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On February 8, WNBQ presented a special preview, in
color, of the Art Institute of Chicago’s historic Paul Gauguin
exhibition. Because of its unusual interest the program was
colorcast on the NBC Television Network. Critical response
was warm and wide-spread. The Chicago Sun Times called
it an “artistic coup.” The Chicago Tribune said it was

“superb.” And from the nation’s Capital: “a work of art

.. SO MUCH LIGHT,

kel

as a TV show.” From New York: “a masterly achievement.

“So Much Light, So Much Color” was one in WNBQ’s

monthly series, “Chicago Showcase,” exploring the cultural
range for Chicago viewers. It is an important phase of the
balanced schedule which provides rewarding television for

every taste . . . and which marks WNBQ as the quality

television station in Chicago. WNBQ

NBC TELEVISION IN CHICAGO

IR, |

SO MUCH -¢aLOR”
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local boy makes good business... via SPOT TV

Only the hometown newscaster can give taxes and
tornadoes a local twist. That’s why his audience is
important news to national advertisers. Between
the headlines, he sells everything from tires to

KOB-TV . vttt Albuquerque KARK-TY © oot e e e

WSB-TV .o e Atlanta KCOP . s Los Angeles
KERO-TY ... ... ... . v Bakersfield WPST-TV .o

WBAL-TV ... Baltimore WISN-TV ... .. ...

WGN-TV .......ovooiiei oo, Chicago KSTPTV « oo Minneapolis-St. Paul
WFAA-TV Dallas WSM-TY .

WNEM-TY ..o Flint—Bay City WTAR-TY oo oo
WANE-TV ... Fort Wayne KWTV oo Oklahoma City
KPRC-TV ... . Molames e« Sliammomanel s oiome B oo oo ol Houston KMTV e e
WHIN-TV ..o, Huntington-Charleston WTIVH o

Television Division

tomato soup. Bulletin to sales-minded executives:
he’s a powerful reason to join the host of national
advertisers who have made SPOT-TV their basic
advertising medium.

WIAR-TV ... Providence
WTIVD .. Raleigh-Durham
KCRA-TY .. e Sacramento
WOALTY .. ... San Antonio
KFMB-TV . ... San Diego
KTBS-TY .. s Shreveport
WNDU-TV ... ... ... South Bend-Elkhart
KREM-TV ... . i Spokane
KOTY Tulsa
KARD-TV .. ... Wichita

Edward Petry & Co,, Inc.

NEW YORK ¢ CHICAGO

The Original Station Representative

« ATLANTA ¢ BOSTON s DALLAS « DETROIT » LOS ANGELES » SAN FRANCISCO « ST.LOUIS
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ice at the Brink

How
television
serves

its public

The Face of Red China
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IF YOU'RE STILL AMAZED by the Ameri-
can people’s insatiable appetite for
television, you might find the answer
in the record of how it serves most of

its public most of the time.

The 19,000 broadcasts presented by
the television networks in a single year
are 19,000 responses to the demands
and needs of television’s many differ-

ent “publics.”

ONE mMEASURE of how well television
serves their needs is supplied by the
audience itself. Every night, for ex-
ample, during the average minute, 61
million people are watching their tele-
vision screens, and this number grows
larger every year. Week after week
they transform television into the na-
tion’s biggest theatre, concert hall,
lecture platform, house of worship and

source of news.

Another index of its performance can
be found in the annual George Foster
Peabody Awards—“the Pulitzer prizes
of broadcasting.” Recenltly all of the
networks were honored for their con-
tributions to the medium in this grati-
fying competition in which the public
reaps the richest rewards.

FOR THE THIRD CONSECUTIVE YEAR, the
Peabody Committee presented what it
termed its “most important” award —
the one for “Public Service”—to the
CBS Television Network. The award
was made for a series of special CBS
News programs, most of which were
scheduled at night to reach the largest
possible audiences.

The citation said in part: “Several of
these comprehensive reports treating
the news in depth were issued when the
news was still white-hot and were sig-
nificant contributions to public under-
standing of very important issues.”

The committee also honored the Net-
work for Television Musical Entertain-
ment (Lincoln Presents Leonard
Bernstein and the New York Philhar-
monic .. .“has inspired a resurgence
of interest in symphonic music...”)
and for Television Dramatic Enter-
tainment (Playhouse 90 . . . “stands
alone among dramatic programs in

television in aiming at the best...”)

IT WOULD SEEM ONLY TOO CLEAR that
the American people give more of their
attention to television than to any
other medium of communication be-
cause television gives them so much
more of what they want. And because
they find so much, in such even bal-
ance, at a single point on the dial, they
turn their attention most often to...

THE CBS TELEVISION NETWORK ®


www.americanradiohistory.com

“Ien years

of hard labor!” Hard labor to corner the top studios’ best feature films. Hard labor
to create provocative, headline-making local programming. Hard labor to present

more news more dynamically. Yes, ten years of hard labor have made WJAR-TV
far-and-away the number one station in 10th Anniversary of CHANNEL 10

the PROVIDENCE MARKET. Now, on WJ AR TV
its tenth anniversary, WJAR-TV looks for-
ward happily to serving another sentence. Cock-of-the-walk in the PROVIDENCE MARKET

NBC - ABC - Represented by Edward Petry & Co., Inc.
o _

www americanradiohictorv com
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Crosley Broadcasting Corporation,
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You won't find our ten birthday candles on a cake.

Instead, you'll find them scattered out there in
the darkness—wherever they are needed to make
some lives a little brighter.

Because our ten birthday candles represent not
only our ten years in television-——but more important,
our ten years of public service in television.

For it has long been the principle of the Crosley
Broadcasting Corporation tHat a Television Station
or a Radio Station must he truly a good neighbor
in its community—by putting public service above ;
all other considerations. . S

So on our tenth birthday at WLW-C Columbus { WLW=C
and WLW-D Dayton, we don't look back, but forward .=~ | Television.
to the many ways in which we can continue to , - "\ Columbus.-
fulfill this public service responsibility in keeping YR e =N
with the tradition of the WLW Stations. .\ 20f the 6 dynamic

k. - | WLW=D | wlw stations
Television o
Dayton - e

a division of Mveo
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MORE TVHOMES AT LESS COST
IN AMERICA'S 28™ TV MARKET

Only Channel 9 dominates the Upper Ohio Valley

WSTV-TV Steubenville-Wheeling: thore 4 8 3 U 0
an 2
7

TV HOMES*

Nearest Competitor: 347,100 TV HOMES

WSTV-TV LEADS BY 135,200 TV HOMES

Only WSTV-TV, Steubenville-Wheeling, guarantees more homes, greater coverage
in America’s rich Steel and Coal Center. (Excluding Pittsburgh)

Lowest cost-per-thousand guarantees better return for every invested dollar. Only

WSTV-TV offers famous “Shopper-Topper” Merchandising Service to any 13-week
advertiser. Avery-Knodel or your nearest Friendly Group Office has all facts.

ws I v- I v CHANNEL 9 CBS-ABC
Steubenville-Wheeling

A Member of the Friendly Group
60 East 42nd St., N. Y. e 211 Smithfield St., Pittsburgh e Exchange Realty Bldg., Steubenville, Ohio
WSTV-TV, WSTYV, Steubenville o WPIT, Pittsburgh ¢ KMLB, Monroe, La. ¢ KODE-TV, KODE,
Joplin, Mo, ¢ WBOY-TV, WBOY, Clarksburg, W. Va. e WPAR, Parkersburg, W. Va.

*Television Magazine

www americanradiohietorv com
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TV NETWORK
BILLINGS SHOULD

RISE OVER 10% IN 1959

VITAL STATISTICS

Preliminary estimates show that na-
tional advertisers are spending morc
money in TV this year than last. The ad-
vertiser trek to TV ties in with the
upward trend of the economy. The Gross
National Product, for example, is head-
ing toward a year-end total of $465,000.-
000,000, a projected increase of 69, over
1958,

As advertisers flock in, network gross
time billings, at the present rate ol
growth, should gain well over 109, this
year over 1958. Spot TV—perhaps a bet-
ter barometer ol the healthy Dbusiness
climate—may rise as much as 15%,. The
only word of caution is that a possible
steel strike in the third quarter might
aftect the rest of the economy and year-
end TV billings as well.

Advertisers put most money in TV

On the other hand. there is absolutely
no question that TV now is the one
medium where the nation’s advertsers
put most of their money. The $1.360,-
000,000 spent in 1958 in TV represents i
79, gain over the previous years. Of this
$1,360,000,000, about 819, came {rom
national advertisers. This amount—
51,100,000,000—represents an 89, increase
over the $1,016,900,000 spent nationally
m 1957 TV,

Conversely, other media lost in billing.
Newspaper expenditures came o $715,-
000,000—2a (11‘01) of 89, from the S$809,-
700,000 spent In newspapers in 1957,
Magazine billings dropped also: {rom
$814,300,000  (1957) to  $770,000,000—
tlown 69;. Radio also lost, but not neces-
sarily to the benefit of TV; here, the fact
was that it fell victim to the rccession,
dropping 29, in billing—{rom $251,800,-
(00 (1958) to $246,000,000.-Also showing
up a loser: outdoor media, ofl 29, —Irom
5139,100,000 to $134,400,000.

BUSINESS

TV NETWORK BILLINGS

millions 1957

o 1958 is0s0000000 08 1959 mvsws, sy, ,

35

1

oY .
|"m;\\“—1 February '59 February 58

\ s
LS 4. K ABC $10,024,460 §$ 8,441,988
-
AN ARl N 3 CBS 20,806,220 19,410,741
LJ
‘.‘ o “, NBC 18,036,964 16,785,315
e | & *
45 “" V”J

40

%, Total $48,867,644 $44,638,044
6 T

"+|.|III:

Source: LNA-BAR
As releosed by TvB

35

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

TV VIEWING WEEKDAY-NIGHTTIME SETS-iN-USE FOR MARCH

FOR SPOT BUYERS: 9, Sets-in-use by Local Time FOR NETWORK BUYERS
% Sets-in-use by EST

Hour Eastern Time Zone | Central Time Zone | Pacific Time Zone Total U. S,

5 PM 35.4 ’ 30.8 16.3 31.5

6 PM 40.9 47.8 42 .4 43.4

7 PM 501 ‘ 63.7 55.3 55.3

8 PM 65.5 | 67.8 64.0 66.0

9 PM 67.9 I 62.8 62.7 65.2
10 PM 59.3 46.4 46.0 53.3
11 PM 35.7 ‘ 20.0 17.5 27.7
MIDNIGHT 16.5 5.8 7.8 11.5

Source: ARB, March, 1959

TV NETWORK COST PER THOUSAND

1957 1958 susnunansnanss 1959 ww mw
4.50 January 1959 index: $3.23
4.25 o This graph ftraces 4'rhe r.rend in
“\‘ r” c-p-m per commercial minute of
4.00 a8 %, a representative network half-
ALK i ' “, ““‘T" hour. Based on all sponsored
375 — At ot ’-',’ shows telecast 9:30-10 p.m.,
'. N.Y.T., during the ARB rating
3.50 — p L7y week, it provides a continuing
',é yardstick of the performance of
3.25 ¢ nighttime TV. This index is ob-
tained by dividing the total costs
3.00 of the programs by the total
number of homes reached by
275 these shows, then dividing this
by the number of commercial
2.50 minutes.
2.25 Sources: ARB, LNA-BAR N
JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC RSl e N2
TELEVISION MAGAZINE / May, 1959 ]
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“The state employs

thousands of people : Z\V's
to put you in jail o 4 Powerful New TV Series

if you do wrong. &'

There is not one 3 1‘ ‘
to help you if you i

have been unijustly |

convicted. That's :

where | come in” :

... says

HERBERT L. MARIS ) | , ’ l
;- g~ L : ‘., ;“{-4;1 * 3 ,;-u-‘-‘ e ; ¢

Stories of people unjustly accused . . .
and the one man who brings them their

ONLY CHANCE OF HOPE!

S Spom

=

—_
B 1
. —

= -

P
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stars as HEF L. I&
successful corporation fm

who risks his reputation
to see that JUSTICE IS D

The DRAMA of people in

trouble with the Law . ..
of the innocent who cry

“I DIDN'T
DO IT!”
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PEOPLE

o the dream merchant. no better example exists of rele
vision’s cnormous impact on Sunsct and Vine than the way
Senor Desiderio Alberto Arnaz y de Acha III showed his
allection to witely partner Lucille Ball Arnaz. To celcbrate
ther 16th anniversary, he calmly picked up the I4-acre
RKO Stucio lot where, m 1940, they met one another,
racked up the now-famous Desilu nameplate. T'he realist,
on the other hand, will cite Ralph M. Cohn, since March
[958 president of Screen Gems Inc. and vice president of
parent Columbia Pictures Corp. Though not lacking a
super-charged publicity apparatus, Cohn, a visionary, less
volatile fellow, spent the last decade quietly parlaying an
mital $200.000 by Columbia into one ol the most carefully
planmed, most widely-diversificd TV hlm operations today.
his year, on its 10th anniversary, SG expects a 1958 gross
imcome ol $35,000,000. Both gentlemen “‘star” in the story
on page 17.

The three men studying the “profile chart” of their TV
activities represent the nation’s largest steel producer. Guid-
mg U. 8. Steel's quest lor a corporate image (page 50) are
TV statt divector Charles M. Underhill, p. 1. vice president
and assistant to the board chairman Phelps H. Adams and
public relations administrator Charles W. Huse. Under-
hill was GBS TV's frst program director (1948-51), then

Prog¢ g vice president at ABC-TV (1951-54). Both
Husc Adams are old newspaper hands, Huse working
his v to U. S. Steel via the San Francisco Chronicle and
Lxa dams by way of the now-defunct New York Sun.

No concerned with the TV image is former Young &

Rubicam  (1936-48), CBS-TV (1948-58) executive Harry
Ackerman, now production vice president at Screen Gems.
As president ol the National Academy of TV Arts & Sci-
ences (page H4), Ackerman acts as Emmy’s guardian, no
mean task. Unlike 31-year old “Cousin Oscar,” Emmy 1is
young and does not owe her name to the fact that she looks
like someone’s uncle.

No name at all exists for the packaged goodies used by
“the men from Cunningham & Walsh” in this month’s
ledia Strategy series (page 70). CRW’s senior vice president
and media director Newman F. McEvoy, with the agency
since 19258 says “the flavor speaks louder than any words.”
Mac's skill in plotting 1adio-TV campaigns is attested to
by Texaco’s Don Stewart, an important CRW client (page
58). Himselt an ex-agencyman (BBDO, 1928-33, |. Walter
Thompson, 1934-36), Stewart used to shoot 75 in goll,
of late has begun to tace tacts and has taken up photography
‘where nobody reminds you ol your shooting score.”

Scormg pretty well in TV spot recall is Ward Baking Co.’s
anumated spokeswoman, NMiss Emily Tipp (page 60). One
who understandably couldn’c be more pleased with the fact
that Tip Top Bread quadrupled its recall value in slightly
morce than a year is Ward advertising vice president A. F.
(Gus) Guckenberger, who writes, that “We waich these
studies very carefully .. actually, they do substantiate most
of our indings.’

RALPH M. COHN

C. M. Underhill, P. H. Adams, C. W. Huse

HARRY ACKERMAN

A. F. GUCKENBERGER

DONALD STEWART

12 TELEVISION MAGAZINE / May, 1959
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Run it once-a-week or stripped across the board . .. in any
size market—small, medium or large . . . daytime, early
evening or nighttime . .. IT’S A GREAT LIFE delivers the big
audience every time!

Here’s a series that’s topping its own outstanding network
record with an even more successful syndicated run. Look
at these ARB scoves:

DAYTIME STRIP-—Knoxville, Tenn. (Mon.-Fri., 1:00
p.m.) Leading its time period with a four-week 60%
share and a 9.2 rating, IT’S A GREAT LIFE is among the
highest-ranking daytime strips in the market.

EARLY EVENING —Cleveland, Ohio (Saturdays, 7:00
P.m.) —IT’S A GREAT LIFE tops SEA HUNT to lead in its

- VICTO

“No matter
% how you
- splice it...”

“IT'S A ,;
GREAT
LIFE"

-

time period with a 23.9 rating, 49% share-of-audience.

