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15th year of publication

MAGAZINE

" 1 s Pt F

_”l

<« Yhe Significance of Louis G. Cowans’ ap-
pointment as president of the CBS-TV network.
An analysis of what Jack Paar’s success

means to late night network programming. »

Other highlights: The Fighting Independents
(Part t) . . . How Do You Compare Media
Costs? . . . British TV (Part 1) . . Radio

Study: Radio Music—Who Listens to What?

A

-advertising medium

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

Brovidence KTBS-TV ........ Shreveport
Raleigh-Durham WNDU-TV . South Bend-Elkhart
. .Sacramento KREM-TV ... ..

fuquerque WFAA-TY .. .........Dallas WHTN-TV KSTP-TV. . Minncapolis-St. Paul WIJAR-TV .......

+ 8 . Atlonte } Huntington-Charleston Nashville
..................... Little Rock . '

* pkersfield WNEM-TV . . . . . flint-Bay City ~+ovaa .. . Norfolk

o ?om"w'e ...... fFort Wayne iami KMTV .............Omaha WOAI-TV .. ..., San Antonio KOTV ...............

Bl (Chicago KPRC.TV .. ... Houston WISNLTY o Wit i STV L. Wichit
4 -Chlcago KPRC-TV ... ....... Houston WISN-TV . ...... B ....San Diego KARD-TV o

Television Division

Edward Petry & Co., Inc.

The Original Station Representative )
New York « Chicago = Atlanta « Boston « Detroit = Los Angeles = San Francisco = St. Louis
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Every Way You Look 7 T¢-
DES MOINES, lowa
Prefers

KRNT:1TV

#1 A The Station Most People Watch Most!

New DEPTH

Il A The Station Most People, by Far

‘1
’I

Depend on for Accurate News!

i1 A The Station With Far and Away the

Study e
PROVES

I  Most BELIEVABLE Personalities! It/ New ARB

%! This Central Surveys study reveals Shows I, TOO

1‘ many interesting facts that show

) without question KRNT-TV is the

it one to use to get the kind of results

e an advertiser must get these days.
KATZ has the NEW — the Over 50%
TRUE — facts on television Named KRNT-TV
viewing in Des Moines. ..
Ask them for your copy. Personalities

EXCLUSIVELY!

Central Surveys has been engaged in
nation-wide market research and public
opinion surveys for over 20 years.
Among the more than 200 clients are
many PUBLIC UTILITY companies. List
shown on request.

Compare that to the other
stations' total of 6%
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" IDENTIFICATION ,.f
through sole sponsorship
of top-flight, half-
hour programming from
20th Century-Fox and
Desilu Studios, two of
the foremost producers of

film entertainment.

-

SATURATION

in an initial line-up of 115
TV stations, reaching
96.9% of U.S, TV homes,
accounting \f@)r‘SSfG%
of all U.S. retail sales.

i ree %R;pgrams,na‘ I "
_ three.different'times, . - ' -
| reaching three diffejent -~ 1 k]
-.--"-t‘ele\‘risio‘r“f_éuﬁﬁél;éé’é;. . o - ] =N
CRoRm - I AT 4
:-‘-‘. "J.{I"*;_bi.".n': x . 5

FLEXIBILITY
thanks to no “must-buy”
station lists, providing
greater adjustability

to your own sales

and distribution pattern.

LOWER COSTS
in the elimination of
costly coaxial cables. ,.and

s th,roug.h‘ the lower time

. charges of NTA’s Film

wwweamericanradiohistorv. cam
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eica’s newest media concept . ..

1TULTI-VISION

sists of three great television programs, reaching
1 «different audiences, at three different times. ..
i Jding the nation’s advertisers and their agencies

1ive virtues not obtainable with just one program.

‘#1:ning IDENTIFICATION for the sponsor,
IF!-I‘I-VISION produces SATURATION and
NTRATION...with wider FLEXIBILITY...
is at much LOWER COST... in prime

Wi late time, and day-time.

i lera'when every dollar must stretch as far as pos-
% {for maximum impact, MULTI-VISION enables
“itisers and their agencies to spread their sales

‘=iges over a maximum number of unduplicated
i

television homes at a lower expenditure than ever be-
fore. The practical response to today’s needs of spon-
sors...beset by split audiences, split sponsorship and
murderously high costs...it’s an integrated solution to

these formerly insoluble problems.

If you’re a television sponsor who finds the wired TV
networks becoming increasingly unsuited to your

needs, look into this new frontier in network television

open to you now in the multi-visual approach of the

NTA Film Network.

Visible conclusion: today, display some MULTI-VISION
of your own...and hear the full story of this far-sighted

new concept from...

] i NTA FILM NETWORK

Coliseum Tower, 10 Columbus Circle, New York 19, N. Y. JUdson 2-7300°

L Netweek. fam www americanradiohistorv com

e
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15th year of publication

TELEVISION

Vy

NETWORKS IN FERMENT ... .. .ot 44
The significance of Lou Cowan’s appoiniment as president of
CBS-TV Network
Tie FIGHTING INDEPENDENTS .. ... ..itininninnannnnnn 48
Just how well do the independents stand up against the networks
CARReL oF FirsT NationaL City Bank ... ... ... 50
Building o new “brand image” of the banker on TV
How Do You Comrare Mepia Costs? ................ 52
C-p-m comparisons, though odious, have to be lived with
THE Late Nicar Procrant BATTLE ... ... ... ORI e 54
Jack Paar’s rating record shows the strength of late night net-
work programming
Britisa TV: Most DEFINITELY COMMERCIAL .. ......... 56
Since commercial TV started a few years ago, British agencies
have undergone radical change
How Do You SEiL 10 A CHILD? ... ... ... ... ...... 61
The Ideal Toy Company uses TV to reach both parenis and child
Brann AwAreNESS: A Stupy v Trenos ... ... ... b bl 65
Dentifrices, TV sets, small household appliances, watches and
jewelry in Los Angeles
Ranto Stuny: WiHo ListeENs To WHAT? .. ... ... ..., 71
The results of a survey sponsored by wuo Des Moines on
listener atiitudes to radio music
Focus oN Busingss . ... .. 8
RATID WAABNIN: o - am: o EEBTm: 0- - - raed o e im d pu' 13
Revort oN Svor ... L MNP BT i K 20
Focus GNPEOFER ... .6is . fatons: b nobheg B Ead Bs 29
RIUNTINGEONI sdbows fqaalh  Bnnwaaedvdur smmd NSl 31
A inonthly column by George . Huniington, assistant o oh
president of Tl
Hinvy ... ... ... B D R sy e e s 32
A monthly column conducted by Elligt Henry, Jr., presidens of
Uroadcasiers Promolion Association
SWEENTE i eoas Wik o i ns ddmsa ot 058 k6 g h e b a0A 4 37
A monmthly column by Kevin I8, Sweency, presidens of RAR
BLCNIAREAN o1 mmr ss'o's's <0 056 8 bad SHAE 5. (e rb Shniyy 29
A monthly column by Harry McMahan, v.p., Leo Burnets Co.
RuchIvik CRCULATION VOR JUNE . ..ot 83
lidependens seicount estinates for all TV markots
EMTOREAE onia. smrdsnivisgdssveeds AL ! e s : reni 112

wwWwW americanradiohistorvy com

MAGAZINE

OUTLOOK FOR FILM: Ne
month TELEVISION MAGAZINE wj
carry a comprehensive report ¢
all aspects of this increasingly ir
portant area of programming. i
article will evaluate the chang
that have occurred during the pa
year and indicate the prospects fi
the future. Other highlights . .
Part Il of “The Fighting Ind
pendents”—what part do sym
caled film and live programmi
play in the battle for audience?.
An analysis of next season’s pt
gramming structure. Radio Stud
A major report on the out-of-hor
radio audience.

Frederick A. Kugel, Editor and Publis
Herman W. Land, V.P. & Executive Ed
Leon Maorse, Senlor Eit
Nial Quinfan, Managing Editor
John Watson, Associate Ed
Barbara Landsberg, Departments Editor
Robert Garsen, Director of Resea:
Harry Wayne McMahan, Howard Ketch
Contributing Editors

Robert Lewis, Vice President
Jack L. Blas, Business Mand
Ruth Leftott, Ottice Manager
Harriotte Weinberg, Cliculation Mant

Published monthly by the Frederick I'S'
Company, Inc. Executive, editorlal, C’d|
fion and advertising Offices: 4 -%L
Avs., New York 17, N.Y. Telephone-| '
3-9944. Single copy, 50 conts. Yearvos-
scriptions in the Unlted States, its pen
sions, ond nations of the Pan ?mwh
Unlon, $5.00; In Canoda, $5.50 9?‘" l
$6.00. Printlng Oftice: 50 Emmé
Bristol, Connecticut. Roentored 05| i
class matter at Bristol, Conn, Editorid f[
fent may not be reproduced In OI%VSB
without ~permlssion. Copyright
Frederick Kugel Co., Inc.

Membor of Business Publlcntloﬂ’_'
Audit of Cliculation, Int.

B\
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"/77”? Still is. In television the competition never lets up. It keeps going

§

4

day and night, 52 weeks a year. And each year it gets tougher.

With the final Nielsen Report now in for the October to April
season (the period of peak audience competition among networks)
it is now clear that all three networks have delivered larger
audiences than ever—an average of 14% more at night and 15%

more during the day.

It is also clear that during this season the CBS Television Network

—again attracted the largest average audiences in broadecasting—
816,000 more homes at night and 115,000 more homes during the

day than any other network with a full daytime schedule

—achieved the season’s largest audience for a single program—

the 23 million homes that watched a Lucille Ball-Desi Arnaz show

—presented more of the most popular programs than any other

network—a monthly average of 6 of the top 10

—won the largest number of program awards for adding new
dimensions to the presentation of entertainment and the promotion

of public information and understanding—a total of 60

—earned a 16% larger investment from advertisers than the

second largest advertising medium.

Whether you consider it in terms of the biggest audiences, the
most important awards, or the largest advertising investment, the

decision is plain. The winner and still champion in every round,

as it has been for the last 68 consecutive Nielsen Reports, is still. ..

THE CBS TELEVISION NETWORK

wWwWw . americanradiohistorv.com
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June, 1958

By the end of the first quarter, the
effects of the current recession are-
still not apparent in network gross
billings. Three-month billings for
1958 stood 13.5% above 1957, ac-
cording to LNA-BAR reports,
$143.704,116 against $126,540,-
198. Billings for March were over
%6 million higher than last year,
as the figures on the right indicate.
Longer lineups and rate increases
account for an important share of
the rise.

Audience levels continue to rise,
the first quarter of 1958 showing
an 11% increase in the average
evening program audience and a
15% jump in daytime. Average
weekday program reaches 542.000

focus on BUSINES

millions 1956 i 1957 c—— 1958 HsEsseEss
55 T T F ]
1 ST N N * J]
50 ——
° ’ |
—-“: A '—'0 T - 1
45 ""'0.' ' ]  — ;,.—l—,
N ; T
ssyl=l— L |- T4
JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

WEEKDAY-DAYTIME SETS-IN-USE- FOR MARCH

March ‘58
ABC $ 9,402,407 $ 6,84
CBS 21,211,070 20,17
NBC 18,845,860 16,631

Total $49,459,337

Source: LNA—|
As released by

more homes, according to Nielsen FOR NETWORK
ﬁgures released by TVB, and aver- FOR SPOT BUYERS: 9% Sets-in-use by Local Time % BUYERS:

> Rt 3 : - o Sets-in-use by E
age evening programs, 751,000. Hour Eastern Time Zone. | Central Time Zone } Pacific Time Zone Total U.S.

In 1957, according to another 7 am - A0 o8 3.6 3.0 N
TvB report, there were 1,287 ad- 8 AM 15.7 15.9 5.5 10.5
vertisers whose expenditures in 9 AM 14.2 UEkL) % 124 !

10 AM 13.7 22.1 8.6 121
spot TV exceeded $20,000. There n :M 21.3 19.6 14.2 19.0
were 89 who invested more than $1 NOON 25.5 21.4 16.2 21.0
million. Nighttime received an es- 1 g 162 18.7 U s -
. d . 2 PM 13.3 18.8 8.2 14.8
timated 57.8%  of these expendi- 3 PM 17.4 22.1 12.2 | 17.4
tures, by daypart, and announce- 4 PM 27.3 26.1 16.7 23.5
menls 44.57 by type of purchase. Source: ARB, MA
13
WEEKDAY-NIGHTTIME SETS-IN-USE FOR MARCH i
FOR NETWORK |
FOR SPOT BUYERS: 9% Sets-in-use by Lacal Time BUYERS: ‘I‘
9% Sets-in-use by E i
Hour Eastern Time Zone | Central Time Zone | Pacific Time Zone Total US.
MAY 1, 1958 _ nome st e -
S r— o 5 PM 31.5 28.1 23.0 26.5
V-channel markets ... ... .. .. ... 135 6 PM 38.7 46.0 46.7 31.8
2-channel markets ... ... 65 7 PM 48.2 66.2 66.5 43.7
3-channel morkets ... ... ... .. 46 8 PM 66.8 70.2 72.9 611
4- (or mare)- channel morkets ... ... 18 9 PM 68.6 67.1 66.8 66.5
o N = 10 PM 55.9 47.4 50.2 61.3
11 PM 334 19.2 19.9 43.7
::::.L::zze::a{a;,;; B PY 264 MIDNIGHT 13.8 6.1 8.2 23.2
5. & possessions . 504 Source: ARB, March, | T956
Number of U.S. TV homes . 42,849,000 —I r
% of U.S. homes owning TV sets . . 85.19,

. y

1957 cos— 1958 ananmnmm

Source: TELEVISION MAGAZINE ) ol
February 1958 index: $3:

] 1 This graph traces the trend i
4.50 - B c-p-m per commercial minute of
4.25 | a representative network halz
. [ T hour. Based on all sponsored:
4.00 i shows telecast 9:30-10 PMu
B 375 | N.Y.T., during the ARB rat!:z
‘58 - ) week, it provides a continul
e Lo 3.50 yardstick of the performance @
. nighttime TV. This index Is ob-
Production 416,903 559,842 3.25 tained by dividing the total costs
| of the programs by the total
- 100 number of homes reached W{
2.75 L these shows, then dividing ﬂ_':
Retoil Soles 416,756 534,115 . | l by the number of commercial
2.50 . - —-- -1 minutes. :
= 225 | l | l l Sources: ARB, "
. TELEVISION MAGAZI
JAN FEB MAR APR MAY JUN JUL AUG SEP OCT .NOV.DEC
Source: EIA
|
8 TELEVISION MAGAZINE °* JUNE 1 i

WWW_americanradiohistorv.com
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STATION IDENTIFICATION
IN OMAHA!

