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This ha]f—(.lol]ar was minted in 15)2() Fo g‘om.mem()mt‘e the KCRATV Sacramento
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Values increase even faster in Spot Television. KFMB-TV._ San Diego
Many programs which had a few thousand viewers a year ago KGO-TV. _ San Francisco |
can count them in the millions today. Some time periods !
are priceless. You can, however. still secure valuable Spot TV KTBS-TV. ... ... Shreveport ;
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full story on Television Advertising in these markets. ABC.. " Pacific Television 4
Regional Network l

Edward Petry & Co., Inc.

THE ORIGINAL STATION REPRESENTATIVE
NEW YORK * CHICAGO * ATLANTA * DETROIT * LOS ANGELES * SAN FRANCISCO * 5T. LOUIS
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On New Year's Eve, WBTYV originated its
first local live color program . .. becoming
the first TV station between Baltimore
and New Orleans to be completely
cquipped for color telecasting.

Face to the future, WBTV has invested
more than $300,000 in color telecasting
equipment alone . . . this in spite of a

color set count of only 200 as compared with
more than a half million regular receivers!

In equipment, programming, engineering,
promotion, rcsearch, merchandising and

market development, Jefferson Standard
Vision is your guarantce of greater

sales results.

Contact CBS Television Spot Sales or WBTV
at your first opportunity for the complete
story of ““Vision in the Carolinas.™

BTV

CHARLOTTE

 Top Rrwov

JEEEERSON STaN DA BroAanCaASTING COMPANY

CVINMION TN T E CAROLINANT
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All ratings confirm that
the one dominant station

in Indianapolis is

WISH-TV

ot B
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THE 56 ELECTION YEAR —
Though advertisers already have
some inkling of how all the com-
plexities of election-year activity
affect them, TV’s role this year will
assume unprecedented importance.
The April issue of TELEVISION MAG-
AZINE will feature a comprehensive
roundup of the plans of the politi-
cal parties, their agencies, and the
networks, with an analysis of how
the campaigns will affect TV ad-
vertising and how TV will affect
the elections. In the same issue:
Feature film’s emergence as big-
time programming; a report on
where station executives come
from; Alcoa’s “vertical saturation.”

Frederick A. Kugel,

Editor and Publisher
Fritz Snyder, Vice-president
Herman W. land, Executive Editor
Abby Rand, Managing Editor
Geri Cohen, Feature Editor
Ed Feldmann, News Editor
Barbara Landsberg, Editorial Assistant
Lee Oakes, Manager of Research
Nat Rubin, Research Assistant

Harry McMahan, Linnea Nelson, Tad Reeves,
Contributing Editors

Jack L. Blas, Business Manager

Alice Guego, Sales Service

frank Orme Laurin Healy
Los Angeles Oftice Chicago Office
1749, N. La Brea 6 W. Ontario St

Published monthly by the Frederick Kugel
Company, Inc., 600 Madison Ave., New York
22, N. Y., Plaza 3-3671. Single copy, 50 cents.
Yearly subscriptions in the United States, its
possessions, and nations of the Pan American
Union, $5.00; in Canada, $5.50; elsewhere,
$6.00. Second-class mall privileges authorized
ot New York, N. Y. All rights reserved. Edi-
torial content may not Le reproduced In any
form without permission.
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MAGIC WAND
DEPARTMENT

WMT-TV attracts more viewers
in its 25-county area

than all other stations combined.

-— - -

The new TelePulse

(like the one last vear)

T ——

gives WMT-TV all of the top fifteen

-

once-a-week shows, and all of

e o

the top ten multi-weekly shows,

WMT.TV
Mail Address: Cedar Rapids
CBS

National Representatives: The Katz Agency

WWW . americanradiohistorv.com _L
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M-E (McCann-Erickson) loves you, and we just don’t care

who knows it! After all, you—the talent, the producers, the packagers,

the people with ideas—helped make this the biggest quarter

in McCann’s history, so why shouldn’t we? To be specific, our little affair this
year will give birth to TV and radio billing weighing in at over $75,000,000,

and that’s a heap of lovin’ in anybody’s book.

Most important of all, our romance has made McCann clients the
happiest mothers-in-law on TV, with big bouncy shows like Climax!,

Shower of Stars, Studio One, Disneyland, and many, many, many others.

ME loves you, so, please, keep right on calling us with those
big, bright ideas. (If a man answers, keep talking

anyway; we're a pretty broadminded lot.)

McCANN-ERICKSON

TV SHOWS
Climax!

Studio One
Shower of Stars
Disneyland

It's a Great Life

Wednesday Night Fights

The Lucy Show

Sky King

Death Valley Days
Stage Show

Mickey Mouse Club
Esso Reporter
Home

Today

Tonight

Garry Moore Show
Bob Crosby Show
Color Story Spread
Prescription for Living
Science in Action
Sohio Reporter

The Ohio Story

In fact

McCann originates
and produces more
television throughout
America (from 1.D.’s
to hour shows) than

any other agency.

MCCANN'ER'CKSON, INC.

New York, Boston, Cleveland, Detroit, Chicago, Louisville, Houston,

Dallas, San Francisco, Los Angeles, Portland and offices throughout the warl

WwWWWwW.americanradiohistorv.com
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KGUL-TV st

Galveston, Texas

IN THE HOUSTON AREA ARB®

(January, 1956)

WITH THESE
NUMBER ONE SHOWS

Half-Hour Participating Program
Monday thru Friday

“My Little Margie”

6 P.M.

Late Evening Participating Show
Monday thru Friday

"The Llate Show”

10:30 P. M.

Farm Program
Monday thru Friday
“Rural Reveille”

6:30 AL M.

Night Time Feature Film
"Weekend Theatre”
Friday at 10:30 P.M.

Unduplicated audience for any
multi-weekly program

Monday thru Friday

“My Little Margie” 6 P. M.

These top rated shows sell for your clients: all are avail-
able on a participating basis. Plan now to include these
outstanding buys in your spot programs. See your
CBS-TV Spot Sales Representative today.

| kgull¥ g

ELEVEN

SELLING GALVESTON, HOUSTON AND THE TEXAS GULF COAST MARKET

" Houuton Arsa ARB covers Galveston, Harris, Brazoria Cham-
bers, Fort Bend, Liburty, Monmtgomory, and Waller Countius.

WwWwWw.americanradiohistorv.com
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LONGSHOTS

BIG BOOST FOR FEATURES——IE_E%EﬁE six-agency committee gives go-ahead on |
‘either of two ventures. One is 90-minute showcase of top prop-

erties as major nighttime entry...company would like a network to

tie up time and vehicles in solid package. Other project is pos-

sible conversion of CBS 4-5 p.m. daily strip to features...proper 1
format being pondered. (See report on feature films in next

month's issue). [

EXIT OF ROBERT WEITMAN FROM ABC FOR CBS BERTH RAISES question of possible
‘battle for control between theatre group, headed by AB-PT presi-
dent Leonard Goldenson, to which Weitman belonged, and Robert
Kintner-Ed Noble team. Kintner is unquestionably running network

at present time, with full backing of Noble.

ARE NBC EXECU@}VE ECHELONS ALSO UNDERGOING BASIC RESHUFFLE? After 26 years
with NBC, researcher Hugh Beville has been named a v.p. This could
be harbinger of future changes under Sarnoff aegis.

WHERE DOES GLEASON GO NOW? Early ratings since switch to 8:00 p.m. suggest
that real question is not whether "Honeymooners" can catch up with
or pass Como, but whether gifted comic can really regain his one-
time position as a rating powerhouse. Would return to last
season's live, one-hour format do the trick?

TOM O'NEIL AND RKO TELERADIO CAN STILL BE ON THE HOOK if C.&C. sales campaign
of the 742 RKO films strikes snag. Talk has it that O'Neil's
signature was necessary before First National of Boston would
lend Matty Fox 12 1/2-million dollars. And 8-million dollars re-
ceived from Hughes for two films is on guaranteed sale basis--
if Hughes doesn't gross that amount, RKO Teleradio is on line to
make up difference.

LOWER-COST SPECTACULARS IN THE OFFING. ABC, believing competition has gone
overboard in production costs, will try to bring them in close
to $100,000 mark next season.

NOW THAT EISENHOWER HAS DECIDED TO RUN, one network finally knows what
price it will gez for convention and election coverage. Client
is reported to have asked for two-price deal based on expectation
of differing viewer interest in conventions, depending on whether
Ike would be candidate.

SUCCESS OF CBS'S EXTENDED MARKET PLAN (now just about sold out for night-
tlme) posing problem for reps. With hour cost per station,
under $50 with discounts, this is considerable competition for
national spot prices for same stations.

TELEVISION MAGAZINE + 'DATA BOOK 1956 I

www_ americanradiohistorv.com _—A
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Champion of the people! Here's proof! " \\‘ LED
2 31.5 BOSTON | )
8 o] 23.9 Thom - S ‘“[S
ST. LOUIS RENEWED BY [ 3 L

beats Robert Montgomery, CARTER'S IN

Sf(’"i“g— Arthur Godfrey, Milton Berle, 37 MARKETS! § & 5'0""“9
This Is Your Life and others,

ARB—Dec. "$5-Jon. '56 Ry, RICHARD CARLSON

An Award-Winning Performance
by Academy Award Winning Star!

3 29.7 HOUSTON
® 32.9 gamie.
DAYTON SELLING FOR

Y beats Dragnet, Jackio Glea- BALLANTINE'S
rrin . G 0
Starrng eiaoucho Marx, 364,000 23 MARKETSI Starring .

| BRODE'UCK CR ARB- -Jan, ‘56 BARRY SULL!

www.americanradiohistorv.com


www.americanradiohistory.com

n Productiont
o } 26.8 HOUSTON

‘t 3 2 39.3 OMAHA
' ENEWED BY
| E LIPS IN
!WAU\'*OE” ton ” MARKETS'
L:m:ucy Milton 44
|;:SeE”—.-Dec. -55 - ARB—Jan- 56
¥ SIS0 £

L

NOW! 2 %4 YEAR
IN PRODUCTION?

. Voted No. 1 NEW SYNDICATED FILM SERIES

THE

ALL-STAR CAST .

Renewed by OLYMPIA BEER in
o {05 ANGELES o SAN FRANCISCO « SAN DIEGO
o PORTLAND « SEATTLE-TACOMA « SPOKANE
o and 15 other west coast markets.

Also renewed in these markets:
o BUFFALO ¢ PHOENIX ¢ YUMA o MILWAUKEE
o PORTLAND, MAINE « GRAND JUNCTION, (OLO.
o BALTIMORE « DETROIT o NEW YORK CITY « SALT
LAKE CITY o PHILADELPHIA « WASHINGTON, D. C.
o CHICAGO o ST. LOUIS o CLEVELAND « BOSTON

wWwWWw.americanradiohistorv.com

TRE'

. William Lundigan, Don DeFore, Howard
Duff, Keefe Brusselle, Pat O'Brien, Vincent Price . . . others.

o SYRACUSE o CHARLOTTE « INDIANAPOLIS
o GRAND RAPIDS o GREENSBORO e« ROCHESTER
« PROVIDENCE

. by these sponsors and stations:

 ARPEAKO o ARIZONA PUBLIC SERVICE « CENTRAL
MAINE POWER (0. » WISCONSIN OIL €O. » MESA
DRUG €O. o BROMO-SELTZER e« KLAS-TV in LAS
VEGAS o WTVJ in MIAM!t o KBTV in DENVER
« KRDO-TV in COLORADO SPRINGS o KTTS-TV in
SPRINGFIELD, MO. « WFAA-TV in DALLAS
o KERO-TV in BAKERSFIELD « KIDO-TV in BOISE
o KID-TV in IDAHO FALLS o WMCT-TV in MEMPHIS
o KVAL-TV in EUGENE, ORE. » WCCO in MINNEAP-
OLtS « KGGM-TV in ALBUQUERQUE « and others.

y
RK THE# iv!
(¢} [
::‘|Euvé|;NAn COMF LR
HOLLYW
CHICAGO
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as a member of Socrety...

CRUSADE FOR CHILDREN...

For 17 consecutive hours on September 24 and 25, 1955, WHAS-TV con-
ducted its second CRUSADE FOR CHILDREN, actually collecting
$183,000 for physically and mentally handicapped children of Kentucky
and southern Indiana. Grants to a score of children’s agencies were allo-
cated by a board of ministers representing Catholic, Jewish, Protestant
and Unitarian fatths.

CHILDREN READ TODAY...

In a 90-minute program on September 28, 1955, WHAS-TV in coopera-
tion with city and county public and parochial schools demonstrated
modern methods of teaching reading, then gave viewers opportunity to
phone questions to the experts during the final 30 minutes. d

RX:MD...

A 4-week series of half-hour documentaries with live and special film
portions presented the story of the family doctor . . . his questions,
answers, procedures and problems. Produced in cooperation with the
Jefferson County Medical Society, many doctors, including the presi-
dent-elect of the Kentucky Medical Society, took part.

INSIDE OUR SCHOOLS...

This fifth annual look inside local Kentucky and southern Indiana pub-
lic and parochial schools presented 15 hours of actual classroom remote
telecasts over a six day period from November 2 through 9, 1955, in con-
nection with National Education Week. Special programs on school
lax issues, double-session teaching, teachers’ and students’ view of schoals
supplemented the classroom telecasts.

Now in its sixth year of telecasting, WHAS-T'V continues its concentra-
tion on programming excellence. Participating advertisers know that in
Louisville, WHAS-T'V programming pays off!

S TR——

Your sales message deserves the impact of programming of character.

VICTOR A. SHOLIS, Director

NEIL CLINE, Station Mgr.
Represented Nationally by Harrington, Righter & Parsons
Associated with The Courier-Journal and Louisville Times

BASIC CBS-TV Notwork

www americanradiohistorvy com
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larch, 1956

‘inal returns on 1955 television
usiness exceed even some of the
jost optimistic predictions. Decem-
er’s record network billings brought
1e vear’s total close to the $407,000,-
00 mark. Receiver sales for 1955—-
489,084—represent an increase of
wore than 100,000 units over the
receding year’s record.

Even from this early vantage
sint, there is little question that
1e records set in ’55 won’t last very
ng. With such factors as the boom
1 daytime andé veekend sponsorship,
icreasing color activity, and the

rocus on BUSINESS

TV NETWORK BILLINGS

—1955 1954
Miltions il
3‘
N |/ . ]
" V4 i
25§
L
20

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

TV VIEWING

ABC
CBS

NBC

Total

Dec. ‘55

$ 6,301,578
17,086,161

16,010,878

$39,398,617

Dec. '54

$ 3,994,832
15,060,653
1,457,436

13,047,419

$33,560,340

Source: PIB

WEEKDAY-DAYTIME SETS-IN-USE FOR JANUARY

FOR NETWORK BUYERS
9, Sets-in-use by EST

arly start predicted for fall buying,
356 should easily establish new -

FOR SPOT BUYERS: % Sets-in-use by local Time

seords for the industry. Hour Eastern Time Zone Central Time Zone Pacific Time Zone Total U.S.
7 AM 6.2 6.6 59 2.9
8 AM 14.4 15.8 8.7 8.9
9 AM 13.8 16.8 13.4 1.4
10 AM 16.3 17.7 11.8 14.0
11 AM 18.3 227 11.0 13.4
NOON 248 20.0 220 22.8
1 PM 14.3 14.8 13.6 14.5
2PM 13.0 20.4 13.0 12.0
3IPM 19.8 15.9 100 18.7
COST PER THOUSAND 4 PM 18.6 25.2 228 16.1
February $3.12 August . $3.74
March 2.98 September 3.55 Source: ARB, January, 1956
April 3.23 October 3.64"
May 3.38 November 3.67
Jure 325 December 344 TV VIEWING WEEKDAY-NIGHTTIME SETS-IN-USE FOR JANUARY
uly X

* This is an adjusted figure, based on new
season’s production cost changes. Previously-
published October c-p-m was based on pre-
liminary figures.

roviding a continuing yardstick of the
arformance of nighttime television as

whole, TELEVISION MAGAZINE’s net-
ork cost-per-thousand index 1s based

a all sponsored shows telecast in the
:30-10 p.m. period during the week
ated by ARB each month since Feb-
uary 1955.