NIGHTTIME—Huntington, W. Va. (Sundays, 10:30
p.m.) —IT'S A GREAT LIFE, with a 15.5 rating, 36 % share,
leads in its time period, the first program ever to beat
WHAT'S MY LINE in this market.

No wonder IT'S A GREAT LIFE has already been renewed for
a third consecutive cycle in Seattle and Detioit! No won-
der it's just been bought in Los Angeles for a full three
cycles in advance!

Whoever you are, wherever you are, whatever your pro-
gramming problem, a moment’s calm reflection will reveal
the sensible solution—1T’S A GREAT LIFE!

YAM SALES

A DIVISION OF CALIFORNIA NATIONAL PRODUCTIONS, INC. « Canadian Representative: Fremantle of Canada, Ltd.

www.americanradiohistorv.com
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AWARDED TO
A LOYAL AND SUCCESSFUL ASSOCIATE
IN APPRECIATION OF
HIS FIRST FIVE YEARS
PETERS. GRIFFIN. WOODWARD. INC.

M T
: . - e
: ]H * g . *-‘\-_ " _._- s .
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THE PGW COLONEL SAYS:

‘““Here at PGW we
operate on the theory
that our Colonels work

about five times as hard

b

as the next fellow

That’s why we award a gold watch to every
PG W employee after five years with us, instead

of waiting for the customary 25 years of service.

We are happy to say that 59 Colonels and Colonel-
ettes at PG W have already been presented with
their five-year watch . . . we’re happy because we

like people who like hard work. Don’t you?

W OODWARD, mnvc.

Pioneer Station Representatives Since 1932

NEW YORK CHICAGO DETROIT HOLLYWOOD

ATLANTA DALLAS FT.WORTH SAN FRANCISCO

www americanradiohistorv com
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LETTERS

Managing Director
wITI-TV, Milwaukee
Sir:

I was very interested in your cditorial
in the April book regarding premium
rates for accounts that ask for specialized
and premium treatment.

It has long been a philosophy ol mine
and our current rate card which was
issued February 27 contains the follow-
ing paragraph:

“Advertiser may request that any or
all ol his announcements be scheduled
with 2 maximum of only one other an-
nouncement either on breaks between
programs or in participating programs.
In this case, advertiser has the option
of (1) having his announcement pre-
emptible by announcements on which
another buyer will waive this stipula-
tion, or of (2) paying preferred position
premium ol 259, of the applicable rate
for each announcement so ordered. This
charge 1s commissionable.”

Needless 1o say, this stipulation in

our rate card is not meeting with any
enthusiasm from agencies. As a matter
ol fact, some ol them are up in arms
about it. However, T feel it’s time some-
body took a stand in this matter and
the provision is in our card not to allow
us to “triple spot” but to give us pro-
tection against some ol the interpreta-
tions ol “triple spotting” that are being
applied to common practices in televi-
sion today. i ]

GILBERT SELDES
[Mr. Seldes, critic of the popular arts,
has been named the first director of the
Annenberg School of Commnunications
at the University of Pennsylvania.]
Sir:

I have for a long time lelt that maga-
sines in the United States are too impor-
tant to be lelt entirely without criticism.
In your January issue you attempted, in
some measure, to assess the magazines
and their role in the mass media. You
subjected them to the same sort of scru-

tiny that they have given and are giving
television. Here is the way I would as-
sess a mass circulation magazine.

Life recently reviewed the whole field
of American entertainment and came up
with the judgment that in every divi
sion, except one, both the public and the
creative artist were being well served.
The exception was the same as the one
which brother Fortune had recently
titled “The Light that Failed” while a
low sustained murmur of “we want pay
TV” was making itself more strongly
heard. Time, Inc., incidentally, owns a
scattering of TV stations here and there.

However, Life generally doesn’t follow
the Time-Fortune party line. Give or
or take a million, Life’s circulation is in
the TV Guide range. The controlling
powers seem to believe that to keep the
figure up there they have to attract the
same five or six million individuals. It
seems to be the only explanation for the
way Life fawns on popular movies and
on highly publicized TV shows, the merit
of which occasionally turns out nil.

& |
TRANSCONTINENT TELEVISION CORPORATION

Offices: 70 Niagara Street, Buffalo, MOhawk 2600 . 15 East 47th Street, New York City, PLaza 1-3030
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Run it once-a-week or stripped across the board . .. in any
size market—small, medium or large . . . daytime, early
evening or nighttime . . . IT’S A GREAT LIFE delivers the big
audience every time!

Here’s a series that’s topping its own outstanding network
record with an even more successful syndicated run. Look
at these ARB scores:

DAYTIME STRIP—Knoxville, Tenn. (Mon.-Fri., 1:00
p.m.) Leading its time period with a four-week 60 %
share and a 9.2 rating, IT’S A GREAT LIFE is among the
highest-ranking daytime strips in the market.

EARLY EVENING —Cleveland, Ohio (Saturdays, 7:00
P-m.) —IT'S A GREAT LIFE tops SEA HUNT to lead in its

ICTORY PROG]

DIVISION OF CALIFORNIA NATIONAL PRODUCTIONS, INC. « Canadian Representative: Fremantle of Canada, Ltd.

“No matter
. how you
" splice it...”

[ ]
“IT'S A _1|||'

GREAT iﬁiﬁiﬂ
LIFE” = o S SO

L |

time period with a 23.9 rating, 49% share-of-audience.

NIGHTTIME—-Huntington, W. Va. (Sundays, 10:30
p.m.) —IT’S A GREAT LIFE, with a 15.5 rating, 36 % share,
leads in its time period, the first program ever to beat
WHAT'S MY LINE in this market.

No wonder IT’S A GREAT LIFE has already been renewed for
a third consecutive cycle in Seattle and Detroit! No won-
der it’s just been bought in Los Angeles for a full three
cycles in advance!

Whoever you are, wherever you are, whatever your pro-
gramming problem, a moment’s calm reflection will reveal
the sensible solution—IT’S A GREAT LIFE!

SALES

Wwww.americanradiohistorv.com
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THE PGW COLONEL SAYS:

““Here at PGW we
operate on the theory
that our Colonels work
about five times as hard

b

as the next fellow

That's why we award a gold watch to every
PG W employee after five vears with us, instead

of waiting tor the customary 25 vears of service.

We are happy tosay that 59 Colonels and Colonel-
ettes at PG W have already been presented with
their five-vear watch . . . we're happy because we

like people who like hard work. Don’t vou?

P ETERS, ’
@

(v RIFFIN, .

W OODWARD, ixc

Pioneer Station Representatives Since 1932

NEW YORK CHICAGO DETROIT HOLLYWOOD

ATLANTA DALLAS FT.WORTH SAN FRANCISCO

wwWw americanradiohistorv com
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TERS

Managing Director
wITI-TV, Milwaukee
Sir:

I was very interested in your cditorial
in the April book regarding premium
rates for accounts that ask for specialized
and premium treatment.

It has long been a philosophy ol mine
and our current rate card which was
issued February 27 contains the {ollow-
ing paragraph:

“Advertiser may request that any or
all ol his announcements be scheduled
with a maximum of only one other an-
nouncenient either on breaks between
programs or in participating programs.
In this case, advertiser has the option
of (1) having his announcement pre-
empuible by announcements on which
another buyer will waive this stipula-
tion, or of (2) paying preferred position
premium ol 256%, ol the applicable rate
tor each announcement so ordered. This
charge is commissionable.”

Needless to say, this stipulation in

our rate card is not meeting with any
enthusiasm from agencies. As a matter
ol fact, some ol them arc up in arms
about it, However, I feel it’s time some-
body took a stand in this matter and
the provision is in our card not to allow
us to ‘“triple spot” but to give us pro-
tection against some ol the interpreta-
tions of “triple spotting” that ar¢ being
applied to common practices in televi-
sion today. u

GILBERT SELDES
[Mr. Seldes, critic of the popular arts,
has been named the first director of the
Annenberg School of Communications
at the Unwversity of Pennsylvania.]
Sir:

I have for a long time felt that maga-
zines in the United States are too impor-
tant to be lelt entirely without criticism.
In your January issue you attempted, in
some measure, to assess the magazines
and their role in the mass media. You
subjected them to the same sort ol scru-

tiny that they have given and are giving
television. Here is the way I would as-
sess a mass circulation magazine.

Life recently reviewed the whole field
ol American entertainment and came up
with the judgment that in every divi-
sion, except one, both the public and the
creative artist were being well served.
The exception was the same as the one
which brother Fortune had recently
titled “The Light that Failed” while a
low sustained murmur of “we want pay
TV” was making itself more strongly
hecard. Time, Inc., incidentally, owns a
scattering of TV stations here and there.

However, Life generally doesn’t follow
the Time-Fortune party line. Give or
or take a million, Life’s circulation is in
the TV Guide range. The controlling
powers seem to believe that to keep the
figure up there they have to attract the
same five or six million individuals. Tt
seems to be the only explanation for the
way Life fawns on popular movies and
on highly publicized TV shows, the merir
ot which occasionally turns out nil.

|

Servicing and Selling the Markets of America

Offices: 70 Niagara Street, Buffalo, MOhawk 2600 .

o4

TF TRANSCONTINENT TELEVISION CORPORATION

15 East 47th Street, New York City, PLaza 1-3030
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This isn't a matter ol judgment, it is
purely practical. You have committed
yourself to a cover and a hall a dosen
color plates inside—as you might tor the
Ten Commandments. You can’t limit
yourself to staustics in the text. You've
got to say something. Even the illiterates
who read Life will ask themselves why
all this acclaim if, at the end, you say the
picture stinks? So you call it a master-
piece while brother Time calls it a mas-
terpiece only of vulgarity. You can’t, as
a matter of simple common sense, snoot
the taste ol your public in those arecas
where that taste is actively engaged—as
it is with movies and TV.

What you can do—and what Life has
again and again done with exceptional
intelligence and competence—is to by-
pass the question ol your public’s tastes
and interests by assuming that virtually
everything can be made interesting 10 a
sufficiently large number ol people.
Especially in the sciences, Life has stead-
ily pursued a course ol illumination and
in the arts a parallel course ol excita-
tion. In the latter it has gone even lur-
ther—it has made modern art familiar,
and although the lurious letters [rom
people whose nephew (aged 6) can paint
as well as Picasso keep coming in—the
editors know that this doesn't represent

anything like mass-hostility. In its se-
rics on great religions and in publish-
ing autobiographies of elder statesmen,
the magazine has been on sale ground.
When it added its own flaslt to Church-
ill's history ol the English-spcaking peo-
ples, it served to show up the text. The
series current at the moment ol writing
is (in the language ol TV) a Western
—and the odd thing about it is that it’s
not very interesting.

Anyone lamiliar with the usual re-
views ol television programs will see
that I have been discussing Life’s “intel-
lectual ghetto,” the Sunday afternoon
Siberia to which highbrow programs
are exiled. The situation is, 10 be sure,
not the same. In a way Life and Look
and The Saturday Evening Post have
been doing what wmany critics have
asked TV to do—a magaszine dovetails
its various kinds ol material so that the
enthusiast lor medieval art is exposed 1o
jazz and vice versa. But the populu
magaszine has been to a high degree
overtaken and rendered almost superfu-
ous by other media—the daily press and
television especially—so that only i
special leatures justity its existence.

Tuake the table ol contents ol the issue
which presented the first in the series on
the winning ol the West. The week's

events had all been covered in the news
papers, except for a drowning on the
Charles River. T'he coverage ol an ap-
proach to curing cancer by using elcc
tricity was beuter than any 1 had seen.
Then a story on Millie Perkins, the star
of “The Diary of Annc Frank,” an-
other on the four most popular women
novelists ol our time, one on Bob Hope's
“Alias Jesse James” and one on Dr.
Seuss, identified as nationally lamous
since 1927 (“Quick, Henry, the Flit!”).
There were hall a dozen others, all
soundly done. all heiping 10 enlarge the
circumlerence ol interest, none ol ex-
ceptional atiraction. Two wecks later
(cover subject:  Marilvn Monroe)  a
shocking and  brilliant  photographic
essav on a convict's lite (as photographed
bv a convict) and an amusing defense
of herself by Maria Callas which nec-
essarilv had to have some lamiliar no-
tions—the rest cirher adequately covered
in the dailies and Time and N ewsweek,

or not notably micresting.
['he original prospectus of Life (be-
lore it had a name) stated its purpose:
“To see lite; 1o see the world; to wit-
ness great events: o watch the faces ol
the poor and the gestures of the proud:
to see strange things—machines, armies
multitudes, shadows in the jungle and
To page 105

SERVICING AND SELLING are two key words that dominate the objectives of Transcontinent stations.

Whether it’s. ..

e WGR-TV and WGR Radio, Buffalo, blanketing the mighty and prosperous market of Western

New York known as the Niagara Frontier, or... WROC-TV, Rochester, with its 26.5% coverage advantage
in the thriving 13-county industrial and agricultural area in up-state New York, or... WNEP-TV,
Scranton-Wilkes-Barre, with the most powerful transmitter serving Northeastern Pennsylvania, the state’s
third largest market, or... WSVA-TV and WSVA Radio, Harrisonburg, covering the rich and diversified
Shenandoah Valley area in Virginia . ..

...you'll find the Transcontinent station is well-known as a symbol of service to audiences and a symbol of
sales to advertisers. Experienced management, intelligent program balance, strong merchandising and promotion
plans, and a genuine feeling of community responsibility are basic characteristics that advertisers

A TRANSCONTINENT STATION

profit by when they select ...

WGR-TV, WGR, Buffalo, N.Y. - WROC-TV, Rochester, N.Y. - WSVA-TV, WSVA, Harrisonburg, Va. - represented by Peters, Griffin, Woodward
WNEP-TV, Scranton—Wilkes-Barre, Pa., represented by Avery-Knodel

T4
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it That’s how Tropicans
on-the-air where WILLIAM
‘all-family appeal powers =
tuntil NTA Merchan '.‘smg gets 1
jup and down your chain of-
 Tropicaria and can do it for ya
lums and big prize contests that
jinto customers for you at the pg
istreamers, counter cards, posters. An
| happen ., It’s the package that never sk
P where. It’s all part of the buy...when Ul
| A Division of National Telefilm.Associates, Inc. N
410 Columbus Circle, N.Y. 19, N.Y. Judson2-7300" .

VWWW arnericanradionisio
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VTan's Last Fiovtie

PROGRAMS WORTH VIEWING

MAY 19

I'elevision’s first daytime spectacular:
Woman, hosted by Claudetie Colbert,
explores teenage marriages on the
premiere program (CBS-TV, 3-4 p.m.*
sustaining).

MAY 20 ) .
With Milton Berle ‘“‘retired,” British

comedian Dave King warms up the

Kraft Music Hall for Mr. Como, who
takes over this fall (NBC-TV, 9-9:30
p.m., National Dairy Products Corp.,
J. Walter Thompson Co.)

The Theatre Guild whips up a frothy
spring night’s entertainment as U.S.
Steel Hour teatures Faye Emerson and
Elaine Stritch in “Call It A Day” (CBS-
TV, 10-11 p.m,, U.S. Stcel Corp., BBDO)

MAY 21 o
Frateinal jealousy on the Lone Prairie

as Playhouse 90 airs a Western: “Out of
Dust” by Lynn Riggs (CBS-TV, 9:30-11
p-m., participating sponsors)

MAY 22 )
The unpredictable, highly irrascible

Ernie Kovacs returns to TV dfter self-
imposed exile in Hollywood in an hour-
long special which the sponsor says is
“indescribable” (NBC-TV, 89 p.m.,, Re-
nault Inc., Needham, Louis & Brorby.)

MAY 23 _
My Fair Lady and Sgt. Bilko mect the

Milwaukee Paganini; ““The Jack Benny
Hour” plays host to Julie Andrews and
Phil Silvers (CBS-TV, 8:30-9:30 p.m.,
Greyhound Bus and Benrus Watch Co.,
Grey Adv.)

MAY 24

Camera Three, award-winning experi-
mental TV series, salutes Britain’s
E. M. Forster on his 80th birthday with
“The Longest Journey” (CBS-TV, 11:30-
12 noon, sustaining)

Death of an agnostic is depicted in “The
Death of Dolcedo,” an original music
drama by Rev. Dominic Bower and com-
poser Emerson Meyers on The Catholic
Hour (NBC-TV, 1:30-2 p.un., sustain-
ing).