Omahans don’t pause for station identification . . .
they look up. .. to the new KMTV Weather Tower.
This spectacular 550-foot Omaha landmark is visible

1 *Instant bBytter-Nut Coffee uses the tower for 15 miles.
Q to combine community service and : :
B ccinctive sa,esmans;%p in presenting -O-ne hundred feet of multx-colo.re-d lights flash
20 Instant Weather Forecasts each week Official Weather Bureau forecasts. Civil Defense uses
on Channel 3. The tower is known as the tower to give tornado warnings.*

9 the Instant Butter-N . . . . . .
SRR vtezhiiaV eathier Tawer In the air. .. or on the air, with viewers and with

advertisers, in ratings and in civic reputation...
station identification in Omaha means KMTYV.

c c Wal sasic nBC-TV BASIC NBC
MAXIMUM POWER MAXIMUM POWER
Affiliated with NBC Radio in Omaha o o o o

Represented by Edw. Petry & Co., Inc.

= wwWwW americanradiohistorv com
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FABULOUS

NP

We knew these first TARGET ratings
would be fabulous! It's just the

| beginning. TARGET is terrific in
over 100 markets. [t still may be
available in yours.
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BRC-TV Thurs. 9:00 P.M.
)

‘»ats: Wyatt Earp, Perry Mason,
dirns & Allen, Wells Fargo, Groucho
arx, Steve Allen, Loretta Young,

nah Shore, Playhouse 90, Chey-
ne and many others.

Pulse Apr. '58

B OI S E

“ <BOI-TV Fri. 9:30 P.M.

23.7

feats: Twenty One, Dinah Shore

teve Allen, The Millionaire,

(heatre, People Are Funny, U.S. Steel
J pour, Robin Hood, Big Record, Your
& lit Parade, and many others.

ARB Apr. '58

WEEK AFTER WEEK. ..

CESAR ROMERO

DAVID BRIAN
GENE BARRY
HOWARD DUFF

\

SCORES BULLSEYES
IN FIRST SHOWING

DENVER

KLZ-TV Sat. 8:30 P.M.

LAS VEGAS

KLAS-TV Fri. 9:30 P.M.

208 Y 235

Beats: Lawrence Welk, Father Knows
Best, Dragnet, Burns & Allen, The
Millionaire, Climax, Zorro, Studio
One, | Love Lucy, People Are Funny,
and many others.

ARB Apr. '58

©

PORTLAND

KOIN-TV Tues. 10:00 P.M.

179

Beats preceding and following shows
and tops: Colt .45, Your Hit Parade,
Jim Bowie, Alcoa Theatre, Amateur
Hour, Truth or Consequences, Top
Dollar, Navy Log and Patrice Munsel.

Pulse Apr. '58

GREAT STARS! GREAT IMPACT STORIES!

PAT O'BRIEN MARIA RIVA
JOHN IRELAND
BONITA GRANVILLE STEVE McNALLY
MARIE WINDSOR
HANS CONRIED
SKIP HOMEIER

LOLA ALBRIGHT

KENT TAYLOR

NEVILLE BRAND

HUGH MARLOWE
ADOLPHE MENJOU, Host

. and many more.

Beats: Thin Man, Shirley Temple's
Storybook, Schlitz Playhouse, Kraft
Theatre, Studio One, Zorro, The Mil-
lionaire, Welk's Top Tunes, Lawrence
Welk, Big Record and many others.

ARB Arp. '58.

@ CHARLESTON, S

WUSN-TV Tues. 7:00 P.M.

19.2

Beats: $64.000 Challenge, Thin Man,
Top Dollar, Rosemary Clooney, Studio
One, Your Hit Parade, 20th Century,
Jane Wyman Presents, Frank Sinatra
and Amateur Hour.

ARB Apr. ‘58

( 33/?&&2{&72-

. C.
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chasing power...

Listens most to Radio Miami WGBS!

Pulse figures* reveal that in every time segment, Monday 3 =
through Friday, WGBS is a close second in yeuarly average rié‘
share of audience 6:00 a.m. to 6:00 p.m. and tied for first CH

“Famous on the local sce

6:00 p.m. to midnight. Comparing programming, you’ll A
agree that WGBS is number one radio with the mature -
audience that buys on the 2-billion dollar Florida Gold
Coast. There’s only one reason, for example, why *“blue chip”
advertisers have maintained consistent schedules on WGBS
for ten years and more: Sales Results. Balanced program-
ming such as “Million Dollar Music,” fast accurate news
as it happens around the clock, and the top CBS features
have attracted this big, buying audience. T'ake advantage
of this potential power to purchase—reach it through the
50,000 watts of Radio Miami WGRBS!

*Yearly average of share of radio audience

VW04
fos i
% s
Copprs’
WGBS WuwW WJIBK wWIiBG WWVA WAGA WSPD

Miami Cleveland Detroit Philadelphia Wheeling Atlanta Toledo
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RADIO
WRAP-UP

° TOP 100 SPONSORS ACTIVE IN FIRST QUARTER

di2r 75% of the top 100 national advertisers who can use

e

¢l

e

or
.

Iy

ki

(liquor companies cannot) were active in the medium
g the first quarter of 1958, according to a special study
ed by the Radio Advertising Bureau. In precise figures,
it of the top 95—the remaining five heing the liquor
anies—used either spot or network radio.

least 1,000 companies invested in the medium during
rst three months of the current vear, the RAB study
ts. The majority of these, 760, used spot only; 133 used
rk only: and 97 used a combination of hoth.

e five leading spot advertisers, not necessarily in this
i, were American Tobacco, Ford Motor Co., General
s, Lever Bros. and R. J. Reynolds. The top five on the
»rks were Bristol-Myers, Colgate-Palmolive, Ford, Grove
ratories and Lever Brothers.

e RAB study is announced as a pilot for a proposed
s of quarterly reports listing all spot and network radio
ts. It lists advertisers alphabetically, without referring
eir dollar expenditures. The five leading investors in

WiU7 QUARTER 1958 NATIONAL SPOT RADIOADVERTISERS—

BY CATEGORY

Cl-ification No. Brands % of Total
owlture . ... .. 54, . 6.3
“i Beer & Wine .. ... .. ..... . ..., 54. .. 6.3
Lriements S ... 100 1.2
Milonces . ... . ... .. ........ ... ... 15181 1.8
|&vimotive . .. ... 29. 3.4
B jng Material ... ... ... ... .. ...... 8 .9
£l ing, Apparel, Accessories ... ... Lo 9. . 1.0
Leoctions & Soft Drinks . ... .......... 24 . . 2.8
Laumer Services . ... ... .. ... . ...... .. 23..... .. 2.7
B 81 .95
e 18... .. L 2.1
i#4 & Grocery
¢ ‘od & Grocery Products . . . . .. S .. 11, .....129
¥ ‘eod, Cake & Flour .......... . 46, ... 5.4
' soking Ingredients & Condiments . . .. ... 29. ... 34
" offee & Tea ... ......... . ... ..., 26 ... ... 3.1
Y oairy Products ... ... ... 20. .. .. .. 2.3
" eat Products .. .. .. .. ... . ..... .. 14. . . 1.6
@ god Chains . . ... ... ... ... ....... 4. -
' &line & Lubricants ... ... ... ... ... .. K I 3.6
:ral Household Products . ... ... . ... .. 27 ... ... 3.2
Hiehold Cleansers S e W .. 42....... 48
L s o o g 2an s . W 2
PProduces ... (S e — 1.0
fcations .. .. ... ... .. .. . ... 13 e 1l 1.5
T‘IIOI‘\ .............. 2461 5 v e 3.0
_cco Products . ... ... ... ... ... .. 250 Mol I | 2.9
‘Bt Requisites . . . .. .. ... ... ... 45. . . 5.2
Thspartation & Travel . ... .. ... ..... 33....... 3.9
“Yeches & derdlny - e T 6. . 7
ellaneous .. ... .. ... ... ... 2L T, 2.8

vf*vmon MAGAZINE < JUNE 1958

I

e

A monthly review of events in

network and national spot radio

RADIO SETS-IN-USE (IN HOME ONLY)
NIELSON, FEBRUARY 1958

%

Number of Radio Homes

Hour™ Homes Using Radio
6 am.- 7 a.m. . 2,825,000 ... .. 5.8

7 a.m.- 8 am. 6,428,000 13.2

8 am- 9 am. 8,084,000 16.6

9 am.-10 a.m. 7,062,000 14.5

10 am.-11 a.m 6,721,000 13.8
1l a.m.-12 noon 5,990,000 12.3
12 noon- 1 p.m. ... 6,769,000 13.9
I pm- 2 p.m. . 6,769,000 13.9

2 pm- 3 pm. ... .. 5,601,000 11.5

3 pm-4pm. ... . 5,162,000 10.6

4 pm.-5pm. ...... . 4,627,000 9.5

5Spm.-6pm. ... 4,967,000 10.2

6 pm.- 7 pm. . . 5,065,000 10.4

7 pm.- 8 pm. . 4,140,000 8.5

8 pm.- 9 pm 3,409,000 7.0

9 p.m.-10 p.m. 3,019,000 6.2

10 pm.-11 p.m. 2,825,000 5.8
11 o.m.-12 mid. 2,484,000 5.1

*Mon-Fri. average before 6 p.m.; Sun.-Sat., 6 p.m. and after.

AVERAGE HOURS RADIO USAGE
PER HOME PER DAY

Month Hours
October, 1956 .. ...... .. ....... 2.01
November . ... ......... .. 2.17
December .. .. .. ... ... ... 2.22
January, 1957 ... ... oL 2.20
February .. ........ ... ... .. ..2.17
March . - R 2.08
ARl o 2.14
May ... ... ...2.10
June . ... i m e E R e g e e 2.00
July ... ... s= O wliieliaal e 1.81
August . ... D e - ] 1.85
September .. ... ... .. L 1.95
October . ... ... .. . ... .. ... 1.90
November .......... CE . AT 1.79
December ... ... ... ... .. .. ... 1.84
January, 1958 ... ... .. ... .. L QRSN
February . R T . .1.97

Source: A. C. Nielsen

13
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GETTING THE MOST FROM

it the Picture “Pops”’ i L \

It Has What It Takes! @

Many a good film commercial has been ruined by a poor presenta-
tion “on-air.” If the picture “pops’ out at you, has sparkle and dimen-
sion, you know it's good. With modern RCA Film Equipment you can

expect and get the highest quality reproduction and long term reli- ® ®
ability in operation.
®
® ®
® o
° o |
|
|
® o
° L

wWwWw.americanradiohistorv.com
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YOUR FILM DOLLAR

How to Get the Kind of Picture
Quality that Advertisers Want

There are two ways to increase the quality of your
film programs:

(a) By using Vidicon film cameras
(b) By using professional projectors.

Vidicon cameras give you sharp, clear, virtually noise-free pictures
of live picture quality. The Vidicon will show every detail that is
on the film. For example, night scenes are much clearer with new
Vidicon cameras than with older Iconoscope equipment. Vidicon
film cameras have ideal tone or gray scale range for high quality
reproduction of film. A remote light control permits the RCA
Vidicon camera to be adjusted to optimum operating conditions

at all times.

Professional RCA projectors are another requirement for high
picture quality. Professional film projectors provide a rock-steady
picture, free from jump and jitter, as well as high fidelity sound.
Precise optics in the RCA film and slide projectors assure evenness
of illlumination and excellent resolution.

M
v FIX -
PLANNING =

Whether you are a station executive, program sponsor or )

agency man, you'll be helping the cause of good film program- - ACILITIES ___*___"%/.__\/\___,
ming by advocating the use of up-to-date film room equipment. \

[}
Ask the RCA Broadcast Representative to show you our new film rom coroR AN e

manual "Planning TV Film Facilities for Color and Monochrome.” -
MoNoch.oM

RADIO CORPORATION of AMERICA
BROADCAST AND TELEVISION EQUIPMENT
CAMDEN, N. J.

Tmk(s) ®

In Canada: RCA VICTOR Company Lid., Montreal

www americanradiohistorv com
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Interview: /f/ o (e pbtor——

Bryan Houston, Inc. Vice President and TV-Radio Director, William B. Templeton, '
tells why he selects WLW TV-Radio Stations for NESCAFE Instant Coffee

wn

Is
—

“The Crosley Group always

neasures up a cupful of mighty

flavorful returns for advertisers

warm it up

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

Telewision Talevision lelevision Television Telovision
Cincinnati Columbus Daylon Allanta Indianapolis

Network Affitlations; NBC; ABC; MBS « Sales Offices: New York, Cincinnati, Chicago, Cloveland « Sales Reprosentatives: NBC Spot Sales: Detroit,
Los Angeles, San Francisco, Bomar Lowrance & Assoclates, Inc., Allanta, Dallas . , . . .. .. Crosloy Brondcasting Corporation, a division of AVCO

WWW.americanradiohistorv.com
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L% WRAP-UP From page 13

category mentioned above were announced alphabeti-
. un a separate RAB release.
‘product category, food and grocery products led in
» cexpenditures, with 12.9% of the total. Second came
with 9.5%.

#1 IPROJECTIONS SHOW BILLING TRENDS

radio billings for 1957 substantially exceeded billings
)56, according to estimates prepared by Adam Young,
Jut of the 145 markets analyzed, only two showed de-
i« Highest percentage gain was 59, scored by San
.. Phoenix was second with 52%. Thirteen markets en-
- a 40% or better increase, 33 markets 30% or more,
rrkets 25% or better. Total increase for the markels
to 27%. Total 1957 dollar volume: $152,003,000.