Generally, the results-reflect the sea-
onal nature of viewing—a low c¢-p-m
ndex will correspond with a high-bill-
ng month, and vice versa. In the casc
f October and November, the deviation
rom the pattern is an expected result
f the time lag before the season’s new
iwrograms reach their full audience
»otential.

_This index is not the average of in-
lividual c-p-m’s. Time and program
costs for the shows covered each month
were totaled, and this cost figure was
divided by the total number of homes
reached by the programs. The result
was then divided by three to obtain a
C-P-m per commercial minute.

FOR SPOT BUYERS: %

Hour Eastern Time Zone
5PM 40.4
6 PM 38.4
7PM 47.4
8 PM 76.9
9 PM 76.5
10 PM 67.3
1N PM 36.5
MIDNIGHT 134

TV CIRCULATION

FEB. I, 1956
Number of U.S. TV homes 34,550,000
9% of U.S. homes owning TV sets 71.5%
Total number of TV markels 254

Cemmercial stations U. S. and possessions . 437

Central Time Zone

36.5
413
72.7
75.3
7.4
45.0
15.9

34

Source: TELEVISION MAGAZINE

www.americanradiohistorv.com

Pacific Time Zone

44.8
49.4
66.2
75.7
71.6
52.6
18.2

4.3

Sets-in-use by Local Time

| FOR NETWORK BUYERS
% Sets-in-use by EST

Total

U.S.

28.9
31.7
38.9
65.4
66.8
63.2
a4
20.6

Source: ARB, January, 1956

TV RECEIVERS

Production

Retail Sales

Dec. 55

604,626

933,467

Dec. '54

833,423

1,093,702
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ffocus on

PEOPLE

David L. Yunich (1), president of Bamberger’s
(Macy chain’s Newark outlet), and Irving R. Rosen-
haus, WATYV head, whose recent million-dollar deal
represents a bold use of TV by a member of the
video-shy department-store group. Bulk of Bamber-
ger’s extensive air schedule (currently 42 spots and
four sponsored quarter-hours per week on TV alone)
is being financed by vendor money. A Harvard Busi-
ness School and Macy training squad grad, Yunich
was named president of Bamberger’s last year

During the course of every broadcast season,
there will be a handful of advertisers whose
campaigns, either in approach or scope, reach
beyond established concepts. The four com-
panies represented on this page fall into this
category, and their recent or current activities
in the medium may well affect the future
pattern of all television advertising.

There is little question that “Bert and Harry,”
animated-cartoon mouthpieces for Piel Brothers’
beer advertising on TV, are the season’s most
original and talked-about commercial personalities.
Offbeat campaign, according to advertising and
promotion director Thomas P. Hawkes, was de-
signed to reflect the “warm, friendly spirit of the
Piel organization and its product.” Born in New
York City, Hawkes joined the company 14 years
ago and attaired his present post last year.

As ity advertising manager, Torrence M. Hunt
played a major role in Alcoa’s pioneer use of n new
Lelevision pattern- “vertical saturalion” In a one-
day pre-Christmag hlitz, the company hought into
eight NBC nelwork shows. Success of relatively low.
cost expeviment ilustrates the vervsatility of network
TV and will undoubtedly nrompl others to follow
suitc (F'ull stovy on “Aleoa Day” in April issue.)
Native of Pittshurpgh and Williams Collepe prad,
Hunt came to Alcoa as o saley engineer in 1947,

www.americanradiohistorv.com

Size of Robert Hall Clothes’ current spot sat-
uration campaign is unique in TV, particularly
for a retailev. Ileaviest barrage—some 1,500
TV spots per week in 7Th cities——was loosed in
conjunction with opening of 20 new. outlets.
Says rank B, Sawdon, ad and sales v.p.:
“Spot. TV can be used successfully by a retailer
if it is appreciated as a real, not supplemen-
tary, medium.” Chicago-born Sawdon has been
with the conipany gince ils inception in 1910,

TELEVISION MAGAZINE + DATA BOOK

1956
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ANY STATION IN CINCINNATI

WNBE-TV, BINGHAMTON, N.Y.
DELIVERS DAY AND NIGHT
SEVEN DAYS A WEEK-AT

LOWER COST PER 1000.
| YOUR BLAIR-TV MAN HAS
| THE EVIDENCE FOR YOU.

!
is
]
|
'|

7 OLANGLE SRS

*Also more audience than

Houston, Minneapolis-St. Paul
and other major markets.
eeeeeeeeeeeeeeeeeeeeeeee
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WBAP-TV
NOW IN ITS

% On the air in the Southwest

% With COLOR, in Texas

% With full power, tall tower
(1113 )

% With city grade service in
both cities

DAILY COLORCASTING

“TEXAS LIVING” — attractive Margret
McDonald gives latest fashion, food,
beauty tips — a top-ranking women's
show!

UP TO THE MINUTE NEWS — Both local
and national news coverage, dramatically
televised in full color from last minute
reports.

WEATHER NEWS—United States Weath-
er Bureau news from WBAP-TV's own mod-
ern weather studios.

i'NB_C_MATINEE" — full hour of top dramatic entertainment each day,
in vivid network color! Available only on WBAP-TV, Channel 5 —

now in its 3rd year of colorcasting!

LATES]

w 340,930

COUNT

WEAD-TW .

THE STAR-TELEGRAM STATION - asc-nsc+ FORT WORTH, TEXAS

AMON CARTER

GEORGE CRANSTON
Manager

ROY BACUS

President Commercial Manager

Founder

AMON CARTER, JR. I HAROLD HOUGH I

Director

FREE & PETERS, Inc. - National Representatives

WwWwWw.americanradiohistorv.com
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Color Letter

e ﬁ

Latest industry estimates have it that 193 stations, in 134 cities, can
now transmit network color, 65 stations are equipped for color film
and slide originations . . . Most recent additions to list of stations
with live-color equipment are: KOMO-TV, Seattle; KJEO-TV., Fresno:
wsAzZ-Tv, Huntington; wTvJy, Miami. This brings total to 23 . . . Esti-
mates on color receiver sales to date run a wide gamut. Most sources
place the figure somewhere in the 15,000-50,000 bracket . . . RCA, for
one, is determined to swell this number at least five-fold by the end
of the vear, its own '56 production quota is in excess of 200,000. That
company means business is demonstrated by the more than $5,000,000
it poured into conversion of its Bloomington plant to tint-set-per-min-
ute production . . . RCA's corporate subsidiary NBC, in meantime,
has joined BBDO in financing of Advertest “‘ColorTown” study, which
will provide twice-yearly reports on effects of color-set ownership on
family habits.

AS OF MARCH . ..

FROM THE NEWEST "LIVE COLOR" STATIONS

KOMO-TV made color news with color news when it telecast its 6:30 p.m.
newscast, Deadline!, in live color and color spot news film. For its daily
color test pattern, station uses color tilms of its "Miss Color-vision
of 1956.”

KJEO-TV, one of the few UHF outlets to be so equipped, is transmitting
its 2-2:30 p.m. Del Gore Show in color at least three days per week.

wSAZ-TV tied in its entry into regular live colorcasting with a half-hour
closed-circuit presentation for some 200 RCA-Victor dealers. The spe-
cial telecast was sponsored by Van Zandt Supply Company, central Ohio
Valley RCA distributor. For its first regularly-scheduled colorcast,
station chose the Monday-Friday Current, a woman’s interest feature
now telecast in color three davs weekly. Also slated for tint treatment:
Aunt Drew, another Monday-Friday strip. Says v.p. and general man-
ager Lawrence H. Rogers: . . . we are looking forward to the not-too-
distant future when substantially all television will be color television.”

COLOR'S EMOTIONAL IMPACT ADDS EXTRA DIMENSION

Over and above the copy content of his commercial message, the TV
advertiser’s use of colors alone can induce specific emotional responses
in viewers. Though there are individual variations, studies have shown
a fairly consistent pattern of reaction to color. Generally speaking,
warm colors stimulate and cool colors subdue. Valuable data along
these lines can be obtained from the periodic reports on psvchological
aspects of light and color issued by DuPont’s Fubries and Finishes
department. Findings of similar DuPont studies will be reported in
this column from time to time. To next p

wWWwWw.americanradiohistorv.com

i



www.americanradiohistory.com

MARTIN KANE
Manager of
Time Buying

Ogilvy, Benson

& Mather, Inc,

For over 18 months time
buyers around the country
have been telling you in
these ads about a fine
station in one of America’s
most important markets.
Like them, I, too, call on

my buying experience and

can highly recommend
WNHC-TV. For instance,
check the cost-per-thousand
figures on their morning
Breakfast Playhouse show
or, at the other end of the
program schedule, the Nite-
cap Theater. Either one can
sell for you in the Southern
New England market.

Time buvers who check the facts atways
¢hoose WNHC:TV

COVERS CONNECTICUT COMPLETELY
316,000 WATTS MAXIMUM POWER
Pop. Served 3,564,150 - TV Homes 948,702

represented by the katz agency, inc.

i

Channel 8 e Television

16

color letter From preceding page

COLOR TV SPARKS NEW ERA IN POINT-OF-SALE ADVERTISING

The Owens-Corning Fiberglas Corporation’s “Color Cavalcade,” whose ten-
month tour of department stores in 33 cities was launched in Miami last
month, marks the first extensive use of color television as an adjunct to retail
merchandising. In this mammoth merchandising effort, Fiberglas products
are to be shown in full color over closed-circuit TV in each store. Company
expects these in-store colorcasts to provide a strong stimulus to impulse
buying.

WHAT SOME OF THE "VETERANS" HAVE BEEN DOING

Getting ready for the impending revolution in package design being sparked
by color TV, Atlanta Paper Company held a seminar on the subject, in con-
junction with that city’s wsB-Tv. IExperiments, using soft drink cartons, were
conducted on color as well as monochrome cameras. Says Atlanta Paper's
Robert Gerson: ‘“Product identification through color and design will . , |
be ... deeply impressed on the mind and eye of the consumer, making selection
at the retail level almost automatic . . . Your carton on the shelf or ‘on
camera’ is your star salesman and color is its most important asset.”

Bay Area’s KRON-TV hosted special color clinic opening the three-day Western
Radio and Television Conference in San Francisco. Clinic covered such suhb-
jects as: programming problems, availability and quality of color film, com-
mercial integration, selection of colors to achieve equally effective mono-
chrome and color reception.

Produce advertising on TV should get a strong lift from color. In New
Orleans last month, the National Convention of the United Fresh Fruit and
Vegetable Association viewed a closed-circuit color demonstration of modern
packaging and merchandising methods for fruits and vegetables. Colorcast
was produced by wpsuU-TV for C-7 Lettuce Shippers of Arizona and California.

NBC flagship WRcA-TV is devoting the bulk of its on-the-air promotions to
color shows. Sample announcements: ‘“This is the year—Color is here,” and
“Channel 4—the Colorful station.”

“We can televise anything in color that can be done in black-and-white,”
reports Aaron Britton, color coordinator for Oklahoma City’s wKY-Tv. Station
has sunk some $300,000 into equipment and shot over 450 hours of live color
since its April 1954 tint debut. Some of its outstanding colorcasts: production
of half-hour NBC feed from the National Square Dance Festival, hour-long
colorcast of Oklahoma City Symphony Orchestra concert in difficult low-key
lighting, closed-circuit of a major surgical operation from a studio converted
to an operating room. Current weekly schedule carries five hours of local
live color.

In order to stimulate its advertisers to experiment with color film (16 mm)
and slides (35 mm), Detroit’s wwJ-TV is programming Colorland, a five-day,
fifteen-minute color travelogue. Station offers color service at no extra charge,
pending increase in area’s estimated 500-1,000 sets,

BANK ENCOURAGES COLOR SET SALES

Philadelphia RCA distributor Raymond Rosen & Co., expects major boost to
set sales from favorable credit system instituted by Philly’s largest bank:
IFirst Pennsylvania Banking & Trust has established a 109%-down-24-months-
to-pay setup for color (compared to 15%-24 months for black-and-white).
Bank wrote appliance-dealer customers: “It is owr judgment, based on an
analysis of the ever-growing number of color TV shows on the air, that color

TV receivers are a desirable investment now and will become even more so in
the future.” Rosen, who reported sale of 100 colov sets during one week last
month, aftributes much of this success to its free home-demonstration pro-
gram. According to president Thomas F, Joyce, home demonstrations “have
i big psychological effect, with people feeling that the produet has arrived
if dealers are willing to demonstrate it free,” END

TELEVISION MAGAZINE + DATA BOOK 1956
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Western Features Star

GENE AUTI

Hottest program category on
— lowest cost per thousand
in syndication! Top-budget R
Pictures Corporation featurd
ring Gene Autry and a cas!
supporting players.

FEDERAL MEN

56 hour-long features

RAY MILLA

SHOW

Oscar-winner Ray Milland
funniest as a witty, girl-be
professor of dramatics. &
comedy that tickled millions
straight years on the CBS 1

with General Electric sponso
76 half hours

LOUIS HAYWAR

THE LONE W

Louis Hayward stars as the
most famous adventurer,
evil and intrigue. No expe
been spared in this pulse-qu
series filmed round-the-wol

39 half hours

DR. HUDSON’S
SECRET JOURNAL

™ HEART OF TH

One of the most popular ne
series to hit TV! Captures a
tion and drama behind tt
lines. Pat McVey, Jane N
{Also known as "City Assig

91 half hours

PAUL HARTMAI

PRIDE - FAl

A hilarious comedy series b

HEADLINE

the entire family. Stars Pa
man, the incomparable zar
by millions. Try auditi
laugh your |
40 half hou
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ures Starring

UTRY

ategory on the air
r thousand homes
p-budget Republic
ion features star-
and a cast of top

ty Milland at his
tty, girl-bedevilled
amatics. Situation
ed millions for two
the CBS network,
tric sponsoring.

IAYWARD

{E WOLF

ars as the world’s
Iventurer, fighting
. No expense has
is pulse-quickening
nd-the-world.

PRESTON FOSTER

WATERFRONT

Year's greatest syndicated film hit.
#1 rating in myriad markets. Pres-
ton Foster turns in his greatest per-
formance in these dockside dramas
with a family background. Realis-
tically filmed in picturesque Los
Angeles harbor.

78 half hours

opular newspaper
_aptures all the ac-
behind the head
Jane Nigh star.
City Assignment.”)

' THE CITY

ARTMAN

FAMILY

1y series to umuse

Stars Paul Hart-
arable zany loved
an audition, and
ff!

WWW. americanradiohistorv.com

CHARLES BICKFORD

MAN BEHIND
THE BADGE

As host and narrator, Charles Bick-
ford takes viewers on true-life cases
with courageous law-enforcement
officers. Taut first-run dramas filmed
expressly for syndication following
a tremendous network stint.

39 half hours

Western Features Starring

ROY ROGERS

Hottest program category on the air
—~ lowest cost per thousand homes
in syndication! Top-budget Repub-

. lic Pictures Corporation features star-

ring Roy Rogers and a cast of top
supporting players.

67 hour-long features

CURTAIN CALL

Big stars win big ratings in this pres-
tige anthology of great dramas. Lew
Ayres, Joan Bennett, Miriam Hop-
kins, Thomas Mitchell, Gloria Swan-
son, Ann Sheridan, Claude Dauphin,
Laraine Day, many others.

39 half hours

ROCKY JONES

 SPACE RANGER

For the kids! — breathtaking rocket-
ship adventures with Rocky and his
young '‘Space Ranger’’ pal, Bobby.
The first and foremost of all space
shows. Ask your MCA TV :salesman
to show you its full success story!

