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ROCHESTER * WROC-TV,

BUFFALO « WOR-TV, WOR-A

SCRANTON=WILKES-BARRE *

BAKERSFIELD * XERO-TV

KANSAS CITY « WDAF-TV, WDAF-AM

—
¥
L

SAN DIEGO * XFMB-TV, KFMB-AM, KFMB-FM

Stations individual in operation, cumulative in experience — this is the
unique approach of Transcontinent Television Corporation. Each TT

station i1s a recognized leader in its market; all serve their advertiser

with quality programming tailored to meet the requirements of the indi
vidual community

Each station draws upon the individual successes of the entire group
and constantly improves through the intimacy of this association

L2 DYNAMIC STATIONS IN 6 LIVELY MARKET.

WR TV, WROC-FM, Rochester, N. Y. - KERO-TV, Bakersfield, Calif
WGR-TV, WGR-AM, WGR-FM, Buffalo, N. Y. + KFMB-TV, KFMB-AM ‘*""""'““""
KFMB-FM, San Diego, Calif. - WNEP-TV, Scranton—Wilkes-Barre, Penn

K. ty, Mo. res : WDAF-AM

TOAMEOANMTIMOEAMNT TN CAACIAN AASRO « RO MADISOM AVE N VY 1
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Great catch! Your TV advertising dollars bring success when you follow the example
of so many alert national advertisers—and spot those dollars on these great stations.

KOB-TV . ... .. .. Albuquerque
WeB-TvV . ............. Atlanta
KERO-TV . ... . .. . Bakersfield
WBAL-TV .. .. . . Baltimore
WGRTV .. ... .. ..... Buffalo
WENSTV . f . ... Chicago
WFAA-TV ., ... .. ... .. Dallas
WNEM-TV ... . Flint-Bay City
KPRC-TV . ... ... .. ... Houston
WDAF-TV. . . . . Kansas City

KARK-TV .. .. ..... Little Rock
KCOP &0 | 414 & Los Angeles
WPST-TV . . .. .. ~ s WG Miami
WISN-TV ... ... ... Milwaukee
KSTP-TV . .. Minneapolis-St. Paul
WSM-TV ... .. .. ... .. Nashville
WNEW-TV ... .. ... New York
WTAR-TV . . Norfolk-Newport News
LAV . Oklahoma City

Television Division

AT C i M R Omaha
KPTV . . Portiand, Ore.
WJAR-TV . .. ... . .. Providence
WITV DR ks . & Raleigh-Durham
WROC-TV . ... ... ... Rochester
KCRA-TV ... ... .. Sacramento
WOAI-TV . ... . . .. San Antonio
KEMBATV. s o ¢ 2 s San Diego

WNEP-TV . . Scranton-Wilkes Barre
KREMSTV e a vt e e o e Spokane

Edward Petry & Co., Inc.

The Original Station
Representative

I ﬂlw YORK + CHICAGO * ATLANTA « BOSTON * DALLAS « DETROIT  LOS ANGELES - SAN FRANCISCO - ST. LOUIS

B —

www americanradiohistorv com
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Shotgun Slade is the “detective on
horseback” series that combines
both of TV’s great audience appeals.
Roaring adventure...thrill-a-minute
mystery. And it gets double-barreled
results —big and fast! Its big-name
star, Scott Brady, became a top, two-
fisted TV personality in a matter of
weeks. Its excitement sold on sight.
Shotgun Slade has proved its selling
power. No wonder regional sponsors
like P.Ballantine & Sons, Brewers,
are ordering up a second smash year!

IT SHOT RIGHT INTO
THE “TOP 10” LOCALLY

AND NATIONALLY—

AND STAYED THERE!

A double-barreled winner with that
big audience look. Just check ARB
for March, 1960...

RANK® IN MARKET RATING  SHARE
#1 in Boston, WBZ-TV . 219 41.0%
#2 in Oklahoma City, KWTV 318 50.6
#2 in Jacksonville, WJXT 33.1 56.8
#1 in Phoenix, KOOL-TV 19.9 326
#2 in Charleston, S. C., WUSN-TV.... 48.3 71.9
#3 in Omaha, WOW-TV 24.9 41.4
#9 in Philadelphia, WRCV-TV 17.2 44.4
#2 in Portland, Me., WCSH-TV 32.2 61.1
#5 in Baltimore, WMAR-TV 16.9 40.1
#3 in Fresno, KJEO 22.6 49.8
#1 in Binghamton, WNBF-TV 41.5 89.8

#5 in Baton Rouge, WBRZ 35.8 59.6
#17 in New Orleans, WDSU-TV 20.9 61.1
#8 in Miami, WTVJ 26.0 51.3
#7 in Albany-Troy, WRGB . 207 44.7

#2'in Amarillo, KVII-TV 229 37.5
#8 in Burlington, WCAX-TV. 29.0 53.3
#5 in Harrisburg, WGAL-TV. 25.2 354
#1 in Chico-Redding, KVIP-TV ........ 35.8 61.1
#5 in Birmingham, WBRC-TV 34.5 58.8
#1 in Bristol-Johnson City, WJHL .... 32.5 57.7
#5 in Savannah, WTOC-TV 28.5 50.5
#5 in Tampa-St. Petersburg, WTVT... 27.8 50.5
#10 in Knoxville, WATE-TV 23.6 49.1

: 'S'orry — no room for all the others! Better write, wire
or phone your MCA TV film representative today.
*among all syndicated shows

produced by m studios

TV FILM SYNDICATION
on Avenue, New York 22, N. Y,, PLaza 9-7500
~ and principal cities everywhere

o TS wwWw americanradiohistorv com
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. . . O’Hare International, the “jet capital,” is the largest com-
mercial airport in the world. Its ten-square-mile complex
now handles over 125 jet flights a day. And with the com-
pletion of its $120,000,000 building program in 1962, it will
be capable of handling twelve million passengers annually!

In Chicago

WGN

TELEVISION

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

community service.

v I 'l‘l‘J
rond

WGN IS CHICAGO

Quality * Integrity * Responsibility

e WWW.americanradiohistorv.com
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LEVER BROTHERS
GOT MORE

FROM

CHANNEL 4

Npecificallv. in the words of Robert L. fones,
Distriet Sales Manager of Lever Brothers.
“Thanks fo the audience and in-slore promotion
delivered by K RCA.our Stripe toolh paste sales in
he Los Angeles area are [ur exceeding our expectalions.”
LLever Brothers has a lot of distinguished company
on KRCA...M.J.B. Collee. Stokelv-Van Camp, Alka-
Seltzer, Schlitz, Aleoa Wrap. to mention hut a few.
You. too. can profit from a schedule on KRCA.
You'll get KRCA's larger audiences—vou’ll get added
benefit from KRCA’s Kev Value merchandising program —
concentrated promotion where it pavs off, at the

store level ...in many. many stores. The informed buver knows,

in Los Angeles, you get more from Channel 4.

Gall vour NBC Spot Sales representative for full details.

KRCA L.os Angeles

v

— - 2
\Wﬁ‘d" th.-mp 5§:z'" |

RTLL
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Buying Patterns of
Cosmetic Spot Advertisers

his month’s tabulation of major national cosmetic

spot TV advertisers has been expanded to show a
breakdown on a regional basis.

Ihe schedules for each advertiser represent spot ac-
tivity during the first quarter of 1960 in cities moni-
tored 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
rancdomly sampled weeks during the January-March
1960 period. It is important to note that the recording
weeks for the markets differ.

It is therefore, not valid 10 make any inter-city com-

A

REPORT ON SPO]

parisons, but rather only intra-city comparisons i
the brands.