With Omnibus and Leonard Bern-
stein ofl for the season, Robert Saudek
and Associates document the strides in
missile technology: “Space—Man’s Last
Frontier” (NBC-TV, 5-6 p.m., Avco Mlg.
Co., Benton & Bowles)

The June 17, 1953, anti-Communist
uprising in East Berlin is retold in a re-
peat telecast on The Twentietlh Century
(CBS-TV, 6:30-7 p.m., Prudential In-
surance Co. of America, Reach, McClin-
ton & Pershall Jnc.)

MAY 25 , . 3
Rise Stevens, Jerome Flines, Brian Sulli-

van, Heidi Krall and the Akron Sym-
phony under Willred Pelletier on one of
the last T'oice of [Livestone programs
(ABCTV, 99:30 pom., Firestone Tire &
Rubber Co., Sweeney & James Inc.)

Herman Melville’s classic, "Billy Budd”
gews the full reatment on the DulPont

www.americanradiohistorv.com

Show of the Month (Cast TBA). (CBS-
TV, 9:30-11 pm,, E. I. DuPont de Ne-
mours, BRDO)

MAY 28 |
Rod Serling, enfante terrible of the

“problem play” set, connects with the
headlines in a dramma about labor unions.
Playhouse 90 presents “Rank and File”
(CBS-TV, 9:30-11 p.m., participating
SpOonNsors).

MAY 31
In the age of the jet, are the skies big

enough? The problem and word of a
possible solution in a repeat showing
of “The Crowded Air” on The Twen-
tieth Century (CBS-TV, 6:30-7 p.m.,
Prudential, RMcC&P.)

Chet Huntley Reporting . . . from Lon-
don and famous Big Ben for the story
behind the peals heard ‘round the world
(NBC-TV 6:30-7 p.m., sustaining).

JUNE 3
Troubadeer Burl Ives takes 11-year old

“Music Man” star Eddie Hodges on a
tour of America: hour-long musical ex-
travaganza, “Holiday U.S.A.” (CBS-TV,
9-10 p.m, Texaco Inc., Cunningham
& Walsh).

Morton (““T'he Rope Dancers”), Wishen-
grad explores a national problem on U.S.
Steel Hour's ““‘Scandal at Rudford High”
(CBS-TV, 10-11 p.m., U.S. Steel, BBDO)

JUNE 7
Fifteenth anniversary of D-Day in Nor-

mandy is observed in repeat of “D-Day:
The Build-Up” on The Twentieth Cen-
tury (CBS-TV, 6:30-7 p.m., Prudential,
RMcC&P).

Man vs. wilde beeste as Chet Huntley re-
ports on a new Southern Rhodesia dam
that will flood out big game reserves
(NBC-TV, 6:30-7 p.m., sustaining)

JUNE 13
Gillette’s Cavalcade of Sports covers the

Belmont Stakes direct from trackside
lor the horsy set (CBS-TV, 4:30-5 p.m.,
Gillette Safety Razor Co., Maxon Inc.)
At the same time, NBC-TV covers the
“Open Golf Tournament” from Mama-
roneck’s Winged Foot Golt Club (NBC-
TV, 4:30-6 p.m., Eastman Chemical
Products, Doherty, Clifford, Steers &
Shenfield).

As Perry nibbles Kraft cheese at his
vacation retreat, two veteran trou])ers,
Teresa Brewer and Tony Bennett take
over Der Meister’s slot (NBC-TV, 8-9
P, partcipating sponsors).

JUNE 14 : ) i
A beachhead is established in part wwo

ol the repeat D-Day telecast: “D-Day:
Attack” on  The Twentieth Century
(CBS-TV,  6:30-7  p.m.,, Pradential,
R McC&P)

JUNZ 17

Maurice Evans stars in Bob Van Scoyk’s
“No Leave for the Captain” on U.S.
Steel Hour (CBSTV, 10-11 pm., US.
Steel, BBDO)

*All cimes EDT
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FIRST TIME IN SLOAN AWARD HISTORY

The Triangle Stations’ “Hitch Horse Sense to Horsepower”
traffic safety campaign has just been honored with two
Sloan Awards in one year—the first time that any broad-
caster has been so honored.

Added to previous Awards in 1949 and 1957, Triangle
has won more Sloan Awards than any other broadcaster
in America.

We are grateful for this recognition of our stations’ con-

TRIANGLE STATIONS
tinuing efforts to be good citizens in the communities we e T Y
call home. ' - L.

i
\1

_*ated by: Radio and Television Div. / Triangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa.
t-AM ¢ FM ¢ TV, Philadelphia, Pa. / WNBF-AM ¢ FM ¢ TV, Binghamton, N. Y. / WLYH-TV, lebanon-Lancaster, Pa.

=AM s TV, Altoona-Johnstown, Pa. /| WNHC-AM ¢ FM ¢ TV, Hartford-New Haven, Conn. / KFRE-AM ¢ TV ¢ KRFM, Fresno, Cal.

thle National Sales Office, 485 Lexington Avenue, New York 17, New York

www americanradiohistorv com
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IFTER MARKET JEFF’S COLIIE

© Lassie Programs, fnc, 1959

the sponsor’s best friend

LASSIE

is still

outstripping all competition
in its sixth

record-breaking year

on the network.

As JEFF’S COLLIE, it is
the best friend too
of the local sponsor.

Now the
of JEFEF’S COLLIE

1s available locally.

For your market,
wire or phone collect today.

INDEPENDENT

TELEVISION
CORPORATION

488 MADISON AVENUE s NEW YORK 22 ¢ PLAZA 5-.2100

www.americanradiohistorv.com
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Frank L. Magee, president of
Aluminum Company of America and
Pittsburgh’s Man of the Year.

His company helps create a wonderful
world of lomorrow through
imaginative uses of aluminum.

This
1S
Pittsburgh

Carl Ide, outstanding KDKA-TV
personality waiched by 696,000 people
every evening at dinner time.

Richard Hariman, one of the 4.5 million
people reached by KDKA-TV, easily
Pittsburgh’s first station.

Home of the Alcoa building, landmark of a new
architecture . . . and the home of KDKA-TV, the.
most-watched station in the entire Pittsburgh
area. Let KDKA-TV show you what real sell can

canway Al do for your product.

10 148 futims N | F

<4

FITTSGURGH BIEINT) WL 24

KDKAS TV Pittsburgh

Represented by PGW

Wim) © Westinghouse Broadcasting Company, Inc.

www americanradiohistorvy com


www.americanradiohistory.com

SPOT SCHEDULES
FOR GASOLINE, MOTOR
OIL AND ADDITIVE ADVERTISERS

Listed below are gasoline, motor oil and additive advertisers
who used spot TV during a representative week in the fourth
quarter of 1958 in 23 major markets, as reported by Broadcast
Advertisers Reports Inc. BAR tape-records all telecasts on a
regular basis for seven-day periods. The schedules represent the
TV activity of the brands in these markets during the recording
week. They are taken from BAR'’s spot index. Please note that
the recording week for each market differs.

REPORT ON SPOT

For many of the brands listed, there appears to be no clear-
cut or consistent pattern of usage in terms ot frequency or cam-
paign weight. This illustrates one of spot TV’s key character-
istics, its unusual flexibility in enabling an advertiser to match
campaign intensity with the inarketing situation as it varies
from locality to locality. This flexibility also enables the adver-
tiser to {1me his campaign with precision. increasing or lighten-
ing pressure as conditions warrant.

GASOLINE & MOTOR OILS Houston .................. 6 spots JENNEY PETROLEUM PRODUCTS
DEEP ROCK PETROLEUM PRODUCTS Boston ....... ... ... ... ... 16 spots
AMERIGANSREIROEINA PEIROLEDMERRODUCTS Milwaukee ................ 4 spots LEONARD PETROLEUM PRODUCTS
Dallas-Ft. Worth ... ........ 1 program Minneapolis ............... 5 spots Detroit ... ..., 1 program
AMOCO PETROLEUM PRODUCTS DERBY PETROLEUM PRODUCTS OKLAHOMA PETROLEUM PRODUCTS
Atlanta . 1 program St. LOUIS oo 2 spots Chicago .................. 2 programs
Baltimore ,,,..,........... 1 program D-X SUNRAY PETROLEUM PRODUCTS . _ 1 spot
Boston .. TR 1 program Indianapolis ............... 1 spot Indianapolis ............... 5 programs
Cleveland . ...oooviiinn. 1 program Milwaukee ................ 1 program PATE PETROLEUM PRODUCTS
Hartford ... .. ... ....... 1 program FLEET PETROLEUM PRODUCTS Milwaukee ................ 1 program
Houston .. ................ 3 programs St. Louis ..o 1 program PETRO PETROLEUM PRODUCTS
New York.. e 1 program FLEET-WING PETROLEUM PRODUCTS Chicago ....oviviie .. 13 spots
Philadelphia ............... 1 program Cleveland ................ 2 spots PHILLIPS 66 PETROLEUM PRODUCTS
Pittsburgh ... .............. 1 program FOLEY-NEWSOM PETROLEUM PRODUCTS Aflanta ... 3 programs
ATLANTIC PETROLEUM PRODUCTS Houston .................. 1 spot gh'ﬁC’g? Wth ~~~~~~~~~~~~ g programs
i allas-Fi. Worth . ... .. rograms
Baltimore ... ............... 5 programs GENERAL PETROLEUM PRODUCTS H . prog
Boston ... 5 programs Portland .................. 2 programs B SAEEEELEEEELEEEEE e
Cleveland , . ... ......... 5 programs 30 spots |"fj'°”°P°|'5 --------------- 5 programs
Hartford ..., ... .. ........ 5 programs M!Iwoukee. ................ 3 programs
7 spots GUXH:ZEOLEUM LU e Mlnneo.polls ............... 3 spots
Philadeiphia .. ... .. ....... 5 programs Boltimore; """"""""" SR St. Lovis ...l 5 programs
Pittsburgh ................ 2 programs Boston - . . . e PREMIER PETROLEUM PRODUCTS ,
BEAVER PETROLEUM PRODUCTS Chica o """""" 7 spots Dailas-Ft. Worth ........... program
Detroit \.ouvvineiiiinan. 1 program Cincin?'noti """"""""" e PURE OIL PETROLEUM PRODUCTS :
CARTER PETROLEUM PRODUCTS Cleveland .. ... 9 Spots AH.OnfG J0oN00oE0aaasaaGaac spot
Portland ... .. ... ......... 5 programs ~ Z T ctooottrooontrnns Indianapolis ............... 1 program
Columbus . ................ 5 spots Minneapolis 1 program
Seattle .. ..., . ..oiinan. 3 programs Dallas-Ft. Worth % spots polis ... g
CITIES SERVICE PETROLEUM PRODUCTS Detroit oo O CE REGAL PETROLEUM PRODUCTS :
Baltimore ... oot 3 programs Hartt d """"""" ! oroaram San Francisco .............. spot
BOSION uipa siaiasuiicios « v« « o v » 2 programs arttora ..o 6 foi RICHFIELD PETROLEUM PRODUCTS
Pittsburgh . G - e e 3 programs Houston 8 szots Los Angeles ............... ]? spots
Washington ..o S s Indionopo.“.s ................ o o Portlc::nd e ) spo:s
CONOCO PETROLEUM PRODUCTS New York . ..o 24 spots San Francisco ............. \ spofs
Chicago . ....ooviveenannn. 1 spot 2 LTt Seattle ................... program
D . Philadelphia .............. 7 spots 4 spots
allas-Ft. Worth ........... | program .
Pittsburgh . ................ 10 spots SCHROEDER OIL COMPANY
Houston . ................. 1 spot . 17 ¢ {
Milwaukee ... 1 spot Washington ............... spots Milwaukee ................ 15 spots
Minneapolis ... ........... 1 program HUMBLE PETROLEUM PRODUCTS SHELL PETROLEUM PRODUCTS
Sh louis -oinie i 1 spot Daltas-Ft. Worth .......... 1 program Atlanta - é programs
CROWN PETROLEUM PRODUCTS Houston .....veveenevnnnnn 1 program Baltimore ................. i programs
Baltimore ................. 4 programs IMPERIAL OIL PETROLEUM PRODUCTS Boston ... programs
2 spots Detroit «ooovveiiii .. 1 program Chicago ............oen. 5 programs
To page 102
TELEVISION MAGAZINE / May, 1959 25
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THAN YOU
THINK

. .. and greater than you think, too! On Chicago’s
WBBM-TV, prime time is practically an all-night
affair. .. particularly in the summertime when late-
hour viewing zooms with the mercury.

Last summer, Chicago’s post-midnight audiences
were 16% greater than during the winter months.

An impressive increase...especially for WBBM-TV
which currently attracts two-thirds of all Chicago’s
post-midnight television viewing.

Clearly, wide-awake programming is the answer.
WBBM-TV brings Chicago viewers the very finest
features from such studios as M-G-M, Paramount,
Columbia, Warner Brothers and 20th Century-Fox.

Dan’t you be caught napping this summer. Those
so-called wee small hours mean large audiences
on Chicago’s top station...

WB B M -TV~ChanneI 2, Chicagc;

CBS Owned - Represented by CBS Television Spot Sales

Source: Nielsen. Jul- A Seovi e 88 1en0S9com
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WSB-TV viewers
watch as
a deaf child
learns to speak

“The one hope of every parent of a deaf child is

for the public to know and understand their handicap.
WSB-TV gave us an answer to that hope Sunday.”

So wrote the mother of a little student at Atlanta’s
Junior League School for Speech Correction after
seeing WSB-TV’s presentation of “A Sound Life” In an
entertaining way this dramatic documentary showed how
deaf children are being taught that they have voices—
and how to use them. The film was written and
produced by the WSB-TV staff, and shot at the school.
Responsible, imaginative programming in the

public interest has earned heart-warming rewards for
WSB-TV And for this station’s advertisers also.

Atlanta’s WSB/TV

Affebicited with The Atlanta Journal and Constitution. NBC affiliate. Represented by Petry.

www.americanradiohistorv.com
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A MONTHLY REVIEW

RADIO WRAP-UP

OF THE RADIO INDUSTRY

RADIO’S PROBLEMS

May is National Radio Month as pro-
claimed by the National Association of
Broadcasters, and while NAB’s estimate
of 1958 billings is “a new, all-time rec-
ord” of $641,000,000—an increase of 39
over 1957—the medium is not without its
problems. For one, a growing number
of sources are beginning to criticize pre-
vailing rating and audience measure-
ment techniques; for another, there are
signs that radio spot billing in the re-
maining three quarters will be down
some 109, and last—but not least—is
the concern over FM: the audience is
growing, but advertising revenues are
tailing to keep pace.

AUTO RADIOS ON RISE

One of the healthiest signs in radio over
the past decade of TV growth is the
burgeoning car audience. Radio Adver-
tising Bureau reports that more than

3,650,000 new automobiles complete
with radios took to the road last year—
NAB adding the postscript that 3,715.-
000 car radios had bheen manufactured
in 1958—increasing the cwrrent auto-
mobile “audience” to more than 38,000.-
000 cars. This, adds RAB, brings the car-
radio “home” within [19, ol the na-
tion’s TV homes, within 1190 of the
magazine homes, within 39, ol the news-
paper homes. With Dewroit rapidly pull-
ing out of its slump—current car produc-
ton is alimost double that of this time a
year ago—this audience will continue to
CTOW.

Quite aware ol this are the nation’s
oil companies, especially those firms en-
gaged in regional marketing. RAB re-
cently cited numerous “radio success
stories” written by such firms as Martin
Oil  (five midwest states) which spends
609, ol its total advertising in radio, con-
centrating its spot barrage during peak
trathc hours: Martin now clanns the

To page 106
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My Mommy Listens
to KFWB

Working mommies or home-
type mommies ... they all
Jook to KFWB as the daddy
of all radio stations in the
Los Angeles area.

Once again Pulse reports
KFWB first among all Los
Angeles stations ... night-
time and day-time. Hooper
says it this way: KFWB has
more audience than all
four networks combined!
Buy KFWB ... first in Los
Angeles. It'sthethingtodo!

M wa to
o8 KFV/'-E
6419 Hollywood Bivd., Hollywood 28 / HO 3-5151

ROBERT M. PURCELL. President and Gen. Manager
MILYON H. KLEIN, Sales Manager
Represented nationally by IONN BLAIR & CO.
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NO
END
IN
\ FOR “MY LITTLE

MARGILEY...
NOW IN ITS

When you're ahead, vou keep plaving the same winner. Over 190 statio
have had tremendous success with strip-programing. Fourth,
fifth and sixth run, “Marcie” has beaten leading network, svndicated

and local shows. When you can't beat a top show... buy it.
126 programs available.