39 haif hours
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ROD CAMERON

CITY DETECTIVE

A spellibinding series of metropoli-
tan mystery and adventure starring
the inimitable Rod Cameron. In its
fourth year of successful selling .
City Detective's popularity continues
unabated in market after market.

I 65 half hours

Y7,

Y

THOMAS MITCHELL

IMAYOR -- TOWN

Drama full of the warmth and hu-
mor of America’sgrassroots. “*‘Mayor’’
Thomas Mitchell gives a’ twinkling
performance worthy of his Oscar
{ award. No. 1 syndicated series in
' Chicago month after wonderful
‘ month, Huge ready-made audience.

39 half hours

commercial team?

s, McCann-Erickson, Inc.

n on the agency creative team
‘he writer, the art director or

FAM ous - go outside for basic creative
PlAv“o SE f | | of the business as television
u \

ing operational machinery and

‘ r.
orks among major agencies for

©  Syndication’s most popular anthol- Yy & ) A : L .

F ogy of comedy, mystery, drama and | = AN ity of television commercials.
adventure. Studded with famous R | S idling of print advertising and

| Hollywood stars. New films added .f'ii ® ) | iplexities of the television com-

i continually. “‘Famous Playhouse’’ is = individual skill and experience.

| highly rated wherever shown! = 3 nastered their craft as well as

| Over 250 half hours n vears of television (only five

nd, actually, their audio-visual

L“N HALE, JR. RANDY STUART ; ; Id be one who has experience
| gB) 3 ask before him and create his
! Blrr BAKER L8 He should be: a writer—with
. 4 : ] words and pictures that com-

sman—with experience in the
u. s. A.

know how best to achieve the
1 advertising man—with com-
Suspenseful, intriguing dramas filmed television's place in the overall
in the romantic cities of the world.
Alan Hale, Jr. and Randy Stuart play
a typical American couple who run
the gauntlet of thrills and danger.

26 half hours

rave. A decade of commercial
who can do this complete crea-
e, the advertising agency has
3 or more specialists to accom-

I g W R -

always entirely satistactory.
. on the basic writing of the
st. The script may have to be
J the result may be patchwork.
wpractical. There must be one
bjective and correlate the con-
l-defined end.

vision, there were muany com
1ew their own craft thoroughl

T

lmwnous: “15"

Unique quarter-hour. dramos running
the gamut of adventure mystery,
comedy. Surprise endings with a ter-
rific wallop, Perfect for strip sched-
uling! Filmed by the renowned Ber-
nard Prockter, it spells ‘‘hard sell.”

78 quarter hours
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i
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vres Starring

AUTRY o *a | Stop press!

) THREE GREAT NEW FIRST-RUN

ategory on the air
r thousand homes

o s o Y i - SERIES FILMED EXCLUSIVELY
' - FOR THE SYNDICATION
~ MARKET...

ures

E
ILLAND ‘- PN
W/ 'MCA' LEADS THE WAY TO

. . 1 ) s I
. it badevillod o A BANNER YEAR FOR THE
amatics.  Situation LOCAL AND REGIONAL BUYER!
ed millions for two LA - . i
the CBS network, ; AP W=y
tric sponsoring.

:EWAV.;,OI-F First’56 Release th o
wezn o rosemary clooney

. No expense has

is pulse-quickening ’
ind-the-world. Gk L
%‘E j. (}V Most expensive, most talented, most IMPORTANT
RWA i new TV film series ever offered for syndication!

AVAILABLE IMMEDIATELY — your biggest bet for massive audience appeal

THE CITY

Clooney sings, Clooney charms, Clooney woos and wows

opular newspaper viewers {and sells!) like nobody else in show business!
-aptures all the ac- . , )
behind the head- # CO-STAR WITH BING CROSBY in Paramount’s all-time-
, Jane Nigh star. high-gross “*White Christmas’’
City Assignment.”) @ 12,000,000 Clooney Columbia records including sensa-
tional"Come On-A My House”and Tenderly”
P JUKE BOX QUEEN year after year . . = TV-RADIO NET-
WORK STAR
NOW — ROSEMARY CLOONEY sings and sells for you!
Nelson Riddle and his orchestra . . . the “'Hi-Los’’ and out-
ARTMAN .
standing top-of-the-top guest star talent each week . . . 39

FAMILY stunning half hours featuring current hit songs in every
show!

ly series to amuse

j Stars ZPuonJy' Hart ALREADY SOLD to FOREMOST DAIRIES, Inc.
jon ‘auliion, aid IN 57 CITIES PRIOR TO RELEASE

This series will not wait — call MCA today!

Watch for spectacular second and third releases later this year from MCA TV!
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Harry: We're the Piel Brothers.
I’'m Harry . . . and he’s Bert . . .
to tell you why. . . .

Bert: He means Piel’s tastes best.
Tell them right out, Harry.

THIS MONTH'S
CHOICE

Television audiences outside of New
York are missing a highly delightful
new series of commercials for Piel’s
Beer, a regional product. Fresh, amus-
ing, and with a delightfully subtle
sefl, the minute spots are setting a
new high in trade comment and viewer
applause.

Cartooned by UPA and voiced by the
ever hilarious team of Bob and Ray,
the series features the mythical “Piel
Brothers.” The short one is Bert, brash
and impulsive in trying to sell the
product, quietly interrupted by slow,
conservative Harry who wants to keep
the facts at low pressure.

Young & Rubicam’s Ed Graham and
Jack Sidebotham are responsible for
the idea and storyboard, respectively.
Quite a few others contributed to the
series while it was in preparation. The
design is a unique cartoon brush treat-
ment with a pen-and-ink simplicity.

McMahan on the commercial

Who should run the agency commercial team?

BY HARRY WAYNE McMAHAN, v.p., radio-TV commercials, McCann-Erickson, Inc.

ho’s on first? Who is the top man on the agency creative team

for the television commercial? The writer, the art director or
the agency producer? Should the agency go outside for basic creative
work?

These are the obstreperous questions of the business as television
zooms higher in agency billings, outmoding operational machinery and
tightening the field of trained manpower.

There are at least three plans in the works among major agencies for
the creation and production responsibility of television commercials.
Most plans stem from the equivalent handling of print advertising and
fail to recognize the greater creative complexities of the television com-
mercial and the shortage of comparable individual skill and experience.

Writers in television simply haven’t mastered their craft as well as
the print boys in these ten harum-scarum years of television (only five
of national network cable, mind you!) And, actually, their audio-visual
craft requires a broader knowledge.

The ideal TV-commercial writer would be one who has experience
in three fields so he may dominate the task before him and create his
script with a single, sharp perspactive. He should be: a writer—with
creative skill in graphic ideas, and the words and pictures that com-
municate these ideas to others; a craftsman—with experience in the
techniques of film and live television, to know how best to achieve the
maximum potential of the medium; an advertising man—with com-
petent knowledge of his objectives and television’s place in the overall
selling strategy for his product.

Such a combination in one person is rare. A decade of commercial
television has developed only a handful who can do this complete crea-
tive task successfully. As an alternative, the advertising agency has
come to rely on a creative team of three or more specialists to accom-
plish the single purpose.

This arrangement, however, is not always entirely satisfactory.
There are faults when too many work on the basic writing of the
commercial. The perspective may be lost. The script may have to be
revised and repaired too many times and the result may be patchwork.

Creatively, complete democracy is impractical. There must be one
dominant figure to keep an eye on the objective and correlate the con-
tributions of the others to a single well-defined end.

In the early days of commercial television, there were many com-
petent film writers and producers who knew their own craft thoroughl

To
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The last time we were rash enough to venture such a bold prediction
was when Captain Kangaroo made its bow on CBS Television.
Nielsen’s Jatest report rates it 45% higher than its competition. A
gratilying report for us, and a profitable one for its growing list

of sponsors. CBS Television
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T gt et

on Monday February 20, from 7 to 8 am, one of America’s most

:enuine and appealing personalities began his new program on
’BS Television...“Good Morning!”with Will Rogers, Jr
Ne are certain it will soon become the most popular entert

n its time period.
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VicMahan on the commercial From page 23

yut failed to understand advertising viewpoints. Similarly, competent adver-
sising men found themselves baffled by the techniques required by this unfa-
niliar audio-visual medium.

Since it is difficult to get a solid grounding in either the advertising field or
n the field of film and television production in anything short of vears, few
seople have had the opportunity to learn both well simultaneously.

It may be another decade before u sufficient number of ideal writers are
eveloped to take care of the industry’s obvious needs. In the meantime,
eamwork is in order, and there are several approaches., Three methods of
sam operation are: the step-by-step, or assemblyv-line, method; the agency
mnference and collaboration technique; agency-producer collaboration.

In the step-by-step or assembly-line method, writers receive the assign-
ient and prepare the commercial script, which then goes to art director for
oryboards or sketches of key scenes. The agency then submits it to the client
r sponsor for approval. Finally, it goes to either the film or live production
apartment for actual translation to the medium.

The hazards of such an operation are fairly obvious. In a creative work
1e perspective may be changed many times before it is finally brought to
fe. There is lacking the one dominant controlling figure who must keep
srspective correctly focused and be responsible for the success of the venture.
A second plan uses the simultaneous collaborative efforts of writer, art
rector, film (or live) television producer—all members of the agency’s
llevision department. In conference they examine the data on the assignment FLAT ASSERTION
ad discuss the possible solution to the problem before any writing is done.

This method can be successful if primary responsibility and authority are
clegated to one man rather than to the group as a whole. In most cases, this
ae man logically would be the writer, since the basic creative concept is
enerally his. He, in turn, should draw on the production man for suggestions The highest poim in our
i translating his ideas to film or live television, and he should also consult coverage area is 203 fu

| te art director on the styling and design of the commercial. The art director, above sea level. No wonder

I i order to be as useful as his print colleague, needs at least a working knowl-
ige of scenic design, camera lens characteristics, animation requirements,
ad advertising objectives. !

Production men, for both live and film television, should be competent
prsonnel, able to go into a studio and produce and direct. These, too, may be

I | dficult to find because it is no small task to combine the talents of film pro-
© action with a knowledgeable experience in visual advertising. Live TV or
tm craftsmanship alone will not accomplish the desired end, because the
tlevision commercial generally requires a different approach and different
tpes of lighting, camera work, direction, and editing.

For instance, most commercials are in high-key lighting, bright in mood
ad atmosphere. Camera work deals more in close-ups than other types of
roduction. Special lenses and handling are often required. Direction must |
:ways consider the advertising requirements of the message, yet never insult
ie intelligence of the viewer. Editing, or cutting, invariably is faster in
1mpo and uses many opticals to condense action into a shorter time limit.

It seems obvious that, on any commercial, the writer is the one man who
an prevent most failures in its later production. His knowledge of production |
:chniques is mandatory to avoid budget waste on costly impractical scenes.

Then, the detail and clarity with which his script is written holds the key

' > successful interpretation by other creative men. Each scene and each action

wst be described so expertly that only one picture is created in their minds.

, But in these adolescent days of the television commercial, the responsibility WMBR-TV
nd authority of successful work is bound to vary more according to the

nahpower available than to operational charts. Strong writers will dominate

heir assignments, while at the same time, strong producers will arise and

ikewise prove their merit.

So the problem is more manpower than method. The fact remains that |
® nazards are greater in the creation and production of television commercials
than in any other form of advertising. Advertising agencies are beginning
to recognize this and adjust operationally, but nothing will solve this problem
as successfully as the development of more and better craftsmen. This is the
job the industry has neglected. END

our maximum powered
signal gels home 10 an area
containing 313,428 1v sets.

—~

Jacksonville, Fla.
Basic CBS
Channel 4
CBS Television Spot Sales

Operated by The W ashington Post
Broadcast Division
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Men
who
need
‘advertising
flexibility
are

' . Grove Laboratories and its agency, Harry B. Cohen Adverti§

ing Company,areSoldon Spotasabasic advertising mediw

As the weather turns cold in various sections of the coun
try, Grove Laboratories puts a large part of its adve rtisiﬂi
budger for 1 Way Cold Tablets mto Spot TV and Spot Radio

This use of Spot i seasonal campaigns provides thi
company with powerful impact and complete ltexibility @

low costin selocted key markets, and has helped make 4 Wa

the largest selling cold ablet in the United States.
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pot can do the same for you on the stations represented

8C Spot Sales in fourteen major markets, accounting

(&

70 of the nation’s retail sales.

NBCJ SPOT SALES

30 Rockefeller Plaza, New York 20, N. Y.,

Chicago, Detroit, San Francisco, Los Angeles, Charlotte*,

Atlanta*, Dallas*

*Bo

Lowrance Associates

Left to right: GENE K. FOSS, }V.P. in charge of Advertising, Grove
Laboratories, Inc.; JAMES H. GROVE, Pres., Grove Laboratories, Inc.;
HARRISON MULFORD JR., T} Representative, NBC Spot Sales;
HARRY B. COHEN, Pres.. Harry B. Cohen Advertising Co., Inc.

NBC Spot Sales Represents
TELEVISION STATIONS:
WRCA-TV, Neu York

WNBQ, Chicago

KRCA, Los Angeles

WRCV-TV, Philadelphia
KSD-TV, $i. Louis

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

KOMO -TV, Seaurle

KPTV, Porttand, Ore.

KOA-TV, Denver

WAVE-TV, Lowsville

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

NBC Spot Sales Represents
RADIO STATIONS:

WRCA, New York

WMAQ, Chicage

WRCV, Philadetphia

KNBC, San Francisco

KSD, S. Louis

WRC, Washington, D. C.

KOMO, Seattle

KOA, Denver

WAVE, Louisville

KGU, /onolulu, Hawaii

and the NBC

WESTERN RADIO NETWORK
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WSM-TvY WSM-Tv}
STILL

..I1ts AUDIENCE!

WSMTOY JSM-TO

STiLL STIiLL | STiLL

Of the top 10 shows in this three-station market,
7 are on WSM-TV...Survey by A.R.B., November, 1955

That’s the latest in a long parade of ratings —all
of which showed WSM-TV far out in front. By
every audience yardstick, WSM-TV is clearly
Nashville’s 1 TV station —and always has been.
A rating of this market by The Pulse, Inc., was
taken also in November, 1955, immediately pre-
ceding the AR.B. rating cited above. Using a much
larger sample of homes, it reflected even more

favorably on WSM-TV, reporting that 9 of the

top 10 multi-weekly shows and 10 of the top 15
once-a-week shows are on WSM-TV,

And when it comes to comparing TV stations,
there’s no substitute for audience.

There are other important yardsticks, of course —
coverage, sales results, experience, initiative,
public service, and programming (to name just a
few). In these respects, too, WSM-TV still leads.
For proof of this, watch for our sequel ads in this
“Measuring A TV Station” series.

"Channel 4 Nashville, Tennessee
- NBC-TV Affiliate

Clearly Nashville’s ¥1 TV Station

IRVING WAUGH, Commercial Manoger

EDWARD PETRY & CO., National Adverlising Representolives

wwWw americanradiohistorvy com
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Luncheon
with Linnea

How media and TV-film people can work together

s a result of the January column being done without benefit of
luncheon, I decided I'd better pay my debts—and so called those
’d previously cancelled out.

Eldon Campbell; Jim Luce, associate media director of J. Walter
Chompson Company; and Bob Rodgers, New York City supervisor of
NBC TV Films, came as “post mortem’ guests. I though it was about
ime Fred Kugel got into some of this conversation, so suggested he
ome along and bring his guest, Ted Kelly, manager of radio-TV time-
wying at McCann-Erickson.

The January column on film resulted in considerable comment and
orrespondence, but so much of our luncheon time was spent in dis-
ussing the newspaper tirade against television advertising that I
an't avoid mentioning it here.

There was some disagreement within our group as to whether TV
hould fight back by using tactics similar to newspapers, or simply
y building up television.

Fred Kugel felt there was a definite educational job to be done,

. articularly on the local level where many retailers think in terms of
otal newspaper circulation and compare it to individual program
atings. Fred thought it high time that more print advertisers were
1ade aware of the research available on readership of newspaper ads.

