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Men
who
need
advertising
flexibility
are

Grove Laboratories and its agency, Harry B.
Cohen Advertising Compauy, are Sold on Spot

as a basic advertising medium.

Ax the weather turns cold in various sections
of the country, Grove Laboratories puts a sub-
stantial part of its advertising budget {or 4 Way
Cold Tablets into Spot Television and Spot Radio.

This use of Spot in seasonal campaigns pro-

vides the company with powerful impact and
complete Hexibility at low cost in selected key
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markets. and has helped make 4 Way the largest
selling culd tablet in the United Stat
Spot can do the same for you on stations rep-
ented by NBC Spot Sales in 14 major markets.

ounting for 48% of Lhe nation’s retail sales.

SPOT SALES

30 Rockefeller Plaza, New York 20, N. Y |
Chicago, Detroit, San Francisco, Los Angeles,

rlotte * - ast
Charlolte *, Allanta™, Dallas *Bomar Lowrance Associates

Left to right: GENE K. F0SS, Viee Prestdent in charge of
Advertising, Grove Laboratorics, Ine. JAMES H. GROVE,

President, Grove Laboratories, e, BARRISON MULFORD, JR.
TV Representative, NBC Spot Sal

HARRY 8. COHEN,

President, Harry B, Cohen  Advertising Co., Inc.

Representing Television Stations:
WRCA-TV, New York

WNBQ, Chicago

KRCA, Los Angeles

WRCV-TV, Philadelphia

KSD-TV, SL. is

WRC-TV, Washington, D. C.
WBUF-TV, Buffalo

KOMO-TV, Seattle

KOA-TV, Denver

KPTV, Portland. Ore.

WAVE-TV. Louisville

WRGB, Schenectady-Albany-Troy
KONA-TV, Honolulu, Hawati

Representing Radio Stations:
WRCA.New York

WMAQ. Chicago

WRCY, Phifadelphia

KNBC, San Francisco

KSD, St. Lowss

WRC, Washington, D. C.
KOMO, Seattle

KOA, Denver

WAVE, Louisville

KGU. Honolulu, Hawaii

and the

NBC WESTERN RADIO NETWORK
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FOR WORLD-WIDE NEWS. ..

FOR CLEAR, COMPREHENSIVE
COVERAGE. ..

FOR
RADIO and TELEVISION
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Foreword

ROM crystal sets to the modern compact tran-
IF sistor receivers, radio has come a long way
since the broadcast of Arlington time signals over
KDKA more than 30 vears ago. The same is true of
stalion expansion, programming, advertising tech-
niques and all that goes to make radio the most
widely used medium in the nation today.

N A measure this is the story of the advances of
H Radio Annual. Today this comprehensive, fact
packed volume, is dramatic documentation ol
proadcasting’s advances. It represents the com-
posite thinking of a lot of experts and the untiring
efforts of a specialized editorial staff. Radio's
chronological story from its inception is faithfully
recorded and the tremendous advances of tele-
vision fill sections of the Book.

E RECOMMEND this volume to you for it
Wis vour book in every sense of the word. It
it were not for the fine cooperation of all segments
of the industry this 1956 edition would not have

been possible.
JACK ALICOATE

Editor-in-Chiet

5
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NBC-TV NETWORK
SATURDAYS

B:00 TO 9:00 P.M. EST
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BULOVA
WATCH
TIME”

"9 PM. B-U-L-0O-V-A

% The first commercial announcement ever made on television — 2 P.M.,
July 1, 1941, over WNBT, New York — was also sponsored by Bulova

This . . . the world’s most famnous
commercial time signal was origi-
nated by Bulova 'way back in 1927!
As the years went by, it became the
announcement most familiar to the
radio audience ... just as today
Bulova is seen by more people than
any other product on television*. An
average of 35,000,000 a night — 7
nights in the week!

As a pioneer user of radio and tele-
vision spots, Bulova salutes the sta-
tions which have served it so well,
and wishes them continued prosperity!

B-U-LO-V-A

WATCH COMPANY, INC.

Bulova Park, N. Y.

) 8
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HARRY WISMER

Broadcasting and Telecasting

TOP SPORTING EVENTS
ACROSS THE NATION
10
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United Press news programs for radio and television

World News Roundup Weekdays, 7 times; Sun., 4 times
::alg The World in Brief Weekdays, 15 times; Sun., 18 times
United Press Headlines Weekdays, 7 times; Sun., 4 times
Speaking of Sports Monday through Fridéy
The Sports Roundup Four times daily
SPURTS Sizing Up Sports Sunday
Great Moments in Sports Monday through Friday
Sports at a Glance Twice daily
The Woman's Beat Monday through Friday
FOR : '
Mainly for Women Monday through Friday
WOMEN
Women in the News Monday through Friday 1,700 stations from coast to
R.F.D. Review Monday through Saturday ;"“‘ receive from lfj"“ed
ress an average of more
FARMING Daily Farm Market Survey Monday through Saturday than 50 news programs and
Rural Roundup Monday through Friday news features every day—
besides scores of extra shows
United Press Almanac Every day of seasonal and special
topical interest throughout
HUMAK Flashback Monday through Saturday the year. And some 200
0f Human Interest Monday through Friday kinds of sponsors buy them.
INTEREST o e p Monday through Saturd The U.P. bureau nearest
n Your Neighborhoo onday through Saturday you is ready to present
Time Out Monday through Friday further information
romptly.
On the Record Tuesday, Thursday, Saturday Promptly
Let's Take a Trip Monday, Wednesday, Friday
Calling All Drivers Tuesday, Thursday, Saturday LU
RECREATIDN In Movieland Monday, Wednesday, Friday The
Hobby Time Saturday SIlllﬂﬂ]
Man About the House Saturday Show
Be a Sport Saturday A full hour of teatures—
" i X
United Press News Analysis Monday through Friday s SRR
T 5 d lity stories, t
CONMENTARY Today's United Press Commentary Monday through Friday o bs:{:::: pﬁlfnzsr_"':m‘:::’r':::‘_
. : foreign affairs, books, records,
AND REVIEW Names in the News Monday through Friday Sice sl acreen Taraing,
. F fashions, home-making.
Under the Capitol Dome Monday through Friday i i i 5
Good Neighbors Monday through Friday recardings and announcer
comment, the material is enough
Business World Monday through Friday far a program black of at least
two hours. All of this in addition
BUSINESS Weekly Business Review Saturday to U-P'-j'Is fetxvfar Sunday
y news dispatches.
SCIENCE, Along Broadcast Row Monday through Friday
RELIGION Today .in Science Monday through Friday
Religious News Saturday
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And doing nicely with our new print procurement service now part of
the Modern Portrait...from storage of negative film material to actual
procuring of the film from labs, okaying answer prints, ordering release
prints and shipping. Modern has centralized all phases of tv film, creating
an agency-tailored plan all under one roof!

v PRINT PROCUREMENT « SPONSORED INDUSTRIAL FILMS
v TELEVISION SPOT COMMERCIAL FOR TELEVISION

FILM TRAFFICK - w TELEVISION FEATURE FILM
v POSITIVE EDITING — TV FILM TRAFFICK

PROGRAMS w DISTRIBUTION OF LIVE

¥ FILM STORAGE - TELEVISION PROGRAM PROPS

219 East 44th Street
New York 17, N. Y. * OXford 7-2753

420 North Michigan Avenue
Chicago 11, Ill. * DElaware 7-3761

3450 Wilshire Boulevard

L.os Angeles 5, Calif. * DUnkirk 4-2511 I v

a division of
MODERN TALKING PICTURE SERVICE, INC.
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The Largest‘/FaciIities

in the East...

Commercial Frlm Producers
® PROCTER & GAMBLE
e FRIGIDAIRE

|

‘ o STANDARD BRANDS
o GILLETTE

o NBC

o STERLING DRUG

 SOCONY

o US WA.C.

Write, wire or ‘phone for
sample reel and brochure.

Mickey Schwarz

EXETER 2-4949

N

ATV FILM PRODUCTIONS, INC.
37-15 35th STREET, L. 1. C.1, N. Y. C.
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“/LES PAUL & MARY FORD AT HOME"

LES PAUL & MARY FORD “AT HOME” TV SHOW

SPONSORED BY LISTERINE

Gibson Guitars

GAC

Personal Management 37 WEST 57th STREET
GRAY GORDON-MEL SHAUER NEW YORK 19, N. Y.
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THE

SYMBOL
OF...

SOUND SERVICE

Audio-Video offers the ultimate in facilities, equipment and personnel

to meet all sound reproduction problems.

Five air-conditioned studios have been specifically designed and

equipped to meet every possible'acoustic and sound engineering prob-

lem. These facilities are available at no additional charge.

Audio-Video's staff of highly skilled producer-engineers give expert

attention to every detail of your recording problem.

The A-V symbol means fast, dependable service.

INSTANTANEOUS & MASTER DISC RECORDING
EDITING & RE-RECORDING

MULTIPLE TAPE DUPLICATION

NATION WIDE AUDIO AIR CHECKS

DIRECT LINES TO MAJOR NETWORKS

SPECIAL ARRANGEMENTS FOR REMOTE RECORDING

AUDIO-VIDEO RECORDING COMPANY, INC.

730 FIFTH AVENUE » NEW YORK 19, N. Y. * JUdson 6-5095
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Gobel, George ......... 64
Gold, Mel, Prods........ 747
Goodman, Harry S.. ... . 742

Goodson-Todman Prods, . 732
Goodyear Playhouse, The 804

Graham, Joe ......... .. 1247
Graham, Lee .......... 90
Graham, Virginia ...... 1136
Grauer, Ben ........... 1229
Grey., Arlyne .......... 1158
Griskey, Bill ....... . ... 1201
Grossberg, Jack ........ 1241
Grove, Betty Ann....... 1175
Gruenberg, Axel ....... 1250

Guild Films Co., Inc.....1000

— H_—

H-R Television, Inc...... 292
Halop. Florence ........ 1159
Hamilton, Gene ........ 1199
Hammond, Earl ........ 1168
Handley., Alan ......... 1049
Harmon, William ....... 1050
Harrice. Cy ............ 160
Harris, Robert H........ 1166
Harvey, Marilyn ....... 1193
Hatch, Wilbur ......... 1266
Haynes, Roberta ....... 1138
Headley-Reed TV ...... 294
Heatherton, Ray ....... 1160
Hempel, Eleanor .... ... 1169
Henley, Arthur, Prods... 744
Herlihy, Ed ... ........ 1134
Hermann, Cleve ........ 1178
Hope, Bob ............. 38
Howard, Sandy ........ 1166

I

Inter-TV Films, Ltd.. ... .. 1048
Irwin, Carol ........ ... 1164

—J—

Jackson, Felix ......... 1250
James, Dennis
Facing Page 1

Johnston, Johnny ... .. . 154

Jones, Candy .......... 146

Jordan, Jim & Marian...1146
29
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_K—

KABC.TV .............. 856
KBIG ................. 360
KBMB-TV .............. 911
KBTIV ................. 861
KCBD ................. 630
KCBD-TV .............. 947
KCIB-TV ............... 911
KCMO ................ 892
KDKA ... ............ 589
KDKA-TV .............. 924
K-DUB-TV ............. 940
KEY-T ................. 860
KFIZ-TV ... ............ 937
KFMA . ................ 435
KFSD-TV .............. 857
KFWB ................ 364
KFXM ................. 373
KFYR-TV .............. 910
KGFY ................. 365
KGHI ................. 357
KGNC ................. 934
KGUL-TV .............. 943
KIOE ................. 456
KIEO-TV ............... 852
KLBS ................. 625
KMAC ................ 625
KMBC-KMBC-TV ....... 494
KNOE-TV .............. 881
K-NUZ ................ 627
KOSA-TV .............. 948
KOWH ................ 506
KOWL ................ 366
KPARTV .............. 940
KPOP ................ 368
KPRC-TV .............. 944
KPTV ... ... ... .... 920
KQV ... ... 590
KRBC ................ 615
KRBC-TV .............. 933
KRCA ................. 854
KRLD-TV .............. 936
KSD-TV ............... 894
KSYD-TV .............. 950
KTLA ................. 858
KTRE-TV .............. 941
KTRH ................. 626
KXJB-TV ............... 911
KYW ... 559
KYW-TV . ............. 912
Kander, Allen, & Co..... 324
Kanter, Hal ............ 1254
Kaplan, Marvin ........ 1162
Kayden, Willlam ....... 1252
Kaye, Sammy .......... 86
Keene, William ........ 66
Keystone

Broadcasting ... ... 284-285
Kin-O-Lux, Inc. ......... 1096
Kovacs, Ernie ......... 1138
Kudner Agency, Inc..... 130
Kukla, Fran & Ollie. . ... 96
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ADVERTISING INDEX

L

Lab-TV ....... .. ... ... 1097
Lacy. Jack .......... ... 1214
Lally and Love, Inc...... 1039
Landi, Erberto,

Advertising Co. ...... 1049
La Rosa, Julius ......... 76
Latin America Radio

Television Corp. ..... 1047
Layton, Jerry ...... ... 740
Lazar, Bill ......... .... 1194
Lear, Les, Prods...... ... 1037
Lear, Norman .......... 1246
Le Bow, Guy .......... 1178
Lescoulie, Jack ......... 49
Levenson, Sam ......... 1139
Lever Brothers Co....... 122
Levy, Parke ........... 1046
Levy, Ralph ........... 1036
Lewis, Al ... ...... ... 1242
Lewis, Jerry ........... 20
Lewis, Robert Q......... 54
Liberace .............. 40
Liberace, George ....... 40
Liebman, Max ......... 16
Lindner, Vincent A......1201
Lockwood., Grey ....... 1246
Lombardo, Guy ........ 34

—M—

MCA ................. 142
M-G-M Records ........ 766
MacGregor, C. P........ 764
MacRae, Gordon ....... 1154
Mann, Claire .......... 1158
Marshall-Hester Prods. .. 747
Marshall, Bex ......... 1197
Martin, Dean .......... 20
Martin, Jean ........... 92
McBride, Mary Margaret. 1140
McCadden Prods. ...... 1016
McCann-Erickson,

Inc. .............. 132-133
McCleery. Albert ...... 1249
McGee, Fibber & Molly..1146
McNellis, Maggi ....... 1157
Mercer, Johnny ........ 1154
Mercury Int’l Pictures...1019
Miss Francis ........... 1148
Modern Talking Pic.

Serv. ......... ... ... 14
Montgomery. Robert .... 62
Morgan, Jim . .......... 1246
Morgan, Ray .......... 138
Morris, Howard ........ 61

Morris, William, Agency 140

Morrow, Don .......... 1200
Morse, Carlton E..... ... 1257
Mosher, Bob .......... . 1257
Murray, Jan ......... .. 68
Mutual Broadcasting Sys. 110
Myerson, Bess ......... 1142

—N—

NBC Spot Sales......... 2-3
NBC Film Div........... 1005
NBC TV ............ 838-839

National Screen Serv....1012
National Telefilm Assoc.. .1004

Nazarro, Ray .......... 1246
Nelson, Jimmy ......... $6
Nelson, Ozzie & Harriet.. 814
Nicholson. Bob ......... 1164
Nickell, Paul ......... .. 1250
North American Film

Corp. ... 1030
Nusbaum. Mozt ........ 1214

_0—

Official Films, Inc....... 1002
Qlsen. Johnny ...... ... 1193
Olympia Film Prods.,

Inc, .......... ... ... 104¢
Owens, Jack ........... 1162

_P_—

Paige, Robert .......... 1159
Palmer, Bud ........... 1178
Paul, Charles F......... 1265
Paul, Les .............. 24
Paul, Ralph ............ 1200
Peed, Earl S......... ... 158
Peerless Film Processing.1094
Perrin, Nat ............ 1046
Piazza, Marquerite ... .. 1174
Pickens, Jane .......... 1173
Piel, David ............ 1043
Pleis, Jack ............. 1260
Precision Film Labs.. ... 1095
Pressman, Gabe ....... 1230
Pulse, Inc. ............ 108
Pyramid Productions, Inc. 730
30
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—Q—

Quikley, Robert ........ 746
Quillen, Joe ........... 1242

—R—

RCA ............ Back Cover
RCA Custom Record
Sales ............... 765

RCA Recorded
Program Services 758-759
Radio Cadena Nacional. 706

Raeburn. Byrna ........ 1149
Reeves Sound Studios...1021
Reiner, Carl ... ........ 61
Riddle. Nelson ......... 1265
Ringling Brothers ....... 32
Ritz Brothers ........... 1167
Roach. Hal, Siudios..... 1036
Rockhill Prods. ......... 736
Rodney-Young Prods. ...1043
Rogers & Cowan........ 1023
Rogers, Roy ........... 72
Rooney. Mickey ........ 1152
Rose, David ........... 1264
Ross, Lanny ........... 1158
Roy. Michael . ..... ... 1168
Russell, Bob ...... . .... 1168
Russell, Don ....... ... 144

_§__

Salzburg, Joseph S....... 1038
Sanford. Charles .......1261
Schaffner, Franklin ..... 1250
Scharl, Walter ......... 1266
Schneider, Dick ........ 1244

Screencraft Pictures, Inc.. 1045
Screen Gems
Inside Back Covers

Scribner, Jimmy. Co...... 162
Sears, Fred F.... ... .... 1245
Seaver-Leftwich, Inc. ...1026
Self, William .......... 1035
SESAC ................ 1129
Shaindlin, Jack ........ 1262
Shapiro, Stanley ....... 1253
Shear, Barry ........... 1254
Sheldon, Herb ......... 1192
Shipley, Bill ........... 1194
Shipp, Mary ........... 1160
Silbert, Bill ............ 1192
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Silver, Joe ............. 1164
Simmons, Ed ........... 1246
Skelton, Red ........... 44
Skinner, Charles E......1034
Skinner, George ........ 148
Smith, Sid ............. 1244
Smith, Sydney (Miss)....1161
S.0.8. Cinema Supply...1098
Soupy Sales ........... 1156
Stahl, Al, Prods......... 1045
Stark, Dick ............ 58
Stark, Wilbur ... ... ... 740
Steen, Cort ............ 1244
Sterling, Jack ... . ..... 1163
Stevens, Mark, Prods.... 78
Stewart, Jay ........... 1163
Storer Broadcasting