A theoretical example of how the table shoul
read is illustrated below:

AvON PrODUCTS  Sign-on-6 p.m. 6-11 p.m. Alter 115

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

In Chicago, Avon Products ran two 10-sccond arly
60-second announcements before 6 p.m., three 30-ire,
periods between 6-11 p.m. and nothing in thet:
period after 11 p.m.

Sign-on~6 p.m. 6-11 p.m. 11 p.m.—Sign-off Sign-on 6 p.m. 611 p.m. ) E.ﬂl-" ]
EASTERN REGION JERGENS PRODUCTS
AVON PRODUCTS Baltimore......... T L e §
Baltimore. . ....... 2:20; 4:60......... 2:20; 2:60. . ... 2:60...... Boston. .......... 4120; 4:60......... 220 . ccnniennnn
Boston. . . ... . 3:20, 4:60. . ....... 1660 . it 1:20; 3:60 Buffalo. . ........ 56205 1:60. ...ooeinnns EITTRRREERY
Buffalo. . ........ 2:20; 5:60......... 2760 e 2:60...... Harrisburg........ 260, . 0hennni 2:20; 1160. ...
Harrisburg. . ...... 1:10; 1:20; 4:60. ... V:80. .. coeiiiiiieeiiin Hartford. . ....... 3:20: ..o 15205 1460. ... B0
Hartford . . .. ...x. 2:10;2:20; 4:60. ... 1:20.......... TE0ussiren New York. ....... 8:60..... e Y| 5120..c.0000nn 10)
New York. ....... 3:10; 4:20; 5:60.... 2:20.......... 2:10; 2:60. Philodelphicdacror:; 4120; 3:60. ... 812051 - o+ mEgE
Philadelphia. . . . .. 5:10;7:20; 2:60. ... 1:10.......... 2.20...... Pittsburgh. ....... 4:60..... TR 31200 ovucee M0
Pittsburgh. ... . ... 3:20; 5:60 Pravidence .« . ... . 3120; 2:60. 1. - cipsememin)- < =P BIES s R
Protidencei s s s 3:20; 6:60 Syracuse. .. ... 1520: 4:60. . cocveeevncnansnans seee 24
Syracuse. ........ 4:20; 3:60 Woshington....... 2:20; 4:60...... amat 320 . . canip aweed
Washington. . .. ... 1:20; 7:60 LANOLIN PLUS PRODUCTS
Boston........... 3:10; 21:60..... se. 13510, 4:60. .. .. 14 |
COTY PRODUCTS MAX FACTOR PRODUCTS
Baltimore......... 1.60............. F e Baltimore........ o 182000 g o s . P =
New York. ....... 3:10; 3:60. ccuvsuiwé 20005500 5 o 2 5:105 2:60. BiOSEON . ovevorerw ovtonee susmsnsranons allholh MR | o 1% . 3201 anENS
Pittsburghy w + o pregmerrome e cnmesvsone 260,00t . Buffalo. .. ... P . Sg—— 3:20. .. .0niiuin |
Washington. . ..... 3:000i ahs bsmivan s da TN 5 i Toxk N e s A o] NEW YOk s o s o dos oo oo suapblh bisia o s bunsasine d AN SB o LR EANE
DEEP MAGIC PRODUCTS Philadelphla. . .. ...... e e O 3120+ . oo vy
Pitlsburgh. . ..o viuierroeroeerenaarans SI200 o . oot BB
Buffalo.......... 3560 grerrses nomEreree 3:60m me g oe oo amawne oo .
S Srmittin ke 2.60.. 2.60 4o . Washington........... o Ee¥e ¢ 3T BIDAIIELS 3420« . w55 swvwmp in
60, ... e 260, ..., 1:60...... MAYSELLINE EYE MAKE-UP
HELENA RUBINSTEIN PRODUCTS BultiMors. . . . . weare pomoses S B M) i G 2400... . sawvrvve [
Baltimore. ...... 0 N0 rorerss WA s 3TN0 w4 @0 BN ST BT ARORCH AT Boston. ..o oiieiiiiiiiiiietiiiiiiene 3120 .000nnnnnn .
Boston. . . . RRRR 113 | o) P S s e BUff Qe 5 & . & fvsee o B fovavons DY N S 1820 s owvcir-o® e
New York........ =)0k sl s Alibiemmmenslslo A owip socnet A uiarlolouclolols Horrisburg. .. ..... 820, o6 55 o nere samamsre V420 . oawnswioteiapon
Philadelphio. . . ... 1560.46 6 46T TT 115D o1 586 BT Tl 515 1:10...... Hortford. .......ooovnnnnne ceeniees 2200 0inian - 18
Pittsburgh. . ... ... )0 b A PP o R = i . N — New York......couoe ST S RPETaG Gacke S 3105 2:20..... b4
W ashington. . ..... B0« serrrmsmes 2o B Cr T P Philadelphia. .. ....... Seeiressieiian 1110, 3,205 .......
Y]
16 TELEVISION MAGAZINE / Market Book, 1960
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my dear
Mr. Denny,
SCHWEPPES
simply won’t
be shushed

good show!

®» ) Television, Inc
Representatives

K

wwWwW americanradiohistorvy com
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Our Altruism
Backfired

Now that the smoke of the political conven-
tions in Los Angeles and Chicago has cleared
away—and our local television reporting crews
have returned to their home bases—we wish to
report a statistic:

Our stations were 100% successful in sell-
ing coverage of both conventions in every Corin-
thian market.

We ficlded a 14-man team—complementing
CBS’s superb national coverage—to achieve lo-
cal and regional coverage, to tell an intensive
story of our respective state delegations, and to
view national events with local eyes. We did this
with our eyes open, hardly daring to hope for
extensive sponsorship, fully prepared to under-
write the expense in the interest of service. The
fact that we didn’t have to is a tribute to the
enlightened local, regional and national sponsors
who saw the prestige—and commercial—value of
our local coverage.

Armong the comiments:

“Countless compliments attest that convention pro-
grams gave us a prestige vehicle for primarily institu-
tional messages. We feel that other advertisers through-
out the country should watch this sort of thing carefully
and evaluate its possible future value to themselves.”
—Texas National Bank (Agency: Goodwin-Dan-
nenbaum) on KHOU-TV, Houston.

“Purchase of both conventions gave complete satura-
tion of our market . . . KOTV spending lot of money
and effort bringing local angle to our public. Excellent
opportunity for advertising.”
—Safeway Stores (Agency: Perry Ward Asso-
ciates), co-sponsor with Conoco Gasoline (Ben-
ton & Bowles), on KOTV, Tulsa.

“Corinthian’s convention coverage gave us saturation
with dominance, intense audience interest—and lots of
family audience per dollar.”
—Bonsib, Inc., agency for meat packer Peter Eck-
rich & Son, on WANE-TV, Ft. Wayne.

“Through KXTV's locally oriented convention cover-
age with Shell's regular newscaster, Hank Thornley,
people of Sacramento area will continue o associate
Shell with important news presentation. This is an ideal
comllinalion of audience service and commercial im

1.
—Shell Oil Co. (J. Walter Thompson, San Fran-
cisco) on KXTV, Sacramento.

b L *

It is heartening to prove that good public af-
fairs programming is also good business. Each
Corinthian station will continue to explore op-
portunities to bring such programming to the
attention of sponsors who recognize that service
and commercial effectiveness go hand in hand.