Eldon says we should fight a real war-—fight fire with fire. But I
ave always been of the opinion that it is better to concentrate on

To puge 33

With Linnea Nelson are (I. to r.) Fred Kugel, TELEVISION MAGAZINE; Bob
Rodgers, NBC TV Films; Ted Kelly, timebuying mgr., McCann-Erickson;
Jime Luce, assoc. media divector, J. Walter Thompson; Eldon Campbell.

TELEVISION MAGAZINE . DATA BOOK 1956
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" WGALTV

%5 5% LANCASTER, PENNA.

A3 NBC and CBS

[fom

BUY

the Channel 8 /

N

L

Multi-City /7
Market.

Consider the /
facts:

population— /
3Va million; "
TV sets—

Q17,320; /
yearly effective

buying income /
—$5Y, billion.

' 316,000 WATTS

Channel 8 Multi-City Market

N

Harrisburg Reading
York Lebanon
/" Hanover Pottsville
Gettysburg Hazleton

Chambersburg Shamokin
Jy, Waynesboro Mount Carmel
Frederick Bloomsburg
Westminster Lewisburg
Carhisle Lewistown
Sunbury Lock Haven
Martinsburg Hagerstown

STEINMAN STATION
CLAIR McCOLLOUGH, PRES.

Representatives:

MEEKER TV, INC.
New York Chicago
Llos Angeles San Francisce

31
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Kirk Knight « Bill Flemming Fran Harris

STARS TO STEER BY

Adrift in the Sea of Manhattan? Buffeted by the winds off Wacker

Drive? Wondering which course will see you safely through the

competitive shoals of Detroit? Set your sights on

this galaxy of stars and your ship will come in,
The WWJ-TV personalities pictured here are tremendous local
favorites, and cover the entire field of television

programming from news to nonsense. Complete sponsorship of their

programs—or spot adjacencies—assures dynamic exposure
and impact for every commercial message.

Full speed ahead to WWJ-TV, Michigan's First Television »

Station and finest harbor in the nation’s

booming fifth market,

- WWJ-v

v NBC Television Network

channel

DETROIT
4 Associate AM-FM Station WWJ
7 «F
. ) '
s, 7 ;
. FIRST IN MICHIGAN » Owned and Operated by THE DETROIT NEWS
‘ National Reprosontatives: FREE & PETERS, INC.

|
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‘luncheon with linnea #rom page 31

¢ building up what you believe in and what you are selling rather than waste
time on emphasizing the “enemy.” Jim Luce had very much the same thinking.
From what I gather, this seems to be the opinion of the TvB and I hope the
' majority will go along with their ideas.

A few who read this will find the comment rather familiar. . . . | used to
tell some of the salesmen, “Stop unselling the other network or station and
concentrate on selling your own. All vou're doing is making me give time
to thinking more about the other one!”

Besides, we’re not fighting a war to the death. We need all media and the
growth of the advertising dollar indicates there is room for all. With each
addition the percentage is divided further-—but the total over-all dollar
solume continues to go up.

But back to films for TV programs. Some of our group had left the luncheon
when Ted Kelly, Bob Rodgers, and I returned to the subject. Bob finds him
self becoming more and more active with timebuyers, to a point of helping
;hem find available time when he has the right program.

He and Ted were also discussing the fact that often, after the agency
yrogram man has selected the film show to be used, there might be an even
nore desirable one available in a single market. Here the buyer has an oppor-
unity to evaluate one against the other and make his recommendation to
‘he program man for final consideration. Such substitution can be made when
1 single specific program is not the requirement for the campaign.

When an advertiser needs an alternate-week program, frequently the film
.alesman knows before the station that another advertiser is also looking
‘or a similar property and can get the two together. Ted said this had recently
1appened to him.

All this thinking ties in so well with a comment in a letter from Jim Bently,
lirector of radio-television of the Mallory Advertising Agency in San Jose,
Jalifornia. He agrees with the importance of the timebuver’s knowledge of
wrogramming, but adds that “in most instances, the individual affiliates and
ocal stations are not yet equipped to furnish the current market data on
vhich to base any definite conclusions. . . . It is far more important to evaluate
urrent statisties from similar markets than to experiment with new station
wrogram ideas or discarded program material.”

This is where the film listings and program histories in our trade publi-
ations are really important.

A letter from Kendall Smith, program director of wWHYN-TV Springfield
{olyoke, Mass., is worth quoting because this kind of planning is what more
f us would like to see stations do. “Let us tell vou how we feel about film
yuying by agency timebuyers versus purchases of established properties in
ndividual markets. If a buyer pluns to use the same film in every market,
1e will undoubtedly save money with a multiple-market purchase from
;he film ecompany. His only chance of doing this, nine out of ten times, will
e by choosing a new, untried film show.

“If his campaign requires only a limited number of markets, however,
1e can often save time and trouble by contacting the stations (or station
reps) in said markets and determine what properties they own (or would
buy for him) and, in turn, what time they would offer for his program choice.

“The latter method has several advantages: (1) by saving the agency’s
time, it saves the clients’ money; (2) it gives the station its proper voice in
programming and (3) it therefore results in a better buy. The agency, the
client and the station are happy, and the program is placed in a logical spot.”

This particular station owns some top syndicated series, keeps a list of
those they would buy if needed, and is ready to advise prospective purchasers.

Ken may not realize it, but this sounds like Utopia! You see, the agency
buyers now take all the steps suggested only to find that after contacting the
station direct, there is a time slot available, but no program. Then the buyer
is advised that the slot can be held for only 48 hours, and unless the buyer
can find a program to put into it, the time must be forfeited. I now realize
how much we need the film salesman! Timebuyers are in the habit of having
to work fast, but the pace will have to be stepped up so that they can call on
film salesmen too whenever there is a program-purchase problem. And film
salesrpen will have to work hand-in-hand with stations and their reps, in
clearing time for these programs. —LINNEA NELSON

TELEVISION MAGAZINE . DATA BOOK 1956
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- Complete with lllustrations, Diagram:s,
Planning Information and Prices!

lere is the new Philco Color TV Broadcast Equipment
ilataJog—over 100 pages, crammed with factual infor-
;uation on Philco Color TV equipment. Carefully cross-
i+ 1dexed, this handy reference volume for TV station
Jagineers, places valuable data at your fingertips. Units
1:¢ grouped in “building block” sequence to save you

i recious time in selecting and ordering equipment to meet

‘1 dur requirements.

' %o Performance specifications

|

|
i

o System block diagrams
included for ease of plan-
ning . . . new ideas for
simplifying equipment lay-
out and reducing installa-
tion floor space required.

Y Each unit clearly described,
fully illustrated.

conveniently tabulated.

« Complete  technical infor-
mation for reference.

INCLUDES ALL COMPONENTS
FOR THESE APPLICATIONS:

Network Color o Color Test and

Re-broadcast Monitoring

Color Slide Origination Television S-T-L
Relaying

CineScanner 16mm and

v
35mm Film Origination v Television Remote
v

Pickup Relaying

Processin e
Color Pr 9 Television Network

Relaying

L K S«

Color Switching

A Copy Has Been Reserved for You!

Ask your Philco Broadcast Representative for a free
copy or write to Philco, Dept. T, Philadelphia on
your station lerterhead.

PHILCO
REGIONAL
SALES
OFFICES

CHICAGO 11, ILLINOIS
666 Lakeshore Drive

SAN FRANCISCO 3, CALIF.
1355 Market St.

DAYTON 2, OHIO
Talbott Bldg., 1st & Ludlow Sts.

LOS ANGELES 25, CALIF.
10589 Santa Monica Blvd.

WASHINGTON 6, D.C.
744 Jackson Place, N.W.

DALLAS 1, TEXAS
201 Southiand Life Bldg.

PHILCO CORPORATION

PHILADELPHIA 44
PENNSYLVANIA

qovernment and
ndustrial Division
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.‘ws while it's news means split-
b iond schedules, schedules you
\ @t meet. A dignitary arrives at
: F‘:irporf far from the heart of

W . .. with minutes to go until
ifime. You're always in a hurry.

. snyway—it's easy . . . inexpen-
| % too . .. provided you work out

+or schedules and . . . USE |

IISTMAN TRI-X FILM.

br complete information—what
i into use, latest processing tech-
» s—write to:

#tion Picture Film Department
‘STMAN KODAK COMPANY
Rochester 4, N. Y.

East Coast Division
4 Madison Ave., New York 17,'N. Y.

Midwest Division
3 North Wabash Ave., Chicago 2, Jil.

West Coast Division
6706 Santa Monica Blvd.,
Hollywood 38, Calif.
or W. J. GERMAN, Inc.
Aents for the sale and distribution of
1snan Professional Motion Picture Film,
wee, N.J.; Chicago, lil.; Hollywood, Calif.

1 e it's been done with EASTMAN
TRI-X! Shot at 5:20 PM, La Guardia
Airport . . . rushed to New York

. .. processed (twice as fast

as Super XX Reversal |

,

Film). . . on the air by
6:32 PM.

A REPORT ON
PRODUCTION, SALES, AND
PROMOTION AIDS

BY TAD REEVES

Hoppin® good idea for kid shows! Bunny Ears spark up pre-Easter
children’s program formats as prizes and make clever gimmicks for
animating kid stories. Perky white felt ears, with pink “inners,”
are reinforced by chenille wire to stand almost 12 inches high and
can be shaped for comic effects. Attached to plastic clamp-on head-
band, ears fit any head size and have speciul decorations to indicate
the ‘“‘sexes.” Boys' ears have miniature black top hat with bright
ribbon perched on the headband, while girls’ are distinguished by a
colorful spray of spring tlowers.

Bunny Ears come individually packed in trim wedge-shaped boxes,
easy to handle and mail. Wide foot at bottom of wedge box makes
simple display stand.

This unusual prize item is availabie at $6.00 per dozen, assorted or
specified lots. Minimum order — one gross.

Screen extravaganza for '56. Display manufacturers top previous
showings with screens more specifically designed for modern, tradi-
tional, and special effects, many with television us2 in mind.
Modern trend is pointed up in Flight Contrast, a sleek, stream-
lined screen made of dark walnut, spaced by brass rods and ferrules.
Rods are tipped with highly polished birch dowels. A similarly de-
signed screen with reverse coloring is the Surfwood Contrast. Limed
surfwood panels, joined by black rods and brass ferrules, with flat
white dowels tipping the black rods, are more suitable for summer
or outdoor displayvs. Among the traditionals, the Duncan has a richly

To page 38
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props and premiums From preceding paye

ornate effect. It’s made up of multi-sectional panels finished in high-glosg
black. The center section of each panel is louvred and the outer section hag
crossed brass rods with brass medallion trim. Sections are connected with
brass couplings.

For sheer handiness, nothing beats the miniature shutter screen for table
top displays, etc. Each natural-finished cherry panel (7 inches wide by 24
inches high) joins the next by double-acting hinges. At present, this screen
is in very limited supply.

Several other styles are well worth your investigating to spruce up and
add versatility to your set supply: the unusual balustrade screen, continental
styles like Espagna and Provincial, classic English and American styleg
such as the Victoria, the Adam, the Chippendale, and the Orleans, or Eastern
effects like Shoji.

Many screens have the useful features of removable louvres for cleaning
or repainting, removable or hinged panels for additional display space, and
double-acting hinges; some have removable shutter sections for separate use,
Screens average from 17-20 inches in panel-width and 78-96 inches in height,
and are sturdily built to take the roughness of studio wear.

Complete brochure of line available on request.

Free “green thumb” know-how. A year-round service provides a clipping
sheet with pictures, diagrams, and text that gives talent enough background
to teach garden techniques on the air from seed planting to harvest. For
example, one clipping sheet might contain information and illustrations on
landscaping a home with flower seed, how to cut garden budgets, electric
and basement window hot-beds, window and porch boxes, advantages of family
gardening, and planting times by U. S. climate zones.

Mat finish prints are also furnished without charge. As additional program
material, two 25 minute, 16 mm sound films—some in color—are available
at no cost. Several of these films are made to be used in short segments as
parts of a daily program format, or may be used as whole. None of material
utilizes commercial tie-ins of any nature. Write for information on this
free garden service.

New angle in merchandising and sales promotion. Memory Jogger makes
ideal merchandising gift for client’s salesmen or station sales staff. In handy,
pocket-size form, this monthly booklet has brief, informative features on
salesmanship and sales trends, the year’s calendar plus holiday dates, a ruler,
etc. The outstanding facet is a daily calendar page with space for appoint-
ments and projects, notes and a daily itemized expense section.

Summary pages include a monthly expense record, sales appraisal record,
sales personality appraisal page, and space for sales contracts and addresses.
A permanent plastic pocket binder is furnished with each first booklet. Cost
for this novel sales tool ranges from 20-27 cents per salesman per month.

Snack cozies make colorful come-ons for kitchen or home shows. A very
ingenious use of three layers of handsome damask-design embossed paper
to pul together to form little pockets. Just snap the cozy into a ‘‘rosette”
shape by two metal fasteners, then cozy is ready to be filled with a variety
of tasty snacks.

Packed three to a cellophane package in unusually good-looking shades of
pink, yellow, white or light green, these cozies cost $5.40 per dozen packaged
sets or, in bulk, $13.50 per 100.

This same firm has a complete line of unusual party paper ideas for pre-
mium offers. Write for complete information.

Write to Props and Premdums Department, TELEVISION MAGAZINE, 600
Madison Avenne, New York 22, N. Y., for names and addresses of suppliers
—or for help with any problem coneerning premiums or production aids.

TELEVISION MAGAZINE « DATA BOOK 1956
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turning high adventure into high ratings

(and that means high sales) For years CRUNCH and DES have had a faithful
following among the 11,750,000 weekly readers of the Saturday Evening Post. On TV these
Philip Wylie characters are more popular than ever. Already, this new program is hard at work
in over one hundred markets, building success after success for sponsor after sponsor. If you'd
like to know what CRUNCH and DES can do for your product, call or wire NBC Television

Films at 663 Fifth Avenue in New York, Merchandise Mart in Chicago, Sunset and Vine Streets
in Hollywood. In

Canada: RCA Victor,
Crunch and De

Ltd., Toronto.
popular characters of the oronto

Saturday Evening Post series,
now avatlable for syndication

NBC Telewsmn
Films :

Programs for
All Stations
All Sponsors

WwWww . americanradiohistorv.com
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DO YOU REMEMBER THESE TV “FI

'I December, 1945 — First Intercity

Telecast: Army-Navy Game. Bell
Telephone lines link Municipal Sta-
dium, Philadelphia, to New York City.
From there it was broadcast by TV
stations throughout the area.

7 June, 1951 —First Theater TV. Prize

fight in Madison Square Garden car-
ried to nine theaters in six eastern
and midwestern cities. Telecasts in
New York travel from ringside over
Bell S/stem video channels.

October, 1947 —First Telecast of
World Series. Baseball fans in Phila-
delphia and Washington, D. C., are
brought within television range of the
baseball classic in New York by Bell
System coaxial cable facilities.

September, 1951 — First Coast-to-
Coast TV. Japanese Peace Treaty
Conference, San Francisco. To cover
ceremonies Bell System advances pre-
vious plans, by about a month, for

opening cross-country TV service.

May, 1948 —First Commercial §
ice Starts: New York City, B
more and Washington, D. C.|
System opens commercial use ol
coaxial cable between New York
and Washington, D. C.

November, 1952—First Preside
Election on TV. Bell System
almost 30,000 miles of intercity

vision channels to carry eventsh

nation! Programs are transmitt’

110 television stations in 67 citi

BELL TELEPHONE SYSTEM ;7&

Providing transmission channels for intercily lelevision today and tomorrow ‘&

WwWwWw.americanradiohistorv.com


www.americanradiohistory.com

{RING THE PAST DECADE?

