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Out of Texas, the great television perfection eight full years..
country, comes the greatest of them KPRC-TV, Houston. We challenge
all, mellow, warm-hearted, aged to you to find a better station.
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any wonder KVTV wins
the audience awards In

Sioux CIty" look what they offer*

the top shows the top-rated the top 35
of 2 networks syndicated shows local live programs

.....

When it comes to TV domi-
nance . . . there's no contest in __.e
Sioux City.

To join the winning team, con-

tact your Katz representative.

CBS — ABC Sioux City, lowa

Under the same management as WNAX-570, Yankton,
South Dakota, Don D. Sullivan, General Manager



As FIRST as you can be!

July ARBs*

1. Gunsmoke WCHS 514
2. Highway Patrol WCHS 38.9
3. I've Got a Secret WCHS 35.7
4. Alfred Hitchcock WCHS 34.8
5. What's My Line? WCHS 33.0
6. To Tell The Truth WCHS 324
7. Undercurrent WCHS 31.1
8. Richard Diamond WCHS 30.9
9. Playhouse 90 WCHS 30.7
10. $64,000 Question WCHS 29.3

The Millionaire WCHS 29.3

Eleven out of the top ten programs in West Virginia‘s biggest market! Some sta-
tions cun garner 7 out of 10, 8 out of 10, 9 out of 10, and rarely, 10 out of 10.
But 11 out of 10 of the top-ten in the biggest market shows what WCHS-TV offers
in the Charleston-Huntington-Ashland area. These are the ARB figures released
8/27/57. WCHS-TV with its 1,000 foot tower and maximum power reaches a
great and growing market. Call Branham or Jack Gelder, Vice President and
General Manager, WCHS-TV.,

* -
Ten toperated television programs in .+ +» SERVING CHARLESTON-HUNTINGTON-ASHLAND
CHARLESTON. Compiled from ARB avu-
dience study for the survey week of FROM THE BIGGEST MARKET -

July 25 through 31. All figures copy- o v
righted by the AMERICAN RESEARCH Charles'on § only Tv St°t|°n!

BUREAU, INC. Released 8-27.57. BASIC CBS

Publlshed every Monday, 53rd issue (Yearbook Number) published in September bé BROADCASTING PuBLICcATIONS Inc., 1735 DeSales St.,
N. W., Washington 8, D. C. Entered as second class matter March 14, 1933 at Post Office, Washington, D, C., under act of March 3, 1879.



GILT-EDGED

PROSPECTS...

the 3¥ million people of

ELLvania

AMERICA'S 10th TV MARKET

LW

This vast, prosperous audience is charac-
terized by its prosperity and high buying
standards. SELLvanians are quick to re-
spond to your selling message when pre-
sented on WGAL-TV to...

1,015,655 families

917,320 TV sets

$6% billion annual income
$3% billion annual retail sales

CHANNEL 8 MULTI-CITY MARKET

LANCASTER, PA.
NBC and CBS

STEINMAN STATION
Clair McCollough, Pres.

Representative: The MEEKER Company, Inc. New York & Chlcago

Les Angeles N San Francisco



WDAF-AM-TV NEAR SALE e Sale of
WDAF-AM-TV by Kansas City Star to
National Film Investments Inc., subsidiary
of National Theatres Inc., one of nation’s
higgest motion picture exhibition com-
panies, reportedly was in negotiation last
Friday at price of about $7.5 million. Elmer
Roden, president of National Theatres, and
Charles L. Glett, president of investment
subsidiary and former CBS West Coast
vice president and RKO Pictures chief
executive, were handling negotiations with
Roy Roberts, president of Kansas City Star
Co. and associates.
L ]

Week ago Star Co. signed consent de-
cree in civil antitrust suit agreeing to divest
itself of stations “in reasonable tinte.” Both
stations are pioneers. Star Co. originally
pul stations on market at §12 million last
spring [Crosep CirculT, April 8]. Deal
with National understood 1o be all cash or
very ci0se to it. At least one other sale fell
through because of lack of cash.

L J

GROUND RULES ¢ Despite numerous
attacks in Congress on FCC’s “criteria’—
or lack of same—in making tv grants,
it remains for newest member of Senate
to introduce legislation which would spell
out just what Commission can and must
consider. Sen. William Proxmire (D-Wis.)
plans to tntroduce such a bill when Con-
gress reconvenes in January. Senator thinks
Commission sometimes “twists" its present
standards to fit individual cases, and he
feels there currently is no basis for appeal
from Commission’s reasons for favoring
one applicant over another.
*

Another factor which Sen. Proxmire's
bill would seek to remove from Conunis-
sion consideration is “political pressures.”
Prime-mover behind legisiation, and one
of senator's chief supporters in special
election to replace late Sen. McCarthy,
is Madison Capital Times. Times fas been
outspoken in its charges that pressure
brought by Sen. McCarthy and present
administration caused it 1o lose out in
hattle for ch. 3 Madison [GOVERNMENT,
June 10). Sen. Proxmire has one man
(Ph-D. candidate writing lis thesis in field)
working full time on proposed legislation.

MONTHLY ROTATION ¢ New concept
of network programming, in which weekly
one-hour shows would be sponsored by
four rotating sponsors—each advertiser
responsible for one show every four
weeks—has been conceived by Robert
Foreman, vice president in charge of tv-
radio for BBDO. He is cooperating with
Oliver Treyz, vice president in charge of
ABC-TV, on plan whereby concept would
be instituted by ABC next year.

BROADCASTING

closed circuit:

Subliminal perception is giving FCC
trouble—and not only for obvious reasons
(see story page 72). Gag around Commis-
sion last week was that after years of
worrying about overconunercialization on
radio and tv, FCC now has to decide
whether undercommercialization is in pub-
lic interest.

[ ]

GIFT LIST * All three major networks—
ABC, CBS and NBC—have now supplied
Moulder investigating committee of House
with full details on their social and busi-
ness associations with members and staff
of FCC in compliance with letter of Oct.
3, seeking data on purported “fraternizing”
with FCC. It's presumed this data will not
become public, if at all, until hearings
begin before Moulder Committec on Legis-
lative Oversight after Congress convenes
In January.
L

Quest of Moulder committee investiga-
tors, headed by chief of staff and chief
counsel Bernard Schwartz, is nnderstood
1o have yielded sharply conflicting data.
Where applicants have been successful in
cases before FCC, testimony strongly fa-
vors Conumission’s method of operation.
Diametrically opposite is true where dis-
gruntled applicants are involved. View is
widespread that conunittee is conducting
inguisition rather than legislative inquiry
to determine whether adminisirative agen-
cies are subservient to Congress, as law-
makers contend they should be, or take
their orders from executive branch, mcan-
ing White House.

24-HOUR NETWORK e With sales climb-
ing, MBS plans shortly to take step toward
becoming first network with round-the-
clock programming. Network plans to ex-
tend broadcast day by two hours to 2
a.m., effective first of year. One reason:
MBS newscasts on half-hour are sold out
and extension will create two additional
sales positions. Another: to provide extra
service to West Coast Don Lee Network
stations, expected soon to become affili-
ated directly with MBS [CrLosep CIrculT,
Nov. I8; NETwORKS, Nov. 4].
L ]

Mutual will soon claiin happy situation
of having commercial time virtually sold
out. Officials say multiple purchase by
Sterling Drug Co. for its Fizrin analgesic,
through Compton Adv., New York, leaves
only few 20-second newscast adjacencies
available through December. Fizrin buy,
representing approximately $60,000 net
billing, includes participations in 8:05-30
p.it. mystery strip, 18 Gabriel Heatter
newscasis. 20 other five-minute newscasts
and half of Bill Stern Sunday night sports
show for four weeks. In addition, P. Loril-

lard Co. (Newport cigarettes} has signed
for 236 20-second newscast adjacencies be-
tween Nov. 24 and Dec. 31, through
Lennen & Newell. Newpor! deal repre-
sents about $7,000 net.

[

SIMPLE PROBLEM e Mexican delega-
tion met in Washington all last week
with U. S. delegation, headed by FCC
Comr. Rosel H. Hyde, on uhf allocations
along Mexican international border. While
no uhf's now are being used, Mexicans
presumably desire to protect their posi-
tion in anticipation of tv’s growth or
possible eventual move of tv to uhf. No
conflicts are indicated because of avail-
ability of adequate number of uhf channels
and because protection would not be re-
quired beyond couple hundred miles on
each side of border. Conversations are
cxpected to end sometime this week.

Continuing decline in aircraft employ-
ment in southern California, following cut-
backs in military orders, has begun o
force curtailments in advertising and lay-
offs in agency personnel. Los Angeles of-
fice of Foote, Cone & Belding, which han-
dles advertising of both Hughes Aircraft
and Lockheed Aircraft, has let 17 people
go, probably largest lavoff of any agesncy
for this reason.

®

UNCLEAR CHANNELS ¢ FCC again
had its “clear channel day” last Thursday
but did not come to conclusions on what
to do about radio allocations problem
that has confronted it for dozen years. But
heat is on and Commission hopes to have
action—probably looking toward rule-mak-
ing—before Congress convenes next Jan.
7. Staff proposal before FCC does not pro-
vide for new high power status for any
of clear channel stations in New York
or Chigago, presumably on ground that
they already cover vast population areas
with 50,000 w.

Document before FCC on clear channel
case contains suggestion that 12 of remain-
ing 24 fully clear (I-A) channels be quali-
fied for new I-A status, which would mean
minimum power of 500,000 w and max-
imum of 750,000 w (as against present
maximum of 50,000 w). Dominant stations
oit these channels which would be eligible
to go up to maximam, if this proposal
were accepted, are: KFI Los Angeles,
WOAI San Antonio, WFAA-WBAP Dal-
las-Fort Worth, KSL Salt Lake City,
KMOX St. Louis, WHO Des Moines, WJIR
Detroit, WLW Cincinnati, WHAS Louis-
ville, WSM Nashville, WSB Atlanta and
WWL New Orleans. Other 12 I-As would
become 1-Bs with present 50,000 w max-
imeem.

November 25, 1957 o Page §




MEREDITH
SYRACUSE
- TELEVISION CORP

Now Operating at Maximum Power of 316,000 Watts,

e |
"

101 COURT STREET, SYRACUSE 8, NEW YORK

The hunting season is now open in Upstate New York. I
hope you have your resérvations in early for our lush Channel

8 cover.

Nimrods will be stalking our area from dawn until sign-off
taking pot-shots at every availability that aticks its neck out.

ST

5k

Even the amateur acattershooters arrive expecting to get
their daily limits. Last year a complete novice using a full-
choked, single-barrel rate card bagged a brace of tender, ring-
tailed minutes and a whole covey of juicy ID's his first time out,

maial
\1!! Lo
N e

’ ’ Game experta from both Abercrombie & Fitch and Dun &
Bradstreet claim that our local abundance of food and shelter
give us as plush a preserve as exists anywhere,

-,
i

Rich as this country is we do suggest that you hire a
licensed guide. May I recommend Fred Menzies, our commercial

manager, Or the Katz Agency. Both know the territory well, have s

compasses and will travel. u‘&
Cordially,

M W z

l..

(£}

Paul Adanti ;..-

Vice President

L

,
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=

AFFILIATED WITH BETTER HOMES AND GARDENS AND SUCCESSFUL FARMING MAGAZINES

—
o,

Basic CBs

P
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THE WEEK IN BRIEF

LEAD STORY

The Top 50 Radio-Tv Agencies in ‘57—McCann-Erickson,
with a $26.6 million increase over last year, becomes No. 1
with $103 in combined billings this year. Annual BROADCAST-
ING survey shows 1956 leader, Young & Rubicam, increased
$18 million, but winds up as runner-up with $100 million.
Kingpin in spot: Ted Bates with $43.5 million. Page 27.

ADVERTISERS & AGENCIES

Radio-Tv in AAAA Spotlight—Broadcast media get heavy
share of “allocations” for mythical cigarette in media-buy-
ing workshop at AAAA Eastern Conference. Tv and radio
commercial production techniques explored in another ses-
sion. Page 50.

The Morning After in Baltimore—Now that taxes totaling
6% against advertising media have been adopted, opposition
moves to take battle to courts. Though pared from originally
proposed 9% %, levies still represent a nearly $2.7 million
annual bite. Page 48.

GOVERNMENT

Greenlight to NTA—FCC approves National Telefilm Assoc.
purchase of KMGM-TV Minneapolis, with only Comr.
Bartley dissenting. Page 80.

Keep Tv's Status Intaci—Assn. of Maximum Service Tele-
casters, filing in 25-890 mc inquiry, urges FCC to wait for
TASO findings. Page 80.

FiLM

lots of Takers—NTA, United Artists and Paramount said
to be contenders to purchase AAP; but NTA says it has
contract signed. Meanwhile, word from AAP: nothing about
a purchase, but many sales to stations to report. Page 88.

More Tv Filmaking—Desilu Productions reportedly paying
more than $6 million to acquire California studio facilities
from RKO Teleradio. Page 88.

NETWORKS

ABC-TV’s Nighttime Goals—Network outlines plans to pri-
mary affiliates in Chicago meeting. Audience leadership by
next April is objective. Page 56.

Salant Slams Barrow Report—CBS executive defends tv
network practices, criticizes pay tv. He notes, however, that
CBS will actively participate in toll system, if approved. Page
64.

The Impact of CBS-Owned Radio Outlets—Network re-
leases findings of its survey that cites appeal and preference
for CBS Radio stations. Page 60,

PROGRAM SERVICES

Movie Exhibitors Hit Pay Tv—Theatre Owners of America
vote unanimously against both off-air and wired pay tv.
Pledge to work for legislation to ban pay tv. Action taken
at convention in Miami Beach. Page 66.

BROADCASTING

TRADE ASSNS.

The Tv Picture—Television Bureau of Advertising at Chicago
membership meeting girds for ‘storms’ ahead. Page 95.

Catholic Bishops to Study Radio-Tv—Yearlong evaluation
to be made prior to any decision on extension of Legion of
Decency. Page 97.

STATIONS

Living-Room Labs—On-the-air subliminal tests are emerging
from antennas. WLWO (TV) Bangor, Me,, is sending invisi-
ble messages. Two radio stations are tinkering with low-level
sound transmissions. And government people are adding a
nice tint of reddish tape to electronic emanations. Page 72.

PROGRAM SERVICES

Another Snub for Toll Tv—Subscription tv in any form op-
posed by 96.6% of nearly 45,000 respondents to Tv Guide
poll. Page 66.

MANUFACTURING

GE's New Color Camera—Pre-production model of smaller
live color tv camera demonstrated at opening of WGY-
WRGB (TV) broadcast center in Schenectady. Page 92.

OPINION

The Clever Commercial Doesn't Always
Sell—Too much of an effort towards ultra-
sophistication, artiness or too much imita-
tion of other sales messages, can make your
commercial ineffective. These and other
é' writing errors are cited by Myron Mabhler,
Emil Mogul Co., in this week’s MONDAY
MEMo. Page 121.

MR. MAHLER

What Tv Is Meaning to Exhibitors—Eric Johnston, MPAA
head, speaking to theatre men meeting in Miami Beach, out-
lines the facts of life insofar as television’s effects are con-
cerned. Page 70,

DEPARTMENTS

ADVERTISERS & AGENCIES... 27 OPEN MIKE ................ 14
AT DEADLINE .............. 9  OURRESPECTS .............. 24
BUSINESS BRIEFLY .......... 36 PEOPLE .................... 103
CHANGING HANDS ........ 76  PLAYBAGHK anst ifstanyiteson 118
CLOSED CIRCUIT ........... 5 PROGRAMS & PROMOTIONS.. 99
COLORCASTING ............ 32 PROGRAM SERVICES ........ 66
EDITORIAL ..oovvvinnnnnnns 122 STATIONS ................. 72
1310 88 TRADE ASSNS. ............. 95
FOR THE RECORD .......... 107 UPCOMING ................ 99
GOVERNMENT ............. 80

IN THE PUBLIC INTEREST.... 22

LEAD STORY ............... 7 LT sz s
MANUFACTURING ... .. 92 2 s # s,
MONDAY MEMO ........... 171 o e .‘-:
NETWORKS .. ........c..... 56 A o
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Twin highs in the Twin Cities . . .

Page 8 ® November 25, 1957

Talk to Blair . . .

STORZ=

Highest ratings
in WDGY’s history ...

All three surveys agree—WDGY is first all day:
31.9%, average share of audience (Hooper).*
29.9%, average share of audience (Trendex).**
More 14 hour wins than anybody—and no
V4 hour below second (Pulse) . ***

Highest billings
in WDGY's history ...

It isn't just guantity of audience that has
created this new Twin Cities time-buying
habit. It's something else—the particular
ability of Storz Station programming

to provide a climate in which your message
has maximum penetration-potential.

WDGY 50,000 watts

Minneapolis-St. Paul

*7am.-6 p.m., Mon.-Sat.
** 7 a.m.-6 p.m., Mon.-8at.
*** § a.m.-6 p.m., Mon.-Sat.

or WDGY General Manager Jack Thayer.

WDGY Minneapolis St Paul

REPRESENTED BY JOHN BLAIR & CO.

WHB HKansas City

REPRESENTED BY JOHN ELAIR & CO.

WTIX New Orfeans

REPRESENTED BY ADAM YOUNG INC,

WQAM Miami

REPRESENTED BY JOHN BLAIR & CO.

BROADCASTING



at deadline

Formal Legal Action Started
Against Baltimore’s Ad Taxes

First formal legal counterattack against
Baltimore’s new taxes on advertising media
gets underway today (Mon.). D. L. (Tony)
Provost, vice president of radio-tv division
of Hearst Corp., announced Friday suit
would be instituted today in Circuit Court
of Baltimore City to have new ordinances
declared invalid (early story, page 48).

“Qur counsel, Sherbow & Sherbow, have
been instructed to carry the proceedings
through all legal channels,” Mr. Provost
stated. Hearst Corp. publishes Baltimore
News-Post and Sunday American.

Earlier Friday, William F. Schmick Sr.,
president of A. S. Abell Co., publisher of
Baltimore Sunpapers (WMAR-TV), said
that brief that would include plea for in-
junctive relief was being prepared. It is
to be filed early this week.

Others are expected to join legal fray
in opposition to twin taxes that will impose
4% sales tax on local advertising sales and
2% levy on gross receipts of advertising
media. Taxes have been branded as dis-
criminatory, harmful to Baltimore's eco-
nomic status and threat to freedom of the
press.

RCA Plans to Start Delivery
Of Tv Recorders at End of ‘58

RCA is announcing today (Mon.) de-
livery of first production models of color
and black-and-white tape recorders to begin
December 1958. List price of color recorder
has been set at $63,000, with monochrome
version to be available at same time to
sell at $49,500 list,

RCA late in 1958 will complete its pres-
ent program of custom-building prototype
units, seven of these already sold, six to
NBC-TV for delivery to “Tape Central”
in Burbank, Calif., and seventh to Jeffer-
son Standard Broadcasting Co. for delivery
in September at WBTV (TV) Charlotte,
N. C. [AT DEADLINE, Nov. 19].

WB Moves to Buchanan & Co.

Switch of Warner Bros. pictures account
—billing close to $1 million—from Blaine-
Thompson Co. to Buchanan & Co., both
N. Y., was announced Friday and closely
follows move by Warner to curtail internal
advertising-publicity activities. Last month,
WB pinkslipped some 45 advertising-pub-
licity employes in both New York and
Hollywood offices, an action that will go to
arbitration tomorrow (Tues.) in New York
between WB and Screen Publicists Guild.
Buchanan since 1919 has serviced Para-
mount Pictures and in recent vears also
has added to client roster such accounts
as AB-PT theatres and United Artists, in
addition to individual theatres.

BROADCASTING

Sinatra Switching to Live Format
To Bolster ABC-TV Show Rating

Network and agency will try to salvage
slumping Frank Sinatra Show (ABC-TV
Fridays, 9-9:30 p.m. EST) by telecasting
Mr. Sinatra’s half-hour musicals live instead
of filmed. In joint announcement Friday,
James T. Aubrey Jr., ABC-TV vice presi-
dent in charge of programming and talent,
and C. Terence Clyne, vice president, Mc-
Cann-Erickson, New York, said this Friday’s
show (Nov. 29) will be live, and that start-
ing Jan. 3 all musical programs featuring
singer in series will be live.

Ratings and reviews of Mr. Sinatra’s series
on ABC-TV, which premiered QOct. 18, have
been on steady decline, causing consterna-
tion of both network and agency. McCann-
Erickson is agency for sponsor Chesterfield
and also Bulova Watch Co. which is par-
ticipating in several Sinatra programs this
season.

To make room for live productions, series
schedule has been juggled to permit already-
produced dramas to be presented later in
season. ABC-TV, which signed three-year
contract with Mr. Sinatra Jast year, noted
that star originally had wanted “te originate
more live shows and to produce his shows
before a live audience” but that motion
picture commitments at time of contract
signing did not permit more than two full-
hour live shows in single year. Now, Mr.
Aubrey explained, Mr. Sinatra has re-
arranged these commitments to permit ad-
ditional live shows and production of musi-
cals before live audience.

ABC-TV officials, meanwhile, told their
affiliates at Chicago meeting that negotia-
tions were in progress and near signing
stage with Orson Welles to star in series for
fall, 1958 (early story, page 56).

Increased Tv Activity
Being Mapped by MGM

Metro-Goldwyn-Mayer's tv planning is
crystallizing. New developments learned
Friday: It has opened new London office
that will have use of MGM’s studios, facili-
ties, people and equipment there for pro-
duction of tv commercials to be offered
on world-wide basis: MGM-TV officials
will continue their discussions with ABC-
TV executives with meeting set for tomor-
row (Tues.) and looking toward use of MGM
facilities for network shows; it plans to place
three new tv film series in production, and
will continue to lease its studio space and
equipment at Culver City, Calif.

Three new series identified as Jeopardy
(suspense series) to be co-produced with
Andrew and Virginia Stone, husband-wife
independent production team; anthology
series using young Hollywood talent and
tentatively titled Young in Heart, and
comedy situation series, titled Feminine
Touch and to star Ann Miller,

- BUSINESS BRIEFLY

Late-breaking items about broadcast
business; for earlier news, see ADVER-
TISERS & AGENCIES, page 27.

ENTERING TV FOLD e Van Raalte Co.
(hosiery), N. Y., which has placed its ad-
vertising heretofore in print media ex-
clusively, reported signing with NBC-TV
for group of 12 participations on Tonight
starting in March. Transaction would mark
company’s initial use of television. Agency:
C. 1. La Roche & Co., N. Y.

EDSEL IN RADIO SPOT e Edsel Div. of
Ford Motor Co., Detroit, drives into three-
week radio spot campaign in number of
markets beginning Nov. 27. Foote, Cone &
Belding, N. Y. and Chicago, is agency.

GUM SPOTS e Frank H. Fleer Corp.
{Dubble-Bubble gum}, Phila.,, understood
to be readying eight-week spot tv campaign
in major markets throughout country. Com-
pany said to be seeking availabilities in
children’s programs. Agency: S. E. Zubrow
Adv,, Phila. ‘

MAYBE MORE » F. W. Woolworth Co.,
N. Y. to expand spot tv after first of
year depending on ocutcome of test results
in current campaign which resumes for
two weeks after Thanksgiving in 33 markets.
Lynn Baker Inc.,, N. Y., is agency.