Co. ... 29291
Streech, Wilbur, Prods...1044
Strenge, Walter ... ... .. 1244
Sussan, Herbe:t . ... ... . 1248
Sylvern, Hank ......... 1264

—T_—

TPA ... .............. 998
Talent Associates ...... 743
Telecast Films, Inc...... 1009
Texas Rasslin ...... ... 1041
Thomas, Danny ........ 1151
Thorgersen, Ed ...... .. 1150
Tillman, John ........ . 1232
Tonken, Phil ... .. .. ... 1199
Transfilm, Inc. ......... 1079
Trendle-Campbell-

Meurer, Inc. ...... ... 734
Trotter, John Scott....... 12614
Two Ton Baker......... 1143
Tyler, Janet ........... 116)

_U—

Ullman, Richard H., Inc..1028

UM. & M. TV Corp...... 1062
United Press ........... 12
United World Films, Inc..1010
U. S. Steel Hour........ 124

Valentino, Thomas 1..... 761

Van Praag Prods........ 1024
Videart, Inc, ......... .. 1044
Video Cralts, Inc........ 136
Video Pictures, Inc... ... 1017
Von Zell, Harry. ... ... .. 1150
W —
WAAM ............... 883
WAAT ................ 900
WAGA, WAGA-TV ...J5-868
WALBTV ....... ... .... 867
WAPA-TV ......... ... 674
WATV ... 900
WAZL ... ........ .. v41-582
WBAP-TV ............. 938
WBRC-TV ....... ...... 849
WBRY ................ 389
WBTV .......... ... ... 906
WBTW ............ 906
WCAE .............. .. 591
WCDL ........... 579
WCHS-TV .......... ... 955
WCTC ................ 511
WDBJ-TV .............. 952
WENS ................ 926
WEVD ................ 523
WFAA ...... . ......... 621
WFAS ................ 539
WFBG-TV ............. 921
WFIL-TV . ............. 586
WFPG ................ 510
WGN, WGN-TV ... ..... 420
WHB ................. 496
WHIO- TV ............. 916
WHLI ................. 520
WHLM ............. £61-582
WHLS ................. 480
WHOL ............. 161582
WHOM ............... 526
WHTIN-TV ... ......... 955
WIBG .............. 585
WIBW-TV ... .. ... ..... 878
WIDE .............. 464-582
WILD ................. 344
WINS ................. 528
WIP .. ... ... 588
WISN-TV .............. 957
WIJARTV ... ........... 274
WIBK-TV . ... ... ..... 88y
WINO ...... ... ... ... 403
WIW-TV .. 914
WKAP ............. ... 577
WEKBW . ... ... ... 518
WKBZ ................ 479
WEKMI ............. ... 477
WLEW ... ... ... ..... 480
WLIB ............... .. 530
WMAR-TV ............ 884
WMGM . . ......... ... 524
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WMRN ................ 562
WMUR-TV ............. 898
WNAO-TV ............. 909
WNBF-TV ............. 902
WNBZ ................ 537
WOND ................ 511
WOR ... ............... 320
WOV ... 532
WOW.TV ... ........... 897
WPAT ................ 512
WPFH .............. 923-863
WPOR ................ 459
WPRO, WPRO-TV ...596-928
WPTF ................. 548
WPTR ... ............. 516
WQXR ................ 534
WRAK ................ 535
WSALI ................. 557
WSB .................. 406
WSIS .. ... 552
WSPD ................ 564
WTIC ... .. ... ....... 386
WITIX ................. 455
WIV] ..o 814
WVDA ............. 464-582
WWBRL ................ 539
WIXYZ ... ........ .. .. 473
Wakely, Jimmy ....... . 1166
Wallace, Mike ......... 1157
Wallach, George ....... 1027
Wayne, Bernie ......... 1262
Welk, Lawrence ....... 80
Wendell, Bill ...... .. .. 1195

Westinghouse
Broadcasting Co. ..316-317

Wide Wide World. ... .. 1248
Willis, Richard ......... 1144
Wilson, Bob ........... 1232
Wismer, Harry ....... .. 10
Wolf Associates ........ 738
Wood, Barry .......... 1248
Woods, Donald ........ 82
World Broadcasting . .286-287
Wright, Martha ........ 1153
Wyler, Jim ........... . 1152
Y
Young & Rubicam....... 120
Young, Victor .......... 1264
—7__
Zenith Radio Corp....... 806

Ziv Television
Inside Front Cover
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Greetings from

N\ RINGLING BROS.

BARNUM & BAILEY
CIRCUS

ZAC FREEDMAN
GENERAL PRESS AGENT

RALPH ALLEN
RADIO-TV CONTACT

THE GREATEST SHOW ON EARTH
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Radio-Television Industry Scores
First Over-Billion Dollar Year

WO W

Federal Communications Commission financial figures for radio and television
revenues in 1954 show broadcasting to be a more than billion dollar industry—42 million
more exactly. TV accounted for $593 million in revenues; and radio for 449 million. The
year 1954 also was the first year in which TV passed radio in total revenues. More
than half of TV’s total revenues were attributed to the four TV networks and their
sixteen owned and operated stations.

BROADCAST REVENUES, EXPENSES, AND INCOME OF NETWORKS AND
STATIONS OF RADIO' AND TELEVISION BROADCAST SERVICES

1953-1954 Percent
Increase or
(Decrease)
Service 1954 1953 in 1954
($ Millions)
Total Broadcast Revenues
Radio ................ .......... $ 449.5 $475.3 (5.4)
Television ............ .......... 593.0 432.7 37.0
Industry Total ................ $1,042.5 $908.0 14.8
Total Broadcast Expenses
Radio ...................... ... % 4077 $420.3 (3.0)
Television ............ .......... 502.7 364.7 37.8
Industry Total .............. .. $ 910.4 $785.0 16.0
Broadcast Income (before Federal Income Tax)
Radio .............. ... ......... $ 418 $ 55.0 (24.0)
Television ........ .............. 90.3 68.0 32.8
Industry Total ................ $ 132.1 $123.0 74

!Includes AM and FM broadcasting.

Note: 1954 radio data cover the operations of 4 nationwide networks and 3 regional
networks, 2,655 AM and AM-FM and 43 independent FM stations. 1953 data
are for the same networks and 2,434 AM and AM-FM and 45 independent FM
stations. 1954 TV data cover the operations of 4 networks and 410 stations;
1953 data are for the same networks and 334 stations.

NETWORKS
COMPARATIVE DATA FOR AM AND TV OPERATIONS OF NETWORKS
INCLUDING OWNED AND OPERATED STATIONS

1953-1954

($ Millions) 1954 1953

Broadcast Revenues
AM e e $ 84.5 $ 92.6
TV 306.7 231.7
Total . ... . e $391.2 $324.3

Broadcast Expenses
AM e $ 77.0 $ 83.2
TV e e 270.2 213.7
Total ... ... $347.2 $296.9

Broadcast Income
(Before Federal Income Tax)

AM e $ 7.5 $ 94
TV o 36.5 18.0
Total ... . $ 44.0 iZ_’E

Note 1: AM data include the operations of 16 networi—owned stations in 19563 and 1954.
Note 2: TV data include the operations of 16 stations in 1953 and 1954.
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, TRENDEX

_% | NEW YEAR'S EVE

2 1956
WRCA-TV

31.8  65.2%

of total viewing audience

AMERICA’S 71 ORCHESTRA

GUY LOMBARDO

AND HIS ROYAL CANADIANS
#1 MUSIC SHOW!

Voted Variety - ARB
"BEST NEW TV FILM MUSICAL SERIES” )
Billboard’s 3rd Annual TV Film Awards NEW YORK, WRCA — 15.2 (Dec. 1355)
Competition
* kK Kk * PITTSBURGH, KDKA — 32.4 (Dct. '55)
“THappn ’\\Hh the halt- I]\vt|| Guy Lombardo Show on
(\4\; }\mchnl\ ”.|\||n|\n ]I-};I\III ]\‘(ll\u()l\\] ”‘Il(kl‘l‘\ IEI:\L\III‘l1ll|\ SHREVEPORTr KTBS — 294 (OCt ,55}
Petershurg . . . The Lombards Show won universal
f‘}l’x‘)’l‘)‘)nq]\\'l:‘u‘h\t“ “}]‘”‘l\ \\”I N l"l“m‘l]\n‘l ‘1‘:;1”" e SOUTH BEND' WSTB — 203 (NUV '55)
clevision Magazine. ()'Inl) r. 1933
* % * * % JOHNSTOWN, WIAC — 33.2 (Nov. '55)
“Since taking on the ('u\' Lambiedo Show we SR
ST foum 4l the ot 6F o advert it et BOISE, KBOI — 26.9 (Nov. '55)
put together.”
Nattonal Bavk oi st Saimer FT. WAYNE, WKIG — 26.5 (Nov. '55)
Currently Exclusive Management

HOTEL ROOSEVELT MUSIC CORPORATION
New York OF AMERICA

Publicity — DAVID O. ALBER ASSOCIATES: Gene Shefrin
www americanradiohistorv com
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Brightest Radio-TV Business Year In Sight

By
FRANK BURKE

Editor
Radio-Television Daily

lelevisiuil

RITING
cutlock
ment for one cculd wrap il

and
pleasunt  assign
all up with one
sentence - The outlook is terrific.

Business vyard sticks everywhere indicute
the prospects of a boen year. These impies
sive lorecasls include radic, felovision and
the many allied fields ¢! the electrenic indus-
ry whe'll ficure in the 1956 aolit parade.

the 1adi;

1956 is o

ubout
tor

On the 1adic e there has been a
substantial increase in business on the local
level and an upturn in e network 1adic
illings.  Siations acress the nation huve ex
perienced a relutn to radic by many old
adverlisers and alsc some new clients have
~cme inlo the fold. Moes! impertant on  the

lccal scene have been the heavy use of time
1y aulomebile dealers, retail stores, appliance
-ompanies and public utilities. Then i
heavy amount of naticnal spct business has
seen tactcr in the mofit parade.

lco

ar

N

The cuticok for radic breadeasters this year
is as gcod o1 even beller than it was in
1855. Alicady signs p.oinl o billing increases
over a year ago the  sunnuneér business
prespects wete never healthier. Many factors
have brought abcut this healthy business cou
dilion: The subslantial inciease in radic
sirculation  thicugh  milliens of car radics
poriables, und the adven! of the revclutionary

and

new ‘ransistcr  1eceivers, influences
coupled with the intensive selling the Radic
Advertising Bureau. Statics Reps crganizo

tion and cther have revilalized the
medium.

Televisicn as a medium conbinues to
up an enviable i1ecerd of sales and
gramming udvancement. Neiwolk busine
has far exceeded expcciaticns and TV sia

tions =n  the lecal all the muaes

ageneles

pile

SIIEE
131

-

ievel in

a3

wmarkets 1epol! excellent pusiness and a big
yeur in prespect for 1956. The TV prosperity
story 18 clouded, however, by the plight of
UHFE stalion cperations in many markets in
whicli VHF stations deminate the scene. These
UHF stlaticns, a! the mement are hcpeful that
e Federal Communications Commission will
help alleviate their economic distress.

The equipment field with the potentialities
i 1elays, lape recorders, film recorders, other
TV bnovaticns also  offer beundless cppor-
hunilies  for produclion and sales expansicn
ihis year. Never beloie has equipment been
so lnpoettant lo the trade and indications are

that  sales  this  vear  will transcend any
previcus records.

. A ;

PAGER AR A e
Undcr the all-embiacing term equipment—

mes such newcemers in the field as closed
circuil TV, 1oll TV systems, and community
anteniie systems which aie making their bid
a share of the equipment dollar. The
many  specialized manulacturers  who  con-
nibule ¢ these new developments will add
siderable 1¢ the gross equipment sales this
yladl,

We could go cn and cn and cite slatistics
o emphasize this pregress report of the radio
and lelevision industry. We are cerlain, hcow-
cver, thal Brig. General David Sarnoff, chair-
man of the beard of RCA, an annual cen-
dibutcr te this editicn will document this story
Letict  with RCA’'s record ¢l unprecedenled
pnoduction. Harold E. Fellows, president of
NARTB. ancther distinguished editorial con-
fributor, cun also add lo this success slory
as he cutlines the grcwth of the radic and
ielevision ticadcasling  industry.

There ate many more who have written of
the industiy’s accomplishments in this volume,
moving lestimony tc the impuact of the elec-
ucnic age. ‘They include James Secrest of
the Radic Electionic Television Manufacturers
Association, and Oliver Treyz of the Television
Adverlising Bureau.

for

The simple facts wre thul anyway you look
ai it 1956 shculd Le ihe biggest year in the
histcty of this industry. It holds picmise cf
heavy production ol transistor radios; greal
new lines c¢f popular priced color television
scls and revolutionary new radic and TV
fransmilting equipmeni which will keep pre-
ductien lines humming throughcut the year.
Then we have the promise cf unprece-
aented advertising  expenditures this  year.
These wre the signs of prosperity found during
his  a Presidential election year.

{oo
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1954-55 LEADING AU VERTISERS

(1955 FIGURES BASED ON SIX MONTH PERIOD)

Advertising
ADVERTISER  Expenditures
GENERAL MOTORS CORP.
1955 ... 26,948,227
1954 ... 80,289.000
PROCTER & GAMBLE CO.
1955 ... 24,990,507
1954 . ... 58,437,000
GENERAL FOODS CORP.
1955 ... 15,381,587
1954 .... 37,360.000
COLGATE-PALMOLIVE CoO.
1955 ... 14,927,452
1954 ... 39.343.000
CHRYSLER CORP.
1955 ... 13,637,085
1954 . ... 34,333,000
GILLETTE CO.
1955 ... 11,032,598
1954 ... 24,667.000
GENERAL ELECTRIC CO.
1955 .... 9,400,594
1954 . ... 24,976,000
AMERICAN TOBACCO Co.
1955 ... 9,364,660
1954 ... 21,494.000
LEVER BROTHERS CQ.
1955 ... 9,351,438
1954 ... 23,999.000
FORD MOTOR CO.
1955 ... 8,840,653
1954 ... 36,707,000
GENERAL MILLS, INC.
1955 .... 7,578,010
1954 ... 21,111,000
R. J. REYNOLDS TOBACCG CO.
1955 ... . 7,126,496
1954 . ... 24,019,000

Network

Radio

Percentaye Percentaye

12.4
4

20.6
20

12.4
11

24.2
21

10.4

20.6
17

18.2
16

6.2
7

Network

v

24.6
17

64.1
55

41.0
35

61.1
48

53.6
34

61.9
63

413
38

55.2
59

494
41

444
22

59.7
49

74.2
66

Netwark

Advertising Radio

ADVERTISER Expenditures
NATIGNAL DAIRY PRODUCTS CORP.

1955 .... 6,868,676 22.9

1954 ... 15,567,000 5
AMERICAN HOME PRODUCTS CORP.

1955 ... 6,802,567 259

1954 .. .. 14,677,000 22
LIGGETT & MYERS TOBACCO CO.

1955 ... 6,706,808 234

1954 .... 17,603,000 15
P. LORILLARD CO.

1955 .... 5961307 20.4

1954 ... 16,437,000 19
SWIFT & CO.

1955 .... 5,618,190 24.7

1954 ... . 12,276.000 23
BRISTOL-MYERS CO.

1955 .... 5,609,726 15.9

1954 . ... 9.497,000 15
CAMPBELL SOUP COQ.

1955 .... 5448377 0.1

1954 . ... 13,998,000 4
PILLSBURY MILLS, INC.

1955 . ... 4,242,798 22.9

1954 .. .. 9,967,000 19
QUAKER 0ATS Co0.

1955 ... 3,926,744 21.1

1954 ... 9,968,000 15
GOODYEAR TIRE & RUBBER CO.

1955 ... 3,805,687 5.0

1954 ... 10,226,000 3
STERLING DRUG, INC.

1955 ..., 3,758,723 319

1954 ... 9,326,000 35
MILES LABS., INC.

1955 ... . 3,746,359 54.9

1954 ... 8,036,000 71
AMERICAN T. & T. CO.

1955 ... 3,713,561 11.2

1954 ... 6,979,000 11

Netwark

v

Percentage Percentage

453
51

56.5
51

60.4
47

58.9
55

442
32

45.0
39

45.1

61.6

175
11

32.2
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1955 RADIO-TV SET PRODUCTION

3R o2 =

® RETMA figures for the yeair 1955 show that radio production en-
Joyed its highest output {n seven years, (14,894,695). Full 1955 TV pro-
duction was set at « vecord 7,756,521, Production for both for 1955 by
months s shown belon .