,e,948 — First TV Political Con-
wnibn Coverage. Bell System’s

e television network connects
sta, New York, Newark, Phila-
bk, Baltimore, Washington and

nind covering important sessions.

nary, 1953 — First International
#1J=leision. Toronto’s first television
tatn links Canada to the U.S. by
atwork facilities of the Bell Sys-
rThis historic event marks the first

:gar video link between nations.

5

January, 1949 —First East-Midwest
TV Link. Bell System’s eastern and
midwestern television networks join
30 TV stations in 14 cities from the
Atlantic to the Mississippi — another

television milestone.

THE BRI
- PR -k

'I'I Janvary, 1954 — First Public Color-

cast. Tournament of Roses. Bell Sys-
tem converts transcontinental chan-
nels so that for the first time viewers
from coast to coast can see the

Pasadena classic in color.

January, 1949 — First Presidential
Inaugural on TV. Millions of Ameri-
cans in the East and Midwest watch
the inauguration ceremonies. On-the-
spat TV coverage is transmitted over
Bell System’s Television Network.

2 September, 1955 — First Colorcast

of Football Game. Georgia Tech-
Miami U. game in Atlanta. For the
first time a national audience sees
football on color television. Game is
colorcast to 100 stations in 100 cities.

oay, 10 years after the first intercity transmission of television, Bell System

i cotinues to make advances in equipment and technique. It assures the television

inustry the benefit of the best possible service, at low cost, now and in the future.

WwWwWw.americanradiohistorv.com
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Your valuable dollars never had it so good.
They go farther in terms of cost-per-thousand,
and realize amazing results in terms of sales.

Powerful 10 “brings home” your message in
Providence, Worcester, Fall River, New
Bedford, Brockton and New London.

No wonder it’s good arithmetic to

buy Dominant 10! cwl'ilAAs-NTE“.
WEED Television, National Representatives '
BE NBC Basic — ABC Supplementary
PROVIDENCE

RHODE ISLAND

www.americanradiohistorv.com
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ON-TARGET TELEVISION

EB KUDNER AGENCY, INC.

NEW YORK DETROIT WASHINGTON LOS ANGELES SAN FRANCISCO
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TELEVISION MAGAZINE

DATA BOOK 1956

TV's vital statistics ...

county-by-county coverage ... market data correlated to TV areas

... advertiser investments in network time and shows

¢ 1955, advertisers spent $406,-
899,059 for network TV time and
aother estimated $250,000,000 for
tpogram expenses. Combined billings
!nfr network and spot television went
oer the billion dollar mark for the
1fist time.
# With its first billion dollar year
vder the industry’s belt, its leaders
a planning on steady growth, to
lte two billion dollar level by the
Io red of 1956.
The main avenue of growth ap-
rars to be in the local and spot
' ctegories. Many onlookers point to
pattern of development of TV bill-
' 1gs much like that in radio. As the
tledium grows, spot and local busi-
288 become a more important source
t { revenue.
Increased local and spot business
» assumed on the basis of more sta-
ons and heavier use of color TV.
Procter & Gamble was the biggest
. etwork advertiser again in 1955 as
,( E has been for the past few vears.
\ it ,'h? figure of $47 million as P&G’s
fStlma‘ted g70ss time and production
.cli" 0sts is shown in the chart of the
‘ Fﬁp Ten Network advertisers. Actu-
ally, frequency discounts pull P&G's

LI'ELEVISION MAGAZINE .

DATA BOOK 1956

... Spot and local billings

network outlay down to about $33
million.

Right behind P&G were the auto
makers, who, in 1955 placed more
reliance on network TV as an adver-
tising medium. Chrysler moved up
from ninth to second place among
the top TV advertisers by dollar ex-
penditures, and Ford re-entered the
top ten for the first time since 1952.
These moves put the autos ahead of
the tobacco and soap companies
which had been the biggest spenders
in the medium.

A breakdown, by company and
product, of the way advertisers spent
their money in network television
in 1955 is given in the Advertiser
Expenditures section beginning on
page 57. This listing gives the par-
ent company, its program(s), prod-
uct (8), agency, network, number of
stations used during the last month
of the year, gross time and produc-
tion costs, and total number of tele-
casts for the year.

PIB measurements of magazines,
newspaper supplements, and network
television showed that TV had re-
ceived 36% of the gross time and
space investments in all three media.

www.americanradiohistorv.com

This figure was a slight rise for TV
over its print competitors. The pre-
vious year, network television earned
329% of the total.

Costs level; program budgets rise

More money was spent on production
of programs last year, though few
advertisers came close to Ford’s huge
outlay of $250,000 for each telecast
of Ford Star Jubilee. Indeed, many
advertisers took advantage of low-
cost participations ($2,800 per min-
ute for the Pinky Lee Show) or the
steady daytime programs at $2,500
(Brighter Day, Guiding Light, Love
of Life, Secret Storm, Search for
Tomorrow).

Shared sponsorship was by no
means only the tool of the low-budget
advertiser. A 90-second participa-
tion on the Swunday Night Spectaci-
lars went for $72,000.

The continuing increase of shared
sponsorship is not only due to rising
production costs, but to a desire by
advertisers to increase exposure for
the same number of dollars by
spreading them over more than one
vehicle.

Program costs have leveled oft.»

45
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.« AND MANY OTHER TOP STARS! .

2

k The Package That Fite Your Ne
BEMS, .. e Parlage ol e T Neott]

s o ~ SINGLE  2-3-4  LIBRARY
;I’ICTURES ~ RUN RUNS DEAL
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No matter how you figure it...

N
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Famous Film Festival is TV’s

best participation buy!

Marshal the facts . . . study the figures . ... total the costs.
You'll agree that ABC-TV's Sunday-night Famous Film Fes-
tival is the finest participation buy of all.

What TV show consistently gives you top stars like
Deborah Kerr, James Mason, Jean Simmons, Stewart
Granger? Which show always offers smash films like The
Lavender Hill Mob, Odd Man Out, The Red Shoes?

What participation show outrates* all others? What par-
ticipation show has a cost per thousand viewers per com- |
mercial minute of $1.25? What participation show owns
the prime Sunday-night time slot 7:30 to ? EST?

The answer to all these questions is ABC-TVY's Famous Film
Festival. Very likely, it's just the answer you're looking for.

*Nielsen Dec. | & 11, Jan. 1

ABC Television Network
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| 0SS NETWORK TIME SALES CLIMB TO $406,899,059 Many network advertisers paid no

; i more for their shows in 1955 than
they did in 1954. Representative of
this group were: Make Room for
Daddy, $35,000; Gene Autry, $28,-
000; Your Hit Parade, $38,500.

Generally, situation comedies cost
$30-35,000, though I Love Lucy was
$50,000. Hour-long dramatic shows
come to about $40,000 and davtime
soap operas, $2500.

1985 | $406,899,059

Now 35,100,000 TV homes

1954 | $320,154,274 The number of TV homes, TV sta-
tions, and markets were all up, but
they have tapered their sharp up-
ward climb of the past several years.
The figures as of March 1, 1956
P S { were: number of TV homes, 35,100,-
000; percentage of homes owning
TV sets, 72.6; total number of TV
markets, 254; commercial TV sta-
tions in the U.S. and possessions, 437.
TELEVISION MAGAZINE's exclusive
TV Markets report (see page 133),
defines the coverage area for each
1952 ’ $179,936,473 TV market and lists each county
reached via that market. Essential
market data — population, families,
and Effective Buying Income — are
correlated for each TV market. These
totals are based on preliminary esti-
mates for Sales Management’s 1956
“Survey of Buying Power.”

1953 I $227,375,543

i

{0} I $127,416,905

New concept in defining markets

With television stations generally
covering a much wider area than the
standard metropolitan county area,
Source: Publishers Information Bureau it is unrealistic for most advertisersp

THE TOP TEN NETWORK ADVERTISERS

Estimated gross time and production expenditures

1955 1954 1953 1952 1951
onany Rank Expenditure Rank Expenditure Rank Expenditure Rank Expenditure Rank Expenditure
7 ] |
"1hicer & Gamble 1 $46,949,000 | 1 $31,025,000 1 $21,300,000 1 $20,574,000 1 $12,205,000
Zhsler 2 27,401,000 | 9 12,730,000 !
Geral Motors 3 26,079,000 3 18,480,000 4 12,880,000 7 9,044,000
Caate-Palmolive 4 25,559,000 2 19,485,000 2 16,260,000 2 12,464,000 4 6,831,000
Geeral Foods 5 21,554,000 6 16,450,000 | & 11,432,000 3 11,870,500 2 12,111,000
Gette 6 21,333,000 5 17,190,000 7 11,000,000 9 7,286,000
" Asrican Tobacco 7 17,786,000 7 15,700,000 5 12,246,500 6 10,693,000 6 6,371,000
R Reynolds 8 17,593,500 4 17,810,000 ‘ 3 13,275,500 4 11,481,000 3 7,586,000
#d Motors 9 16,389,000 10 7,091,000 5 6,752,000
Cneral Mills 10 15,012,000 10 12,545,000 \ 10 4,087,000
Wver Brothers | 9 10,763,000 5 11,130,500 8 4,974,000
neral Electric 8 13,800,000 10 8,958,000
S s : 8 10,777,000 8 7,402,500 7 5,042,000
L 9 4,784,000
ELEVISION MAGAZINE + DATA BOOK 1956 49
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to base TV campaigns on conven-
tional concepts of markets.

That these markets differ dras-
tically in some cases are shown by
the following markets listed first by
standard-market families, ‘then by
TV-market families: Columbia, S.C.
41,600 versus 183,300; Ft. Wayne,
Ind. 63,200 as against 243,000: Green
Bay, Wis. 28,900 and 253,300: Ma-
rinette, Wis. 48,3C0 and 706,000.

Featured in this issue is a com-
plete listing of all TV areas as of
January 1, 1956, comparing market
data for each in terms of both TV-
markets and standard-metropolitan-
county definitions (see page 109).

A market breakdown by counties
is available to show the extent of
duplicated coverage by counties. For
specific information on this listing,
address all queries to TELEVISION
MAGAZINE's Research Manager.

Rapid spot rate figures

A half-hour schedule in the top hun-
dred markets would cost $55,351 ac-
cording to the Spot Rate Estimator
on page 101. ID’s would cost approx-
imately $10,000 to cover the same
markets.

A $10,000 budget might buy 15-
minute periods in the top 30 markets

ONE

will get you...

N —--—r—— \{- g
’\\_}, .'f': :

54 wmi
3 lH)!sMﬂGN

|
‘\ NEW ORY NEWS

POkToMOUTH

[AR-TV 2

or 20-second spots in the top 116
markets.

The Spot Rate Estimator is &
handy guide for rapidly planning
a spot campaign. It lists the highest
one-time rate in every market for
time segments ranging from ID’s to
full hours. Markets are listed in
order of set count as of January 1,
1956.

TV advertisers on the local level

A special survey of advertiser ac-
tivity on the local level made for
this edition of the Data Book found
auto dealers, appliance dealers and
food dealers to be the categories
which account for the greatest
amount of local business. Depart-
ment and clothing stores were most
frequently named as the largest indi-
vidual account.

Film dominates local programming

Syndicated film continues to be the
mainstay of local programming dur-
ing 1955, TELEVISION MAGAZINE's
survey concluded. This program
source was named by 309% of the
respondents as being in their top
three rated shows and by 229 as
one of their three most heavily spon-
sored participating shows.

i

FIVE

It is as “‘easy as duck soup”’
to dominate five of Virginia’s
most dynamic cities. Buy their one
and only “V” Station . . . WTAR-TV.
All well within WTAR-TV's
“Grade A” Signal, they combine
to make America’s 26th Market.

In RETAIL SALES, for example ... The
Bureau of the Census (preliminary Report)
shows that WTAR-TV’s total coverage area
has Retail sales of over $1,583,874,000.
And here are Retail sales by cities:

NORFOLK, . ., ... .. $405,230,000
HAMPTON . . ... ... $ 52,075,000
PORTSMOUTH .. ... . $ 96,980,000
WARWICK . . ... .. . $ 24,220,000
NEWPORT NEWS . . , . . $ 88,264,000

CHANNEL

NUHFULK VA.

— B
?/ 4 NOKRFOLK  \™——————
3’ Represented by Edward Petry & Co., Inc.

50
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News programs were second |
the ratings-garnering category, folo
lowed by variety and disk jocke
shows.

Daytime spot gains momentum
National spot billings, according tg
the same stations, amounted to 409
of their total business. (This figure
is equal to the onc reported for local
billings.)

All industry sources estimate that
spot is up, particularly daytime, Al
though final figures are not yet avail-
able, McCann-Erickson estimated
that spot billings were up 299% ovep
1954 and totaled $265 million fop
spot time and programs.

Who rates which market?

A calendar of rating services fop
over 150 TV markets indicates which
are surveyed, how often, and by
which services. The four rating or-
ganizations which issue local reports
—American Research Bureau, Nigl-
sen, Pulse, Videodex—are described
and their techniques, samples, and
costs are summarized.

The month-by-month calendar of
TV markets can be used by an adver-
tiser to determine which of his mar-
kets will be given local ratings at
any particular time, when the last
survey was made, and when the next
one will be undertaken.

Network cost-per-thousand
In a Nielsen comparison of the c-p-m
homes per commercial minute scored
by various types of programs, (see
page 85) the range runs from $1.78
for half-hour adult daytimers to
$4.44 for mystery dramas
Daytime shows generally come off
better than evening vehicles. The
lowest nighttime c-p-m was $2.48,
scored by hour-long variety shows;
the highest daytimer was soap operi,
at $2.24.

Sources of data
All population and sales figures are
based on preliminary estimates for
1956 from Sales Management's “Sur-
vey of Buying Power” and have
been used with special permission.
Further reproduction is forbidden
Advertisers’ time costs are from.
Publishers Information Bureau, In¢.i
production costs, circulation figures,
and market data correlated for TV
coverage, TELEVISION MAGAZINE.
Special thanks for cooperation in
supplying essential data go to: N. W
Ayer, BBD&O, Benton & Bowles
Compton, Foote, Cone & Belding
McCann-Erickson, J. Walter Thomp:
son, Youag & Rubicam, the networks,
the station representatives, the syn-
dicated-film distributors, and the re-
search services. END

DATA BOOK 1986
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PULSE AGREES! The Novem-
ber 1955 Telepulse credits
KJEO with six out of the top
seven, and ten out of the top
fifteen.

KJEQ dominates in coverage,
too. A superior antenna loca.
tion gives KJEQ much greater
coverage from Merced north
through Stanislaus County. Ask

IN LESS THAN TWO YEARS
SINCE THE FIRST TY AUDI-
ENCE SURVEY WAS MADE
IN FRESNO, KJEO HAS
STEADILY CLIMBED IN POP-

ULARITY TO TS PRESENT
TOP POSITION. CBS AND
ABC PROGRAMS COMBINE
WITH THE BEST SYNDICATED
FILMS AND WELL ESTABLI-
SHED PERSONALITIES.

your Branham man!

THE BEST IN BUILDING
(AUDIENCE, THAT IS)

KJEO-TV

Fresno, California
Channel 47
CBS - ABC

See Your Branham Man

WwWww . americanradiohistorv.com
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. . GEORGE
» o ©® o o JOE
JOE’'s BROTHER

STORY BY .

FROM AN 1DEA BY -

FROM A LIMERICK BY. . - -
M
FROM AN ANONYMOUS RHYME SCHEME

ADDITIONAL DIALOGUE BY -« - - JIM
JIMINY

ADDITIONAL DIALECT BY. ¢ o« -
SPECIAL MATERIAL BY.. ... -TOM
EXTRA SPECIAL MATERIAL BY. . DICK 8 HARRY

= Q V
o @)@
S et N

“BUT DADDY, DIONT YOU WRITE THE COMMERCIAL?”

