boston ., . ...ioiiiain
Buffolo. .....iuiu.. 360
Harrisburg - Lancaster -

Hortford. . o.o0.0..0 8:60.,..... o
Mew York, . ..o000 0 1460, . vennnn,, . 411

Philadelphia. .. ...., 4
Fithburgh. .. ......

Syracuse........... 560.........0... 00000D00G0R00AB0000A0AREINAAREaE e,
Washington. ..... o 4:680.. .. . 00t 260,
PERTUSSIN NASAL SPRAY

PERTUSSIN VAPORIZER

Baltimore. ... ...... 460............... 1:60. oo e i
Buffalo............ 2160 . e e e
Harrisburg - Lancaster -

Philodelphia
Pittsburgh. .. .......
Providence.........
Syracuse. .........
Washington
PRIMATENE TABLETS
K52 =00 000000000000 00a0050a0a00000 U820 00000000a00000000000000000
Washington. . oo coveriiiienniereainonns J&Z020000000000000050000009000,
ST. JOSEPH ASPIRIN

Philadelphia
Pittsburgh. .. .......
Providence.........
Washington
SINECEN COLD REMEDY

Syracuse. .

W ashington
SUPER ANAHIST COUGH SYRUP

Boltimore.......coveiiiiiienninnenes 1:60.....0ovventn 3:60.......

Harrisburg - Lancaster -

Llebanon....coocevemnirineenanianians 1:30; 6:60,......... 3:60.......
Hartford. ......covvernnrense 00000000000 6:60. .0 ieir e e
New York. ... c.... 660......vviins L 6:60. ...l 4:60.......
Philadelphia . ....... 7HYY5000000000000000000000090090000000 3:60.......
Pittsburgh. .
Providence. .. . .coveieiiriiaaniaranns
SYrOCUSE, c v ernnrrarernaneaeaae
W ashington

SUPER ANAHIST NASAL SPRAY
Baltimore

Buffalo. . .covvrevnnneininranss o
Harrisburg - Lancaster -

Lebanon. . .ovvviiiiierr i
Horfford......vvveivenses
New York..........
Philadelphio. . ... ...
Pittsburgh. .. .......
Providence. .. .....cooieireriniiiirinans
SYIOCUSE . e e ee i ireciianen e
Washington. .......

SUPER ANAHIST TABLETS

Baltimore. . ...ttt U595 0090000 0000000 3:60.......

Harrisburg - Lancaster -
lebanon......... 1:60............... 960...... e 3:60.......
Hartford........... 260......0000hunnn 260... ... iiiennn 1:60.......

lo page I'
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A large point...More advertisers buy kMtv than any other Omaha station,
because kMtv lowers cost per thousand by selling two markets, Omaha and
Lincoln. In Omaha, kMtv leads day and night in Homes Reached and Metro
Ratings. In Lincoln, kMtv leads in 105 quarter hours while the other Omaha
stations combined lead in only 26.
Check ARB...Then make it a point
buy you’ve ever made...KMTYV 3:

Check Rorabaugh. Check Nielsen.
to call Ed Petry for the best Omaha
exclusive NBC for Omaha-Lincoln!
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REPORT ON SPOT from page 17

Sign.on— 6 p.m. 6.11 p.m. 11 p.m.—Sign.off

SUPER AMAHIST TABLETS continved
PRSBUFEH .« v v vvenrn 2060 ciiiiaiiiaies 160 i
Provedence, o s rreas 2600 iiaiiiiaias 400, . e it e
SHPOCUEE . oo e e 1 1Y .1+

T (o) R
TOMSILENE COLD REMEDY
Philodelphia........ 160........ MR e s e s o s o ts e 0000000000006a00600a

¥ICKS COUGH DROPS

Philodelphia . . . .....
Providence . o v vaues

Sign-on—6 p.m. 6-11 p.m.

11 p.m.—Sign.off

MIDWESTERN REGION

ALKA-SELTZER
Chicago. ... .
Cincinnati..........
Cleveland..........
Columbus. .. .......