KNICKERBOCKER NAMING e Jacob
Ruppert Brewery (Knickerbocker beer),
N. Y., which spends about $1.5 million in
overall advertising, expected to appoint
Compton Adv., N. Y., as agency early this
week. Ruppert was serviced by Warwick &
Legler, N. Y.

Storer Vice President Kiggins
Dies of Heart Seizure at 61

Keith Kiggins, vice president and ad-
ministrative assistant to president of Storer
Broadcasting Co., died of heart attack last
Friday morning in his office at Miami head-
quarters of company. He was 61,

Mr. Kiggins joined NBC in 1933, be-
came station relations director of its Red
and Blue networks. After separation of
networks, he stayed with Blue as vice pres-
ident of station relations and retained that
post with ABC after Blue was bought and
renamed by Edward J. Noble. In 1948 he
established own consulting firm. Il health
forced him to retire in 1950. In 1954 he
re-entered broadcasting as administrative
assistant to George B. Storer, president of
Storer company, and last year was made
vice president.

He is survived by wife, Dorothy.
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at deadline

Chrysler, Lestoil Tell TvB
How Television Raised Sales

Television has played “a considerable
part” and contributed real share of progress
of Chrysler Corp.’s “Forward Look™ cam-
paign, helping it regain greater share of
automobile market (from 13% in 1954 to
about 20% in 1957), E. C. Quinn, president
of Chrysler Div., told Television Bureau of
Advertising’s third annual membership meet-
ing Friday in Chicago. He lauded medium;
particularly Climax series, for helping
Chrysler message to achieve “believability,
sharpness and a broad communication
with thousands of people every week.”

Top tv success story was detailed at busi-
ness meeting by I. L. Eskenasy, executive
vice president, Adell Chemical Co. He told
how company built consumer demand for
Lestoil, primarily through tv, increasing
budget from $45,000 in 1954 to present $4
million.

TvB President Norman E. Cash reported
to TvB’s members {238, comprising 219
|stations, 16 station representatives and
three networks) that TvB’s current annual
income is over $880,000—about 11%
higher than last year, with 91% from sta-
tions, 7% from representatives and re-
mainder from networks. About 80% of its
revenue was used for sales activities during
lﬁscal year ending Aug. 31, 1957.

Other business reports were delivered by
W. D. Rogers Jr., West Texas Television
Network and TvB board chairman; Roger
W. Clipp, WFIL-TV Philadelphia, secretary,
and L. H. Rogers II, WSAZ-TV Huntington,
W. Va., treasurer (early story, page 95).

L. H. Rogers II was elected chairman of
the TvB board, succeeding W. D. Rogers.
Mr. Clipp, director-secretary, and George
B. Storer Jr.,, Storer Broadcasting Co.,
treasurer, were re-elected, as were directors
W. D. and L. H. Rogers, Campbell Arnoux,
WTAR-TV Norfolk, and Richard Moore,
KTTV(TV) Los Angeles. Glenn Marshall
Jr., WMBR-TV Jacksonville, Fla., was
newly elected to two-year term as director.
Two recent vacancies on board were
filled by A. W. Dannenbaum Jr., Westing-
house Broadcasting Co., and Payson Hall,
Meredith Broadcasting Co., Des Moines.

Eldridge to AAAA PR Consultancy

Clarence E. Eldridge, vice president of
George Fry & Assoc,, New York, manage-
ment engineers, and former vice president
and plans board chairman of Young &
Rubicam, has been retained by American
Assn. of Advertising Agencies as public re-
lations consultant for one-year period be-
ginning Jan. 1, Mr. Eldridge, who also has
been top-level executive of General Foods
Corp. and Campbell Soup Co., will concern
himself initially with Frey report and re-
lated matters [LEAD STORY, Nov. 4].

Page 10 ® November 25, 1957

FCC Has No Official Comment
On Budget Bureau Fee Directive

FCC Friday had no official comment on
Bureau of the Budget directive, released last
Tuesday, instructing all federal regulatory
agencies to draft legislative proposals which
would enable them to charge fees for their
services. Proposed legislation is to be sub-
mitted to bureau by Feb. I, 1958.

Latest directive supersedes, and greatly
broadens, earlier one issued by Bureau in
1953, Early in 1954, FCC proposed sched-
ule of charges ranging from $3 to $1,500,
with flat fee of $325 for each am, fm and
tv station application [GoveERNMENT, Feb.
1, 1954).

Rep. Charles D. Vanik (D-Ohio) last
summer introduced bill (HR 9538) which
directed Commission to set up system of
annual fees [GoveERNMENT, Sept. 2]). And,
two weeks ago, Senate Government Opera-
tions Committee staff memorandum re-
ported Commission “official” had suggested
that government offer broadcast facilities to
highest bidder [AT DEADLINE, Nov. 11].

WOTW-AM-FM Sale Announced

Sale of WOTW-AM-FM Nashua, N. H.,
by Arthur A. Newcomb to Theodore Fein-
stein and Samuel Dane for approximately
$250,000 announced. Mr. Newcomb also
owns WEIM Fitchburg, Mass.; Mr. Fein-
stein is president of WLYN Lynn, Mass.,
WNBP Newburyport, Mass., and WTSA
Brattleboro, Vt. Independent WOTW is on
900 ke with 1 kw daytime; WOTW-FM is
on 106.3 mc with 1 kw. Sale, handled by
Haskell Bloomberg, Lowell, Mass., broker,
is subject to FCC approval.

ALONG PARADE ROUTE

Macy's annual Thanksgiving Day
parade in New York this Thursday
will be framework of friendly rivalry
between ABN and NBC-TV. As in
years past, parade will be telecast on
NBC-TV this year under sponsorship
of Ideal Toy Co. and Sweets Co. of
American (Tootsie Rolls). Last Friday
American announced it would invade
video scene and distribute 50,000
leaflets to spectators along route of
parade. Leaflets bear imprint: “It pays
to listen to live fun radio.” It lists
outstanding live network radio shows
on ABN. On reverse side of 770 of
leaflets is message asking holder to re-
turn slip to WABC New York, ABN-
owned statien, in return for $7.70
(WABC operates on 770 kc). Similar
promotion will be conducted in Los
Angeles Dec. 13 in cooperation with
KABC, ABN-owned station there.

PEOPLE

MORTON A. SPRING, first vice president,
Loew’s International, elected to succeed
ARTHUR M. LOEW, who has resigned as
president of foreign subsidiary effective Jan.
1 (early story, page 88).

WILLIAM T. KAMMERER, Kenyon &
Eckhardt, to Ted Bates & Co., N. Y., as as-
sistant to media director. WILLIAM J.
KENNEDY, assistant vice-president, named
manager of media department. NORMAN
H. CHESTER and CHRISTOPHER P.
LYNCH, timebuyers, appointed media
supervisors. Mr. Kennedy has been with
agency since 1951, Mr. Lynch since 1950
and Mr. Chester since 1954.

EIA to Intensify Efforts
For Joint Spectrum Study

Speedup of efforts to induce government
electronics officials to join industry in long-
range study of entire spectrum is planned
by special study committee of Electronic
Industries Assn. following quarterly EIA
meeting in New York last week.

NARTB plans to correlate broadcaster
activity in spectrum field with EIA’s com-
mittee. NARTB Engineering Advisory Com-
mittee fortnight ago called on President
Harold E. Fellows to study extent of asso-
ciation’s participation in EIA committee
project.

EIA group is headed by H. Leslie Hoff-
man, Hoffman Electronics Corp. Its task
force is directed by Paul L. Chamberlain,
General Electric Co. Mr. Hoffman told EIA
board that study is one of most construc-
tive ever proposed by electronics industry,
promising important benefits to public. Com-
mittee was set up in September [LEAD STORY,
Sept. 16}

Behind spectrum study is fear that mili-
tary intends to expand its spectrum use, pos-
sibly in vhf television range. Assn. of Maxi-
mum Service Telecasters, comprising 122
high-power stations, is in favor of spectrum
study.

PT&T Doubtful on Wired Tv

There are as yet no pat answers to key
questions about closed-circuit tv in Cali-
fornia, Pacific T&T Assistant Vice Presi-
dent George Gitchell told State Assembly
subcommittee on corporation laws during
San Francisco hearing Friday. It was sec-
ond toll tv session that committee head
Assemblyman Louis Francis has held. First
was two months ago in Los Angeles [Pro-
GRAM SERVICES, Sept. 16].

Mr. Gitchell pointed out that problem
of providing facilities for wired pay tv is
not simple. New cables would have to be
installed, he noted. In face of possibility that
broadcast pay tv service may be authorized,
would PT&T be justified in installing poles
to support cables to meet service demands
that may never materialize, he questioned,
Asked whether wired tv would be ready
for opening of 1958 baseball season, he
guessed it would not.

Whether this testimony will have any
effect on San Francisco Board of Super-
visors, who tomorrow (Tues.) are to hear
Skiatron arguments for grant of toll tv
franchise, was unanswered Friday.

BROADCASTING



The ONLY CBS station covering the area
from Pittsburgh to Harrisburg, WFBG-TV
delivers 378,273 TVhomes—delivers 143.4%
more quarter-hour firsts, noon to sign off,
Monday-Friday, than nearest competitor.

Palm = i o = XN
Top CBS programs plus the top ABC shows w F B G -T v

plus Wo:’ld s Best Movies, ma!&e WFBG-TV ALTOONA_JOHNSTOWN, PA,
the area's most-watched station . . . the
Channel 10

' Q
area's bgst buy. Blair-TV has_t.he fa;ts. ABC-TV*CBS.TV
Sources: ARB, Altoona, june 1957 / Television Magazine, October 1957 Represepied by BLAIR-TV

Operated by: Radio and Televiasion Div. / Trlangle Publications, Inec. / 46th & Market Sts., Phlladelphla 39, Pa.
WFIL-AM ¢ FM * TV, Philadelphia, Po. /| WNBF-AM ¢ FM ¢ TV, S8inghamton, N.Y. /| WHGB-AM, Harrisburg, Pa.
WFBG-AM + TV, Alicona-Johnstown, Pa, ,’ WNHC-AM ¢+ FM ¢« TV, Hartford-New Haven, Conn. / WLBR-TV, lLebanon-Lancaster, Pa.
Triangle Natlonal Sales Office, 485 LexIngton Avenue, New York 17, New York
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DOLLARS!

SPENT

IN STORER MARKETS
IN FOOD SALES

IN 1956*

Food sales of 7 billion...

and much of it accounted

for by advertisers on
television and radio stations
owned and operated by the
Storer Broadcasting Company

SHid Ven

STORER BROADCASTING COMPANY

WSPD-TV WIW-TV WJBK-TV WAGA-TV WVUE-TV
Toledo, Ohio Clevelond, Ohio Detroit, Mich, Atlonta, Ga. Wilmington, Del.
y WSPD wiw WJBK WAGA WIBG WWVA WGBS
o Toledo, Ohio Clevelond, Ohio Detroit, Mich. Atlonto, Ga. Philodelphio, Po. Wheeling, W. Vo, Miomi, Flo.

w
PURK INTEREST
1927 1957

NEW YORK— 625 Madison Avenue, New York 22, Ploza 1-3940
SALES OFFICES CHICAGO--230 N. Michigon Avenue, Chicago 1, Franklin 2-4498
SAN:FRANCISCO —111 Sitter Street, San Francisco, Sutter 1-8689 I

*1957 Sales Management."Survey of Buying Power” *



T0 TURN RANDOM
TUNERS INTO
VETERAN VIEWERS

Now—in many markets—three
great adventure-action series
combined into one great 5-day-
a-week show! Why pay a pretty
ypenny for programs when you
can get top-rated series in your
market and hold on to all of
your own cash! For complete
details about this new plan,
phone today. Or wire Michael
M. Sillerman at TPA for your
market’s availability.

Hurry! Markets are
being reserved
today! Wire or
phone for private
screening!

Television Programs of America, Inc.
’ 488 Madison Ave., N. Y. 22 « PLaza 5-2100
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Fire and Brimstone

EDITOR
"1 have just read your rediculous editorial:
“Let’s Break Out the Bottle” written in the
BRoADCASTING Oct. 28, which, by the way,
I shall never purchase another copy, and
use whatever influence 1 can against any-
one else’s purchasing one. . ,

Curtis D. Owen

Director of Music and Education

First Baptist Church

Bay City, Tex.

EDITOR:

. - . My people are joining in prayer that
God will either change your heart and atti-
tiude—or remove you! God is still on the
throne and you may soon be hearing from
Him.

I. C. Clement, Pastor
First Baptist Church
Port Neches, Tex.

EDITOR:

. . . If your moral standards are low
enough until you don’t care what happens
to the people of the world then 1 wouldn’t
be too concerned if you could suffer alone—
BUT the fact remains that you CANNOT
suffer alone and my children are destined to
suffer too aleng with millions of other in-
nocent people just because you and others
who do not feel any moral responsibility are
permitted to clutter channels that could be
used for something wholesome. . . .

Rev. C. R. Archer
Calhoun, Mo.

EDITOR:

. . . Rum-soaked minds will never pro-
duce the scientific experts we need in Amer-
ica to keep pace in our world. . . .

Taylor Pendley
Dallas Baptist Assn.
Dallas

EDITOR:
Your recent editorial . . .
heaven. . ..
Ralph H, Langley, Pastor
Wilshire Baptist Church
Dallas

stinks to high

EDITOR:

. . . Let [the distillers] produce movies
showing the gradual downfall of a young
girl deceived by an ad that infers alcoholic
beverages bring popularity, only to find her
life is ruined by its use. . . .

Wade O. Skinner, Pastor
First Baptist Church
Richmond, Tex.

EDITOR:

. . . You may want to bring up your
children to be drunkards but please, let me
try to bring mine up without the disgraceful
influence of alcoholic advertising. . . .

Mitchell Bennett, Pastor
First Baptist Church
Savannah, Tenn.

EDITOR:

.. . You are in a strategic position to
properly influence the greatest nation in the
world. It will be either for GOD or for
SATAN. I pray, sir, that it will be for GOD.

W. R. Karkalits, Pastor
First Baptist Church
Seymour, Tex.

EDITOR:

. .. You would line your pockets with
money from the tables of little children
who are not fed sufficiently because fathers
and mothers have already been reading the
advertisements. . . .

Leon W. Heibeck, Pastor
First Baptist Church
Basile, La.

EDITOR:
. . . Revolting. . ..
D. M. Britt, Pastor
Lakenon Baptist Church
Fort Worth

EDITOR:
. .. You have no respect for the Bible. . . ,
1. Clifford Harris, Pastor
South Fort Worth Baptist Church
Fort Worth

EDITOR:

. Shocking. . . .
Kermit E. Whiteaker
Minister of Education
First Baptist Church

_ Longview, Tex.

EDITOR:
.+ . Appalling. . ..
Roye L. Blackmon, Pastor

East Mountain Baptist Church
Gladewater, Tex.

EDITCR.:

.. . I trust that your conscience will con-
vict you. . . .
C. R. Pierce JIr., Pastor
Lake Village Baptist Church
Lake Village, Ark.

EDITOR:
. . . May God have mercy cn you.

Loren F. Messenger, Pastor
First Baptist Church
Cherokee, Okla.

{EDITOR’S NOTE: See editorial page 122]

Says One Third Proved a Point

EDITOR:
Re the Pulse survey [LEaD STory, Nov.

. 18] and editorial:

First, it is very surprising to me that any
appreciable percentage of the public would
be willing to pay for existing tv pro-
grams. . . . What we have in mind, are
the box office attractions that people must
now leave their homes to see. . ..

The fact that one-third of the people
queried voted, sight unseen, in favor of the
supplementary service pay tv can provide is
answer enough to those who say it should be
banned. That is a far larger percentage of

BROADCASTING



. ' The Giant’
:
¢ AGAIN

DWARFS
ITS RIVALS

T

The July 1957 A.R.B. Report
for Greenville - Spartanburg -
Anderson shows WFBC-TV's
complete dominance in this
rich textile-industrial market.

The latest TELEPULSE RE-
PORT (June 23-30, 1957)
shows the same complete
dominance in the five largest
counties—Greenville, Spartan-
burg, Anderson, and Green-
wood, S. C., and Buncombe
{Asheville) N. C.—in our 58-
county market. WFBC.TV led
in 14 of the Top 15 Once A
Week Shows; and had all 10

* .SPARTW :-!a'.
GREENVILEE . ¥
.ANDERSON o

“The Giant of Southern Skies”

MAXIMUM POWER ON CHANNEL 4 gL fheI Top Ten Multi-Weekly
ows!
Ask us or WEED to show
Here’s "The Giﬂnf’S" 4-State, 58 you the latest A.R.B. and the

I 5
County Market . . . atest TELEPULSE

i R
Population 2,021,900
Incomes $2,240,153,000.
Retail Sales $1,590,398,000.
Homes 511,900

Data from Sales Management Survey of
Buying Power, May 10, 1957

Represented Nationally by
WEED TELEVISION CORP. NBC NETWORK
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Ratings are up

5th straight time

on Channel 5_
... in Mobile

With Nielsen and A.R.B. already showing WKRG-TY
leading by a country-mile in Mobile, the new TELE-
PULSE (Sept. '57) shows Channel 5 out in front even
more.

WKRG=-TV Leads
372 to 89

TELEPULSE (Sept. ‘57) reports WKRG-TV leading Station X
in 372 quarter hours to 89 {one tie). WKRG-TV has 15 of
“Top 15 Once-a-Week Shows” . . . 7 out of 10 "“Top Ten
Multi-Weekly Shows”. Sunday through Saturday {6 P.M. to
Midnight) WKRG-TV leads in 155 quarter hours to 12 for
Station X. Monday through Friday (7 A.M. to 6 P.M.)
WKRG-TV leads in 165 quarter hours to 55 for Station X,
WKRG's Saturday daytime lead is 4-to-1. WKRG-TV's Sun-
day daytime lead is 5-to-1.

How else can we say any time_is. betier time on WKRG-TV!
For availabilities, call your Avery-Knodel office or C, P,
Persons, Jr., Vice-President.and Geheral Manager.

NIELSEN GIVES US THIS BONUS:

Population  Families a C.5.1. T.R.S.
WHKRG-TY 1,258,000 336,000 $1,467,000,000 $1,060,000,000
Station "X’ 1,087,000 290,000 1.316,000,000 954,000,000
WKRG-TV Bonus 161,000 46,000 $ 151,000,000 $ 106,000,000

TIITIIY
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OPEN MIKE cowminuep

the population than regularly goes out to
see new movies, operas, etc. It is aiso a
much larger percentage than the audience
for the overwhelming majority of sponsored
tv programs. . .

Actually, the only people who really
know about pay tv are those who have
experienced it. In our 1951 Phonevision
test, 300 families . . . spent an average of
$1.73 per week to watch paid features about
2% hours a week. The rest of the tv time
was devoted to sponscred shows, At the end
of the test every family urged that the
service be continued.

Two years ago we surveyed the same
group; more than 90% said they would like
tc have pay tv available again so they could
purchase features that sponsors could not
provide.

Ted Leitzell

Director of Public Relations
Zenith Radio Corp.
Chicago

Yankee Approval

EDITOR:
Congratulations on your article on edu-

cational tv [EDUcATION, Nov. 11]. It is one
the most comprehensive and objective ar-
ticles about this that I have seen.

E. J. Kingsbury Jr.

Chairman

State of New Hampshire Commission

on Educational Television
Keene, N. H.

Notre Dame’s on Ch. 16

EDITOR:

Congratulations on the very comprehen-
sive report on educational television [EDUCA-
TION, Nov. 11]. We are pleased you listed
WNDU-TV as one of four commercial
stations owned by a university which benefit
education in a very substantial way. To
correct a misconception, WNDU-TV is no
longer ch, 46. Since Sept. 30 we have been
on ch. 16 with doubled power and coverage
area.
A fifth station should be added to the
list: WBAY-TV Green Bay, Wis. It is owned
and operated by the Norbertine Fathers who
conduct St. Norbert’s College. They are help-
ing television in an important way.

Wm. Thomas Hamilton

Sales Manager
WNDU-TV South Bend, Ind.

Three Letters to Marjorie

EDITOR:

We note Marjorie Marquardt of Fetzer
Broadcasting Co. asks if there is another
station in the U, S. with more than a third
of its employes 10-year or more veterans
with their respective stations [OPEN MIKE,
Nov. 11].

KOIN has 34 employes who have been
with the station more than 10 years. In fact,
18 of these persons have been with the sta-
tion from 20 to 29 years. Total experience

BROADCASTING



Phaolo cuuriesy 1he MILWAUKEE SENTINEL

AMERICA’S 14" MARKET

...and the city a certain yankee team mistakenly termed the "bush league"
THIS IS MILWAUKEE City of 362,400 families
THIS IS M".WAUKEE With an effective buying income of $2,248,671,000

THIS IS M“.WAUKEE With a tally of $1,451,481,000 in total retail sales

: ... THAT'S SOLD ON WISN-TV with a plus cover-
THIS 1S MILWAUKEE age of 418,000 families beyond the metropolitan area

THIS IS BUSH LEAGUE?

John B. Soell, Yice President and Station Manager
Represented by Edward.Petry & Co., Inc.
Basic ABC Affiliate
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Don McNeill's Breakfast Club (3 to i, ! E\\  The Herb Oscar Anderson Show (10
10 am) features comic Sam Cowling, ,. / / to 10:55 am) headlines singers Don
comedienne Fran Allison, vocalists \ ) N Rondo and Carole Bennett, The Satis-

Jeril Deane and Dick Noel, Eddie N X G fiers, Ralph Hermann’'s orchestra.
Bailantine's orchestra.

The Jim Reeves Show (1 to 1:55 / ok The Jim Backus Show (2 to 2:55

pm) features vocalists Dolores Wat- ‘ i 4 pm) headlines songstress Betty Ann

son and Buddy Hall, The Anita Kerr = . Grove, baritone Jack Haskell, The

Singers, Owen Bradley's orchestra, Honeydreamers, Elliot Lawrence's or-
chestra,




sales staff on Amer

! ,

The merv Griffin Show (7:15 to . L The Bill Kemp Show (8 to B:55 pm)
7:55 pm) features singer Darla Hood, o\ ol _' & ' headlines vocalists Peter Hanley and
The Spellbinders, Jerrry Bresler's or- ' \ Betty Holt, The Upbeats, Neal Hefti's
chestra. S evening \ - orchestra.

N

!
o

From morning to night, five days a week, you can have American Radio's
million-dollar sales staff selling your product exclusively to millions of peo-
ple everywhere.

Here's how it works: When you buy a five-minute program unit in any one
of American's hour-long, weekday musical shows, you automatically lock
out competition for the rest of that hour — all week.

Here, for the first time in years, is a brand-new advertising franchise.
Nowhere else in all mass media can you buy this kind of salesmanship
and product exclusivity.

fﬁ“
the 1ve one is .-fﬁ-f-:;‘emm

/f/ BRGA_DCASTING
NETWORK



FOR UNMATCHED COVERAGE OF
STEUBENVILLE'WHEEI.ING 52ud TV Market

'WSTV-TV &

CBS-ABC ¢ 234,500 WATTS

HERE ARE THE FACTS:

STATION — Covers 320,957 TV homes in 30 counties of Ohio and W. Virginia.
62% more tower— 53,538 more TV homes than the Wheeling station. Lowest cost per
thousand TV homes. Over 80 top-rated CBS and ABC Network shows. Total coverage of
1,125,500 TV homes, including Pittsburgh.