Home

Tele- Radio Port- Total

viston Sets ables Auto Clock Radio
January ............ 654,582 280,121 17,303 273,837 166,885 1,068,116
February ........... 702,514 232,831 109,120 397,742 150,031 1,089,721
March (5 wks.) ... .. 831,156 300,840 233,465 771,025 173,911 1,482,274
April oo 583,174 193,131 265,866 567,876 72,602 1,099,775
May ................ 167,394 161,357 258,701 563,369 130,608 1,114.035
June (5 wks) ... .. 589,973 181,930 253,833 584,567 182,605 1,204,935
July ... 314,295 141,119 79,110 104,443 93,517 718,489
August .. ... ... 647,903 300,513 106,197 103,320 137,604 947,634
Sept. (5 wks.) ... ... 939,515 117,802 139,164 511,278 234,106 1,302,350
October . ............ 759,735 398,087 168,709 651,017 282,393 1,500,206
November ........... 631,654 389,316 181,573 733,859 276,049 1,580,797
Dec. (5 wks)........ 601,626 396,535 182,204 864,261 313,330 1,786,330
TOTAL ............ 7,756,521 3,393,882 2,027515 7,229591 2,213,671 11,894,695

RADIO SET PRODUCTION

(Estimated Total U. S. Industry)

o A .
W W K

Value Value

Year Units (Manufacturers) Year Linits (Manufacturers)
1924 1,500,000 — 1438 7.141,811 112,263,000
1925 2,000,000 — 1939 10,762,631 153,421,100
1926 1,750,000 — 1340 11,831,187 176,626,900
1927 1,350,000 — 1911 13,642,334 233,841,100
1928 3,250,000 — 1942 1,306,984 (1) 102,968,700
1929 1,128,000 _ 1916 15,955,000 134,244,000
1930 3,788,961 $155.432,300 1947 20,000,000 650,000,000
1931 3,593,993 104,705,400 }21(‘ 1?'-4538,833 51]33'800‘800
S 949 11,400, 310,000,000
:gg% 216,143 54,374,700 1950 14,589,900 375,000,000
57,045 70,269,400 1951 12 697 16 202,000,000
. s - 451 627,362 315,936,597
1934 1,478,967 94,859,400 1952 10,931,872 219,847,000
1935 6,030,508 128,399,100 1953 13,368,556 297,985,113
1936 8,248,755 169,359,700 1954 10,400,530 228,811,700
1937 8,083,144 165,390,900 1955 11,894,695 298,489,688

(1) Civilian production ferminated April 22, 1942.
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TELEVISION PRECEDENT SET

A television
and judicial
precedent was
set in Decem-
ber of last
year when Dis-
trict Cowrt
Judge D. W.
Bartlett pei-
mitted the
cameras of
KWTX-TV to
telecast an ac-
fual murder
trial while in
sesston,  with
the camera
deftly placed
in « little-used
balcony.
(Shown left.)

In what 1s
believed to be
the largest
single finan-
cial transac-
tion in the mo-
tion picture in-
dustry and
one of the
largest cash
transactions in
American fi-
nancial his-
tory, Thomas
F. O’Nezil,
president of
General Tele-
radio, is shown
presenting a
$25 million
dollar check to
Thomas A.
Slack, attor-
ney and repre-
sentative for
Howard
Hughes, from
whom GT pur-
chased RKO
Radio Pic-
tures, Ine.
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— All-American Favorites of 1955—
RADIO TELEVISION

— MAN OF THE YEAR —
SYLVESTER L. WEAVER—NBC PHIL SILVERS—CBS-TV

— WOMAN OF THE YEAR —
MARGARET TRUMAN—NBC NANETTE FABRAY—NBC-TV

— DRAMATIC SHOW OF THE YEAR —
NBC RADIO THEATRE CLIMAXI—(BS-TV

— COMEDY SHOW OF THE YEAR —
AMOS ‘N ANDY MUSIC HALL GEORGE GOBEL SHOW
(BS NBC-TV

— MUSICAL SHOW OF THE YEAR —
TELEPHONE HOUR—NBC LAWRENCE WELK SHOW—ABC-TV

— COMMENTATOR OF YEAR —
EDWARD R. MURROW—C(BS EDWARD R. MURROW—(BS-TV

— DOCUMENTARY OF YEAR —
BIOGRAPHIES IN SOUND—NBC SEE IT NOW—CBS-TV

—QUIZ SHOW OF YEAR —
YOU BET YOUR LIFE—NBC $64,000 QUESTION—CBS-TV
— SPORTSCASTER OF YEAR —
MEL ALLEN MEL ALLEN
— BEST NEW PROGRAM IDEA —
MONITOR—NBC
— COLOR PROGRAM OF YEAR —
PETER PAN—NBC-TV
— BEST TRANSCRIBED SERIES —
BIOGRAPHIES IN SOUND—NBC
— BEST FILMED SERIES —
I LOVE LUCY—CBS-TV
— CHILDREN'S SHOW OF YEAR —
NO SCHOOL TODAY—ABC DISNEYLAND—ABC-TV
— VOCALIST OF THE YEAR —
MALE—EDDIE FISHER MALE—PERRY COMO
FEMALE—DINAH SHORE FEMALE—DINAH SHORE
—SONG HIT OF YEAR —
SIXTEEN TONS LOVE IS A MANY SPLENDORED
BMI THING—ASCAP
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TVOWNERSHIP REVEALED

BY U.S.C

A

ENSUS

® The first Bureau of the Census survey of TV set ownership since the 1950 census,
conducted in June at the expense of the Advertising Research Foundation, revealed
that 67% of America’s 48,000,000 homes contain TV sets, an increase of 26,000,000

in five years,

® The survey showed that the number of sets increased in proportion to the density
of population. Eighty percent of the homes in cities of 1,000,000 or more contained
sets, as compared to 55% in cities of less than a million, and 45% in rural areas.
Households of five persons contained more sets than smaller homes.
® The Northeast and North Central areas led with 75% ownership, followed by 67%
in the West, and a little better than half in the South. Significant details from the

survey are shown below.

Table 1.

HouseHoLps WiITH TV, U.S., INSIDE AND
OUTSIDE STANDARD METROPOLITAN AREAS:
JUNE 1955
(% Distribution)

Table 3.

HouseHoLps WiIiTH TV Sers, U.S. BY
REGIONS, INSIDE AND OUTSIDE STANDARD
METROPOLITAN AREAS: JUNR 1955
(% Distribution)

Number of Sets in

Number of Sets Household
lor 2or Area None 1 or More
Area None More More .IS.. ................ 32.8 67.2
nside standard met-
U. .S. .............. 328 649 23 ropolitan areas .. 21.7 78.3
Inside standard met- Outside standard met-
ropolitan areas ... 21.7 749 34 ropolitan areas ... 50.3 49.7
Outside standard met- Northeast ... ....... 20.3 79.7
litan areas Inside standard met-
ropolitan a ropolitan areas ... 17.8 82.2
Urban places ..... 44.1 551 08 Outsidestandard met-
Rural territory ... 54.1 453 0.6 ropolitan areas ... 30.9 69.1
Table 2. North Central ....... 28.2 71.8
HoussHOLDS WITH TV SETS BY RESI- Inizdpeol?gzzdﬂedasm_e_t: 19.1 0.9
DENCE AND SIZE O]BSI;’LACE, U.S.: JuNE Outsidestandard met-
ropolitan areas ... 41.4 58.6
(% Distribution) Soilth'd ...... TR 46.8 53.2
Number of Sets in nside standard met-
. . ropolitan areas .. 29.1 70.9
Residence and Size Household Outside standard met-
of Place None 1or More ropolitan areas .. 60.3 39.7
Urban ......coooo. .. 26.5 78.5 Welast R JESITanY 37.9 62.1
: . nside standard met-
Klwurbamzed areas.. 21.0 79.0 ropolitan areas .. 26.0 74.0
Areas of 3,000,000 or Outsidestandard met-
more ............ 19.5 80.5 ropolitan areas .. 59.5 40.5
Areas of 1,000,000 to u WTableS& S
. OUSBHOLDS ITH SETs BY SIZE OF
\ ?,999,9?925 ........ 18.0 82.0 HOUSEHOLD, JUNE 1955
A 1;;;939 no0 o 21.5 78.5 i Distril‘)\lutiog) f Set
, e E . Number of Sets
Areas under 250,000 25.6 74.4 , In Household
Notinurbanizedareas 44.3 55.7 Size of Household None Nllc()):e h%[g:e
Places of 10,000 or 1 Person ........ 64.4 356 0.1
more ............ 37.6 62.4 2 Persons . ...... 36.1 639 1.0
Places under 10,000. 48.0 52.0 3 Persons ........ 26.6 1734 27
Rural non-farm ...... 387 61.3 4 vgersons """" 209 79.1 34
1§ 577 42 5 Persons .. 22.2 178 44
Rural farm ... ...... . -3 6 Persons or more 33.7 66.3 4.0
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PICTURES — TELEVISION — RADIO — RECORDS
AND

JIMMY DURANTE MUSIC PUBLISHING (0., INC.

MANAGEMENT:
WILLIAM MORRIS AGENCY
NEW YORK — CHICAGO — HOLLYWOOD
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TEN TOP RADIO-TV
NEWS EVENTS
OF 1955

RADIO-TELEVISION DAILY'S selections of the top ien news events of 1955,
covered by Radio and Television follow:

wOoWw W

RADIO-TELEVISION DAILY's selections of the top 10 news
events of 1955, covered by radio and television follow:

|—President Eisenhower’s heart attack.

2—The Salk polio vaccine an:()uncement.
3—Hurricanes and floods in :he northeast.
4—Meeting al the Summit. *
5—The fall of Argentine dict.,ator Juan Peron.
6—Supreme Court order endi.ng' segregation in schools.
7—The Princess Marg'aret-]’(:ter Townsend story.

°

8—Earth satellite launching plans.
'

9—The AFL-CIO merger.

10—The Woodward tragedy.

Outstanding Broadcasts

ABC Radio—*"New Sounds for You” premiere.

®
ABC TV—*“Dateline Disneyland.”
®
CRS RADIO—*“Age of the Atom.”
®
CBS TV—“The Vice Presidency” documentary on “See Tt
Now.”
®
MBS—World Series coverage.
®
NBC Radio—"Monitor” coverage of hurricanes.
®
NBC TV—*“Peler Pan.”
47
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JACKIE GLEASON ENTERPRISES
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JACK LESCOULIE
announcer for
JACKIE GLEASON
DAVE GARROWAY
BUICK
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TELEVISION

“DO YOU TRUST YOUR WIFE?"
CBS — Tuesday Nights — Frigidaire

RADIO
CBS — Sunday Nights

S0
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Total Broadcast Authorizations Pass 6,000

FOR FISCAL
YEAR ENDED
JUNE 30, 1955

A
McCONNAUGHEY
IGHLIGHTING the 2lst unnual yeur ol
the Federal Communicaticns Commission
is the 1ealization that ior the first time, broad-
~asl authorizaticns have passed the 6.000
mak. Of these, mcre than 4,000 were for
pregram oullets and the remainder comprised
pickups and cther adjuncts. OQutstanding als«
was lhe fact tha! of the 582 authorized coni-
mercial TV stutions, 458 were on the air.
This means that over 90 per cenl of the people
i the counlry were within service range ol
W o1easl one lelevision station, and about 75
ol rent were served by 2 o1 mere stahons,
oW i

iThe Commissicn is faking various sleps e
assis! UHF stations lo operate on a com-
parable basis with VHF statiens and e help
TV in general. These include authcrizalicn cl
“satellile’”  stations, lew power operation,
liberalization of the multiple ownership tules
1o permit joint operation of seven TV stalicus
by lhe same inlerest il at least lwe of the
slalicns are UHF, and amending its chaiu
biroadcasting rules {o temove a r1esiraint ¢n
stalion competition for the same TV nelwark
programs; also, proposals {o authorize UHF
“beesler” cperation to ill holes in scivice
areas, l¢ permit an increase in maximum
power of UHF stations from 1 to 5 megawalls,
to allow broadcasters lo establish their own
inlercity relay syslems, and lo requite lrans-
mitters to be localed within 5 miles of the
station’s "heme” cily. 1l is not considering
pelitions for local deintermixture of UHF «and
VHF channels pending a general rule-making
proceeding o consider possible solutions, cn
1 nalionwide basis, to the difficulties necw

hindering expansicn of TV service.

Yo o 9

Since the lifting cf ihe "ireeze’ on con-
siruction of new televisicn stations on April
11, 1952, the number of TV stations in opera-
ticn has jumped from 108 to 458. In 1952,
63 markets had | o1 more local stations - - i
mesl cases 1; leday there are over 4 times as
mony  communities  with  their own  wvidee

[acilities.  Two hundred ana tifty-two  com-
munities have at least | TV outlet, and 100
communities nave 2 or more.

The number of TV receivers in use has
grown frem 20 to 35 million, and #f is esti
mated that the public has already invested
over 10 billicu dollars in TV receiving equip
ment, and the annual vclume of TV advertis-
ing. se! sales, seivicing and operating com-
bined 1uns clese to four billicn dollars a year.

Al the vyear's close there were 582 com
mercial TV slalion authcrizaticns, which was
9 more than in 1954. The nel gain in cpera!
ing stations was 46. The number of authorized
AM stations conlinued to increase, showing
a nel gain of 143 for the year, which brought
their number (o 2,840. Those on the air tstaled
2,732, which was 149 more than the previcus
year.

e W Yo

Cn June 22, 1955, the Commissicn amended
its <hain brecadcasling 1ules to remove a 1e
striction which operated lo preclude TV sla
tions frem conlracting with the netwerks for
particular programs when a station with over
lapping coverage in ancther community had
contracted for “firsl call” on the same net
work pregrams. Since, al this stage in TV
development, nelwork programming is essen-
tial to the prolitable operation of most stations,
and in many cases, l¢ their very survival, it
was desirable to remcve this resiraint on
compelition among  statiens for TV nelwerk
programnilig.

w i 7

The Commission had long recommended 10
Congress lhal it be given funds tc ccndut
an overall sludy of the broadcast industiry
including a review of the chain breadcasting
tules lo develop lactual information neces-
saly ¢ detlermine the effectiveness of its
presenl rules and the need for any revision.
The Independeni Oflfices Appropriaticn Acl,
1956, earmarked $80,000 lc be used by lhe
Commission to begin a sludy of radio and
television nelwork broadcasting. In July, 1955,
the Commission designated myself and Com-
niissicners Rosel H. Hyde, Robert T. Bartley
and John C. Doerler as a commillee to con-
ducl this study.

Broudcast applications totaled nearly 7,700
in liscal 1955, which was some 300 less than
in 1954, Applications for new TV stations
decreased from 106 in 1954 to 58 in 1955.
Applications for new AM slalions increased
trem 227 to 330, and applications for new
FM slaticns 1ose from 33 to 37. Of all AM
apphcations, 114 had !o be designated for
hearing in 1955 us compared with 84 in 1954,
while TV upplications designated {er hearing
lecreased from 255 o 26.
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RADIO AND TELEVISION
ADVERTISING EXPENDITURES
1949-1955

DA

RADIO* TELEVISION*
(949 ..o $571,400,000 ... ... $57,800,000
950, ... $605,400,000 ... ... L $170,800,000
1951, .. .. .. $606,300,000 ... ... L $332,300,000
1952, oo oo 0 00 8624,100,000 L $453,900,000
1963 .. .. .. $611,200,000 ...... ... ... ... ... $606,200,000
1864 ... .. $564,900,000 . ...... ... ... ... $809,100,000
1955, .. (not estimated) ........ ... ..... $1,091,000,000

(estimated)

-.Vilc(Tann» Frickson
“x Ty R

1955 AUTOMOTIVE ADVERTISING

PRy

This is an August estimate by BBD & O’s Detroit vice president, Robert
15, Anderson, on factory-controlled advertising expenditures for new pas-
senger cars in 1955. Because of the terrific spot radio, and TV activities
by all automotive manufacturers during November the entire estimate for
the vear could be projected even further.

Media Dollar Amount Percentage
Newspapers $97,000,000 38.2
Network TV 67,000,000 26.4
Maguazines 34,000,000 134
Outdoor 17,000,000 6.7
Direct Mail 15,000,000 5.9
Network Radio 8,000,000 3.1
Spot Radio 7,000,000 2.8
Car Cards 3,000,000 1.2
Theaters 2,000,000 0.8
Other 4,000,000 1.6

TOTAL _$254,000,000

* Spot Television is not included.
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Regards from Robert Q. Lewis

Exclusive Representative: Press Relations:
TED ASHLEY ASSOCIATES SOLTERS-O’ROURKE ASSOCIATES

L93}
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Color TV Continues To Gain In Momentum

By
DAVID SARNOFF
Chairman of the Board

Radie Corporation of
America

HE year 1955 saw color televisicn gel “oli

the ground” as a new service and become
commercially established. The initial steps are
behind us. With more and more color TV
receivers being installed in homes daily, the
~nlertainment value and other advantages of
color pictures become increasingly appareni
and are stimulating the desire of mcre people
to acquire cclor sets. To meet the demand.
RCA has introduced a complete line of color
receivers, including a lable mecdel, consolette
and three conscles, each with 250 sauarr
inches of viewable picture.

R K

Coler TV will continue t¢ gain in momentum
and influence on the American home and the
nation's eccnomy. Color picgramming is be-
ing substantially increased by the National
Broadcasting Company and we hope by others
in the broadcasting industry. This will accel

erate the transiticn from black-and-white to
rclor.
Televisicn sells thicugh both eye and ear,

greatly mulliplying sales appeal. While the
public is becoming more color ccnscicus, ud
vertisers and merchandisers are also attracted
by the power of color which gives added sales
impact to all products frcm automobiles 1«
candy bars.

Ccler is a powerful sales shumulant. [l pre-
senls things as they are  -reveals dislinclive
~haracleristics ¢f everything {rem packages
fashions and foods, from colerful kitchens ¢
rereals and scaps, all of whirh are made mair
attractive when identified by their colors.

PAGE A G K¢

Teday color is quickening the pace of the
broadcasting art and indusiry on all fronts.
lts challenge extends in various directions.
Scientists seek new inventions because they
are well aware that cclor presents boundless
opportunities for development of new ideas anc
industrial expansion. Showmen are challenged

tc produce programs of greater beauty and
interest. Manufacturers are challenged to
“get into coler” and develop and design re-
cewing sets al prices which will put color TV
in many millicns of homes. 1 firmly believe
that the sale of color sets will eventually ex-
~eed lhe sale cl black-and-white sets.

The Naticnal Broadcasting Company is now
entering its thirtieth year and 1955 was the
jreatest year in its history.

Television for the hcme, however, is but one
signilicant  phase of electrenics.  Industrial
uses of TV and elecironic contrels held prom-
1ze cl great expansion.

Marked pregiess 13 being achieved in
RCA’'s development of an electronic light am-
plifier; a magnetic tape recorder for television;
a high-speed elecironic printing process (Elec-
trolax), an electrecnic air conditicner; and
microwave twe-way radic communication for
vittually all types of mobile vehicles.

Change is a characteristic of electronics as
a1 science and industry; it is synonymous with
pregress. Electrenics is a vast and fertile field
fci research, discovery, invention and develop-
menl. The new knowledge acquired thrcugh
scientific expleration makes it possible to pro-
vide lhe public with improved or new precd-
uacts and services.