Yes, Virginia, there are people who write BBDO television commercials.
But they don’t get a credit line. Not because we aren’t proud of our work.
/\Tnd not only hecause a long list of our TV writers, artists and techni-
cians would eat up high-priced time. But mainly because BBDO wants to
leave the viewer with a stirring memory of just one name — the client’s.

Batten, Barton, Durstine & Osborn, Inc B B D

Advertising

MEW (ORY  ATLANTA . B ON - A .
L OSTON - BUFFALO . CHICAGO . CLEVFIAND . DALIAS . DETROIT . HOLLYWOOD . L 0S ANGELES . MINNEAPOLIS . PITTSBURGH . SAN FRANCISCO . SEATTLE

wwWw americanradiohistorv com
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PRODUCTION COSTS

i Per-telecast estimatles for network programs on during 1955

Ithough

longer programs and higher productioa

budgets generally sent costs up during 1955, some
dvertisers utilized the medium with production expend-
-ures as low as $1,600 (for a segment of Ding Dong
chool). Contrasted with Ford’s outlay of $250,000 for
ach airing of Ford Star Jubilee were the many daytime
rograms turned out for $2,500. Participations went
»r as low as $550 to the high of $72,000 for 90 seconds

, 11 the Sunday Night Spectaculars.

There were many half hour shows available in 1955
v the same or close to the same price as in 1954.

epresentative of this group were:

Make Room for

addy, $35,000; Gene Auwtry, $28,000; Your Hit Parade,

38,500.

Program

Network Advertiser

Per Telecast

Listed below are TELEVISION MAGAZINE's exclusive
estimates of what the advertiser paid for his program
per telecast. Agency commissions are included: commer-
cial production costs are not. Estimates for participation
programs include time as well as production costs.

In each case, the estimates were double-checked with

the individual or agency or advertiser involved.

The shows listed are those that began before or during
the calendar year 1955, and were still being telecast at
the vear’s end. In the case of a shift in advertiser or
network, the last association in 1955 is the one listed.

Key—F: film; A: alternating; S: shares sponsorship
with other advertisers;
simulcast, AM & TV costs included.

Program

Network Advertiser

R:

regional sponsor only; 71:

Per Telecast

Aventures of Rin-Tin-Tin (F)
Aventures of Ozzie &
lasriet (F)

Asentures of Robin Hood (F)

#Aoa Playhouse (A)

& Ared Hitchcock Presents (F)

4 Aateur Hour

# Aoointment with Adventure

) Anstrong Circle Theatre (A)

8 A Linkletter’'s House Party
/s hour segments)

# Ahur Godfrey & His Friends
'/ hour segments)

t shur Godfrey Time
s hour segments)
t phur Godfrey’s Talent Scouts

ol Bit the Clock
A\ B8 Payoff
$ B Story

¢ B Surprise

& Top
T b Town (F)

b Crosby Show
(s hour segments)
b Cummings Show (F)
eak the Bank
¥ ighter Day
wns & Allen (F)

sesar’s Hour
(20 minute segments)

amel News Caravan
(Y4 hour segments)
‘aptain Gallans (F)
‘apt. Hartz & His Pets
L ‘aptain Midnight (F)
avalcade of Sports
* Chance of 2 Lifetime
* Chevy Show (every 3rd week)
Climax (3 out of 4 weeks)
Coke Time

|
1
|

af |
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ABC
ABC

CBS

NBC
CBS
ABC
CBS
NBC

CBS
CBS

CBS
CBS

CBS
CBS
NBC

NBC

CBS
NBC

cBs
cBs
ABC
cas
ces

NBC

NBC

NBC
NBC
CBS
NBC
ABC

NBC
CBS
NBC

DATA BOOK

National Biscuit Co.
Hotpoint (A)

Quaker QOats (every 4 weeks)
Telechron {every 4 weeks)
Johnson & Johnson (A}
Wildroot (A)

Aluminum Co. of America
Bristol-Myers Co.

Serutan Co.

P. Llorillard Co.
Armstrong Cork Co.

Multi-sponsored
Columbia (A)
Toni Co. (A)
Kellogg (A}
Pillsbury (A)
Multi-sponsored

Toni Co. (A}
Thomas J. Lipton {A)
Sylvania Electric
Colgate-Palmolive Co.
American Tobacco Co. (A)
Simoniz Co. (A)
Speidel (A)
Purex (A)
National Dairy Products
General Motors

(AC Spark Plug Div.) {A)
Lever Brothers (A}

Multi-sponsored

R. J. Reynolds Tobacco Co.
Chrysler Corp. (Dodge Div.)
Procter & Gamble
Carnation Co. (A)

General Mills (A}

American Chicle (S)

Helene Curtis (S & A)
General Foods (S & A)
Sperry Rand (S)

R. J. Reynolds Tobacco Co.

H. J. Heinz

Hartz Mountain Products
Wander Co.

Gillette Co.

Emerson Drug Co. (A)

Olin Mathieson Chemical (A)
General Motors (Chevrolet)
Chrysler Corp. (Chrysler)
Coca Cola Co.

1956

$24,000
44,000
44,000
44,000
35,000
35,000
57,000
42,000
6,500
26,000
50,000

3,400
35.00
35,000
35,000
35,000
14,000

130,000
130,000
18,000
3,000
32,500
32,500
35,000
35,000
15,000

32,500
32,500

3,700
26,000
17,500

2,500
35,000
35,000
37,650
37,650
37,650
37,650

5,000

25,000
12,000
15,000
40,000
10,000
10,000
146,700
43,500
14,000

Colgate Variety Hour
Crossroads (F)
Crusader (F)
Damon Runyon Theatre (F)
Date with Life
December Bride
Dinah Shore Show
Ding Dong School
(s hour segments)

Disneyland

Dr. Spock (F)
Dollar a Second
Douglas Edwards with
the News
(/s hour segments)
Down You Go
Dragnet (F)
Du Pont Cavalcade Thea. (F)
Ed Sullivan Show
Ethel & Albert
Faith for Today
Famous Film Festival (F)
(¥ min. participations)
Father Knows Best (F)
Feather Your Nest
(/s hour segments)
Fireside Theatre (F)
Football Scoreboard
Ford Star Jubilee
(every 4th week)
Ford Theatre (F)
Four Star Playhouse (F)

Frontier (F)
Fury (F)
Garry Moore Show

(s hour segments)
Gene Autry (F)
General Electric Theatre
George Gobel Show

Goodyear Hour (A)
Guiding Light
Gunsmoke (F)
Home (1 min. participations)
The Honeymooners (F)
Howdy Doody
(/s hour segments)
I Love Lucy (F)

www.americanradiohistorv.com

NBC
ABC
CBS
CES
NBC
CBS
NBC

NBC

ABC

NBC
ABC

CBS
ABC
NBC
ABC
CBS
ABC
ABC

ABC
NBC

NBC
NBC
NaC

CBS
NBC
CBS

NBC
NBC

CBS
CBS
CBS
NBC

NBC
CBS
CBS
NBC
CcBS

NBC
CBS

Colgate-Palmolive Co.
General Motors (Chevrolet)
R. J. Reynolds Tobacco Co.
Anheuser-Busch Co.

Borden Co.

General Foods

General Motors {Chevrolet)

Multi-sponsored

American Dairy Asso. (S & A)
American Motors Corp. (S)
Derby Foods (S & A)
Beechnut {A)

Wine Corporation of America

Multi-sponsored
Western Union (A}
Liggett & Myers

Du Pont Co.
Lincoin-Mercury Dealers
Ralston-Purina

Seventh Day Adventists

Participating
Scott Paper Co.

Multi-sponsored
Procter & Gamble
Dow Chemical

Ford Motor Co. (Ford)
Ford Motor Co. (Ford)
Bristol-Myers Co. (A)
Singer Mfg. Co. (A}
Reynolds Metals
General Foods

Multi-sponsored

Wm. Wrigley Co.
General Electric

Armour & Co. (A)

Pet Milk (A)

Goodyear Tire & Rubber
Procter & Gamble

Liggett & Myers
Participating

General Motors (Buick)

Multi-sponsored
Procter & Gamble (A)
General Foods (A)

$80,000
25,000
30,000
30,000
2,600
30,000
15,000

1,600

35,000
35,000
35,000
11,000
13,000

4,350
6,000
36,800
35,000
50,000
10,000
3,000

6,500
38,000

2,700
35,000
5,500

250,000
40,000
32,000
32,000
39,800
25,000

3,150
28,000
40,000
42,400
42,400
57,000

2,500
35,000

7,000
60,000

2,800

50 000
50,000
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The new TV series

for EVERYONE!

In exclusive, never-before-
photographed scenes THE WORLD
AROUND US unfolds nature’s most
startling and fascinating mysteries

it’ ' [ and spectacles. In breathtaking color,
S super' 1 it dramatizes the how and why
: E behind nature’s complex plan of
h NATURQ/' 3 survival. That’s because John H.
=
| own ALL-STAR cast
‘ editing THE WORLD AROUND US
into the only show of its kind on TV.

Storer, America’s foremost naturalist
> ; A v Each program opens and closes with
] ; ; pertinent and amusing “chalk-talks”

photographer, travelled over 150,000
miles to film this natural, all-star cast
in its natural habitat.

Top TV showmen spent 2 years

. : ! by Tex Antoine, popular network
ll . 1 . N ‘ " ] » i personality.
' 4 AND X THE WORLD AROUND US not
‘:I- ‘, only appeals to everybody’s interest*

\ in nature, animals and weather, it also
i | Yt provides incomparable merchandising
i opportunities. All sorts of civic,

community, fraternal and social groups

are ready for exploitation and tie-in
FOJR You ) ; ; | by alert sponsors.

For complete information and

- audition prints, write, wire or call

i In : your nearest RCA recorded program
| 1 i services office.

hvd

“THE WORLD ARGIEINIDEEISY

JOHN H. STORER pioneered in
the slow-motion photography of birds.
Some of his extraordinary shots of
bird life were used in Walt Disney's
Academy Award winning movie,
“Water Birds,” and in other

True Life' Adventure films.

7

“Today nature movies pack multi-
million dollar box office appeal.
As Charles M. Sievert of the

N. Y. World-Telegram and Sun has
said, after viewing several programs
from THE WORLD AROUND US,
" Disney apparently has started
something.”

Produced by Thomas Craven

Story and Photography by John H. Storer
Released by Pictura Films Corporation
Dsstributed by RCA Recorded Program Services

recorded
program
services

& complete series of quarter-hour shows: /W

and full Color # each show begins and ends §|

with  humorous  ‘‘chalk-talk” by Tex Antoine RADIO CORPORATION OF AMERICA
SEE # terrifying shots of cyclones and |and

tires  # almost extinct condors tHghtlng & im : o 3 RCA VICTOR RECORD DIVISION
mense iceberg breaking up & salmon leaping . | 155 East 24th St., Now York 10, N. Y., MUrray Hitt 9-7200

up cascading  waterfalis # bear  fighing  for

445 N. Luko Shoro Di., Chicago 11, M., WHitehall 4-3530
salmon; osprey diving for tlgh,

522 Foisyth Bidg., Atlanta 3, Goorgla, LAmar 7703
1907 McKinney Ave., Dallas 1, Texas, Rivorside 1371
1016 N. Sycamore Ave., Hollywood 38, Cal., OLdfleld 4-1660
TMKS, ®