WBUSINESS ON THE NETWORKS

-ing back after its recent re-organization, ABC radio
igned over 5244 million in new business and renewals
the past month. Two of the major buvs involve re-
s organizations, the Christian Reformed Church which
irors the Back to God hour Sundays for 52 weeks start-
ept. 7, and the Gospel Broadcasting Association which
rd for 52 weeks on the Old Fashioned Revival Hour. The
'ICIO renewed for 39 weeks its sponsorship of the Ed-
P. Morgan and John W. Vandercook nightly news-
Pontiac division of General Motors signed for the 10-
Notre Dame foothall schedule this fall.
rer ABC business: Van Nuys Savings & Loan Associa-
rrenewed sponorship of two segments of Breakfast Club

dy . . . Savings & Loan Foundation ordered a concen-
'tl schedule in news, sports and Breakjfast Club June 27-
30 . . . Clairol Inc. started 13-week run of two seg-

s of Breakfast Clul weekly on May 20 . . . Glamorene
three segments weekly of Breakjfast Club for four weeks.
“ie Texas Co., shooting for the car audience, bought a
ation schedule of 38 announcements on NBC’s Monitor
duly 4 weekend . . . also on Moniror, Cool Ray Sun-
ses 1s using “Star Dust” and sports segments for five
#ends in May and June . . . Commercial Solvents
®d for 41 Monitor announcements per weekend for six
s in September and October . . . The Simmons Co. is
8 44 participations on NBC the week of June 5 .
pstick Co. takes three one-minute participations per week
513 weeks in NBC’s News of the World starting Oct. 31.
‘/hile the Patti Page TV show takes its summer vacation,
“Smobile will turn to radio to continue its identification
n the star. Starting June 17, Oldsmobile sponsors seven
‘minute Patti Page Shows weekly on CBS—Tuesday
pugh Friday 8:25-8:30 p.m., Saturdays and Sundays
0-7:35 p.m., and an additional show 8:55-9:00 p.m. Sun-
- No termination date has been set.
letley Tea Co., in a new quarter-million dollar buy,
ved into five weekly five-minute units on CBS daytime
‘mas for 52 weeks . . . GMC Truck & Coach Division
aght two Gabriel Heatter newscasts a week for 13 weeks

Mutual.

VISION MAGAZINE + JUNE 1958

COMPOSITION OF THE NIGHTTIME RADIO AUDIENCE

From the 1957 lowa Radio Audience Survey, conducted by
Dr. Forest L. Whan of Kansas State College, under the spon-
sorship of wHo0, Des Moines:

(Percentoges for each quarter-hour based on total number found
listening to radio at that quarter-hour, horizontal lines totaling
100 per cent)

Women Men Teen-Agers Children

(Over 18)  (Over 18) (12-18) (4-11)
Living in Diary Homes 36.8% ....33.5%....109%....18.8%
6:00-6:15 p.m. ..464. ... .. 33.8...... 11.7...... 8.1
6:15-6:30 ... .. 47.0...... 358...... 10.7...... 6.5
6:30 - 6:45 . . . . 48.2. ... .. 33.9......12.0...... 5.9
6:45-7:00 ... .. 492, .. ... 33.0...... 12.5...... 5.3
7:00-7:15 48.4 ..31.9. L 13.5...... 6.2
7:15-7:30 . 49.4. ... .. 31.8...... 142...... 4.6
7:30-7:45 . 47.1.... .. 33.5...... 15.0...... 4.4
7:45 - 8:00 . 45.0.. .. .. 34.0...... 14.7...... 6.3
8:00-8:15 ... ... 47.5 33.6..... 14.1...... 4.8
8:15-8:30 . . ... 47.3. ... .. 31.6.... .. 158...... 5.3
8:30-8:45 ... .. 44.5. ... .. 31.2...... 19.4...... 4.9
8:45-9:00 .. . . 43.9. ... .. 30.2...... 211, 4.8
9:00-9:15 ... . 432umrm. . 28.8...... 24.6. .. ... 3.4
9:15-9:30 . 45.0 .30.0. 21.9. ..., 3.1
9:30-9:45 . . 440. .. ... 28.4. ... .. 24.1.. .. .. 3.5
9:45-10:00 . . . 429 31.6...... 23.0...... 2.4
10:00-10:15 .. .. .. 458. ... .. 36.4...... 14.0...... 2.8
10:15-10:30 . . .. .. 443 . ... .. 342... ... 19.8...... 1.7
10:30-10:45 .. . .. 44 4., . . . 33.4...... 202...... 2.0
10:45-11:00 . .. . .. 40.1. ... .. 37.0...... 21.0 1.9
11:00-11:15 . 46.3. ... .. 350...... 17.9 0.8
11:15-11:30 . .. . 471 36.0 160, ... .. 0.9
11:30-11:45 . 46.1 . ... .. 39.3...... 13.5...... 1.1
11:45-12:00 . 43.8. ... .. 37.5. ... .. 17.5.... .. 1.2

BROADCAST MEDIA THE PRIMARY NEWS SOURCES

That the public gets its first news of important events from
TV and radio is indicated |y a survey of the Lansing area
by Michigan State University. Almost two-thirds of the
people in the area received their first information on three
major news events through either TV or radio, according to
the estimate of the University’s Communications Research
Center: President Eisenhower’s last illness and the launch-
ings of the Sputnik and Explorer satellites. Rankings of the
media as chief first-news sources showed TV ranging from
33% to 40%, and radio from 30% to 40%. Newspapers
ranked below 2077. Tevel of education appeared to have
little effect.

WNTA LANGUAGE LESSONS FOR BRUSSELS VISITORS

Newark’s WNTA, [ormerly WAAT, slarted a series of quickie
language lessons in May designed to give prospective visitors
to the Brussels Fair a basic vocabulary of the most com-
monly used words while traveling. French, German, Italian
and Spanish are the languages involved.

REMOTE STEREOPHONIC BROADCAST IN CLEVELAND

In Cleveland, wpoK experimented with a remote stereophonic
broadcast of its “Pop Concert” program from the Security
Federal Savings Office in the downtown area. Station spokes-
men, impressed with the ease with which the program was
handled, feel that stereo programs may well become a stand-
ard part of the daily program schedule in the near future.
END
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les campaigns continue to demonstrate that A Storer Sfatior’s o] Lo;_aJ )

—

— - -—nh:u.-_“

adcasting Compa

-TV WJBK-TV WAGA-TV WVUE-TV
Toledo _vglnd Delroit Atlanta Wilmington-Philadelphic

WSPD WJw W wuBk wWIBG WWVA  WAGA
Toledo Cleveland Detroit Phitadelphia Wheeling Atlanta M

A ,A"‘ g
Sales Officos: 625 Madisop Ave,, Nw York 22, Plasa 1-3940 » 230 N. Michigan Ave., Chicago 1, FRankln

Reprints of this advertisement available upo!
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The brilliant blush and
dignified beauty of cherry
blossoms are a part of the personality of
Washington . .. Personality of any community is the sum

of its local characteristics and habits, even to the
broadcasting preferences of its people. Storer Broadcasting

is known for the localized nature

.

of its stations in the

communities they serve.
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report on spot

4

How banks, finance, loan and mortgage companies use spot TV in 20 top markets

Listed below are banks, finance, loan
and morigage companies who used
spot TV during a representative week in
the fourth quarter of 1957 in 20 major
markets, as reported by Broadcast Adver-

BANKS & TRUST COMPANIES

BANK OF COMMERCE

Dallas-Ft. Worth ............ 1 program
BANK OF ST. LOUIS

St.Louis . .................. 3 spots
BANK OF THE COMMONWEALTH

Detroit . ... .. ... ... ... .. 6 spots
BANK OF THE SOUTHWEST

Houston . .. .1 program

12 spots

BIG BEND BANK

St. Louis ...... . ... ... 1 program
BOATMENS NATIONAL BANK

St Louis ... ... ... ... 1 program

BROGKLINE SAVINGS & TRUST CO.

Pittsburgh .. ... ... ... . .. .. 1 procgram
CENTRAL NATIONAL BANK OF CLEVELAND

Cleveland ... ... ... .. . . .. 3 programs
CHASE MANHATTAN BANK

New York . .. 6 spots
CITIZENS & SOUTHERN BANK

Atlanta . ... ... .. . . 4 spcts
CITY BANK & TRUST CO.

Milwaukee . .. .. 1 program
COMMERCIAL BANK OF MIAMI

Miomi ... .. ... ... 1 program

CONNECTICUT BANK & TRUST CO.

Hartford . PR R e 5 programs
CONNECTICUT SAVINGS BANK

Hartford . ... 2 spots
DOUGLAS COUNTY BANK

Omaha .. ... .. .. . . .. .. .. 16 spots
EMPIRE NATIONAL BANK

Minneapolis . ... ... .. . . 3 spots
EQUITABLE TRUST COMPANY

Baltimore .. ... .. . . . 1 spot
EUTAW SAVINGS BANK

Baltimore ... ... ... . . . . . . .. program

FARMERS & MECHANICS SAVINGS BANK
Minneapolis .. ... ... ... .. 6 spots
FEDERAL SAVINGS ASSOCIATION

Philadelphia . .. ... ... ... .. 11 spots
FIDELITY BANK & TRUST CO.
Houston .. .. . . . . . . . .. pots

FIDELITY PHILADELPHIA TRUST CO
Philadelphia 1 program

20

tisers Reports Inc. BAR tape-records all
telecasts on a regular basis for seven-day
periods. The schedules which are shown
below represent the television activity of
the brands in the various markets during

FIDELITY TRUST CO.

Pittsburgh ... ... ... . .. . . ... 1 program
FIRST CITY NATIONAL BANK
Houston .... ... ... .... ..... 3 programs-
7 spots

FIRST NATIONAL BANK IN ST. LOUIS
St. Louis ............... ... 3 programs
FIRST NATIONAL BANK OF ATLANTA
Atlanta 6 spots
FIRST NATIONAL BANK OF DALLAS
Dallas-Ft. Worth ... ... . ... 4 programs
FIRST NATIONAL BANK OF FT. WORTH

Dallas-Ft. Worth ..... ... .. 2 programs
3 spots
FIRST NATIONAL BANK OF HOLLYWOOD
Miami .. ... .. ... 1 spot

FIRST NATIONAL BANK OF MIAMI
Miami .. .. ... 1 program
FIRST NATIONAL BANK OF OMAHA
Omaha ...... ... ... ... 1 program
4 spots
FIRST NATIONAL BANK OF PORTLAND

Portland ........ .. .. ... ... 2 programs
2 spots
FIRST NATIONAL BANKS OF MINNEAPOLIS
Minneapolis .. ... ... ... ... .. 1 spot
FIRST NATIONAL.CITY BANK
New York ............... .. 7 programs.

FIRST PENNSYLVANIA BANKING &
TRUST CO.
Philadelphia .. ......... ... .. 1 program
FIRST WISCONSIN NATIONAL BANK
Milwaukee ......... ... ... .. 5 spots
FLORIDA NATIONAL BANK ASSOCIATION

Miami ... 1 program
FT. WORTH NATIONAL BANK
Dalfas-Ft. Worth ... ..... .. .. 15 spots

GIRARD TRUST CORN EXCHANGE
NATIONAL BANK

Philadelphia . ... ...... ... . .. 2 programs
HARTFORD NATIONAL BANK & TRUST

Hartford ... ... ... ... .. . .. 4 programs
13 spots
HOME BANK
Los Angeles .. ... ... .. ... . 1 spot
LINCOLN NATIONAL BANK
Washington ... ... ... ... 1 program

MANCHESTER BANK OF ST. LOUIS
St.Louis .. ........... ... ... 2 spots

the recording week. They are taken

the recently published BAR spot inc

“A National Guide to Non-Network T

vision Advertisers by Product Categori |
Fourth Quarter, 1957.

MANCHESTER COMMUNITY BANK

St. Louis ............... ... .1 spot
MANUFACTURERS TRUST CO.

New York ................. 5 progr
MARSHALL & ILSLEY BANK

Milwaukee .. ..... ... ... ... 1 prog

4 spots

MERCANTILE NATIONAL BANK

Dallas-Ft. Worth ........... 1 progi
MERCHANTS BANK OF MIAMI

Migmi ... ... ... 1 progt ¢
MICHIGAN BANK

Detroit .................... 1 spot
MUTUAL SAVINGS BANKS

Haortford ................... 6 spots

NATIONAL BANK OF COMMERCE

Houston ................... 1 progt
NATIONAL BANK OF DETROIT
Detroit .................... 5 spots

NATIONAL BANK OF WASHINGTON =

Seattle .. ...:i.. ... 00N 1 progi
NATIONAL CITY BANK y
Cleveland .................. 1 progi'd

NEW BRITAIN NATIONAL BANK

Hartford .. .. ...... ......... 3 spots -
NORTHERN BANK

Milwaukee ... ... ... ... ... 1 spot ©
NORTH SIDE BANK

Omaha .......... . .......... 2 prog.

3 spott

NORTHWESTERN NATIONAL
BANK OF MINNEAPOLIS

Minneapolis ................ 3 spot:
OREGON MUTUAL SAVINGS BANK

Portland ..... .. ... ... .. ... 1 spot

PHILADELPHIA SAVINGS FUND soam
Philadelphia

5 SP°
REPUBLIC NATIONAL BANK .
Dallas-Ft. Worth .. ... ....... 10 spot

SOCIETY NATIONAL BANK OF cLEVl
Cleveland .. ....... .. ... ..
SOUTH OMAHA BANK
Omaha ......... ... .. .......

STATE BANK & TRUST CO.
St.Louis ................... 17 s
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North Carolina's

INTERURBIA

HAS THE LARGEST POPULATION OF ANY
METROPOLITAN MARKET IN THE TWO CAROLINAS

Dominated by

wimy-tv

North Carolina’s INTERURBIA . . . ¥IRST in Total Population and

the largest metropolitan market in the two Carolinas. Inves-

tigate INTERURBIA plus the entire Prosperous Piedmont where
more than 2,200,000 people are influenced by WFMY-TV.