Responsibility in Broadcasiug

PHRE GCORINTHIAN

wwWw americanradiohistorv com
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I
REPORT ON SPOT from page 18
. _Siglonip.m. 6-11 p.m. 11 p.m.—SigEf_f
JERGENS PRODUCTS continved
Cleveland. ....... 160,000 2:20.......... 1:60......
Columbus......... 2:20; 5:60......... 1:20........., 2:60......
Dayton.......... 1:60 00, 2:60.......... 2:60......
Des Moines. .. .... 2:20; 4:60. ... it e 2:60......
Detroit. .......... 1:20; 6:60......... 1:20; 1:60..... 4:60......
Evansville-Henderson 3:20............. .. 0iiiieennnn. 3:60......
Fort Wayne.,..... 2:60.....0.000000, 3:60.......... 1:60......
Indianapolis. . . .. .. 5:20;4:60. 0.
Kansas City . ...... 560......00.0.... 1:20; 1:60................
Milwavkee. ....... 2:60.. ... il 1:20. 0 i e
Minneapolis....... 1:60.....000iunn 60, it
South Bend - Elkhart 3:20; 1:60......... LR Yo 1
- St.lovis. ......... 3:20; 3:60......... 1:20.......... 1:60......
Toledo........... T 0 2:60......
LANOLIN PLUS PRODUCTS
South Bend-Elkhart. .. .............. .. 9:60.......... 1:60......
St. Lovis. ..... vees 1:10;7:60. ... ..., 5:20. .. i
MAX FACTOR PRODUCTS
Chitago. « . i vt vi it ete i it iianenanns 3:20. .o e
Cintinnatie oot i it i et e 3:20. ..
Cleveland . .o v cvviiiiiiiiiiinnnnnenns J:20. .o
Detroit. e oo vvi ittt J:20. ..ot
Indianapolis. ... oovviei i F20.. .0t
Kansas City .o cviviniiiinnnnnnenns 2:20; 1:60.............
Milwavkee. . ... 000000000000000080008 3:2 O T R R e P
Minneapolis. . ......ooviiiiiiiiiiean J:20. i
ShLlouis. covviiiiiii it e i 3:20. .0 e
MAYBELLINE EYE MAKE-UP
(a3 1 [9A66056666000060806060030600000 4:20; 1:60................
Cincinnati. ....... .ttt i i e 2:20; 1:60. .. ... e
Cleveland. .. ..covviiiiii i 3:20.......... 1:60......
Columbus. . ..covv i 2:20. . 0
Dayton. .o ie ittt it i e 2:20. ...
Des MOIN@S. . o v ovviiiiiiiineeneeennnn 2:20. .00 e
Detroit. coov e ie ittt eennanns 1:20; 1:60. . ...
Indianapolis. . ....o.vvvi il 20, .. et s
Kansas City .. coveeiiiinennrnneennnnnn 2:20. .. e e e
Milwavkee........c..oviiiiiiiiiiin, 2220, .0 e
Minneapolis. . ..oovver i, 2:20. . . e e
Toledo. ..o it ivi ittt ittt 320, ..
F R Y F:20. ..ot
NOXZEMA PRODUCTS
Dayton........... tE-{VA5 660600080 000a0000000600000 2:60......
Kansas City .. ... .. 2 Lo 2:60......
RICHARD HUDNUT PRODUCTS
[ 5 08000000000600080000800080000 SO, .o
H%Tv Evansville-Henderson. .. ........... ... 1:60. . o it iii e
] BA(H-R) Toledo . covtei i innionennaennnn ¢ 7{)35585600600000600806a00
l’* oU-TV ROSE LAIRD PRODUCTS
3 i 10USTON (H-R) Cincinnati......... LI S
J TV Cleveland. .. ..... 1ol min. pere. .o iiie ittt iei e
RAMENTO (H-R) Detroit. .......... 1 1o
Indignapolis. . ..... 1:60. . oot
NE-TV SARDO BATH OIL
Chicago .......... 8:20; 27:60.......... ..o 2:20; 5:60.
Cincinnati......... 6:20; V4:60. . ... e
Cleveland........ 7:20; 10:60 . 0ot ittt i it e e e
Detroit. ...oovvnn. (X {0)36000000008000 3:60..... veee. 4:60... ...
Milwavkee. ....... 28:60.. 0t 1:60.......... 10:60......
Minneapolis....... 34:60. ..t 7:60......
LTI Y T ARG 1 o 1. Yo FS P
SOFSKIN HAND CREAM
Detroit. .. oo .... 3:00. . e e 1:60......
ﬂ@w 3 Milwavkee. . ...... < 2 o SN
d] lo page 23
TELEVISION MAGAZINE / Market Book, 1960 2
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This year more than ever
New York audiences are watching
network quality entertainment

every night on WPIX-11, the prestige

the prestige independent.

Advertisers are selling with - d d t ® h
minute commercials in this ln epen en Wlt
“network atmosphere”

during prime evening hours! n etwork

No other station provides this
kind of selling opportunity »
e vor meTmerinis PrOgramming!

in so many good looking programs.

M SQUAD
AIR POWER
MAN AND THE CHALLENGE
MIKE HAMMER
MEN INTO SPACE
HIGH ROAD
HOW TO MARRY A MILLIONAIRE
SAN FRANCISCO BEAT
THIS MAN DAWSON
TARGET

NEW YORK CONFIDENTIAL
DECOY

MEET McGRAW
INVISIBLE MAN
STATE TROOPER

YOU ARE THERE
TRACKDOWN

SILENT SERVICE

YOU ASKED FOR IT
MR. ADAMS AND EVE
THE HONEYMOONERS
SHOTGUN SLADE
NAVY LOG

BOLD VENTURE
JEFF’S COLLIE
WHIRLYBIRDS

THE CALIFORNIANS
BOLD JOURNEY

AND MANY MORE

where are
your
60~second
commercials
tonight?
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B RT ON SPOT from page 21

r Sign-on—6 p.m. _6-_” p.m. 11 p.m.—_—S;'gto_"
M
L HERN REGION
. AvON PRODUCTS
Mh.ﬁmenville-
- Spartanburg . . . . 2:20; 5:80 . . 0 iiiie i inianaaeas 3:60......
T L PR 3:20; 4:60......... 1:20...00000n 2:60......
 Chorleston-
5 Huntington . e+ . . . 4:20; 3:60. . ....... 260.......... 2:60......
| Charlotte . . ... .o 1:10;1:20;5:60. ... 1:60.......... 2:20; 1:60
Jeeksonvills . . . 2:20;7:60...... ... 1:20.. ... 2:60..... .
|- thh, ......... 5:20;4:60 . . ....iiieiiinnnn PREES 1:60. .
| Mew Orleans. .. 2:10;6:20;2:60. . .cveieinniannn e 2:60,.....
 Morfolk. .. .eeee0n 3:20; 5:60 i aiinssar e oo feeeaeas 1:10; 1:60.
 Rlghmond . .. o.ni0 1:20; 5:60 ., ........ 1:60.......... 3:60......
£y ‘Boonoke - Lynchburg 6:20; 3:60. ... ..... 1:60.......... 1:60......
 Tompa-
&), Patersburg... 3:20;6:60......... 1:20.......... 1:60......
i PRODUCTS
'.'pmphllu ........................................... 3:60......
y 'H.fnpl'lls...---...,.. ................ 1:60. .. nvnenenn 0000000
I Jompa-5t. Petersburg. ... ...iiiiiiii s 1:60. . 00vnnnns 080600060 5
8260 cuaraimagiie c o s oo oomoroonn . 2:60..
.......... 3:20; 2:60......... 3:20; 1:60..... 2:60......
...... 4:20;2:60.......00 2:60. 000000l 160, ...,
....... e 9:20; 1:60. . . iiiiiiiianieneneaaass 1:20; 1:60.
....... 2:60.. ... iicaie. 1:20;1:60...., 5:60......
2:20. . . it o . 3:60.......... 1:60......
3:20;4:60........... 0000000000000 2:60..... .
.......... 2O O e E LT re e e e Lol Re Lo e Lo et e e LT TR e e Lot e
i 360 .. ... [z weses 122000 ...l 1:60......
m-Lynchburg 4:20; 2:60... .00 vttt
2:20; 5:60......... 1:60........ e 2:60......
FACTOR PRODUCTS
......................... £ 7{")55006000600000000003C
LINE EYE MAKE-UP
............................. 2:20. . it i
.................. U {")565600006600000000000
S e i - 2:20. .. 0iiiinnnnn 00000000
R ey V:200 00 e, e .
mphls. ....... B LA 2:20,....... i
BN .o vv e ieeeeiieniins 2200
B x> < = o 0s oo maaEe oo MRS 2:20. ., i
.................. 747{ )58 6006000000600860606
......... 1:30; 11:60........ 8:60.......... 3:60.....
. 3:20;560......... 3:60.......... 1:60......
. 5:20;6:60......... 1:60....... Creeterreeae
.......... 2:20;4:60..,...... 1:20;1:60..... 2:60......
2:20;7:60..... ... 3:80. . ittt
1:10; 7:20; 7:60.... 2:60........ oo 2:20..... 5
2:20; 5:60. ...ty 00000000030 000000a0
2:20;3:60......... 2:20; 1:60..... 1:60.....
5:20; 7:60......... 1:60......... . 1:60......
. 1:10;1:20;6:60. ... 2:60............ 00000000
5:10; 1:20; 3:60. ... 2:60..... veves 160,
. 2:10; 4:60......... 2:10;4:60..... 1:20; 1:60
1:10; 1:20; 6:60. ... 1:20; 1:60.......000vuen.n
3:20;3:60......... 2:60.......... 2:60......
8:10; 20:60........ 10:10; 1:60..... 6:60......
......................... 1:60. .. .ovviinnts 00