Prcgress is bern of change as illustrated by
the fact that during 1955, eighty per cent of
RCA’s total sales were in products and serv-
ices which did not exist. or were not commer-
cially developed, only ten years ago. The
majority ¢f these new prcducls and services
were crealed through pioneering effcrts that
invclved substantial expenditures for 1esearch,
developmen! and engineering.

Yoo Yroovy

iotal sules of products and seivices by the
Radic Ccrporation of America, in 1955, ex-
eeded one billion dcllars. This is a reccrd
for the RCA. It is equivalent to more than
four million dollars’ business for each working
day of the year. At the beginning of 1920,
when RCA commenced ils cperations, the vcl-
ume of business was running al the rale of
~ne million dollars a vyear.

Frem a million to a billion in thirty-five
years is a record that gives all cf us in the
RCA Family a sense of pride in the past and
confidence for the future. RCA is ncw amcug
the tcp twenty-five industrial companies in (he
United Stales.

Our achievements in electrenics, radio and
lelevision establish 1955 as our best year on
record. | look forward lo 1856 as a year of
~cntinuing progress.
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JIMMY NELSON
DANNY O’DAY

and

HUMPHREY HIGSBYE

PERSONAL MANAGEMENT

LOUIS W. COHAN

1776 BROADWAY NEW YORK, N. Y.
203 N. WABASH AVE. CHICAGO, ILL.

© FARFEL
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Radio’s Might Is Gradually Reawakening

By
HARQLD E.
FELLOWS

Presidenl and Chairman
of the Board
Nalicnal Associction of
Radio and Television
Broadcasters

OST of the ennghiciied econcmists ol he

nation variously have predicted a con-
tinuation of the prosperity which attended
1955. This can only be good news to broad-
~aslers — who, as businessmen, are the leg-
atees of prosperity as well as centributing
authors.

1 don't suppose that anycne can medsure
accurately the tolal contribution cf television
adverlising, for example, lo the mcvement ol
gocds and services during the last few years.
Surely it can be assumed, however, thal this
dramatic medium c¢f demonstration in com-
bination with radio and published media has
moved a phenomenal amount of gecds from
our lactories and warehouses to the consum
ing public.
ke

1

pAGIN A

Some within lhe indusiry believe thal 1956
will be the year in which colar television comes
into its ocwn, a factor which will influence
markedly the distribution of advertising dol-
lars, particularly at the national level.

I look for continued prosperity, too, in radic
_the "every-place-all-the-time” medium. Ra-
dio’s gifted ability to deliver buyers at the
lowest cost-per-thousand accounts for the sta-
bility it has demonstrated, particularly at the

local level. As one looks back cver the past
five-year pericd, he senses the evolution
through which radic has piogressed: the

changes in program policies, the proper em-
phasis cn communily interesi, and the gradual
reawakening to the need cr aggressive sell-
ing and sales promotion.

N
N

PG

h3
Y.

The Naucnal Assccialion of Radio and Tele-
vision Broadcaslers has benefited as a result
of the increasing stature and effectiveness of
both electronic media. The Association has
grown, until today, measured in both income
and membership, il is larger than ever before

57

in history. The encouraging aspect of this to
those of us who devote our full time to Asso-
ciation activities is nol alone the revenue
increase (which does enable us to do a better
job for the members), bul rather the evidence
ot indusiry solidarity implicit in such continu-
ing growth.

The need for "sirength through unity” is so
obvious as to hardly require delineation. We
need such cooperation and understanding al
all levels of broadcast experience, particularly
in the fields of legislation, economics, and
public relaticns. The increase in the number
of State Associaticns also has been encourag-
ing to the Board and managemeni of NARTB.
The stronger we become at all levels of Asso-
ciation activity, the more efficiently we shall
be able to operate. We shall have more free-
dom 1o initiate gcod broadcasting policies,
which will enhance the industry’s economic
security. More importani than this, however,
is the benefit that accrues to the public through
ccoperalive aclion. By being logether, we
have been able to evolve sound pregramming
and advertising standards.

e A

in the areas of regulation and legislation,
1956 is going lo be a busy year for the NARTB.
The management and staff of the Association
like to think of their function in these vital
fields as thal of an organized voice which can
bring enlighlenment {o all branches of the
government through speaking with a common

purposc. However, il remains true — such is
the nature of governmen!— that defense of
our righls sometimes must be maintained

militantly and without qualification. Here, es-
pocially, is where sirength through numbers
1s so impcrtanl.

The annual NARTB Convention, held in
Chicago in April, probably was the biggesi
yel -~ for each year recenily we have
been breaking records in both attendance and
size of exhibil. Some broadcasters may not
realize the tremendous amounts of money and
the exhauslive effort which go into these an-
nuat expositions — all of il paid for by our
Associate Members. Even now, early in the
year, plans have heen nearly completed by
most of them for the 1956 show . . . and the
Convention Commillee is well advanced with
its planning for the entire meeting.

PAGED A gl A ¢
From herc. and at this lime, 1956 looks
good. But such is the growth potential of

this dynamic indusiry that a year from now,
no doubt, we shall be expecting 1957 fo intro-
duce even brighter horizens.
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. . . introducing his son, Morgan,
to TV and the sponsor’s product
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TV Set, Auto Radio Sales Set Record

By
JAMES D.
SECREST

Executive
Vice President
Radio-Electronics-
Television
Manuiacturers
Association

HE 1adio - televisicn - electtonics  business

boémed in 1955 despile increasing com
selition, and several preduction and sales
records were established.  All indicaticns at
the beginning cf 1956 were that il would be
another.  highly  successful year with the
greates| growth expecled lc cccur in colot

lclevision and industrial elecironics.
Television receiver and aulo radio sales in
1955 were the highest cf any year to date,
while cclor 1V sel sales, though relatively
small, were high encugh lo enccurage lhe
induslry to make plans {c1 a mere substantia

sulpul in 1956,

OW W
The greates! industry expansion in 1955
was in  industrial electronics. The Irends

diversilica-
resulled in

loward automaticn and  preduct
ticn among large manulacturers

an intensified interest and numetous invesl
menis in elecirenic facilities. Thus the indus
ty's beoundaries were expanded.

Preliminary compilations by the RETMA

Statistical Departmeni shew thal the following
tecords were achieved in 1955:
® About 7,770,000 black and white 1V sels
were manufactured. This was 400,000
more than were made in 1954 and 300,000
above the previous peak year of 1950.
® Consumers beughi close to 7,400,000 black

and while lelevisicn receivers - - abcu!
75,000 more than in 1954, the highest
previcus year. An addilional 100000
were expcrled.

® Aulc radio sales skyrockeied to a tew
peak ol 7,260,000. This was over

3,000,000 more than were sold in 1954
and 2,000,000 ~hove the previcus 1ecord
gl JESB:

NG

DA AR AL

While the culput el home radics, including
cleck and portable sets, did not keep pace
with the rise in auto receivers er equal the
postwar 1947-48 records, 7,686,000 units were
manufactured in 1955 as compared with
6.276.000 in 1954. Retail sales of home setg
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were approximately 7,000,000. The year also

was marked by the entry of a variety of
transistor  type radios intc the consumer
markel.

With 459 TV stations cn the air, there were
an  eslimated 37,100,000 television re:eivers
in use throughout the United States by the end
<1 1955. An increasing shate cf new TV sel
sales were replacements or second sets, and
this trend is cxpecled to 1ise. Industry esti
mates wete that mere than 125,000,000 radios
werte in use with a large percentage of
multiple set homes.

oY 9w

Teral sules of all electicnic preducts in 1955
at the factory level 1ose to a new peak of

abcut  $5.5 billion. This was 10 per cent
above the 1954 figure. During 1956 tfurther
expansions in industrial, military, and parts

replacement sales should bring the industry’s

‘otal lc $5.8 billicn or higher.

When radic-TV servicing, bicadcasiing, and
distributor-dealer sales are added tc the
manulfacturers’ factory sales, the indusiry’s
‘otal volume was aboul 39.7 billion in 1955,

By the end of 1956 this over-all total should
reach $10.8 billion on an annuul basis.
Deliveries of military electronic equipment
and compcenents last year increased by aboul
$100 millicn over 1954 to reach $2.4 billion.
[lowever, lthe rise in radio-TV and elecironic
sales for civiiun and commercial uses fcr
the first time since the cutbreak cf the Kerean
Wa  exceeded military electrenic procure
menl. Many eleciicnic developments moved
oul of research laberaicries into produc-licn

leicilities.
wOW W

The cutlook of the radic-TV-electronics in-
dustry in 1956 is very promising. Sales ol
sk and while TV sets are expecied to
=xceed 7,000,000, Cclor receiver sales will
depend to a large degree on the quantity
nd quality of color telecasts and the avail-
ability of color TV tubes. However, present
indications are that about 250,000 or more
color receivers will be manufactured and
scld, bringing lctal TV receiver sales close
to the 1955 record with probably a higher
dellar value.

Eleclrenics producticn cf
equipment will centinue ta increase in 1956.
WMilitary prccurement may rise. Commercial
and indusirial uses of electronic equipment
certainly will grow and require greater pro-
duction. The growing use of iransistors and
other semicenductor devices will bring about
expunsion of plant facilities lo supply re-
quirements. Further mergers and acquisilions
in the electrenics industry are likely with
increasing competition in the radic-TV ield.

non-entertainment
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View TV 4 Hours And 57 Minutes Each Day

By OLIVER TREYZ

President
Television Bureau
of Advertising, Ine.

HIS marks the secend year that TvB has
been invited by the editors of Radio-Tele-
vision Daily lc contribute tc its Annual.

This also marks the beginning of TvB's
second year.

Perhaps some fulure historian, goggled-eyed
at TvB's meteoric rise in the 20th century
mid-ifties, may note-- while perusing the
vellowed pages of Radio-Television Daily
Annuals - that TvB arrived on the television
advertising scene in 1955.

If this historian gces lhrough
issues with a fine locth comb, he will
1 chronicle of TvB's development.

the daily
find

s A

PAGER G A

We believe annuals serve a useful function

. the compressing of days and weeks into
a yearly review of wha!'s happened, and
a look ahead.

In television, tc lcok back is to look down.
For the path of television has been con-
stantly up.

The television indusiry has put TvB in
business tc help acceleratle ils rate of climb.

To play our role, we've been constantly
at work selling advertisers the productive use
of televisicn.

Our
building a focal point or points where tele-

initial aclivilies have concentralied on

vision and adverlising meel.
PAGERA G K e
We've been uncovering busic facits cbout
the relationship  belween lelevision and
specific markets.
For example, early in the vyear Nielsen
supplied TvB with the highly intriguing
“Quintile” repcrt. This was the splitling of

some 35 million homes into fifths, of 7 million
each.
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according {c Nielsen,

and 57 minutes

'he owverage home,
lelevision 4 hours

views
per day.

But the Nielsen report showed that the
lightesl viewing 20% walched 1 hour and
22 minutes daily, 6% of the total viewing.

The next fifth watches 3 hours and 28 minutes;
the third fifth, 4 hours and 44 minutes.
Curiously, the 680%. accounling for the rela
tively lightes! viewing homes, represents 39%
ol the viewing. In delineating these lindings
{c mote than 200 advertisers, TvB has un-
{-silingly emphasized that the lightest viewers

ol televisicn, give lo it an amocouni of time
which would qualily them as the heaviest
readers ol magazines and newspapers. Bul

the heaviest viewers of television. the 20%
that view 6 hours and 11 minules per day.
und the top 20% which view 8 hours and
59 minutes per day, proved, in special TvB
research, to be the “cream” customers of
lhe American market.

PRI A<

The 14 million homes which keep their
sels lit up from 6 lo 9 hours a day are,
basically, ithe post-war families, products of
‘he post-war marriages, the new and larger
families whose emergence and growth are
putting the real vigor into the fastest expand-
ing, mosl productive economy in world history.

Thesc are the families with more and
hungrier mouths 1o feed mote teelh to
brush more hair to shampoo . moie
lunch boxes le {ill . . . more bcdies to clothe.

And these are the families which have
paced the universal, all-embracing national
swing lo television, lhe only advertising

medium which can distribute not only adver-
lisemenis but sales calls, the only advertising
medium which can supply the friendliness,
the warmth and personal persuasiveness of
face lo face communication. The only medium
which can “teleporl’” a salesman, who can
describe, demcnstrale and sell, in the pros-
pecl’'s home, with the lorce and power of an
in-person  visil.

The cumulalive, repelitive dccumentation of
these inheren! advantages of lelevision, will
represent a good part of TvB's activilies in
1956.

If our continuing efforls to forge o mightier
link between television and advertising merit
repcrling, we know they will be chronicled
in the 1956 pages of Radio-Televisicn Daily.
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The Future of Television Film Programming

By
MARTIN V.
ZUZULO
Associate Editor

Radio Annual.
Television Yecrbook

THE twe yrean nvers of mass enlertainment
-.-Hollywcod, and television, are beginning
o flow into one gigantic ccean of compali
bility and quality for the viewing public.
Ironically, the amalgamation dces not lessen
the one and sirengthen the other, bul rather
like @ communion of twc greal minds,
blissful marital tie, the relationship has begun
lo shcw signs of enhancement for both
mediums.

or a

il

W

Shaking at first frem ine switt and biting
currents of television when it swept onto the
scene in 1948, Hollywood, of necessity, was
cauticus enough only lo get its feel wet, and
paliently for the rampaging econcmic
walers to subside. Deftly mcving their costly
film vaults high and dry, Hollywocd, rivalling
a Swiss diplomat's acumen, decided lo let
the main body of television gc by and experi-
men! niggardly instead with scine ol tele
vision's tributaries, until a more realislic and
cpporfune time.

wait

yAe

Yo Y

Frem «ll indicutions, tne year 1855 seemed
1o be, for Hollywoced, that more realistic and
opportune time. Huge holes

in the cnce seemingly

have appeared
invincib'e dikes tha!
had been buill by film people to protect its
precious libiaries from the onslaugh! cf tele-
visicn. These ripping holes, such as cne of
filmdem’s greatest {inancial iransactions, the
RKO-O'Neil 740 film package, and others,
were nct gorged out by television, bul much
fo the amazemen! cof many, by Hollywocd.
remeving its own thumb from its own film
library dike. There's 1o doubt that this will
bring abecut a {lood of eniertainment for the
public and a flocd of income for both mediums.
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Hollywood and teievision are beginning o
know and enjoy each cther. They know now
they can live with cne another. There can
be a ''prospercus co-existence.”” In 1940, the
wmovie theaters of the land took in $735,000,-

000: last year the lake was $1,275,000.000.
In 1945 Hollywoed spent $401,577,800 in
production; in 1955, the sum was o litle

more than $240,000,000. Morecver Hollywcod
is ncw enjoying a boom inspired by television.
With appreximately 75% or more of all tele-
vision tare now being beamed on cellulcid,

Hollywcod technicians and craftsmen secem
Jikely 1c monopolize this field. And righily
sc, for Hollywoed long befcre the roar of

been known as

lelevision had always the
“tilm capilal ¢l the world." The city's lech-
nological craftsmen, ideal weather conditions,
and bulk of acting talent, had only to swerve

toward the television field in order to cup-
fivate il
) =
PG G
Yet in swerving or re<channeling ils cwn
lulent and production to meet the surging
eccnomical waves ol television, Hollywcod
by its own movement has enhanced itself.

[t's a truth tha! movies in the year 1955 have
never been better. Bul it's alsc a truth that

lelevision can take some of the credit. Nel
tor conlributing the live teleplay, "Marty,”
which at this writing could very easily be

~hosen as the Academy Award winner as the
best movie in 1955, or even for another
original teleplay ''Patterns.” But only for the
fact thal lelevision has presenled competition,
and in competlilion only,
and qualily.

there is greatness,

AR A A

Y

In the past year it has become apparent
io Hollywcod that the command of the mass
udience cf television is qrealer than any
single nighl of the largest alltime audience
ol any single piclure. Thal there is only cne
lhing Americans let cousume more of their
lime (han and that's sleep. Thal
this single medium sold more lipstick on just
one-half hcur program than a sponsor could
make. Thal these atl-one-time ominous charg-
ing waters cf televisicn will not wasle them-
selves and tiickle away into nothing. That this
Jgredt viver of entertainment when joined by
Hellywood's areat river of enterfainment will
ferm cne of the greatest moving forces that has
~ver been known tc man.

iclevision
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adio Will Pave The Trend Of Business

By
DONALD H.
McGANNON

President
Weslinghouse
Brocdcasting Co.

1¢ be anciher

| look ter a
w»ill meove ferward.

N

1g
10% in

HIS year is

for cw

Jeing
indushy.
~rease in sales. leievision
One needs no viystel ball o see thut. Bu
ihe dramatic swing iowaid goou times these
days is happening in iadio, simply because
radic is ne longer Gaking che dioa \17
ok during those yeats ol tele
| like the prospects ler o indushy
dicularly This year because ol radic’s prespe s,
it meuns h;l we e al lasl gaining sttenagth
cn b th Legils in b wisien and 1adic,

first
c-

tele

7 1855, which was
yvear iy our indusity's history,
how do [ justily such optimism for 19562
Sheuld we he conten with a sunny plateau,
heping lhat the future will be jus! as reward-

Why am | bulbs Ay

‘he biggest

ing as the immedialc past? 1 think vot, o
we wre wiser than we were o year age.
Therefcre, we shcould cellet and tha
much more successiul.

Take lelevisicn. Televisiun is 1o longs:
“in its  inluncy.” «  lavorite  expression of

imany indusiry “cbservers”
Yoday, ielevision appreaching full grewih,
2! course, it will continue 1¢ grow. Bul, jus!
i impertant, television is now beginning ic
mature. It has reached vcting age. ' s
respcnsibilities

ne! s¢ leng age.

‘aking adult

'l exainple, duting 1956,
elevision programming on the parl of local
lelevision stations. We saw ihis happening
i a few areas during the past yem. We saw
sialions in certain communilies begin lc de
velep lccal programs thal challenged scme
of the big netwecrk preduclions.