WwWwWw.americanradiohistorv.com
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Program Network  Advertiser Per Telecast Program Network Advertiser Per Telecast
1 a Great lLife (F) NBC  Chrysler Corp. (Chrysler) $39,500 Phil Silvers Show (F) CBS  Amana (A) $40,000
» Always Jan CBS Procter & Gamble 33,000 R. J. Reynolds (A) 40,000
e Got a Secret CBS R. J.- Reynolds Tobacco Co. 27,500 Pinky Lee Show
:k Benny (AF) CBS Ar_ner:can Tobacco Co. 55,000 () min. participations) NBC Participating 2,800
hn Daly & the News ABC M:Jes Labs. (A) ) 3,000 Playwrights ‘56 (A) NBC General Motors (Pontiac) 55,000
Tide V\{aver Asso. Oil Co. (A) 3,000 Plymouth News Caravan NBC Chrysler Corp. (Plymouth) 9,000
ht.mY Carson Show CBS Gener.al Foods 29,500 Private Secretary (AF) CBS American Tobacco Co. 35,000
itice B NBC im?”?“ dTobacco Co. 22,000 Producer’s Showcase NBC Ford Motor Co. (Ford) (S) 130,000
bft TeFlewswn Theatre (l:\J:SC Cra tb<:[~|o Ss Co.(A) 578;)(())(()) RCA () 130,000
o a ell So .
sie (F) mP e Red Barber Show NBC State Farm Insurance Co. 4,000
Kellogg Co. (A) 27.500 1 ged skelton Show CBS S. C. Johnson (A) 32,000
wrence Welk Show ABC Chrysler Corp. (Dodge) 7,000 elten bt )vni 25°”(A 000
e Begins at 80 ABC Serutan Co. 7,000 et Milk Co. (A) 8
e is Worth Living ABC Admiral Corp. 15,000 Robert Montgomery Presents NBC S. C. Johnson (A) 47,100
of Riley (F) NBC Gulf Oil Co. 30,500 Schick (A) 47,100
b Line-Up (F) CBS British-American Tobacco (A) 30,000 Robert Q. Lewis Show
Procter & Gamble (A) 30,000 (Vs hour segments) CBS Multi-sponsored 3,150
e Ranger (F) ABC  American Dairy Asso. (A) 25,000 Roy Rogers Show (F) NBC General Foods 23,500
General Mills {A) 25,000 Schlitz Playhouse of Stars (F) CBS Schlitz Brewing Co. 33,000
CBS General Mills 20,000 Screen Directors’ Playhouse (F})  NBC Eastman Kodak 40,000
'etta Young Show (F) NBC Procter & Gamble 40,000 Search for Beauty NBC Charles Antell 3,000
e of Life CBS American Home Products 2,500 Search for Tomorrow CBS Procter & Gamble 2,500
e Story CBS American Home Products 2.500 Secret Storm CBS American Home Products 2,500
: Lucy Show (F) CBS Lehn & Fink 30,000 Sergeant Preston (F) CBS Quaker Oats 32,000
L Video Theatre NBC Lever Bros. 50,000 Shower of Stars
ke Room for Daddy (F) ABC American Tobacco Co. (A) 35,000 (every 4th week) CBS Chrysler Corp. (Chrysler) 100,000
Chrysler Corp. (Dodge Div.) (A) 35,000 $64,000 Question CBS Revion 35,000
Ama CBS General Foods 24,500 Stage Show CBS Nestle Co. 32,500
Arch of Medicine NBC Smith, Kline & French Labs. 30,000 Star Stage NBC Campbell Soup (A) 35,000
Artha Raye Show—Milton NBC RCA (S) 48,900 Chesebrough-Pond’s (A) 35,000
terle Show Sunbeam (S) 48,900 Star Tonight ABC  Brillo Mfg. Co. 15,000
20 minute segments) Whirlpool-Seeger (S) 48,900 Stop the Music ABC Necchi Sewing (A) 12,000
squerade Party ABC Knomark Mfg. Co. (A) 11,000 Quality Goods Mfg. Asso. (A) 12,00C
, Serutan Co. (A) 11000 1 gyike It Rich CBS Colgate-Paimolive Co. 3,000
vMyrice Evans Presents NBC Hallmark Cards 165,000 . . N
. . Studio One CBS Westinghouse Electric 35,000
Mx Liebman Presents NBC General Motors (Oldsmobile) 231,800 . .
. ) Sunday News Special CBS Norwich Pharmacal 3,000
Mic (F) NBC Dow Chemical (A) 38,200 .
i Sunday Night Spectaculars
General Electric (A) 38,200 L - .
. . . {90 sec. participations) NBC Participating 72,000
dical Horizons (F) ABC Ciba Inc. 10,000 .
o Super Circus ABC Chunky Chocolate Corp. (A) 14,000
het Millie CBS Carter Products (A) 21,000 .
Tales of the Texas Rangers (F) | CBS General Mills 22,000
Serutan Co. (A) 21,000 .
- Tennessee Ernie Ford Show
het the Press NBC Johns-Manville (A) 6,100 .
. . (/s hour segments) NBC Multi-sponsored 2,700
Pan-American World Airways (A) 6,100
X Texaco Star Theatre NBC Texas Co. 55,000
MM Parade (F) ABC American Tobacco Co. (A) 40,000 his is Y i . 58,800
General Foods (A) 0,000 | This s Your Life NBC  Hazel Bishop (A) ’
’ Procter & Gamble (A) 58,800
Mkey Mouse Club
Ve hour segments) ABC  Multi-sponsored 2,700 | Teday A o
Mwestern Hayride NBC American Home Products (A) 10,750 (]. min. participations, NBC Participating 5,900
Avco Mig. (A) 10750 | Tonight
: Millionaire (F) CBS Colgate-Palmolive Co. 28,000 (1 min. participations) NBC Participating 5,600
Mdern Romances NBC Colgate-Palmolive Co. 2,000 Tony Martin Show NBC Associated Products (A) 15,000
Mening Show Webster Chicago Corp. (A) 15,000
T min. participations) CBS Participating 550 Topper (F) ABC Standard Brands 15,000
¥ Favorite Husband (F) CBS General Motors (Frigidaire) 32,000 Truth or Consequences NBC P. Lorillard Co. 21,000
EAA Feotball Games TV Readers Digest (F) ABC Studebaker-Packard Motor Car 25,000
(sponsorship per quarter) NBC Avco Mfg. Corp. (S) 14,700 20th Century Fox Hour (F) CBS General Electric 60,000
General Cigar (S) 14,700 Two for the Money NBC P. Lorillard Co. 21,000
Gulf Oil (8) 14,700 W. A. Sheaffer Pen (A) 25,000
Schick (S) 14,700 Uncle Johnny Coons CBS Lever Bros. 2,500
'me that Tune CBS American Home Products 15,000 United States Steel Hour CBS U.S. Steel Corp. 45,000
vy log (F) CBS Maytag Co. (A) 34,000 | wvaliant lady CBS Multi-sponsored 2,500
) W, A. Sheaffer Pen (A) 34,000 The Vise (F) ABC Sterling Drug 26,000
BC Matinee Y.hea're NBC Participating 10,000 Voice of Firestone ABC Firestone Tire & Rubber 19,000
(99 sec. participations) Wanted (F) CBS American Home Products 32,000
mnibus CBS Aluminum Ltd. (S) 19,808 Warner Bros. Presents (F) ABC General Electric (S & A} 58,000
(Ya hour segments) ‘ Scott Paper (S) 19,800 Liggett & Myers Tobacco (S) 58,000
. Y,;:" :m""' | €8S Procter & Gamble 2,500 Monsanto Chemical (S & A) 58,000
ur Miss
yzark IJUb“reooks U] css Gener'al Foods 32,000 Wednesday Night Fights ABC Mennen Co. (S) 16,000
e ABC é\}r]ne;'ncanAHorlr,\e(z;oducls (A) gggg Pabst Brewing Co. (S) 16,000
arles Ante k . R
. What's My Line? CBS Sperry Rand 20,000
aul Winchell. .
nchell-Jerry Mahoney NBC Lionel Corp. (A) ) ggggg Wide Wide World NBC General Motors 150,000
reople are Funny (F) o i‘”ee's Co. g* A:e”“ (A) Savoo | Wild Bill Hickok (F) CBS Kellogg Co. 22,000
N BPF"MB’f o. (A) ri00 | Winky pink & You CBS Ideal Toy Corp. 5,000
2eople’s Choi F Toni Co. (A) ! World of Mr. Sweeney NBC Multi-sponsored 2,700
ce (F) NBC Borden 35000 | \wyatt Earp (F) BC G I Mills (A 26,500
Perry Como Show " ya arp A enera ills (A) ,
2 . NBC Gillette {S & A) 36,000 Parker Pen Co. (A) 26,500
(20 minute segments) Noxzema (S & A) 36,000 . )
You Are There CBS Prudential Insurance 25,000
Armour (S & A) 36,000 p 16000
Dormeyer (S, various weeks) 36,000 You Asked for !' (F) ABC Best Foods )
You Bet Your Life (F} NBC Chrysler Corp. (Dodge) 42,500
Gold Seal (S & A) 36,000 Wi ) A 38 000
Intntl. Cellucotton (S, various Your Hit Parade NBC  American Tobacco (A) 00
weeks) 36,000 Warner-Lambert (A) 38
[Person to Person CBS Elgin National watch Co. (A) 20,000 Youth Wants to Know NBC General Dynamics Corp.
Hamm Brewing Co. (A & R) 20,000 Zoo Parade NBC American Chicle (A)
Standard Qil Co. of Ind. (R) 20,000 Mutual of Omaha (A)

TELEVISION MAGAZINE

* DATA BOOK 1956
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Theirs is the most

b

.

f

complicated simple business

Television advertising isa very
simple business. TUs nothing but showing
people what you have to sell, and telling
themn about it,

JUs the husiness of the men and women
above - the Television Commercial De-
partment of Young & Rubicam

Dt why are there so many of them?

Vo do that siimple buginess well is proly
ibly the most complicated husiness in Lhe
waorld . T calls Tor more different ahilitic
thun any other part of advertising

), whal you see above are writers and
upervisors, artsts and art directors, film
producers, musicians, Chve” diveclor
tylhi color coperls, and rescarchers,

What yon carmo i Lheir breadth
and depth of experience

in the world

One man has had 20 years with a major
Hollywood studio. Another had his own
orchestra. There are ex-cditors, authors,
actresses, teachers, salesmen, itlustrators,
song-writers. [ashion-writers and a bewil-
dermg assortment of other backgrounds
represented.

Result: 4 wealth of xperienc: that can
come up wilh the answers Lo almost any
problent ol words, music. piclures, or pro-
duction.

Plus the specialized ability Lo express

those answers in fresh, exciting, dramatic
wavys.

Plus the instinct for thoroughness in
handling  the hundred-and-one  details
that often malies the dilference between
average and great.

When you add it all up, voucan
sce why a group like that pictured above
has a belter-than-average chance of turn-
ing the complicated business of Lelevision
into the simple, sound, sales-producing
meclhod ol advertising it can be.

Young & Rubicam, Inc.
ADVERTISING

New York o Chicago » Detroit

o Suan rancisco o Los Angeles

Hollywood  « Nontreal o Toronto o Mexteo City  « London

www.americanradiohistorv.com
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'‘ADVERTISER EXPENDITURES

Network time and program estimates for 1955

by company, product, show — a Television Magazine exclusive

uring 1955, advertisers invested $406,899,059 in
D gross network time. Their expenditures for pro-
‘rams are estimated to be in excess of $250,000,000. How
hey spent these dollars is detailed on the following pages.
For each company using network TV during 1955,
'ELEVISION MAGAZINE has compiled, by product and by
rogram, the total gross time charges, as reported by
‘ublishers Information Bureau, Inc., and our own esti-
1ated total program budgets for all telecasts during the
ear. These program estimates include evervthing the
dvertiser paid for production and talent. They do not
aclude the costs of the commercials. They are gross fig-
res, including agency commissions. Wherever film shows

basic price for such series—and for all other programs
now on the air—see the estimated weekly budgets in the
Production Cost section of the Data Book,

Also listed for each program are the agency placing
the business (if agencies changed during the vear, the
most recent 1955 agency is named); the number of sta-
tions carrving each program, as of the last month it was
telecast; and the number of telecasts during the vear.

It should be remembered that actual expenditures for
time might be as much as 257 less than the gross costs
quoted here, because of volume, frequency, and special
discounts.

ave used reruns during the year, the lower price for Key—NA: not available, +Simulcast cost, AM & TV in-
ach repeat showing is figured in to the total. For the cluded.
= of Total Estimated = of
Net-  Sta- Gross Program Tele-
lient & Product Program Agency work tions  Time Cost Total casts
DAM HAT STORES, INC. [ |
Gemex Watch Bands Stork Club BBDO { ABC 38 $ 29,185 $ 40,000 5
DMIRAL CORP. {
Admiral Major Appliances ‘ Who Said That Russel M, Seeds ABC 54 122,689 40,000 5
Admiral TV Sets & Appliances Life Is Worth Living Russel M. Seeds ABC 14 463,855 180,000 12
Life Is Worth Living Russel M. Seeds . Dum 163 817,445 255,000 17
DOLPH'S FOOD PRODUCTS 1
Adolph’s Meat Tenderizer & (
Adolph’s Salt Substitute Home Shelley NBC 90 53,068 70,000 10
LUMINUM CO. OF AMERICA
Alcoa Aluminum See It Now F&S&R CBS 52 826,398 648,000 27
Alcoa Hour F&S&R NBC 89 489,020 342,000 6
Today F&S&R NBC 64 87,017 106,200 13
Ding Dong School F&S&R NBC 54 8,022 1,600 1
Feather Your Nest F&S&R NBC 43 6,687 2,700 1
NBC Matinee Theatrs F&S&R NBC 50 9,502 10,000 1
Tennessee Ernie Ford Show F&S&R NBC 46 7.520 2,700 1
Tonight F&S&R NBC 50 9,134 11,200 2
World of Mr. Sweeney F&S&R NBC 48 7,982 2,700 )
Wear-Ever Cooking Utensils
& Alcoa Aluminum Foil Home F&S&R NBC 73 294,823 441,000 63
ALUMINUM GOODS MANUFACTURING CO.
Mirro-Matic Pressure Pan Today Cramer-Krasselt NBC 60 42,254 47,200 8
ALUMINUM LIMITED, INC. !
Aluminum Omnibus IWT cBS 69 546,131 514,800 26
AMANA SOCIETY
Amana Home Freezer Big Ten Basketball Games Maury, Lee & Marshall CBS 84 694,630 NA 10
Big Ten Football—
Pacific Coast Football Maury, Lee & Marshall CBS 57 125,980 NA 7
Amana Home Freezer & Air Conditioner You'll Never Get Rich Maury, Lee & Marshall CBS 130 92,394 80,000 2
Phil Silvers Show Maury, Lee & Marshall CBS 145 248,958 200,000 5
AMERICAN CHARACTER DOLL CO.
American Character Dolls Pinky Lee Show Sterling NBC 79 80,131 33,600 (2
AMERICAN CHICLE €O,
Clorets Chloraphyll Gum Famous Film Festival 0-F-$ ABC 55 22,500 14,500
Clorets Chlorophyli Gum,
Dentyne Chewing Gum Caesar’s Hour DF-$ NBC 146 818,942 1204 800 W
Caesar Presents D-F.S NBC 107 177,981 285 Gan

TELEVISION MAGAZINE + DATA BOOK 1956
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Clisnt & Product

ARMSTRONG CORK CO.

All: Products
ASSOCJATED PRODUCTS, INC.

5-Day Deodorant Pads

5-Day Deodorant Pads,, Kaywoodie Pipes
ATLANTIC REFINING CO.

Atlantic White Flash Gasoline,

Motor Oil, Lubficants

Pétroleum Products & Automotive Services

ATLANTIS SALES CORP.
French’s Bird Care Products

French’s Bird Seed & Pet Foods
Frerich’s Mustard & Spices

AVCO MANUFACTURING CORP.
Bendix Major Appliances
Bendix & Crosley Major Appliances

Crosley Major Appliances
B. T. BABBITT, INC.
Bab-O Cleanser
BAYUK CIGARS, INC.
Phillies Cigars

BEATRICE FOODS €O:
La Choy Chinese Food Products
BEECH-NUT PACKING CO.
Beech-Nut Foods for Babies, Coffee,
Gum & Peanut Butter |
BELTONE HEARING AID CO.
‘Beltone Hearing Aid ’

BENRUS WATCH CO., INC.
Benrus Watches

BEST FOODS, INC.
Nucoa Margarine, Hellman’s Mayonnaise
Skippy Peanut Butter

Shinola Shoe Polish, Rit Tints & Dyes
BIRGE CO., INC.
Birge Wallpaper-Home
HAZEL BISHOP, .INC.
Compact Make:Up, Lipstick
& Complexion Glow Rouge
Lipstick & Complexion Glow Rouge
Lipstick, Nail Polish !
& Complexion Glow Réuge I

BISSELL CARPET SWEEPER CO.
Bissell Carpet Sweepers

BLACK & DECKER MFG. CO.
[Electric Tools

I

|

BLOCH BROTHERS TOBACCO CO.
Kentucky Club Pipe Tobacco-Contest l
Kentucky Club Pipe Tobacco-Contest
{eff. Oct.} Kentucky Club Pipe Tobacco |
BLOCK DRUG CO., INC.
Amm:-i-dent Tooth Paste {
& Pycopay Toothbrush |
Amm-i-dent (Super} Tooth. Paste ]
IBORDEN €O.
Borden’s Dairy Products l

Borden’s Instant Coffee & Other Products |

Borden’s Instant Coffee, Starlac 1
BOURJOIS, INC.

Cosmetics |
BRILLO MANUFACTURING €O, INC. w“

Brillo Soap Pads & Brillo Cleanser

BRISTOL-MYERS CO. |
Ban Daddorant, Vitalls |

60

TELEVISION MAGAZINE e

e A4 .
# of Total Estimatec
Net- Sta-  Gross Program
Program Agency wotk tons Time Cost * Tofal = =
I ;. I ! ]
Armstrong Circle Theatfe: BBDO NBC 71 -$ 1,374,555 $ 1,550
Tony Martin Show Grey NBC - 68 512,800 2’
Arthur Murray Paity Grey NBC 137 3(5,978 10!
i
Chicago Tribune Al Star { | - A Fr
Football Game | Ayer ABC 24 14,722
National Football League b
Championship Game . Ayer | NBC 21 118,843
Howdy Doody | -RrR.A. Foley NBC 65 133,248
- Pinky Lee Show R. A. Foley | NBC 5?: 40076 4
Today R. A. Foley ‘} INBC . 55 71,571 N
World of Mr. Sweeney JWT ‘ NBC 42 28i1,330
Home | paB [ NBC 55 21,905
Douglas Edwards | ] 9 "
with the News I tudgin CBS 84 841/,770
Midwestern Hayride y Lludgin NBE 22 3@0,@14
NCAA Football Games | Ludgin NBC 106 373,589
Home - B&B NBC 55 34,542
NBC Matinee Theatre D-F-S NBC 160 30,6_9_7
- |
Saturday Night Fights Ellington ABC 25 49,125
Walter Winchell ! D‘Arcy ABC 3r 136,470
Heme FC&B INBC 57 42,133
Dr. Spock K&E NBC 42 120,655
Famous - Film Féstivall | Olian & Bronner ABC 54 22,500
Today | Oli'gnn & Bronner NBC 73 34,001
Today ‘Biow NBq 59 9,502
1
Robert Q. Lewis Show DiF:S ' ces 69 34,860
You: Asked For It Guild Bascom . B
& Bonfigli ABC 42 1,204,859 832,000
Garry Moore Show ‘Ludgin CBS 75 421,197 82,500
Honie Hutchins NBC 56 94,730 2, 08
| 4
Dunninger Show Spector NBC 81l 461,253 275,000
This Is Your Life | Spector NBC 107 1,121,703 1,470,008
Martha Raye Show ‘ Spector | INBC 106 369,825 ,'a?.'
Place the Face |  Spector | Nec &7 543;619 240,
Max Liebman Presents Spector | NBC 95 237,280 300,000
Home Ayer NBC 64 277,659 413,000
Today Ayer NBC 55 208,390 265,500
Home Van Sant Dugdale NBC 57 15,320 21000
Today Van Sant Dugdale NBC 61 52,830 59,000
Tonight Van Sant Dugdale NBC 50 42,851 61,661
Today Hoyt i NBC 56 32,255 47,200
I o
Tonight Hoyt - NBC 50 55,533 7,608
Dangér Cohen | cBs = 69,2401 32,6005
Famous: [Film Festival | Cohen ABC 54 15,000 113,00
Way of the World ‘I Y&R NBC 5! 1,394,800 306,809
Date With Life - Y&R INBC 49 407,970 93,600
Justice Y&R NBC 82 936,735 484,000
Make the Connection Y&R ‘ NBC 84 523,368 195,000
Paopla’s Cholce Y&R | NBC 84 533,238 455,000
Garry Moors Show DCS&S CBS 89 495,095 122,850
‘ | A
Home FC&B NBC 59 31,056
Tonight FC&B ' NBC 50 22,835
1 | y
So You Wont to Laad a Band |‘ Jwrt | ABC 39 82,620
Star Tonlght JWT | ABC 48 1,130,700
i
Four Ster Playhouss \ll Y&R | ces 108 176,760
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SALESMANSHIP

I

In station representation it’s salesmanship that counts

With us everything is geared to the
driving force of SALESMANSHIP.
That’s the only commodity we have to
sell, and every function of our business
is designed to improve it.