Sign_-on:é__p.m. B 6-11 p.m.

11 p.m.—Sign-off

Portlond, Ore...... 2:60.............. 2:60. .. i e i
San Diego........ 2o
DEEP MAGIC PRODUCTS
Dallas-Ft. Worth. .. 6:60........ 0o000o 5:460.......... 4:60......
Denver........... 560.....000.0.0... 18:60...civiinniiinnnnnnn.,
Heuston. ......... 3:60.....00000un 560......iiiiiiiinn,
HELENA RUBINSTEIN PRODUCTS
Denver........... LI 000000000000060
Houston.......... B8 5566 050066658086066586606060600000056800000
San Antonio....... 7 8" )5 5586060600003 3:60.... i
San Froncisco. ... .. B8 55 6555556 60500066666800666600660000005
JERGENS PRODUCTS
Dollas-Ft. Worth. .. 1:20;7:60......... 2:20; 2:60..... 1:60......
Denver........... 3:20; 1:60......... 3:20.......... 1:60......
Fresno........... 3:20; 5:60......... 4:60................ 00000
Houston. . ........ 3:20; 1:60......... 1:60. .. coviiiiiniinnn,
Los Angeles....... 5:20......... veee. 6200, ..., 1:60......
Oklohoma City. ... 2:20;2:60......... 1:60. . vt ieennn.,
Portland, Ore...... 5:20; 1:60......... 1:20.......... 1:60......
Salt Lake City..... 7:60.......cc0...n 1:60.......... 3:40......
San Anfonio. ...... 1:20; 2:60......... 1:20; 1:60........cvvnnnn 5
Son Diego........ 2:20; 5:60......... 1:20; 1:60................
San Francisco...... 2:20; 6:60......... 4:20.......... 1:640......
Seattle-Tacomo. ... 5:20; 3:60.......c0cvvvinnennnns, 1:60......
Tulso. s vvvennnnn. 5:20; 1:60....... PR 7. 1o J 2:60. ..., .
LANOLIN PLUS PRODUCTS
SoNn ANtONIO. « . vv vt ittt veese 1660 ... ..., e
Seattle-Tocoma.... 7:20;9:60......... 3:20; 1:60..... 2:60......
Tulso. oo viiinenns L PP cve. 4:60.....,
San Diego........ 2:60. . .t i e 2:60......
MAX FACTOR PRODUCTS
Dollos-Ft. Worth. . .. .oooviiiivnnnnnne. 3:20. ...t
Houston. .. .ovvvinniininninianenns 3:20.......... 00000000000
Los Angeles. ..........ciiiiiiinnnnnnn 3:20.. .t ie e
San Francis€o. .. v veiiiininnniienn., 3:20............ 000000000
Seottle-Tacoma............ e 4:20. ... i
MAYBELLINE EYE MAKE-UP
Denver....oovvvninnans 0000000000000 2:20. .. .0ii e e
Fresno. .. ..oviiiiiieiiioniinnnnenanns 2:60. .. 0,
Houston.........ooviiviniinininn, UE7X)580006600000000000600
Los Angeles. ...o.oovviniiniiinnnnenns 2:20.......... 1:60......
Oklahoma City . . ovvvviiinninns veeee 320 it
Portland, Ore......convnvnn. CLLELErr 1:20. . ittt e i
Salt Lake City..... 2:00....iiiinnnn. 1:10; 1:60..... 1:10......
San AntONiO. < e evtiieteiiiiiaeeaaas L {0 B
San Diego. . iviiiiiiiiiiiii e 1:10;3:20. ... cvieeiunnn,
San Francisco. o oo viiniiniiiiiininnes 320, ...t
Seattle-Tacoma. .....oovvviiiinnnnnn P o
7 2:20. .. e i
NOXZEMA PRODUCTS
Oklohoma City.... 4:60.............. 2:80. ...
San Diego........ 6:60.............. L.
REVLON PRODUCTS
Oklohoma City. . oo veveiineinenennnn. UE* 5860000 60000006000006
SARDO BATH OIL
Dallos-Ft. Worth., . .13:60.............. 6:60....... . iiiiiiin,
Denver,.......... 11:60.......... 00600000000AB00AaR0 7:60......
Houston. ......... 6:20; 15:60. ... ittt i i i e
Los Angeles....... 960... ..., 1260, ........00uue PR
Oklohomo City. .. . 13:60.. ... viiiiniinn i, 7:60......
Portlond, Ore...... 3 7. 1S
Salt Loke Ci'y ..... . o 1:60......
San Antonio....... 1860.............. LT 1+
San Diego........ 1:60....0000enn. 5:60.......... 4:460......
San Froncisco. ... .. 9:60......... PR 771 D 3:60......
Tuls@.oveeenene. L1 8558008008000 8000608a88000806 5:60......
END
23

TELEVISION MAGAZINE / Market Book, 1960

WWwW americanradiohistorv com


www.americanradiohistory.com



www.americanradiohistory.com

o

Derers, 0 }


www.americanradiohistory.com

i %@em%e%ze %ﬂm J/MMJ
and( %M we 7%7%/%/

EAST, SOUTHEAST CHANNEL PRIMARY
WWJ-TV Detroit 4 NBC
WPIX New York 11 IND
WTTG Washington ) IND
WCSC-TV Charleston, S. C. 5 CBS
Charleston—Huntington,
MRS Ashland ¢ 8 ABC
WIS-TV Columbia, S. C. 10 NBC
reenville, Ashevill
WLOSTY £ Spartanburg e, 13  ABC
WFGA-TV Jacksonville 12 NBC
wTV) Miami 4 CBS
WSFA-TV Montgomery 12 - NBC-ABC
WSIX-TV Nashville 8 ABC
wDBJ-TV Roanoke 7 cBS
WSJS-TV Winston-Salem—Greensboro 12 NBC