Fort Wayne
Indionapolis

Kansas City
Lansing - Flint -

Bay City......... 8:60....0iinninnnns 260 .00 260..... o
Milwavkee . . ....... 260....00i0c0ienn, 260,000l 1:60..... o
Minneapolis. ....... 6:60............... 2:60. .. .00t 5:60.......
So.Bend «Elkhart. . ........ .o et 17:60.....oonnnn oo 260, ...
St lovis. oo vrennnne 5:60; 5-5min. per.... 2:60............... 5:60.......
W00 00000000000000000000000000000 Ug@o00000000000000 560.......

ANACIN TABLETS
Chicago. .. oo ieninciecroennotnonnnans
Cleveland. .. ....ooiniii v eenaaains
Columbus. . ...... G00000D00000000000000
DesMoines.......covvniiniennsaanansas
Detroit. .....ooovvennnn.
Indianopolis

Kansas City

Milwavkee , . .......
Minneapolis
YICKS COUGH SYRUP St Llovis. . vonrenne
B0 < 2 e v e 2660 sevasminsanes 360uneneeneeninnsn 3.60....... LULEELE
B 30800 T L i e e e e 7:60...... EZ::.T,“J,' """""""""""""""""
Betfolo. s couviunns 4 360 nenrramps. 00000000000300000300 2:60....... Doyton
Philadelphia . .. ..... 3:60; 1.5 min, Per.c.cceieeiereeieersocereenraraanen v Ca'y )
Providence . ... ..... 560....c00cuuiuues 1:60..ccieianaa.,. 1:60....... ne e
BYrOCuse . o« oouiieis 460 .. u i iiiaiaies 1600 i 1:60....... - © REME
Washington . - « v v vns 8:60 ..o vvreneriee 3660.einenennennen 3:60....... Cincinnori REELLEEES
Columbus. .........
QRS FERMULA 84 Dayton. .coovuennnn
Balimore . . oo vives 26600 uiuniniinanes 3600 ceeeniennien., 2:60....... Indianopolis. - -+ .-
RO ot v v ewara s 8:60 . wa wwinwwwamwises 1:600c cenicennenns 1:60....... Kansas City . ..« .+ ..
1. 2:60....... BROMO QUININE PRODUCTS
Philadelphia. .. ..... 1603 1-Smin.per.... 1:60.....000ermuiireeiionnnenns ChHiCago . e v eerenn.
Providenze . .. ... ... 460 cianisarsrnies 1060000 ieiiieen, 1:60....... CInCnatie v v s ennns
Syracess .. o...... 61605, vacicinianes 1:60. . cccieeennene 1:60....... Clevelond . «vrvnenss
Washington. . ...... 960 ....ccciunuen. 3:60... ... 0000000060 2:60....... ColUmbUS . + v s e v enns
VICKS SINEX Des Moines
.............................. 1:60....c000vevene. 360....... Detroit. v covnrerans
..... B SO v a s i ims « o o eeeirenseees 2600, Kansas City
Q6O i e Rt o o e e e m oo seeceaconnes 1:60....... Milwavkee . . oo vnrns
LYo R L R E e Aok B AR Ao * = = » o2 @ 0o s oo roosnens 4:60....... Minneapolis
cea 2:60; 1-Smin.per.... 1360.....000ienn... 5:60....... ToledO. v v evenre.n.
1:60. suannsansses 3:60. .0 0uuse veves 2260....... BROMO-SELTZER
1:80. . ise oo warase o UgWoooo00000000000 1:60....... Chicogo.
..... V1160 iiiveeniasices 280, ciiirennrreees 360. 0.0 Cincinnati
Cleveland
VRN oopn t momacppone o o 600000 000000000000 1:60....... Columbus. . .
Vs e e . 1:60. .. civieennnnns 4:60....... Dayton.....
e T S [ 1:60....... Des Moines. . 5
L T Detroit. . .ooovvn...
Woathinglon. . ... ..o 1560 . v crirnnnrereanses Evansville - HENAerson. . . . .. ovveerversveirineniouecnemnnsnens 1:60.......
YICKS vAPORUB FOrt Wayne. . o eoerernrnercnonnnionens 12000 nes 1:60.......
Balbimars . .\ oii0aii 2660, ..000.. Indianapolis. .« oo evveniiiiin s 2
e i 416000 i h s . Kansas City........ I 1:60.......
e R e 00000 00000000000 000BD00D00000 Lansing - Flint < Boy City. o veuvtinennenrairnennonienanaonenss 2:60.......
Hortford. oo e SR e oo e e ronen 1:60. .00 .. Milwaukee. .. ....o.ooiienes 0000006E00005 43000 00080000080008 3008000000
- Philodelphia. .. ..... 3:60; 3-5 min. per,....oevver.. 5 3:60....... Minneapalis. ... coverernrenrnrianaeannns U670 06 00000000660000600000Ga000
Providance . .. ....oo0 5660000t iuiirieecernneennss PP 271 DU So.Bend -Elkhart. .. couuveiiinninanann 1:20; 1:60. . ovveiiiann i
ETEOAE oL e 2660 n e iy 160 vee 260, LT e 120 1.60.......
Washingtan. .. ... (20w + 1:60...0unne a00000 c 160 TOledO. + v eeree e AU 0T T
1 nend pug
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REPORT ON SPOT :ontinu
Sign-on—6 p.m. 6-11 p.m 11 p.m.—Sign-off