SOUTH ;’aosro~

MARTINSVILLE °
° DANVILLE
[

N. C.

[
#:° MOUNT AIRY REIDSVILLE
®

{
r’-uu.seono
BURLINGTON  DURHAM
® 7

i L
CHAPEL HILL j
/ ° b
®

. ®
THOMASVILLE ‘?RALEIGH

[

LEXINGTON @ ASHEBORO

-

/

.,

11(
- “SANFORD
CARTHAGE ~ @
L ]

o /
4 TROY 74
ALBEMARLE

GREENSBORO-HIGH POINT-
WINSTON-SALEM

(2 Stations)
Greeusboro- High PPoint—Guiitord County—Map
atlon 1°-3

wWinston-Salein—Forsyth County— Map locatle &
Nee NKDS consumer market mup sund date i
alng of the State.

Basic CBS
Since 1949

< TP
A A =
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SHARP FOCUS ON HISTORY AS IT HAPH

When Explorer | soared into orbit, the story was first ment in the Publie Interest went to NBC New J;:
flashed to a waiting world by NBC News. Such speed, ing “independence of editorial opinion .. S!'). .
responsibility and drama are characteristic. This year, of the general emergence of NBC as the leat
they have helped NBC News win more awards than any and television news coverage.”

other news service in the broadcasting industry.

Ilﬁﬂ'
The Overseas Press Club honored Chet I ;

The Sylvania “Best Network News Award” was given “Best Radio or Television Interpretation ‘

to the NBC News department “hecause it has taken a Affairs,” and cited Welles Hangen, NBC d-.

big step in 1957 in doing more things and greater things “Best Radio or Television Reporting from &
ith news than it has ever Gone before.”

o i
Du Pont honored commentator Clifton utl r
he Saturday Review award for Distinguished Achieve- News in Chicago, “for his authoritatiVés :


www.americanradiohistory.com

Pland literate reporting and analysis” and
" epitomizes the best in American news.”

't fifteen National Press Photographers An-
215 went to NBC News cameramen. Maurice
IMis film of a tornado in Dallas, won a Head-

%4d for the best coverage of a news event.

ifdhews series with Chet Huntley and David
£ U8 voted the best news program on the air
“aal Look-Listen Opinion Poll conducted by

the American Council for Better Broadcasts. “Outlook”

was honored by the National Conference of Christians
and Jews and by the National Association for Better

Radio and Television.

More and more, America is turningon its broadcast dials
for the sight and sound of history as it happens. NBC
News provides that history with a force, clarity and con-
viction that have made it, this year, the most honored

news-gathering organization in broadcast journalism.

hLNATlONAL BROADCASTING COMPANY
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From the Award-Winning MGM lib_rary of

3 gre“t ne

52 hilarious subjects never before shown on television,
perennially popular series that has enjoyed fabulous su -j
everywhere and has a pre-sold viewer audience. Now st
programming newer subjects than have ever been sho!

before—and watch the moppets skyrocket your ratin':'!

o MGM-TV offers unlimited runs on it E
/W versatile films. Run singly as quartert |

shows, or combined into half-hours. &

e natural any hour of the day...mom
W . noon or night. !

-

48 exciting crime stories with a point-of-view that maii
them ever-timely. Dramatized in a documentary stace |
style that provides perfect entertainment for prime evens
hours. Starring such famous MGM names as Laraine D !
Robert Taylor, J. Carroll Naish, Van Johnson and othi" |
MGM-TV suggests that since each film =

- only 21 minutes, they can be program !

as a 25-minute series, offering stations

= extra profit-making 5-minute segmeis

/) o e ? which to slot news or weather reports. i
/ /D for spotting just before joining of lec

the network. L~

69 breath-taking adventures in science, history, medicinés
geography . . . scripted and narrated with the dramatict
that made John Nesbitt famous. Designed for a fali
audience. Packed with prestige for bank, utility or mnsurd

sponsorship.
™ MGM-TV considers these 10- mmufe*

. just right for the advertiser with @ lon
W to-tell message in a quarter-hour sé

Or follow these audience-winners Wil

? e 2-minute sponsored weather bull
extra profit pick-up.

WRITE ... WIRE OR PHONE MGM_TV

TO LOCK-UP YOUR MARKET A Servitdaf
BEFORE IT'S SOLD! Loew’s Incorporated

Richard A, Harper, General Sales Mgr, lSAgOEgt;gevg&%, New York 36, N. Y. * JUdson 2-2000 X

www.americanra
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" ON SPOT From page 20 !

0 ARDS NATIONAL BANK

Bpolis .............. .3 spots

il ATIONAL BANK

B 1 program |
7 RUST CO. OF MARYLAND

Bwe ... ............ .. 3 spots

28 STATES NATIONAL BANK |
el ... .. 2 spots

WP H SAVINGS FUND SOCIETY

" dphia ... ... ... .. 5 programs |

i [, LOAN & MORTAGE COMPANIE"

% GN BONDED MORTGAGE CO.

....... 4 spots
i IAL FINANCE CO.
............... 3 programs
e . 3 programs

= ONTINENTAL MORTGAGE CORP,
~ TIDA
- . _ 2 spots

FIUNESTERN MORTGAGE CO.
or geles ... ... ... .. ... 1 spot

LT AWEST INVESTMENT CO.
geles ... ... ... .. .. 1 program

AL DLD FINANCE CORP.

I 3 programs
[ 1 spot
:nd 2 programs
1 program
2 spots
Ageles 6 programs
o ol 1 spot
ckee .. ... ... 1 spot
. 1 spot
d 1 program |
. 3 programs
hgton . 1 program
AL CREDIT CO. LOANS
apolis ... .. 4 spots
™45 LOAN CO.
We hgton . 5 programs
119 )5ELES TRUST DEED &
8K AGE EXCHANGE
Lo ageles . .. ... .. 1 program
YATOLITAN MORTGAGE CO.
. 6 spots
H IN BABEL MORTGAGE CO.
. 1 spot
UL NTAL BUILDING & LOAN
SCATION
o .1 program
BESUAL BUDGET SERVICE LOANS
MeRore ... .. .. .. .. . ... 1 program
4 spots
ERSUAL INDUSTRIAL LOAN co.
Wiapolis ... 1 spot
MR FINANCE & THRIFT CORP.
S _Ft. Worth _ ... 10 spots
EBUI FINANCE CORP.
9ingeles ... ... .. . .. .. 1 program |
BLIILE MORTGAGE co.
Solngeles ... . .. . ... 12 spots
MI MN & McLEAN LOANS
4 spots
. 6 spots
................ 5 spots
.................... 5 spots
. 8 spots
END
JUNE 1958

JACKSON, MISSISSIPPI. ..
the South's fastest growing TV Market

381 ~

AVERAGE
FAMILY INCOME

$573500

High BUY-POWER in the fast-growing Jackson market!
Income from expanding industry, oil, gas, cattle, cotton,
timber and wholesale trade means a billion dollar* market
waiting for you. Only two TV stations reach this prime
market—WIJTV and WLBT.

*Television Mogazine Market Book 1957

274,650 TV HOMES

ERVED BY TWO GREAT STATIONS

WJITV WLBT

CHANNEL 12 CHANNEL 3

HOI.I.INGBERY

T T T T T e S R
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WHERE’S
THE FIRE?

Time and place are no barriers
to NEWSFILM. No matter where
the news breaks—or when—
NEWSFILM’s force of 400-plus
cameramen and correspondents
round the globe guarantees
johnny-on-the spot coverage.

Moreover, NEWSFILM spreads
the news like wildfire! Sped

to four large processing centers,
assembled footage is expertly
condensed to I12 minutes a day
of fast-moving, complete world
reporting—edited especially

for television—then air-rushed

to subscribing stations while
the news is still red-hot.

But discover for yourself why
NEWSFILM is America’s leading
source of news for home viewing
...with more U.S. subscribers
than any other television news
service! Call the CBS Television
Film Sales office nearest you
and arrange a screening of some
typical NEWSFILM programs.

NEWSFILM, product of CBS News,
is available to all stations.

GBS TELEVISION FILM SALES, INC. @

DB K ¥

“_ . .the best film programs for all stations’’

New York, Chicago, Los Angeles, Detroit,
Boston, San Francisco, St. Louis, Dallas,
Atlanta; in Canada: S. W. Caldwell, Ltd.

WWW aTEernCamTachotor- o
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One look and ten of America’s top stations bought “DECOY” within two weeks after sales began. Six we!
fater, “DECOY” had been sold in 17 of the 25 major markets, plus 36 key secondary markets. Now, “DECCI
is sold in 80 markets — 24 of the 30 major ones and 56 secondary markets!

Oklahoma City...34.1 A.R.B....Friday 9 PM Buffalo...25.8 A.R.B....Tuesday 10:30 PM

Against “Cavalcade of Sports” 18.9, Against “Highway Patrol” 25.3 “O’Henry Playhouse” 7.7
“Walter Winchell File” 6.9 New Orleans...28.9 A.R.B....Thursday 10 PM
Boston...24.3 A.R.B....Sunday 10:30 PM Against “Gray Ghost” 14.3,

Against “State Trooper” 10.5. “What's My Line” 7.6 “News and Million Dollar Movie” 2.8 and 0.1 o7 l\\‘

Produced by Pyramid Productions

|
“Decoy” looks—and I1IS—No. 1! For ratings like these, call \"/ ‘

OFFICIAL FILMS;

of
25 West 45th Street, N€ 106
PlLaza

REPRESENTAVIVES: Atlanta / Jackson 2-4878 - Beverly Hills / Crestview 6- 3528 Chu (ILO / Dearborn 2- 5246 Cur(‘mnutl / Cherr\ l -4088 - Dallas /E’""’“’ ¥
Fayetteville / Hillcrest 2-5485 « Ft Fovdacdala (I anaw & JORY = Aditee oo cAATer e :
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'EOPLE

¢e are some of the men in—
liechind—the stories in this issue of TELEVISION MAGAZINE:

Louis G. CowaN
118 G. Cowan, new president of CBS-TV Network,
cses the basis of his approach to programming in “Net-
, 1t in Ferment.” Before Cowan joined CBS in 1955 as a
fw.p., he had his own TV-radio production company;
us creator and producer of the $64,000 Question.

mville S. Carrel, vice president of the First National
Bank of N.Y., discusses the role of TV in changing the
tbe’s image of bankers. Since he first joined the bank
clin 1929, Carrel has served in various capacities in the
" wYork City branches, in the National Division, and in
|t years, as head of the public relations department.

GrANVILLE S. CARREL

L’I ¢Cott, head of NTA’s o-and-o stations, foresees more

1 isendent spectaculars as the independent stations turn to
* ' unuity to compete with the musclebound affiliates.” (See
I Fighting Independents” in this issue.) Cott, formerly
v und general manager with DuMont, first entered broad-

c shg at the age of 16 as announcer, producer, director on
‘wat, New York.

Tep CotT

i ¢l Toy’s director of advertising and public relations
£ (2“How Do You Sell to a Child?”), Melvin Helitzer has
{5 % aplaying with toys for a living since 1949, when he be-
2 p.r. director for Toy Guidance Council. A former news- P
P rman with several New York State dailies, 33-year-old
Ezer also served in 1956 as N.Y. radio and TV director

1 Adlai Stevenson. He joined Ideal in 1953.

MeLvin HELITZER

¥x Paar, whose success in the late night program
Iile is detailed on page 54, started his broadcasting career
4 radio announcer in his home town, Cleveland, Ohio.

I a series of quiz and comedy shows on radio, Paar
¢ red TV in 1952 where he hosted several programs. His
% ess on T'onight led to a program title change—The Jack

bor Show,

JAck Paar

"8 month’s Radio Study was written by Dr. Forest L.

1 Van, a teacher at Kansas State College. Dr. Whan is the
~aor of annual studies of the radio-TV audience in Iowa,

¥ England, Kansas and 16 other states. He has taught at

ral universities and served as a market and research con-

Ot to manufacturers, agencies, newspapers, stations and i

rks. Dr. Forest L. WHAN

N MAGAZINE + JUNE 1958 29
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your advertising

dollar produces
more sales

on WGAL-TV

And there's a reason. This pioneer
station is foremost in the three standard

AMERICA'S 10th TV MARKET

metropolitan markets in its coverage area: P e ‘
Lancaster, Harrisburg, York, as well as \\\/ )

In numerous other cities—Gettysburg,
Hanover, Lebanon, Chambersburg,

(13
CaNtaE
s Sae

Carlisle, Lewistown, etc. In short, you i _ ' -

find that WGAL-TV’s multi-city cover- _ -'2’/ AT ey e

age costs you less than buying single-city S e 158 »
coverage. Put your advertising dollar to 1 \ T \i “"As";'e";"\i“|;;--_t\ Ny~
work producing more—on WGAL-TYV. W T/ ............. "".":"',,f°;"“’"ﬁf_ ,,,,, ,
w g I = t | , N i 4

LANCASTER, PA. /%

NBC and CBS
STEINMAN STATION - Clair McCollough, Pres.

Representative: The MEEKER Company, lnc. « New York « Chicago « Los Angeles » San Francisco

www.americanradiohistorv.com
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A MONTHLY FEATURE
BY GEORGE G. HUNTINGTON
TvB

Assistant to President

THE DIFFERENCE BETWEEN ACTORS AND PEOPLE

Sillful writing can make a TV actor's commercial seem 1ike advice from a friend

"here are two television selling tools you've prohably been
overlooking. 1 call them “invisible writing’” and “pain-
i teaching.”
[ you talk about stables of writers and well rehearsed
pts for Arthur Godfrey. Dick Stark, Rex Marshall, Be
mess, Julia Mead, Garry Moore or a dozen others. th
rage television viewer will resent it. If you say anything
ut the highly professional writers behind the l’erry Como
hw, the average viewer will consider this sacrilegious. To
these people have no writers. They are not even actors.
at he sees on the screen is simply a person lie likes who is
t being himself. natural, believable. And | agree with the
er: that’s exactly what he sees.

mat are Hollywood actors reclly like?