MIDWEST, SOUTHWEST

WHO-TV Des Moines 13 NBC
wOC-TV Davenport—Rock Island 6 NBC
WDSM-TV Duluth—Superior 6 NBC-ABC
WDAY-TV Fargo 6 NBC-ABC
KMBC-TV Kansas City 9 ABC
WISC-TV Madison, Wisc. 3 CBS
WCCO-TV Minneapolis—St. Paul 4 c8s
WMBD-TV Peoria 31 CBS
KPLR-TV St. Louis 11 IND
KARD-TV Wichita 3 NBC
KFDM-TV Beaumont 6 CBS
KRIS-TV Corpus Christi 6 NBC
WBAP-TV Fort Worth—Dallas B NBC
KENS-TV San Antonio 5 CBS

MOUNTAIN AND WEST

KBAK-TV Bakersfield 29 CBS
KBOI-TV Boise 2 CBS
KBTV Denver 9 ABC
KGMB-TV Honolulu 9 CBS
KMAU-KHBC-TV  Hawalil
KTLA Los Angeles 5 IND
KRON-TV San Francisco 4 NBC
KIRO-TV Seattle—Tacoma 7 CBS

Pioneer Station Representatives Since 1932

I ETERS, (1 RIFFIN, W OODWARD,

NEW YORK CHICAGO DETROIT HOLLYWOOD BOSTON
ATLANTA DALLAS FT. WORTH SAN FRANCISCO ST. LOUVIS
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Llpgﬂ expert’s “helpful” pointers—somewhat condensed—for the newspaper advertiser

.
it

stamp out merchandising. Some people say make
_ handising bigger and better. Some people say
e don't do it—and do. Some people say we do it—

gazine once, entitled “How to Get Merchandising
rom Newspapers.” I remember exclaiming “Eureka”
Whien [ found it, because boy I'd like to get some of
it for a change, believe me.

gven basic points briefly stated

e author had a clear lucid style, a title which
0k two lines of type, and the cold dope in seven
dints, They were, briefly stated:

.IdDrm't try to con me, I've been around. (Check,
£ I'm only making a modest profit, and you can’t
pect $1,000 in merchandising for a $1,000 ad.
ieck, [ said, you don’t buy a toaster and then ex-
€1 the dealer to throw in the electricity free.)
Aim for the big boys among your distributors.
W& keep the big boys posted about your ads so
¥ tan run ads, too, that’s good merchandising.
ell, I said, so that’s what merchandising is!)

. We're selling your competition, too, so keep us
tral in your fights. (Wait a minute, I said, I gotta
il that one over.)

1'. By Gene Godt, President, BPA

PROMOTION

A
NEWSPAPER MAN
ON MERCHANDISING

5. We know the market best; we'll advise your
salesmen. (Wup, I said, I have a coal oil painting
of me advising a professional sausage salesmnan how
to sell his sausage to Kroger’s.)

6. If your ad is running in a syndicated supple-
ment, don’t ask me to help you—ask the syndicate.
(Someone tell that to the network advertiser, I mum-
bled.)

7. Don’t send out a forin check sheet. (Check, 1
cried, check, check!)

By now I'm all clear on how to get merchandising
from newspapers. I am, like fun T am. Only what-
ever happened to my old friends the jumbo post-
card, the in-store display, the counter card, the store
calls, the car card, and the signboard?

But then I turn to the article again, and read these
words: “It is not the function of the newspaper to
sell .. . The chief concern of the newspaper is that
the advertising of its customers be profitable for
those customers.”

Profitable non-sell advertising?

That one stops me, in my simple stupidity. How
is advertising going to be profitable, if it does not
sell?

You get a lot of chatter about merchandising in
the broadcast business these dayvs. But T believe T'll
stick to the broadcast business. Because 1 believe 1
don’t understand it less, as compared to the other,
which T don’t understand more. END
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 Thisis Dimensions a program service of
entertaining, provocative one to three-
minute vignettes in talk and sound that
add new depth of listener interest to the
strongest local programs in all radio. ..
those of the CBS Owned Radio Stations.
ﬁension starts this month on the C-0
glations. These seven stations already
| ¥ommand more attentive listening than
4l other stations in their markets. Now
| With Dimension they give audiences even
| More reason to hear your selling message.

|

This is Dimensiong

THE YEAR 2000 What will the fantastic world of tomorrow be
like? Artistic, industrial and scientific leaders tell you: William
T. Snaith of Raymond Loewy Associates; Dr. Austin Smith,
Pharmaceutical Mfr. Association. Their predictions: hospitals
that operate on a do-it-yourself basis, banks that supply parts
for the human body. drugs that cure all infections: carpets and
wallpaper used for central heating, weather control, cordless
toaster and lamps and many more

DOROTHY KILGALLEN INTRODUCES YOU TO PEOPLE YOU'D
LIKE TO KNOW The world's most famous newspaperwoman
brings you the intimate stories of how Rosalind Russell con-
quered a personal fear, how Pope John XXTI11 shows his sense
of humor, and fascinating moments in the lives of Joan Craw-
ford. James A. Farley, Fannic Hurst, Marlene Dietrich. Tony
Curtis, Ingrid Bergman, The Duchess of Windsor, actor Mar-
lon Brando. The Queen Mother, Audrey Hepburn, Marilyn
Monroe, Hedy Lamarr, Patrice Munscl.

THIS IS MY PROFESSION Lcaders in important ficlds tell
what they think about their life’s work. Vincent Price: why he
considers acting a highly educational vocation. Anthropologist
Margaret Mcad: how primitive people help us understand our-
selves betier. Others: Melvin Belli, lawyer; Irwin Allen, motion
picture man; Claude Philippe, hotelier; Frank Gibney, journal-
ist; Richard Joseph, travel editor; 1lka Chase, Tony Randall,
William Zeckendorf, Tex McCrary, Mischa Elman.

THE WONDERFUL WORLD OF THE TEENS Famous people rem-
inisce: Betsy von Furstenburg feared at |6 that she would never
get off the 57th Street bus line; Minnic Guggenheimer thinks
tecnagers today are more scrious than she was; also Air Force
Capt. Paul Briand, writer; Suzanne Szasz, photographer; Mark
Damon, Roberta Peters, Maria Schell, Roy Cohn, George Q.
Lewis, Tony Galento, Mark Goodson.

HOMETOWN Childhood recollections. Hildegarde's father's
drugstore in New Holstein, Wis.. “Pappy” Boyington's first
plane ride over St. Mary's, Idaho; and other hometdwn stories
from Zsa Zsa Gabor, Margaret Mecad, Dick Joseph, Dirk Bo-
garde, author John Donovan, Peter Glenville, Josh White.

THE WISEST OR MOST INFLUENTIAL PERSON [mportant
guests describe one person who has influenced them: Theodore
Bikel remembers an clderly scholar; Roberta Peters, her Italian
singing teacher. Also Mark Damon. 1lka Chase, Mischa Elman,
Maria Schell, Dick Joseph. Claude Philippe, William Zecken-
dorf, Roy Cohn, Dr. Maxwell, Mel Heimer

BENNETT CERF TELLS HIS FAVORITE STORIES Author,editor,
publisher, lectuser and TV personality Bennett Cerf, who has
had 7 books on the best scller lists, now brings to radio the
warmth that made him America’s number one lecturer. A new
Dimension in radio humor.

THE AMERICAN LANOSCAPE Burgess Meredith and Kevin Mc-
Carthy narrate this colorful series of American sound portraits
using the full range of radio techniques—sound. music. good
writing-—10 take you to the skating pond. the country dsug store,
Concy Island, a diner at midnight and many more uniquely
American scencs.

THIS IS OUR HERITAGE Hecar noted radio actor. Bill Lipton,
interpret the writings of the men and women who created our
Amecrican heritage: Tom Painc. Woodrow Wilson. Benjamin
Franklin, Thomas Jefferson. Danicl Webster and others.

AMERICAN PORTRAIT Raymond Massey narrates a moment
of greatness from American History, takes you to an actual
scene in the lives of the Wright Brothers. Paul Revere, Sam
Houston, Alexander Hamilton and others.