I predict that television in many cilies will
be strengthened during 1956 lkecause local
programming will become « sfronger supple
ment ¢ the nelwerk shows.

Very often. lecal programmers shoew them
selves as couragecus 1curnalists, Their suk
fects are somelimes conlroversiai, because
theit obiective is ‘o make the —ommunities

ook tor exating
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which they seive betier places in which 1o
live. When vou pcint a camera al a com-
munity trouble-spet, ycu hiead on dangercus
ground. Bul ycu also gain audience respect
tor your effort. This is the kind of programming
which will strtengthen lhe indusiry, by adding
stiength to the staliens whicrh make up the
industry.

In rudic, we have u chance of a
Along with il we have a
1 diletinee,

lifeiime.
ility -

1esnons.

willing to lel radtic
The induslty was
yeungsters finding
and no! knowing
Raodics, of cuurse.
abcui every bad ic
about radic’s obscles
cence, becouse were nct really trying in
thcse days. ¥ e willing o recoup our
losses with  television,

Taduy, we beginnmng 1o
Il is finaliy doawning on ous that
place, Il and big ace.
slations did well sl yoar, |
since television ¢ Jung.
Ao well i 1856,

It would e
veryene in
lelevision Net

Cenlain the scoue.
inoved that radic wmll | leOyb have a pl@t
I'hey did it by wmaking money while
i the indushy shed tcans ol

Jomne breadeoasiers wete
lle jus! u lew yewrs ago.
the victim of jckes mbout
sttange  chbiecls i atlis,
wha! on earth they wete.
And deservend sl
thit was ever

wo

wiillen
we

are gel smail.
1adic has a
Many radic
r the firsl time
FMany more will

unlan e

tadic showaed
fle xed muscles.
cperalars ki

tome te imply
weikness

1
when

BO.
They

mes!
1ndio’s demisea,

radic

nis year, i's big change s

end big chanve. It can succeed ib it is
willing 1o work: il it is willing t¢ develep
new lalent lo al talent; i 1t is willing e
make ilselt a cemuunily member, and nel
iust an cullel for nelweoik shows. 1 helieve
tqal tadio musi become  primarily o lecal,
intimate thing 1in the fulme, i 1118 1o succeed.

I'he miajor nelweorks, in my opimion, de
suive credil ter their effarts an radic’s bahall
during  the puast year, althcugh 1 cannot
honestly agree wilth the approach which ihey
have 1aken, fct | believe thot the days of
big, nelwoik radic shows are over, al leasl
fur the predictable future. 1 believe thal tc-
day’'s 1adic audience wants hear music -
gocd music of all lypes; it wants frequent

news coveirage
goings-orl.

Of vourse, 1adic’s obliguticn dees not sicor
thcre.  As a public servant, 1adic must d
mete. This year, | believe 1adic will assunwu
a1 grealel respensibility in the aleus of educa
ten and human understunding, with pregrams
ol quality and of intellectual wmport.

with « stieng play 1o lecal
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Never Such A Choice Of Programming

By
FREDERIC W. ZIV

Chairman of the Board
Ziv Television Programs

—_— -

HE bocming growth of the syndicated film
industry has meant one thing to television:
Never have so many dilferent sizes and
classes of sponscrs had so wide a choice of
film programming.

Qur client resler shows names like Carter
Products, Phillips Pelroleum, Emerson Drug,
P. J. Ballantine, Ohio Qil and others who are
sponsoring f{irst-run half-hour shows on line-
ups that approach netwerk coverage. Lisis
of 20, or 30, or 40 and more markets carrying
the same Ziv TV show for the same national
spo! advertiser are nol uncommon.

PAGENAGIIAS

time, cur lisl of over 2,270
Ziv telefilm clients include many local mer-
chants, retailers, auto dealers, bakeries,
dairies, banks, breweries, supermarkets and
jewelers, whose television campaigns are
confined to just one market.

We do not differentiale; no intelligent pro-

ducer-distributer would. All are important,
since they all make up that huge category

At the same

known as “spcl lelevision advertisers.” All
are seeking the same thing- - a fop-noich
show that will altract a large audience a!
a reascnable cost-per-1,000 figure ¢ the
advertiser's commercials.
AR
This places a large responsibility in out

hands. With more and more advertisers mov-
ing inlo television, we mus! create more and
more lelefilm properties of all types for them

to sponsor. In one sense, il is a f{ascinating
challenge to our creative ingenuily. In an-
other, it is like having a tlger by tail—

while you are reaching cul le grab anolher.
Television {ilming is gelling moie expensive

all the time. Star f{alent commands big
budgets. The malerials of production cost
more. Labor costs more. Everything costs
more.

We feel we owe it lo cur adverlisers ic
~ontinue to produce those syndicated shows
which have proved themselves cver several
seasons for Ziv advertisers. and not fo turn

69

oul a series of "cne-season wenders,” with
no continuing produclion. This enables our
clients to concenlrale on gefting the finest

time availabililies and in preparing the mosi
elfective commercials. They can relax (cr
come as close to relaxing as you can in the
fast-paced business of lelevisicnl), kncwing
that if a show is in demand, we have the
linancial slability, the studics, and the man-
power {o conlinue tc produce lhe series.

Tuke the case c¢l Interstale Bakeries, for
instance. Inlerstale has built a major adver-
lising campaign arcund our “Cisco Kid" for
more than five seasons, starling with a mcdes!
list of a dozen or sc markets and building
the list sleadily until il stands at more lhan
60 cilies.

pAS

This growth has been possible primarily
because we have delivered to Inlersiale, and
cther ""Cisco’”" spousors, a fresh cycle of tele-
tilms each season since 1950. I might add
that time clearances for Interslate, and clher
year-in, year-out Ziv advertisers, have steadily
impreved over the vears. Time bhuyers are

free to scout lor lhe choicest availabilitics,
knowing the program will continue to be
supplied to the advertiser.

One cof our largest clients, for example,

whe has been with us for several seascns,
now has 92% of his Ziv-preduced programs
aired in choice evening time slecls on lecding
slations between the hours of 7:00 p.m. and
11:00 p.m., with more than hall o! lhem
falling into the peak hours of television view-
ing!

We  believe we owe othior things io cu:
clients as well. For example, we will spend
a laige portien of our 1856 promolicn budget,
urrently set al $800,000, in promolion cam-
paigns and publicity designed to increase the
wudience fer Ziv shows now on lhe air.

We turnish promolion-publicily kits 1o be
used by our advertisers in everything from
lune-in ads and locul publicity 1o store dis-
plays and merchandising campaigns. We alsc
lurnish complete plans for a program de-
signed to bocst empleyee recognition of client
adverlising, since genuine enthusiasm fcr g
lelevision program has o start within o
~lienl’s own employee family. In addition, we
~reale and merchandise various public serv-
ice diives, lelevision contests and other pro-

motions in cenneclion with  Ziv  Television
Programs productions.

Finally, we are working ¢head of mosi
peeple in providing a long-runge pregram  of
color filming at our Hellywood studics. Last
year, we shol mcie than 3,000,000 feet of
lelefilm footage there  -and cver 704, was

on color film.
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Looking Into Syndicated Television

By
WYNN NATHAN

Vice President
in Charge of Sales.

MCA
N THE aura of claims frcm other sources
that the syndicated 1elevision shcw busi
ness is slipping, | (hink it is good for us

lock back on the past twelve months and see
it these claims have any foundation.

Ot course, | am most familiar with the
excepticnal pregress of MCA-TV Lid., Film
Syndication Division, during 1955, bul | am

sure that most of the larger distiibutors have
axperienced the same trends that we have.

S

During 1955, cur company added six new
series to the 26 properties we already dis-
iributed. These additions included 123 Gene
Autry and Reoy Rogers Weslern lilms, nevers

PAGE A

hefore seen on lelevisicn; 39 cf the new
“"Dector Hudscen’s  Secrel  Journul”™  program,
adapted from the famous Llcyd C. Douglas
nevel; 104 "The Advenluies of Kit Carson,”

which were sponscred on the network for
four years by the Coca Cela Bollling Cem
pany and first run 1y over 200 markets; 39
"Headline” shcws, slarring Mark Stevens,
which played on the network as "Big Town”
and 76 of the very successful network series,

"The Ray Milland Show.”

With these additicns, the list of stars
appearing regularly in syndicated MCA-TV
pregrams has greally increased. The talent
role now reads like a “who's who" in show
business, including Gene Aulry, Ralph Bel
lamy, Charles Bickford, Rod Cameron, Pres:
ton Foster, Alan Hale, Jr., Paul Hartman,

Louis Hayward, John Howard, Guy Lombardo,
Themas Mitchell, Ray Milland. Recy Rogers,
Mark Stevens and Bill Williams.
wow W

Sales wise, 1955 was the bigges! year ever
experienced by our company. To name a
few of the success stories that were io be
found in the past twelve menths, we sold
“Soldiers of Fortune” to the 7-Up Bottling
Company for 150 cities; 26 more shows were

added to “"Waterfrent” making a total of 78,
and they were placed in over 200 cities.
"Docter Hudson's Secret Journal,” in its firs!
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six months on the market, was bought in
more than 140 cities; sales of lhe Recy Rogers
and Gene Autry Western films passed (he
three million dollar sales mark in less than
2 months; and so on down lhe line. Each
and every show we handle did well in 1955,
and the sales were getting stronger as the
year drew lc a close.

Raling wise, syndicated teleshows proved
lime and time again that they can compete
faveiably with any lccally produced or net-
work show. Such ratings as: 40.9, Videodex,

Pitisburgh for "Guy Lombarde”; 39.0, Pulse,
New Orleans for “City Delective”; 44.2, ARB.
Norfolk fer “Pride of the Family”; 45.8, Pulse.

New Orleans for "Famcus Playhouse’™; 37.6.
Videodex, Grand Rapids fer “Man Behind
The Badge'; 40.5, Pulse, Charlotle for "Waler-
front”; 34.4, ARB, Pitisburgh for "Doctor Hud-
son's Secret Journal” and 40.1. Videodex,
Toledo for the “Ray Milland Show' substan-
li'e this laim.
PAY pAY

Alsc during 1955, Revue Producticus added
/8 more anthelegy films to their large catalog
ol half hour dramas. With this added product,
any  station in the couniry can bolster iis
line-up of programs tc meet the mest rigid
demands.

1955 was also a year for expansion in our
cempany itsell.  New officers were copened
in Tampa, Fla. and Indianapolis, Ind., and
lwo new tegional offices were opened, Dallas
and Cleveland, and were staffed by cne cf
ur V.P.'s. A publicity department was added
in Netw York and California belter to service
our chients wilh after-sales promction. The
prespect of enlarging our foreign markets was
examined, and an International Sales Man-
ager named. Plans were formulated for mcre
romplele representation in Mexice City, Rome,
and the Orient. Wilh well stalfed offices
already established in Canada, England and
France, MCA-TV will continue to be able o
give ccmplete coverage 1o the enlire world.

g AGA¢

Other advancements cf ouw sules plans,
axe-utive responsibilities, ulter-sales services,
merchandising division, and all phases of our
weration, were many and varied. Tc name
them all would lake much more space than

At

I have been alloted or you would care to
read.  However, | think il is sufficient just
to say thal 1955 wuas very geod tc us, and
1956 locks even betler. [ den't think syndicated
lelevision is slipping one iola; in fact il is
stirenger now than it has ever been, and

it is cur hope that cur 70 salesmen and 30
stfices at MCA-TV have had a part in bring-
ing about this situaticn. We prcmise you we
will do everything in cur power to conlinue
this advancemenl in the coming year.
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SO
ROY ROGERS
“King of the Cowhoys™

AND TRIGGER

Television—NBC Coast-to-Coast
Sponsorcd by Post Cereals
A Division of Gencral Foods
Recordings—Bcll Labe! and Little Golden Records
Exclusive Management Public Relations Commercial Tie-Ups
ART RUSH, INC. A. L. RACKIN ROY ROGERS ENTERPRISES

357 No. Canon Drive — Beverly Hills, California
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Canadian Auto Set Sales Up 75%

By
]J. M. DAVIDSON

Past President,
C.A.R.T.B.

HE past year has been cne of intense ac-

livity in the sale ol new broadcast receivers
‘with reported Canadian sales arcund the one
inillion mark. This was divided almos! equally
between radio and TV receivers. The increased
sale of televisicn receivers was anticipated as
Bul few broad-

caslers or set manulacturers expected such a

new staiicns came on the air.

dramalic increase in sales of radio receivers,

especially porfables and automobile sels.
increase

But

the purchase ¢f portables and car sets wen!

Sales of radio receivers showed an

ol some 209 over the preceding yeur.

up an amazing 75%.

L
g

2

At

%

‘lhe broadcasting 1industry is coniidently
leoking farward to 1956 being much the largest
volume vear in Canadian history. Accurale
{igures are difficult tc obtain but the 20%
increase in radio revenues last year is expecied
fo continue, and television revenues a:.e in-
~reasing at the rate of aboul 50% each year.
Available indicate  that

infermaticn  would

gruss 1evenue lor the broadcasting Gidustry
in Canuda weuld reach seme $45 million this

yeal.

The Canadian Association of Radie & Tele-
vision Broadcasters shares the industry's ex-
pansicn with a membership at the beginning
of 1956 cof 136 radio and 25-television mem-
pers. The appointment of a Royal Commissicn

1o view the broadcasting indusiry assures a
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npusy year {or C.A.R.T.B. The lllsley Commis-

sion cn Copyright may produce ils repert

‘his year. As in 1955 there may be appear-
ances before various commissicns and boards.

One certain wactivily this year will be lhe
Asscciation’'s continued emphasis on previd-
ing member slalions with informalion cn new
Few Canadion homes

vrograun  lechniques.

lack radio receivers in kitchens, bedrocms

ind playrcoms. There has been a vasl in-
crease in the number of pcrlables and auto-
mobile sels. These new radio listeners are
welcoming the interesling new pregrams pro-
vided by Canadian stations. The fixed national
tormula the

is giving way to popularity ¢l

specially prcduced programs featuring local
ialenl, local perscnalities nnd subjects of spe-

cial community inlerest,

YeoYe Yy
I'he RBroadcast Advertising Buireau estab:
lished towards the end of last year by

C.ART.B. has a
for 1956. The Radic brcadeasting division cf

caretully planned program

ils presentalions lo
Adver-

lelevisicn sales story

the Bureau will continue

Advertisers and planning beards ol
The
was dramatically told to some 500 executives
TV

January. This was arrunged by the Television

lising Agencies.

in a special seminar held in Torente in

Represenlalives  Associalion  in conjunclicn

with C.A.R.T.B.

DS

N
e

Community television stalicns are serving
mest areas ol Canada excepling the six laig-
esl cilies which in 1956 are still seived cnly

The 25 1V
inembers ¢l C.ART.B. are 1apidly expanding

by the governmen! owned CBC.

their cperaticns, the number of hicmes served
and providing an oppertunity for lecal lalent
o participate In this expansion.

The broadcasting industry will cenlinue in
1956 1¢
the 6

aoelvers

improve and expand ifs services lo

million radic and 2 miilion televisicn

tuned e Canadicn

slaticns.
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574 Million Rural Homes Own TV Sets

By
JOHN McDONALD

President, National
Association of
Television & Radie
Farm Directors

HE history of farm broaduasting is as old

as radio itself. KDKA, Pitlsburgh, the first
station tc go on the air in 1922, employed
Frank Mullen as a paridime {arm broadcaster.
Mullen later become Executive Vice-President
of the National Broadcasting Company. Over
the nex! twenly years the growth of farm
broadecasting was slow. On May 5 of 1944,
some thirly-five radio Farm Service Directors
and other persons interested in agricultural
broadcasting met in Columbus, Ohie, and
formed 1he National Associaticn of Radic
Farm Direclors. [t was the opinion of that
thirty-five then and of the more than 400
members today that scatlered listeners on
tarms and in small rural lowns deserve better
and more specialized services than the aver-
age city listener. The main objectives of the
organizaticn have always been to effect pro-
gramming of farm breadcasts with the em-
phasis on service. Realizing that farm people
depend on radio for essential business in
formaticn, weather and markel reports, the
Federal Cemmunicaticns Cemmission Hearings
in 1946 aqccented the importance of farm serv-
ice through radio. Since that time both the
organizalion and the services have grown.
Accepling the new media of lelevision as an
oppoertunily for more service, the crganization
became the National Asscciation of Television
and Radio Farm Directers both in name and

fact in 1953.

PARA gk e
We feel thal the Association, undern the
able leadership of Frank Atwcod, WTIC,
Hartford, Connecticut, had ils best year in
1955. It now has an active voling member-
ship of more than 400 and an associate

membership of more than 200. These associate
members represenl slaticn management, sta-
tion sales, agencies, representalives, clients
and other friends of the Association and of
farm people - - the folks we talk lo daily.

PG S X
The radio and lelevision indusiry has be-

come aware of the {arm service lype pregram
gaining and holding audiences. This was

75

evidenced by the invitation of eighl Farm
Direclors to speak ai regional meetings of the
National Association cf Radio and Television
Broadcasters in 1955. This was our first al-
fempt to present farm radio to management
on a national scale. Judging {rom the com-
menls, lellers, and number ol inquiries re-
ceived, NATRFD gained a lot of preslige.
Harold Fellows, President of NARTB, said,
“[ definitely think getting eight of your men
into the tield 1o talk to management at the
regional meetings was most consinictive and
more than justified our thinking as tc what it
would  accomplish.”

wo%r v

NATRFD was glad to tell management that
we are a professional group and intend to
remain as such. With lew exceptions, BRFDs
are men who have farm backgrounds., agri-
cultural college degrees, and prior 1o their
tadioc work had jobs as Exiension Agents,
Vocaticnal Agriculture Teachers or some other
related work which kepl them clese to agri-
cullure and farm people. A lot of elfort was
pul into professional improvement during the
year. We cooperated with the National Project
in Agricultural Communications in holding a
TV Workshop in Columbia, Missouri, and also
held a meeting with NPAC on market report-
ing in Kansas Cily. We have had represenia-
lion at praciically every meeling throughout
the nalion that had as ils purpose the better-
men ol larm news reporting or farm lite

ilself.
o ¥

In speaking to cur group last June on the
lawn of the White House, President Eisen-
hower said, “"The {armer is not just a farmer.
He is a citizen of the United States, first and
always. And so [ think that if we're truly
going lo interpret lhe farm problem and farm
programs to the farmer, we have got to raise
our sights a long ways and interprel :
and 1 am tcld by the Secretary of Agriculture
that this group has done a yeoman's job in
this regard. For it I hope you will accept my
thanks, my gratitude, and more than that my
utler conviction that you're doing a truly
greal service 1o farmers and to the Uniled
Stales of America.”