BUFFERIN TABLETS

Chicaga. . . 1:60. 260, ... w560 e
Cincinnati . 160

Clevelond . . 1:60

Columbus . .

Dayton. ... 3

Des Moines. . 5:60.

Detroit. . . . 1:60.

Fort Wayne. ..
Indianopolis. . . .. ... 1:60

Kansas City . . 3:60.

Miiwavkee . .. ... ... 1:60..... . 8

Minneapalis. ... .... 1:60.......... . 60, L 6:60. ... ..

St Lovisn 5 sowiila siqei = 6:60. vypryoom maz 133005 raannmiam wosnay: 4:60 wapames
CANDETTES PRODUCTS

ChicagOlym-vmw 3 mw

Cincinnoti. . . .

Indianapolis. . . .

St. Lovis. . b w sl 320 aradiosd fomes Abi ¢ dbBk n a Wl f ae o as Wbl O bbb o d abdnh
CEPACOL GARGLE

Dayton . pasei tamoscds Janmad o wasesd na 2:20n 8008 kand s e b i fag bbb 6@ 80 it
COLDENE PRODUCTS

Chicago. ... ...

Cincinnati
Cleveland. . ...
Columbus. ., .....

Indianapotis . . . .
Kansas City. .. ... ..
Milwaukee . .

Sign-on—6 p.m. 6-11 p.m. 11 p.m.—Sign-off
DUPLEXIN TABLETS
Cincinnati
Columbus .
DOYiODy 8.6 & e uusala

EXCEDRIN PAIN RELIEVER

Fort Wayne. .v cmasweassoumeean B o I e e L e 3 by
FIZRIN INSTANT SELTZER

CinGINNGTTs « 8 & 6 8 5o 008 550 60« wh mibebus Meln 2:60% . ¢ wn g Ui s L b s

CAUMbUSh 1 g gv “haemar Frasou 9w arrie 80 5w 1 sy Hinel B o B 2:60...:.48

Doylon:.eq s« i nesas 1:60wa 5+ 3prass 020 6:605 sss . rassmarepa 3:60:.c.5.%

IndianopBliss s is & Kwel 840 veiearprrveey 6:604% ron s s el » e 25600008
4-WAY COLD TABLETS

Chicago. .. .... . 4:20; 8:60. ..

Cincinnati 3:20; 9:60 ..5wl .0 céms

Cleveland 8:60. . s g 1suiim das

Dayton. ...........

Détroit. saswssssscs 1310;7:60: wena sremr

Evansville - Henderson.11:60. ..............

Fort Wayne. . ...... 3560 aé b idbais retne

Indianapotis. . . ... .. 1280w pous et anvn o e ool bl ol SR N m 'O 0 el

Kansas City. . ...... 1:10; 19:60.........

Milwavkee. .. ...... 5t60. sz paa:5eri:mpa

Minneapolis. .. ... .. 4:10; 5:60. .