NO. 1 RATING ... AND THERE'S NO END IN SIGHT.

NEw OrLeAaNs ... 4:30 p.m. ... 221 - 3rd Run against American
Bandstand, 12.4; Four Most Features, 8.1.
HoustoN-GaLvesToN ... 6:00 par. ... 26.6 . 3rd Run against World

At Large/Newsreel, 8.5, Local News/ABC News, 5.0.

NasuviLLE ... 1:00 p.m. ... 15.7 ... 6th Run against Home
Folks Playhouse, 5.6, Beat the Clock, 5.5.

A RorLa~p Reep ProbucTtioN

\ 1
FLAY
L\
S\ /4 - OFFICIAL FILMS, INC.

25 WEsT 451H STREET * NEW YORK 36, N. Y. + PLAzA 7-0100
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Indiana’s
second
richest
clevision |
market... =

Fort Wayne

Fort Wayne has more rvetail saler. more food sales, more drug sales and move effective buying income than any other Indiana
television market except Indianapolis. And Wane-TV is ﬁrst in Fort W ayne, center of this vast and

}.’“'“’I”g ”““-k(“_ chrcscnt(‘d l)\ P(‘[l’y. SOURCHES SALFS MANAGEMENT, NIFLSEN MFTROFOIITAN REPORT FEB, '59

@WANE 'TV FORT WAYNE

A CORI NT HI AN STATION Responsibility in Broadcasting

KOTV Tulsa ¢ KGULTY Houston ® KXTV Sacramento © WANE & WANESTV Fore Wayne o WISH & WISH-TV Indianapolis
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By Chuck Wilson, President, BPA

'PROMOTION

BACK TO
SCHOOL FOR
PROMOTION REPORTS

Making life harder for broadcasting promotion managers, is an ill-conceived new “grading system”

S ince the first of the year, we have had an opportunity to
point up, m this column, some of the “goings-on’ in the
broadcasting promotion field relating to such activities as
contests and the tremendous increase in requests tor mer-
chandising support by agencies and advertisers. Just recently,
another problem has been created for the broadcasting pro-
metion manager by certain buyers of air advertising. It is the
problem of the “rating of station audience promotion re-
ports.

Some agencies and advertisers are taking the stations” pro-
motion reports and are “rating” them—or possibly, the term
should be “‘grading.” “Grading” in this system may run from
Excellent to Poor, E to F, or Norm, Above Norm, and Below
Norm. Just what “norm” is, is the big question mark.

The inadequacy and unfairness involved in this rating
system differ very little trom that involved in the judging
of promotional material submitted to contests. Actually,
theoretically there is little difference between contests and
the “grading” business. One looks [or preferential treatment
in exchange for a chance to win a prize: the other uses the
threat or implied intimidation of a report card.

What is the basis for grades?

More important, it seems that seldom, if ever, is the audi-
ence being delivered by the station taken into account. The
whole weight of the grading seems to be based on the volume
of promotion delivered. In addition, it also seems that few
stations which have an “excellent” rating ever hear about it.
Those stations in the so-called “fair” or “poor’ or “below
norm’ categories are the ones which are contacted—and in-
formed of their promotional deficiences through the dubious
and questionable use of a form letter. But, here again, it is
next to impossible to fairly grade any promon()nal report,
to pit station against station. How is the “‘norm’ established?
Is it in the number of promotional announcements or num-

ber of lines of consumer advertising? Let us say that it is
based on the number of announcements. Is the audience to
said announcements or the cost of these announcements
taken into consideration? Are thev compared on the same
basis with all other reports submitted? Is the size of the mar-
ket taken into consideration® Adgain, is any consideration
given lo the size of the awdience of the //mu ram?

If volume ol newspaper advertising is the rule-of-thumb
measurement, is the newspapers’ circulation, p(mtmn of ads,
size of ads. etc. taken into consideration? There is serious
doubt as to whether any company which rates promotion
reports has the time or personnel to equitably compare them.

Are print media required to take air spots?

Along these same lines. when talking about the news-
paper. there is a big question as to how many ot these same
people who are “grading™ station promotion, also require
the printed media to submit reports on how many radio or
TV announcements were used to promote the ads which the
agency ran. Are the printed media required to report on the
additional number of ads or promotional stories which were
run to build readership to the ads? Are they being graded
on the number of radio and TV announcements, stories and
additional ads being run? Fvervone reading this article knows
that no such requirement as an audience promotion report
is expected from printed media. Print media doesn’t have to
report readership. Yet, the station. on the other hand, is not
only expected to report audience figures in specific percent-
ages, but is now also being eraded on what it does to promote
the program. The odd fact in this is that the audience figures
and sales figures are not taken into consideration. Let’s face
it, a station’s basic product is audiences. If the station isn't

gt delivering the audiences. it is the first to know and will cer-
mtamly do everything possible to correct the deficiency. If the

station delivers the audience. your commercials should de-
To page 111
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e
JIM DAVIS as Wes Cameron and LANG JEFFRIE
as Skip Johnson star in "*‘Rescue 8",.. the dramatic
... action-packed... human-interest series.
7 T
. A |
f '¢$.' L]
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RATI NG

ACTION!

Source: A.R.B. December 1958 — March 1959

MEANS'

3-Station 3-Station 7-Station 2-Station 3-Station 2-Station 2-Station
MIAMI PHILADELPHIA |  LOS ANGELES CHARLOTTE ALBANY- SCHEN- AUSTIN- ABILENE -
ECTADY-TROY ROCHESTER SWEETWATER
WTVJ WRCV KRCA WRGB KROC KRBC
34.4 22.6 20.7 30.6 26.2 43.8 32.5
RATING RATING RATING RATING RATING RATING RATING
Audience Share Audience Share Audience Share Audience Share Audience Share Audience Share Audience Share
71.2% 49.7% 39.4% 61.0% 60.1% 76.7% 66.5%
2-Station 2-Station 5-Station 3-Station 2-Station 4-Station 3-Station
BAKERSFIELD BEAUMONT- SERTTLE - BOISE SHREVEPORT DALLAS-
PORT ARTHUR TACOMA FT.WORTH | NEW ORLEANS
KERO KFDM KING KSLA WFAA
T [ ] [] [] (] [] (] (]
RATING RATING RATING RATING RATING RATING RATING
Audience Share Audience Share Audience Share Audience Share Audience Share Audience Share Audience Share
64.4% 72.6% 33.5% 54.5% 71.6% 32.6% 42.1%
3-Station 4-Station 3-Station 3-Station 2-Station 3-Station 2-Station
CINCINNATI DENVER EVANSVILLE TAMPA. LOUISVILLE ORLANDO- MOBILE
ST. PETERSBURG DAYTONA BEACH
WLWT WTVT WAVE wDBO
20.6 23.0 33.1 30.8 31.2 29.5 32.0
RATING RATING RATING RATING RATING RATING RATING
Audience Share Audience Share Audience Share Audience Share Audience Share Audience Share Audience Share
45.2% 51.3% 52.9% 62.7% 50.2% 489% 52.5%
2-Station 3-Station 4-Station 2-Station 3-Station 3-Station 3-Station
CORPUS CHRISTI | PORTLAND, ORE. |  MILWAUKEE | ROCHESTER, N.v. | SACRAMENTO- EL PASO SPOKANE
K WROC KBET KTSM
33.7 23.3 25.6 24.2 23.0 25.5 21.9
RATING RATING RATING RATING RATING RATING RATING
Audience Share Audience Share Audience Share Audience Share Audience Share Audience Share Audience Share
53.5% 36.5% 36.5% 64.9% 52.6% 46.6% 39.9%

39 ACTION-PACKED, RATING-RAISING HALF HOURS which Variety describes
as a series "loaded with excitement and thrills-a-plenty.” You'll call it your
best investment for audience pulling-power and advertising results!

WRITE, WIRE OR PHONE:

SCREEN

GEMS inc.

TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORP.

NEW YORK - DETROIT - CHICAGO - HOUSTON HOLLYWOOD - ATLANTA - TORONTO
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including television stations:

W-TE N CHANNEL 10

Albany — Troy — Schenectady

WTVD CHANNEL 11

Raleigh — Durham

WPRO -TV CHANNEL 12

Providence

Capital
Clties
Television
Lorp.

announces

and radio stations:

W ROW 590 Kec.

Albany — Troy — Schenectady
WPRO . «
Providence

the opening

of

NEW YORK HEADQUARTERS

65 EAST 55TH /4 \
PLAZA 2-1750 %wa \ é'fﬁ

PRESIDENT
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Bank’s humorous TV spots bury traditional image

£ there’s anv one thing that has changed the sour-

pussed face of bank advertising in this country. it’s that
“M-O-N-E-Y” TV cartoon series of the Bank of America.
out in California.

It happened just about five years ago—on October 11.
1954, to be exact—and the influence is still being felt. Chase
Manhattan in New York went to a hghter touch on TV,
and dozens of other banks across the country have taken
the starch out of thetr stufted shirts.

Bank of America proved it pavs oft at the wicket.

Campaign put V in sagging chart

“Just look at the chart.” says Charles Stuart, the Bank ol
America advertising director, as he points to how that Octo-
ber day sent a jagged, drooping chart line up again.

Maybe you remember it: One of the 20s had the little
fat guy bound with a big strap. “Are you strapped for Mon-
ey?—Then go to vour nearest Bank of America branch and
ask for it by name: Monev, M-O-N-E-Y, in the form of a
Timeplan personal loan. It's easv to get a Timeplan per-
sonal loan at Bank of America.”

People did. “M-O-N-E-Y"" was exactly what they asked
for and they did it with a laugh. The banker was no longer
the stuffy, austere character of tradition.

Another of the half-dozen 20s had a man asking for “In-
stant Money.” (One bandit actually tock them up on that
~but didn’t get away with it!) The Bank of America TV
spots were the talk of California and bankers across the
country took notes. Timeplan loans went up to an all-time
high. In six months, the campaign was pulled off the air—
the bank had all the small loans it could handle.

Now Stuart—with his agency, Johnson & Lewis, is launch-
ing a new series, done in ID length: “Are you a little short?
Get a Timeplan loan . ... at Bank of America.”

They know what TV will do for them this time. But it
took a lot of courage back in 1954. It was only because the

THE TV COMMERCIAL
By Harry Wayne McMahan

HUMOR
PUTS MONEY
IN THE BANK OF AMERICA

of stuffy banker and break the ice for borrowers

small loan department was withering on the vine and the
chart line looked like a skislope that they got that first
chance. Frankly. people preferred to go to a loan shark up
the street or to other lending agencies—even at higher in-
rerest rates—rather than face the traditional austere banker.
They were afratd—until television gave them the “ice-
breaker.”

Today, there's a new ice-breaker for the customers. “Hev,
I'm a littde short—how about some of that M-O-N-E-\':"

It's a good lesson in how to change vour 1mage with the
public. And it's a good lesson on how to use TV,

Because, von know, TV did the job ahmost single-handed.
This time, Stuart is experimenting with tie-in posters. This
should be good—posters and ID’s might just be the perfect
combination for a lot ol TV accomnts!

A television tonic

Stephan’s Hair Tonic, in case von didn’t know, has al-
ways been sold strictly in barber shops. T like the way
they've made their entry into TV with an Eddie Lawrence
sound track that never fails to perk up the viewers.
Cunningham & Walsh executed it: Vern Steffen, art di-
rector; Lowell Cohn, writer and Sandy Levy, agency pro-
ducer. Arco produced in New York.

Noted from abroad

Schlitz and Carling’s are two American beers that are
going abroad for production. Carling’s is trying Italian
animation while Schlitz has Pavis production on the way.
Mein Gott, ver iss Germany for der beer?—I'll try to get
some dope on these for next month.

And don’t forget, the International Film Festival for
commercials is in Cannes June 8-13. This year there will be
five categories for TV—including a separate Grand Prix.
It now looks like America will have the most entries this

year in the history of the six festivals. END
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CHANNEL

ke the...

KPLR-TV Designed, equipped, staffed and programmed with the catalyst of
exciting television — Imagination!

VIDEO CITY STUDIOS: The main stage is augmented by 16

new concept studios . . . ice rink . . .

swimming pool...hydraulic stage...

both mobile and studio video tape.

Dedicated to serving the agency and advertiser in the entertainment center
of the Mid-west.

KPLR TV vioeociry

THE CHASE * PARK PLAZA HOTELS ° ST. LOUIS 8, MISSOURI

HAROLD KOPLAR ° PRESIDENT
JAMES L. CADDIGAN + VICE PRESIDENT
JAMES GOLDSMITH + SALES MANAGER

]
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MIDWEST

WHO-TV  Des Moines
WOC-TV  Davenport
WEST WDSM-TV Duluth-Superior
KBOI-TV  Boise WDAY-TV Fargo
KBTV Denver KMBC-TV Kansas City
KGMB-TV Honolulu WISC-TVY Madison, Wisc.
KMAU-KHBC-TV WCCO-TV Minneapolis-
KTLA Los Angeles St. Paul
KRON-TV San Francisco WMBD-TV Peoria
KIRO-TV Seattle-Tacoma * KPLR-TV  St. Louis

NBc ¥ EAST
NBC-ABC foe s B
NBC-ABC Buffalo NBC
AB-C Cleveland NBC
CBS Detroit NBC
Lansing CBS
New York 1 IND
o Pittsburgh CBS
Rochester, N. Y. 5 NBC
IND Wash,, D. C. 5 IND

[
- WO W

(=

w
— =

SOUTHEAST

WLOS-TV Asheville- 13
Greenville-

Spartanburg
SOUTHWEST WCSC-TV Charleston, S. C. 5§
KFDM-TV Beaumont 6 WIS-TV Columbia, S. C. 10
KRIS-TV  Corpus Christi 6 WSVA-TV Harrisonburg, Va. 3
WBAP-TV Fort Worth- WFGA-TV Jacksonville 12
Dallas 5 WTVJ Miami 4
KENS-TV San Antonio WDBJ-TV Roanocke 7

* KPLR-TV HAS JOINED THESE FINE STATIONS
REPRESENTED BY...

P ETERS, G RIFFIN, W OODWARD, mc.

NEW YORK CHICAGO DETROIT HOLLYWOOD
| ATLANTA DALLAS FT.WORTH SAN FRANCISCO
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The Ones That SERVE
Are The Ones That SELL
i DESMoINES... IKIRIN I

Serves BEST.. ge//sBEST
InDES MOINES......

" coverage of a

RADIO and TV

In this area, most people have learned through
years of experience that KRNT and KRNT-TV
stand above all others in service to the public,
day in and day out. Most people turn to these
stations for help and information. During lowa’s
blizzard of March 5 and 6, worst in the past
decade, more Des Moines people chosen at ran-
dom in an impartial survey of 500 telephone
calls made March 6 said they listened for the
greatest part of the time to KRNT TOTAL RADIO
for storm news and information than all other
stations combined!

Another outstanding example of public service
occurred when KRNT-TV, in cooperation with
the local Medical Society, planned and televised
“miracle’” heart operation. Tele-
vision made it possible for all Central lowa doc-
tors to benefit from viewing a new “mechanical
heart” in actual operation.

Still another public service “tie-in” was with
Goodwill Industries of Des Moines. A completely
isolated appeal for neckties for re-sale by Good-
will Industries resulted in a landslide of ties to
KRNT-TV’s dominant emcee personality.

No wonder most people listen to, believe in and
depend upon KRNT and KRNT-TV . . . selling
lowa because they’re serving lowa. In 1958,
KRNT-TV presented 5,620 public service an-
nouncements; KRNT RADIO presented 5,628.

1 [KRNT

RADIO and TV

Represented by The KATZ AGENCY

www americanradiohistorv com
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By Kevin B. Sweeney, President, RAB

ON RADIO

NO
WASTE WITH
TAILOR-MADE BUYS

Using identical schedules for selective media purchases is like buying a lantern for a lampbase

Folks have been known to buy suitcases tor kennels and tea-
pots for spittoons. But most tolks buy functionally—they
huy the product tor its intended use. Except sometimes in
advertising.