The last farm census showed thal there are
17 million rural homes with radio sets (more
than 99%) and more than 5 and one quarter
millien rural homes wilh television sefs.

Newly eclected officers for this year other

than myself are: Jack Timmeoens, Vice-Presi-
dent, KWKH, Shrevepori, Louisiana; Dix
Harper, Secretary-Treasurer, WLS, Chicago;

Herb Plambeck, Hislorian, WHO, Des Moines,
lows and Wes Seyler, Editer of “Chats”,
WIBW, Topeka, Kansas.
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Resurgence of Radio In Latin America

By
A. M. MARTINEZ

Exec. Vice-President,
Caribbean Networks.
Inc.

Treas.., International
Adverlising

Association, Inc.

Civb ana we ook al the pam

S5 wo oegin

import.ml lactors seem
tc stand oul in Lolin Ame ica. The liist is the
1upid rale cf growth ol cemmercial {elevision
in such m.ukets as Brazil, Cuba, Fl Salvader.
Gualemala, Pueric Rice and Venc-
zucla. 1t is ne! s much the number of addi-
He which very few, bul
mainly the imprcvements made lo the existing
.nes, voth i programming and equipment, in
service o the sponscrs and lenger hours of
operalion for the viewers, and, of course, the
1apidity with which these [actors are creating
new TV homes by the tens cof thousands. Yet,
one musl realize scts are impcrited and their
retail prices are lecaded with such necessary
2xpenses as transporlaticn, marine insurance
and high import duties, therefore, a greal deal

tvelve months, twe

Mezxico,

1l staticns, were

more expensive than at home. Howcver,
Puert¢ Rico and Cuba, tor example, each
toughl mere TV sets than twenly UGS, states

during 1955,
. i L,
o 4 14
I'he secend laclor is the eltect television
ompelition has had on wadio broudcasters.

Rudic found oul, than ils
in the United Stales, that il would have fc b~
on ils lces not enly to keep and increase ils
audience bul also lo keep and
ievenue instead of remaining slalionary ¢
decline. Hence, painslaking plans were maac
and pul in cperation by lhe most importuin
and plogressive tradio broadcasters during
last year 1o improve the programming wilh
new ideas, acquite better and more up lc
date equipment and put its own house in order.

socner counterpart

increase ils

PG A g

So iar these two faclors have wrought im-

portant ecenemic 1esulls lo the radio .nd

~.1

ielevision indushy in Latin America. In addi-
tion, adverlising budaets were increased ie
covel bolh radio and television with the nal-
ural ¢hain reaction of increased sales of goods
and services for the adverlisers.

I general, the cutleck for
serthaps even better than it has heen for «
ong time. lHere is additional background. I
is a well known fazl thal mos! Lalin American
iHes have for loo many radie staticns. Now,
in this movement ol radio stations Ic keep and
increase rovenue and cudience, many of the
smealler eperalions, poorly managed and badly
equipped cannol sland  the pressure. Some
aheady have suspended broudcasting  and
cthers scon will be off the air. This is a ha'd
blew but under incieased competition, how
can a city ol the size ¢l San Francisco, us a

1956 is goeod,

compoarative examele, bul without its trading
area, support thirty-four radio and S tele-
vision stations! It stands to reasen scme sla-
tions must fall by the wayside as there is no
thetr way 1e stop them, because ncw it is icc
late lo invest addifional capital.

The management of the radic and television
slaticns 1epresenled by Caribbean Networks
has had the feresight fo lock at the future and
1l by inslalling betler anlennas, more powet-
ful 1adic and TV iransmitters, rebuild sludios,
form radio networks with powerful FM links
and lelevision nelworks with their own micre-
wave tclay units, cperate longer hours with
betler programs, etc. One nelwork will irans-
it 400 spott events by remote contrcl, another
notwork will breadeast cver 35 “Soap Operas”
daily and still ancther staticn will transmil
“live,” direct frem a baseball park, two games
.+ week plus the entire schedule of lhe icp
trams ot the winter league: 1 am sure many
ol you have heard hew CMQ breadeast “live”
the world series on radio and television with
an airplane acting as a "link” and how il

fed NBC "live” porticns for “"WIDE, WIDE
WORLD.” These are bul a lew of the many
accomplishments necessary to keep pace

with competiticn and progress.

Loy
WO W

N

1956 will see a richer and more abundant
year for adverlisers, advertising agencies, ra-
dio and televisicn stations in the international
field.
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Analysis Compulsory For Newscasters

By
JOHN MacVANE

President
Association of Radic
News Analysis

HE Asscciahion ¢i Radic News Analysts
this year hus begun an inguiry intc the
~harge by radio-television «critics thal the
American public is being lulled into 1 "decep-
live sense ¢! security through the lailure of
lelevision to preseni news analysis on a reg-

vlar frequent basis.”

In an aticle last November, Jack Geculd,
«clumnist ¢f the New York Times, asserled
that the public has suflered from a “coast f
ccast vacuum in the 1ealm of mature analysis
of the ccnlemporarty scenc.” Gould charged
that Television, learful of cenlreversy, has cal
culatedly avoided the type of program which
wculd require the set owner lo think the mcst
and has provided inslead a “prolective cloak
»f cenlinucus escapist enterfainment,” isolal
ing viewers from ""adequale awareness of the
realilies ol day tc day life.” He mainlained
the public needs news analysts as “"watch-
degs” ¢ remind lisleners and wviewe:s tho
the werld never stands still and to stimulate
them te independeni lhougthit,

PATERA SR A

I'have noted Mr. Geuld's article because he
sutlined what cther respecled critics in the
field, nolably Jchn Ciosky c¢f lhe New York
Herald Tribune, have been saying recently.
Many have been emphasizing that as of today
Television prefers the “videogenic announcer”
who can read @ news bullelin.  to the men
who, themselves, have something to say. |
think most professicnals in cur field would
agree thatl the public is being deprived even

of the right ¢ disagrece with comment on
TV, comment which may be sharp, o1 con-
fieversial, but which is thought piovokina.

Alas! Noi much thcughi is prcvoked by the
bland baby-giuel of newsreel news now fedl

the public,
vOW W

One ol ARNA's major purpcse, from its
fcunding fitteer years age, hus been the pro
tecting of “llie best iigeresls of the public
and the indusiry,” as well as maintaining the
“independence and prestige ¢! the professicn”
and “imprcving the standards ol ~nalytical
broadcasting.”

ARNA haus fcught successiully (o prolect the
repulations of its own members as experienced

reliable commentators. ARNA did not and
does nol consider thal the public inleres!
would be served by commentators, whcse

opinicn and advice on the state of the world
reached so many ol their fellow-countrymen,
voicing commercials. ARNA fcught this battle
i1 the public interest and won il. The sland
is ncw uccepled by the networks, although,
al a recent private meeting with netwcik
Hicials, it is noled that sponsors still weuld
iike to have commentators put their preslige

intc ccmmercials for the sponscrs’ products.
(One resull of lhis has been that spcnscrs
have applied on occasion lhe all-inclusive

le:m “cemmentalor” to their newscasters whe
we naturally not averse to reading a minute
of news about the Middle East crisis, follcwed
by « minute of advice lc smcke El Ropo
sigarettes.) 1 mention this because the ARNA
eifert 1o keep news analysis free was done in
the public interest and nol seldom at a loss
of income tor ARNA members.

oY ¥
Now, since there seems lc be a delinile
leeling among lhe sericus Radio TV critics

that the "besl inleresis cf the public’” are being
alfected by the failuwre of the industry tc slim-
ulate though and discussion lhrough news
ommentary, ARNA has devoted several of
ils recenl meetings 1o 1 discussicn of lhis
‘opic. These are being continued and ferm a
tield ol activily separated from the usual pri-
vale meetings <f ARNA with distinguished
American and lcreigin  statesmen, centacts
which, of course, have heen taking place as
nsual.

1 is too early lc 1each any conclusions cn
the extent ¢f the preblem, belore an adequate
number of network ofticials and cther authori-
lies in the field are consulied.

It has seemed lc ARNA, hcwever, that the
analysis and  interpretation of news should
tind a regular place on the daily schedule it
the broadcasters are lo fulfill the demands cf
the charter under which they operate lo serve
public inferes!, ccnvenience and necessily.

pA

ARNA is well awaie of
ihe new means of cemmunication. How te
marry the expert knowledge cof the news
analys! to the abilily ¢t the visual technician
must be a subject of experimeni, and it may
e that al times, the analyst will be behind
the scenes werking ¢n  the preparation  cf
TV news in depth, ot cthers in front of the
:amera. But the claim of the critics that the
ublic is being subjected lo @ stupifying mes-
merising  wheel of escapist entertainment
seems lo emphasize thal news analysis must
lind a place, if Televisicn's duly fo the public
is to be anything more than -- just words.

YRS K

the challenge «f
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“TELEVISION’S NO. 1

MUSICAL SHOW
OF THE YEAR!""*

LAWRENGE WELK

and His Champagne Music

Presented By The

DODGE DEALERS

“RADIO-TV_DAILY'S OF AMERICA...

ANNUAL POLL OF R ( e

AMERICA'S RADIO.TY SATURDAYS — 9-10 P.M. (E.S.T.)

NEW SPAPER EDITORS ABC-TY COAST-TO-COAS'T
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AWRT Maintains 11 Chapters In America

By
BETTE
DOOLITTLE

AWRT Eastern Area
Vice-President

wll of progress lor Ameri-

T WAS a yeuw

can Women in Radic and Television, Inc.
A year in which membership grew to an all-
iime high of 1,325. President Jane Dalton cf
WSPA, Spartanburg, S. C. and all of AWRT

to be congratulaied on the growth ol
the organization, its increased activity and
the valuable service lo its members in the
bringing together of women with something
in commen - - empleyment in the breadcasting
industry.

are

The exchange of ideas and information when
it is undertaken by women is always of great
and farreaching importance and has been
demonstrated in AWRT. We have seen small
lccal chapters fcrm with no more than the
seven required minimum of members., women
who got together to exchange ideas and in-
formation, and within a few months that
membership has doubled and even tripled
with a program of aclivity underway which
reached all the women in the area in the
breadcasting field, cooperating in community
and industry prejects and furthering their own
value and slature by helping one another.

AWRT's 1,325 members come frecm every
state, Alaska, Hawaii, Pueito Rice and Can-
ada. There are 26 chaplers, with eleven of
them charlered in 1955. The wmajorily of mem-
hers are employed by radio and televisicn
stations and nelworks in widely diversified

jobs: broadcasters, disc jockeys, adminisira-
tcrs, program direcicrs, continuity directors,
lawyers. owners, librarians, and women in

traffic, writing, publicity and promotion. educa
tion. film, sales and music.

A AGEAS

Another important segmen! cemes from ad-
verlising agencies, package agencies «nd
public relations firms. These women are ac-
counl  execulives, administrators, writers,

actresses, publicists and in agency preduction.
Companies that want to reach Mrs. Consumer
have hcme economisls and consumer service
women in membership, too. Government
agencies and public service crganizations alsc

81

are represented. There are alsc many free-
lance wrilers and performers, casting direc-
lors, researchers, indusiry consuliants, and
women writing for the imperiant broadcasting
trade press.

AWRT has demoenstrated that it has scme-
thing cf value for every woeman who is em-
ployed in breadcasting, either part or full
lime, wherever she might be.

News and Views. the AWRT monthly news-
letter continues to carry news tc every mem-
ber. Al chapler activilies are reported, out-
standing success stcries of members and re-
ports from its beard and naticnal commitiees.

Eleven national committees function in
AWRT: Eligibility, Constitution and By-Laws,
Membership, Projects, Public Relaticns, Schol-
arship, Publicity, Information Services, Con-
vention, Industry and Informaticn and Chapter
Services. The latter two are new committees,
having been created in 1955.

o O~

The AWRT 1955 Convention held in Chicage
in May, was the largest in its history, with
a registration of 529. The first AWRT Scholar-
ship was awarded ic Heother Woodard,
2l-year old student at the University of
Miami. Panels, speeches and business meet-
ings gave tc every delegale useful informa-
lion. and more significantly, Inspiratlion to
improve her own wcrk and contribute her
share 1o the progress of the industry. The
McCall Award again was a highlight, with
seven women in radic and television receiving
gold mikes as symbols of their achievements

und service lo the listening and viewing
public.

PAGER A
The AWRT Scholarship deserves special

menlicn here, since il is the pioneer effort by
women in brecadcasling {o encourage college
women 1o enter the field. The $500 cash award
is given to a woman in her junior year in
college, whe is majoring in radio and/or tele-
visicn, and with the schelarship goes the
guidance and counse! that the winner may
draw upon from the membership of AWRT.
The Scholarship can be best described as the
faith and enthusiasm radic and television
wcmen have in their own work and in the
future of the industry.

AWRT has great plans for the future. The
national convention will be held in Boston in
April of 1956, with Heloise Parker Broeg of
WEEI as Convention Chairman. In 1957 the
convention will be in St. Louis, and in 1958
the West Ccasl.

AWRT has come a long way since ils or-
ganizing convention in New York City, in
April, 1951 when it had a total of 358 mem-
bers. But we consider our work only begun
and will continue our efforts to build the
oraanization,
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Public Acceptance Is Sales Barometer

By
DR. W. R. G.
BAKER
Vice-President of the

General Eleclric
Company

E zun

electicics 1n

expec! slaniu iut evelopments i

1856, prrhaps even qrealer
hian the progress achieved in 1955,

During the yeouar just ended, Geneial Ein
nic: Company iutroduced lightweight potlabl
conve: lible [k radics  and

television  sels,

uansisiorized peitable radios which were con

sidered as  ou'slanding  innovaticns  in the
onswmer goods market. The heavy public
acceplance ! these ilems was a teliable

narometer indicating thal the developing trend

toward rompactness and  portability  will be
with us for seme iime, This tend will make
iself felt not only in consumer  joods s,
bul in “the: maducts s well
1%

T frend 1o wmimaturizaien whioh we  an
axpect 11 1956 gees huond in hand with 1head
>b ompaciness and parlubility. e year 1954

saw advancements In printed wuing, micr

and metai ubes, and nici:

minigture cerami

power hansisiors. Nexl year, w= <an expe
a furthering of develcpimenls g this ling
cnly one of which will be a tiny resisio:

andergoing
Ele -

(”\li')C}.'J‘I(‘! HQ[\N:[" assenisly n.oow

i~finement within s Gegoral Elecine

fronirs Division.

fin the leld of bic squipmen:,  we

pioneeted in 1955 in equipmen! which moven

lelevisicn broadcasiing le the highesl trans.

mitting puwels allowed by FCC, thus insuiing
better peception in fringe ar=3s. And, 16 mee!

the demand {1 indushiial lelevisicn, an artea

which will see heavy —ommercialization in

1956, Elertiric mode available new

General
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hgun-quahty  comera eqaipment,  with 1m

ptoved camera tubes. Similar progress was
made in cathcde-tay tubes during the year.

Our mobile cemmunications equipment line
alse saw substantial improvement during 1955,
md we paid ronsiderable altention to micre-
weve A new labcratery of
the G-E Elecironics Division was established

during the yen ot Pale Altic. Calif.,

relay  systems.

for ihis
inttsr purpase.

Fer defense. we aue continuing our develop
ment of more powerful and  more  officien:
e placing more em
To e

Eleslronics  Division

1adal equipmenl. and
en elecirent: defense systems.
‘his,
ractganized just belore the tumn of the year,

our

HasIs

omplish cur WS

1o bring abeut o closer coordination  of

mpany's miiiiay clechonic businesses.

i

.
A AGIE A
his crganizational 1ealignment, however,
was nol concerned wilh military elecironics

alene. I ilso was designed lo help us keep
pace wilh the greal steps forward which are
it ipated in the next five years in industrial
lectronics including such areas as semicon
lucters, compulers, and aulomaticn.

the lus!-
wiomaliorn abundant
Undcubiedly, we will hear

St in 1956 and the years beyend. Tt

he elecirenics  industty  heard

menticncd word with

repetificns in 1955,
Jere
is 1 calch-all word which is meant to sum up
verything the indusitry in general has heen
the most

loing ‘¢ manufacliure equipmen! in

SHflcient manner possible.

 hether we thing of aulomalion in its true
S thit is, the programming of machines
by the

hievina increased mechanizalion

clecticnic centiol croin sense o!

with more
ol conveying gcods - the

intricale  syslems

ullimate desire is siill the same. We have as
vut goal the primary cbhiective of improving

processing and assembly operaticns sc that

wnsumer, in the long run, will get a better

the
product gt the most economical price possible.