INTRATIR 7Y 2w
i |

-

A PROGRAM SERVICE OF THE
CBS OWNED RADIO STATIONS

KCBS, San Francisco; KNX, Los Angeles; WCAU, Philadelphia;
KMOX, St. Louis; WEEI, Boston; WCBS, New York; WBBM, Chicago
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To add “atmosphere” to the sales pitch...

RCA Special Effects

Products of your local sponsors can be given that “distinctive’” appeal with intr
guing traveling matte effects. Using RCA Special Effects equipment, exciting slid
or film backdrops can easily be inserted into commercials. You can place a
animated figure into a moving background or add “‘atmosphere” details tha
give results, very simply. The system will accept signals from several sources t
produce a variety of effects.

In addition to traveling matte backgrounds, RCA can provide modules for 1&
French chef sprite s electronically special effects, including wipes, split screens, block, wedge, circular and multip

] 1 frequency patterns. Any ten effects mayv be preselected —simply plug ten module
into the control panel. You get the right effect to add that extra sell to your pr+
grams and commercials every time!

Your RCA Special Effects will sell itself to
advertisers and give vour station a competitive o} z
edge. See your RCA Representative. Or write b
to RCA, Broadeast and Television Equipment, i

£ o

fitted into a backyard scene I)ellt L'121, Bl“ldlng 15‘1, { :Zlmden, N. J. : \"
for descriptive booklet. In Canada: RCA <1 1] \
VICTOR Company Limited, Montreal. o
One of a series on RCA Broadcast and Television Equipment ¢« Camden, N. J. ~ N
HOW ADVERTISEL S

RCA Speciol Effects Ponel

The Most Trusted Name in Electronics
RADIO CORPORATION OF AMERICA
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By Kevin B. Sweeney, President, RAB

" irst, a pair of facts:

I discovered that Senator Kennedy was the
emocratic nominee from the afternoon newspaper
Adelaide, Australia. But when I returned, every-
one talked so much about the Democratic conven-
tion on television that I thought everyone must have
viewed the crucial moment in which Kennedy was
narmied,

40% learned of nomination from radio

The facts turned out to be quite different. Of the
peaple who learned of Kennedy's nomination from
broadeast media, 609, learned of it from television
and 409, from radio.

These figures contain not only the convention
Viewing and listening audiences but that big slice of
Alieticans who did little of either and followed the
finvention through newscasts. So, fact 1: Even with

%t and continuous exposure via one of the most

iigscapable of television “campaigns,” a substantial
sment relied on radio for the single important fact.
Fact 2 is a by-product of some research we have
underwriting in various metropolitan areas.
Ihe interviewers of various research firms show the
pondents a list of about 10 names. Five of them
A€ local radio personalities, five are men prominent
i the news.
F:u"t 2: In their own states, United States senators
WElitioned prominently in the news as possible can-
tts for national office trail local radio person-

ON RADIO

ON THE
PERIPHERY
OF POLITICS

ieys of voter awareness turn up two facts that point to radio’s reach and impact

alities in public awareness by disastrous margins.

Both facts say something to package goods adver-
tisers who are essentially marketing to the same
group—the mass—that Vice President Nixon and
Senator Kennedy seek. Both say something about
localized marketing. Here's what they say to me:

Families are not “television families” or “radio
families” or “newspaper families.” They are cross-
pollinated in the metro areas by many media and
they often draw on one medium for extensions ol
facts they originally learned in another. The clinch-
ing argument may be the one the advertiser uses
on radio although conviction had approached buy-
ing level through a TV demonstration.

Concentration in one medium when an advertiser
can afford more than one leaves him underexposed
with a very large part of the total market.

Fact 2 says this: When manufacturers are adver-
tising on a spot basis, tailoring each market’s adver-
tising to distribution or testing, the force of radio
personalities on local stations is certainly the force
to harness.

A profitable ingredient for mass marketers
Radio and its personalities are being looked o by
very large groups of customers and citizens to pro-
vide an ingredient not available elsewhere. Perhaps
it is immediacy, perhaps companionship. I wouldn’t
speculate because the facts above indicate there is
a lot to learn about Americans as voters and people.
EXD
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SONGS
THEY'LL
REMEMBER

THE TV COMMERCIAL

Beatrice Adams, Vice President, Gardner Advertising

Music which hath charm can create favorable atmosphere for your sales messap

oh. give me something 1o remember vou by . ..
(sing it please).

Music hath charms. Yes? So let’s take a few min-
utes of October’s bright blue weather o consider
whit mnsic can add to vour commercials.

Music can add emotional impact bhecause music
speiks ane international language. Music can be the
ingredient that makes yomn sales idea come alive,
gives vour product distinction. hmportant? Never
moie so than now because there isn't enough honest
difterence in most products and the benefus they
deliver torest vom case on some oamped-up com-
petitive caim,

Music, knowingly used, can bring you closer to
vou customer . acate the compatible mood
that's so vital, Particuln ly now since the fizz of the
quiz biz nourished consumer hostility, weikened
consumer conhdence,

Easier to learn through rhythm

Music can make vour sales message more memo-
vable, Because and 1 guote from Havry McMahan's
book on the “ 1TV Commaercial™) “words set to music
hve longer. You vemember o song, forget a speech.
Rhvihim patteins make lemning casier.” How many
davs in October? "Thiney davs hath September, April

vou see how it soesy

Olav, soomsie G do o adl these things, Bu i
cannot be the sales idea Te cmoonly enhance it So
job umuber one, as alwavs, is to dig, dig, dig for the

Big Idea. Once you have the idea, the sales prop:
tion, your next step is to figure the “how” (the s:
idea being the “what™). It music is part of the “ho
how are you going to use it?

ldentifications in sound

Maybe you'll just have a musical logo. An iden#
cation in sound that will stayv alive in the view|
mind. Examples: Motorola TV, J-el-lo, Cr
Blanca, And how about Mister Clean, Mister Cl
Mister Clean?

How about using music to sharpen your ¢|
meassage? For example:

Double vour pleasure, double your fun with

X X X has found the secret that unlocks the fl:

tastes good like a cigarette should.

Forty-three beans in every cup of . . .

. gets clothes cleaner than anv soap.

Easy to fill in the blanks, isn’t it? And in ea:
stance, the brand name is linked with a progsct
heneli.

Perhiaps you'd like to use a jingle that coul e
diopped in, almost anywhere in a TV comme wi
Or vadio. “Be voung and fair and debonai @«
sociable—have a Pepsi™ Theve ave dozens o |
amples. And to pare it down, two rules. Make it i
to sing. be suve it savs something, and repeat, re fut
repeat.

Okay. On to the next step. If you've been ass: i d
to underscore a commercial . . vou need an ©os

To fu

32 TELEVISION MAGAZINE / Market Book, 1960
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| gesundheit!

‘or, you can’t
(

sneeze at results

like these...)

HARRINGTON,

NEW YORK

CHICAGO

DETROIT

RIG

About three years back, one of our
HR&P salesmen proposed a tailor-
made spot TV plan to the makers
of a cold remedy who were consist-
entlymajoring in network television.

The plan wasn't taken exactly as he
presented it. But the company DID
buy one which was at least a first
cousin — and thus brought a new
budget of nearly half a million dol-
lars to spot TV,

This made our man happy, of course. Later — when the
cold remedy’s sales went up about 15% — he was five times
as happy because a fivefold boost in the spot TV budget
was contemplated for the following sniffle season. Since,
however, there are serpents in every
.= Eden, we were called in twice before
that time to defend our medium
{this being one of our specialties!
against other interests.