MARKET —Center of U.S. steel, coal and pottery industries. Fastest growing
industrial area in the world. 1,418,800 population. More than $2 billion yearly pur-
chasing power. Center of the Upper Ohio River Valley, rich in natural resources.
Includes the highest paid industrial workers in the world.

Ask for (1) Showing of new color slide film, “How to Make Money in the Steel Market.”
{2) Chart, "How to Measure Your TV Resuits," {3) "Directory of Retailers and Wholesalers in
Steubenville-Wheeling Market.”

@ WSTV-TV -

TEUBENVI
S U LLE’ OH[O WSTY, WSTV.TV, Stsubenvllles
CHANNEL 9 234,500 WATTS KODE, KODE-TV, Joplin:
Revresented by Avery.Kmodal, foha J. Laux, Exee. V.P. and Gen'l. Mor.: WBOY, WBOY.TV, Clarksburg
Red Glbson, Nat'l. Sls. Mar., 52 Vanderbllt Ave.. N.Y.G.. MUrray Hill WPAR, Parkersburg
3.6977. Pittsburdh Ofce. 211 Smithfleld St.. GRant 1-3288 WPIT, Plttsburgh

casemnve

MW sl BROADCASTING

THE BUSINESSWEEKLY OF TELEVISION AND RADIO
1735 DeSales 51, N. W Washington 6, D, C.

PLEASE START MY SUBSCRIPTION WITH THE NEXT 1SSUE

O 52 weekly issues of BROADCASTING $7.00
O 52 weekly issues ond Yearbook Number 11.00
O Enciosed 0 sill
name nitle/ position®
cormpdny hName
‘d‘rl"
ity gone state

Pledse send to home sddress —= =
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OPEN MIKE conminuep

with KOIN alone comes to 688 years. Even
the 18 persons who have been with the
station over 20 years make a total of 451
years of experience. And, of course, all these
totals ignore the 77 staff members of less
than 10 years.

Dean of KOIN personnel is Art Kirkham
who celebrated his 29th year with the sta-
tion on Nov. 4.

Jerry B. Dennon
Assistant Promotion Manager
KOIN Portland, Ore.

EDITOR:

One of our present employes started in
September 1927. He is, of course, our old-
est employe from point of service.

As of this date we have 55 fulltime em-
ployes with a total of 674 years of service.
Their leagth of service varies from less than
one year to over 30. The overall average
is 12.25 years service. Of the 55 employes,
29 (or 52.7%) have been with us 10 years
or more. Total years service of these 29 em-
ployes is 561. Putting it another way, less
than haif of our employes have been with
us fewer than 10 years each.

Jim Yerian
Premotion Director
WBNS Columbus, Ohio

EDITOR:

Please tell Marjorie Marquardt that
39.2% of the pecple here have been associ-
ated with WKNE for 10 years or more. They
must like New Hampshire. Qur total years
are not as high as Kalamazoo but on overall
loyalty we have an edge.

Joseph K. Close
President
WKNE Keene, N. H.

Thank-You Note to Radio-Tv

EDITOR:

As it would be impossible for us to indi-
vidually pay tribute to stations which sup-
ported the first annual observance of In-
ternational Youth Appreciation Week,
sponsored Nov. 4-10 by Optimist Clubs
throughout the U. S. and Canada, we are
taking this means to express our sincete
gratitude.

Ralph Gentles

Public Relations Director
Optimist International
St. Louis

‘Just Hogwash’

EDITOR:

After reading “Do Radio-Tv Deserve
Equal Access” by George Shaw, WCAU
Philadelphia [TRADE AssNs., Sept. 23], my
diagnosis is that the gentleman is afflicted
with an advanced case of hero worship of
the newspaper business. Printed news has
a very definite place among our communi-
cations media, but the supposition that a
person must work on a newspaper before

he can be a good reporter . . . is just so
much hogwash.
I. I. Waldron Jr.
News Director
KSAM Huntsville, Tex.
BROADCASTING



*ARB— Philadelphia Metropolitun Area Report—October 1957. WRCV-TV wins @ 35.6% share of audience—sign-
on to sign-off, Sunday through Saturday—making it the Number 1 Station in the nation’s 4th market!

SOLD BY ‘NQ{J’ SPOT SALES



MWM/

1000 ON THE DIAL
50,000 WATTS

Marty Hogan— General Manager
Tom Haviland— Commercial Manager

666 LAKE SHORE DRIVE -«
MOhawk 4-2400

CHICAGO

Burke-Stuart Co., Inc.
60 E. 56th St. « New York, N. Y.
| PLaza 1-4646

NEW YORK + CHICAGO + DETROIT
LOS ANGELES +« SAN FRANCISCO
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IN PUBLIC INTEREST

QUICK RESULTS ¢ When KCBQ San
Diego news commentator Ben Shirley and
disc jockey Harry (Happy Hare) Martin
learned of the plight of a poverty-stricken
boy suffering from hemophilia, they joint-
ly inaugurated a drive to raise as much
blood as possible for him. The station re-
ports that within ten hours after the drive
was launched, 500 pints of blood had been
pledged, an average of a pint of blood every
72 seconds. Within three days, reportedly
more than 1,100 pints had been pledged as
well as offers of financial gifts for the boy
and his mother.

VOTE GOT OUT o KOL Seattle donated a
saturation spot campaign to bring out the
vote on a school tax which previously had
failed because of too scanty a turn-out to
meet state balloting requirements. Included
in the campaign was a series of 10-second
phone-recorded announcements by local per-
sonages including the mayor, the school
board president and the state’s lieutenant
governor. This time Seattle voters approved
the tax by a “heavy majority.”

LITTLE GIRL FOUND e KPAY Sacra-
mento Valley, Calif., participated in locating
a little girl lost in the hills near Redding.
Sales Manager Bob Gheller piloted the sta-
tion’s “Flying Stagecoach” in a reconnais-
sance mission while other employes manned
KPAY’s station wagon. Authorities credited

the roar of the plape and sound from the’

station wagon's loud speakers for arousing
the deaf girl's dog, who had remained with
her. The dog’s frantic barking drew the
rescuers to them in time.

As a result of its contribution to the
rescue, the “Flying Stagecoach” has ‘been
made a member of the “Sheriff’s Air Patrol.”

D.J. FOR A DAY ¢ KVNA Tuscumbia,
Ala., turned its facilities over to local
Kiwanians for an entire day in order to aid
them in a charity project. Kiwanis members
sold time and performed all of the normal

[ functions such as newscasting and platter-

spinning. Consequently, $884.50 was col-
lected.

HAPPY HUNTING ¢ The current hunt-
ing season has been the object of public
service contributions by three radio stations.

KING Seattle, in conjunction with the
Washington Optometric Assn., arranged and
promoted eye examinations for local hunters.
These check-ups were designed to expose
visual flaws which could mean danger for
the hunter and/or others who might come
within range.

WEJL Scranton, Pa., is emphasizing
throughout its programming the need for
“courtesy and consideration” on the part of
farmers and the hunters who use their
land. The goal is to bring about a better
understanding between these sometxmes con-
flicting groups.

For those hunters, as well as others,
who have the misfortune to lose their way
in British Columbia’s dense forests, CKNW
New Westminster has obtained four blood-
hounds from England plus a full-time
trainer.
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PRODUCTION MANAGER: George L. Dant

TRAFFIC MANAGER: Harty. Stevens

CLASSIFIED ADVERTISING: Doris Kelly

ADVERTISING ASSISTANTS: John Henner.
Michael, Jessie Young

COMPTROLLER: Irving C. Miller

ASSISTANT AUDITOR: Eunice Weston

SECRETARY TO GENERAL MANAGER: Eleanor Schadi

Ada

CIRCULATION & READER'S SERVICE

MANAGER: John P, Cosgrove
SUBSCRIPTION MANAGER: Frank N. Gentlle

CIRCULATION ASSISTANTS: Ge Cleary, Christine
Harageones, Charles Harpold, Mari Peizer
BUREAUS
NEW YORK
444 Madison Ave., Tone 22, Plaza 3-8353
Editorial

SENIOR EDITOR: Rufus Crater

BUREAU NEWS MANAGER: Lawrence Christopher

AGENCY ED'TOR: Florence Small

ASST. NEW YORK EDITOR: David W. Berlyn

NEW YORK FEATURES EDITOR: Rocco Famighettl

STAFF WRITERS: Ruth L. Kagen, Frank P, Model,
Diane Schwartz

Business

SALES MANAGER: Winfield R. Levi
SALES SERVICE MANAGER: Eleanor R, Manning

EASTERN SALES MANAGER; Kenneth Cowan

ADVERTISING ASSISTANT: Donna Trolinger

CHICAGO
340 N, Michigan Ave., Zone 1, CEntral 4§-4113

MIDWEST NEWS EDITOR: John Osbon
MIDWEST SALES MANAGER: Warren W, Middleton.
Barbara Kolar

HOLLYWOOD
6253 Hollywood Blvd., Zane 28, HOIlywood 3-3148
SENIOR EDITOR: Bruce Robertso:
WESTERN SALES MANAGER: Bﬂl Merritt, Virginia
Stricker
Toranta, 32 Colln Ave., HUdson 9-2594

James Montagnes

SUBSCRIPTION PRICES: Annual Subscriptlon for 52
wuklh!uuos $7.00. Annual subseription including Year.
bock Number $11.00. Add $1.00 per year for Canadian
and farasign postage. Subseriber's eccupation reqyired.
Regular issues 35¢ per copy; Yearbook Number $4.00
par copy.

SUBSCRIPTION ORDERS AND ADDRESS CHANGES: Send
toe BROADCASTING Circulation Dept., 1735 DeSales St.,
N.W., Washington &, D. C. On changes, plecse include
both ‘old and new addresses.

BROADCASTING" Maqazlne was founded [n 193] by

Publl Inc., usinﬂ‘ the title: BROAD-
CASTlNG"—'ﬂn News Mogazine of the Fifth Estate.
Broadeast Adv-mudg was acquired In 1932, Breadeast
Reporter in 1933 and Telecast* in 1953,

*Reg. U. S. Patent Offies
Copyright 1957 by Broadcasting Publications Inc.

BROADCASTING




Some
trees

are seen
1n spite
of the
torest!

HARR_I'NGTON
RIGHTER

& PARSONS inc.

4
&
F

. NEW YORK - CHICAGO

The unknown sage who noted that “sometimes you can't see the trees
for the forest” might we!ll had today’s television industry in mind. The
“forest’” has been growing steadily thicker — and the job of making
your station stand out from the rest gets correspondingly harder.

Only a few stations have the ingredients of leadership -- the prestige,
community stature, programming and acceptance —to tower above
the rest. 1t is for them that specialized representation, as developed
by Harrington, Righter and Parsons, has been created. Tailored to
each station’s individual character, it translates local leadership to
levels of national recognition.

Specialized representation, by its very nature, is for only a few. Per-
haps {like the stations listed here) you are one of them.

television — the only medinm we serve

W-TEN Albany WABT Birmingham WBEN-TV Buflalo -
WIRT Fiin: WFMY-TV Creensboro/ Winston.. Salem - {".ﬁ']llt.’ : 3
WTPA Horrisbure WTIC-TV Hartford WDAF-TV Kansas Czty 1-:"-(' i

WHAS-TV Louisville WTMJ-TV Milwaukee WMTW MA ﬂ’nshmgton

SAN FRANCISCO *ATLANTA * BOSTON ‘WRVA-TV Rickmond WSYR-TV Syracuse el LEE B 1f
e O S5 S SeLs e s sl W mmq!m*_:l
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OUR RESPECTS '
to John Block Soell

- the key station in HE legal profession that beckoned to him during the depression still serves as
the business bedrock for (I) perceptive planning and (2) well-grounded decisions
by John B. Socell, vice president and manager of the WISN (radio-tv} Div. of the

MICHIGAN,S* Hearst Corp.

Gazing out his executive suite window in the new WISN Broadcast Center in

M’GHTY M,DDLE Milwaukee, Jack Soell (pronounced Sell) teils you reflectively that the new $1.25

million building is “the result of something you build toward over the years . . .
the visible summation of operational experience.”
MARK ET Actually, he’s had little time to muse since he arrived on the Milwaukee scene
in March 1956 as manager of WISN, His successes over the past 21 months are a
with a 24 hour schedule and reflection of Mr. Soell’s twin watchwords: Vigor and more vigor, coupled with a pro-
fessional student’s interest in the broadcast industry. “It hasn't been easy,” he points
out, however. Nor was it, for Mr. Soell was chosen by the Hearst Corp. last year
to implement rather ambitious plans for rapid growth and expansion of WISN-AM-

TV. Formal dedication’ of the new center last Qct. 20 was a major result—and
source of personal satisfaction to Mr. Soell,
5 o o o A native of St. Louis (born May 20, 1911), John Block Soell spent his prep school
days at Western Military Academy, serving as business manager of its yearbook.
I.I"fEl,‘r WATTS Graduated from the military school in 1928, he enrolled at Washington U. in St.

Louis, with ambitions in law. He worked with his father in a newly established
polish-manufacturing business and studied at night school for 34 years. The enter-
prise collapsed and, John Soecll, noting that his fellow law colleagues had opened
offices but interested few prospective clients, decided to set out in another busi-
ness direction.

At 22, young Mr. Soell headed for Washington, D. C., and got steady work with
listeners than all other stations the National Recovery Administration (NRA), first in personnel and later in its
combined in apparel division. When the agency was declared unconstitutional in 1936, Mr. Soell
returned to St. Louis as placement manager for Efficiency Service Co., a large em-
ployment agency, until 1939,

Broadcasting lured Mr. Soell in 1939 and he landed his first sales position with
KXOK St. Louis. He left in 1943 to enter the U. S. Maritime Service at Sheepshead,
L. I, as an apprentice seaman and in five months. was commissioned a warrant offi-
cer and assigned to the service’s New York office to supervise information and re-
cruiting radio shows.

Mustered out in January 1945, he resumed his broadcast (and civilian) career
at WIZ (now WABC) New York as account executive and from then on, his sales
experiences became diversified. He joined WMCA New York in March 1948, the
DuMont Television Network in April 1950 and H-R Television Inc. in December
1953, resigning the sales representative firm in December 1955 to seek out a sta-
tion manager’s berth.

Mr. Soell's capabilities caught the eye of D. L. (Tony) Provost, vice president of
Hearst Corp.’s radio-tv division, and he was appqinted director of WISN Milwaukee,
Rintoul & McConnell, Inc. He was elected vice president of the WISN Div. of the Hearst Corp. last Sept. 17.

Under Mr. Scell's vigorous and discerning planning, both WISN and WISN-TV
have assembled cohesive and well-integrated staffs and inaugurated programming in-
novations. Both are primary ABC affiliates located in the new 50,000 sq. ft, Broad-
cast Center (WISN-TV started telecasting there in August and WISN radio is sched-
uled to move in within six weeks). Broadcast, civic and business leaders attended
the formal dedication, which was highlighted by a two-hour program. The center
is a two-story building, accommodating complete color equipment, ultra-modern
studios for day and night operation, clients’ rooms and a unique lighting system
[STaTioNs, Oct. 28). In a manner of speaking, the detailed planning of the center
typifies an old Hearst credo: “Get it first but first get it right.”

- has over twice the number of

(March-April, 1957—C. E. Hooper, Inc.)

contact VYenard,

* 17 Cerntral Mich-
igan counties with
$1,696,356,000

spendable income.

S a professional student of the industry, Mr. Soell has his own views on some

industry practices, Says he: “Rate-cutting or barter deals are a short-sighted
way to suicide, which only help the advertiser.” He also feels the media should face
up abruptly to the pay tv threat. (Speaking of his own market, he claims neither
closed-circuit toll tv nor full-length movies are “right” for Milwaukee.) And it’s
known that his counsel is wisely heeded in network circles on a wide variety of
problems.

Mr, Soell belongs to the Milwaukee Ad Club and Athletic Club, He has a deep
interest in music (from Bach and Beethoven to Bartok and Ellington) and hunting
(he directed pistol training for civil defense in Darien, Conn., while working in
7 New York). His wife is the former Blanche Sisson, whom he married in 1937. They
have two children, Barbara, 18, and John, 15.

el Mgy, ot
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RATE “TOPS” ON MAIN STREET

AND BOOST YOUR PROFITS WITH AP NEWS

With AP, you give the people of Main Street all the news...
thorough regional coverage as well as complete national and
international reports. And by providing your audience with the
finest in news services, you keep them listening . . .which means
you rate “'tops’’ with all your sponsors, too. That's how AP spells

Added Profits . . . Added Prestige . .. for stations everywhere.

THE ASSOCIATED PRESS

50 ROCKEFELLER PLAZA
NEW YORK 20, N.Y.



AMONG THE STARS IN WASHINGTON!

During the prime ““AA”’ nighttime hours, when the
stars shine brightest, WRC-TV averages a 48% great-
er share of audience* than any other station in the
Capital! And if you call pronto, WRC-TV will arrange
ten-, twenty-, or the new thirty-second spots in this
prime evening time adjacent to the greatest shows
and stars in television.

If you figure prospective customers among Western
fans (and who doesn’t?) line up your sights on avail-

* ARB — Washington, D. C.. Metropolitan Area Report — October 1957,

WRC-T

abilities flanking programs such as ‘“The Californi-
ans,”” “"The Restless Gun'’ and *'Wagon Train.”’ Or use
comedy to gladden the hearts {(and loosen the purse-
strings) of your stubbornest prospects. Pick your spot
before or after shows like ‘‘Groucho Marx—You Bet
Your Life,”” “The Life of Riley’’ and ‘“The George
Gobel Show.’* A choice few of these spots among the
stars are available now. Calt WRC-TV or your nearest
NBC Spot Sales representative for quickest results!

SOLD BY
SPOT SALES

WASHINGTON, D. C.
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TOP 50 AGENCIES IN 1957

® McCann-Erickson’s $103 million places first

® Bates’ $43.5 million tops spot-only billing

McCann-Erickson leads the nation’s ad-
vertising agencies in combined television and
radio billing in 1957 with a year-end figure
of $103 million, according to results of
BROADCASTING's sixth annual survey of the
top broadcast agencies in the U. S.

M-E drove to its dominance on the steam
of a $26.6 million increase over its 1956
billings, when the agency checked in as
No. 3.

Young & Rubicam, three years the leader
in the year-end tabulations, was bumped
into the runner-up position this year despite
an $18 million gain that raised its tv-radio
expenditure to an even $100 million.

J. Walter Thompson Co. emerged third
with a broadcast billing total of $92 million,
a $22 million advance over its 1956 outlay.

BBDO placed fourth this year while add-
ing $5 million to bring its tv-radio billing
total to $85 million.

Ted Bates retained its No. 5 ranking on
the strength of a $21.5 million rise, lifting
its billing figure to $76.5 million.

The other leaders among the Top 10:
Benton & Bowles, $54.5 million; Leo Bur-
nett, $49 million; Dancer-Fitzgerald-Sample,
$47 million; Compton, $42 million, and
Foote, Cone & Belding, $40 million.

Ted Bates for the third consecutive year
held its dominance in tv-radio spot billing
with a year-end tally of $43.5 million, an
advance of $8.5 million over its 1956. total.
McCann-Erickson registered $42 million to
place second in spot spending, well ahead
of Y&R and BBDO which shared third rank
with a spot total of $27 million each.

In the “television only” category, Mc-
Cann-Erickson led the standings with $91
million, followed—as in the combined fig-
ures—by Young & Rubicam and J. Walter
Thompson. The Y&R tv total: $85 million;
JWT: $80 million.

Young & Rubicam edged BBDO by $1
million in the “Radio Only” designation,
finishing the year with $15 million. McCann-
Erickson and J. Walter Thompson shared
third position with identical $12 million
outlays in radio.

Total 1957 billings of the 50 agencies
included in the survey came to $1.2 billion.

The figures represent expenditures for
time and talent, in both network and spot,
during the 1957 caléndar year. They do not

BROADCASTING

include commitments
1958.

Following is a summary of this year’s
activity in each of the agencies listed in the
compilation:

already made for

McCANN-ERICKSON: Combined tv-radio
billing 3103 million; 891 million in televi-
sion (361 million in network, 330 million in
spot); 312 million in radio (all spot); tv-ra-
dio share of overall billing, 52% .

In registeting its $26.6 million increase
over last year, McCann-Erickson spent more
than $5 million on specials alone for Stand-
ard Qil, Bulova, John Hancock and others.

New to the agency this year: Helene Cur-
tis (What's My Line? on CBS-TV), Tums
(Wagon Train, NBC-TV) and John Hancock
(Producers Showcase, NBC-TV).

Even more significant than the new en-
tries was the formidable increase of tv spend-
ing among established clients at the agency.

Regular network sponsors at the agency
include: Chrysler (Climax, Shower of Stars,
both CBS-TV), Chesebrough-Ponds (Bob
Cummings Show, NBC-TV), Derby Foods
(Disneyland, ABC-TV), Liggett & Myers
(Dragnet, Club Oasis, NBC-TV, Frank Si-
natra, ABC-TV), Mennen Co. (Wednesday
Night Fights, OSS, both ABC-TV) and
Westinghouse (Studio One, CBS-TV).

YOUNG & RUBICAM: Combined tv-radio
billing $100 million; $85 million in television
(367 million in network, $18 million in spot);
815 million in radio (36 million in network,
39 million in spot); tv-radio share of overall
billing: 45%.

Up $18 million from its 1956 total, the
agency shares with McCann-Erickson the
distinction of cracking the $100 million
mark in tv-radio billing. New business in
1957: Beechnut, from Kenyon & Eckhardt.
Lost: Kent and Newport cigarettes to Len-
nen & Newell. New entrants to tv: Drackett
(Wagon Train, NBC-TV); Royal Typewriter
(Sally, NBC-TV). Among leading network
advertisers: Goodyear (Goodyear Anthology,
NBC-TV), Remington Rand (Gunsmoke,
What's My Line?, both CBS-TV), Bristol-
Myers (Alfred Hitchcock Presents, CBS-TV,
Tombstone Territory, ABC-TV), Singer
(The Californians, NBC-TV), General Elec-

RADIO-TV

Rank

N A N

P
R ESTE S

15.
16.
17.
18.

20.
21.
22.

24.

26.
27.
28.
29.
30.
31

33.
34,
15.
36.
7.

39.
40.
41,

SRBN

47.
48.
49.
50.