As we sec 11, the 'echnology of autemation
st the progiam for progress which
1956 and the

15 only poati

heorizens in

will lead us 1 new

years uhead,
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The Adventures of Ozzie and Harriet televised

every Friday night over the ABC-TV network.
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Public Interest Campaigns Get Results

By
GORDON C.
KINNEY
Radio & Television

Director The
Advertising Council

IT 1$ nice o be able io 1epert, in this
Annual. that the past year has seen a
sizeable increase in  lhe time, talent and

circulatien conlributed by broadeasters  and
advertisers  to  public  service informaticn
campaigns. More television and radio circula-
fjion was given lc more campaigns of gov-
ernmeni agencies and private organizations

lasl year than in any previous year. And
the outlook for even broader broadcastina
support of public interest projecls in 1956 is

very brighl.
W W W

The number of network television programs
and advertisers  that ccoperate with  The
Adverlising Council in supperting ils cam-
paigns continues ito grcw. More and more
filmed TV shows are finding it possible to
inserl public service appeals. The many
multi-sponsored TV shows are now devoting
time tc these vital projects. Even the most
expensive spectaculars and special shows
are sharing lime with campaigns in the
public interest. The drive ol the Council fo
enlist the help of flelevision's biggest pro-
grams in the best time perieds -- and thereby
assure public inferest campaigns, the largest

audiences and best that TV has lo olfer — is
succeeding.
PAGER A AS
It is the Council's goal l¢c have the co
cperaticn ¢f every netweork lelevisicn pregram
in Class A Time in support of imporiunt
public  service campaigns. This goal was

nearly reached in 1955, We are confident
that the few remaining programs and adver-
lisers who have not yet joined in this impor-
jant phase of broadcasting will participale
in 1956. Alsc, as lelevision statiens increase
throughout America, they bring these vital
messages o new audiences, new markets —
broadening further the generous support, ex-
panding further the rcle of the broadcaster
in the public service.

But rather than detail for you here the
continuing growth of public service broad-
casting and advertising, i might be best ic
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the questicns, Do these broad public
campaigns, which America’'s broad-
casters suppor! so generously, achieve any
tesults? Are they effective?””

Here briefly, are reporls on a few cf
Council’'s Major campaigns:

answet
service

the

Better Schools
® Four-years-ago, there were scme 17 lccal
citizens ccmmittees working to improve
public schools. Today, the total exceeds
10,000. In 1955, there were 34 stale
vilizen commitiees - -an increase of 10
over 1954. In 1947 membership in Parent
Teacher Associations totaled 42 million.
Present membership is over 10 millicn.
CARE
® [n 1955 moie CARE packages
shipped overseas than in any previcus
vear. Over one million of the so-called
"Dollar Packages” were shipped during
lhe calendar year.
Engineers Wanted
® While overall college enrolimenis rcse
8% as of September, 1955, enrollments
in engineering colleges rose 9%. Fresh-
men  enrolled in  engineering colleges
were 10.4% of the overall college fresh-
men enrcllmenis. This compares with a
7% figure in 1952, the year the Council
originated its campaign,
Fire Prevention
® Statistics for fire losses during
showed a leveling off after four
of steady increase.
Religion In American Lite
® [n communilies mobilized arcund the
RIAL program increases in aitendance
al religicus services have taken place
running frem 10% to as high as 50%.

were

1955
years

Experience indicates that these results
gencrally conlinue long after the con-
clusicn of the pregram.
Stop Accidents
® In 1954 the national dealh rate was
reduced from 11.3 per 100 million pas
senger miles tc 6.5, While the actual

number of ceaths for 1955 probably will
show  an increase over these of 1954,
it is indicaled that the death rate may
not be affected adversely.
U. S. Savings Bonds
® Sales of E and H Savings Bonds in 1955

were the highest in peacetime history.
Cash sales lotaled about $5% billion
compared to 34,900,000 in 1954.

o te

Broadcasters and advertisers can be proud
of their part in helping to produce results
like these. If we all work to expand even
further the support and elfectiveness of tele-
vision in these areas, we can achieve even
more remarkable resulls in solving America’s
problems the veolunlary way.
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SAMMY KAYE

RADIO: Sunday Serenade — ABC
TELEVISION: So You Want To Lead A Band!
COLUMBIA RECORDS
RCA THESAURUS

Management: DAVID KRENGEL
607 Fifth Avenue New York City Plaza 3-2636
Direction — MCA
Public Relations: DAVID O. ALBER ASSOCIATES
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Color TV Transition Must Be Smooth

By
JOHN SINN
President
Ziv Television Programs

e ————

has beccme
induslry

few monins, it

N THE past
very clear to the lelevision film
that a plentiful basic supply of lilm programs

lo atiract either
particularly adver-

is not enough, in iiself,
audiences cr advertisers
lisers.

The top advertiseis using syndicaied tilms
today are paying careful attention to siar
names, preduction values, script quality, and
promolional opporlunities. They are taking
a1 close look befcre they bel their advertising
chips fer a whcle season.

But, we've learned, when they find a shcw
that measures up, they don't skimp on thet
program budgets. Quality, mcre and more

advertising executives fully realize. has 1r
be purchased ~- not bargained for.
We are very proud of the fact that we

have a very low turnover in our clients, year
after year, and a very high renewal rate on
shows continuing in preduction. In fact, more
than 75% of the clients with which we
started out some six seusons agc are sli'l
on the roster of Ziv Tv sponsors.

The continuing quality of the film series
we have delivered lo cur clients has buill
their confidence in us. And, the confidence
of our advertisers has enabled us fo map
out a preducticn goal for 1956 that is expected
to be 38% over the level of 1955 — a year
in which we produced more than 3.2 million
feet of program film {ootage and 428,976 feet
of special custcm commercials at our Helly-
wood studios.

PAGER ARG AS

As you migh! imagine, the number of man

hours and the amount of talent that must be

poured into such an ambitious schedule is
“NOTMOous.

Take actors, for example. We have been
able to attracl top marquee names- like
Barry Sullivan, Richard Carlson, Broderick
Crawlord, David Brian -— and others to sta:

in our telefilm series by paying fcp prices.
and by proving that they will get nationwide
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exposure on television that rivals any other
medium in existence.

But telefilms can’'t be made with stars alone.
You need supporting players, character
actors, extras. They, too, must be of a high
calibre to maintain your overall quality.

At our Hollywcod studios recently, we
inaugurated what is probably the biggest
schedule of talen! auditions ever seen in the
film industry. We will screen groups of
actors and aclresses cf all types lwice a
month, and hope !¢ f{ind as many as 250
"new’’ faces for our $12 million 1956 produc-

tion schedule.
o ol
Why we we forced to huwu lor "new”
faces in Hollywocd, the lalent cenler of (he
werldwide film industry? It's true there's no
particular. shortage of acting talent. Bul lele:

vision, and television filming, has grown so
extensive that we must enlarge this talent
poc), since we and others are constantly
using it. Fresh faces help us tc maintain
freshness in our precducticns - particularly
those of a semi-dccumentary nature, such as
“"Man Called X, "Highway Patrol,” and "I
Led Three Lives” and dramatic anthologies
like “Science Fiction Thealre.” And, it ulti-
mately helps to build large program audiences

fer the advertiser's commercials.

This is only one facet of the problems thal
lace us as a leading telefilm producer. We
constantly search fer top-notch writers, and

have employed such'well-known TV dramatists
and screenwriters as Jercme Lawrence and
Rokert E. Lee, authors of “Inherit The Wind";
Robert L. Smith, whe scripted "Sudden Fear,”
Jo Pagano, Gene Levit(, John Larkin and many
others. We have sought out the top di ectors,
producers, cameramen, technicians, lighting
experts. Everything, from the raw film stock
you use right through to your disiribution
organization, musl be tcp caibre. Otherwise,
a weak link in your chain will lower your
over-all qualily.

iGN ¢

It all adds up 10 one thing. As film pic
ducers, we feel that cur primary responsibility
1s 1o deliver a quality product to our cus-

‘omers. At the same time, we also leel a
respensibility toward the millions cof viewers
whe  walch Ziv-produced telefilm shows in

ver 280 cities in the United States.

The viewer ol loday is getting more and
more selective in his choice of viewing fare.
But we at Ziv Television Prcgrams feel con-
lident that we will prove equal to this chal-
lenge, and that we will continue to play «
major role in an indusiry which will fcrge
beycnd the conventicnal lines as they are
drawn teday.
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New Television Broadcast Techniques

By
DAVID T.
SCHULTZ

President

Allen B, Du Mont

Laboratories, Inc.

ROBABLY the wmosl significant occurrence
during 1955 at Du Mont from a television
proadcas! indusiry standpoint was our de-

cision ic discontinue television network broad-
~asting, lo spin-off our broadcasiing properties
The Du Mont

as a separate corporation,

Broadcasting Corporation, and to concentrale
upon furnishing technical equipment to the
industry.

Du Meni had participated in television net-
work broadcasting since 1946, and in the
succeeding years we made many contribu-
tions to the development and growth of
natiocn-wide television as we know it today.
With the type F.C.C. allecalion plan under
which the indusiry is now operaling, there
is no likelihood in the near future thatl there
can be enough slrong television outlets in
majcr markets {o support four network opera-
‘ions.

Yot

With the spincif of cur broadcasting prop-
erties in December, Du Ment Laboratories
divorced itself from broadcasting, Our direct
interest in televisicn broadcasling is now to
provide service, transmitting equipment, and
new lechnical advences al the transmitter,
studio and film making levels to broadcasters
and film preducers.

An example of the technical advances ang
service which Du Ment is equipped o provide
is the Electrenicam TV-Film System. In this

completely new concept for lhe making of
motion picture films, all of the electrenic
advantages of live !elevision broadcasting

are combined with motion picture techniques
so that highest quality ftilm can be made in
a fracticn of the time required by conventional
methods.

PAGERA G e
The camera units of the "Electrenicam™

combine an image orthicon view finder with
a specially-adapted 16mm or 35mm motion
piclure camera, using a single common lens
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system. As a result, tilm directors, producers
and all members of the creative team see the

aclion that is being lilmed on television
moniters exaclly as the motion picture camera
sees it. There is no need to wait to see results

of a day’s shooting. It is seen instantaneously
on the mecnitors by all persons concerned.

The “Electronicam” s a complele system
which includes monilcrs, lelevision switching
contrel units, and matting  amplifiers.  An
editing master film is made electronically
while the high definition film is being shot.
and this editing master is recorded complete
with wipes, fades, laps, super-imposilions and
other special effects.

In the breadcast equipment field Du Mont
pioneered again with a conipletely new
method fcr live cclor television pick-up.
Called "Vitascan”, this new system enables
a lelevision station or closed-circuit broad-
zaster tc present live color television without
lhe need for expensive tri-color cameras and
their problems of regisiraticn, long warm-up
time and numerous highly-trained techniciaus.

fo ¥ ¥

This is accomplished by scanning o scene
with a beam of lighl and using photcelectric
cells to pick up the reflected light and convert
it to electrical energy. In the “Vitascan”
system, the scanning is done by a cathode-
ray tube and the reflected light is picked up
by multiplier phototubes which nct only con-
verl the light tc electrical energy butl multiply
il many times. Correcl signals for coler lrans-
mission are achieved through the use of colos
filters placed in front of the photctubes.

"Vitascan' is actually the reverse of usual
television techniques. In “Vitascan”, what
appears to be the camera is actually the light
source cr scanner. Above the studio, where
floodlights would ordinarily be, are the
multiplier phototubes.

WoOw W

Because “Vitascan” wcerks on the principle
of a reflected beam of light, the action must
take place in a lighttight studio. So that
actors can see in the studio, stroboscopic
lights flash on 60 limes a second during the
blanking interval when the cathode-ray beam
is shut off.

The "Electronicam” and Vitascan” are two
of our most recent develcpmenis to serve the
television broadcast industry. Du Ment con-
tinues its basic research in transmitter circui-
Iry, studio equipment, optics, film production
and color lelevision transmissicn to give
broadcasters the best technical products and
service.
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LEE GRAHAM

Mutual Broadcasting System-Radio — WABD-Dumont Television
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Cuban Annual Ad Investment $7 Million

By GOAR MESTRE
President, Circuito
CMQ. S.A.

license was granled (¢
1950 and our Channel 6
the air in mid-December
of that year, before our lelevision building,
adjoining our radic installations in  Radic-
rentro, had been cocmpleted. A 5 kw trans
mitler, with « 3-hay superlurnstile antenna
¢n a 200 fi. hurricane prcol tower atop the
television building, was inaugurated together
with two iconoscope lilm chains and four pre-
jectors and two studics, with twc cameras
each, plus a maobile unil equipped with micre
wave and cameras.

TV
CMQ early in

transmitler went on

UBA'S firs!

Yoo Y

A small 16 mm film processing laboratery
was installed in order lc picvide adequale
iacilities for the producticn of TV rommercials.
and the usual provisicns lor o reasonable
amcun! ¢l scenery and picps were also in
~luded.

On Maich 12, 1951, the official inauguration
ol CMQ-TV look place wilh the attendance of
the highesl Cuban authorities, including the
Presidenti of the Republic and a greup of U. S.
advertising agency representatives, news-
papermen and editors cf ‘rade magazines,
whe came t¢ Cuba as guests, tc join their
Cuban colleagues on lhe eventful cccasion.

From the very beginning of lelevision mn
Cuba, it became evident that respcnse tc¢ the
new medium, on the part of the advertisers
und the general public, was surely 1o exceed
our fondest expectaticns. By the end cf 1951,
CMQ-TV was in the black, the number of live
piograms was far greater than could be ade
quately handled with the existing facilities
and there were mocre than 25000 TV-homes
in Greater Havana.

pie

Yo Yo i
In November. 1951, CMQ inaugurated in
the city of Camaguey, the lirst of four TV

staticns in the Interior of the island which
were to make up its national network, for
which both advertisers and the general public
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had been clamoring since the inception ol
television in Havana, less than a year befcie.
in March and April of 1952, additional irans-
milters went operdiive in the cities of Matan-
zas, Santa Clara and Santiago de Cuba, and
cur Video Recording Department was ready
to handle cver 20,000 feet of 16 mm film daily,
containing ull of CMQ’s 6 hours of daily pre-
jtam fare. By May lIst, 1952, our national
TV nelwork was a reality and TV had come
within the 1each of nearly 70% of all Cuban
homes.

While this expancion in our {ransmitting
jucililies was laking place, additional studics
and cameras were being added in Radiccentro
and by mid 1952, the number of studios had
increased to five, the mobile units to two and
sixleen cameras were in daily use.

WO oW

While there are no cilicial {igures available,
we estimate that total advertising investment
in the televisicn medium in Cuba is currently
approaching a figure equivalent to seven mil-
lion dollars a year, a substantial share of
which is being invesled in the CMQ-TV net-
work, This is due to CMQ's superior program-
ming, which commands at all times an audi-
ence in excess cf 50% of all sets tuned in
at any one time.

Program ratings in Cuba are undergoing
the same process which has been cbserved
in the United States and while three years
ago il was not uncommon for a top program
te hit a rating of over 60, today there is only
one program on Cuban televisicn that exceeds
50, and those thal exceed 40 can also be
~ounled with the fingers of both hands. At
CMQ. however, when a program does not ob-
tain a rating of more than 25, we sericusly
hegin to consider throwing it out the window.

WoOw

Summing up, bcldness in  programming,
roldness in creative selling, and a tremendous
expansion in technical facilities, have made
CMQ-TV grow spectacularly during the past

e

live years. What the future holds for Cuban
lelevision, greatly depends on the general
over-all economical situation of the country

which, in turn, hinges to a greater extent than
most people realize, on whal happens to U. S.
purchases of Cuban sugar.

This little island in the Caribbean, every-
one knows, is among the world’s best and
largest consumer of U. S. manufactured and
agricultural  products, hawving one of the
world's highest per capita rates of censump-
tion of such products. The exient to which
television will participate in the overall ad-
vertising picture greatly depends on the
demand for such imported or locally manu-
factured goods.
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Syndication Now Permanent In TV Field

By
DAVID V.
SUTTON
Vice President

in Charge of
MCA.TV Lid.

ESPITE scme comments tc the conirary, |

lhink 1955 saw syndicated television
reach @ mature stage. [ think further thal
syndication has become cne cof the basic

mainstays cf thc medium, and 1956 will sec
it established even more firmly.

DA AS

wviany previcusly nolable trends became
more in evidence in 1955 and will play an
important parl in  shaping the future of
syndication in the year lc come. In 1955,

these four lactors underlay the develcpment of
most national trends: the emergence of top-
quality productions filmed expressly fcr
syndication; the raling success achieved by
syndicaled shows even when paired against
wellknown network I[are; the choice lime
periods chtained by syndicated properties,
notwithstanding the general “tighiness” ¢l
prime time experienced by the industry as a
whele; and finally, the enlering en masse o
lhe medium by a big number of naticnal
adverlisers.
FAGER A A ¢

Wilh the emergence ol the dramatic spec-
.aculars during 1855 by the nelworks, tv
film disiributors met the challenge with quality
products. In line with the trend of handling
snly lop-quality shows, MCA-TV, for example,
in June, 1955, released a wecrk of Lloyd C.
Douglas for presentalicn on television for the
first time. "Dr. Hudson's Secret Journal,” based
on the novel by the eminent authcr, has pre
sented the film buyer with the oppcrlunily
of sponsoring a show of quality with origi-
nality and the opportunity of &ssociating his
station or preduct with the works of one of
the most distinguished writers in the lilerary
‘world. This is the trend which became sc
avident during 1955 and will be of primary
imporiance if syndication is to present the
type of product that can pull high ratings
against a national show.
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Given a good time peried, a high-quality
show made for syndication can match the
rating of a network show. Carrying this one
step further, there is little doubt that a good
syndicated show, given brcad coverage, can
offer fierce compelition lo a network presenta-
ion. Using MCA-TV's own highly successful
“Woualerfront” series as an example, we found
‘hat in 34 ARB metropolitan market repcrts
listed as carrying the series, an approximate
4,200,000 homes walched the program cul cf
«a polential of 15,900,000 unduplicated homes.
This is a highly respeclable audience level
for any show, syndication or net.

Ju

Ju, ;
PAGEA QA ¢
As a resuit of proving they can attain

high ratings, syndicaied shcws are now able
lo obtain prime telecast time. For example,
“Waulerfrent” was able to obtain prime eve-
ning time in such major markets as: 8:00-8:30,
Wednesday, Houslon; 8:30-9:03, Friday. in
San Francisce; and 8:30-9.00, Thursday, in
Portland, Oregen. These are time slots once
censidered the exclusive domain cof the net-
werks. It is interesting to ncte that even in
markets where "Walerfront” did not get prime
lime, like Philadelphia, where it is lelecast
Sundays 6:30, the high quality of the show
earns a 35.6 raling which ranked eighth in
the market among all shows, network or

local origination.