Successfully so, vou should know. For the larger spot bud-
get was continued during last Winter—and approximately
the same amount is now earmarked for the 1960-61 season.
Obviously the advertiser has benefited, the stations we
represent have benefited, the spot TV medium has bene-
fited. It's always nice to see everybody win.

Te moraL s Tuts: HR&DP salesmen are picked for cre-
ative flair and resourcefulness—which directly rewards
the stations who have picked us. But it goes bevond that.
Since we concern ourselves with onlv one medium, there
are no limiting factors to keep us from the creation of new
business for the whole spot TV industry. In other words
and uniquely — we can afford to be doubly creative.

Briggs Palmer,
New York office

HTER & PARSONS. Tnec.

ATLANTA - BOSTON - SAN FRANCISCO - | GFE I
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Ever Have The Feeling That
Someone Is WATCHING You?

,\

8 O vy
‘h IIU [
4

|

WE Have It ALL THE TIME

And both “Dr.*Nielsen” and “Dr. *fARB”
say it's not a psychosis, but a FACT!

We're being watched seven days
a week by the MAJORITY of TV
viewers in the rich Rochester,
New York, area!— By folks who
can afford to BUY your product!

Nielse e pr ARB Report, March, 1960
Rochester Metropolitan Area Rochester Metropolitan Area

N

CHANNEL 10

ROCHESTER, N.Y.
(WVET-TV « WHEC-TV)

EVERETT-Mc KINNEY, INC. . THE BOLLING CO. INC.

WWW americanraaionistorv com
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to the lour questions listed belos
1. Should music follow picture
marratons
2. Should music catch every ¢
tail ol 1the action, ar should it
mood only? (Il mood, what kind
mood?)

Should music lollow (he pht
ing of imnouncer—perhaps punctu
his statciments?

Should the “sell” portion of |
commercial be without sound?

Speak in rhythm-——not rhymes

Now a few lyric-writing ru
Make words fall as in conversati
Speak in rhythm; let rhymes ca
tater. Don't be chained o a rhym
dictuonary. In “Ol' Man Riv
sumpin’ and nothin’ don’t rhy
but they are related. Get it? LU's
how you rhyme but what's
theme, your story? What's the im
you want projected? The sun
ou want remembered? And de
lorget—singers have the same p
lem with enunciation pile-up as
nouncers do.

\bove all, remember to call in
music doctor early. There's no {z
way to kill a good idea than by
ing an improper, underdone imy
sion ol how it will sound. To
communicate with musicians,
the trouble to track down a reco
example of the kind of thing
think you want

There's much more to be saic
this subject. My hope is that th
a nudge in the right direction.
cold, hard lact is that your adwve
ing money buys less these days.
less  Irequency, it's  essential
strengthen your sales message. M
skillfully used, can help you d
Music, maestro, please.

One second please while I hol
the apprLause sign. If | had
heard, at this year's Ad Age W
shop, the wonderful down-to-¢
presentation on music put o1
Ken Snvder of Needham, Lous
Brorby, Hollywood and that tale b
music man, Jack Fascianato,
column might never have been
wn

The only thought I have as |
up this month’s column . .
for those who never sing, bu
with all their music in them.”
time you get out your harp, |
someone asks you to play.
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Penick & Ford Advertising Manager tells why he chooses
WLW TV Stations and WLW Radio for My-T-Fine Puddings and Swel Frosting Mix

“The WLW Stations take
the cake for offering advertisers
the big 3 in broadcasting
—PROGRAMMING, AUDIENCE,
PROMOTION!"

“This programming has helped
give us a mighty fine position
in the market and the loyal
program audience helps create
a loyal brand consumer.”

“And for the cherry on the
cake, we welcome the Crosley
Stations practical promotion
and merchandising help.”

Call your WLW Stations’ Representative . . . you'll be glad you did! The Dynamic WLW Stations

Wiw-i| WLW<D WiLwW-C WLW-T WLW-A

Television Televisioft Television Television Television
Indianapolis Dayton Columbus (incinnati Atlanta

Crosley Broadcasting Corporation a division of Avco

www.americanradiohistorv.com



www.americanradiohistory.com

(Y] 9 =Y
e i
-
{ T ,’ i

'lancaster-Harrishurg-York “Obs

]
Is one TV market when =7/}
you use WGAL-TV » /
oy ;.J _ y £ i
) v

-

ITALIAN SYATE TOURIBY

A . et e , is favored by viewers in Lancaster-Harrisburg-
plus Gettysburg, Hanover, Lebanon, Chambers:
Lewistown, Carlisle, Shamokin, Waynesboro, and

e other communities. Profit-proved for advertisers

l s LUBANON A
T MARRISBURG | N 7 multi-city market is important to your selling ja
...,.,......'v.'e L S LANCA;;:

YORK

S N = ; WGAL-TV

Lancaster, Pa.
NBC and CBS

2 !ounout
R (\ STEINMAN STATION
/ \ Clair McCollough, Pres.

Representative: The MEEKER Company, Inc New Y . Chicago + Los Angeles + San Franciso

e
ey
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re are two sides to every advertising dollar: your
t-put and your in-put. Most people seem to look
at their out-of-pocket costs when comparing
ia and seem to forget to look at their into-the-
ket returns on their dollars.

there was a medium that would give you five ads
the price of one ad in another medium, many
le would think they could tell immediately
ich is the expensive medium and which is the
ap one. But they can't: all they know is the cost
their ad 1n terms of what they paid. They don't
I Biow what they received for their dollars

rl sider number of impressions

uppose the one-ad medinim delivered twice as
N Ny people as the five ads in the other medium
, bined. Now which is the cheaper? Just because
(Ul sent five ads out into the public market place
I 8o reason to believe you delivered any more mes-
¥ 8 than you could have with one ad in another
i um.
i you figure botli the out-put on your part and the
Ut on the part of the consumer. you'll find vour
i Teconsidering many of those apparently simple
fia budgets. This double measure hecomes dou
important if your budget is timited. The fewer
dollars vou have to spend. the more you must
and from each dollar spent. You can't afford
luxury of paying two or three timnes as much per
mer as your competitor. particularly when your

——e Y < -

By George G. Huntington, v.p. and general manager, Tv8

TELEVISION MAGAZINE | \Market Book

THE TV SCENE

CAN
YOU AFFORD
A “CHEAP” MEDIUM?

small-budget advertiser should get more audience per dollar spent, not less

competitor has more dollars to spend than you have

Turn cost-per-thousand figures around and look
at them as though they were measures of the budget
you require to reach a given number of people. Sup
pose. for your product, vou feel reaching one million
people is adequate. A\ medium with a cost-per-thou
sand average of $10 means you'll need a budget of
$10,000 to reach your million people. A S3 per thou
sand medium requires an investment of only $3.000
for the same million people. If vour budget 1s $3.000
why settle for only 300.000 when the same $3.000
would buy 1.000.000?

Because they don't look at the delivered cost of
media. these smaller-budget advertisers feel driven
into less effective media and this doubles the
penalty they pav. Not only do thev reach fewer peo
ple per dollar. but rhey reach each person with a
less effective form of communication. And thev hay
left the most effective medium to their competition

Efficiency through selectivity

If your competition can nmcpend rou e one me
dium. that is no reason why vou must sclect a more
expensive. less effective medium. Perhaps. through
the more selective use of the same medium. vou can
cemploy its efficiency and s effectiveness to hetter
offset your competition. Wht give him all the advan
tages:

This. quite naturally, brings me to television. And
1it'll bring you to television ton F\D

1960 37
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InUIting us back ﬁ)‘

DETROIT. . .WJBK
CLEVELAND... WJW
TOLEDO.. . WSPD
WHEELING .. WWVA
PHILADELPHIA... WIBG
MIAMI .. WGBS

LOS ANGELES.. KGBS

www americanradiohistorv com

DETROIT

WJBK-T' ¢

CLEVELAND.. WJW-TV
MILWAUKEE.. WITI-TV
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From the Roaring "20’s to the Soaring ’60’s, millions of people* have been invit-
ing Storer Stations back. Such loyalty didn’t come on a silver platter. It had
to be earned, over the years.