One apparent exception to this rule is the appreciable
aross of advertisers who buy selective media—spot radio, spot
television, newspapers. Committed at least in theory to the
substantial advantages that selectiveness provides, of being
ible to take a market or leave it alone, they then proceed to
buy substantially identical schedules in the same media in
all markets.

If you read media records by accounts, it sounds like a
litany: Albany—1420 lines, Birmingham—1418 lines, Detroit
—1436 lines, etc. If it weren't for the different mat shrink-
ages, it probably would have been 1440 lines in every news-
paper,

The infinitely greater variety of TV and radio uniis makes
4 njore apparent than real lack of uniformity. But, as station
lepresentatives know, the agency is usually looking for
“three nighttime chainbreaks a week” or 10 trafhc-time
minutes a week” in all markets.

Cost of administering market-by-market schedule

At the heart of this seeming effort to negate the advan-
tages that selective media oftfer—enabling the advertiser to
tailor his advertising to each market—is the cost of produc-
ing and administering separate advertising schedules on a
market-by-market basis.

Re-sizing print advertising is a budgetary nightmare but
even ''re-sizing” a jingle can be costly if shorter or longer
units have not been anticipated in the original production.

Probably nothing much will ever be done about tailoring
the schedule market-by-market in individual media.

But something should be done by sales managers and

marketing directors about the proposals to use the same me-
dia in all markets when the company policy is to buy selec-
tively. That’s where real waste occurs. And they are the only
cuys who can do it because too many advertising managers
and agencies are rcluctant to initiate true selectivity even
though media and market statistics scream for it.

A truly selective campaign in 60 markets might use three
media.

Two low-coveruge newspaper areas

It the principal criterion is high penetration ol the manr-
ket, e.g. for a widely-used grocery product, two markets that
never should be on a newspaper schedule are the second and
sixth grocery markets in the U.S.—Los Angeles and San
Francisco-Oakland.

These two areas have the lowest coverage by their com-
bined metropolitan daily newspapers of any ot the top 50
markets. There are some cities where a single newspaper
does a better job of covering its total market than.the com-
bination of four Los Angeles dailies.

Markets where the retail trading zone is more populous
than the central city—Philadelphia. Dallas, San Francisco,
as some examples—are poor newspaper markets. Other me-
dia are indicated then.

I don’t want to wear cut my welcome in this magazine but
what's true of newspapers is to a lesser degree, true of TV:
there are markets where the number of TV stations substan-
tially reduces the eftectiveness ot a schedule vis a vis other
media.

Maximum effectiveness can be squeezed from selective
media by considering the media for each market separately.
That's a sophisticated selectiveness that will remove the
puzzlement of advertisers who now find great variations by
markets in the results of selectively-planned campaigns. Exp
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a g-r-r-r-rand fact —WGAI."TV is first choice of viewers in

Lancaster, Hurrisburg, York and in many other markets

......

(Glumsla wvzrawg
BLOOMIBUIG Sy

nanron ™ caiion

umsuay
Aoinamonin

CHANNEL 8
LANCASTER, PA.
NBC and CBS

westmingrre

e wnabr &
o

Il;"l:.n i:j'-f rasDIsILe 3 iy .
/' ({__; TS 316,000 WATTS STEINMAN STATION - Clair McCollough, Pres.
1t The MEEKER Company, Inc, + New York - Chicago ¢« Los Angeles - San Francisco

www americanradiohistorv com


www.americanradiohistory.com

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

THE TV SCENE

A
TESTIMONIAL
FROM THE BUYERS

What some leading advertisers and agencies have to say about television’s sales effectiveness

hen someone in the business of selling a medium savs

something about that medium. he's usually suspect.
So, for a change, here’s what some of television’s buyers say
about us. I think that as vou read these quotes, you'll agrec
that all this silly sniping at television must sound strange
to these people who know television best.

“More than half of our appropriations continue to be
in television because of the sales impact and demonstracion
ability of the medium.”"—Howard M. Parker, pres.. S. C.
Johnson Co,

“Certainly a real share of the progress we have made has
come through TV.”—E. C. Quinn, v.p., Chrysler Corp.

“Broadcasting is the most dynamic ot all means of com-
munication . . ., force that penetrates deeper than the great-
est of our efforts on the printed page.”—IVilliam B. Lcwis.
pres., Kenyon & Eckhardt

“There is no question of TV’s impact. It is onc of the
chief reasons why TV continues to be the key to Nabisco's
advertising.”--Harry F. Schroeter, adv. dir., National Bis-
cuit Co.

“So far as how we at Dodge feel about the effectiveness
of television as an advertising medium. I would say simply
this: Our dealers tell us it sells cars.”—Adrnold Thomson,
adv. mgr., Dodge

A favorable curve in terms of ¢c-p-m

“Our accounts are more active in both network and spot
than they were last year . . . TV has had a favorable curve
in terms of cost-per-thousand so that circulation has steadily
increased since 1950 more than any other medium, com-
pensating for rate increases.”—Arthur Porter, v.p. in charge
of media, J. Walter Thompson

“We are particularly aware of TV’s responsibilities, since
almost half of our clients’ total domestic investment is in

television—largest volume of any agency.”—Marian Harper
Ir., pres., McCanun-Erickson

“Without a question. Dinah Shore 1s our number one
salesman.”—IVilliam G. Power, adv. mgr., Chevrolet

“The television advertising experience is a total experi-
ence, whercas advertising In newspapers and magazines
usually occupies only a portion of the opened pages. and
outdoor advertising is only a part ol the scene.”—Fairfax
M. Cone, chairman of the board. Foote, Cone & Belding

TV invaluable for demonstration of product

TV is an invaluable medium in introducing new prod-
ucts ... and particularly products with demonstration tea-
tures. " —Edmund F. Buryan, v.p. in charge of marketing,
1. A, Sheaffer Pen Co.

“There is no doubt in my mind that relevision does help
stimulate showroom trathe. This year. television will rank
high as an advertising medium for Buick."—Fdward T.
Ragsdale, gen. mgr., Buick

“"Via our continued sponsorship of a high-quality pro-
oram like Omnibus, we believe that good progress has been
made in achieving the kind of corporate recognition that
we seek.” —Nathanial V. Davis, pres., Ahominim, Ltd.

“ Television, with its impact through sight, sound and
intimate relationship with the family living room pattern,
is an increasingly important tool of marketing manage-
ment. [ts penetration into practically every segment of the
total market gives a unique advantage to the advertiser who
sells the general public.”"—James Cook, v.p. in charge of
merchandising, American Telephone & Telegraph Co.

“We've found TV very effective. We're getting into it
more heavily all the time.”—Lee Mack Marshall, adv. mgr.,
Continental Baking Co. i

“Television is perfect for us. We can reach the family

To page 111
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It’s this. Measured in terms of ratings, efficiency, programming, audience compositiod!
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“I think they’re trying
to tell us something.”

T sales successes, the top network buy is now ABC TELEVISION
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7 TELEVISTON

THE MANAGEMENT MAGAZINE
OF BROADCAST ADVERTISING

| 1TV FILM:
- THE BATTLE FOR POWER

No matter who wins, advertisers, agencies,
the current struggle being waged between

I By LEoN Morsk

HE TV film industry is the foundation on which the

life of Hollywood rests. Take it away and you create
disaster: shops closing, studios being liquidated, families
flecing, the Chamber of Commerce calling a series of meet-
“ings to deal with the ensuing unemployment.

Hollywood can look forward to a future of unparalleled
prosperity. In the past decade, fifty per cent of the audiences
in America for motion pictures in theaters have been wiped
out. During that time, TV audiences have multiplied ten-
fold. Hollywood’s TV film fills more than 50 per cent of the
prime time hours on network television. Its TV film is be-
ginning to engulf the world, and is now visible on the
screens of five continents. TV films are seen by Arabs in
Saudi Arabia, by Indians in South America, by primitives
in South Africa. In many countries, American TV programs
have been almost too successful; foreign actors have pro-
ested; editorials have been written; legislative bodies
passed laws—quotas have been put into effect. Still the de-
‘mand for Hollywood entertainment continues.

TV film’s potential is enormous

By any standard, the production and sale of TV filim is a
'grmwh industry. In gross receipts (commercials included), it
s nearing the quarter billion mark. Its profits are conserva-
ftl"-'El',' estimated at $25,000,000. Through capital gains, the
‘Bpportunities for real wealth are much bettel than in fields
Where profits are twice as high. Its potential is enormous.

: hﬂl!'rrmcn film set in Hollywood the laboratory in which its product is
afed, The West Coast is building a world empire in television which
beginning fo dwarf the wildest dreams of its founders.

stations and the public stand to beneﬁl from
the leading producers of 1TV film programs.

As bees cluster around honey. so businessimen cluster
around profits. And the greater the potential tor profit, the
greater the incentive for competition. TV film, of course.
has always been a competitive business. These struggles be-
tween rivals in the past however, may be viewed as contests
between ants. In the coming battles, the contestants will be
giants.

The companies to watch: MCA-Revue, Screen Gems,
Desilu, Warner Brothers, Ziv, Four Star Productions, TCF-
Productions (20th-Century-Fox), MGM-TV, National Tele-
film Associates, Independent Television Corporation, Para-
mount, and United Artists Television. Playing important
roles too will be the network Alm operations.

Contestants too powerful for short fight

This battle will not he settled in a year or two. The stakes
are too great. the resources of the contestants too consider-
able. Before the decision is rendered, it will be four or five
years.

What will happen to TV fiilm programming during those
years? What is the outlook for advertisers and their agen-
cies? What can stations expect? Many believe that in the
struggle between these colossi, TV will be the loser. Others,
equally well informed, disagree completely. But there are
certain signs and portents which furnish some clues as to the
shape of things to come.

One) The quality of programs should improve as com-
petitive pressure weeds out the second-rate and allows less
margin for error. It will however, be product created along
traditional Hollywood lines: that is, escapist entertainment.
The need for greater cfhiciency and greater profes:ionalism,

To next page
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THE BATTLE FOR POWER conlimued

In the battle of the TV film giants, disaster lies in wait for both the inexperienced and

should sharply upgrade the quality ol pilots too. This proc-
ess 1s already under way. At least 15 pilots had already been
purchased by carly spring of this year, an indication, accord-
mg 1o some. of superior product reaching the market (sec
list on page 96).

[wo) Conditions will force more complete sampling pro-
cedures. In other words. advertisers will be shown more
than a single pilot: usually they will sec two or three. Net-
works are alveady ordering several hall-hours in the same
series. Now producers are just beginning to follow suit, espe-
cially those producers who are equipped to go into syndica-
ton. Should their programs lail to fimd network interest, they
can resort to the station market. Among the programs being
produced m this manner are Third Man, Four Just Men,
[ e Pei and Sword and the Arrow. The first two are being

mec m Fngland. the last two were filmed in Hollywood.

¢ More value will be built into network programs.

. s will inerease to enable producers to find that elusive

i the havstack—the hi. Some of this will be risk
but much ot e will be the result of co-production

( hich allow for forcign production. The increasing
mcome from world markets will enable producers to lift the
¢l o production budgets. Te has already been mercased

on tvo shows bemng fiimed in Brivun, Four Just Men and
[l Man Both clam budgers ol $50.000 per half-hour, 25

per cont more than usual, Because these series qualify for
he Enghsh quota, thev are certam to return rhe additional
F0.000 spent for therr production.

International activity increasing

Many more such series will he produced abroad, particu-
foly i Conmmonwealth cowntries (Fnghimd, Canada and
Vustvalin) T hese countries, specifically England, are throw
g ofl imense profits. They have enormons sums available
for production ventores whieh can omualuply thein capical
and carn dollars e Tien of feeding the tax collecror. Ties
bhetween Amevican and Briish production COMpanes e
close cnd heconnmg closers Many Amevican film companes
own teiests o Brosh stidios. Warner Brocthers, for ex
ample, owng 3704 per cent ol Associated Briosh Procares
Corporation: MGN owng the Flsiree Stachos; |0 Avchay
ik and J1C are already engaged in joimt prodaction on
two contimems Fogland and Avistrali

Congeqnently. the quality of Briosh TV Bl made fon
Viicnican viewing should also hecome hetter, Important
crcanve dents e Fngland e tatting thens attention to
the medmm, vepeating a process that has alveady aken place
here They will natorilly emplisize swspense, spy and ad
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the undercapitalized

venture, their most popular motion picture types here. Big-
~ger British acting names are becoming available to TV. To
tllustrate, Jack Hawkins, a featured player in “Bridge On
The River Kwai,” is one of the stars of Four Just Men.
. Four) Advertisers are moving into a period of program-
- ming plenty. To sell, one must first produce. And more pro-
- grams will be produced in future years. For example, Screen
- (Gems has almost doubled its production in the last year and
. TCF Productions has tripled its production volume. Sta-
gions and local advertisers will also derive many benefits
' from the superabundance of product expected because many
ol the shows which do not find a place on the networks will
0 into regional and local sale.

~ Five) The wrend toward “bigness,” already well under
‘way in film companies, will continue to accelerate. For ad-
vertisers, “‘bigness” will have these consequences: adver-
*tisers will buy from fewer firms but these companies will
olier a greater variety of product. “Bigness” should also
. mean closer working relationships and all they entail with
! these film operations. There are some who feel that this de-
~ \¢lopment may mean the loss of individuality in program
¢ moduction—that is, the end of the custom-made quality
' given many programs by independent producers.

. Betler product expected from bigger companies

But “bigness” will bring many benefts. Most ol thesce
lirms are more efficient, and more of that efhciency may be
reflected in the product on the screen. A continuing supply
0l programs will be guaranteed. These companies need
product for their salesmen, and projects to keep their pro-
Ctluction executives happy and studios busy. Advertisers will
he dealing with substantial operations; the exotic experi-
ences of the past with producer-promotors will go into his-
tory., These solidly-financed companies may be better able
tn experiment with programming because they can sustain
losses which could wipe out independent producers under
urrent conditions,

The advent of such film operations does not mean that
an agency’s creativeness must be limited to buying film in
i can. Clever agencies can take advantage of the many-sided
¢ nhature of these companies. For example, they can suggest
© ideas which might be based on theatrical films which these
- firms are placing in production. Backgrounds for such a
© seties could be made while the theatrical film is being shot,
L] thus resulting in large economies in cost.

" At one time, the needs of a film producer were simple;
* lour walls, a few cameras and an interesting idea. ‘That day
15 lone gone,

o

I
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On opposite page, in a happy mood, are TV's reigning queen, Lucille Ball, with her
consort, Desi Arnaz. They are also co-founders of the Desilu Studios. Above are three
of the leading lights in the television film producing business. Reading from left to
right, are William Orr, the TV topper ot Warner Brothers, urbane Dick Powell, pilot
of Four Star Productions and John Sinn, the dynomic head of Ziv TV,

The demands of TV film production and distribution are
complex, and growing ever more so. Assuming that a pro-
gram can be sold, the producer must be able to finance the
first six half-hours before he can receive his first check from
the sponsor. His facilities must give him roont to exercise
his program concept. Those facilities are now at a premium
—and so are producers with $200,000 in cash. the approxi-
mate sum needed to finance the first halt-dozen programs.
Banks want and receive gilt-edged security. Payrolls are
heavy; Ziv carries several thousand people in New York, Cin-
cinmnati and Hollywood. Physical plants can be as large as
small cities.

Many hazards for poorly-financed companies

Along with profit potential go tremendous haszavds. A half-
million dollars can be wasted in pilot production. A bad
series produced for syndication can lose even more. The
public’s entertainment tastes are fickle, its need for constant
novelty insatiable. Disasters lie in wait for the inexperienced,
the undercapitalized, the semi-professional. One must be
able to withstand the ravages of failure, rather than the em-
braces of success.

“Bigness” puts some solid earth under these treacherous
sands. Adequate tinancing offers stability, the ability to make
mistakes and makes it possible to last long enough to learn
from them. A large and talented executive staff combines
experience, intelligence and several points of view. And the
more pilots a film company produces, the better are its
chances of success.

But there are various forms of “bigness.” There is verti-
cal “bigness” as illustrated by Screen Gems which oper-
ates on several levels, and horizontal “‘bigness” as illustrated
by Four Star Productions.