Thete is still ancther vilal faclor 1o be
luken intc consideraticn when attempting to
define the scope ol liln syndicaticn. There

is the sponsor's angle. Many of the nation’s
biggest and most aslule advertisers have
realized the value of syndicaticn, as evidenced
py their entering the medium en masse. The
itsl of major advertisers now using syndica-
licn reads like the blue beck af advertising.
Such important sponsors as Procter and
Gamble, Standard Oil Company, Ford Deal
ers, Coca-Cola Dealers, Liebman Breweries
and Heinz Cempany have entered syndicated
lelevision in the past. Major advertisers found
they could purchase syndicated fare and get
prime time rather than go into fringe network
lime. This allowed the advertisers to slant
their campaign loward the consumer situaticn
in the marke!l and maintain one theme through
their advertising campaign.

Today in any evaluation of televisicn,
syndicaled TV must! be considered a major
[actor in the brcadcasting industry. We are
headed toward «a stabilized business vyear.
It is aupparent that syndication is moving
ahead inte a permanent and prominent posi-
tion in the nation's most dynamic advertising
medium.
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FRED ASTAIRE — CHARLES 1. CASANAVE
FRED ASTAIRE DANCE STUDIOS

487 PARK AVENUE o NEW YORK 22.N. Y.
PlLaza 9-5800
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65 TV Stations Across Canada By 1958

By
JULES
LaROCHELLE
Canadian

Correspondent
Radio Television Daily

—_———

HE Caunachan radi. ma television industry
in all its phases recorded turther shaory.
growth in 1955 and cullock for 1956 is de

‘lared highly faverable by all those conneciord
with the industry  either in the broudcaslina

dverlising and manufa-turing  ends.
Numerous cther cullets were initialed dw
ing the year, bath for television and radi
broadcasting and i1 is now eslimaled tho
iclevisicn coverage spreads ! reach ovel
10,000,000 Canadians, while radic coverag: .
ol course. is pielly nem the 100 por -en
merk.
»(. ,\J.?.
] 15t
Canadisn anutactuters of celevisien and
vadio sets repot! higher production and sales

lor the year 1955. 11 is eslimated that already
Conadians have «pent mere than $500.000,000

lor television se's and < ther relaled  appli
cnces thus lar. There e ai presenl som:
1,600,000 black md wiinic TV receivers n
hcmes across the wntry.  Fooo this yeou
official  asscciations  1eporl it when  hnal
figures become vaiis it will be show
that 1955 1v set sales amounted well aver
750,000 units. (Lalest < licial hgures indicyied
that in the first lev months of 1955 thore
were 690,071 TV sold,  cmpared  with

530.350 in the cone
veal. Value of

wding peried of provicus
lelevisicn  sets sold in the
eleven monuth pericl of 1955 was 5209, 169,
248). There was a de line in wvernsae value
ol seis in that pericd  hom FRIB year e
[rre 1o 5303 in lates) p H

7

A
S

As 101 the sawes
jeel that growth will not be as prenounced
in 1956 kut the matket the sume is nat
~xpected 1o ever bocome satuiated.  They
pcint out {c the experience of the i1adic
receiver markel where despite the fact that
television has given stiff competition 1o the
older system, sales have wontinued al high
level right along.

As far as the breadeasung end of the 1adic
and lelevision industry. zor

sutieok v Hiakers

se;

yust

iiliuns  remained
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tavorable.  Adveniising 1evenues were good,
especially  ler lelevision operations. Also,
radio broadcasiers managed favorably de-
spite the lacl that they had to considerably
1e arrange  pregram  schedules.

An imporlant development in the year und
sne that will have an allimportant bearing
sn the future of the whole television broad
Aasting business was lhe progress reported

the  ress-country  3,800-mile  coast-to-coast
miutowave system. Using 135 1elay points
‘~ make simultanecus fransmission of nation
wide TV programs, the system is experled
v e comploted on schedule by 1958

T Yo e

wl
AT

Jonttact 1o the giant network was awurded
.. the Bell Telephone Company of Canada,
ating lor the TransCunada Telephone Sys-
am, g associalion lormed of Maritime Tele-
slione & Telegraph Co., New Brunswick Tele-
iene Co.. Beli Telephone Co. of Canada,
Maniloba Telephone System, Saskatchewan
Government Telephones, Alberta Government
Telephcnes and the British Columbia Tele-
chone Ce. The seven members are responsible

ter construction in areas they serve. Also o
cxtend the French-language television net-
work in Eastern Canada, the Canadian No

iichal Railways and Canadian Pacific Railway
Company have opened micro-wave networks
frem Monireal e Quebec  City which 1s
now uscd by the TBS and further contract
iis been awarded to push the service from
Montreal 1o Shetbicoke, Que.. as lar east
s Rimouski, Queber. The railways have alse
leveloped a netwcik between Toronto, Hamil
n, Kilrhener, Wingham, london and Wind
st in Ontaric,

Fr P T

available shcwed  thot
the following Cunadian cities were serviced
by private ‘televisicn siations: St John's,
Nild., Sydney. N. S. Charlottetown, P. E. ]
Saint John, N. B.. Moncten, N. B., Jonquiere,
Que., Rimouski, Que., Quebec City; Sher
brooke, Que.. Hamillen, Lendon, Windsor,
‘Wingham, Barrie, North Bay, Timmins. Sud-
bury, all in Ontario; Brandon, Man., Saska
lcon, Sask., Regina. Sask. Lethbridge, Ed-
monton and Calgary, Alberta, Pelerborough.
Kingston, Saull Sle. Marie and Port Arthur,
Ont. The CBS operaled TV stations at Halifax,
N. 8., Mentreal, Ollawa, Tcronto, Winnipeg
and Vancover. Of the immediate fulure as
far as television stations additions is con-
cerned, privale inlerests maintain that they
zould have up to 65 stations operating across
Canada by 1958 - if more than one outlet
is pormitted in all zenters.

lenest  compiiaticn
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Seen Coast to Coast
Monday Through Friday
7:00 P.M. EST., ABC-TV

SPONSORED by the GORDON BAKING COMPANY
in NEW YORK, CHICAGO, DETROIT and ELKHART, IND.

Produced by BEULAH ZACHARY
Directed by LEWIS GOMAVITZ

Assistant to BURR TILLSTROM — JOSEPH LOCKWOOD
Music by CAROLYN GILBERT

We Are an ABC-TV Co-op Program
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Radio-TV Members Boost Press Corps Total

By
LQUIS P.
LOCHNER

President
Overseas Press Club

HE Ovcrseas Fress Clun of America was

organized in 1939 under the lecdership of
Wythe Williums, veteran New York Times
foreign correspendent, as an  association of
journalisls who have seived or are serving
American newspapets, news ‘ssociations,
magazines, radic and TV abroad as fereico:
correspondents or pholographers.

Beginning with 40 charter members, :he
Club now numkers 1500 and includes virtually
every fcreign correspondent whose name has
pecome {amiliar through radio and televisioy
appearances, or by his cr her byline in news
papers and other periodicals.

PAGERA G ke

In December. of 1954, the Club dedicated the
Memorial Press Cenler, a beauliful brown
stone club house at 35 East 39th Strecl, New
York, to the memory of over eighty American
correspondents on overseas duly who gave
their lives during and after World War 1l
so that a free press migh! continue in a fren
world.

The furtherance of freedom of speech, press,
and assembly is one main aim of the Club.
During 1955 it has supported efforts to liber-
ate American journalists in several Latin
American countries who were arvested by
dictatorial regimes. [t has insisted upon «©
fair inquiry into the murder of Gene Symonds
in Singapore, and has championed Dr. Albertc
Gainza Paz's right !o regain ownership of
La Prensa of Buenos Aires, wrenched fron.
him by Juan Peron.

in October, 1955, the Club joined the Amer-
icas Foundaticn in sponsoring a two-day
Assembly en News, Knowledge and Froedom
in the Americas, held in the Memorial Press
Center. Problems of inter-American interest
were discussed wilh intimate frankness by a
gralifying array of publicists and savants
{rom both conlinents, among them Dr. Gainza
Paz, and general chairman of lhe Assembly:
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tormer President Eduardo Santos of Colombia,
sublisher of El Tiempo of Bogota; A. A. Berle,
1ssociale professor of law, Columbia Univer-
sity; former President Galo Plaza of Ecuador,

and Spruille Braden, president of the Pan-
Ametican Society.
The Club maintains cooperative relations

with the International Press Institute at Zurich,
Switzerland. 1 helps combat the growing
tendency in government to render aqccess to
information lo which the public is entitled,
increasingly difficult.

The Annual Awards Dinner, held at the
Waldorf-Astoria in April, 1955, was the high-
point of the year. An inspiring address by
U.S. Senator Margaret Chase Smith preceded
the presenlation of a series of awards to for-
oign correspondents for exceptional journalistic
and phetegraphic work.
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At the Club's Tuesday afterncon "“al homes”
members returning from overseas assignments
have repcried intimately and authoritatively
on the political, social, and economic situation
ibroad, often speaking off the record.

The Club oppeared on the air repeatedly
during 1955. Principal event in this category
was the NBC Producer’s Showcase in Novem-
ber. This TV show was produced for and with
he Overseas Press Club. Club members also
rarticipated in an NBC panel discussion on
Disarmament, with Harold Stassen as quest,
Others contiibuted @ WNYC program on Free-
Jdom of the Press. The CBS Overseas Round-up
by this nelwork’s foreign correspondents has
become an annual luncheon feature of the
Overseas Press Club's Christmas season. The
CBS colleagues are plied with searching ques-
licns.

One of the most popular features of 1955
Club  life was a series of regional dinners,
o “national nights,” which acquainted the
members with the history, customs, arts, and
;uisines of France, Israel, Greece, Hawaii,
India, Austria, Mexico, and Norway.

A AGRAY

“Book evenings” centering about works of
Cludy  members proved impressively stimu-
lating.

One of the Club’s many services is that of
+ Plucement Committee, which finds jobs for
many members; another is a Group Insurance
Plant  which furnishes members inexpensive
vrotection of life and health.

The Club publishes a weekly BULLETIN
which keeps the membership informed both
»f the Club's doings and the whereabcuts,
nature of work, and personal data of the
1500 members. A Who's Who of the mem-
sorship §s in process of publication.
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NETWORK RADIO
FOR SMALL-SPACE
ADVERTISERS'

Sometimes network radio is labeled “Big Advertisers Only.”
But ABC Radio offers smaller budgets network radio in
“bite size.” Programsor segments. .. thereisa plan tailored
to fit every need . . . completely flexible, surprisingly eco-
nomical. Get all the facts today from your ABC radio repre-
sentative. This is your opportunity to sponsor network radio
... still the biggest medium for broadest coverage and great-
est circulation at lowest cost.

. the new sound
of ABC Radio

7 West 66th St.. New York 23, N. Y., SUsquekhanna 7-5000
20 North Wacker Drive, Chicago, Illinois, ANdover 3-0800
277 Golden Gate, San Francisco, Cal., UNderhill 3-0077
1539 N. Vine St,, Hollywood 28, Cal.,, HOllywood 2-3141

99

www americanradiohistorv com


www.americanradiohistory.com

Radio and Television

TELEPHONE NUMBERS

AM Radio Siations

SUsquehanna
MElrose
PlLaza
Plaza

Clrcle

Clrcle
............................. PLaza
.WHitehall
. .LOngacre

.............................. Clrcle
LAkawanna
..DEfender

FM Radio Stations

WABC-FM ... .. ... ... . SUsquehanna
WCBS-FM . . e PLaza
WFAS-FM ... o WHite Plains
WGHF-FM .. ... ... ........... LExington
WNRC ... New  Rochelle
WHLI-FM IVanhoe
WMGM-FM ... ... MUrray Hill

....................... Clrcle
WhHitehall
........................ LOngacre
LAckawanna

TV Stations
WABC-TV ... . ... ... . ...... SUSqueLhE:hnna
WABD ... ... ... igh
WATV i ...BArclay
WCBS-TV .. ... PLaza
WRCA-TY . . ... . Clrcle
WOR-TY ... . ... .. ... LOngacre
WPIX ... MUrray Hill

National Networks

American Broadcasting Co....... SUsquehanna
Columbio Broadcasting System........ Plaza
DuMont Television Network. ... ........ LEhigh
Keystone Broadcasting System......... PlLaza
Mutual Broadcasting System........ LOngacre
National Broadcasting Co......... . .. Circle

Station Representatives

ABC Spot Sales................ SUsquehanna
Avery-Knodel, tnc. .................. JUdson
Hil F. Best. ... ... ................ LExington
John Blair & Co................ MUrray Hill
Blair-TV, Inc. ... ............. MUrray Hill

Guy Bolam ... .. ... ... .......... MUrray Hill
The Bolling Co., Inc..........cvuen .. PLaza
The Branham Co....... ........ .. MUrray Hill
Burn-Smith Co., Inc............ MUrray Hill

in New York
W W
CBS Radio Spot Sales. ............... . PLaza 1-2345
CBS TV Spot Sales................... PlLaza 1-2345
7-5000 Henry 1. Christal. . ... ... ... .. .. MUrray Hill 8-4414
5.0333 Thomas F. Clark Co. Inc..... . ... PlLaza 5-0376
1-2345 Continental Radio Sales. ... ....._. LExington 2-2450
7-0880 Donald Cooke, Inc.............. MUrray Hill 2-7270
9.6400 Devney & Co...ooovvveniai it MUrray Hill 7-5365
9-1400 Everett-McKinney, Inc. ... ... ... ... PlLaza 9-3747
8-1100 Forjoe & Co., Imc..................... JUdson 6-3100
6-3500 Free & Peters, Inc.................... Plaza 1-2700
9-6000 Melchor Guzman Co., Inc. Clrcle 7-0624
6.6700 H-R Representatives, Inc.......... ... OXford 7-3120
6-1800 Headley-Reed Co......... . .MUrray Hill 5-8701
6-2200 George P. Hollingbery Co.. .. ....0Xford 5-5560
8-1000 The Katz Agency, Inc................. PLaza 9-4460
7-8300 Joseph Hershey McGillvra, Inc... .MUrray H!II 2-8755
33300 Robert Meeker Associates, Inc...MUrray Hill 2-2170
33600 NBC Spot Sales...................... Clrcle 7-8300
4-8000 Pan American Bestg. Co......... MUrray Hill 5-1300
5.7979 John E. Pearson Co................... Plaza 1-3366
1100 John H. Perry Associates......... MUrray Hill 7-5047
51600 Edward Petry & Co., Inc.......... MUrray Hill 8-0200
Radio-TV Representatives. . ... ... MUrray Hill 8-4340
William G. Rambeau Co.......... MUrray Hill 6-5940
Paul H. Raymer Co., lnc............... Laza 9-5570
Venard, Rintoul & McConnell . ., .. MUrray Hill 8-1088
The Walker Representation Co.,
7-5000 Inc. ... ... . MUrray Hill 3-5830
1-2348 Weed & Co....oov i PLaza 9-4700
9-6400 Adam J. Young, Jr., Inc..... .. ... ....PLaza 9-1810
2-4927
6-0800
33008 Advertising Agencies
;_38283 Anderson & Cairns, Inc..........MUrray Hill 8-5800
4-8000 N. W. Ayer & Son, Inc.. .. ... ... .. Clrcle 6-0200
4-1100 Badger & Browning & Hersey, Inc....... Clrcle 7-3719
Ted Bates & Co.........ooiniuniunnn JUdson 6-0600
Batten, Barton, Durstine & Osborn...ELdorado 5-5800
Benton & Bowles, Inc........... MUrray Hill 8-1100
Biow Company ......... ............. PLaza 9-1717
7-5000 Franklin Bruck Advertising Corp...... Clrcle 7-7660
5-1000 Bryan Houston ... ... ............ .... Plaza 7-6400
7-3260 Lco Burnett ... .MUrray Hill 8-9480
1-2345 Catkins, & Holden.. .. .. ... ..... ... PLaza 5-6900
7-8300 Campbell-Ewald Co., Inc......... MUrray Hill 8-3400
4-8000 Harry B. Cohen.............. ... .... OXford 7-0660
2-6500 Compton Advertising, Inc............. OXford 7-2400
Cunningham & Waish, Inc....... MUrray Hill 3-4900
Dancer-Fitzgerald-Sample ............ ORegon 9-0600
D'Arcy Advertising Co................ PlLaza 8-2600
Doherty, Clifford, Steers & Shenfield,
7-5000 <O BRyant 9-0445
1-2345 Donahue & Coe, Inc.............. COlumbus 5-2772
5-1000 Doremus & Co........ ... o..., WOrth 4-0700
7-1460 Dowd, Redfield & Johnstone. ... .. MUrray Hill 8-1275
4-8000 Roy S. Durstine, Inc... ... ... ... TEmpleton 8-4600
7-8300 Erwin, Wasey & Co., Inc..... ... .. LExington 2-8700
William Esty & Co................... OXford 7-1600
Foote, Cone & Belding........... MUrray Hill 8-5000
Albert Frank-Guenther Law......... COrtlandt 7-5060
Fuller & Smith & Ross, Inc.. ... .. MuUrray Hill 6-5600
7-5000 Gardner Advertising Co...... ... .. COlumbus 5-2000
6-5536 Geyer Advertising, Inc................. PLaza 1-3300
2-3783 Grant Advertising .......... .. .... TEmplcton 8-9393
2-6900 Grey Adv. Agency, Inc................. PLaza 1-3500
2-%644 Charles W. Hoyt Co.,, Inc......... MUrray Hill 2-2000
5-1300 Duane Jones Co., Inc................ Plaza 3-4848
9-8150 Kastor, Farrell, Chesley & Clifford, Inc...PLaza 1-1400
2-4606 The Joseph Katz Co............. MUrray Hill 7-0250
2-3124 Kenyon & Eckhardt, Inc.......... MUrray Hill 8-5700
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