Stl Lovisi's 4 « s ibird 4:20; 5:604- .. uv8ie

Toledapass « vasagis 2:105 25604, 4 famkiva « wwns bl s a Lol a'eh
HEDDRINS PRODUCTS

Evonsville - Henderson. . . .............. ... 18205 wirr sraers' P9 S 0 8 6:20 45+ 448
ISODINE GARGLE

Chicogo

Cincinnati

Clevelond . . ... ..., 8:60, veniwyamervas 3:6000 75009800 Smarnainan B = Ll
Minneapolis. . .. .... . Columbus. . . ....... 1:05; 2:40% s insams 8 58 b ord bamdngs WBa Hiad B s ool honal
St Llovis. ........ 1:10; 1:20; 1:60..... 1:10: 1:60.......... 2:10; 1:60. . DSYTon" o b 2 hisia'vag 2 1:20;7:60.......
CREOMULSION COLD REMEDY Des Moines. . ....... 3:80. cwpaypnvopties
Cleveland Detrait. s vsvansioas 8:60.sansvsgmpryvan
Dayton.......... Evansville - Henderson. 3.60......
Evansville - Henderson. 3:20...... P 1603593 saagzvas naa 2:60%.: 330 Fort Wayne. .......10:80...............
Kansas City. ... .. i 37205 5:60% b am ot 3 wd « MBTRD bed B8 IE T 00 BE G By Indianapolis. . . . ....
St. Uouisnis & - s, i 4:205 9:60". o didandd 17204 hadvrva b ad Frdd ohmem e s ohs Kansas City .. .. ....12:60. . .........
DONDRIL PRODUCTS Milwavkee . .. .. ...,
Des Moinestg {dacrmd 160 ik sbk & seononosoniius I e o 5l Vil dibdandad F60 s 4 Wi s Minneapolis. . ...... 1:20;6:60..........
Minneapolis. ... ..... e 153 s S b e § SRR UG B B s @ SRR 1:60....... Sa. Bend - Elkhorf. ... 1:60.c.c.ayoc.anshsiaomps fhoaldsgmsn
DRISTAN NASAL MIST St lovis. cevrvenaes 6:600cuiceniiiiiis 16000 ui il iiaiiiiiiiinay
Cincinnati. .. ....... 2:60 ..mmis i Bisd 1560unsaikamas casns 3760 4x a8 Toledowqwryiwerysn] 1:60mmmmmassarrnesy ZE004canbasuaies yRTNENFTEN
Cleveland . .. .............cooiiiiiiin.. 2:80. s e R @ e TTT ISODINE ISODETTES
Columbus.. . . R EE A b Aaa TR ATy RAE AR 1:60....... Chicago. s s siswewsea 6:60usciveasmarnsn 31600 auspposmans el 2:6050 530S
Des Moines. . .. i V980 s vonbis hind s w W POIN 0 @i s & Bavem @ HEE S (SR a 8 Dfe 9 d Cincinnotie ve & crsvvs 510000 didedaon o o wbteind B ool 8 8meis oA sisd & o 4 e
Detroit. .. .... ST P TC JER S L Sl ¥ 1260 i ol b e bl S16050 i 0i s Cleveland. . ........ 5:20;4:60.......... 1:20; 3:60.........00icuavcenans
Indionapolis. . . .. ... ... L, v (2060 rem i miermad V605 a4« otk Columbus. .. .......
Kansos Ciry. . .. .. 1:60............... 160 e e niswos.. - Dayton. .. ...
Milwauvkee. ., .. ...... s o P sewpa 1:60kmrags 000807 v aniaTorsngms g Des - MOINes 4 eiwes s damends g6 v s imsbadviBe
Minneapolis. . .. .. . 160, ... dvad 13:60. sevalivesnsm a5 b e Defroith a’. . - Ksdvioa
St. Lovis. . ... .. i 60 sk bk i D0l L ¥ e o ok il o BasdWiE 4:60% 05 asnn Evansville - Henderson. 4:20; 3:60
Totedo. ...... T T T Fort Wayne . . . 5:20; 9:60. .
DRISTAN TABLETS Indianapolis. . ...... 1:05; 2:40.
Chicago. . . . . 2160. Kansas City. . .. .... 4:20; 7:60
Cincinnatl. . .. ...... 1:60.. Milwaukee . . .. ..... 4:20; 6:60. . ..
Cleveland ... 1:60. Minneapolis. ... ... . 3:20; 4:60 5o F
Columbus . - 1:60. . So.Bend - Blkhart. « s 1:60: cases an o bdebios @oev - 56 8 ma 0 apmaa-iasssremds s o
Dayton. .. SLODissiw s Bt ey 1:20; 4:60 . 5atowiben’ 3:20mEAN NN bttt et
Des Moines. . .............. rhid Taledo............ 11:20; 8:60. . cauivans 3:20; 5:6000 ibs aiboiusioamiianis o
Detrait. .. ......... 1:60.. . - w3600 x sk vk i wnsd 260 cameyy LBEQ PRODUCTS
Evansville - Henderson . . - L e 1:60..... . ST UoThiwia s 8 s b3 e B80% 13 as v a bl 32017740 el IR TN 75 O AL
Fort Wayne BF B § B B e v 1:60. s5a0 .0
indlanapolis. 7 P SR 260} s pure S o 2:60. ... LIQWID CENTER COUGH DROPS
Konsas City . i | 3560 T, v g i B 180)..5 Detroits s ssssmssnra 8:10; 10:60......... 2:10; 9:6Q......... P20 A )
Lansing « Flint PERTUSSIN COUGH SYRUP
Bay City. e B ViOOk 1o s g mbize o oarh  2060m i5vms . Chicaga...... o oA AEB T A e e 2:60 0 & =W el o m P A reiinted
Milwoukee . . . P Tt ST d T 1:605 pa0q 3 5 patss T ewes gad s oD CinCinnatise - s =g 6160, . o oo s via g g3 h s B e P G S . 460......:
Minneapolis. . B 2:60kw0dai00s Comen g 260....... Cleveland. ... ...... 8:60...... ¢ o4 m b bdn pCuODEE END SEE I 3:60/ - e 5-a
St. Lovis. . 980k aaiansaakiuis 8:60. Dayton. .. PR 171 P Rt S P S T v
Toledo ' i ) R P N N ST T ypagey Py 1:60. Detroit. . . oou il K () SO = 1:60.0 nadls s Rl 1l 4w 2:60 i b= bed
To page 23
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-