Agency Total
Broadcast
Billings
{in millions
of dollars)
MC CANN-ERICKSON $103
YOUNG & RUBICAM 100
J. WALTER THOMPSON 92
BBDO 85
TED BATES 76.5
BENTON & BOWLES 54.5
LEO BURNETT 49
DANCER-FITZGERALD-S3AMPLE 47
COMPTON ADY. 42
FOOTE, CONE & BELDING 40
WILLIAM ESTY 36
KENYON & ECKHARDT 31.5
N. W. AYER N 31
SULLIVAN, STAUFFER, COLWELL
& BAYLES 26.7
CAMPBELL-EWALD 25
LENNEN & NEWELL 24.5
CUNNINGHAM & WALSH 17
CAMPBELL-MITHUN 16.8
MAXON INC. 16.8
GRANT ADYV. 16
GREY ADV. 15.4
PARKSON 15
ERWIN WASEY, RUTHRAUFF
& RYAN 15
D'ARCY 14
NEEDHAM, LOUIS & BRORBY 14
GEOFFREY WADE 128
TATHAM-LAIRD 1.2

NORTH ADV. - 11

GARDNER ADY. 10.4
NORMAN, CRAIG & KUMMEL 10.3
DOHERTY, CLIFFORD, STEERS

& SHENFIELD 10
KUDNER 19
BRYAN HOUSTON ]
EDWARD WEISS CO. 8.3
FULLER & SBMITH & ROSS 8.2

EMIL MOGUL 8

DONAHUE & COE 7
MAC MANUS, JOHN & ADAMS 7.7
KEYES, MADDEN & JONES 7.4
GORDON BEST 73
GUILD, BASCOM & BONFIGLI 6.9
COHEN & ALESHIRE 8.6
DOYLE DANE BERNBACH 6.5
OGILVY, BENSON & MATHER 64
WARWICK & LEGLER -6.2
D. P. BROTHER 6.2
EARLE LUDGIN [

GEYER 6.5
FITZGERALD 6.3
RAYMOND SPECTOR 5

FOR BILLING DETAILS
SEE NEXT PAGE
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ADVERTISERS & AGENCIES continueo

TOP 50 AGENCIES...

tric (Chevenne, ABC-TV), General Foods

(Disneyland, ABC-TV); Procter & Gamble 1. MO CANN-ERICKSON
(The Lineup, CBS-TV), Kaiser (Maverick, 2RY QUNGIS|RUEICA L
ABC-TV), Borden and American Home 3. 7. WALTER THOMPSON
Products (People’s Choice, NBC-TV), Time 4. BBDO
Inc. (Person to Person, CBS-TV), Johnson S, TED BATES
& Johnson (Robin Hood, CBS-TV); Royal 6. BENTON & BOWLES
McBee (Sally, NBC-TV), Lipton (Talent 7. LEO BURNETT
Scouts, CBS-TV). Among top spot clients at 8. DANCER-FITZGERALD-SAMPLE
agency: General Foods, Borden Co., General 9. COMPTON ADV.
Electric, Johnson & Johnson, Procter & 10. FOOTE, CONE & BELDING
Gamble. 11, WILLIAM ESTY
12. KENYON & ECKHARDT
J. WALTER THOMPSON CO.: Combined 13, N. W. AYER
tv-radio billing $92 million; $80 in television 14. SULLIVAN, STAUFFER, COLWELL & BAYLES
(’65 million in network, 515 million in 15. CAMPBELL-EWALD
spot); $12 million in radio ($4 million in T, LENNEN & NEWELL
network, 38 million in spot); tv-radio share e LTI IO T
of overall billing: 37%. . G L
JWT's impressive roster of network tv : MATON TG
sponsorships and a plus-$4-million_contract :
by Ford Div. on CBS Radio highlighted ‘an ly CTRI AT
upward climb in broadcast billing (up $22 2). GREY ApV.
million)—the agency moving from fourth 22. PARKSON
to third in Tanking. ERWIN WASEY, RUTHRAUFF & RYAN
The bigger blue.chips in network tv that 24. D'ARCY
JWT handles: Pharmacraft (Steve Allen NEEDHAM, LOUIS & BRORBY
Show on NBC-TV), Lever Bros. (Eve 26. GEOFFREY WADE
Arden Show on CBS-TV and Rosemary 27. TATHAM-LAIRD
Clooney Show on NBC-TV), Scott Paper 28, NORTH ADY.
(Father Knows Best and Giselle Mackenzie D OSL
Show, both NBC-TV), Ford (Tennessee 3 D' e —
l Ernie Ford and Suspicion on NBC-TV and : .
Zane Grey Theatre on CBS-TV), Kraft SIMMDORERTY, [CLIEFORD JSTERRETAIS HENFIELD
Foods (Kraft Television Theatre on NBC- KUDNER
TV), Eastman Kodak (Ozzie & Harriet on 33. BRYAN HOUSTON
ABC-TV and Ed Sullivan Show on CBS- 34. EDWARD H. WEISS CO.
TV), Sylvania (The Real McCoys on ABC- 35, FULLER & SMITH & ROSS
TV), Schlitz (Schlitz Playhouse on CBS- 36. EMIL MOGUL
TV) and Seven Up (Zorro on ABC-TV). 37. DONAHUE & COE
Among the hew accounts g_aiped by IWT MAC MANUS, JOEN & ADAMS
during_tl}e year were two alrlu'les_, North- 39, KEYES, MADDEN & JONES
;agstl A;h?;sessand Continental Airlines, and oNNcoston[Eeet
aly Ma ' 41, GUILD, BASCOM & BONFIGLI
42, COHEN & ALESHIRE
BBDO: Combined tv-radio billing $85 mil- 23, DOYLE DANE BERNBACH
lion; 371 million in television ($46 million ey ensonlthanes
in network, $25 million in spot); $14 million : mmm;K PEr——
in radio ($12 million in network, $2 million =
in spot); tv-radio share of overall billing: e :;:;‘:'::;ﬁ
40%. g
Symptomatic of the competitive pace in 48 GEYER INC.
television, BBDO, with a respectable in- 49, FITZGERALD
crease of $5 million in billing over 1956, 50. RAYMOND SPECTOR

)

find itself back two lengths in the current
rankings, finishing fourth.
Chief defection in 1957 was the Revlon

-account which transferred its business to

Warwick & Legler and its other agencies
(Mogul, LaRoche and Dowd, Redfield &
Johnstone). Gains for the agency included
Air France from Buchanan and part of the
W. A. Sheaffer pen account. BBDO tied for
third place in the combined tv-radio spot
billing. Accounting for part of the huge

TEXT CONTINUES ON PAGE 32
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...AND THEIR RADIO-TV BILLINGS All Dollar Figures Are Millions

Broadeast Broadcast
Combined Share of Billing
Broadcast Total Tv Tv Total Radio Radie Ageney'’s Total Change
Billing Tv Spet Network Redio Spot Network Billing From 1956
$103 391 $30 $61 $12 $12 — 529% +$26.6
100 85 18 67 15 9 6 45% + 18
92 80 16 65 12 8 4 37% + 22
85 i 71 25 46 14 2 12 409 + B
76.5 69.5 3656 33 7 7 = 5% + 215
54.6 515 166 36 3 2 1 58% + 1
49 43 9 34 6 5 1 81% + 6
a7 39.5 10 29.5 75 4 36 559 + 96
42 39.9 15.6 243 21 1.6 5 50% + 10.1
40 333 8 25.3 6.7 1 5.7 350% + 5
36 32 4 28 4 2.5 15 50% 1
315 247 57 19 6.8 8 ) 559 - 41
31 20 10 10 11 9 2 25% + 3
26.7 21.4 48 16.6 5.3 45 8 65% + 22
25 21 3 18 4 2.5 15 27% + 4
245 21.1 4 171 34 29 5 549 + 85
17 10 78 22 7. 5 2 359 + 25
16.8 153 55 98 15 1 5 48% + 28
16.8 158 2 138 1 3 K] 60% + 28
16 13 3 10 3 2.8 2 229, + 2
154 14.4 74 7 1 R 2 30% + 44
15 145 1 135 5 5 — 95% *
16 10 7 3 5 4 1 20% * .
14 8.5 a3 55 5.5 5.5 = 289, same
14 118 3 8.8 22 2z 2 43% + 2
128 1.8 5 6.8 1 5 5 85% + 18
112 1 1 10 2 2 — 489 — 28
11 105 2.1 8.4 5 — . 5 889, + 2
10.4 8.3 3 53 2.1 1.1 1 489, +
103 8 2z 6 23 2.3 = 309 + 7
10 9.1 16 75 9 ) = 50 T 33
10 7 5 6.5 3 2.7 3 35% ~ 3
9 83 2 6.3 K K] — 48% — 18
8.3 8 8 72 3 3 — 5% *
8.2 7 5 66 1.2 2 1 249, *
8 5.9 27 32 2.1 2.1 = 769, + 5
2.7 5.9 5.9 — 18 18 = 259, .
71 5.6 1.8 3.8 2.1 14 7 19%, + .
74 6.6 21 45 8 8 = 499, T 4
73 6 25 35 13 B 8 60% .
6.9 5.3 15 38 16 12 4 709, .
6.6 B.1 46 5 1.5 1 5 80% + 11
65 6l 22 3.9 4 A = 329,
6.4 4 2.1 19 2.4 24 = 389, *
6.2 3.7 i 3 2.5 2 2.3 409, same
6.2 6 5 5.5 2 2 — 219 .
8 5 2 3 1 1 — 469, = 3
5.5 4 1 3 15 5 309 — 25
5.3 48 2 28 5 5 — 35%, .
5 5 3 4 — = = 95% = &

* Ageney did net appear in listings last year.

FOR THE TOP AGENCIES’ BILLINGS SINCE 1952, SEE OVERLEAF
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ADVERTISERS & AGENCIES comminuep

FIVE YEARS WITH THE TOP BROADCAST
1952 p s 1 B e e R e S T E ]

Combined

Rank Agency Radio-Tv
1. BBDO $40
2. YOUNG & RUBICAM 36
3. BENTON & BOWLES 30
BIOW CO. 30
5, WILLIAM ESTY & CO. 28
6. J. WALTER THOMPSON 27
7. DANCER-FITZGERALD-SAMPLE 26
8. MCCANN-ERICKSON 25

Combined

Rank Agency Radio-Tv

1. BBDO $49.5
2. YOUNG & RUBICAM 49
3. J. W. THOMPSON CO. 35
4. BENTON & BOWLES 32
BIOW CO. 32
6. WILLIAM ESTY & CO. 29
7. DANCER-FITZGERALD-SAMPLE 27

8. MCCANN-ERICKSON 25.5

Radio
Qnly

Radio
Only
5145
15
13.5
11.8

8
8
18
8

Tv
Only
$26.5
24
19.5
19.5

17.5

Rank Agency

9. FOOTE, CONE & BELDING
10. LEO BURNETT
11. LENNEN & NEWELL

TED BATES
13. KENYON & ECKHARDT
14. N. W. AYER & SON
15. MAXON INC.

- Rank Agency

9. TED BATES & CO.
LEO BURNETT CO.

11. FOOTE, CONE & BELDING
LENNEN & NEWELL

13. KENYON & ECKHARDT

14. KUDNER AGENCY

15. CUNNINGHAM & WALSH
MAXON INC.

17. N. W. AYER & SON

Combined
Radio-Tv

Combined
Radio-Tv

Radio Tv

Qnly Only

$10 $10

9 9

3 12

6 9

55 9

6 6
4.4 6.6

Radio Tv
Only Only
$6 $18
7.2 - 16.8
8 10
4 14
5.6 9.6
4.8 10.2
4 10
4.2 9.8
6.5 6.9

1954 T T TR R A et G T

Comblned
Rank Agency Radio-Tv
1. YOUNG & RUBICAM $60
2. BBDO 59
3. J. WALTER THOMPSON CO. 50
4. MCCANN-ERICKSON 46
5. BIOW CO. 334
6. LEO BURNETT CO. 333
‘ 7. WM. ESTY Co. 31
8. BENTON & BOWLES 29.2
9. DANCER-FITZGERALD-SAMPLE 28.5
10. TED BATES & CO. 27.5

Radio
Qnly

Rank Agency

11. KENYON & ECKHARDT
12. COMPTON ADV.
13. FOOTE, CONE & BELDING
14. LENNEN & NEWELL
15. N. W. AYER & SON
16. CUNNINGHAM & WALSH
17. KUDNER
MAXON INC.
19. SULLIVAN, STAUFFER,
COLWELL & BAYLES

Comblned
Radio-Tv

$22.5
22.3

Radio Tv

Only Only

$75 $15
55 16.8
55 16.5

4 16
7.5 10.5
35 12.5
2.6 114

3 11

3.8 10

1955 ey o S e R e i s o e s T s LR e S S ]

Combined
I Rank Agency Radio-Tv
1. YOUNG & RUBICAM $72
2, BBDO 60
MCCANN-ERICKSON 60
f 4. J. WALTER THOMPSON 58
5. LEO BURNETT 42.1
6. BENTON & BOWLES 39
WILLIAM ESTY 39
8. TED BATES 37
9. KENYON & ECKHARDT 34.5

Radio
Only
$12
10.5
10.5
5
5.8
4
4
7
4.5

Tv
Only
$60
49.5
495
53
36.3
35
35
30
30

Rank Agency

10. BIOW-BEIRN-TOIGO
DANCER-FITZGERALD-SAMPLE

12. COMPTON ADV.

13. N. W. AYER & SON

14. FOOTE, CONE & BELDING

15. LENNEN & NEWELL

16. SULLIVAN, STAUFFER,
COLWELL & BAYLES

17, CUNNINGHAM & WALSH

18. RUTHRAUFF & RYAN

Combined
Radio-Tv
$30

30
25.5
21
20.5
20

17.8
17
15.5

Radio Tv
Only Only
$5 $25
13 17
4.5 21
10 11
3.5 17
4 16
33 14.5
35 13.5
4 11.5

1956 RS, o ey ce et e e i e R e LR

Combined
Rank Agency Radio-Tv
1. YOUNG & RUBICAM $82
2, BBDO 80
3. MCCANN-ERICKSON 76.4
4. J. WALTER THOMPSON 70
5. TED BATES 55
6. BENTON & BOWLES 538
7. LEO BURNETT 43
8. WILLIAM ESTY 40
9. DANCER-FITZGERALD-SAMPLE 37.5
10. KENYON & ECKHARDT 35.6
11. FOOTE, CONE & BELDING 32.5
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Radio
Only
$8
10
9.9
10
6
3.1
5
6
6.5
4.5
7

Tv
Only
$74
70
66.5

49

Rank Agency

12. COMPTON ADV.
13. N. W. AYER & SON
14, SULLIVAN, $TAUFFER,
COLWELL & BAYLES
15. CAMPBELL-EWALD
LENNEN & NEWELL
17. RUTHRAUFF & RYAN
18, CUNNINGHAM & WALSH
19. CAMPBELL-MITHUN
D'ARCY ADV.
GRANT ADV.
MAXON INC.

Combined
Radio-Tv

$31.9

Radio Tv
Only Only
$23 $29.6
10 18

4.4 20.1

4 17
1.5 19.5
4 11
2.8 11.7
1 13
3 11
2.5 11.5
1 13
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AGENCIES

The  lislings on these two pages show activity of the top-billing broadcast
agencies for 1852-1956. BROADCASTING'S annual surveys have increased with the
increase in billings and refinement of survey technigque. All figures are millions.

Combined
Rank Agency Radie-Tv
16. SULLIVAN, STAUFFER,
COLWELL & BAYLES $10
CUNNINGHAM & WALSH 10
18, NEEDHAM, LOUIS & BRORBY 8

CECIL & PRESBREY 8
COMPTON ADV. 8
21. SHERMAN & MARQUETTE 7.
7.

5
RUTHRAUFF & RYAN 5

Combined
Rank Agency Radio-Tv
18. SULLIVAN, STAUFFER,
COLWELL & BAYLES $13
19. COMPTON ADV. 12.5
20. NEEDHAM, LOUIS & BRORBY 11
SHERMAN & MARQUETTE 11
22. GEOFFREY WADE 10
RUTHRAUFF & RYAN 10
24, CBCIL & PRESBREY 9.5
25. CAMPBELL-EWALD 8.5

Combined

Rank Agency ) Radio-Tv
20. RUTHRAUFF & RYAN $13

21. NEEDHAM, LOUIS & BRORBY 11.9

22. BRYAN HOUSTON INC. 11.5
23. GEOFFREY WADE 11
24. CAMPBELL-EWALD 10
WEISS & GELLER 10

26. TATHAM-LAIRD 9.5
27. D'ARCY ADV. 8
ERWIN, WASEY 8

Cembined

Rank Agency Radio-Tv
19. CAMPBELL-EWALD $14.
KUDNER AGENCY 14
MAXON INC. 14

22. TATHAM-LAIRD 12.2
23. NEEDHAM, LOUIS & BRORBY 12

24. GRANT ADV. 11.1
25. GEOFFREY WADE 11
26. D'ARCY ADV. 10
WEISS & GELLER 10

Radio
Only

Radie
Only

$3
5

Radio
Only

Gombined

Rank Agency Radio-Ty
23. CAMPBELL-EWALD $7
D'ARCY ADV. 7
WARWICK & LEGLER 7
WARD WHEELOCK CO. 6

27. HARRY B. COHEN CO. 4.5
28. WILLIAM WEINTRAUB 4

29. ERWIN, WASEY & CO. 35

30. FULLER & SMITH & ROSS 34

Combined

Rank Agency Radie-Tv
26. WARWICK & LEGLER $7

27. D'ARCY ADV. 6.5

28. DCHERTY, CLIFFORD, STEERS

& SHENFIELD 6
FULLER & SMITH & ROSS 6
MACMANUS, JOHN & ADAMS 6
WARD WHEELOCK CO. 6
WEISS & GELLER 6

Combined

Rank Agency Radio-Tv
29, MACMANUS, JOHN & ADAMS $7

30. DOHERTY, CLIFFORD, STEERS

& SHENFIELD 6
GEYER INC. 6

32. FULLER & SMITH & ROSS 5.7

33. GRANT ADV. 5.5

WARWICK & LEGLER 5.5

35. GREY ADV. 5.1
36. HARRY B. COHEN 5

Combined

Rank Agency Radio-Tv
28. BRYAN HOUSTON $9.8
29. MACMANUS, JOHN & ADAMS 8.5
30. ERWIN, WASEY & CO. 8
GREY ADV. 8
32. GEYER INC. 7
33. EARLE LUDGIN & CO. 6.3
34. NORMAN, CRAIG & KUMMEL 6
DOHERTY, CLIFFORD, STEERS
& SHENFIELD
36. WARWICK & LEGLER 5.7

Only

Only

Only

$7
7.8

INE V- X,
L]

Combined

Rank Agency Radio-Ty

'23. TATHAM-LAIRD $13.8
24. KUDNER AGENCY 13
25. NEEDHAM, LOUIS & BRORBY 12
26. GEOFFREY WADE 11
GREY ADV. 11

28. BRYAN HOUSTON 10.8

29, NORMAN, CRAIG & KUMMEL 9.6
30. NORTH ADV. 9
31. GEYER INC. 8
ERWIN, WASEY 8

BROADCASTING

Radio
Only

$ .6

(%]

BR-No oD s
W

Combined
Rank Agency Radie-Tv
33. EMIL MOGUL - $75
34, MACMANUS, JOHN & ADAMS 7
RUSSEL M. SEEDS 7
EARLE LUDGIN 7
37. DOHERTY, CLIFFORD,
STEERS & SHENFIELD 6.7
38. WARWICK & LEGLER 6.2
39. RAYMOND SPECTOR 5.6
40. HARRY B. COHEN ' 5.5

Radio
Only

i-il—.:—ii-i
N Wi ol
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ADVERTISERS & AGENCIES conminuep

TEXT CONTINUES FROM PAGE 28

spot billing were activities on behalf of
American Tobacco’s Hit Parade cigarettes,
Campbell’s new soups, Bristol-Myers' Ban,
Lever Bros. and General Mills, among
others.

BBDO’s roster of network activities in-
clude Armstrong Circle Theatre on CBS-TV
for Armstrong Cork; Jack Benny Show and
Bachelor Father on CBS-TV for American
Tobacco; Colt 45 on ABC-TV for Campbell
Soups; Burns and Allen CBS-TV for Gen-
eral Mills; G. E. Theatre on CBS-TV for
General Electric; Life of Riley on NBC-TV
for Lever Bros.; Playhouse 90 on CBS-TV
for B-M; Robin Hood on CBS-TV for Wild-
root Co.; Trackdown on CBS-TV for Amer-
ican Tobacco and, for the same advertiser,
Your Hit Parade on NBC-TV; You Bet
Your Life on NBC-TV for DeSoto.

TED BATES & CO.: Combined tv-radio bill-
ing $76.5 million; $69.5 million in tv ($33
million in network, $36.5 million in spot);
£7 million in radio (all spot); tv-radio share
of overall billing: 75%.

Ranking first in spot for the third year
in succession, Ted Bates chalked up an
overall tv-radio increase of $21.5 million
over its last year’s billing. Spot spending by
the agency in 1957 came to $42 million,
with the entire radio outlay of $7 million
going to local stations. Product acquisitions
by Bates in 1957 include Colgate’s Fab and

Rapid Shave Cream from William Esty, and
Uncle Ben's Rice from Leo Burnett. Top
spending client at the agency—and leading
spot sponsor in the nation—remains Brown
& Williamson. B&W network efforts include
spousorship of Lineup on CBS-TV and
News on the Hour on NBC Radio. Other
network broadcast activities include Have
Gun, Will Travel for Lever Bros., Million-
aire for Colgate-Palmolive and Name That
Tune for American Home Products, all on
CBS-TV; Jim Bowie and Sugarfoot, both on
ABC-TV, for American Chicle, and Thin
Man on NBC-TV for C-P.

BENTON & BOWLES: Combined tv-radio
billing $54.5 million; $51.5 million in tv
(836 million in network, $15.5 million in
spot); 83 million in radio ($1 million in net-
work, $2 million in spot); tv-radio share
of overall billing: 58%.

Benton & Bowles’ combined billing rose
$0.7 million over its 1956 total, Figuring
importantly in the agency’s strong stance
was the acquisition from Procter & Gamble
of several new products: Zest, Winterset and
Summerset. In addition B & B acquired
Schick from Warwick & Legler while losing
French Government Tourist to Grey and
Studebaker account to Burke Dowling
Adams.

The agency currently places the follow-
ing programs: December Bride, Danny
Thomas Show and Zane Grey Theatre, all
on CBS-TV, for General Foods, and Meet

The Next 10 Days
Of Network Color Shows
(All Times EST)
CBS-TV

Nov, 26 (9:30-10 p.m.) Red Skelton
Show, S. C. Johnson & Son through
Foote, Cone & Belding and Pet Milk
through Gardner Adv.

NBC-TV

Nov, 25-29, Dec. 2-4 (1:30-2:30 p.m.)
Howard Miller Show, participating
sponsors (on Thanksgiving Day will be
seen 1:30-2:15 p.m. and colorcast only
on certain stations).

Nov. 25, Dec. 2 (7:30-8 p.m.) The
Price Is Right, RCA Victor through
Kenyon & Eckhardt and Spiedel
through Norman, Craig & Kummel.
Nov. 26, 27, 29, Dec. 2-4 (3-4 p.m.)
Matinee Theatre, participating spon-
SOrS,

Nov. 26 (7:30-9 p.m.) The Pied Piper
of Hamelin, Liggett & Myers through
McCann-Erickson. ]
Nov. 27 (8:30-10:30 p.m.) Annie Get
Your Gun, Pontiac through Mac-
Manus, John & Adams and Pepsi-
Cola through Kenyon & Eckhardt.
Nov. 28 (7:30-8 p.m.) Tic Tac Dough,
RCA Victor through Kenyon & Eck-

hardt and Warner-Lambert through
Lennen & Newell,

Nov. 28 (10-10:30 p.m.) Lux Show
starring Rosemary Clooney, Lever
Bros. through J, Walter Thompson Co.
Nov. 30 (12-1 p.m.) Parade of Cadets
and Midshipmen, sustaining.

Nov, 30 (1-1:15 p.m.) College Bands
(film fill), sustaining.

Nov. 30 (1:15 p.m. to completion)
Army-Navy game, participating spon-
SOrS.

Nov. 30 (8-9 p.m.) Perry Como Show,
participating sponsors.

Nov. 30 (10:30-11 p.m.) Your Hit Pa-
rade, Toni through North and Ameri-
can Tobacco through BBDO.,

Dec. 1 (6:30-7 p.m.) My Friend
Flicka, sustaining.