Study of growth curves of stations
“Represented by Blair-TV” will point
to the conclusion that superior salesman-
ship can push any alert, well-managed
station into the number one place in
its market.

Our record of performance on these
fine television stations is open for your
mspection at any time.

STATION « MARKET
WTVR — Richmond, Va.

WDSU-TV ——New Orleans, La.
WOW-TV --Omaha, Nebr.
WBNS-TV — Columbus, Ohio
KING-TV — Seattle-Tacoma, Wash.
KTTV — Los Angeles, Calif.
WBKB — Chicago, Ill.
WXYZ-TV - Detroit, Mich.

WGBI-TV — Scranton-Wilkes-Barre, Pa.

WHBQ-TV — Memphis, Tenn.
WDBO-TV — Orlando, Fla.

WABT— Birmingham, Ala.

KOVR — San Francisco-Stockton, Cal.
KTRK-TV — Houston, Texas
WEFIL-TV — Philadelphio, Pa.
KVOO-TV —Tulsa, Okla.

WFLA-TV —Tampa-St. Petersburg, Fla.

WPRO-TV — Providence, R. |.
WIIC — Pittsburgh, Pa.
WNBF-TV —Binghomton, N. Y,

TELEVISION'S FIRST
EXCLUSIVE NATIONAL
REPRESENTATIVE

New York « Chicogo ¢ Detroit ¢ Boston
Son Froncisco + Dollos = St. Louis
Jacksonville + Los Angeles ¢ Seottle
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Client & Product

Program

# of
Net- Sta-
work  tions

Bufferin Antacid Analgesic

Bufferin Antacid Analgesic, 1pana Tooth
Paste, Vitalis, Ban Déodorant

Ipana Tooth Paste

Ipana Tooth Paste, Ammen & Minit Rub

Ipana Tooth Paste, Ammen’s Medicated
Powder & Trushay Hand Lotion

Ipana Tooth Paste, Sal Hepatica,
Mum & Ammen

BRITISH-AMERICAN TOBACCO CO., LTD.
Raleigh Cigarettes & Sir Walter
Raleigh Tobacco
Viceroy Cigarettes

BROWN SHOE CO., INC.
Buster Brown Shoes
E. L. BRUCE CO.
Bruce Floor Waxes & Cleaners
CALIFORNIA PACKING CORP.
Del Monte Canned Vegetables,
Fruits & Other Products

CALORIC STOVE CORP.
Caloric Gas Ranges
CAMEOQO CURTAINS, INC.
Cameo Curtains
CAMFIELD MANUFACTURING CO.
Camfield Small Appliances
CAMPBELL CEREAL CO.
Malt-O-Meal Cereal

CAMPBELL SOUP CO.
Campbell’s Soups

Campbeli’s Soups & Other Products

All Products

Swanson Canned Poultry & Meat Products

Swanson Frozen Foods
Swanson Frozen Poultry
CARNATION CO.
Carnation Brand Milk Products
Carnation Evaporated Milk
Carnation Evaporated Milk, Fresh Miik,
Malted Milk, Instant Milk, Choc. Drink
Carnation Instant Powdered Milk
CARTER PRODUCTS, INC.
Arrid, Rise Shave Cream & Other Products

Carter’s Little Liver Pilis

CHESEBROUGH-POND'S, INC.
All Products
Pond’s Creams, Powders, Lipstick
& Make-Up Mist
Vaseline Hair Products
Vaseline Lip Ice
CHRYSLER CORP.
Chrysler Corp., General Promotion
Chrysler Passenger Cars

Chrysler Passenger Cars, Ports & Service
De Soto Passenger Cars
De Soto Passenger Cors, Parts & Service

62

Arthur Godfrey Time

Four Star Playhouse
Mickey Mouse Club
Garry Moore Show

Garry Moore Show

Your Favorite Playhouse
Stage Seven
Alfred Hitchcok Presents

Penny to a Million
The Line-Up
Undercurrent

Robert Q. Lewis Show

Smilin’ Ed McConnell

Today

Home
Today
Tonight

Home
Home
Tonight

Morning Show
Today

Lassie

Pride of the Family

Dear Phoebe

S:ar Stage

Mickey Mouse Club
Abbott & Costello
Howdy Doody

Pinky Lee

Today

Bob Crosby Show

Robert Q. Lewis Show
Cotton Bowl Football Game
Sugar Bowl Football Game

Mickey Mouse Club
Burns and Allen

Bob Crosby Show
Today

Meet Millie

Name That Tune

Hollywood Tryouts

Famous Film Festival

Morning Show-—Psnorama
Pacific

Pond’s Theatro

Star Stage
Cotton Bowl Football Game
Today

East-West Foothall Game

Climax

Climax-Shower of Stars

Famous Film Festival

J. L Hudson Co. Thanks-
glving Day Parade

Today

I1t's a Great Life

Today

You Bet Your Life

The Best of Groucho

Y&R

Y&R
DCS&S
DCS&S

DCS&S

Y&R
Y&R
Y&R

Russel M. Seeds
Bates
Bates
Bates

Burnett

Christiansen

McCann-Erickson
McCann-Erickson
McCann-Erickson

Geare-Marston
Product Services
Hanson & Hanson

Campbell-Mithun
Campbell-Mithun

BBDO

BBDO

BBDO

BBDO
Burnett
Burnett
Burnett

Grey

Grey
Tatham-Laird
Tatham-Laird
Tatham-Laird
Tatham-Laird

Erwin, Wasey
Erwin, Wasey

Erwin, Wasey
Erwin, Wasey

SSC&B
SSC&B
SSC&B
SSC&B

SSC&B
JwT

JWT
JWT
JWT

McCann-Erlckson
McCann-Erickson
McCann-Erickson
McCann-Erlckson

McCann-Erickson
McCann-Erlckson:
McCann-Erlckson
BBDO
BBDO
BBDO

cBs 52
cBs 9w
ABC 88
cBs 66
cBs 57
cBS 75
cBS 80
cBs 101
ABC 46
cBS 170
css 137
cBs 51
ABC 38
NBC 29
NBC 96
NBC 61
NBC 50
NBC 64
NBC 50
NBC 50
cBs 27
NBC 20
cBs 82
NBC 61
NBC 88
NBC 98
ABC 88
cBS 53
NBC 55
NBC 49
NBC 63
CcBS 80
cBs 78
NBC 101
ABC 69
ABC 88
CBS 145
cBs 107
NBC 58
cBs 97
CBS 66
cBs 66
ABC 54
CcBS 59
ABC 25
NBC 75
NBC 101
NBC 68
NBC 102
cBS 126
cBS 163
ABC 55
ABC 82
NBC 56
NBC 14
NBC 55
NBC 154
NBC = 153

TELEVISION MAGAZINE'. ¢

Total
Gross
Time Cost

$ 1,060,848
901,770
200,445
519,217

73,245
146,460

1,467,280
576,480

344,709
1,246,416
348,111
232,675

201,203

137,484

161,776

127,124

119,951

40,790

8,686

42,367

23,056
43,355

1,151,964
177,936
890,768
406,513
297,187
144,608
182,947

37,428
32,418
335,508
162,795
50,929
14,384

200,485
1,322,400

130,150
96,893

1,014,270
182,760
29,745
30,000

6,902
755,438

337,269
50,929
42,729

271,456
1,410,255
3,323,720
7,500

21,002
9,790
2,270,793
4,858
1,942,206
798,069

b ——— L

Estimated
Program
Total

$ 416,000t

672,000
35,100
163,800

18,900

100,000
875,000
546,000

260,000
750,000
105,000

63,000

90,000

395,300

217,000
153,400
156,800

56,000
14,000
56,000

8,800
171,100

852,500
90,000
747,500
315,000
35,100
81,000
30,800
16,800
35,400
111,000
53,550
INA

NA

35,100
910,000

29,600
118,000

525,000
90,000
NA
26,000

1,100
NA

280,000
NA
47,200

NA
783,000
1,931,000
6,500

NA
11,800
2,054,000
5,900
1,572,500
210,000

DATA BOOK |
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FREE & PETERS
now represents

IR XY VA Radio 1100

and

K.Y VWA ~-"X"V Channel 3

(Formerly WTAM and WNBK)

100K wHO'S coME To CLEVELAND!

Two brand new Westinghouse Broadcasting
Company stations—KYW for the best of radio,
KYW-TV for tops in television. It’s another
brand new Free & Peters market! Both Chan-
nel 3 and Radio-1100 are typical of the famous
Westinghouse family of stations, bringing to
Cleveland homes topnotch entertainment, top
news coverage, technical perfection—the best
in sight and sound in town. For complete in-
formation, call your Free & Peters “Colonel.”

WESTINGHOUSE BROADCASTING COMPANY, INC.

RADIO TELEVISION

BOSTON—-WBZ+WBZA BOSTON—-WBZ-TV
(\ PITTSBURGH-KDKA PITTSBURGH—-KDKA-TV
CLEVELAND—-KYW CLEVELAND—-KYW-TV
. e FORT WAYNE—WOWO SAN FRANCISCO—KPIX

PORTLAND—KEX

www.americanradiohistorv.com
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Client & Product

Program

Dodge Passenger Cars

Plymouth Passenger Cars

CHUN KING SALES, INC. ‘
Chun King Chinese [Foodl Products

CHUNKY CHOCOLATE CORP. I
""Chunkies’’ Chocolate Candy l

CIBA CO., INC. II

Pharmaceuticals I

CLUETT, PEABODY & CO., INC. |
All Products |
Arrow Shirts—Men: |

COCA-COLA CO.
Coca-Cola

COLGATE-PALMOLIVE CO.
Colgate Dental Cream

Colgate Dental Cream, Palmolive Soap, Vel
Colgate Dental Cream, Lustre-Creme
Shampoo, Vel, Barber Shave,
Palmolive Shave Cream
Colgate Dental Cream, Vel, Super Suds,
Fab, Ajax,.Palmolive Soap
Palmolive Shave Cream, Veto,
Lustre Cream Shampoo, Vel

Palmolive Soap, Halo Shampoo, |
Colgate Dental Cream, Ajax

Fab Detergent, Ajax Cleanser,
Halo Shampoo, Cashmere Bouquet Soap
Fab, Colgate Chlorophyll Tooth Paste,
Cashmere Bouquet Soap,
Cashmere Bouquet Lotion
COLUMBIA BROADCASTING SYSTEM, 'INC.
CBS Hytron Picture Tubes
CBS Television Sets
CBS Television Sets & LP Records |
CBS Television & Radio Sets

COMSTOCK CANNING CORP.
Comstock Pie-Sliced Fruit
& Vegetables & Apple Sauce
CONTINENTAL BAKING CO.
Wonder Bread, Hostess Cake

CONNECTICUT CHEMICAL RESEARCH CORP. !
Hep Insect Killer !

CONVERTED RICE, INC. 1
Uncle Ben’s Converted Rice 1

CORN PRODUCTS REFINING CO. 1
Mazola Oil i
Mazola Oil & Karo Syrup

COWLES MAGAZINES, INC.
Look Magazine

CRANE CO, f
Crane Plumbing Equipment—Home

CROWELL-.COLLIER PUBLISHING CO.
Collier’s Magazine

Woman'’s Home Companion Magazine

CULLIGAN, INC.

Culligan Soft Water Service & Unlt—Home
HELENE CURTIS INDUSTRIES, INC.

Helene Curtis Halr Preparations

64

Break the Bank

Lawrence Welk Show

Make Room For Daddy

U.S. National Open
Golf Tournament

That’s My Boy

Plymouth News Caravas

Garry Moore Show
Super Circus:

Horizons
Medical Horizons

Home
Today

Mickey Mouse Club
Coke Time

Ding Dong School
Howdy Doody

Howdy Doody

Feather Your Nest
Adventures of Champion

Strike 1t Rich

Sirike It Rich
The Millionaire

Colgate Comedy Hour
Colgate Variety Hour

Modern Romances

The Big Payoff

-Garry Mooré Show

Arthur Godfrey & His Friends

See It Now

Arthur Godfrey’s Talent Scouts

Life with Father
Willy

Garry Moore Show
Howdy Doody

Today

Garry Moore Show

Arthur Godfrey Time
Robert Q. Lewis Show

Home
Today
Tonight

Morning Show

Home
Today
Tonight
Home
Todsy

Home

Professlonal Father
Robert Q. Lowis Show
Caesar’s Hour

Today

Tonight

Grant
Grant
Grant

Grant

BBDO

Ayer

JWT

Hilton & Riggio

Kieswetter, Baker
JWT

-Y&R

Y&R

D’Arcy
D’Arcy

Bates
Bates
Bates
Esty

Bates

Esty

Esty
Bates

Bates
Esty

Bryan Houston

Esty

Bennett & Norithrop:

Bates
Bates
Bates
Bates
Bates

: Burnett

Bates

Ovesey, Berlow
& Strauss

Burnett

C. L. Miller
C.[L. Miller

McCann-Erickson
McCann-Erickson
McCann-Erickson

Burnett

Kudner
Kudner
Kudner
McCann-Erlckson
McCann-Erickson

Gronz

Ludgin
‘Ludgln\
ludgin
Budgin
Ludgin

# of
Net-  Sta-
work tions

ABC 174
ABC 165
ABC Ml
NBC 98
CBS . 133
NBC 84
CBS 64
ABC 37
ABC 16
ABC 38
NBC 55
NBC 55
ABC 88
NBC 104
NBC 0
NBC 77
NBC 64
NBC 92
CBS M5
CBS 94
CBS 112
CBS 136
NBC 133
NBC 134
NBC ' 106
CBS 96
CBS 86
CBS. 156
CBS 14
CBS 97
CBS 76
‘CBS 80
CBS 57
NBC 54
NBC 62
CBS 74
(o: 54
‘CBS 75
NBC 47
NBC 53
NBC 32
CBS 55
NBC 47
NBC 54
NBC 36
NBC 47
NBC 55
NBC 73
CBS 126
CBS &l
NBC 120
NBC 55
NBC 36

Total. Estimated
Gross Program
Time Cost Total
$ 2,251,198 $ 927,500
1,620,661 189,000
951, 414 910,000
77,330 NA
43,512 27,000
2,896,260 873,000
344,675 81,900
147,754 98,000
97,620 55,000
340,560 160,000
88,478 126,000
127,725 147,500
301,272 35,100
2,711,090 1,232,000
238,217 41,600
651,514 142,800
477,470 109,200
1,228,249 353,700
95,760 70,000
5,105,597 780,000
88,050 221000
2,380,500 1,372,000
1,463,155 1,445,000
1,989,850! 1,760,000
1,792,670 326,000
3,187,346 468,000
87,490 18,900
462,876 315,000
53,406 24,000
285,048 210,000
596,007 67,500
206,500 176,500
144,470 37,800
102,047 145,600
115,682 17,700
578,190 138,600
411,783 1180,000f
382,194 122,850
22,213 35,000
21,93 29,5<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>