To succeed in broadcasting, we knew that we had to do

‘)
- a % [ ]
) ) . = % & . ] .
'3 0 ) ‘ " { .\ two things: First, get invited into as many homes as possi
ad

ble. Second, keep getting invited back.

Only through awareness of what its particular community needs and what
most folks want, can a station operate in the best interest of all.

Storer Stations work hard at it. That is why all of them have large, loyal audi-
ences who respond to advertising messages. Why not check into it — today.

*(Covering over 40,000,000 daily)

STO R E R Broadcasting Company

33 years of community service

NATIONAL SALES OFFICES: 625 Madison Ave., N. Y. 22, PLaza 1-3940 / 230 N. Michigan Ave.. Chicago 1, FRanklin 2-6498
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This is no
Dear John:
letter

CHARLOTTE
MARKET UP
39,300 TV
HOMES!
Drastic Re-
duction in
other Mar-
kets

o (Just as a matter of Relativity) WBTV Now
Delivers 55.3% MORE TV Homes than Charlotte Station “B”*

*ARB 1960 Coverage Study—
Averoge Doily Totol Momes Delivered

CHANNEL 3 @ CHARLOTTE/J:FFlasON STANDARD BROADCASTING COMPANY
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N the Market Book, TELEVISION MAGAZINE's exclu
sive estimates of circulation, coverage and tele
ion market data are presented in tour ways:

15. TV Homes By County—a directory of the
e and their counties. giving the number of
iseholds and the number of TV homes as ol Sep-
ber, 1960. The county TV homes are projected
TELEVISION Macazine. The September, 1960
sehold figures were specially prepared tor TeLs
ON MAGAZINE by Sales Managemend.

elevision Markets—a definition ol each market’s
fity coverage area, with the number of VHF and
| homes in September, plus population, retail
Sand effective buying income as of January, 1960
ach county and for the entire market. 1he mar
g data (total homes, population, retail sales,
tive huying income) has heen correlated o these
€ts as defined by TELEVISION MAGAZINE. A
Iption of narket definition procecures is on
95.

lt?\.'ision Markets vs. Metropolitan Markets—a
arison of TV homes. households, population,

ARKET BOOK 1960

retail sales and eftective buying immcome included in
the tull coverage area of each tetevision market with
the corresponding data for each marker’s metropotli
tan area. These figures illnsirate the nmportance ol
the TV area as a concept in marketing and provide
a snmary of TV marker-data torals.

o Television Homes—the regular monthlv compila
tion of TV homes by arkeis with per cent pene
tration, stations and network athhations. An explana
cion of how circulation 1s computed 1s on page 81

Fhese are che raw materials needed m making
TV marker decisions. The Market Book provides
the base lor projecting rvarings. analyzing coverage
planning schedules and correlating sales or disiri
bution with television arcas.

The market dehnitions are hased largely on re
evaluations of market areas in accordance with the
ARB 1960 Coverage Study. Trrevision MaGazing
is the only source for updated television homes estl
mates on a continuing basis. All information in the
1960 Market Book is copyrighted and may not be re-
produced without permission

TELEVISION MAGAZINE / Market Book. 1960 41
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HOW
COVERAGE
IS
DEFINED

The factors used by Television Magazine's

Research Departient in analyzing markets

ry HE coverage ol a TV market is determined by

TELEVISION MaGazINE's research department
through caretul analysis ol county-by-county studies
ot viewing where this data is available and current.

Antenna height, power and terrain determine the
physical contour of a station’s coverage and the prob-
abte qualitv ot reception. Other factors, however
may well rule out any incidence of viewing despite
the quality ol the signal.

Network afthliations, programming. and the num
ber of stations in the service area must all be weigh-
ed. The influence of these factors is reflecied in the
ARB 1960 coverage study and, in some cases, in the
regular reports ol the various rating services. The
ARB data, in particular, has become TELEvIsSION
MacAzINE's guide ftor estimating coverage and re-
evaluating markets.

\fter testing various formulae, I'£1LEvISION MAGA
zINE adopted a method which utilizes a tlexible cut
off point of 259, based upon nighttime weekly
viewing levels. Normally, a county will be credited
to a market if one-quarter ot the TV homes in that
county clann to view the market’s station at least one
night a week

Because of the launching of new stations and the
continual changes in power, antenna and athliation

coverage is constantly changing. Therefore, TELI
SION Macazing's research department continuou
studies these changes and revises when necess:|

As many engineering terms and measuremc
are used in everyday work by stations and adver
ing agencies, and since often there is some confus
about the meaning of power icreases in velatio
antenna height, the diflerence between Grade A ¢
Grade B signals and so forth. the following expla
tions and charts should help clear up some of tl
misundersiandings.

Coverage can be extended by increasing el
power or antenna height. Unless an increase
power is considerable, it can inean very little in te
of increased coverage. For example, the charts
rhis article show that a ten-fold increase in po
will roughly double a station’s coverage area.

Increased antenna height more directly incre
coverage. A low VHF channel with an effective )
diated power of 100 kilowatts can extend its Gn'
B contour trom 50 to 70 miles by increasing ante
height from 300 to 1000 feet.

Several height ineasurements often are indica |
such as above gronnd and above sea level. Howe'|
the figure used for coverage purposes is the heh
of the antenna above average terrain.

42 TELEVISION MAGAZINE / Market Book, 1960
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GRADE A COVERAGE

HF CHANNELS 2-6 GRADE A SERVICE CONTOURS (68db 2.5 MV/MI

Distance (Miles) for Effective Radiated Power

Antenngo
Illlﬂl" 1 KW 10 KW 50 KW 100 KW
300 FT. 7 12 a0 aoe ) abannns 21
500 FT.. 9 I3 B2
700 FT. 1" 1% e 2700 00003
00D FT.. 13. Wywimine - - - 2.0 ... .37
2000 FT.* 19 K 4. . 50
sp00 FT.* 32 55 R (¢ 77

YHF CHANNELS 7-13 GRADE A SERVICE CONTOURS (71db 3.55 MV/M)

Distance (Miles) for Effective Radiated Power

Anfanna

“Iiﬂh" 1 KW 10 KW 50 KW 100 KW 200 KW 316 kw
00 FT.. | 7 12.5 BE .. 2. 25. ... 28
S0 FT. .| 9 165 24 .28 2. ... 35
700 FT.. | 1! 20 7% 34 Y 40
1000 FT. | 135 25 LT 40... .. 3. 46
3000 FT.° .| 2! 40 50 54, ..., 59...... 61
s000 FT.° | 32 62 76 82...... 88...... 9

UHF CHANNELS 14-83 GRADE A SERVICE CONTOURS (74db 5 MV/M)

Distance (Miles) for Effective Radiated Power

Artenna

Helght 1 KW 10 KW 50 KW 100 KW 200 KW 316 KW 1000 KW 5000 KW
300 FT,. 5 9 13....15....18....20. ... 2..... 35
500 FT.. #5.... 105 .17 20 23....25.. ..32. .42
700 FT. 8 135....20....23... .27....30.....37..... 47
1000 FT.. | 9 16.5. .. .24....28... .32....35. ... 4a3... .. 54
2000 FT.. | 13 24 A5....401.. 46....49. ... 57.. .. 68
2000 FT.* | 2 41 57 . .&4... 70....75. ...85.. . 99

¥Pawes linitalics must be taken into account for these heights.

Effective Radiated Power (ERP)

This is the end result of the combination of power
anil antenna gain. For e<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>