Dec. 1 (8-9 p.m.) Steve Allen Show,
participating sponsors.

Dec. 1 (9-10 p.m.) Dinah Shore Chevy
Show, Chevrolet through Campbell-
Ewald. )
Dec. 3 (8-9 p.m.) Gobel-Fisher Show,
RCA Whirlpool through Kenyon &
Eckhardt and Liggett & Myers
through McCann-Erickson.

Dec. 4 (9-10 p.m.) Kraft Television
Theatre, Kraft Foods Co. through J.
Walter Thompson Co.
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McGraw and the Loretta Young Show on
NBC-TV for Procter & Gamble.

LEO BURNETT CO.: Combined tv-radio
billing $49 million; 343 million in television
($34 million in network, 39 million in spot);
36 million in radic (§1 million in network,
35 million in spot); tv-radio share of over-
all billing: 61%.

Burnett, up $6 million over last year in
combined broadcast billing, shifted a con-
siderable number of radio-using accounts
into television. This summer, Burnett lost
$8 million worth of Pabst Brewing Co, bill-
ing—$7 million Blue Ribbon, Old Tankard
Ale, Andeker Draught Supreme; $1 million
Eastside Brewing Co. subsidiary—to Nor-
man, Craig & Kummel and Young & Rubi-
cam. But Tea Council allocated its entire
$2 million ad budget to tv spot (as against
a sizeable print campaign supplemented by
tv last year); All-State Insurance Co. re-
distributed print money to participations in
CBS-TV's Playhouse 90, which made up
to some degree the loss of network com-
missions formerly accrued through Pabst
and ABC's Wednesday night fights and
NBC-TV's Mystery Theatre this summer;
Kellogg Co. dropped Arthur Godfrey simut-
casts and CBS-TV's Lassie and picked up
an ABC-TV across-the-board children’s strip
of adventure reruns and continued in CBS-
TV's House Party and Name That Tune,
also buying into The Big Record, Bauer &
Black used CBS Radio's “Impact” plan on
Gunsmoke, Amos 'N' Andy, and ABN's
Breakfast Club; Procter & Gamble picked
up alternate weeks of CBS-TV's Phil Silvers
Show, some CBS-TV daytime serials, NBC-
TV’s Matinee, The Web, and renewed
Lorerta Young; Pure Oil Co. and Philip
Morris Co. (Marlboro) expanded tv sports
coverage (Marlboro continuing on Play-
house 90); Pillsbury also went in for CBS-
TV daytime serials as well as The Big
Record and bought. into ABC-TV's Mickey
Mouse; Campbell Soup Co. stayed on CBS-
TV and so did Hoover Co.

Most of the foregoing advertisers used
radio-tv spot, as did Pfizer Co. in farm
radio.

DANCER-FITZGERALD-SAMPLE: Combined
tv-radio billing $47 miilion; $39.5 million
in television (329.5 million in network, $10
million in spot); $7.5 million in radio ($3.5
million in network, $4 million in spot);
tv-radio share of overall billing: 55%.

The pickup in billing of $9.5 million at
D-F-S is traced to greater activity of exist-
ing accounts. With its radio billing strong,
D-F-S increased in tv as well. Among the
leading tv network accounts are General
Mills, for which D-F-8 places business in
five network tv shows (Wyartt Earp, The
Lone Ranger, Disneyland, Mickey Mouse
Club and American Bandstand, all on ABC-
TV; American Chicle (Sugarfoot and Jim
Bowie on ABC-TV); Liggett & Myers To-
bacco Co.’s L & M cigarettes (Gunsmoke
on CBS-TV, Dragnet and George Gobel on
NBC-TV); Nestle Co.’s association with
Garry Moore Show on CBS-TV; Peter Paul
on CBS-TV Arthur Godfrey; Sterling Drug
with a daytime show, and others.

BROADCASTING




Milwaukee
WOKY

Boston
WILD

B

29

THE BARTELt ‘GROUP_

Whene the

DbMINA"I']NG 5|x MA.IOR MARKETS*

Al a single stroke radio in these

must-buys is competently accomplished. 4
__An exciting union ofiinteguity,
. talent, imagination has created |
«qupenor radio service for the whole family.
. i The fabulous Bartell success in rating ‘
San Diego ,dormnance“in eac:n[r;a;:erré ':t:resizre,i At]anta
KCBQ _ Unreserved fam||$ accepfan} b WAKE

_hasproduced belt buyerng

s ] hey
| W 2ead
1

o

Birmingham
WYDE

Phoenix
KRUX

THE

BARTELL

GROUP
RADIO FOR FAMILY LEFE

AMERICA'S FIRST RADIO FAMILY SERVING 10 MILLION BUYERS
Sold Nationally by ADAM YOUNG, Inc. for WOKY The KATZ Agency
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eleventh in a series of 12 ads based on the signs of the zodiac

gt s

INTUITIV
...and twelve months

out of every year stations
under the sign of MEEKER benefit by:

INTUITIVE intelligence
of “Teamwork" in action—aggressive
sales approach of seasoned men
who have worked together

for 12 years,

IMAGINATIVE interpretation

of sales data

through first-hand
knowledge

of represented properties.
Meeker men periodically
visit each station

and market.

£ ;
&@ the meeker company, inc.

personalized I

radjo and television station representatives

selling
of

limited list

new york chicago san francisco losangeles philadelphia
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ADVERTISERS & ABENCIES conrminueo

COMPTON ADV.: Combined tv-radio
billings 342 million; $39.9 million in 1ele-
vision (324.3 million in network, $15.6 mil-
lion in spot); $2.1 million in radio ($0.5
million in network, $1.6 million in spot);
tv-radio share of overall billings: 50%.

Compton upped its billings by $10.1 mil-
lion in 1957. The agency gained G. H. P.
Cigar €o. from Norman, Craig & Kummel
and G. Heileman Brewing Co. from Earle
Ludgin. The increase in billing came from
additional expenditures of such major ac-
counts as Procter & Gamble with Wyart
Earp on ABC-TV and This Is Your Life on
NBC-TV, Remington-Rand’s Leave It to
Beaver on CBS-TV and such spot advertis-
ers as American Can Co., Bond Clothes,
Goodyear Tire & Rubber, Nehi Corp., Soc-
ony Mobil Oil Co., Standard Brands, Ster-
ling Drugs and Sterling Brewers.

FOOTE, CONE & BELDING: Combined tv-
radio billing 340 million; 333.3 million in
television ($25.3 million in network, $8 mil-
lion in spot); $6.7 million in radio (35.7
million in network, $1 million in spot); tv-
radio share of overall billing: 35%.

An increase of 3$7.5 million in tv-radio
business at FC&B was attributable in large
part to its new blue chip accounts, includ-
ing Edsel Div. of Ford Motor Co. (Wagon
Train on NBC-TV, special on CBS-TV in
October); Tidewater Qil Co., Hawaiian
Pineapple (Dole)}, Savarin coffee, Shulton’s
Pharmaceutical Div. and Norwich Phar-
macal {(Nebs and another product as yet
untitled).

The following accounts also contributed
to the billings rise: Lever Bros. (Imperial
margarine} representation on NBC-TV’s
Lux Show with Rosemary Clooney, Truth
or Consequences and The Price Is Right,
and CBS-TV's Eve Arden Show; Gillette
Co.’s Paper Mate pens (NBC-TV’s Caval-
cade of Sports and You Bet Your Life;
Armour & Co., which dropped out of George
Gobel the end of last season, picked up
participations for Dial Seap on NBC-TV’s
It Could Be You and CBS-TV's The Big
Record; Kleenex on. Perry Comeo Show on
NBC-TV and Playhouse 90 on CBS-
TV; 8. C. Johnson’s wax on Red Skelton
Show on CBS-TV; Hallmark Cards on its
NBC-TV’s specials and Purex Ltd., together
with Edward H. Weiss Co., on CBS-TV’s
Perry Mason and Bear the Clock.

WILLIAM ESTY CO.: Combined tv-radio
billing 336 million; 332 million in television
(328 million in network, 34 millior in spot);
34 million in radio ($1.5 million in network
32.5 million in spot); tv-radio share of over-
all billing: 50%.

At William Esty & Co. the billing picture
centers on its big account—R. J. Reynolds
Tobacco Ce. Reynolds, for example, has
been represented in these network shows:
Bob Cummings Show and People Are
Funny on NBC-TV; Harbourmaster (alter-
nating weeks), I've Got a Secret, Mr.
Adams & Eve and Phil Silvers Show, all
CBS-TV.

Among its top spot advertisers are
Thomas Leeming-Pacquin (radio spot), P.

BROADCASTING

ACTIVITY

70.1% ( 86,625,000) spent
56.0% ( 69,201,000) spent
82.8% (102,319,000) spent
31.2% ( 38,555,000) spent
24.6% { 30,399,000) spent
24.7% { 130,513,000) spent

These totals, compiled by

movies"’ category which

HOW PEOPLE SPEND THEIR TIME

There were 123,574,000 pecple in the U. S. over 12 years of age during the week
Nov. 10-16. This is how they spent their time:

1,997.4 million hours
968.6 million hours
395.4 million hours
179.9 million hours
394.9 million hours
126.6 million hours

Sindlinger & Co., Ridley Park, Pa., and published
exclusively by BROADCASTING, each week, are based on a 48-state, random dispersion
sample of 7,000 interviews (1,000 each day). Sindlinger’s monthly “Activity” report,
from whicn these weekly figures are drawn, furnishes comprehensive breakdowns of
these and numerous other categories, and shows the duplicated and unduplicated
audiences between each specific medium. Copyright 1957 Sindlinger & Co.

* All filgures are average daily tabulations for the week with exception of the “attending
s & cumulstive total for the week. Sindlinger tabulations are avail-
able within 2-7 days of the interviewing week

SINDLINGER'S SET COUNT: As of Nov. 1, Sindlinger data shows: (1) 105,120,000
people over 12 years of age see tv (85.2% of the people in that age group);
(2) 40,692,000 U. S. households with tv; (3) 44.725,000 tv sets in use in U. §.

WATCHING TELEVISION
LISTENING TO RADIO
READING NEWSPAPERS
........ READING MAGAZINES
WATCHING MOVIES ON TV
ATTENDING MOVIES *

Ballantine & Sons (Highway Patrol in re-
gional markets) and National Carbon Co.
(Prestone antifreeze and Eveready flash-
light batteries). Prestone also participated
in a battery of network tv shows during
October only and had a very active spot
campaign in radio. Eveready is a heavy
spot radio advertiser. The agency lost Col-
gate’s Vel and Fab to Lennen & Newell
and Ted Bates Inc., respectively.

KENYON & ECKHARDT: Combined tv-radio
billing 331.5 million; $24.7 million in tele-
vision (819 million in network, $5.7 million
in spot); 36.8 million in radio (30.8 million
in network, $6 million in spot); tv-radio
share of overall billing: 55%.

K & E dropped $4.1 million in combined
tv-radio billing under the previous year's
total. Figuring significantly in the dip was
the loss of the Warner-Lambert account,
which sponsored Your Hit Parade on NBC-
TV, to SSC&B and Norman, Craig & Kum-
mel. K & E’s network programming in 1957
included: Perry Como Show, Tic Tac
Dough, The Price Is Right, and The George
Gobel Show on NBC-TV for RCA Whirl-
pool; Rin Tin Tin on ABC-TV for National
Biscuit; and the Ed Sullivan Show on CBS-
TV for Mercury. The agency also placed
large spot schedules for Mercury, Ford
Motor Co., and Lever Bros. among others.

N. W. AYER & SON: Combined tv-radic
billing $31 million; $20 million in television
(810 million in network, $10 million in
spot); 511 wmillion in radio (32 million in
network, $9 million in spot); tv-radio share
of overall billing: 25%.

Ayer upped its billing by $3 million from
last year’s $28 million by acquiring all food
divisions of Armour & Co. (spot business
plus CBS-TV's Arthur Godfrey Time) as
well as the Corning Glass Works (Pyrex)

and several new divisions of Johnson &
Johnson, which brought spot tv-radio busi-
ness to the agency. The gains were accom-
plished even though Ayer lost Bissell Carpet
Sweeper to Leo Burnett and Hawaiian Pine-
apple to Foote, Cone & Belding.

Bell Telephone remained active through
Telephone Time on CBS-TV, Bell Tele-
phone Hour on NBC Radio and occasional
science-education programs on CBS-TV.
Philip Morris added to the network total
with Mike Wallace Show on ABC-TV-and
Suspicion on NBC-TV and at year’s end
Plymouth agreed to sign as a sponsor of the
Bob Hope Show, is definitely set for the
Nov. 24 program for this year and is work-
ing out details for sponsorship of forth-
coming programs in the series in 1958.
Active spot advertisers during the year were
Gordon Baking Co., Hill- Bros,, Ohio Oil,
Atlantic Refining Co., B-C Remedy " and
Howard Johnson restaurant chain.

SULLIVAN, STAUFFER, COLWELL &
BAYLES: Combined tv-radio billing $26.7
million; $21.4 million in television (316.6
million in network, $4.8 million in spot);
$5.3 million in radio ($0.8 million in net-
work, $4.5 million in spot); tv-radio share
of overall billing: 65%.

SSC&B in 1957 scored a gain of $2.2 mil-
lion over last vear’s billing. Accounting
chiefly for the advance was the capture of
four new clients during the year: Duffy-
Mott from Young & Rubicam, Warner-
Lambert from Kenyon & Bckhardt, Lever
Bros.’ Breeze from BBDO and Salada Tea
from Hermon W. Stevens Agency.

The agency’s 1957 network activity in-
cluded: Tales of Wells Fargo and M Squad,
both on NBC-TV for American Tobacco;
Restless Gun and Tic Tac Dough on NBC-
TV for Warner-Lambert; Perry Como Show
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on NBC-TV for Noxema, and Wesr Point
on ABC-TV for Carter Products.

SSC&B continued actively in spot for
Smith Bros., Carter Products, Lever Bros.
and American Tobacco, among others.

CAMPBELL-EWALD: Combined tv-radio bil-
ling $25 million; $21 million in television
(318 million in network, 33 million in spot);
34 million in radio ($1.5 million in network,
$2.5 million in spot); tv-radio share of over-
all billing: 27%.

Campbell-Ewald’s upward climb in broad-
cast business is a reflection, in large meas-
ure, of the stepping-up of the Chevy Show
(with Dinah Shore three weeks out of four)
to a weekly schedule on NBC-TV from its
twice-a-month presentation last year. In
addition, Chevrolet dropped Crossroads this
fall on ABC-TV but substituted the more
costly Pat Boone Chevy Showroom on the
same network. Another additional metwork
tv effort this year—for GM’s Delco-Remy
and other divisions serviced by C-E—is the
CBS-TV High Adventure one-hour program
featuring Lowell Thomas, two of which
will be credited to this year’s activity and
five during 1958. Chevrolet also continued
its sponsorship this year of its CBS Radio
news schedule on weekends.

Campbell-Ewald resigned the Flagg shoes
account which had been active in spot, but
acquired certain divisions of Kroger Co.
(grocery chain), which sponsored half-hour
programs in local markets. Goebel beer was
a substantial tv-radio spot advertiser of pro-
fessional baseball and football games.

LENNEN & NEWELL: Combined tv-radio
billing $24.5 million; 321.1 million in tele-
vision ($17.1 in network, 34 million in
spot); $3.4 million in radio (30.5 million in
network, 32.9 million in spot); Iv-radio
share of overall billing: 54%.

Up $3.5 million in broadcast billing over
1956, L&N scored with a rash of new broad-
cast accounts. Among them: consolidated
P. Lorillard tebacco account (Kent and
Newport from Young & Rubicam, Gunther
Brewing Co. from SSC&B, Cinzano Inc.
from Burke Dowling Adams, and Colgate
Palmolive’s Vel from William Esty. Emer-
son Drug Div., Warner-Lambert Pharma-
ceutical Co., for Bromo-Seltzer, and Loril-
lard, for Old Gold cigarettes, took on a
130-station lineup of NTA Film Network
for Premiere Performance. C-P. for Vel
and Lustre-Creme, picked up CBS-TV’s Mr.
Adams & Eve; American Gas Assn. picked
up part of CBS-TV's Playhouse 90, and
with the Lorillard consolidation, Old Gold
bought NBC-TV's Court of Last Resort and
CBS Television Film's Assignment: Foreign
Legion. L&N also got alternate week billing
for Kent on CBS-TV's 364,000 Challenge.
Heavy spot users were Dromedary Div,,
National Biscuit Co.; American Airlines;
Benrus Watch Co.; Consolidated Cigar Co.;
Stokely-Van Camp foods and Gunther
Brewing.

CUNNINGHAM & WALSH: Combined tv-
radio billing 317 million; 310 million in
television ($2.2 million in network, $7.8 mil-
lion in spot); $7 million in radio (32 million
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in network; 85 million in spot); tv-radio
share of overall billing: 35%.

Although the last Chesterfield billing at
C & W ended last year (the account went to
McCann-Erickson), the agency managed
to increase its tv-radio billing about $2.5
million.

Texas Co. (Texaco), which C&W started
billing this year, has been in spot radio and
tv and also is sponsoring its Command Per-
formances specials on NBC-TV. Another
advertiser new to network tv this year is
Sunshine Biscuit (Garry Moore Show and
Beat the Clock, both CBS-TV). New ac-
counts also include American Cyanamid
(spot user) and Colgate-Palmolive’s Brisk,
which is added to C&W’s handling of Col-
gate’s Super Suds. Among other big spot-
spending accounts are Sunshine, Folger cof-
fee, Chase Manhattan Bank, Narragansett
Brewing and the New York Daily News.

CAMPBELL-MITHUN: Combined tv-radio
billing 316.8 million; $15.3 million in tele-
vision ($9.8 million in network, $5.5 mil-
lion in spot); $1.5 million in radio (30.5
million in network, $1 million in spot);
tv-radio share of overall billing: 48%.

Campbell-Mithun upped its billing in 1957
by $2.8 million, assisted in part by addition
of several divisions of Kroger Co. (grocery
store chain). Its leading tv network adver-
tisers were Pillsbury Mills, which spensored
Thursday segments of daytime 'serials in-
cluding As the World Turns, Edge of Night
and Art Linkletter's House Party on CBS-
TV: the Gold Seal Co. for alternate weeks
of 1 Love Lucy re-runs on CBS-TV; Hamm
Brewing Co. for Person to Person on CBS-
TV in west and midwest, and American
Dairy Assn. for one-third sponsorship of
the Perry Como Show on NBC-TV.

In network radio, Northwest Airlines was

BUSINESS BRIEFLY o o

BOX SCORE ¢ NBC Radio chalked up an-
other $500,000 in new business last week.
Kiplinger Washington Agency (Changing
Times—The Kiplinger Magazine) through
Albert Frank-Guenther Law, N. Y., ordered
four quarter-hour Changing Time programs
per weekend for the next 13 weeks; Gillette
Safety Razor Co. (Boston), through Maxon
Inc.,, N. Y., ordered full sponsorship of
20th annual Blue-Gray All Star football
game Dec. 28 as well as Jan. 1 Rose Bowl
game, and five advertisers ordered Monitor
segments: Evinrude Motors and A. O.
Smith Corp. (Permaglas), both Milwaukee,
through Cramer-Krasselt Co., same city;
Northwest Orient Airlines, St. Paul, through
Campbell-Mithun, Minneapolis; Sterling Sil-
versmith’s Guild, through Fuller & Smith &
Ross, N. Y., and John E. Mitchell Co.
(auto air conditioner) through Taylor-
Norsworthy Inc., Dallas.

FORWARD LOOK ¢ Plymouth Div. of
Chrysler Corp. signed last week for spon-
sorship of three of NBC-TV's Bob Hope
Show specials, first of which was telecast
for auto firm yesterday (Sun. 7-8 p.m.}.
Plymouth will share sponsorship of five up-
coming specials with Johnson Motors, Agen-
cy for Plymouth is N. W. Ayer & Son.

HOME SHOW » A. E. Staley Mfg. Co.

(starches), Decatur, lll., through Erwin
Wasey, Ruthrauff & Ryan, Chicago, last
week signed $1 million contract with CBS
Radio for across-the-board noontime strip
starring Peter Lind Hayes and Mary Healy,
direct from Hayes’ home in New Rochelle,
N. Y. The Peter & Mary Show (Mon.-Fri.,
12:05-12:15 p.m.) will debut Jan. 6.

TEA TIME ¢ Thomas J. Lipton Inc., Ho-
boken, N. J., will sponsor The Californians,
half-hour tv film series on NBC-TV on-al-
ternate weeks, starting Jan. 10 (Tues, 10-
10:30 p.m.). Agency: Young & Rubicam,
N. Y. Singer Sewing Machine Co., current
sponsor, will be other alternate-week ad-
vertiser.

A 13-WEEK radio and tv saturation
campaign in the New York metro-
politan area will be launched Jan. 1 |
for Edro Products Inc., New York |
(Pop-A-Day vitamin Iollipops, for
children), Discussing the promotion
are (1 to r): Herb Sheldon, WABD
(TV) New York personality, whose
daily show will carry Pop-A-Day spots;
Nathaniel C. Schepps, executive vice
| president of Edro Products; and Harry
| B. Cohen Jr., vice president of Cohen
& Aleshire, Edro’s agency. The drive
will use 26 tv and 22 radio spots |
weekly. |

SOMETHING BREWING -+ Stegmaier
Brewing Co., Wilkes-Barre, Pa., has pur-
chased Boots and Saddles—The Story of
the Fifth Cavalry (California National Pro-
ductions’ tv film series) for showing in
Scranton-Wilkes-Barre, Johnstown, Altoona,
Lancaster-Harrisburg, all Pa., and Bing-
hamton, N. Y., markets. This is said to be
first film program series purchased by brew-
er in two years. Starting dates for 52-week
purchase are in December and January.
Agency for Stegmaier is McCann-Erickson,
N, Y.
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Ring-necked Pheasant

Phasianus colchicus torquatus

The npland farms of Michigan are the favorite
habitat of this gaudy, rawcous immigrant from
Asia. Gamey in the wilds, the Pheasant is a
delightful delicacy on the table.

Original sketch by conservationist
Charles E, Schafer

Put your money
where the people are

Are you reaching pheasants insiead of people? WWJ
concentrates on the big-earning, big-spending folks in
southeastern Michigan—with sprighty personalities like
Hugh Roberts in the morning, Bob Maxwell from fab-
ulous Northland shopping center, Jim Wood and Jim
DeLand from spectacular Eastland. Use WW] all day
... every day.

cent of the state’s buying power

It'v_es within WWJ's daytime WORLD'S FIRST RADIO STATION
primary coverage area.

’r I Here's your real target AM and FM

r: i Seventy per cent of Michigan’s "

w 1 population commanding 75 per NBC Affiliate
i

Owned and operated by The Detroit News

National Representatives: Peters, Griffin, Woodward, Inc,
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In Chicago television, showmanship draws the crowd...even at midnight.

A recent VARIETY article stated “...the Windy City has
a growing late-nite video audience! And nowhere

is this more apparent than on WBBM-TV.

For example, the latest post-midnight Nielsen analysis™ reveais ¥
ratings that range from a healthy 8.7 to a whopping 20.3....ratings
tfmt rank with the best of daytime audiences and equal
many of those polled by highly-regarded nighttime shows...
week-long average ratings that represent audiences far in excess

of those of all other Chicago stations combined.

We call it showmanship at midnight. The kind of showmanship

that turns your advertising into salesmanship.