{ou see a classic example of the unique believability en
ed by television’s personalities when you compare 1h
(car Award and Emmy Award telecast. | enjoved th
(car telecast because | was seeing llollywood’s stars [ace-1o-
e for the first time “so that’s what he is really like” 1
ird people say. In spite of all the times they had seen these
mformers on the motion picture screen, it was as though
2 viewers were now meeting them for the first time. They
¥re seeing actors as people, face-10-fuce, on television.
On the Emmy Award telecast, the situation was quit dif-
Tent. On this show, the stars were people everv viewer
tows, people we consider personal friends. We have seen
'em so clearly, so realistically on television that we felt no
nse of surprise at their appearance. We enjoyed the Fmmy
lecast because we enjoyed seeing our friends rewarded.
Remember what happened when there was some apparent
eleprompter trouble on both shows? The actors (from
lollywood) stopped, stared, stuttered, stared again and went
‘tumbling on. The people (from television) laughed, looked
*‘P, capitalized on the opportunity to be completely themselves
Iﬁlnd were more effective heing themselves than they ever could

LEVISION MAGAZINE * JUNE 1958

be as mere line-readers. The best performances were given
by thosc who apparently read no lines at all; apparentl
that i

the writing that only the on-

camera person hnows has been written and of which the

This “invisible wriling,”

at-home audience is totally unconscious, this invisible writing
can take your selling message out of the realm of an adver-
tisement and into the setting of a friend’s recommendation.

Next time vou write an ad for print or a commercial for
television, see how this invisible writing might better tell
your storv. The first siep is to studyv the personality of th
arefully select th
person who best fits the personality of vour message. Theu

person to deliver vour message or to

forget about writing copy and captions. Trv 1o write your
messaze so that when it’s delivered it will not appear to have
been written at all. Don’t try to make actors of vour TV
personalities: let them bhe themselves. Successful invisible
wriling can have the impact of the casual ad lib, create the
onviction of a friend’s recommendation, because that’s whai
it is. Just as print editorial material far out-rates print ads
in readership, so (oo, I believe, the personal huying advice
f television's very real people can out-rate even the cleveresl

actors,

We learn ctfortlessly with ‘‘painless teaching”

This invisible writing ties in with another overlooked TV
selling tool, “painless teaching.” We made a survev and
found that very few people said they turned to television
for specific information. This, ¢ me means lelevision 1s the
most painless teacher. It enables you to learn things, not by
direct teaching, but by letting you observe sometling hap-
pening, as a result of being there yoursell, via television.
I don’t mean just the programs labelled “educational” or the
(uiz shows or the news shows. 1 include them all, particularly
the so-called “pure enterlainment” shows.

I can’t tell you exactly how much I’ve learned from these

To page 42
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A MONTHLY FEATURE '
ON PROMOTION
CONDUCTED BY ELL HENRY |

President, Broadcasters’ Promotion
Association

DON'T PROMISE WHAT YOU CAN'T DELIVER

Today's client won't buy exaggerated promises from promotion managers

&P PA was organized less than two years ago in Chicago.
" Our current membership consists of nearly 200 broad-
cast promotion representatives from both radio and televi-
sion. The prime purpose of the organization is to aid the
promotion manager in doing a better all-around promotion
job for his station and to put it thereby in a better competi-
tive position to win that all-important client dollar.

Promotion mon should drow line in pleosing client

Every day the promotion manager is becoming more of a
prime asset to management. His respectful position in the
industry is attained mainly through his own competent and
capable efforts. It isn’t the sole and avowed duty of the pro-
motion man to do everything just to please the client and the
agency, nor, by the way, should their demands be out of line.
There is nothing that causes more irritation and concern than
a mouthful of phony promises by the station or promotion
manager that the client will “receive not only the biggest
promotion outlay that we’ve ever undertaken, but we intend
to report to you by letter, telephone, or wire each day, week
and month to keep you posted on our tremendous under-
taking.”

Anyone can ooze oul these oily words. They do nothing
but degrade, deflate and drive deep a hurting blow to the
field of broadcasting promotion people who are attempting
1o do the type of honest, top-drawer joly which brings acclaim
to station or network from agency and client alike.

Agency and client are entitled to an honest appraisal of a
planned promotion program. There are numerous sponsors
today who have little idea how broadcasting promotion
works, how it can be thoughtfully and carefully conceived
and professionally executed, and how it can be, in part, re-
sponsible for highly satisfactory results for all parlies con-
cerned. Clients, through their agencies, should be informed
of a station’s legitimale plans to promote their campaigns.

32
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Let’s examine some of the component parts of a typiet
BPA promotion manager’s “spellout” of his service to eithe
an old or new client.

1) Promotion—internal and external

Internal—The use of his station’s own facilities to promof
the “living daylights” out of the particular program involves
This is the promotion man’s best area for promoting a shoy
If he is not smart enough to take advantage of his own fre
way, he ought to get out of the business.

External—A never-ending field filled with an uncountab
number of ideas that can be applied by merely snapping tt
finger. To name a few: window displays, post cards, @
velope stuffers, postal-meter identification, presentation
broadsides, bulletins, merchandising materials, direct ma
printed announcements—and the list could go on and @
But remember: almost every one of these costs money. If
is to come from the station, the promotion manager hi
better be sure that he has authority to spend it. If he plax
to ask the agency or client to share in the cost, he’d bett
be pretty certain that he has selected the top two or thr
promotion gimmicks that will get both parties into pay:
lerritory.

2) Advertising

Name a client who does not want this support in view of t
campaign he plans to undertake on any station, large or smé
Here again, the promotion manager is strongly advised
produce a concrete advertising plan which should be the
oughly discussed with either the agency or client. Every efft
should be made to avoid duplication of effort and of doll&®
to be spent. It is amazing to learn of the many cases
duplicate expenditures for program advertising.

I believe the majority of stations are willing to undert
an advertising expenditure in behalf of a sound progr
purchase but, once again, the advertiser is not going
retain thal refreshed feeling if he is handed a lot of meant

TELEVISION MAGAZINE °
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- Sylvester sees Red

and “Hippity Hops” to new sales peak!

Sylvester Scott, J r., juven_ile market timebuyer, credits soaring client’s sales
to WJAR-TV’s unique children’s program, “Hippity Hop, the Cartoon Cop”’

— a typical example of WJAR-TV’s highly effective creative approach to spe-
cial programming.

In the PROVIDENCE MARKET

= WIJAR-TV

18 cock-of-the-walk
m creative programmang !

r
i

CHANNEL 10 - PROVIDENCE, R.I. - NBC*ABC - REPRESENTED BY EDWARD PETRY & CO., INC.
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Be sure to shoot in COLOR . .. You'll be glad you d
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fhich
vets
our
jote?

tasinally speaking, which in
owmion would sell the most
W& four people—and you'd
kb get as many answers!
ili, on the other hand, you
ity pre-test. Test with all
sooctial audiences you want,
ey, economically.

rommercials on film put
ithe driver's seat. You're
ol for time and station
but the land... know
;sage’s impact—know it
t changed. And you can
x-and-white or color ...
€2e:n Eastman Film for every
!
vlete information write to:
“1uPicture Film Department
TN KODAK COMPANY
ochester 4, N. Y.

East Coast Division
42 Madison Avenue
New York 17, N. Y.

Midwest Division
0 East Randolph Drive
Chicago ‘1, iil.

West Coast Division
5 Santa Monica Blvd.
follywood 38, Calif.

or

J. German, Inc.
for the sale and distribution of
Professional Motion Picture Films,
N. J.; Chicago, IIl.;
ollywood, Calif.

HENRY From page 32

less triple-talk. A client bought a par-
ticular station because he was con-
vinced it was the station to buy. Adver-
tising activity might well have figured
into the purchase. The promotion man-
ager is indebted to this client only to
the extent of preparing, then executing,
a campaign which has been thoroughly
discussed and understood bv both
parties involved in the campaign.

3) Publicity

This can be the hroadcasting and ad-
vertising fraternity’s (in fact any busi-
ness’) most misunderstood and abused
subject. No two people seemingly have
the same interpretation of this exalted
little nine-letter word. To me, publicity
represents the efforts of the promotion
manager to eflect a free editorial plav
from a newspaper or other publica-
tion on behalf of the advertiser’s
program.

The copy boy’s uncle is useless

A fast rule that should be observed
bv the promotion man is to promise
nothing to his client in this avea. It is
rather easv for both the station and the
tient to issue rash statements like
because we advertise. we can get this
newspaper or magazine to do a story on
the Mary Smith show,” or “I know th
opv boy whose uncle is the chief lino-
tvpe operator and he’ll get it in for me,”
elc., etc. Don’i use this approach or one
imilar to it. I've very rarely seen it
work,

The management of a newspaper or
a magazine is the chief competition of
a broadcasting station or network. The
fourth estate will use broadcasting cop
and will use it in a favorable manner
hut the approach must be made on the
hasis that the story provides news-
worthy entertainment or knowledge for
the readers of a particular newspaper
or magazine.

Again, the promotion manager i
strongly advised to discuss the planned
publicity campaign with his client so
that wasteful duplication of effort can
he avoided before the campaign get
under way.

Indispensible marketing tool

No two broadcasting stations have
the same set of prnmulinn rules; no two
stations have the same set of promotion
problems. But as Hal Davis of the Grev
Advertising Agency so well stated in
BPA’s May column: “Promotion is no
longer a frill so far as marketing is
concerned.” END

i’m
BLUSHING
with

pride

O

o

o QO \
“Jaxie” Jachsonville, Florida's
most famous Porpoise. says—-the
new WFGA-TV, Florida’s Color-
ful Station. has been picked by
Televizion Age and Billboard for
national honors in Two Station
Markets.
+ 2nd Place Award—General

Auiience Promotion
+ 2nd Place Award—Sales

Promotion
We would like to thank the
judges who bestowed these hon-
ors on WFGA-TV —a station that
has been on the air only since
bP])l‘;llll)cr, 1957.

JESSE H. CRIPE

Station Manager

BiLL WALKER
Promotion Munager

Represented by Peters, Griffin. Wood-

ward, Inec. NBC-ABC

WFGA-TV
Channel 12

Jacksonville, Florida

FLORIDA’'S
COLORFUL STATION

35
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35
YEARS OF
PROGRESS...
AND A NEW
BEGINNING

b

The official dedication of WRC’s new studios took ;
place on May 22nd. With its new facilities,
Washington’s first radio station will continue to be =\
Washington’s favorite radio station.

1 E.
,,,,,
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A MONTHLY FEATURE
BY KEVIN B. SWEENEY

President, Radio Advertising Bureau

A NEW FIRST IN RADIO

Bws programming has taken the lead

are is one especially startling fact in the most recent
olitz study, “Radio Today in the Lives of the American

”
€.

lus the emergence of news programming as a clearcut
tamong  program tvpes offered by 1958 radio in the
edons of listeners, particularly among women. News

¢ out music with women in the category “programs vou
vlenisten to.” News is the “main reason” for female listen-
uring eight of the 14 hours between 5 a.m. and 7 p.m.
Mvs has alwavs been high in the aflections of male
ers but now it is becoming women’s favorite program-

too. This is significant in many ways to advertisers.

i adjacencies can sell special products

Mws adjacencies shouid obviouslv be more highly prized
they are, particularly for the growing number of prod-
ttwhere both male and female family
some buying influence.
Bws sponsorship is probably the soundest of radio pro-
@ buys. Only in the early afternoon does it slough ofl.
i1l other periods, it makes a strong showing, generally,
mwhen an advertiser looks at the cumulative audien
mly one station’s news- -the average station’s in-home
sience in a week is 29.9% of the families, 10.5 hroadcast:
*home—he sees that a dominant position in news on a

members of the

wle station or a single network, even for a single day, is
®xceptionally strategic one.

lews programming, or even adjacencies, offer a particu-
%y resilient springboard for news about products, which

few news sponsors avail themselves of. The presentation
“he news on radio is now more dramatic—sensational, if
't will—than it has been since World War 1. Unless the
vertiser presents his news in the same way, there can be
“ery unprofitable letdown at this rather crucial point.

VISION MAGAZINE * JUNE 1958

in the affections of radio listeners

But more signiticant than any other aspect of the new
strength of news in radio’s programming is what is coming
up. Traveling four or five days a week as | do, I hear news
in a great many cities—locally produced broadcasts and the
network presentations. Both have been improving rapidiv.
There is more selection of the news from the circulation
rather than significance point of view, more first-person, I-
was-there reporting. more sound-of-the-news. e.g.. the police-
man, wounded in capturing the gangster, gasping out from
his hospital bed how he did it. There is more depth in the
news. and even more speed.

Disappearing rapidly in major cities is the reliance on the
wire service five-minute summary; surfacing 1= the attitude,
“What’s $20 for a long distance call to Caracas to get an ex-
clusive, eyewttness report?” Stations are beefing up their
news stafls. Ten vears ago, a station with more than two
newsmen was an oddity. Now there are dozens with five to
ten men assigned to local coverage. Police news—-the back-
bone of most big-city newspapers’ circulation—-s getting

major attention from radio now.

Editorial stands by stations make news

News features ave springing up all over the place. Edi-
torial stands are being taken by stations i a wav that makes
news, e.g., an Fastern station faced up to its area’s most press-
ing police problem, male deviates, in a saturation editorial
drive that dominated the altention of the market for many
davs.

Of all aspects of radio programming for an advertiser to
watch, certainly news is the most important because here
will come the swiftest advances, the best buying opportunities
of the next few years.

(For a detailed study of radio news, see “News  Radio’s
Basic Strength,” TELEVISION MacazINg, April 1958.)  END
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HE IMAGE OF

BIEIRHES\/ABHI A d v

ge/ieuaé/e as a yune wec[cling . . . that is
WW]J-TV in Detroit. Eleven years of

superior television service to southeastern o g w

Michigan — strict adherence to the &G - 1 nuRO V
public interest—have given WW J-TV @ @ 70

such dominant stature that every @

advertiser enjoys a priceless ad- J

vantage, every product a cor- @

dial acceptance that quickly ASSOCIATE AM.EM STATION WWJ

First in Michigan ® awned & operated by The Delroil News

leads to sales.