The trend is all toward the vertically integrated film
organization. A vertically integrated TV film operation is
one which functions on all production and sales levels. Tt is
a one-stop film shopping center. It produces programs rang-
ing {rom 30 minutes to an hour and a half, from cartoons
to public service. It produces commercials, both animated
and stop-motion. It produces for the national and the local
market. It sells all these film forms plus features. It rents its
facilities when they are not in use. Syndication, of course,

’ To page 91
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LS. Steel recently discovered some tmportant cracks in its public relations armor. What Steel

learned and what it did about it is of value to all those using TV to put over a corporate profile.

By FrRank P. MoobEL

REALLY don’t feel sorry for the United States Steel Cor-
Iporation." . . . “It 1rritates me when a man whosc
appearance . 1s respectable comes on and talks a little
bit down to me and tries to tell me something that's utterly
ridiculous—that this is really some sore of benevolent or-
ganization working for the people.”

The sarcasm from the playback of the tape recorder lay
leavy upon the room. The handful of listeners wore increas-
ingly haggard looks as the voice—and the tape recorder—
droned on in U, S, Steel’s offices at 71 Broadway in down-
town Manhattan,

The voice didn’t belong to an agitator for the United
steelworkers.* It was that of a “‘typical” viewer of The
[‘nited States Steel Hour, one of some 150 interviewed over
the past 15 months by Steel’s agency, Batten, Barton, Dur-
stine & Osborn.

Was the message getting across?

For over 15 months Steel’'s Public Relations department,
which runs the six-year old network TV show and reports
directly to Steel’s board chaivman, has had BBDO conduct
a series of depth interviews to find out it the corporation is
setting its institutional messages across to the public via TV,

What Steel learned through these candid interviews may
hold vast implications for other major corporations who are,
ur are thinking of, using television as a PR pipe line to the
public. For one thing. it’s quite clear from the latest series
of BBDO interviews that while Steel may have been quite
successful in putting across its over-all PR objectives and
corporate 1mage, it has not, uniil recently. been aliogether
successlul in selling specifics, e.g., 1ts profits vs. steel prices
story. Equally important is the way Steel’s experience under-
scores the need for qualitative research, such as the “focus
group interviewing technigue emploved by BBDO, 1o
theck on PR success.

For just when BBDO was recording eritical conmnent on
Steel's profit PR commercials in TY38, quantitative resta ¢h

*[espite 1ts mammoth size, U S. Steel last year ronked only 423d among the nat.ons top 500
rdustrials. Though 1959 first quarter earnings ($106,585,303 on gross sales of $1,077,588.292)
represented a 70% increase ovar 1958 s first quarter net ($62,426,679 on gross sales of $800,074,-
174}, its apologetic approach on TV appearsd during a bad year. In 1958, income from its
faurteen divisions and elevan principal subsid ar'es came to only 8.7% of $3,477,000,000 sales.
A| current level of sales, 1959 income should surpass 10% of sales.

FOR AN IMAGE

indicated that more people thought more highly of the cor-
poration at that precise moment than at any other time in
Steel’s history.

The proot of Steel's over-all PR success comes from the
Psychological Corporation, whose continuing Link Audits
measure trends in the public’s basic attitudes toward seven
American corporations. Besides U7, S, Steel, the subscribers
mclude General Motors Corp., E. 1. DuPont de Nemours,
General Electric Co., Union Carbide, Ford Motor Co. and
Westinghouse Flectric Corporation.

Since 1937, the Link Audits show, U.S. Steel’s “favor-
able™ image has been consistently on the rise—from 469/ to
81.59¢—dipping only in times of labor unrest and economic
setbacks. The most recent Link report (May 2-17, 1958)
showed that those who held “no opinion™ of U. S. Steel
were down to 279 of the population  (as against 459,
when Link set out in 1937), and that over a 22-year period,
the small (89;) segment ol the population eritical of Steel
has been cut in half.

Most liked the Steel Hour in interviews

More interesting. vet, is what Link tells about UL 5. Steel’s
television activities since launching the Steel Howr in the
autumn of 1953, During the first season on ABC-TV, 1ts
“favorable™ image tose at double the rate ol s fellow sub-
scribers: UL S0 Steel was up 6.29¢ as Westinghcuse  (then
sponsoring Cavalcade of America) was up 3.09,. Furcher-
more, since going on TV, U.S. Steel’s share of “unfavor-
able” has been consistently below the seven-company aver-
age, and when asked—specitically—what they most liked
about U.S. Steel’s advertising, a preponderant majoriny
singled out the United States Steel Hour.

Another source, the American Iron & Steel Institute has
found that 709, of the public gets its nmpression of stcel
through television (as against 567, through newspaper ar-
tcles. 169, through mewspaper advertising).  Another,
Princeton’s Opinion Reseanch Inc., early last vear asked
U, S, Steel emploves in three plant cittes—Gary, Youngs-
town, South Chicago—where they got their impression of
Steel, that is, ouside of actual work. Over 5097 said TV,

While all this conclusive research is fine and good, can

To next page

A lypical U.S. Steel Mour commercial
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THE SEARCH FOR AN IMAGE continved

“Cetting statistical samples s one thing, but having your nose rubbed in what people

relevision actually alter preconceived notions ol U. S. Steel
in particular as well as in general. Obviously, 1t had struck
some U. S. Steel executives that it would not do simply to
come out looking good in what one terms “popularity con-
iests.” Insofar as its TV program was concerned, the corpo-
ration did, indeed, “look good.” It had a high (71.39)
Trendex sponsor 1dentification; its Nielsen averaged 21.87%,
and share of audience hovered at 31.99,.

“Focus group interviewing’’ for Steel

At the agency, a BBDO psychological research group
l:eaded by a scholarly, wiry former university psychologist
named Dr. Bayard Badenhausen, had for several years con-
ducted just the kind of sophisticated research U. S. Steel
was looking for. Ignoring statistics, for one, Badenhausen’s
researchers were conducting what in M. R. vernacular is
described as “'focus group interviewing”—getting people to
verbalize the 1mages, thoughts and feelings that edged into
consciousness by foregoing direct questioning and concen-
trating instcad on making the sample probe their innermost
thoughts for what they honestly felt.

What they learned was graphically illustrated several
years ago by a pilot study conducted for The First National
City Bank of New York, a BBDO client. A general discus-
sion on banking told Badenhausen what he had suspected
all along: that the average man or woman felt intimidated
by the imposing marbled facade ol banks and took out his
or her fecling by complaining about long lines and slow
service.

BBDO researchers found that the felony was com-
pounded by the client’'s TV commercial on the 17 O’Clock
News with John K. M. McCaftrey (wrca-tv, New York).
This commercial boasted that “More People Bank At First
National City Than At Any Other Bank in New York.”
BBDO’s copywriters played back the tape, reworked the
slogan to read, “Yorn Come First at First National City . . .7

Sufhciently impressed, U. S. Steel asked Badenhausen to
screen one ol its hour-long Theatre Guild presentations
along with the commercials therein belore a panel of some

ten people. Those interviewed were picked at random by
the “people finders” at Bennett-Chakin, an agency specializ-
ing in locating research samples. They were paid $5 tor
the trouble of spending a fcw hours locked in a screening
room and allowing their subconscious to be explored.

At the outset, Badenhausen encountered what he now de-
scribes as “an aura of paranoia.” The sample “was actually
hostile and antagonistic toward what it regarded to be a
deliberate effort by ‘Big Business’ to pull the wool over its:
eyes.”

Individuals dismissed as “phony” “spurious logic”
the client’s contention that steel was innocent of having
stimulated inflationary prices; suspected U. S. Steel of pos-
sessing some sort of “ulterior motives” in playing down its
veritable size; and in general, were highly skeptical “because;
it (U. S. Steel) 1s being so defensive 7

Shown a commercial that explained why U. S. Steel’s
profits were so low, one of the respondents said that an-
nouncer George Hicks “skims over the money that went to.
the stockholders as if it were some sort of donation to the
poor.”

Another charged that “this is a constant kind of deception:
that corporations try to practice upon people . he seems.
to be implying that U. 8. Steel is not what it undoubtedly 1s:
a company with the intention of making lots of money.”

To Charles M. Underhill, a former ABC and CBS execu
tive, now U. S. Steel’s staff director ot television, hearing this’
resentment come crashing through the tape was “a most
humbling experience.” Understandably so. Badenhausen®
explains: “Getting statistical samples is one thing, but hav
ing your nose rubbed in what people actually think of you
is another thing altogether.”

Did this mean that after years on the air, U. S. Steel mlohﬂ‘;
have been barking up the wrong antenna?

Certainly not. To begin with, from a purely statisticalt
point of view, these comments were absolutely meaningless
BBDO account executive Ira L. Avery declares that ‘1usr1
hecause nine out ol ten people [interviewed] can’t under
stand you doesn’t necessarily mean that nobody understands
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actually think of you is another thing altogether.’

you or that 909, ot the country doesn’t understand what
you're talking about.”

An oft-expressed criticism of this technique, on the other
hand, 1s just as meaningless as the comments themselves.

This critique holds that these “focus group sessions” have

been conducted in only two citics, both of them in New
York state, and that turthermore, the sample could hardly
be regarded as “‘representative’ in that most were white col-
lar workers of above-average incomes who just happened to
be articulate people.

“Nonsense!” snoits Badenhausen. “What could be more
of an average viewer in U. S. Stecl's eves than the steel-
worker whose current average salary comes to $6.244.40—
which just happens to be the mean salary of our respond-
ents.” And, he explains, “while regional differences will
certainly affect brand purchasing habits—something in
which we're the least interested—locales have little or no
bearing on language comprehension and emotional reac-
tions. This is all we want to know: do they clearly under-
stand the language, the logic and the objective of the com-
mercial? Do they believe what they see and hear and what
are their emotional reactions to both the show and the
commercials?”

Interviews lead to copy changes

Thus, over the past year, as U. S. Steel listened to these
emotional reactions littie by litdle, 1t was able to detect what
did and did not sit well with its public. It learned, for ex-
ample, that the perfectly acceptable term of “productivity”
was interpreted by many to imply “exploitation ot the
worker.” The word was changed to ‘rate of production.”

In the same way, Steel ceased talking about “our” profits.
placing the emphasis on what these profits meant to “'you,”
the viewer. Steel also learned that some viewers considered
the use of puppets “in poor taste.” Said one respond-
ent: “I think it’s disparaging to the intelligence of people.”
Other techniques were substituted.
~ And so, by the time the most recent interview was held
In March of this year, U. S. Steel could detect little ol the

2

Steel's over-oll public relotions success, especiolly since the Steel Hour began, is in-
dicated in the chart at left. It 1s based on data gathered by the Psychological Corpora-
tion in its Link Audits. Looking over the results, left to right above, are Charles M.
Underhill, Steel's staff director of TV, Phelps Adams, v.p. of public relations and
assistant to Steel's board chairman, and Charles W. Huse, Steel's p.r. administrator.

virulent criticism that came [rom different quarters and
settled on its TV department like a thick blanket ot gloom.

Badenhausen sums up progress this way: “At one time,
they felt they were being lied to knowing as they did that
big companies make big profits. They originally lelt they
were being condescended to, that this huge company was at-
tempting to patronize them. Recently, we tound a greater
feeling of 1dentihication with U. S. Steel . they telt chat
at last they were being treated as equals.’

This 1s not to sav all 1s sweetness and light. Only a few
weeks ago, Scripps-Howard's radio-TV critic Harriet Van
Horne described one recent commercial as “a quiet, inter-
mission chat about ingots and I-bars that have a poignancy
and a poetry that goes straight to the heart—provided that
you're the kind of homemaker who thrittily bought several
hundred shares of U. S. Steel back m 1934

She suggested that beftore attempting to tell any more
about profits, the corporation ought first to define an ingot.
Suflice to say, even her suggestions will be used 1 altering the
commercial approach. But it is obvious that U. S. Steel still
has to convince a number of die-hards, among them, the
viewer who wrote, “You must think the public 1s utterly
stupid. There’s no disgrace in profit in our country. Why
distort it?”” Or take the one who threatened to boycott U. S.
Steel because he resented “being a member of a captive
audience for a 19th Century course in economics . your
threadbare propaganda was pass¢ in 1927 your splen-
did pitchman may be Mr. Hicks, but it does not necessarily
follow that your audicnce are also Hicks” (sic).

Letters such as these notwithstanding, the greatest testi-
monial to U. S. Steel’s success in re-designing its PR com-
mercial approach came in the form of a letter addressed to
public relations vice president Phelps Adams. The author
was the president of a large advertising agency specializing

To page 98
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TV Academy—

54

an
organization
at the
crossroads?

In 1ts present state

It can /Ie/p or

hinder 1TV ’s image
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a unique opportunity to sell it-

self to the American public:
that occasion is the annual pres-
entation of the Emmy Awards by the
National Academy of Arts and Sci-
ences. This year the presentation was
made May 6, well after this story was
written. Yet it was already apparent
that the Emmy Awards this year
would not change the pattern of the
past—the Awards would become a
great source of controversy; its critics
inside the industry would air their
dirty linen in public; its critics outside
the industry, mainly the TV col-
umnists and editors, would cite the
Emmy Awards as a bill of particulars
to indict television.

There is a supreme irony about the
Emmy Awards. They were designed,
in part, by the Academy, to help im-
prove the image of the medium. In
stead they seem to be doing the oppo-
site. If critical reception to the Emmys
plays any part in shaping its image—
and 1t must have some effect—tele-
vision is surely the loser.

This is the vear that TV, formerly
the prodigal son, has become the
prodigal patsy. It 1s under severe at-
tack from every quarter.

ONE night each year, television has

Objective evaluation needed

Behind the Emmys, of course, stands
the National Academy of Television
Arts and Sciences. its architect. Per-
haps an analysis of the Academy is m
order? Such an examination would
take us behind the scenes to turn the
spotlight on the Emmys and to voot
out the sonvee of its troubles. Perhaps
the industry is oo close to the organi-
zation? Tas it taken a good harvd look
at the Academy vecently? Is ic objective
mats evalnation of the Academy’s
achievements, failuves, and problems?

The  key o understanding  the
Academy is its eredo “to advance the
Arts and Sciences of television™ which
is st forth inits constitution. "1his
statement is,  of  course,  extremely
praiseworthy: not so  commendable,
however, is the different interpreta

-
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tions given the phrasc. What consu-
itutes such an advance? The answers
almost outnumber the membership.
Related to lack of agreement on
aims is the problem ot serving an in-
credible diversity of people. The
Academy, which has 4,000 members,
is all-encompassing. It turns away no
one, cven those who do not work 1n
Ithe business can become assoclate
members. In its ranks are network
executives, producers, packagers, ac
tors, writers, dircctors, scentc and cos
tume designers, newsuien, annouic-
ers, personalities. performers. techni
cians, engineers. talent agents, ad
VErtising agency account exccutives.
etc. Hollywood is a film chapter; New
York a live one; Washimgton a news
chapter; Baltimore a local chapter.
Chicago has relatively a large number
vof admen, New York, relatively few.

i Members speak in divers tongues

At first, the Academy actually was
isupposed 1o be a crucible where all
segments of the trade werce 1o meet.
learn and thrash out their problems.
Actually 1t is more like a tower of
Babel where members speak o dit-
ferent tongues depending on their
needs. Some want to sociahize; others
to join workshops; a few to meet in-
fluential members.

The National Academy is young.
much younger than pcople suppo-c.
IFs youth demands that onc bhe pa-
tient. But 1t is also a jerry-built or-
ganization ol parts grafted one upon
the other without any functional ¢
hesiveness. It was formed in 1046 in
Hollywood. It retained its provincial
character until the New York chapter
was begun in 1954. A year and a hall
of negotiations were necessary before
the National chapter was organized in
June, 1957. Ed Sullivan played the
role of the Great Compromiser and

To page 109
Meeting of Board of Trustees of The Academy in
Sepfember 1958 in Hollywood. At head of fable is
Harry s, Ackerman, Academy president. Seated at his
left are: Henry S. White, W. Fenton Coe, Pat McDer-

Mott, Robert F. Lewine, Lou Edelman, Hubbell Robin-
son, Jr., and Paul Weston.
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How Long
Should

a Commercial

Be?

Results of a continuing six-year study
of Winston commercials

suggests the relative effectiveness of
10, 20 and 60-second spots

during the product’s life cycle.