The kind you find only on... WB BM-TV

Chicago's Showmanship Station—Channel 2
CBS Owned—Represented by CBS Television Spot Sales

*Qctober 1957
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FAT CHANCE

Blue skies, not blue sky—that’s
what advertisers are offered by the
Sunshine Network, which promises
there will be no bill for advertising
on any day the sun fails to shine on
the network. Since Sunshine affiliates
are KDOT Reno and KRBO Las
Vegas, both Nevada, and KDES Palm
Springs and KSLR Oceanside, both
California, climate-conscious time-
buyers will realize the network is tak-
ing no great risk with its no-sun-no-bill
offer. But by the time they figure this
out, Ted Rogers, Sunshine represent-
ative, has a chance to present more
pertinent if less dazzling data about
the Sunshine stations and markets.

active in participations on NBC Radio’s
Monitor and American Dairy Assn. on
various NBC participating shows. Prominent
spot tv-radio advertisers included Hamm
Brewing, Gold Seal, Malt-O-Meal Co.
(cereals), Ballard Flour Co., Kroger Gro-
cery, John Morrell Co. (Red Heart dog
food), Top Value Stamps (trading stamps),
MeCormick spices, Armstrong Rubber Co.
and Chicopee Mills,

MAXON: Combined tv-radio billing $16.8
million; $15.8 million in television ($13.8
million in network, $2 million in spot);
31 million in radio (0.7 million in network,
30.3 million in spot); tv-radio share of over-
all billing: 60%.

Maxon picked up in tv billings—about
$2.8 million, representing the first combined
broadcast billing increase at the agency in
more than two years. Active broadcast
clients at Maxon include Gillette in both
tv-radio sports events (Cavalcade of Sports
on NBC-TV and NBC Radio, etc.); General
Electric Co. with Cheyenne on ABC-TV;
Heinz 57 foods (Captain Gallant on NBC-
TV and Studio 57 tv film series in regional
markets), and Pittsburgh Paint {(Garry
Moore Show on CBS-TV). Pittsburgh Paint
is new -to network tv. New accounts are
Charles E. Hires, beginning activity this
year in spot tv, and Climaline Co., active in
tv-radio spot; Safeway Stores’ Eastern Div.
and La Choy Foods Products have not as
yet used broadcast media to any extent.

GRANT ADV.: Combined tv-radio billing
$16 million; $13 million in tv ($10 million
in network, $3 million in spot); $3 million
in radio (80.2 million in network, $2.8
million in spot); tv-radio share of overall
billing: 22%.

Grant broadcast business was up $2 mil-
lion over 1956, attributed largely to a bigger
lineup of stations for the Chrysler Corp.
sponsorship of the Lawrence Welk Show
and Top Tunes and New Talent, both on
ABC-TV, and an accompanying accentuated
spot tv-radio drive for the Dodge Motors
and Plymouth Divisions, which are adver-
tised on the network shows. Plymouth also
sponsors A Date With the Angels which
replaced the Ray Anthony Show this fall on
ABC-TV. In late November, Grant placed
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Tilford Toiletries on NBC-TV’s Queen for
a Day for participations on alternate weeks.
Active spot advertisers were Dodge, Ply-
mouth and the Florists’ Telegraph Delivery
Assn.

GREY ADV.: Combined tv-radio billing
315.4 million; $14.4 million in television
(87 million in network, $7.4 million in
spot); 81 million in radio ($0.2 million in
network, $0.8 million in spot); tv-radio
share of overall billing: 30%.

Grey this year bettered by $4.4 million
its 1956 broadcast billing. New business at
the agency this year included Chunky
Chocolates, Procter & Gamble’s Pin It,
Block Drug’s Denturcream, Mennen Elec-
tric Preshave, Greyhound Corp., and Ron-
son shaver and appliances, The agency lost
no accounts during the year.

Highlights of Grey’s broadcast action in
1957: Steve Allen Show on NBC-TV for
Greyhound; West Point on ABC-TV and
Shirley Temple on NTA Network, both for
Van Heusen shirts; Masquerade Party on
NBC-TV and Broken Arrow on ABC-TV
for Five Day Deodorant; Meet McGraw and
People’s Choice on NBC-TV for Procter &
Gamble, and specials on NBC-TV for
Exquisite Form Brassieres.

PARKSON ADV.: Combined tv-radio billing
$15 million; $14.5 million in television
(313.5 million in network, $1 million in
spot); $0.5 million in radio (all spot); tv-
radio share of overall billing: 95%.

Parkson Adv., formed last August as an
outgrowth of Edward Kletter Assoc., places
its billing primarily in network tv. In Octo-
ber, Parkson added J. B. Williams to its
Pharmaceuticals Inc. account. Both are asso-
ciated with Twenty One and What's It For?
on NBC-TV and To Tell the Truth on
CBS-TV. Spot tv activity is chiefly on be-
half of Williams’ Kreml, Conti and Skol,
while spot radio is used for a number of
products.

ERWIN WASEY, RUTHRAUFF & RYAN:
Combined rv-radio billing $15 million; 310
million in television (83 million in network,
$7 million in spot); $5 million in radio ($1
million in network, $4 million in spot); tv-
radio share of overall billing: 20%:

The merger of Erwin Wasey and Ruth-
rauff & Ryan took place in 1957 with broad-
cast billing this year of $15 million, the same
total R & R alone achieved last year,

Gains for EWR&R in 1957 include
American Cyanamid, Cellulose Products,
Safeway Stores, S. Brand, KLM Airlines and
Roots Motors. Lost in 1957: American
Home Products, Carling Brewery, Hamilton
Beach Appliances and Penn Salt Co,

Broadcast activity over the year: Burns
& Allen for Carnation on NBC-TV, and
Bon Ami spot and regional buys.

D'‘ARCY ADV.. Combined tv-radio billing
$14 million; $8.5 million in television ($5.5
million in network, $3 million in spot);
3$5.5 million in radio (all spot); tv-radio
share of overall billing 28% .

D’Arcy’s billing remained the same as
in 1956 despite a $2.5 million cut in tele-
vision, which was offset by an addition of

$2.5 million in radio. The agency stepped up
its spot radio activity for such clients as
Gerber's Foods, Anheuser-Busch Brewing
Co. (Budweiser Beer), Standard Oil Co. of
Indiana and General Tire & Rubber Co.,
which also were active in spot tv. The bulk
of the agency’s business in network tv was
for Gerber’s, which used such CBS-TV day-
time programs as Caprain Kangaroc and
Garry Moore and the early-evening Beat
the Clock, also on CBS-TV. Patterson-
Sargent (paints) used participations in To-
day on NBC-TV.

NEEDHAM, LOUIS & BRORBY: Combined
tv-radio billing 314 million; $11.8 million in
television ($8.8 million in network, $3 mil-
lion in spot); 2.2 million in radio ($0.2 mil-
lion in network, $2 million in spot); tv-radio
share of overall billing: 43%.

NL&B’s gain was $2 million. Its network
shows include S. C. Johnson & Son on
Steve Allen (NBC-TV); State Farm Insur-
ance on Red Barber's Corner (NBC-TV) and
Quaker Oats on Jane Wyman Show (NBC-
TV).

'GEOFFREY WADE ADV.. Combined tv-

radio billing $12.8 million; $11.8 million in
television (36.8 nillion in network, $5 mil-
lion in spot); $1 million in radio (30.5 mil-
lion in network, $0.5 million in spot); tv-
radio share of overall billing: 85%.

Wade’s combined tv-radio billing for the
first time in the last four years showed a
higher level, the billing increasing $1.8 mil-
lion above last year’s plateau. But the agency
continued the shift from radio to television
(from $2 million last year in radio to $1
million this year). In network tv, Miles
Labs has been active in Wednesday Night
Fights and Broken Arrow on ABC-TV and
in daytime shows on NBC-TV. Also in the
daytime programs (five in all) is Alberto-
Culver Co.

TATHAM-LAIRD: Combined tv-radio billing
$11.2 million; $11 million in television ($10
million in network, $1 million in spot);
$0.2 million in radio (all spot); tv-radio
share of overall billing: 48%.

Broadcast billings at the agency dipped
$2.6 million from 1956, resulting largely
from a decrease in spot spending, Network
clients, who bought shared sponsorship or
participations on a host of tv programs,
included the Toni Co., Armour & Co.,
Wander Co. (Ovaltine), General Mills,
Campbell Soup and Procter & Gamble.
Spot advertisers were Campbell Soup, Gen-
eral Mills, Parker Pen, Wander Co., Toni
and Procter & Gamble.

NORTH ADV.: Combined tv-radio billing
311 million; $10.5 rnillion in television
($8.4 million in network, 32.1 million in
spot); $0.5 nillion in radio {all network);
tv-radio share of overall billing: 88%.
North Adv. completed its second year of
operation with a broadcast total of $11
million, exceeding its 1956 total by $2
million. Its billing reflects largely the Toni
(Div. of Gillette Co.) account, which spon-
sored on alternate weeks You Be! Your
Life and People Are Funny on NBC-TV
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- "Where Did
You Go?"

"Up Madison Avenue.”

"What Did
You Do?”

“Listened.”

We recently visited our national representatives,

the fellows at The Katz Ageney.

You think you’re tough? You ought to hear Dan and Ken
and Kel holding us up to the light, sticking pins in us,
weighing our statements, counting our noses, evaluating

our evaluations. They got caleulators that make E=mc*

a piker. They’re the original Leaning Over Backwards hoys.
They have a passion for facts; they like this one:

WMT Radio Ranks 39th Nationally.

(There are only 38 markets in the U. S. where there’s a
radio station that delivers a larger daytime weekly aundience.}
(Give ’em your authority said Dan. Okay. NCS 2.)

WMT
CRBS Radio for Eastern Iowa
Mail Address: Cedar Rapids
600 ke.

—
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and Arthur Godjfrey's Talent Scouts on CBS-
TV. Toni and Lanvin Perfumes used var-
ious network radio shows for the summer
only. A substantial spot tv advertiser during
the year was Jewel Food Stores.

GARDNER ADV., ST. LOUIS: Combined tv-
radio billing $10.4 million; $8.3 million in
television (35.3 million in network, $3 mil-
lion in spot); $2.1 million in radio ($1 million
in network, $1.1 million in spot); tv-radio
share of overall billing: 48%.

One account gained, none lost, is Gard-
ner’s record for 1957. From Benton &
Bowles, Gardner gained Grove Labs’ Bro-
mo-Quinine, a heavy NBC Radio spot and
NBC Radio Monitor client. Monsanto, last
in tv for “all” detergents and starches (which
was sold this past spring to Lever Bros. Co.),
took a corporate plunge into network tv with
a $2 million CBS-TV Conquest project to
last two years. Pet Milk Co. co-sponsored
Red Skelton’s CBS-TV program, participated
on that network’s Edge of Night serial and
was an advertiser on NBC Radic’s Grand
Ole Opry. Purina dog chow co-sponsored,
with Miles Labs, ABC-TV's Broken Arrow,
and Procter & Gamble's Duncan Hines
Foods began testing tv late in the year on a
limited spot basis. Anheuser-Busch’s Busch-
Bavarian beer again sponsored regional si-
mulcasts of St. Louis Cardinals home games.

NORMAN, CRAIG & KUMMEL: Combined
tv-radio billing $10.3 million; 38 million in
television (36 million in network, $2 million
in spot); $2.3 million in radio (all in spot);
tv-radio share of overall billing: 30%.

NC&K increased its billing $0.7 million
over last year’s tally. The agency acquired
the Pabst Blue Ribbon account and suffered
no losses in its client list. Action in 1957
included placement of Ronson Products in
NBC-TV news shows; purchase of Price
Is Right on NBC-TV for Spiedel; sponsor-
ship of Restless Gun on NBC-TV for
Warner-Lambert, and Maverick on ABC-TV
for Willis Trucks. Warner-Lambert is rep-
resented also on Tic Tac Dough on NBC-
TV.

York, Chicago and Los Angeles.

THE new emanation point for ARB’s reports is this Beltsville, Md., research center
and headquarters. The two-story building represents, according to the American
Research Bureau, the country’s first building planned expressly for television research.
Statistical work for ARB reports in some 140 markets now is coordinated here, fol-
lowing last week’s move from ARB’s Washington and College Park, Md., locations,
announced by James Seiler, director. The organization also maintains offices in New

DOHERTY, CLIFFORD, STEERS & SHEN-
FIELD: Combined tv-radio billing $10 mil-
lion; $9.1 million in television ($7.5 million
in network, $1.6 million in spot); $0.9 mil-
lion in radio (all in spot); tv-radio share of
overall billing: 50%.

A gain of $3.3 million in billing this
year can be explained largely by increased
use of network tv by Bristol-Myers, which
shared sponsorship on a host of programs,
including Mickey Mouse Club and Tomb-
stone Territory on ABC-TV, NCAA Foot-
ball Game of the Week on NBC-TV and
Playhouse 90 and Alfred Hitchcock Presents
on CBS-TV. Bristol-Myers also was a fre-
quent user of participations in NBC-TV’s
Tonight. Pharmaco Inc. utilized daytime
network tv with sponsorship of It Could
Be You and Comedy Time on NBC-TV.
Spot tv-radio clients were McCormick &
Co. (spices), Fulham Bros. (frozen foods)
and Borden Co.

KUDNER AGENCY: Combined tv-radio
billing $10 million; $7 million in television
($6.5 million in network, $0.5 million in
spot); $3 million in radio (30.3 million in
network, $2.7 million in spot); tv-radio share
of overall billing, 35%.

Continued drop in tv-radio billing for
Kudner in 1957, following a dip in 1956
from 1955, was attributed mainly to the
loss of the Texaco account at the beginning
of the year to Cunningham & Waish and a
reduction in activity for several General

* Motors accounts. Radio-conscious Texaco

had been a sponsor of ABC (now ABN)
Metropolitan Opera broadcasts, regional
sports shows and news programs, but in
1957 Kudner's only billing in radio came
from limited spot campaigns for several
General Motors Products. Kudner’s broad-
cast business was overwhelmingly in net-
work tv during the year, coming from the
Frigidaire and Buick alternate week spon-
sorship of the Patrice Munsel Show on ABC-
TV, Buick’s alternate week sponsorship of
Wells Fargo on NBC-TV and General Mo-
tors' special two-hour program on NBC-TV
Nov. 17.
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BRYAN HOUSTON: Combined tv-radio
billing $9 million; $8.3 million in television
(86.3 million in network, $2 million in spot);
30.7 million in radio (all spot); tv-radio share
of overall billing: 48%.

Bryan Houston was off nearly $2 million
in tv-radio billing this year compared to
last, the decrease showing up in both tv
and radio. Among its network sponsors:
Nestle in Beat The Clock and Gale Storm
Show on CBS-TV, Colgate-Palmolive in
The Big Payoff on CBS-TV,

EDWARD H. WEISS CO.: Combined tv-ra-
dio billing $8.3 million; $8 million in televi-
sion ($7.2 million in network, $0.8 million
in spot); 30.3 million in radio (all spot); tv-
radio share of total billing: 45%.

Making its debut among the top 50,
Weiss in 1957 experienced some shuffling in
the Helene Curtis account structure, lost
Lentheric (which it gained last year from
Grant) to Gordon Best, but gained Stopette
from Earle Ludgin & Co. Curtis enlarged
its network buys, adding to CBS-TV’s Whar's
My Line? the Gale Storm Show and alter-
nate sponsorship of Dick and the Duchess
(with Mogen David and Key wines). Key
wine also participated in CBS-TV's Beat the
Clock. Purex Ltd. (including the newly-
bought-out Manhattan or Sweetheart Soap
Co.) picked up part of CBS-TV’s Perry
Mason series with Libby-Owens Ford. Spot
users included Corina Cigars, College Inn
foods, Curtis’ Enden shampoo, Perk dog
food and the H. W. Gossard Co. (founda-
tions) which went into spot this month after
dropping out of NBC-TV’s Queen for a Day.
Weiss lost the $1.3 million Sealy Mattress
account. Weiss added Carling Brewing Co.
from the former Erwin, Wasey, Chicago,
and has placed Carling in sports shows.

FULLER & SMITH & ROSS: Combined tv-
radio billing $8.2 million; 37 million in tele-
vision ($6.5 million in network, $30.5 million
in spot); $1.2 million in radio (81 million in
network, $0.2 million in spot); tv radio share
of overall billing: 24% .

F&S&R billing in tv and radio totaled
$8.2 million for 1957. The agency placed
Libby-Owens-Ford Glass Co. in network
television—>Perry Mason on CBS-TV and
football games on NBC-TV—for the first
time this year. Alcoa sponsored Alcoa The-
atre on NBC-TV. New accounts gained
during the year: Pan American and Sterling
Silver, both spot advertisers.

EMIL MOGUL CO.: Combined tv-radio bill-
ing 38 million; 35.9 million in television
($3.2 million in network, $2.7 million in
spot); $2.1 million in radio (all spot); tv-
radio share of overall billing: 75%.
Mogul made no drastic strides forward
in billing increase, but continued to fatten
on accounts already in the shop. Although
the biggest setback was the mid-summer
loss of Monarch Wine Co. (Manischewitz)
to Lawrence C. Gumbinner, it continued
to prosper on Revlon. With approximately

.$3 million worth of Revlon, Mogul intro-

duced Top Brass {men’s line) on the West
Coast and gained Aqua-marine as a new
Revlon product; it also shared on commer-
cial commissions on both CBS-TV “Ques-
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Fly United nonstop New York to Los Angeles and San Francisco...on

RADAR-EQUIPPED DC-7 CUSTOM COACH

This is no ordinary coach service. Six-mile-a-minute flights on the nation’s fastest air-
liner. Hot meals included in the fare. Reserved seats—spaced so 6-footers can stretch
in comfort. Semi-private compartment that's ideal for families or groups traveling
together. Yet the fare is only $102 plus tax, coast to coast. With this important
extra: you enjoy the smooth on-time reliability of Mainliners® equipped with radar.

For reservations or information, call United or your authorized travel agent.

H—Df-:l FLY UNITED—THE RADAR LINE UNITED/"

[in cinee]
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tion” quiz programs but lost out on Rev-
. lon's proposed ABC-TV Guy Mitchell Show
on which it was to have been the agency
of record. Mogul was assured several new
Revlon products, some still being tested.
Mogul gained some new broadcast accounts,
Dr. Pierce’s Proprietaries, Barracini candies
and Bakers Franchise (Lite Diet Bread).
Ronzoni went in for syndicated tv film
properties, Rayco enlarged its spot buys
and Knomark Mfg. Co. (Esquire) returned
to NBC-TV on the Perry Como Show. Park
& Tilford bought into the network’'s Queen
for a Day. P&T expanded into toiletries but
assigned the new products to Grant Adv.
because of possible product conflict with
Revlon at Mogul.

DONAHUE & COE: Combined tv-radio bill-
ing $7.7 million; 35.9 million in television
(all spot); $1.8 million in radio (all spot); tv-
radio share of overall billing: 25% .

Making its debut amorg the top 50
agencies for first time with a total tv-radio
billing of $7.7 million, Donahue & Co.
gained several new accounts during the year.
Among them: $2 million worth of B. T.
Babbitt Co. billing (Bab-O, Acme, Am-O,
Cameo copper cleaner) from Dancer-Fitz-
gerald-Sample and Cohen & Aleshire, Pear-
son Pharmacal Co.’s Eye-Gene from Al
Paul Lefton Co. and Chemway Corp.’s Lady
Esther face creams and powders from
D-F-S, Chicago. (D&C already serviced
Chemway’s Dunbar Labs and Pearson's
Ennds and Sakrin when the new products
were assigned.) No D&C advertiser spent
money in network, but spot activity was
considerable; it included Corn Products
Refining Co.’s Bosco, which hit the west-
ern trail in 57 markets with CBS Tv
Film Sales’ Annie Oakley; CPRC's Kasco
dog food, spot announcements; E. F. Drew
& Co.’s Tri-Nut margarine, tv spot; Loew’s
Inc. and Columbia Pictures Corp., radio-tv
spot; Scholl Mig. Co., radio spot, and
Scripto Inc., tv spot.

MACMANUS, JOHN & ADAMS: Combined
tv-radio billing $7.7 million; $5.6 million
in television ($3.8 million in network, $1.8
million in spot); $2.1 million in radio (30.7
million in network, $1.4 million in spot);
* tv-radio share of overall billing: 19%.
Counting a $0.7 million gain over 1956
tv-radio billing, MJ&A this year placed
more radio business, primarily for Pontiac;
Dow Chemical Co. (Saran Wrap), and the
“New York accounts,” such as S. B. Thomas
bread, Medaglia d'Oro coffee, Good Humor
Corp. and White Rock Corp. MIJ&A in-
herited from Kudner Agency $5.5 million
worth of General Motors institutional tv
billing for Wide Wide World (NBC-TV).
Other network. advertisers: Minnesota Min-
ing & Mifg. Co. (new Scotchard stain re-
pellent), using eight NBC-TV daytime shows
next month for Christmas promotion; Pon-
tiac Motors Div. of GM re-entered network
tv with “specials” such as this week’s
“Annie Get Your Gun” and radio sports
coverage; Noxzema in Perry Como Show
as well as NBC Radio’s Red Foley Show;
Dow Chemical Co., in CBS-TV's Garry
Moore Show, and Cadillac Motor Car Div.,
GM, which stepped up its radio network
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BIG NIGHT

The Television Bureau of Advertis-
ing last week announced that a TvB-
Nielsen cumulative report covering the
evening of Oct. 13 (Sunday) showed
that between 6:30-10:30 p.m. on that
date, 85% of all tv homes in the
U. S. had their tv sets on. The report
stated that these 34.8 million homes
spent more than two hours and 47
minutes watching tv during the four-
hour period. TvB sent a message to
sponsors, advertising agencies and net-
works involved in the programming,
hailing ‘“one of television’s greatest
entertainment nights.”

schedule. Big spot buyers: Good Humor,
S. S. Kresge, Squirt Bottling Co., Minnesota
Mining, White Rock and Pontiac.

KEYES, MADDEN & JONES: Combined
tv-radio billing $7.4 million; 36.6 million
in television ($4.5 million in network tv,
$2.1 million in spot); 30.8 million in radio
(all spot); tv-radio share of overall billing:
49%.

Known until early fall as Russel M. Seeds
Co., KM&J was formed by Internationail
Latex and former NBC executive Ed Mad-
den, Grant Adv.s Howard Jones -and Seeds
President Freeman Keyes. The Seeds ac-
count structure was retained intact, except
for the loss earlier in the year of the
Lanolin Plus account to Kastor, Farrell,
Chesley & Clifford. It gained several small
broadcast accounts from Joseph Katz Co.,
New York-Baltimore, along with that
agency’s Vice President-General Manager
David Hale Halpern. W. A. Sheaffer Pen
Co. this fall signed for the Lucy re-runs on
CBS-TV, and Brown & Wiliamson Tobacco
Co., in addition to .spot, bought participa-
tions for Raleigh cigarettes on NBC-TV’s
it Could Be You and Queen for a Day.
Spot buyers included Pinex Co. and Tastee-
Freez Corp. of America.

GORDON BEST: Combined tv-radio billing
$7.3 million; $6 million in tv (33.5 million
in network, $2.5 million in spot); $1.3 mil-
lion in radio ($0.8 million in network, $0.5
million in spot); tv-radio share of overall
billing: 60%.