National Representatives. Peters, Griffin, Woodward, Inc.

www americanradiohistorv com
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A MONTHLY FEATURE
ON THE TV COMMERCIAL
BY HARRY McMAHAN,

V.P., Leo Burnett Company

A TOUCH OF SPRING

oe bright new spots have blossomed out in an encouraging burst of creativity

¢ rig has been most productive and it seems there has
1 an extra touch of creativity in the air.
mag the bright new spots blossoming out, we’d like
a few of our favorites:
:gin with there is a new one for Budweiser Beer that
;yreat imagination both in concept and in technical
nion. It puts that “Where’s There’s Life There’s Bud”
o pictures in lively visual tempo. Normally we are
sl to the split screen but we like the way this particular
fes it. Using a new “zoomar” lens to snap in the com-
nscenes (previously established in the commercial),
ai: witely sequence is a real eye-catcher.
eit to Marvin Rothenberg for the direction of this
sit MPO, working from the script by Bob Johnson of

V= Jia makes a good impression

| =ms like several springs that we have been watching
leade. First for Lincoln and now for American Gas
ation,

“be we were skeptical about this gal Julia in the early
it we have become more and more convinced that she
g the best in the business. She has a styling and a
M less to her work that makes a rich impression on her
185 &. But she also has the unique knack of making this
" commercial come through with a warmth that makes
@ssage believable far beyond most of her colleagues.

tsket of roses to a great gal!
/:L wriler who has been faced with the problem of what
L* o0 TV with bathroom tissue can take a happy lesson
/11" i new entry for Northern Tissue. Called “Anagrams,”
ibbles around with a few key words and some per-
7€ delightful animation from Playhouse Pictures. Y & R

/) Wiagency,

’.r .‘--ink there have been more fresh new animation styles
~ ‘€ar than in any similar period in our history. Most
* //Waging is that the styles are bright and gay without

m:

- /
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Budw“f.ser Beer - ™% w
Agency: D’drcy

' %\; wel
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Northern Tissue;
/'S Agency: Y&R

Mattel Toys; Agency:
Carlson-Roberts, Inc.

some of the grotesque concepts that disturbed the field a
couple of seasons back.

Certainly the top trend-setter in the business is Jello.
First, they had a smash success with “Busy Day” and then
went on to such gems as the “Chinese Baby” award-winner.

Now they are off with a new touch of springtime. It is a
really lively series on “National Jello Week™ with such mad
ideas as “Put-Bounce-in-the-Baby-with-Jello Week” and “Try-

To next page
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FT. SCOTTY NEVADA

LA MAR
CHANUTE
INDEPENDENCE CARTHAGE
PITTSBURGH A MT. VERNON
PARSONS Kj%?{ll"‘v
NEOSHO
MIAM]
BENTONVILLE
ROGERS
VINITA AVETTEVILLE

GROVE

162,799 TV HOMES®

KODE-TV in the Joplin market covers
a 4-state area with 162,799 TV
homes, 669,800 population and
$776,919,000 buying power.

Joplin is the urban center of

11 communities in an 18-mile radius
with a combined population of
97,750.

KODE-TV in the Joplin market is
28% taller, and 29% more powerful
than any competitor.

“Television Mag. Set Count, May 1958

CREATED BY

JE-TV

JOPLIN, MO.

*>N54s

Harry D. Burke,

q» &
A member Lrytis VP& Genl Mgr
_of the
Friendly Group Avery Knodel

WSTV, WSTV-TV, Steubenville; WBOY, WBOY-TV, Clarksburg;
KODE, KODE-TV, Joplin; WPAR, Parkersburg; WPIT, Pittsburgh;
KMLB, Monroe, La.; Colmes-Werrenrath Prod., Inc., Chicago rx
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McMAHAN Continued

Some-Other - Flavor - Besides- Red - Jello
Week.” Young & Rubicam is the agency
again and the old reliable Ray Patin
produced.

If television is raising a new crop
of juvenile delinquents (and this we
have always doubted!), certainly
Mattel Toys is going to see that our
new crop of j.d.s have a sense of humor.
Recommended for viewing for my kids
and yours, too, is a sidesplitting new
commercial on the Mattel “Firebolt,”
a perfectly terrifying piece of equip-
ment they now offer—in plastic—to
our cops and robbers smallfry.

TV watcher to the rescue

The picture opens with the kid
watching television. On the TV, our
hero has just been trapped in the ware-
house by the mob and bullets spatter
all around while he remains unarmed.
Quick to the rescue, our young TV
watcher hands him, through the tele-
vision screen, his Mattel Firebolt and
you can guess the rest . .

Producer for this gory guffaw is
Animation, Inc., with Stan Frazen di-
recting. Carlson-Roberts, Inc., out in
Beverly Hills, California, is the adver-
tising agency.

Japanese TV coming of age

Another reel of Japanese commer-
cials comes our way and it is always
a pleasure to see how television is com-
ing of age in that country.

Their animation is improving and
some of their live action is most engag-
ing. For instance, in a commercial
advertising bicycles, you will see the
change in Japanese culture reflected
as some beautiful Japanese dolls in
shorts go cycling through the country-
side. In another commercial, more
pretty girls seem to be having priority
over men on the golf course.

It makes one wonder if the kimono
isn’t going out of style—and what part
television is playing in this atomic
change.

On the amusing side, we find the
Japanese lifting American music tracks
to score their TV commercials. Some-
times, by American connolation, the
musical selections are a trifle inapro-
pos.

“Frankie and Johnny” is used to
score the commercial on a stove
cleaner. The bicycles roll along lo
“Sweel Georgia Brown,” and when
they advertise waler healers they score
it with that oldie “Oh, You Beautiful
Doll.” END

www americanradiohistorv com

5'

- - — o —— ———

251,970
TV Homes

[ WGR-TV now leads all Buffalo statior:
the largest share of the viewing au
from sign-on to sign-off seven days @
Source: ARB. AEC Affiliate. Call
Griffin, Woodward for availabilities.

 WGR-T!

ABC CHANNEL 2 |

BUFFALO

SYMBOL OF SERVICE .
T TRANSCONTINFNT S
: " WROC.TV, Rochester  WGR Radie

c Buffalo » WSVA Radia, WSVAw
T WNEP-TV/WILK-TV, Scranton-Wi

TELEVISION MAGAZINE ¢ U
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Our Nielsen is part of
the story. Our rate card is
part. Our list of national
advertisers is part, too.

Looking at them
together, the astute
time-buyer sees
something he's glad
§ to be able to buy.

| Have you looked, yet?

BWPIX

P #"-';’i ; '— | 92%.sold-out in prime
o 3 nighttime hours

When you must turn to THe Best Buy e
y b
_..in the New York market, check WPIX!
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T+'5 EXCLUSIVE Smidley
E-X-C-L-V...

Get it, Smidley . . . EXCLUSIVE!
This KIMA-TV with its satellites is
not just number one in the market
. but the ONLY one in the mar-
ket. Ever see such a neat, one-buy,
four-station, three-state package?
A big market—over 500,000. A
wealthy market—nearly a billion
dollars. It's enough to make the
average time-buyer do flip-flops.
Right, Smidley? Right!
Quite a market . . .

Eating and drinking....$45,126,000
Lumber and .
building materials..$87,656,000

Source: 1957 'Survey of Buying Power'

KIMA-TV
YAKIMA, WASHINGCTON
with jts satellites
KEPR—TV, Pesce, Wash.
KLEW-TV, Lewiston, Iduho
and KBAS-TV
Ephrate, Moses Loke, Wash.

CASCADE

BROADCASTING COMPANY

NATIONAL REP: WEED TELEVISION PACIFIC NORTHWEST: MOORE & ASSOCIATES

STARS IN
ZIV'S

ALL NEW®
IMPACT
SERIES!

NOW SHOOTING AT ZIV STUDIO |

BANDIT'S
CAVE" ...
A ruthless
bandit escapes
with a fortunei
How long can a
man of action hide

out without losing Wﬂ'f[P/V!

his reason?

SEE FABULOUS TARGET RATINGS PAGES 10-11
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HUNTINGTON From page 31

entertainment shows because the
ing has been too painless. I didn
I was learning as I learned. But g
questions and we’ll both be ama
the knowledge we’ve gained while
entertained.

Take a sample of information
so-called pure entertainment she
know that women in the day of Dj
wore high heels because I saw a ¢g
making some on TV’s “Tale of
Cities.”

The sound of a penquin

I also know the sound of a
guin from Lassie, and what a *
hat” is, from Sea Chase; the gas
lightbulb, from Union Carbide;
prints on drivers’ licenses: Li
helicopters from both Vitalis and
commercials; treating sick zoo animg
You Asked For It; Bavarian rose fi
Alfred Hitchcock Presents. Not tot
tion the numerous historical inei
that we learn about from the rerung
war films, from documentaries
newsreels. This list is longer thar!
can remember because I learne
painlessly, without apparently
being taught.

If you have a product which requ
instructions to use it, if you wish
people to use more of your prod
by using your product in more ways
you w1sh to teach people anything
cluding news about your product, thi
of this painless teaching tool of
vision,

Here are some examples: A Reyno
Metal commercial taught me the w
dom of aluminum motorboats, a Jol
son commercial taught me how to dr
one and an Evinrude commerc
taught me the fun of owning one o
self.

For someone not in the markets
all, I’ve been taught that I'd like «
motorboat, I know why, and I kn*
how to run one.

Television is no waste of time

In passing, this amount of Jearni
is something too many people overle:
when they complam about the timetl
spend watching television. They!
learning all the time—certainly =
wasle of time.

le these two tools, “invisible W
ing” and “painless teaching.” I beli
they’ll make your selling easier, M
effective. And, after all, that’s what
business is all about. F

TELEVISION MAGAZINE ©« JUNE
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. New York

. Los Angeles

. Chicago
. Philadelphia

. Detroit

. Boston-
Manchester

. San Francisco . B o :
. Pittsburgh 2 '. ] . ) .
. Cleveland ' I‘
. New Haven i
. St. Louis

. Washington, D.C.

. Indianapolis-
Bloomington

. Minneapolis-
St. Paul ,
(]

. Providence
. CHARLOTTE

. Hartford- | "
New Britain “

. Baltimore
. Atlanta

. Kalamazoo- j
Grand Rapids J i

. Dallas-Fort Worth | " “ 1

. Cincinnati 4 l

=

...and whet a kicc!

Ardent advertisers are now enjoying the sweet kiss of sales
success from the Nation’s Sixteenth Television Market!

Television Magazine credits the Charlotte-WBTYV Television Market with
689,882 sets, making this the Sixteenth Television Market in the Nation ... First in the South ! ;

Re-evaluate your expenditures. Call CBS Television Spot Sales for a date!

Source: Television Magazine Set Count, May, 1958

MARKET

JEFFERSON STANDARD BROADCASTING COMPANY
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# Lou Cowan climaxes a broad-
12 career by

wing presidency of the

iV Network Division.

JUNE 1958

TELEVISION

MAGAZINE

i} NETWORKS IN FERMENT

A profile of Louis G. Cowan who takes over as president of

CBS-TV Network as it faces its strongest challenge in years

i, REDERICK KUGEL
Al e day in April, 1955, Lou Cowan, then 46 and at the
0

peak of a career as an independent programmer, made
. uusual call to CBS board chairman William Paley.
i I: owner and producer of the #64,000 Question asked

W' e for a joh.

1 soon joined the network in a creative capacity and
Ioly afterwards became a staff vice-president in charge
@ative services encompassing television, radio and rec-
lIn March, 1958, he moved from the staff level to oper-
a6 when he became president of the CBS television
n ork.

“lthe past Lou Cowan never had it so good. In the future
il Inever have it so tough. For Cowan is on the spot. CBS-
1 etwork is facing its toughest competition in many a year
allvith the economy still a bit soft, business is rough.

“le Cowan appointment can only be fully understood when
Voed within the total competitive situation in which the
'NR‘Iorks find themselves at this time.

s emergence as a full-fledged network stiffens competition

*ilce the period of two-network physical dominance came
end because of the opening of new stations in bottle-
markets, and ABC was enabled to build itself into a
nder for network revenue, the three-network audience
client split became a reality. The third network, backed
ew financial resources, has gone a long way toward
hievement of full network status, and this year marks
Ing to maturity.

same time NBC, having gone through an organi-
overhauling that has produced an unsentimental,
focus on the business of network business, has

MAGAZINE + JUNE 1953

fought with new intensity in programming and sales, and
has made striking progress.

The leader in any field is in danger when his competition
suddenly hecomes newly aggressive. It is the law of network
life that vou must be number one, and thus the strugele can
never stop. Competilively, depending upon which rating
service vou use and how the findings ave interpreted, NpU
television has just about caught up with CBS-TV. In fact
either one can—and does —claim it is first. Obviously, CBS
will fight against this “share of leadership.”

CBS in program squeeze?

But Paley, Stanton and team face obstacles. In the first
place there is the normal aging process through which a
number of CBS-TV shows are going. as must all shows. There
is no need to elaborate the elementary truth. that programs
wear out with time. To some extent, CBS may be caught in
a “program squeeze.” Regardless of how cognizant the net-
work’s management and, particularly Hubbell Robinson,
vice president of programming, might be of this sitnation,
they are not completely free to move in every direction they
would like. Shows that are still delivering for the advertiser
may be starting to slip from the network viewpoint, but nat
sufficiently to impair their value for “another season,” for
the sponsor.

William S. Paley has always been a gambler where pro-
gramming is concerned; he has never been afraid to move
boldly and swiftly when his competitive needs so indicate.

Speculation naturally also arises as to whether any basic
attack on the overall program problem can be effected

through the going organizational setup, geared . as it is to
To next page

45

Ww\mmnwi aracholcio
T e AN AmVAs S T


www.americanradiohistory.com

NETWORKS IN FERMENT Continued

“ .. In program planning you must take into consideraiion tl

emotional climate that exists throughout the country.”

the program values which it has found so successlul in the
past.

His selection of Cowan as network head may indicate that
he is prepared to inject new vitality, starting at the top—
that he felt it of sullicient importance to impose a relative
outsider on the team operation he and Stanton have spent
a generation in huilding.

I

‘‘Paley’s man’’ a natural to head network division

It is no secret that Cowan is “I’aley’s man,” that the two
see eye-to-eye on programming. Given Cowan’s proven cre-
ative ability, he would seem to be a natural choice as a net-
work head during the period in which struggle for leader-
ship will revolve around programming.

And, as explained by CBS oflicialdom, Cowan’s presiden-
tial appointment is a natural and logical aspect of a con-
tinuing process of organizational expansion and strengthen-
ing. Thus, the Stanton announcement that:

“Because of the growth, size and complexity of the Tele-
vision Division, the time has come to divide it along func-
tional lines into two new separate divisions.”