By Mack Hanan

ryHERE are many answers to this complex problem. Prac.
l tically speaking. the problem of prime-time availability
determines one answer. Iconomically, there is always the
problem of budget. Other considerations include the tyj
and mood of the product, the commercial time of day onf®
night, and the typce and role ot supplementary media, if any.
In this pilot research study, recall and response to commer
aal lengths ot 10, 20, and 60 seconds were correlated wit
still another determining facior: the Product Life Cycle
(For methodology, sec page 97.)

In terms of this study, the product life will consist of the
lollowing marketing stages: . PrEGNANCY—predistribu
tion (in recent years there are a nuiber of striking exanple
of heavy advertising before any real distribution has heer
achieved). 2. sikTH—the introductory stage. 3. ADOLESCENCE!
4. maruriTy—when the product reaches its share ol market
goal. Based on this six-year study on Winston Cigarettes (o
another cigarette maker, are suggestions on how the lile
Cycle index can be applied to specific product problems as
a mcans ot helping adverdsers use the TV medimm i ¢
more cconomical and ethcient way. While specifically con
cerned with men smokers’ reactions to cigarette commer
cials, the implications of this study can be applied to al
packaged goods and to many other kinds of products as well
Here are the main findings:

The 10-Second Commercial carned the highest recall o
brand name when the product was both new and after it hac
become established. The 10-second spot also stimulated the
highest degree of teaser interest in the product before it
introduction. Here is the percent of recall in our study fo
the 10:

As An Established
Product

As A New

Recall Product

% Audience’
Recalling
Brand Name

........... 9. ... ........98

% Audience)
Recalling
Brand Name 70
| plus
|  Major Sales |
Point J

9%, Total L

Sales Points
Recalled
(out of 3) J

Therefore, the 10-second commercial would appear to b
most eflective in the role ol teaser before a product is on the
market; in the role of repeater white the product is gainin;
a market toehold; and in the role ot a reminder once th
product has become established.

The 20-Second Commercial, the key prime-time announce
ment length, would appear to be most effective as a ripene
in the transitional stages between a product’s initial novelt
and its general establishment in the market. However, thi
research study suggests that the economics of the 20-secon:
commercial in comparison to the 10-second length shoul
be examined critically by any advertiser using both ¢
forced to decide between a major investment in one or th
other. To page 9
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PREGNANCY

In the pre-distribution phase
of the launching of a new
produci, the 10-second spof,
in terms of highesi recall
and teaser interest, would
seem to be most effective,
as compared to spot an-
nouncements of greater
lengths. The 10-second com-
mercial is deservedly re-
ferred to as to the “ID.” In
the Winston study it did,
indeed, identify the ciga-
rette by name far more
memorably than commer-
cials of either 20 or 60-
second length. Furthermore,
the 10-second length also
stimulated the greatest au-
dience interest in learn-
ing mere about Winston.
It may well be a truism that
the lengthier the commercial
for an unborn product, the
more—not less—confusing
it can actually prove to be
if the product’s sales points
cannot be quickly and
meaningfully related to a
known brand name and
function. The 10-second
length may therefore be
able to offer the higher con-
sistent level of recall of
brand name along with in-
creased economy in produc-
tion and timebuying at the
opening stage of the prod-
uct life cycle.
Our study showed, in short,
that the 10-second length
did the best job of building
a brand name, pre-selling
the product well before it
was in complete distribu-
tion. The ID set up the
maximum of temptation to
want the product. Or, to say
it another way, the ID, ac-
cording to our study, in-
~stilled a sense of watchful
~ Waiting just prior to the next
llmportcnf stage of the
Product's life cycle.

WHAT SPOTS TO

USE DURING A PRODUCT’S LIFE CYCLE

BIRTH

Once the product is actually introduced for mass sale,
more than [ust a teasing interest is required from the
market; more than just brand name recall is required
by the advertiser. This is the time to begin to build a
solid platform of product fact and product personality.
If the 10-second commercial can be regarded as a left-
jab which keeps the market unbalanced in the direction
of the product, then the 60-second commercial is the
haymaker. It offered by far the highest percentage of
total audience recall of the Winston brand name-plus-
the brand’s major sales point. It also offered the great-
est relative opportunity to interweave supplementary
sales points around the major theme-—or variations on
the same theme—as well as the greatest proportional
recall of the panorama of sales points. Because the
birth of a product is its most vulnerable moment, a
one-two punch of é0-second and 10-second commerci-
als suggests itself as the most effective means of keep-
ing the greatest amount of constant pressure on the
market by using the 60's as stabilizers and the 10's
as repeaters. In this role, the 10-second spots do more
than merely repeat the brand name and major sales
point. Through association, they can call forth the
more fully developed sales argument carried by the 60-
second length commercials. Thus, they can imply as
well as repeat.

fn the specific case of the Winston cigarette commerci-
als, the 10-second length was able to put the brand
name across better than the 20-second commercials and
also achieve an almost equal recall on brand name-
plus-major sales poini.

This finding is reinforced by the results of an entirely
separate but related research study on the commercial
recall of men cigareite smokers to the sales messages
of the ten top cigarette brands. Using recall from the
60-second length of these commercials as the base, we
found that once again the 10-second length sacrificed
very little to the 20 in its overall ability to fransmit
brand name and brand name-plus-major sales point.
This close relationship between the effectiveness of the
10's and 20's suggests obvious applications. For the
same dollar budget, more 10's can be levied against
the market than 20's, yielding -greater frequency
and continuity with no loss of impact. Or some of the
money saved can pay for additional 60-second com-
mercials as well. This problem of dollars saved is a
major consideration in any new-product introduction.
By the time the stage of adolescence occurs in the
product's life cycle, the introductory budget is usually
just about depleted. Nor has the product typically yet
begun to return a profitable pay-in to reimburse its
pay-out. In going for broke, as it must in its introduc-
tory period. Any new product must avoid the central
problem of going broke itself.

ADOLESCENCE

Following a successful in-
troduction, the chief market-
ing problem of a product’s
adolescence requires it to
maintain a steadily mount-
ing brand pressure. For this
purpose, the 20-second
length seemed to be the
best ripener of the initial
introductory  foothold for
Winston. When the ciga-
rette was new, the 20-second
commercial earned a slight-
ly greater recall of brand
name than the 60. And as
Winston moved toward be-
coming more and more es-
tablished, the 20 earned al-
most the same amount of
recall of brand name-plus-
major sales point, at the
same time closely ap-
proaching the 60 in its per-
centage of total sales points
recalled.
It is worth noting that the
advantage offered by the
20-second over the 10-
second length in enhancing
recall of brand name-plus-
major sales point can be-
come significant to a prod-
uct which is in the throes of
trying to establish itself
after introduction. At this
marketing stage of the life
cycle, it is usually impera-
tive to cement the associa-
tion between product name
and claim so that a recipro-
| cal relationship can be cre-
| ated whereby the
| alone bespeaks the claim
and the claim alone sug-
gests the name. This is the
| bed-rock basis of what is
| called the product person-
| ality, or “image,” through
which the product comes to
I stand for something. And
| that “something” can only
| be its major claim.

—— s e e e s — — — — — — — — ————— T —— — — — — T e o o o o o o o o e il

name
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MATURITY

I As the product comes into
: ils fullest share of market,
if it is not the brand leader
it is nevertheless one of the
| leaders. In either event, its
| sales position then becomes
| increasingly nipped at by
| its competitors.
| To maintain its position, or
at least restrain the down-
ward pitch of the sales pla-
teau (as projected in the
chart above), the mature
| product needs a new push
| at this time. Here again the
| 40-second length is recom-
| mended. For the minute spot
| best documented the story
| of newness in Winston. The
| study shows the 60 offered
the creative room to spell
I out the significance of a new
ingredient, a new manufac-
| furing process, a new price
| or package or promotional
| theme. The 60 earned the
| highest percentage of recall
| for @ new or renovated
I major sales claim. This find-
ing is the determining
I tactor in suggesting  the
{ 60-second length as being
| singularly useful at the ma:
turity of the life cycle,
differentiating it most im-
| portantly from the 10's and

I
I
I
I
!
¥
|
|

————

1 20's.
| And, finally, the added
of the &0- .

I effectiveness
| second length in conveying
| a sense of believability and
| actuality for the renewed
I claim should not be over-

looked. The findings again
| show that the addition of
| IDs to the backbone of a
| 60-second campaign can
| take advantage of the re-

tention of the full story of
| the minute spot and at the
| same time can mean in-
I creased efficiency.
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Texaco's $8,000.000 guestian, can It
retair iponsor (dentification
in the era of alternaling and porlicipating
sponsorshipsf Teroce s adverfiting
manager, Dopald W, Stewaort, thimks

he har the. answer

STEWAR'T OF TEXACO:
THE CRISIS OF CONTINUITY

~ o medium that can create more “problems™ than there
I v solutions, the greatest dilemma confronting today's
nete ok advertiser apparently is how to maintain single
proginn and sponsor identification plus week-in, week-out
contmoity in face of rising costs. How can you achieve this
when the economic structure of television favors just the
apposte and the trend s to alternating, participating and
cosspansorships?

Cortaunly, no one ts more aware of and has done more
about this difhicult problem than 52-year old Donald Warren
Stevwart. the raciturn, deliberate advertising manager of
Texaco, Inc, as The Texas Company is now known,
Texaco spent $5 million in spot radio and TV

From television’s first days, Texaco, under Stewart, has
cone through a lull cycle ol sponsorship patterns aimed at
cuding this dilemma. Beginning with the weekly Texaco
Star Theatre starring Milton Berle, Texaco turmed in 1951
1o the fust alternate-week program series (Jimimy Durante
and bonald O'Connory, thenee to a handlul ol specials 1o
the point where last year, its total network TV hudget came
to approxnnately 410,000 (while placing some $5,000,000
i radio TV spot).

Now, Stewart & Co. are about to make another dramatic
move—one that they hope will help to solve the corpora-
tion's needs as well as restore Texaco to the ranks ol the TV
network heavyweights,

Alter yeportedly mulling over the prospect ol sponsoring
cight CBS TV specials produced by "The Friar's Club next
scacon (o purchase that would have come 1o $200,000
show, exclusive of network time), "Texaco—according 1o re-
Hable tade veports—is on the verge of signing a card-rated
package of $8,000,000 gross: H2-week sponsorship of NBC
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News with Chet Huntley and Dave Brinkley, five nights a
week. Actual cost 1o Texaco would be considerably less
after cash and frequency discounts.

Although the purchase is one Stewart himself won’t elab-
orate upon (“We never talk about a deal until we've ac
cually signed it into being™), it portends a new advertising
approach for Texaco. For Texaco’s advertising strategy is in
transition—not simply in programming, but in media and
copy, as well. The changes may not necessarily be revolu-
tionary, but they have profound implications for most TV 8
advertisers in general, the oil industry in particular.*

Texaco’s new media approach undoubtedly is the maost
significant change. Assuming that Texaco gets full station §
lineup (minimum requirement: 130 NBC affiliates) and the
sponsorship begins as reported on June 29, the pattern is
clear.

Specials sustain ‘“‘blockbuster’ technique

Its specials—the January 1 Cotton Bowl game, the April
HO Swing into Spring with Benny Goodman, the June 3
Burl lves special on CBS and one, tentative autumn spec- |
tacular, possibly on NBC—sustain the “blockbuster” tech-|
nique reminiscent of Texaco's salad days with Milton Berle, |

For as Stewart says: “Our philosophy with these specials |
is that they are geared to specific merchandising campaigns

they are not indiscriminately spotted so that we can

say ‘we're in television.” " And while spot may make an at-
tempt at filling the breach between these specials, only the
type of spousorship altorded by the proposed Huntley:
o page 1fiF

+Toxaco is the fourth largest oil complex in terms of assets ($3,111,526,969), second biggest in
lorms of nat profits ($310,167,805) on o 1958 gross income of $2,475,629,730. It reported recard
oarnings lor the first quarter of 1959 net income of $91,220,181—a gain of nearly 30% over 1758
first quarler nel income of $70,003,000,
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CONTINUING BRAND STUDY NO. 35

THIS MONTH: BEERS, BREADS, HEADACHE REMEDIES, SHAMPOOS—CHICAGO

.fT'rH.f.-'m S

AECAT.S-

TIP TOP BREAD LEAPS
FROM
FIFTH TO LEAD

Hamm's

Tip Top, Holsum show phenomenal recall rise in
Chicago. Bufferin, Hamm’s, Halo lead their fields.

ip Top. climbing rapidly and substantially, led the bread
tield in recall in the latest survey conducted in Chicago.
Moving up from fifth place in a February, 1957 survey, Tip
Top more than quadrupled its scoring in the 1958 study, show-
ing the same trend it had in the New York survey (published in
April, 1959). On the whole, the bread field reflected dynamic
movement. Holsum, second, rose phenomenally over 1957,
climbing from 1.99, to 28.89, in recall. In use, leader Wonder
ilvercup, which t1ed Holsum for second.
new leader in the shampoo category, showed a con-
i rive in recall and use. Moving up from fourth in 1957
o {210 more than tripled the percentage of recall for its
ommeicials. Previous leader Prell was down to fourth place.
Reflecting the change in recall, Halo also led the field in use,
rising [vom its tormer third-ranking position. And Prell, pre-
viously first 1n use, again exchanged places with Halo to take
third place

Among beers, Hamm’s, whose commercials are consistently
among the best on TV, remained the leader in recall and use
and continucd to show a rise in percentage for both. Schlitz
again trailed in second place. Pabst was third in recall; Bud-
waiser, third in use.

In the headache remedy category, Bufferin continued its lead
in commercial recall. Anacin was sccond, picking up over 18
pereentage points since a previous survey, and Alka Seltzer was
thivd. Bayer aspirin took first place in use, Bufferin and Anacin,
second and third respectively.

Bufferin

How this study was made

Drawing from interviews made lor "TELEVISION MAGAZINE by
Pulse from 1955 1o the present, this survey provides an indica-
tion of the extent of change iy the recall of 'T'V commercials
and reflects trends in product use for these categories.

I'he maose recent survey was conducted in Chicago in Octo-
ber, 1958 One thousand viewers were asked the following
(questions for cach product category: “What brands of —— have
you scen advertised on TV during the last two weeks?” “Which
do you user” Those brands consistently scoring less than one
per cent have been omitted from the listings. Halo
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CALLED

October, 195 June, 1957 June, ¥956

Rank % Rank LA Rank %
......... 1....61.4. |, v....551..}.. ¥%....47.3
Schlitz .......... 2....33.0..[.. 2....36.9. .. 3....22.0
BB - 3....252.... 3....21.5. ... 2....23.1
Budweiser ....... 4....185.... §5.. 8.1 . 5. 9.8
Meister Brav ..... 5.... 69..|.. 4....104. 4....147
Blatz ........... 6.... 62..|.. 9.. 2.2. . 9.... 29
Drewry's ........ 7.... 59..1.. 8.. 3.3. 7.. 6.8
Miller High Life ... 8.... 3.4..)..10.. 1.6. p— —_—
Heileman's ....... —_—. = ... 6.. 75..1.. 8.... 6.5
Old Style Lager ... —.... —..|.. 7.. 508../.. 6.... 6.9
Edelweis ......... —_— = e——— - 10 . 2.5

BREADS—RECALLED

October, 195
Rank A

December, 1957

February, 1957
%

Tip Top . ........ 1....42.8. ...
Holsum ......... 2....288.. ..
Wonder ......... . 3....23.7..|..
Silvercup ........ 4....21.8..|..
Buternut ........ 5....134..|..
Staff  ........... 6....100..|..
Upside Down ..... 7.... 6.4. ...
Profile .......... 8....29..|..
Pepperidge ...... =lxi ="

October, 1958

ol v-wasn

Rank % Rank
..228..|.. 5.... 9.0
.. 5.2..|.. 6.. 1.9
L1590, 2....1.7
..21.5..0.. 1....31.6
..229. ... 3....15.1
. 93..].. 4.... 95
84....—.. —
A R A 1.2

September, 1957

HEADACHE REMEDIES—RECALLED

December, 1955

Rank % Rank % Rank %

Bufferin ......... 71....545..1.. 1....474..|.. 1....412
...... vee. 2....407..|.. 2....224..|.. 2....212

Alka Seltzer ...... 3....22.7..}.. 3....154..,.. 3....20.2
Bayer Aspirin 4.... 95..|.. 4....109. ... 5.... 77
Bromo Seltzer .... 5.... 4.8..|.. 6 30../.. 4....104
St. Joseph’s Aspirin 6.... 1.5../.. 5 3.1.... 6 1.5

SHAMPOOS—RECALLED

October, 1958

December, 1957

*less than 1%.