This is the first year Gordon Best has
appeared among the top 50 agencies. New
accounts include Comstock Foods, Lentheric
Lines, Curtis Pharmacal and Mystic Foam
and Mystic Clean. The agency's network
shows include Dick and the Duchess on
NBC-TV for Helene Curtis and special
events for Maybelline on both NBC-TV
and CBS-TV.

GUILD, BASCOM & BONFIGLI: Combined
tv-radio billing $6.9 million; $5.3 million
in television ($3.8 million in network, $1.5
million in spot), $1.6 million in radic (30.4
million in network, $1.2 million in spot);
tv-radio share of overall billing: 70%.
GB&B pushed into recognition with an
imposing roster of acquisitions. New prod-
ucts include: Breast O’ Chicken tuna, Best
Foods’ Nucoa, Heidelberg beer, Mary Ellen’s

jams and jelly and Max Factor cosmetics.
The agency gave up one regional account,
Regal Pale beer. The firm places You Asked
for It for Best Foods and Bold Journey for
Skippy peanut butter, both on ABC-TV.
In addition GB&B has placed spot cam-
paigns for Nucoa and Breast O’ Chicken
tuna, among others.

COHEN & ALESHIRE: Combined tv-radio
billing $6.6 million; $5.1 million in tele-
vision ($0.5 million in network, 34.6 mil-
lion in spot); $1.5 million in radio ($0.5
million in network, 31 million in spot); tv-
radio share of overall billing: 80%.

During the year, C&A lost Babbitt Co,
and Doeskin Products accounts but picked
up Dormin Inc. and Edro Products, among
others, while handling a new Grove Labs
product—4-Way liquid, The agency during
the year changed its name from Harry B.
Cohen Adv. to Cohen & Aleshire Inc. and
also gained $1.1 million over last year.
Grove Labs is the primary network sponscr
at C&A, although it also is heavy in spot.
Among shows: CBS Radio’s “Impact” pack-
age and NBC Radio’s Monitor, in tv, Pan-
orama Pacific on CBS-TV and Today on
NBC-TV.

DOYLE DANE BERNBACH: Combined tv-
radio billing 36.5 million;. $6.1 million in
television (3$3.9 million in network, $2.2
million in spot); 30.4 million in radio (all
spot); tv-radio share of overall billing: 32%.

DDB enters the ranks of top broadcast
agencies for the first time this year with
several network placements. Chemstrand
Corp. made its first network buys with
NBC-TV’s Sally and segments of that net-
work’s Steve Allen Show; Polaroid Land
cameras continued participations in NBC-
TV’s Tonight and Max Factor of Holly-
wood dropped co-sponsorship of NBC-TV’s
Panic and continued on Polly Bergen and
Dean Martin programs.

E. & J. Galle Winery, heretofore spot tv
only, entered tv film syndication sponsorship
nationally. Dreyfus & Co. made its tv debut
as an investment banking house. This past
summer DDB picked up the Glim portion
of the B. T. Babbitt account, began heavy
radio spot and presently plans tv spot.

DDB also picked up American Export
Lines from Cunningham & Walsh, retaining
it on local radio and entering AEL in local
tv via WBAL-TV Baltimore and WTTG
(TV) Washington. McCall Corp. began
using more spot radio. Among other spot
radio users: A. Goodman & Sons, Barton's,
Henry S. Levy Sons and Fairmont Foods;
tv spot: Venus Pen & Pencil and Gallo.

OGILVY, BENSON & MATHER: Combined
tv-radio billing $6.4 million; $4 million in
television (32.1 million in spot, $1.9 million
in network); 32.4 million in radio (all spot);
tv-radio share of overall billing: 38%.
OB&M experienced a “growth year” in
1956 as more of it§ advertisers expanded
broadcast use and as Philip Morris’ new
menthol Spud cigarettes and Lever Bros.
Co.’s Dove soap made their debuts. Net-
work-wise, ODM shared billboard space
and commissions for Lever on CBS-TV's
Art Linkletter's House Party {Good Luck
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Over 50,000,000 Americans saw the General Motors S0th Anniversary Show on NBC Television on

Sunday night, November 17. It averaged a 54.1 share of audience—more viewers than watched all other
networks and local stations combined.

Jack Gould, The New York Times, wrote: “. . . rewardingly experimental in approach . . . artistic

television of a high order . . . enormous style and imagination . . . followed no usual or conventional
pattern . . . It was a long forward step in creative musical work on television.”

Paul Molloy, Chicago Sun-Times, called it . . . a spectacular blend of entertainment and thought
. . clacking off sparks of emotion like the belly of a braking train.”

Jack O’Brian, N. Y. Journal-American, wrote: “There could hardly be a bigger show this season.”

Helm, Daily Variety, wrote: “It had that golden glow from stem to stern . . . RCA color had the
magnificence of a rainbow.”

Herschell Hart, Detroit News, said: “It was worthy of the sponsor’s half-century celebration.”

John Crosby, N. Y. Herald Tribune, stated: “1 know of no other medium except television . . .
that would have done anything as unusual as the General Motors Show.”

The General Motors S0th Anniversary Show was an NBC Television production, written by Helen
Deutsch and produced by Jess Oppenheimer. It takes its place with other great shows already seen
on NBC this season—for example, Green Pastures, On Borrowed Time and Pinocchio. It is also a
measure of others yet to come—Van Johnson in The Pied Piper of Hamelin; Mary Martin in

Annie Get Your Gun, co-starring John Raitt; Maurice Evans in Twelfth Night; and the Shirley
Temple Story Book series.

For the exciting and original, look to . . N BC TELEVI SION



ADVERTISERS & AGENCIES conminuep

Margarine), Sir Lancelot, Private Secretary
re-runs and that program’s fall substitution,
The Eve Arden Show.

For Armstrong Cork Co.’s ceilings,
OB&M sat in every third week on CBS-
TV's Armstrong Circle Theatre. It resigned
spot user Diamond Crystal salt this summer,
but expanded radio spot lineups (regionally)
for Pepperidge Farm bread and Tetley tea.
Nationally, Thom McAn shoes went after
teenagers with d.j. shows and Schweppes
USA Ltd. enlarged both tv-radio spot cam-
paigns in major markets.

WARWICK & LEGLER: combined tv-radio
billing $6.2 million; $3.7 million in television
(33 million in network, 30.7 million in spot);
32.5 million in radio ($2.3 million in nei-
work, $0.2 million in spot); tv-radio share of
overall billing: 40%.

W&L closed out the year with more or
less the same billing as in 1956, its gains for
1957 registering on par with its calendar-
year losses. While it gained in excess of $5
million worth of Revlon business this fall
from BBDO, only a very small part of the
billing will show up this year; it lost $5 mil-
lion worth of Schick Inc. business in mid-
year, but only about half of Schick billing
was registered up to the time this account
left for Benton & Bowles. With Revlon, it
now is agency of record on both CBS-TV
“$64,000™ quizzes and partakes in C. J. La
Roche’s Walter Winchell File (ABC-TV). It
lost $200,000 worth of George W. Luft Co.
(Tangee lipstick) business to Calkins &
Holden but gained an additional $! million

Seagram business (non-broadcast), Ex-Lax .

expanded its use of radio and Jacob Rup-
pert Brewery-—perhaps for the last time—
sponsored simulcasts of the New York base-
ball home games of the Giants.

D. P. BROTHER: Combined tv-radio billing
$6.2 million; $6 million in television (35.5
million in network, 30.5 million in spot);
30.2 million in radio (all spot); tv-radio
share of overall billing: 21%.

D. P. Brother shows up in the top 50
agencies for the first time this year with a
combined tv-radic billing of $6.2 million.
Network activity for its clients included:
A. C. Sparkplug’s Wide Wide World on
NBC-TV and Oldsmobile’s NBC-TV Color
Carnival, two political conventions on NBC-
TV and Sugarbowl football coverage on
ABC-TV.

EARLE LUDGIN: Combined tv-radio billing
36 million; 35 million in television (33 mil-
lion in network, 32 million in spot); 81 mil-
lion in radio (all spot); tv-radio share of
overall billing: 46% .

Earle Ludgin dropped $1 million in com-
bined tv-radio billing under last year's fig-
ure. The agency lost Helene Curtis to
Gordon Best, Edward H. Weiss and Mc-
Cann-Erickson and gained Tidy House
products from McCann-Erickson. Ludgin
had portions of Dick and the Duchess and
What's My Line? for Helene Curtis, both
on CBS-TV, for a portion of the year.

GEYER ADV.: Combined tv-radio billing
$5.5 million; 34 million in television ($3 mil-
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lion in network, $1 million in spot); $1.5
million in radio ($0.5 million in network, $1
million in spot); tv-radio share of overall
billing: 30%.

Geyer dropped $2.5 million under its pre-
vious year's total. With the cancellation of
ABC-TV’s Disneyland this summer, Ameri-
can Motors Corp. began pouring more allo-
cations into network radic but did not com-
pensate for its previous tv expenditures.
American Home Products Corp. (Boyle-
Midway and American Home Foods Divs.)
picked up some network showcasing with
CBS-TV's Have Gun, Wiil Travel, NBC-
TV's Tic Tac Dough and some daytime
serials. It resigned Paul Masson vineyards
(an occasional broadcast user) and gained
Doyle Packing Co. (New Jersey) which
it promptly placed in spot throughout the
East.

FITZGERALD ADV.: Combined tv-radio bill-
ing $5.3 million; $4.8 million in television
($2.8 million in network, $2 million in spot);

BALTIMORE 6% TAX
TO FACE COURT TEST

® Media hill: $2.6 million
® Taxes effective Jan. 1, 1958

Baltimore’s brand new advertising taxes—
though pared from 9% % to.6% in a last-
minute strategy that insured city council
approval—will still put a $2,653,000 mon-
key on the back of local media. That's the
estimated annual return from the twin levies
as contained in the city budget approved
last Thursday.

The modified tax proposals were passed
14-6 (on the 4% sales tax of gross adver-
tising receipts) and 14-5 (on the 2% levy
on gross of all local advertising media) and
were promptly signed Nov. 15 by Mayor
Thomas D’Alesandro [AT DEADLINE, Nov.
18].

But, as promised all along by the many
opponents of the measures, the legality of
the “discriminatory” taxes is slated for a
court test. Within hours of the enactment,
the A. S. Abell Co., publisher.of the Balti-
more Sunpapers (WMAR-TV), declared
it would contest “the validity of the ordi-
nances in the courts to the fullest extent.”

The exact nature of the legal counter-
attack, which would include a plea for in-
junctive relief. was being worked out late
Friday by attorneys of various medical com-
panies involved (see AT DEADLINE).

William F. Schmick Sr., president of A.
S. Abell Co., said: “We are convinced that
the advertising tax ordinances are discrimi-
natory and are a direct violation of the
freedom of press guaranteed by the United
States Constitution.”

The 4% sales tax is detailed in Ordinance
1693 which becomes a part of the Baltimore
City Code and, insofar as radio-tv is con-
cerned, specifies that the levy be made upon
the gross sale price of:

“Each and every sale of time on or in

30.5 million in radio (all spot); tv-radic
share of overall billing: 35%.

Fitzgerald Adv. appears among the first
50 agencies for the first time with a com-
bined $5.3 million in television and radio.
The agency had Wesson Oil on Caesar's
Hour on NBC-TV for the first part of the
year. Fitzgerald also placed the foliowing
accounts in tv and radio spots: Jackson
Brewing Co., Snowdrift Div. of Wesson Oil,
Louisiana State Rice, Blue Plate Foods,
Louisiana Coca-Cola, Pioneer Flour Mills
and Austex.

RAYMOND SPECTOR: Broadcast billing $5
million, all in television ($4.7 million in
network, $0.3 million in spot); tv share of
overall billing: 95%.

Spector, agency for Hazel Bishop, this
year dropped $0.6 million under its 1956
billing. The cosmetic firm was represented
over the year on M Squad, Jane Wyman
Show and Ted Mack Amateur Hour, all on
NBC-TV. END

connection with any intrastate radio or tele-
vision broadcast originating from the City
of Baltimore and directed to persons in the
State of Maryland, which time is used for
or in connection with advertising and adver-
tising purposes.”

Exempted are non-profit religious, scien-
tific, educational and like organizations.

The tax, effective Jan. 1, 1958, is payable
by “every vendor” on the 25th of the month
next succeeding the month in which the
taxable space or time is sold.

The companion Ordinance 1694 also be-
comes part of the city code and states the
application of the 2% levy on advertising
media, including radio-tv, in almost identical
language. Those subject to this tax must
file quarterly on or before the 15th of April,
July, October and January.

An additional bookkeeping headache
looms under both ordinances which spell
out that “complete and accurate records”
with invoices, billing data and other docu-
ments “as are necessary to determine the
amount of the tax™ are to be maintained.

The Advertising Federation of America
blasted the new Baltimore taxes. AFA Chair-
man Robert M. Feemster, declared:

“Anything that tends to discourage adver-
tising can kill all kinds of jobs in all kinds
of fields, It can deprive the public of the
benefits derived from mass production—the
basis of our nation’s prosperous economy.
The fact that we have the highest standard
of living in the world didn't just happen ac-
cidentally. It is the result of mass buying
caused through advertising. Advertising is
by far the greatest force in mass selling,
which alone permits mass production and
full employment.”

Apparently undaunted by the fact that he
had motormanned through a tax that hit all
Baltimore media and antagonized others
outside the city, Mayor D’Alesandro Nov.
15 put himself squarely on the record as
seeking the Democratic nomination for gov-
ernor next year with the flat statement: “I
am going to run.”

BROADCASTING



Buy The Station That Saturates
Where Buying Power Concentrates

WJIBK-TV puts you right in the picture in
1,700,000 TV homes in Metropolitan Detroit and
southeastern Michigan, including heavily pqpu-
lated Flint and Port Huron.

There’s 9 billion dollars of buying power concen-
trated in this rich market, and Detroit’s Channel
2 1s No. 1 with viewers in the entire area, accord-
ing to both ARB and Pulse.

Represented by q @
THE KATZ AGENCY, INC. \(g)\ >,

TO BIGGER
SALES

wn the nation’s 5th market

WIJBK-TV

CHANNEL DETROIT

MAXIMUM POWER
100,000 watts, 1,057-ft. tower

COMPLETE FACILITIES FOR
LOCAL AND NETWORK PROGRAMMING
IN FULL COLOR

TOP CBS AND LOCAL PROGRAMS

STORER NATIONAL SALES OFFICES: 625 Madison, New York 22, N.Y.; 230 N. Michigan, Chicage 1, lli.; 111 Sutter, San Francisco, Cal.



ADVERTISERS & ABENCIES conminuep

RADIO-TV GET BIG AAAA PLAY

® Two-day conference points up media’s forcefulness

® Hypothetical campaign leans

Radio and television commercials got a
big play at the American Assn. of Advertis-
ing Agencies’ annual eastern regional con-
ference in New York last week.

They got a heavy share of the “alloca--
tions” in a “campaign” for a hypothetical
cigarette, and techniques in their production
were the subject of an afternoon-long work-
shop session.

The forcefulness of radio and television
as sales tools also was pointed up in other
sessions of the two-day conference, held last
Tuesday and Wednesday with an estimated
total attendance of 2,500.

Three agency executives, asked to plan
media strategy for a hypothetical cigarette,
came up with campaign plans that relied
strongly on the broadcast media.

Newman F. McEvoy, senior vice presi-
dent and media director of Cunningham &
Walsh, gave tv and radio a little more than
half of the load to bear in a 17-week intro-
ductory period and slightly less than that for
the rest of the campaign. Robert H. Boul-
ware, associate media director of Bryan
Houston Inc., put primary emphasis on ra-
dio and television—especially tv—as did G.
Maxwell Ule, senior vice president of Ken-
yon & Eckhardt. o

Out of a $7 million “budget,” Mr. Mc-
Evoy allocated 3$595,268 to spot television,
$437,000 to spot radio, $672,270 to out-

MR. ULE MR. BOULWARE

PLANS BOARD FOR CIGARETTE ‘X’

door and $329,373 to newspapers for the
introductory period and $762,265 to net-
work radio, $595,268 again to spot tv and
$1,829,079 to magazines for the rest of the
year, leaving $1,779,035 to take care of
rate increases, production, etc.

Mr. Boulware allocated $4,331,353 for
spot television, $525,018 for network radio,
$125,000 for commercials production and
$2,064,236 for Sunday newspaper supple-
ments. Mr. Ule depended heavily on both
radio and television, making network tv the
major medium (44%).

Television tape recording as a medium
for commercials was pointed up by Ross
H. Snyder, manager of the special products
division of Ampex Corp. which is slated to
begin delivery of commercial models of its
videotape recorders this month. He said
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MR. McEVOY

heavily on broadcasting

the tapes will be “interchangeable”—that
is, those recorded on one machine may be
played on another—and can be spliced or
edited. In addition, he noted, color conver-
sion kits “positively will be made available.”

Mr. Snyder said that “more than one pur-
chaser of the equipment is planning to pro-
duce commercial material on an independent
basis, away from the facilities of the broad-
casting stations which will use it, well in
advance of release, and to make copies
available for release at selected times on
stations or networks which have videotape
recorders for their reproduction.”

He estimated the cost of videotape opera-
tion at $6.90 an hour for recording or re-
play.

A tv critic’s opinion of commercials—
not good—was developed im an interview
by Mike Wallace, of ABC-TV's Mike Wal-
lace Interviews, with Marie Torre, tv-radio
columnist of the New York Herald Tribune.
Miss Torre said she didn’t review commer-
cials because most of them, in her opinion,
“don’t warrant criticism.”

The audience of 250-300 agency execu-
tives split approximately half and half when
Mr. Wallace polled them on whether tv-
radio critics should carry “perhaps a little
box™” criticizing commercials.

Radio commercials—and especially the
quality of those being turned
out by agencies throughout
the U. S.—were appraised by
Kevin B. Sweeney, president

of the Radio Advertising
Bureau.
“Without any question,”

he said, “advertising agencies
in Milwaukee, Los Angeles,
Washington and several oth-
er cities are now producing
some of the very best jingles
done in this country. And
what is even more important,
stations in cities of 10,000,
50,000 or even 30,000 are
producing with the aid of jin-
gle specialists and their own local creative
talent radio sales messages that have a pro-
fessional sheen very near that of com-
mercials produced by the great commission
houses in this neighborhood.”

Mr. Sweeney said commercials for ra-
dio, “the only non-visual advertising medi-
uny,” must have a different approach, and
he predicted that “ultimately the more spe-
cialized and sophisticated agencies will have
a sub-department that does nothing but write
or edit for the ear alone.”

Use of the “seven lively arts” as a base
for the presentation of commercials was
urged by Howard J. Doyle, tv-radio copy
chief of Cunningham & Walsh.

“It’s easy to restrict ourselves to the use
of animation—the art of drawing—or live
action—the art of drama. But let's remem-
ber that as creative people, the job of im-

proving the standards and widening the
landscapes of commercial television falls
directly to us,”

To show how the arts may be employed
effectively, Mr. Doyle cited a Stopette com-
mercial using the dance to “sell”; Aluminum
Co. of America’s commercial employing
architecture; Eveready Flashlight's use of
poetry; Schweppes quinine water’s use of
drama; Folger coffee’s use of sculpture;
Schaefer beer’s use of music, and Chase
Manhattan Bank’s and General Motor’s
use of art.

In the account management workshop,
meanwhile, James N. Harvey, McCann-
Erickson tv creative group head, asserted
that “there is no excuse for an advertising
man to plead ignorance of television tech-
nique.” Too often, he said, “management
fails to assign responsibility for the total job
of building a commercial to a qualified cre-
ative man.”

He said “the need for this man” should
be impressed upon agency management.
Then, “once you get him, work with him
closely. Give him the full story—a detailed
outline of your commercial objectives. Be
sure to tell him what you want to achieve,
not how to achieve it. Third, give him his
head. Be sure he has the authority and re-
sponsibility needed. Of course he’ll check
with you each step of the way. But let him
do the job.”

AFTRA Meets With Ad Agencies
To Discuss Strike at WCKY

American Federation of Television &
Radio Artists held a closed-session meet-
ing last Wednesday with executives of
about a dozen New York advertising agen-
cies for a discussion of the AFTRA strike
at WCKY Cincinnati [PERSONNEL RELA-
TIoNS, Nov. 18].

Donald Conaway, executive director of
AFTRA, later said the meeting was “very
pleasant” but declined to give details. It is
known that for the past month AFTRA has
sent memoranda to agencies on the strike
and has suggested that commercials for their
clients be taken off the air. It is reported
that Mr. Conaway invited agency repre-
sentatives to the meeting so that he might
make a similar presentation of a more per-
suasive nature to the agency executives per-
sonally,

Seven announcers, members of AFTRA,
have been on strike at WCKY since Aug. 28.
The dispute originated largely over a de-
mand by the announcers for an increase in
wages.

R. J. Reynolds Reshuffles

An executive shuffle at R. J. Reynolds
Tobacco Co., Winston-Salem, N. C., de-
scribed by a spokesman as a move to
“strengthen” the company’s * organization,
was announced last week. In the changes,
E. A. Darr, 67, president of Reynolds since
1952, was elected to a new post of vice
chairman; Bowman Gray, 50, executive vice
president since 1955, was elected to succeed
Mr. Darr and H. H. Ramm, general counsel
since 1955, was elevated to a vice presidency.
Mr. Darr reportedly will continue to be.
active in company affairs.
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Launching a bubbling new package
of 58 great feature films for ’58...




THE THIRD MAN

Joseph Cotten, Orson Welles John Payne, Randolph Scott

Winner of 3 Academy Award Winner of Academy Award nomination

nominations

<*

REBECCA
Sl

Laurence Olivier, Joan Fontaine HIGH NOON

Gary Cooper, Grace Kelly
Winner of 2. Academy Awards

and 5 nominations L Winner of 2 Academy Awards

and 5 nominations

TO THE SHORES OF TRIPOLI

and * * % 1, % _ New York Daily News,

CLAUDIA AND DAVID
Robert Young, Dorothy McGuire THE SHOCKING MISS PILGRIM

* & k%% New York Daily News Betty Grable, Dick Haymes
* k% 1%k _ New York Daily News



AND SALES WILL POUR IN

Impressive New “"Champagne Package”

THE BELLS OF ST. MARY’S
Ingrid Bergman, Bing Crosby 1
SPELLBOUND
Winner of 1 Academy Award Cary Grant, Ingrid Bergman
and 7 nominations

Winner of 1 Academy Award and
5 nominations

MY FRIEND FLICKA

THE EVE OF 5T. MARK Roddy McDowell, Rita Johnson
Vincent Price, Anne Baxter * % % % % _New York Daily News
* &k k15K New York Daily News

pLATTER

masterpiece?

gILVER

Jus 48 other f
collection of ..

ON A

these 10 P
are from fhe cholte

50th CenturyFo%

« StanieY Kramer

ic :
pavid O Setzr PO v



A MAGNIFICENT MAGNUM
of profits for you in NTA's

POP will go very large rewards for you from NTA's rare new

“Champagne Package.”

A glorious case of 58 feature films that are sure to produce
lively ratings and effervescent sales when they’re shown

on your TV station.

How can you miss — with these magnificent feature films
from the prize vineyards of 20th Century-Fox, David
O. Selznick, Stanley Kramer, and other fermenters

of choice entertainment?

So remove the cork from NTA’s important new

“Champagne Package” now. It's such a good
year — 1958 — when you can fill it with
these 58 distinguished masterpieces. Wine-

steward, champagne for all, please!