PASSING PARADE

Lock up your Fall program schedule now. Close up

those blanks in your local programming. Line up any of

these MGM-TYV shorts across the board. Or combine them in any
of many exciting ways. Open up new sponsor possibilities with
the comedies, cartoons, novelties and specialties that really click!

b

Wire, write or phone M G‘M T v

MGM-TV, 1540 Broadway, New York , N. Y., JUdson 2-2000

 —
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The Sun Also
Rises in Tulsa

“Please stop saying ‘A-a-a-ah-h-h-h!" when
you drink your Cain's coffee. You’re teaching
grandpa bad habits.”

So wrote a little girl to KOTV’s local Helios,
whose enthusiastic coffee breaking on *“Sun-Up™
prompted the bit of sponsor identification quoted
above.

KOTV’s sun chariot rolls across the Tulsa sky
every morning from 7 to 8. For half that time a
long-established carly morning network program
tries to make a race of it on another channel—
but our program oul-rates it two- or three-to-
one. We think we know why.

There’s the program’s spontaneity. (If some-
one goofs, corfections are made on camera. [U’s
not unusual for a cameraman to shout, “What
do we do next?” The audience usually sees the
behind-the-scenes answer.)

But the most significant reason for the pro-
gram’s success is its happy blend of local service
and entertainment. 1t is indigenous. Without the
unlimited budget of its network competitor,
without the pick of the nation’s brain power or
talent—although visiting national personalities
frequently put in an appearance—*Sun-Up™ is
nevertheless fresh and informative. It does not
offer the academic charm of national weather
reports—it tells how to dress the kids 7/iis morn-
ing. It presents conversation-making neighbors,
not headline-making global celebrities. And,
while 1t i1s important to keep up with world
affairs—as “Sun-Up” does through newscasts—
what the viewer really sees is a reflection of life
in his own community.