Merle 5. Jones. who was formerly head of the network,
was named president of the CBS Television Stations Divi-
sion, which will include the six company-owned stations and
weau-tv in Philadelphia, once the purchase has heen ap-
proved by the FCC. Other major units that will come under
Mr. Jones’ jurisdiction are Spot Sales, CBS Television Film
Sales, Inc. and Terrytoons. These non-neiwork units ac-
ount for approximately hall of the profits of the former
CBS Television Division, as reported by Dr. Stanton.

The importance of this functional separation has been
pointed up by a series of recent appointments and shifts of
high-level personnel, with the aim of making the division
completely autonomous, as is CBS Radio. These three divi-
sions all report to Columbia Broadcasting System president,
L'rank Stanton.

Cowan, as head of the newly fotmed CBS Television Net-
work Division, will no longer be burdened, as have previous
CBS Television presidents, with the tremendous non-network
rganizational responsibilities that will now belong 1o Merle
Jones.

Cowan ie noted for his great considecateness and his
ability to work in harmony with others. Jt is felt by some
within CBS that he will find himself being called on to exer-
cire these qualities an never beforve, The fact remains that

46

WWW. americanradiohistorv.com

he has been imposed upon a going, successful organizai

What manner of man is this who has willingly underti s
the challenging assignment of guiding the network at is
time? And why has he been ready to give up the indeh:
dence of his own business in which he waxed wealthy 4
famous to entangle himself in the inevitable frustrations'd
internal give and take of strong personalities that arene
common lot of those who toil in large corporations? Ie
pendently well-to-do as a result of a succession of succerul
radio and TV programs he and his production firm crei.
Cowan is in little need of financial reward.

Obviously, the presidency of a television network ca'se
considered a career fulfiliment, affording full recognitio o
a man’s stature and ability. It is the kind of reward thatis
special attraction when one has already reaped finar
success.

The professional communicator

To those who know Cowan well, his move wasn’t asi
usual as would seem on the surface. Communications in
form or another is really his whole life.

As Cowan says, “This was a demanding type of challe:
There was almost an imperative quality to the challenge al
I couldn’t resist.” Coupled with this is an “enormou: ¢
spect for these two men, Stanton and Paley, and the tre i
dous stimulation I was convinced I would find working t
them.”

What are the program values of this man in this crial
pivotal position? And what effect will they have on net th
programming?

As an independent packager and producer, Cowan ad
climaxed a career with the sensational $64,000 Ques"lh‘
and you couldn’t do much better than that. However, gro ng;
within him during the years of commercial activity wa he
desire to function less as a manuflacturer of enlerlain‘“r

vehicles than as a professional in the communications
Cowan is one of a new breed of “professional commu:
tors,” who look upon broadeasting in its totality, in ¥
the entertainment and information functions are interlo

Tt is therefore in character that he dreams of writi
book which would be an historical study of the field of
munications. A publishing house has asked him 1o do
a book and he was seriously considering taking a ye
to do it shortly before he joined CBS. This serious b
chuvactevistic of this Chicago-born showman who ma)

TELEVISION MAGAZINE < JUN
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“I'm a paradox”, suys Cowan whose program creations range from the gimmick-laden
564,000 Question (right) on CBS-TV 1o the intellectual award-winning Conversation (lefr) on NBC radio.

ivhilosophy when he attended the University of Chicago.
Thile Cowan is most closely identified with his commer-
successes, he has produced a wide range of shows
s e fifty-five—ranging from Quiz Kids to $64,000 Quesiion.
speaks with greatest enthusiasm. almost an air of dedi-
con, when he discusses programs he has produced like
“ghting Senator,” which emphasized the importance of
thstate senate. He is perhaps proudest of “RFI), America,”
of whose objectives was to change the public image of
t American farmer from the stereotype it had long heen.
this he won a Variety award. Peabody awards were
rded Cowan for Conversation and Sunday at the Zoo.
Aong his honors are four Ohio State Institute for Education
bRadio-Television Awards and three Variery Show Man-
tment Awards.
‘et, Cowan is the first to recognize, “I’m something of a
“adox, I suppose.” His self-avowed “mission” is to make
‘ontribution to social betterment through the responsible
4 of TV as an unequalled medium of information and en-
Mtenment. But his greatest success has invariably heen
dined in the field of sheer popular entertainment. It was
* Cowan who conceived many of the gimmicks, such as
Wisolation booth, that helped make the $64,000 Question
LLrunaway winner it was. And it was Lou Cowan who was
onsible for driving the late Fred Allen off the airways
"2 Stop the Music, a program that drew widespread critical
‘Has a notorious example of low-grade radio which was
1ging the medium into ill repute. -

Wlism with economic reality

‘ortunately for Cowan, the two avenues of expression for
Atalent do not appear to lead to internal conflict. He has
* ?ble to combine an underlying strain of idealism with
‘%llity to deal with economic reality. Although Cowan re-
T‘!s himself as primarily a creative man, he is a complete
' “1st, and has proved himself an exceptionally able sales-

- nhis Present position he points out: “I must be involved

N MAGAZINE + JUNE 1958

in sales.” Although not a salesman in the sense that Jack
Van Volkenherg was, he will frequently be called on in a
top level sales capacity “because what we are really selling
is a program concept.”

It is too soon to sav with any certainty whal changes
Cowan will put into effect. Although he has had over two
years to study the strengths and shortcomings of CBS from
the vantage point of a free-wheeling staff position concerned
largely with creative problems, he had barely been in hi
new post seven weeks at the time of writing, and these were
weeks filled with a technician’s strike, time-consuming Wash-
ington hearings and an NAB Los Angeles convention.

For the most part, the present schedule is pre-Cowan. The
same can be said for the major part of the CBS program
schedule of the season ahead, although it will surely feel hi:
impact. The expectations are that the program character of
the Cowan regime will not he solidly established until the
season of 1959-60.

Will Cowan change CBS-TV’'s programming values?

What are the programming values that will predominate?
Specifics are naturally being kept under wraps for competi-
tive reasons, but it is important to note that Cowan does
have plans. The industry will begin to hear of them hefore
long.

Future programs bearing the Cowan imprint may be ex-
pected to attempt to reflect and respond to the mass-psycho-
logical needs Cowan believes are representative of the Ameri-
can people. His approach to entertainment today has the
decided sociological coloring one would expect from a serious
student of communications.

He says, for example: “In planning, you must take into
consideration the emotional climate that exists in the coun-
try.” And he cites the success of the old Wayne King radio
program for which he was press agent at the start of his
career in broadcasting. King, reports Cowan, resisted the
pressures of network and advertiser to fix his musical selec-
tions in advance for promotion purposes. The orchestra

To page 93
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Part 1 of a two-part series:

THE
FIGHTING

INDEPENDENTS |

Can the non-affiliates compete? It is an uphill battle, but increased advertiser

acceptance, new programming and larger audiences all say “Yes

By JOHN WATSON

1 )ne night two months ago an independent station attacked
\_/ the network stronghold-—prime evening time—and
made off with 36.9% of the audience. It happened in the
nation’s major market, New York City. The station was
WPIX; the program its film presentation, The Russian Revolu-
tion. On that April 1, from 9:00-10:00 p.m., New York’s
four independent stations had a combined audience of 1.4
million homes—leaving 1.7 million to the affiliates. WpIX
alone, according to a special ARB report, reached 1,188,306
TV homes.

Some 30 independents can reach over 20 million homes

Admittedly, this was an unusual event. But it dramatizes
the growing power, aggressiveness and potential of the non-
affiliated station. Today some 30 independents are active
in 15 major markets and a number of smaller ones. They
are able to reach over 20 million homes, or almost half the
TV homes in the country. Sign-on to sign-off, the stronger
independents are winning one-fifth of the viewing audience
weekly. Almost all independents are dominant in some time
period; in prime time their strength is growing. With their
basic progrumming formats now established, a number of
stations are venturing into more imaginative areas. There
are signs that a trend towards independent “spectaculars”
may have been started by the wrix success.

But without the tremendous power of the networks bhehind
them, supplying programming and revenue, it is still an uphill
battle for the independent stations. Strong, established outlets
in the largest markets—a wrix in New York, a Krrv in Los
Angeles, a WeN-1V in Chicago-—have been operating in the
black for a number of years. But even so successful an op-
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eration as the Meredith station in Phoenix, KPHO-TV, 1 ¢
in March had the largest ARB share-of-audience ofin
independent in the country, is still marking its ledgers i @
ink.

Within the past 12 months or so, a number of the we e
independents have passed into stronger hands. National les
film Associates has acquired xM6M-Tv, Minneapolis o0&
KMSP-TV) for $650,000, and wWATV, New York (now VIa
1v) for $3,500,000. A group headed by Bing Crosby nd
Kenyon Brown paid $4,000,000 for xcop in Los An
Storer Broadcasting sold a highly successful WRBC-TV$i
mingham, a CBS affiliate, to acquire a moribund,
affiliated wvUe in Philadelphia. Several smaller tra &%
have also taken place, one within the past month ane il
unannounced at this writing.

These purchases indicate that some of the shrewdest 116
in the business have no doubts of the potential of the df'
pendent station. They promise too, in the markets affi &
stronger competition for film product and adven!i¥
revenue.

Independents provide significant unduplicated audiences

The independents are not, of course, threatening the #
ture of network television. On the contrary, they have #&
it possible for the national advertiser, by supplementin
work coverage with spot schedules on the non-aﬂiliates,}"“t
his cake and have it too. In prime time, all the indeper:ht
together subtract probably less than 1-1.5 million homeé;"w«
the combined network audiences. But a growing num# &
advertisers are learning that with the independents, by

same prime lime, they can reach significant undup '|
{
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CHANNEL
LOS ANGELES

awences at relatively low c-p-m’s. In other time periods
can frequently reach larger audiences, and at a lower
¢, than on the affiliates in the same market.
ot too long ago a certain type of national advertiser
th “prestige buyer”—would not dream of appearing on an
pendent station. Today the “prestige buyer,” as such, has
laely disappeared. “In 1954, 46% of our advertisers were
laccounts,” says Fred Thrower, v.p. and general manager
VPIX. “Today 4% are local. In the 1957’58 season, WpIX
h business from the top 25 national advertisers and the top
advertising agencies. This is a mark of aceeptance.”

Nional accounts are flocking to KMGM-TV

fothing is more indicative of the growing power of the
“-affiliated station than this acceptance, in many cases
“ntly-granted. by the national advertiser. In the nine
“aths since NTA took over KMGM-TV, the percentage of
“fonal to local accounts has risen from 50% 1o approxi-
"ely 70%. Some 85 new national advertisers have signed
" the station, 30 of them on a 52-week basis.
."_/ithi" the past year, national accounts have risen from
©1090% on waBD, New York; on newly-opened wWTic-TV,
brtford, 159 are national; both kFrjz-Tv, Dallas, and
R, Denver, have about 50% national, the rest divided
}_*“.'Veen local and regional, won-tv, Chicago, is 60%
“donal; and K7V, Los Angeles, 45% . These are rough divi-
s (K1TV, for example, lists Alka-Seltzer under its local
founts because the business is placed through the Los
eles office) .
’hat has the independent to offer? The main thing is its
ity to schedule minute announcements in prime time.

SION MAGAZINE
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CHANNEL

m WNTA-TV

o

These, of course, are non-existent on the afliliates. Although
it is the lowest-rated segment and faces the strongest network
competition, prime time is the most sought-after period on
the independents. wpIx, whose ratings range from 1 to 5 in
these hours, is 92 sold oul in prime time. Says Thrower:
“Advertisers realize that if a network station gets $2,000 for
a 20 rating, an independent charging $500 has only to get
a5 to equal it.”

Buying on an independent generally follows a different
pattern than on an alliliate. The target is the cumulative audi-
ence rather than the high rating; the weapon, frequency of
exposure. Thus program sponsorship plays a relatively minor
role on many independents. As Bennet Korn, v.p. and siation
manager of waBD, New York, sums it up: “It is a participa-
tion game today.”

Feature films are almosl always spot carriers, despite such
occasional advertisers as Colgate-Palmolive, which sponsors
the Friday night Colgate Theaire on KTTV, Los Angeles, and
the Libby Furniture Co. in Chicago which has sponsored the
Saturday night feature on WGN-TV.

All daytime half-hour films on KTTV are spot carriers

Even syndicated film is largely sold on a participating
basis. On KTTV, largest user of syndicated film in the country,
almost 100% of all daytime half-hour film shows and 50%
of those at night are spot carriers. On WPIX, another major
user of syndicated film, 97% were used as spot carriers in
January.

Major sponsorship is frequently concentrated on live pro-
gramming. News and other public service features, sports,
and programs aimed at special audiences commonly fall into

To page 96
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V.p. Granville S. Carrel tells

First National City }
turned to television to change the pi o
image of the ba

CARREL OF
FIRST NATIONAL CITY

t is only in the past hall dozen years or so, that the stereo-
{ type of the banker has been dislodged from its long-stand-
ing position in American folklore. Largely responsible for
this change in public aititude have Leen aggressive and
imaginative public relations campaigns such as those con-
ducted by The First National City Bank of New York, under
the guidance of its vice president in charge of public rela-
tions, Granville S. Carrel.

Banking is still target for good-natured kidding

Here is a hanker of the new type, neither overly conserva-
tive nor staid as in the pattern of tradition. [Te complains of
the image which his TV cainpaigns have attempted to de-
troy. “We've been the butt of vaudeville jokes [xom Hobo-
ken to San Francisco. Jokes about the glassy-eved banker
with ice water in his veins—the deal banker who can’t hear
a rate of less than 10%---the Scrooge who forecloses on the

peuniless widow’s home and tosses the ot of *em, kids and

all. out ifvo the spow.

“Lhese adverse public impressions have disappeared to n
reat extent, but the shadow ol the past still lingers on, and
as a profession we continue to provide our public with a
target for much good-neturad kidding.”