Toast, wire, Noavtionar Teterium Associates, INc.
phone, or write: '

; 60 West 55th Street, New York 19, N. Y., Plaza 7-2100

After Januvary 1st, 1958 — new address: 10 Columbus Circle, New York 19, N.Y. * JUdson 2-7300



ADVERTISERS & ABENCIES conminuen

French Ad Agency, Publicis,
Planning New York Office

European advertisers and U. S. markets
last week drew closer to one another as
Publicis, said to be France’s largest adver-
tising agency, announced plans to open a
New York office as Publicis Corp.

The agency’s founder and president,
Marcel Bleustein-Blanchet, arrived in New
York last week to lay the groundwork. He
explained Publicis Corp. does not wish to
compete with U. S. agencies “on their home

grounds,” but rather, strive to introduce |

special European clients to U. S. agencies

which will be best able to service their M

products. It also will encourage U. S. agen-
cies lacking European offices to work
through Publicis and its European Common
Market affiliates.

Publicis Corp.’s president-to-be is Bernard

Musnik, most recently with Ziv Television

" Programs Inc. Mr.
Musnik, a former
correspondent for
Radio-Cite, France’s
prominent pre-war
commercial station,
has had 17 years
vackground in broad-
casting, working with
Crosley Broadcast-
ing’s international
station, WLWO, and
later becoming vice
president in charge
of Crosley’s eastern division.

U. S. advertisers presently using the serv-
ices of Publicis (France) include Colgate-
Palmolive Co., Singer sewing machines,
Shell Oil, Chemstand Corp., and Frigidaire,
a division of General Motors.

MR. MUSNIK

Beneficial Management Quits
Reach, McClinton for Lefton

Beneficial Management Corp., Morris-
town, N. J., a spot radio user, switches
its agency from Reach, McClinton & Co,,
New York, to Al Paul Lefton Co., New
York, effective Jan. 1,

The move of the account represents a
loss of $2-2.5 million billings for Reach,
McClinton, which will be billing $14 million
this year.

Beneficial is affiliated with Beneficial Fi-
nance Co., operating more than 1,000 finan-
ce and loan offices in the U. S. and other
countries. According to <Charles Dallas
Reach, the agency’s chairman, Reach, Mc-
Clinton was “fired,” while Beneficial noted
that it felt it wanted to change agencies (the
firm was associated with the agency for the
past 11 years). Only a week before, Harold
H. Black, senior vice president, a member of
Reach, McClinton’s board and executive
committee as well as supervisor on the
Beneficial account for 10 years, had resigned
from the agency.

MBS Appoints Weiss & Geller

MBS has announced the appointment of
Weiss & Geller, N. Y., to handle its adver-
tising and “will embark upon an aggressive
advertising and promotion program on both
the trade and consumer levels.”

BROADCASTING

Just a darn minute,

Smidley.

The old gang at the frat’ll have to

woit 1ill | see thot Cascade order.

Drat it, Smid, can't you sho_ke those
1925 buying habits? This Cascode’s
important—one of the notion's top 75
h maorkets. Think of it, exclusive
television coverage in a market of over

I ° F

half a million with over a billion

lo spend. We con't overlook that

ond, by Gearge. we won't!

CASCADE

BROADCASTING COMPANY

NATIONAL REP.: WEED TELEVISION PACIFIC NORTHWEST: MOORE & ASSOCIATES

an apple for the sponsor, too! .

Miss Sally’s Romper Room, delight of the small fry set in
Washington, is the apple of the advertiser’s eye, too. ..
because it produces rich fruits in the way of adult response,
by way of moppet demand. Romper

Room (11 a.m. to noon
weekdays) has room for a
few more apple-seeking
advertisers who

want results.

8 real lively daytime programming

wmal-tv | €

maximum power on channel 7 WASHINGTON, D.C.
AN EVENING STAR STATION/ Represented by H-R Television, Inc.
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ABC-TV GOAL EVENING LEAD BY APRIL

Affiliates meet told emphasis is now on network’s programming

ABC-TV’s goal is nighttime tv audience
leadership by next April.

That objective was laid out before the
network’s primary affiliates at an all-day
meeting in Chicago Wednesday, along with
a progress report on programming and other
areas since ABC-TV set its competitive
sights on CBS-TV and NBC-TV last year.

Station managers and promotion repre-
senttatives generally expressed satisfaction
with ABC-TV’s future program plans, to
be effectuated immediately.

Where ABC-TV acknowledged a station
clearance problem as a major—if not the
No. 1 headache—in 1956, management
heads frankly emphasized programming
Iast week as the top subject on the network’s
agenda, partly because of NBC-TV and
CBS-TV claims, The consensus of the top-
level contmgent is that ABC-TV has made
good progress in the intervening year and
expects to improve its competitive position
still more at the dawn of an era that pres-
ages fewer “mn-away ratings for indi-
vidual program series. ABC-TV, pamcu—
larly, claims to have shown substantial im-
provement in markets where it competes
head-on with the other networks.

At the same time it’s conceded that,
while the network has not resolved all its
station clearance problems, the issue is less
pressing than it has been in previous years.

Underlying the harmonious sessions was
the feeling—if not the actual confirmation
this past week—that ABC-TV's executive
reins momentarily will be more definitively
thrust into the hands of Oliver Treyz, ABC-
TV vice president in charge of televi-
sion, and James T. Aubrey Ir, vice
president in charge of programming and
talent. Speculation that Messrs. Treyz
and Aubrey would be elected president
and executive vice president, respectively,
of ABC-TV was a subject of constant
corridor talk Wednesday, though the Amer-
ican Broadcasting-Paramount Theatres Inc.
board tock no formal action at its meeting
Monday. Indeed, some affiliates expected a
dramatic announcement during the Chicago
sessions.

The ABC-TV management team ad-
dressed more than 80 managers and also
promotion executives of the network’s near-
ly 100 primary affiliate stations, plus man-
agers from a handful of secondary ABC-TV
affiliates (those with basic CBS-TV or
NBC-TV contracts), at an all-day meeting
in Chicago's Sheraton-Blackstone Hotel.

It seemed evident from the closed morn-
ing session that ABC-TV still regards pro-
gramming as its No. 1 problem, despite
ratings gains on NBC-TV and CBS-TV
since 1956, with one or two sore spots in
the network schedule,

Mr. Treyz sounded the keynote, re-
minding affiliates the network has com-
mitted over $60 million in proegramming
for the 1957-58 season. By April 1958, he
asserted, ABC-TV hopes to be “the leader
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in nighttime audiences in the competitive
markets throughout the country where we
compete directly with the other two net-
works.”

ABC-TV’s biggest “gains in audience
share, Mr. Treyz claimed, have been in
live competitive markets where it knocks
heads with CBS-TV and NBC-TV. Since
November last year, he asserted, ABC-TV'’s
share of homes reached in average evening
hours has achieved a 45% increase.

“This translates to two million more Amer-
ican homes now viewing ABC programs
than last year at this time,” Mr. Treyz re-
ported.

Affiliates were apprised of this progress
of the past year, future programming plans
and, specifically, of proposed jockeying of
some present series around to better com-
pete with NBC-TV and CBS-TV.

It's understood some of the program
changes contemplated are these:

¢ The format of the Frank Sinatra show
is being overhauled in view of frankly dis-
appointing ratings, with the Sinatra series
going live Nov, 29 (Fri., 9-9:30 p.m. EST).
The plan is to televise one live program in
December and go entirely live after Jan. 1,
1958, by which time Mr. Sinatra hopes to
complete present motion picture commit-
ments,

CHAIRMAN of
Board Fred Houwink of WMAL-TV Wash-
ington (1), is filled in on the network pro-
gramming picture by Oliver Treyz vice
president of ABC-TV. =

the ABC-TV Affiliates

The Patrice Munsel show, now slotted
before Sinatra (8:30-9 p.m. EST), would
be shifted to the post-Sinatra segment (9:30-
10 p.m. EST), concurrent with the drop-
ping of Date With the Angels.

e The across-the-board American Band-
stand, a popular teenage show, is due to
be moved into the slot (Sat., 8-9 p.m. EST)
opposite NBC-TV’s Perry Como Show, re-
placing Country Music Jubilee and also
competing with equal half-hour segments
of CBS-TV’s Perry Mason Show and Dick
and the Duchess (both reported to be under
consideration for cancellation after the
present 13-week cycle).

¢ The filmed 30-minute maritime adven-
ture series, Harbourmaster, moves from
CBS-TV to ABC-TV Jan. 5, replacing
Bowling Stars (Sun., 8:30-9 p.m. EST) and
following Maverick. The film series will
appear under a new undisclosed title, it
was reported.

e Mike Wallace, controversial reporter
on Mike Wallace Interview, is slated to
emcee a new dramatic show along the lines
of the present Walter Winchell File. Plans
for perhaps a weekly series featuring Orson
Welles and a new daytime Disney property
also are on the drawing boards.

The apparent ratings success of the west-
ern Maverick series was cited by ABC-TV
management officials as an example of a
good program knocking off top competi-
tion—specifically CBS-TV’s Ed Sullivan
Show and NBC-TV’s Steve Allen Show,
along with the former’s Jack Benny Show
on the basis of ratings the past fortnight,

Specifically, station managers of ABC-TV
affiliates were commended by Leonard H,
Goldenson, president of American Broad-
casting-Paramount Theatres Inc., for ‘‘ex-
cellent” promotion efforts on behalf of
Maverick.

Overall, Mr. Goldenson attributed much
of ABC-TV’s success to excellent coopera-
tion by affiliates and asserted: “We have
a great team at ABC-TV and with their
enthusiasm and drive, together with the
support we can give them, they will make
ABC-TV the No. 1 network.”

Mr. Goldenson also reviewed the net-
work’s facilities expansion plans, particu-
larly its acquisition of properties on West
66th Street adjacent to its headquarters of-
fices in New York City. The network also
has completed construction of a theatre
within its New York tv center designed to
accommodate live audiences for network
shows [NETWORKS, Nov. 11, Oct. 14].

ABC-TV’s new specific goal, aside from
leadership in nighttime viewing in directly
competitive markets with NBC-TV and
CBS-TV, is to make it “the No. 1 network
in 85 out of 100 American television
homes,” according to Mr. Treyz. He hoped
this objective can be achieved by next April
(or about the end of the second I3-week
cycle in the 1957-58 season).

This timetable, presumably, reflects Mr.
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Treyz’ well-known observation that despite
early-season ratings claims by NBC-TV
[NeTworks, Sept. 16], “the public is the
jury and the 1957-58 jury is still out.”
“QOur objective also is to distribute the
best programs to the most viewers at the
least cost to advertisers,” Mr. Treyz em-
phasized. He told affiliates, alluding to the
April target date, that “with your help and
ABC’s continued strong programming and
promotion, we can narrow the gap and
then eliminate it entirely by next April.”

Included with Maverick and American
Bandstand in the ABC-TV program prog-
ress report, given by James T. Aubrey Ir,,
vice president in charge of programming
and talent, was the Walter Winchell File
(Wed., 9:30-10 p.m. EST), produced by
Desilu Productions. Affiliates also were as-
sured that Disneyland will be beefed up in
the coming months with fresh ideas from
the shop of Walt Disney.

Attending the ABC-TV affiliates meeting
were Desi Arnaz, Desilu Productions; Mr.
Winchell, and representatives (including
Walt Disney Productions) for such proper-
ties as Disneyland, Maverick and Tomb-
stone Territory and for ABC-TV and Amer-
ican Broadcasting Network (BBDO).

Station managers also were introduced to
Thomas W. Moore, new ABC-TV vice presi-
dent in charge of sales, who solicited their
support “by way of your suggestions, your
prospects and your criticisms.” He added,
“I am the greatest beneficiary of today’s
meeting—I have received a great educa-
tion.” Affiliates werc told that ABC-TV
saleswise hopes to catch up with NBC-TV
and at least close the gap with CBS-TV in
succeeding months.

Programming support in terms of adver-
tising, promoticn, publicity and exploitation
was outlined in the afternoon session by
,Dean Linger, advertising-promotion direc-
tor, Michael J. Foster, vice president in
charge of press information, and Sig Mesi-
bov, exploitation chief. The meeting was
opened by Al Eckman, ABC vice president
in charge of station relations.

i The network contingent also included

Don Coyle, sales development and research
vice president, and Don Shaw, station clear-
ances director. ABC-TV executives from
the network’s various o&o station cities also
were in attendance.

The special co-op advertising and promo-
tion program, designed to give stations aid
on a par with assistance being given affili-
ates of CBS-TV and NBC-TV, provided a
healthy stimulant to ABC-TV's affiliate
delegates. Stations would pay. half the cost
(along conventional 50-50 co-op lines) and
receive basic newspaper mat and other
materials in a move to buttress the net-
work’s Wednesday and Friday evening pro-
gram schedules, which overall includes
Disneyland, Tombstone Territory, Adven-
tures of Ozzie & Harriet, Walter Winchell
File, Wednesday Night Fights, Rin Tin Tin,
Jim Bowie, Patrice Munsel Show and the
Frank Sinatra Show.

The ABC-TV Stations Affiliates Assn.,
headed by Frederick Houwink, WMAL-TV
Washington, D. C., met Thursday. Other
board members of the affiliates board are
Harry Lebrun, WLWA (TV) Atlanta, Ga.;
Joseph Hladky, KCRG-TV Cedar Rapids,
Towa; Joseph Drilling, KIEO-TV Fresno,
Calif., all officers, and Joseph Bernard,
KTVI (TV) St. Louis, Mo.; Donald Davis,
KMBC-TV Kansas City; Joseph Herold,
KBTV (TV) Denver, Colo.; J. W. Mc-
Gough, WTVN-TV Columbus, Ohio, and
Willard Walbridge, KTRK-TV Housten,
Tex.

Some station affiliates reported healthy
audience reaction to the network’s Amer-
ican Bandstand (Mon.-Fri., 3-4:30 p.m.)
and others indicated they'd like to carry
the full 90 minutes, instead of only part
of it as at present.

The ABC-TV affiliates board, meeting
Thursday afternoon at the Ambassador East
Hotel, discussed several subjects, under Mr.
Houwink's chairmanship. It also set another

meeting for Miami Beach, Fla., sometime’

next January—probably Jan. 8-9, to be fol-
lowed by an all-day meeting Jan. 10 with
the ABC management contingent.

MARLOW'S TRAGICALL

Producer Michael Marlow of CBS’
Capitol Cloakroom—Ilike most public
affairs producers—sometimes has a hard
time getting a show off the ground. Last
Monday it was a matter of getting the
star guest back on the ground from a
fogbound airplane.

That, however, was only the climactic
problem in a day that played the pro-
ducer false from the start. He had sched-
uled Dr. Howard L. Bevis, chairman of
the President's committee on scientists

It didn’t really set back the network
team when, at the last minute, Dr. Bevis
had to fly to Columbus, Ohio, for a
meeting. This would be a two-city, re-
corded origination. And it almost was,

and engineers. for that night’s show.,

HISTORY OF DR. BEVIS

except that recording, started at 4:30
p-m., had to stop at 4:37, when lines
went dead. By the time the hookup was
restored, Dr. Bevis had left Columbus
to fly back to Washington.

Mr. Marlow arranged to meet him at
the airport for a quick trip back to
CBS studios that evening. He also hedged
against fate by persuading Sen. George
D. Aiken (R-Vt) to stand by that night
at the studios. Mr. Marlow stood by at
National Airport, as the plane circled
over the soup. At 9:30, Sen. Aiken
went on the air with CBS newsmen
Griffing Bancroft, Bill Downs and George
Herman. Capitol Cloakroom got off the
ground without Dr, Bevis. He was still
in the air, flying to Philadelphia to land.
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AB-PT Sets 25 Cents Dividend
For Common, Preferred Stock

American Broadcasting-Paramount The-
atres announced last week that the board of
directors has declared dividends of $0.25
per share on the outstanding common stock
and $0.25 per share on the outstanding pre-
ferred stock of the corporation, payable
Dec. 20 to holders of record on Nov. 29,
1957, according to Leonard H. Goldenson,
AB-PT president. A year-end extra dividend
was not considered at this time last year,
Mr. Goidenson said. As reported in October,
nine-month earnings were $0.91 a share
compared with $1.31 a share in 1956. Pres-
ent projection for the fourth quarter is lower

. than last year, he said. ABC-TV earnings

are ahead for the quarter but not enough
to offset the decline in theatre business as
a result of a lack of box office pictures in
the fourth quarter and the effect of the flu
epidemic on theatre attendance; and the cost
necessarily incurred during this quarter in
creating a new program structure for Ameri-
can Broadcasting Network, AB-PT reported.

CBS-TV Affiliates Assn. Sets
Jan. 13-14 Meeting in D. C.

The CBS Television Affiliates Assn. will
hold its fourth general conference Jan. 13-
14 in Washington D. C., at the Shoreham
Hotel with network executives reporting on
activities and future plans.

C. Howard lLane, KOIN-TV Portland,
Ore., and chairman of the association and
CBS-TV President Merle Jones will open
the meeting on the morning of Jan. 13,
Talks will follow by CBS-TV's William B.
Lodge, vice president of station relations
and engineering; Sig Mickelson, CBS Inc.
vice president of news and public affairs;
CBS-TV's John P. Cowden, operations di-
rector of advertising and sales promotion,
and Charles J. Oppenheim, director of in-
formation services. A banquet will be held
that evening in the hotel.

At sessions the next day, CBS-TV speak-
ers will include William H. Hylan, vice presi-
dent of sales administration and Hubbell
Robinson Jr., executive vice president in
charge of network programs. A closed ses-
sien in the morning will be conducted by
Mr. Lane, and Edmund C. Bunker, CBS-TV
vice president and director of station rela-
tions. A panel discussion will conclude the
program.

Adman Sues NBC Over Program

Barry Farnol, radio-tv director of Dubin,
Feldman & Kahn, Pittsburgh, Pa., advertis-
ing agency, and speech instructor at the U.
of Pittsburgh, is suing NBC for piracy of a
program ided. He has asked the U. S. Dis-
trict Court in Pittsburgh to enjoin NBC
from telecasting What's It For? (Sat., 10-
10:30 p.m. EST), and he seeks $2.5 million
in damages.

According to his lawyer, Mr. Farnol in
1952 originated an idea for a panel tv show
about new inventions and to be called
What's It For? He made presentations to
agencies and advertisers in New York and
Philadelphia without success, it was re-
ported.
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Uncle Mike’'s

CHILDREN'S|
THEATRE

5:'15 to 5:55 pm
Monday through Friday

packed full

of everything
that CHILDREN
love to see !

S

WBEN-TV's 40 MINUTE HOUR!

Western New York's younger folks find Uncle Mike's
CHILDREN'S THEATRE Buffalo’s fullest forty-minutes
of television. Results prove this to be so.

For the multi-voiced. many faceted Mike Mearian has
captured a loyal and large following in his web of
whimsy every weekday on Channel 4. Children love his
many characterizations; his puppet friends, Buttons,
Bows and Monk; and the daily cliff-hanging cpisode of
“Ramar of the Jungle” that Uncle Mike features on
every show.

Products that have found this a fertile field to cultivate
include chocolate milk fortifiers, breakfast cereals, can-
dies, hobby sets, children’s clothes and shoes and desserts.
CHILDREN'S THEATRE was recently extended to add
more fun for the youngsters. It also adds more spot-
time for sponsors who want to win little friends and
influence little people.

HARRINGTON, RIGHTER & PARSONS — our
national representatives — or our sales department will
be happy to fill you in on the facts and figures.

WBEN-TV

CBS IN BUFFALO
YOUR DOLLARS COUNT FOR MORE ON CHANNEL
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LISTENERS PREFER CBS RADIO—CBS

® Survey indicates network-owned stations top others
® Network cites three different appeals found in radio

CBS-owned radio stations command more
attentive listening and are credited with
greater believability by their listeners than
are their leading independent station com-
petitors, according to conclusions drawn by
CBS Radio last week from a survey con-
ducted for it by Motivation Analysis Inc.

The survey compared—in terms of listen-
ér attitude—the six CBS-owned radio sta-
tions with “the leading independent station”
in each of the six markets in which CBS
owns an am outlet. MAI made the study
last spring, interviewing 1,202 listeners in
the six cities— New York, Boston, Chicago,
St. Louis, Los Angeles and San Francisco.

The interviewees were divided into three
matched groups: (1) CBS-owned station
“fans,” composed of persons who listened to
radio more than 30 minutes a day and who
spent more than half of their listening time
with a CBS-owned station; (2) independent
station “fans” or persons who listened more
than half an hour per day, most of it with
the independent station involved in the com-
parison, and (3) persons who spent more than
half of their listening time tuned to either
the CBS-owned station or the independent.
While the minimum listening time for a fan
was a half hour, the survey found median
listening time was more than three hours.

Jules Dundes, CBS Radio vice president
in charge of station administration, noted
that the survey was designed to determine:

(1) Do listeners pay closer attention to
some stations than to others? (2) Do they
distinguish among stations, regarding some
more favorably than others? (3) Are listen-
ers more likely to believe some stations
than others?

Mr, Dundes said the answer to all three
was “yes,” with the advantage on the side
of the CBS-owned station in each case.
The survey showed, he said, that radio
has three different appeals. Some consider
radio as “a friend,” some tune in to get
information, and some like it for back-
ground sound.

Counting the first two groups as “fore-
ground listeners,” the study showed that
71% of CBS-owned station “fans” are in the
foreground or “attentive” group and 29%
in the background category, as against 18%
of the independent station “fans” who
gave foreground reasons and 82% who
reported background listening. Among those
who listened to both stations, the back-
ground and foreground groups were di-
vided 50-50.

Asked why they prefer the station they
hear most, 78% of the independent sta-
tion fans and 69% of those who listened
to both stations cited music. Some 26%
of the CBS-owned station fans and 27%
of the “both™ group gave music as the
reason for listening to the CBS oulet.

A total of 57% of the CBS station fans
said they preferred that station because of
its personalities, while 19% of the inde-
pendent station fans said they were moti-
vated by a liking of the independent sta-
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tion's personalities. An even half of the
“both” group said personalities were the
reason for liking the CBS station, as against
11% who voted for the independent sta-
tion on that basis.

Among most-liked programs, 44% of the
CBS station fans and 26% of the inde-
pendent-station fans named news. Drama
also was found to have high appeal among
CBS station fans, being named by 27%
as the reason for listening, compared to
9% who said they listened to the independ-
ent station because of its drama program-
ming.

Almost all (98%) of the CBS station
fans considered that station “big” as against
58% of the independent-station fans who
regarded their favorite outlet as *“big.”
CBS Radio interpreted the various replies
to mean that in listeners' opinions, “net-
work,” “big” and *“good” are synonymous.

Asked to describe their favorite station
as either “authoritative” or ‘“non-authori-
tative,” 89% of the CBS stations’ fans voted
“authoritative” as compared to 69% in
the case of the independents’ fans. Of the
group that listened to both stations, 88%
considered the CBS station “authoritative”
as against 65% voting the independent
“authoritative.”

Listeners also were asked: “If you heard
conflicting accounts of the same incident on
different stations, which station would you
believe?” The report showed, officials said,
that among listeners to both stations—the
only group apt to hear both accounts—53%
said they would believe the independent sta-
tion.

When this question was sharpened to
cover the believability of commercials, 48%
voted for the CBS station, 15% for the in-
dependent, 15% for “neither,” 18% for
“both” and 4% had no opinion. Asked
which one station had “the most believable
commercials,” 41% of the listeners to both
stations voted for the CBS outlet while
13% voted for the independent (30% said
“no single station™).<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>