“Sun-Up” interprets Corinthian’s basic pro-
gramming philosophy. Through the unequalled
CBS eye, we bring our viewers entertainment and
information from the outstanding network. In
addition, regional needs and tastes are met by cre-
ative local programming. This, we believe, builds
audience loyalty, wins viewer respect, and helps
make friendly prospects for our advertisers.
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REPORT ON SPOT ([rom frage 20

Sign-on—6 p.m. 6.11 p.m. b1 p.m.—Sign.off

PERTUSSIN COUGH SYRUP continved

Fort Wayne........ 1:60.......000 00000005 00000000800000000600000600600
Indianapolis. . ..... o Uf{Yo000000000050000000000000000000000000000000065
Kansas City. ....... 2:60....... 00000005900 00456000 000600000 1:60.......

Lansing - Flint -

Fort Wayne......oo 1360, . ot iiieiiiniiiniieieeirereonnenenonanesonns
Indianapolis........ U1)080600000060000000 3080083000033 00088000000000300
Lansing - Flint -

Bay City......... 115560000000 000090000066000666000000006800000660

REM COLD REMEDY
Chicago..... 000000 ? 1500000060000 0060000060 0000000000000 2:60.......

ST. JOSEPH ASPIRIN
Chicago...........
Cincinnati. . ...

Clevelond. .........

Detroit. ...........

Evansville - Henderson.28:60

Indianapolis. ....... UH-{1)660000060000000 0080000080000 000000000000000300
Kansas City . .. ..... 11:60. .00 veeevnennen 260, 0 i 2:60.......
Milwavkee......... 5:20; 8:60. 00t ittt ettt
Minnegpolis........ 5:20; 5:60....0000vinen 00 Eaa00 0008088808000 aa08
St Lovis: «conennnnn 3:20; 27:60........ 360... .00, 2:20; 5:60. .

SPECTRAN B COLD REMEDY
Chicago. ... .vuuvn. 5:60
Evansville - Henderson. 7:60
Milwavkee. ... ..... 4:60
St Llovise oo rnennnes 10:60

SUPER ANAHIST ANADREX
is Cleveland. « oot voeviiereneanenessannnns Ui 880 0866080000606 2:60.......

SUPER ANAHIST COUGH SYRUP

Chicago....cocnunn
Cincinnati. . .. ......
Cleveland....c.....
Columbus. .. .......
Daylon. .. cooeneersoaennnen
Des Moines. . «......
Detroit. . ..........
Fort Wayne........
Indianopolis. .......
%?JX{_R, Kansas City. . ......
Lansing - Flint - Bay City . ....c.ovvnvivennn 6:60. .. e 2:60.......
“ HOU-TV MIlWOUKEE . o o v v vveienernensannnaranenns 4:60..... ... .00l 1:60.......
¥ HousTon (ces-Tv Spot Sales) MIRREGPOIis. + « « v e eesaeeeeenennes 6:60. . eeineennn 2:60.......
St.lovis.......00000 1:60. . 0euneninnnns 9:60....c000viiiias 2:60.......
greren TOledO. oo v vnnetnecssoreosessnarsnsee 2:60. ... .00l 3:60.......
To(H-R)
WANE-TV SUPER ANAHIST NASAL SPRAY
FonT WAYNE (H-R) ChicOgO. v vovaerne
Cincinnati. ... ..c...
WISH-TV Clevetand . ...oovneurareense
INpiANAPOLIS {H-R) Columbus. .o v
| WANE-AM DOYIOR. « v s veenanenernneenaens
! Fort WAYNE (H-R) Des MOINES. « o cvcvevrerrnooeans
[ wisH-AM o o
Qe raLts (i-R) tndionapolis. . . . . - ..

Kansas City . . .. ...«

1
Lonsing - Flint - Bay City. o ...ovvennens ciee b 3
! ‘wﬂ“‘ Milwoukee . . oo v e et iaronsiosiioaans ¢ H."Jsaa080006000000 2:60.......
¥
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JOHNSTOWN, PENNSYLVANIA

YEARS
OF BROADCASTING AND PUBLIC SERVICE

This year marks WJAC’s thirty-fifth anniversary .F 1 r

in broadcasting. A pioneer