Carrel has ]ivcd with this pcoblem from rhi very b -u,-nj‘l‘im
of his professional life. Lt wus in the halcyon, then disastroos
year of 1929 that at age 22 he cume to Nations City follow-
ing graduation from the Wharton School of the Univeraity
of Penosylvania, Thus hie esrlicst years with the bank, which
saw hi.n becowe disector of jupior pevsontcl an officer ia
the national division ond thon enter the adsertising depast
ment, were ulro the years in which a magietic Presidontial
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voice chastised “economic royalists” in fireside chats, €
still run up and down the banking spine when those days ¢
recalled.

But it was not until after World War 11 that the banig
husiness woke up to the possibilities of public relations. d
il was in television that the ideal communications instrupat
was found to accomplish the job. In 1952, Carrel, who d
been put in charge of the recently organized public relaigs
department, moved into TV with the John K. M. McCa ¥
newscast which the bank still sponsors at 11:00-11:10
on WRCA-TV, New York. The first schedule consisted of 12¢
nights a week; it was stepped up to its present six nigl

week, a year and a half later. :

The reasons why First National City went into TV

Since banks are by necessity cautious, even conserviv
when it comes to spending money, the reasons given by
sel for going into television are of more than average inte®

He says: “In 1952, we concluded that TV was a pri®
medium. And we wanted to be part of a new industry 4
was growing and had won such fast acceptance by be
public.”

Six years later, Carrel is still impressed with the progl‘f"‘
impact. “Jt's very gratilying,” he says, “when in a lms::;‘
conversation a customer will say to you: ‘You don’t hat
tall me about your hank. | see your show."” |

As Gacrel sees it, the [oremost argument for the eﬂedl"f-'
ness of TV as an advertising medium “for all goods and
icen” haw been “the drastic revision of budgets of majo
vortisoes throughout the country to include more and
talevision. From practically nothing 1& years ago, adver
To p
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HOW DO YOU COMPARE

MEDIA COSTS

Agencies generally disapprove of inter-media cost-per-thousand comparisons;

nevertheless, the practice seems unavoidable and here to stay

By HALSEY V. BARRETT, Director of National Sales, TvB

“ﬁ“x/ hile the decision to use one or another medium is
originally an over-all marketing problem depending
on size of budget, markel characteristics, etc., nevertheless
“whether we like it or not, every media decision we make
either implicitly or explicitly involves cost-per-thousand.”

The words are those of Jack Green, associate media di-
rector of J. Walter Thompson, and the idea expressed poses
a problem thal has plagued agency media men for as long
as it has been necessary lo decide hetween media.

A great many agencies do not helieve in the validity of
these comparisons, but in practice they are forced to use
them, since the advertiser must have some idea of how many
people he reaches in each medium and al what cost.

Although there are agencies which believe that cost efli-
ciency comparisons hetween media are valid, the majority
consider them a necessary evil at best. They argue that there
is no real similarily hetween media-—either qualitatively or
(quantitatively.

This is most oflen expressed in terms of (he industry cliché,
“You can’t compare apples and oranges.” And yel both are
fruit and choices are made hetween them.

The fact of the matter is that comparisons are made in
most every media decision. The agency must report to the
client on the number of impressions delivered and the cost
involved for each buy. The cost-per-thousand provides a
simple and useful index of cost efficiency. Where the problem
arises is in assuming that a $3.6] c-p-m for TV means the
same thing as a $3.61 c-p-m for print. It does not. Rating

52

methodologies vary greatly as do the interpretations
on the result. Ignored completely, of course, are the vil
differences inherent in the nature of the media themselve
the so-called qualitative factors which somehow must
taken into account in a quantitative measure. This is a pu
condition of really useful inter-media comparisons.

In spite of all the debate in research echelons and in sp:

of all the footnotes that ¢-p-m comparisons are not valid, th

are used for this purpose every day in the week. And t
practice will be continued until such time when some acce*
able formula for equation of media values is worked o

Formulas in use by most agencies

The formulas used by most agencies in arriving at “trai
porlalion costs for media” are as follows:

1. Spot TV: Rating applied to predetermined covera
base, (TrLEVISION MAcAzINE, SRA formula, agencies’ o
eslimale) giving homes reached. This divided by cost
spol gives ¢-p-in.

2. Network TV: Two methods. The first, which gives!
homes reached c-p-m comparable to the one above uses eitl
ARB or Nielsen total homes ratings and applies them to ¥
duplicated coverage for the lineup in question. This divi¢}
into cost gives nelwork c-p-m homes reached. The seca
method gives c-p-m per commercial minute, and uses Nieli'_"
average audience ralings instead ol total ratings—the resti
the steps being the.same as in method one.

3. Spot Radio: Same as spot TV, except that rough

TELEVISION MAGAZINE <+ JUNE 13
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COMPARISONS OF MEDIA COST EFFICIENCY

(One-minute commercial vs. full page black-and-white ad)

c-p-m impressions
TELEVISION  Av. evening half-hour program—1-min. com. $1.30
Av. quarter-hour day program—1 min. com. 1.21
RADIO Av. quarter-hour day program—1-min. com. .97
MAGAZINES General weeklies—1 page, B&W 5.69
Women's & home service—1 page, B&W 5.73
NEWSPAPER SUPPLEMENTS 1 pqge, BAW 5.11
NEWSPAPERS page, B&W 10.31

Leo Burnett Agency Study

Y% saturation is assumed, and all U.S. homes are used
a base for projecting ratings against

1. Network Radio: Same as network TV, with the same
wiso on 100% penetration as spot radio.

>. Newspaper and magazines noting” figures derived from
irch or Politz agency estimates applied to audited circu-
lion divided into cost for c-p-m.

Naturally, no media plan is ever put together purely on
“sost-per-thousand basis, although c-p-m is frequently one
tlex used in making media decisions.

Again quoting Jack Green of J. Walter Thompson, “Cost-
ii-thousand is only one of the many independent variables
«d in many media decisions. Obviously it would be ridicu-
IS to let a decision stand or fall on just this one variable.
wever, it would be just as ridiculous to completely ignore
“t efficiency.”

The Leo Burnett Co., which has published a cost-per-
"Elsand study of the various media, selects a medium on the
“is of its value to the advertiser in terms of creative and
iirketing strategy. But the agency reasoning is that cost effi-
‘ncy data provides the “boundaries” within which judg-
'nt can work, and that to abandon attempts at inter-media
m evaluations because media measurements are not com-
Itely equivalent is to make all media decisions completely
Djective.

Ifthere is one fact that stands out in any consideration of

‘er-media c-p-m, it is that most agencies, whether they sub-
1\

10tng: One person who has seen an ad.

- levision MAGAZINE + JUNE 1958

The following criteria form the basis of this study:

BROADCASTING—One person exposed to a one-minute com-
mercial as measured by Nielsen average audience ratings.

PRINT—One person noting the average black-and-white, full-
page food ad in magazines and newspaper supplements; the
average black-and-white ad in daily newspapers, as measured
by Daniel Starch.

scribe to the current practice of c-p-m comparisons or not, are
seeking methods of making these comparisons more tenable.

Dr. Seymour Banks, manager of media planning and re-
search for Burnett says the agency is searching for “measures
of individual advertisement audiences which will be equiva-
lent and comparable for the major media.”

Comparison helped Burnett eliminate guesswork

In its
black-and-white food ad in both newspapers and magazines,
and using Starch Ad Norms lo arrive at audience, Burneit
compared the resultant ¢-p-m with that derived {from Nielsen
average audience ratings for a one-minute commercial on
radio and TV. (See chart.) This comparison, according to
Leonard Maithews, Burneit’s vice president in charge of
media, “has eliminated much of the guesswork in picking

media cost evaluation, Burnett took a full page

media.”

Kenyon and Eckhardt’s senior v.p. Maxwell Ule is an-
other example of this dual attitude among agencies which
use inter-media ¢-p-m. Ule’s c-p-m analysis of the various
media for a hypothetical campaign appears on page 109.

Ule, belives that the qualitative factors must be taken into
account in any c-p-m evaluation. (See “The Coming Era
of Science in Advertising,” TELEVISION MAGAZINE, Septem-
ber, 1957.) He distinguishes between static and dynamic
media. A dynamic medium, as in the case of television, is
one where the recipient has to make an effort to escape ex-
posure to the commercial message; the static medium is one

To page 108
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THE LAT

Paar's major competition is feature film—but it usually takes a good feature to beat him

arly in April, NBC station managers flocked to New ok

from all parts of the country to attend an all-night .

for Jack Paar. It was a big night, particularly for tho 4

NBC who had stuck doggedly with the concept of late-f.‘aht

The (l[)ilit{/ ()]£ the Jack Paar live network programming during the disastrous, dishe&™®

Show to deliver substantial audience ™8 imeriude between Steve Allen and Paar.

) > acain 11 / o] The success of the Jack Paar Show is important pbe
proves once agamn that late night advertiser. as well as to the industry in general, b FE|

network programming can be hzghh/ eﬁectivc it proves once again that late-hour live programming B
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IGHT PROGRAM BATTLE

'V network 1s perfectly feasible and commercially effective.

From the point of view of the station, a vehicle like this
s doubly attractive: it solves the late-hour programming
yroblem and provides an income without necessitaling a
worresponding program expenditure, such as a heavy invest-
ment for first-class feature film-—this aspect will be of even
jreater significance to slations as the amount of fresh top-
trade feature film declines after following the re-play route.

important points for the advertiser

From the point of view of the network advertiser, what
{s important, of course, is whether the audience is large
mough to warrant the expense. But the program is of special
nterest to the national spot advertiser as well. If he is buy-
Ing local participations in the Paar program, it is importani
‘or him to know how the show holds up under varying local
iompetitive conditions. If he is buying on stations competing
vith Paar, it is important for him to know whether there are
rogram efforts which can outdo Paar in ability to attract
in audience.

There can be little question that the Jack Paar Show, as a
iational vehicle, is successful in attracting both sponsors
ind audience. At time of writing, NBC had sold 819 partici-
ations for April-December, 1958, providing a volume of
10,200,000 in gross revenue. Some 17 clients were involve,
anging from little-known advertisers like Sterns Nurseries
vith one participation, to the well-known Block Drug with
134. Other major buyers are Norelco, 115 participations;
ufferin and Marlhoro, 104 each; Pharmacraft, 76.

The Nielsen record shows a steady growth in national
‘atings from an average audience low of 3.2 in August, and
1 15.8 share, 1o an April high of 5.0 and a 31.1 share. Aver-
!ge homes reached in the same interval rose from 827,000 to
:828,000. Time and talent charge for a participation is
17,405 gross, but “dividend” participations lower the cost.
'hus, on the basis of the current ratings over a 56-station
asic line-up, NBC estimates that a $148,100 expenditure will
'y 20 paid and 10 “dividend” participations at a cost-per-
housand homes of $2.80.

An examination of ARB metropolitan area reports for
fdarch in 25 markets shows the Paar program standing up
ftrongly on a market-by-market basis. There was only one
ase in which it did not produce a substantial audience. Even
vhere it was second, it was usually a very good second, or
100d third, and, in a number of important markets, it ran
thead of the competition.

It shows unusual strength in New York, for example,
thusual in view of the above-average level of competition

N MAGAZINE + JUNE 1958

often found in the seven-channel market. During the first
week in March, ARB reported Paar on wrca running slightly
ahead of the Late Show on wess on Monday, Tuesday and
Wednesday, with wcaes taking the lead on Thursday and run-
ning far ahead on Friday. It is interesting that none of the
remaining New York stalions came even close to challenging
the rating positions of the 1wo leaders.

The record indicates that the Paar Show is able to stand
up quite respectabhly against average-to-good feature film
compelition. In Minneapolis-St. Paul, for example, it was
pulling down ARB ratings of 10 and better, running in front
of three fealure film shows all week. In Birmingham, a two-
channel market, Paar on WABT consistently was ahead of its
Mystery Theater opposition.

But the usual situation is mixed. Where the feature film is
not outstanding in its appeal, the Paar Show has a good
chance of being the number one rater or a close second; on
those nights in which a strong feature hits the screen, it will
leave Paar far behind. In many markets, rating leadership
varies through the week among three or four stations, largely
dependent, it appears, on the quality of the feature films
scheduled.

First place fluctuates in Milwaukee

Milwaukee illustrates this pattern dramatically, hecause
the rating levels for the time segment are high and the
rating swings take place over a greater range. On Tuesday
(as in a number of markets, the Paar Show is not carried on
Mondays) running far in front at 11:00 p.m. was WXIX’s Late
Show, with a 13.3; second was Paar on wTMJ, with 7.2 and
third was Six Million Dollar Movie on witi, with a 6.5. The
fourth station was not a factor at all. By Wednesday, wit1
was the runaway leader with a 15.1, wXiX was a strong sec-
ond with 10.0, and wtMJ third with 6.5. But on Thursday,
the picture again changed. Paar, with 8.6, was now tied for
first place with Six Million Dollar Movie; wxiX’s Late Show
had dropped to 6.8. A completely new element entered the
picture on Friday. The Late Show had a commanding lead
with 18.6, but wisN, which had left the air at 11:15 the
previous nights and had rated a poor fourth during the
11:00-11:15 period, suddenly shot into a strong second
position with a 10.8 rating, on the basis of its 20th Century
Theater.

In varying degrees, similar rating fluctuations were notice-
able in Philadelphia, Peoria, Chicago, Seattle-Tacoma.

The ability of the special feature package to make an im-
pressive one-time splash is clearly evidenced in Detroit. Dur-
ing the March rating week, the Paar Show was number one

To page 111
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British TV:

Most Definitely Commercial

The effect of commercial television a

and media practices have undergi

Part 2 of a two-part series

he coming of commercial television has caused dramatic |
changes in the English agency.

In Mayfair, where many British agencies have moved into!
reconverted mansions that serve as office buildings, most
of the shops, large and small, are extremely short of space.
Young & Rubicam has its media department across the
streel from its other offices. Pritchard, Wood & Partners has
its TV department in a building around the corner from its
main quarters. This agency is putting up a new building of
us own in Kensinglon, an area to the south and west of the
present advertising district and one that seems likely to play
Third Avenue to Mayfair’s Madison.

G. 5. Royds is one of the few agencies to have a new
building of its own already operating. The agency once had
two people to handle its cinema and broadcast advertising;
in the brand new Royds louse, there is now room for a
I 7-man (‘leparl.