Rank % Rank %
L. 1....27.6 . 4.... 8.6
R 21.0 . 3....97

. 3....20.8 . 2....140
... 4....¥15 .1....23.7
... 5.... 95. . 9.... 27
PR - T 4.4. — . —
o7, 43,0, 6.... 31
... 8.. 39..{.. 5.... 5.0
.t YN 2.8..}..—.. —_—
e (o o 23. .. -, =
40— —_— L 7.... 29
o e — — L 7.... 29
ot il 9 2.7
N e —_ M2 s g 255

TV COMMERCIAL RECALL AND USE—CH’ICAGO

BEERS—USED

October, 1958 June, 1957 June, 1956

Rank % Rank oA Rank %
Homm's ......... 1....19.8..1.. 1....17.3..|.. 1....14.9
Schlitz .......... 2....050 ... 2...13.1. ... 2.... 9.2
Budweiser ....... 3....105..,.. 5.... 52..|.. 6 . 54
Pabst ....... ae.. 4., 87..].. 3....113..{.. 3 8.9
Miller High Life ... 5.... 7.4../.. 5.... 52..|.. 5.... 5.6
Meister Brav ..... 6....53..1.. 4,...66..|..4.... 59
Drewry's ........ 7.... 4. ... 8....26..|..7 3.8
Blatz ........... 8....28..[.. 9....22..|.. 9.... 26
Old Style Lager ...—.... ~—..|.. 7.... 3.0../.. 8.... 3.5
Heileman's ....... —_— .. e—..0..10.. 1.0../..10 1.5

BREADS—-USED

October, 1958 December, 1957 February, 1957
Rank % Rank % Rank %
Wonder ......... ... 130..0.. 3....120..[.. 3....11.8
Holsum ......... 2....123..|.. 6.... 45../.. 5.... 4.2
Silvercup . ....... 2....123. (.. 1....16.6..|.. 1....20.3
Butternut . ....... 4....11.5..1.. 2....128..|.. 2....12.0
Tip Top ......... 5....10.5../.. 4.... 6.0..|.. 7.... 3.3
Staff ........... 6.... 53..]..5.... 57..|.. 4.... 63
Profile .......... 7.... V7.... 8.... 29..|..—.. —_
Upside Down ..... 8.... 1.3..}..—.. —_— =, ==
Jewel .......... —_—. =—.. .. 6.... 45..|.. 6.... 3.8
Pepperidge ...... —_— . = ].. 9., 1.2..4.. 8.... 2.1
HEADACHE REMEDIES—USED
October, 1958‘ September, 1957 December, 1955
Rank 0y Rank % Rank %
Bayer Aspirin .... 1....345..|.. 1....374..[.. 1....45.6
Bufferin ......... 2....308..|.. 2....278../.. 2....19
Anacin .......... 3....253..|.. 3....216..|.. 3....157
Alka Seltzer ..... 4.... 89..1.. 4.... 6.¥Y..|.. 4.... 6.4
St. Joseph’s Aspirin 5.... 2.5..|.. 5 30..(.. 6.... 2.7
Bromo Seltzer .... 6.... 23..[.. 6 19..1.. 5.. 3.2
BC ............ —_—. =] == —_ 7., 1.4
SHAMPOOS—USED
October, 1958 December, 1957
Rank % Rank s
Halo ....... ... i, 1....11.9.... 3.... 73
Lustre Creme ................... 2....10.0..0.. 2....10.3
Prell . ...... . i 3....10.3..[.. V....13.2
Drene| .. = I8N . PN 4.... 82..|.. 4 . 6.9
Breck . .. vi it i 5.... 74..| .—...., —
White Rain . ..........coceu... b6.... 59..|.. 5.... 5.7
Dial ......0 ittt 7.... 46. .. .—.... —
Enden . ......cciiiiiiiiiinnann 8.... 3.8..|.. 6.... 5.2
Pamper ...... N . SR ver Foiod WL LLLVOL L s THI
Helene Curtis ...... OO T ot oot P T R e
Johnson's Baby .................—. ... =— , 8l w2853
Toni . ..covrenunn kA 5 D S AP —_— e S Y IO 1.5
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Michigan Week
May 17-23

We're proud of Michigan. . .

Going great guns! That's Michigan whose industrial expansion was fourth highest
in the nation in 1958. In Detroit, home of the WWJ stations, automobile
production is way up. So are factory and non-factory employment, residential

building, department store sales and other barometers of a healthy economy.

For sales results you can sing about, buy Michigan—Detroit—the WWJ

stations, basic media in this big-earning, big-spending market.

original

WW J rabio WWJ-TV

The World's First Radio Station affiliates Michigan's First Television Station

Owned and operated by The Detroit News

National Representatives: Peters, Griffin, Woodward, Inc.
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Here is a non-technical explanation of the fundamentals
of radio coverage that might affect your buying decisions.

Television Magazine

RADIO

STUDY
26

PRIMER ON COVERAGE

By HErvian Lanp

rRADIO market rating report may be misleading as often
A as it is helpful, for it obscures tundamental differences
between stations while purporting to compare them. These
differences arise out of the great variations in station cover-
age and assigned service functions and are not revealed by
rating or share of audience comparisons.

Sound buying decisions therefore must be based on much
more than the superficial numbers report in a rating book,
although obviously they have real value when their Hmita-
tions are kept in mind. The buyer should have at least a
nodding acquaintance with the fundamentals of radio cov-
rrage.

Designed for advertiser or agency man buying radio

Fortunately, it is not necessary to have an engincering
background or to be a mathematician in order to grasp the
most significant ideas involved in radio transmission. What
follows is a non-technical explanation of some of these idcas,
designed {or the advertiser and agency man who buys radio
or who contemplates launching radio campaigns. Obviously,
ltom the engineer’s standpoint, it is over-simplified. Never-
theless, it will enable those who take the time to absorb its
tontent to base their buying decistons on something more
sulid than ratings, more soundly than those who use mtui-
tion or a ouija board.

POSITION ON THE DIAL

The starting point is the dial on your AM radio (it is AM
we shall be discussing throughout; FM is another matter

entively). You have undoubtedly noted that the nambers
on the dial range from 550 at the left to 1600 at the right,
and that these numbers rvefer to “kilocveles.”
position in the spectrum is the number of Kilocycles as noted
on vour dial.

The prefix “kilo™ is a term taken from the metric system
of measurement meaning “thousand.” A kilocycle is equal o
a thousand cveles, Thus, 550 ke—which is the abbreviation
for kilocycles—means 550,000 cycles, and 1,600 ke means
1,600,000 cycles. Similarly, the prefix “meg™ means “mil-
lion.” An M station on the dial at 1011 1s ar a trequency
ol TOE 400,000 cycles.

A cvcle 1s simply one complete atternation of current. For
cxample, the current in your home is a standard 60-cycle
cwrrent, which means it is “alternating” at the rate of 60
times per second. The starton signal that is on a frequency
of 550 ke is alternating at the rate of 550.000 cycles per
second.

A station’s

The speed of the signal

Now 1t doesn’'t matter what the frequency is. that is
whether the signal is alternating 60 or a million times a
second, the signal travels ai the same speed. This is the speed
of light, approximately 186,000 miles a second. Let us
imagine an electromagnetic wave—which is what the radio
signal is—that has a frequency of 186 k¢, or 186,000 cycles.
This is precisely the same as the speed of light. Therefore
the signal is alternating 186,000 times during the time—one
second—it takes for it to travel a distance of 186,000 miles.
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PRIMER ON COVERACE contined

T'he inverse relationship of frequency to wavelength: Ai frequency increases, wavelength decreases

There s thus ohe complere alternauon of signal for enery
mile it pavels. 1f you were to draw thiy altemmation on a
grapli. it would look Tike thas:

1 Cycle |

-f
3 . .
= 80 210
6 0. %o o
€
-«

|
r— '2Cycle ol

Fhis s called a “sine wave™ by mathemancians. It sunply

represents the current rising from zero to maxunum, down

to zcroagai, then rising to maximum in the opposite direc

ton o Cnegatvely —and back to zero for the u'-mplcliun

s aveler The distance 1t has traveled during this cycle s

cvacthvone mides Thas distance 1s known as the “wavelength”
o stenals Ta this mscance, then, the wavelength is one
)

.

Obvionsh, the more tmes a current alternates during the
second reravels ies 186.000 nules, the shorter distance 1s
come to be covered by each cycle. For example. if the fre-
quency s owice that of 186 ke, 10 will be 372 ke or 372.000
cveles per second. This means that each cycle will cover
half ihe distance, or onlv halt a mile. The wavelength ot this
signal, then, s half a mile.

Note that as the frequency increased from 186 to 372 ke,
the wavelengeh decreased trom one mile to a half mile. This
15 the famous “inverse” relationship between frequency and
wavclength, As the frequency increases, the wavelength goes
down, and vice versa.

Long, medium, short and ultra short waves

Now, what does all this have to do with radio coverage?
Plenty—for the wavelength is a primary tactor in the way the
signal behaves. It makes a lot ot difterence whether vou are
deating with long waves, medium waves such as used in
standard broadcasting. short waves, which are used for inter-
national commumication, or the wltra short waves which are
used in FM and television.

Unfortunately, there has not been consistencv in discus-
ston over the vears, and sometimes people talk in terms of
wavelength, sometimes in terms of frequencv. Recently
though, the tendency has been to deal with frequencies more
and more, even among shortwave enthusiasts. For this rea-
son, the rest of our discussion will be in terms of frequency
rather than wavelength.

T he tower the fi quancy the greater the frimary coverage.
T his is the fundamentsl factor. Given the same power, 2
signal transmitted at a low fregqueney Wil travel farther than
the aignal at 2 high lrequeney. In other woids, the low fre
quenaies are mote cfficient than the high frequencics.

You have probably noticed i your awn histening experi
ence that you may be able to hear a 5,000 waer stanion at the
lower end of the danl come in ag strgngly. if not more
strongly, than a 50000 wati sration a1 the upper end ol the
dial. Thus, all other fation being equal—snd they seldony
are—the low [requency slgnal has a pavural advantage over
the high frequency signal

F'has as why you need to incicase the power of your sia-
tion’s signal as youl increase vour position on the dial in or.
der 10 cover the same distance

Why there are more stations in higher frequencies

Now vou can see why thete are so many Mmore sauons
with requencies above 1,000 ke than below. The spectrum
can acconnmodate many more stations in the higher frequen.
cies around cthe country, since they have more hinned cov
crage and are less Likely o intertere with one agother than
stations on lower frequencies. It is why the FOC can crowd
o many small-powered statuons around the 1400 k¢ mark.

Oddly enough, you cannot compensate for loss of coverage
as vou go up the trequency scale by merely increasing your
power output proportionately. It takes a lot of increase in
power 1o eflect an appreciable increase in delivered signal
strength. Mathematicians call this relationship logarythniic.
Inradio, the term “decibel”™ or db 1s olten used as a unie of
measurement in this connection. Hi-h enthusiasts have
adopted it as an indispensable part of their jargon. In a
practical sense, it means simply the least amount of change
in volume of sound that the human ear can distinguish. Here
are some of the most significant relationships between power
and frequency expressed in terms of decibels, as explained
by Davidson Vorhees, Chief of Technical Operations, CBS
Radio.

“A 50.000 wartt signal does not have as much of an ad-
vantage over a 1,000 watt signal as one might think from
appearances. The reason is that the change in decibels does
not parallel the wattage increase. In other words—not 50 to
one. The increase trom 50 warts to 100 wauts, for example,
isn't worth a nickel, so far as any appreciable increase in de-
livered signal strength is concerned. The jump from 250
watts to 1,000 watts means about a 6 db increase—this is a
nice increase in loudness. From 1,000 watts to 5,000 watts,
the increase is little more than 6 dbs, but to the ear no major
change is noticeable. The decibel change is piddling when
you go from 5,000 to 10,000 watts. The jump from 5.000 to
50,000 watts, though, is significant, about a 10 db change.”

Even the tuning condenser in your radio set seems prej-
udiced in favor of the lower frequencies. You may notice
that at the lower end of the dial, tuning is less critical than
at the high end. First, as mentioned earlier, there is the
matter ol more stations allocated in the higher frequencies.
Second. is the tuning characteristic of vour radio. The higher
vou go in frequency, the less turning of the knob vou must
do in order to tune in the signal exactly. Moreover, the

64 TELEVISION MAGAZINE / May, 1959

www.americanradiohistorv.com



www.americanradiohistory.com

amount of space on the dial itselt appears to be less for the
higher frequency range than the lower. This is why there
are nights when it appears that you can bring in one station
after another with only minute changes in dial positions
when you are dialing above 1,000 kc. By contrast, tuning 1s
easier, and you seem to have much more leeway in turning
the dial knob when you are dealing with the lower fre-
{uencies.

Each station has specific service

If all this seems to stack the deck in favor of the lower
[requencies. there isn't much anyone can do about it, since
such are the facts of signal life. However, the situation isn’t
as bad as all that for the higher frequencies, since often the
differences are more theoretical than real owing to many
other factors. In addition, every station is assigned by the
FCC to serve in a specific way and is accordingly designated
as falling into one of four legal classifiications. To evaluate a
station properly. it is necessary to know its classification and
just what area it is designed to serve. as determined by the
FCC. When this is done. the position on the dial may not
have the vital bearing that it might appear to have on the
surface. However. before going into the discussion of how
stations are classified, it is necessary to take np a number of
other important factors that bear on signal behavior.

GROUND WAVE AND SKYWAVE

When we talk about a station’s “primary’” coverage, we
are talking mostly about a certain kind of signal coming
from its antenna as measured by the engineers of the FCC.
This is the part of the signal known as the Ground Wave.

Think for a moment of a station antenna reaching toward
the sky. Imagine you can see electromagnetic waves emanat-
ing from the antenna—they are moving outward in all direc-
tions, like ripples in a pool of water when a stone is dropped
in the pool. Some of this energy lcaves the antenna at an
angle above the earth, some is going horizontally along the
surface of the earth

For our purposes, it is enough to think ol this electro-
magnetic wave as consisting of two parts a Ground Wave
and a Skywave. It is the component called the Ground Wave
which gives us our primary radio coverage. This is the most
stable, consistent, reliable coverage, and 1s mostly what we
hear in the daytime on the standard broadcast band.

It is the component known as the Skywave which gives us
shortwave performance. If you have listened to shortwave,
you know that the shortwave signal is marred by noise and
distortion and that it is subject to tading. It scems to be
severely affected by sunspots and electrical storms. More-
over, it appears to be more etfective at night. Why consider
it here? Because it is operative on the broadcast band as well,
and it may constitute a good part of what a station claims to
be its secondary coverage. In buying a station it is important
to distinguish between the area covered by its primary, ol
(Ground Wave, and the area delivered by its Skywave. Some
Skywave performance is impressive, but if you keep in mind
the nature of shortwave broadcasting which is identical 1
its characteristics, you can reddily see that Skywave coverage
is not dependable, and that it would be a mistake to base a
tampaign on a station’s: supposed ability to deliver such
roverage on a consistent basis.

Here is what happens to the Skywave. It travels from the
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transmitter upward until it hits a layer of ionized atmos-
phere that envelops the earth from about 70 to 250 miles
above the earth’s surface. (An ion is an electrically charged
atom formed by the loss or gain of one or more elec-
trons). This ionized band, known as the Ionisphere, or the
Kennelly-Heaviside lLayer, acts like a mirror to the Skywave.
The Skywave hits it and bounces back toward the surface of
the earth. For each frequency there is a different angle and
height at which it can strike its layer and bounce back. If you
look at Figure I1. vou will see there is an area between the
transmitter and the point at which the Skywave returns to
earth where it canmot be heard. This is known as the “skip
rone.” This acconnts for what seems like the mystifying
ability of your radio set to pull in a station Irom another part
ol the country while a tew hundred miles away from that
station, no one can hear it.

FIGURIL T1

This laver of ionized air has the unfortunate habit of
changing its height all the time. Now it rises, now it falls.
The result of this inconstancy ot position is an inconstant
radio signal. For example, if this layer rises. then the Sky-
wave will have to travel a greater distance in order to reach
it. When it bounces back it will start in a new position
vis-a-vis the carth's surface, and will therefore return to the
carth at a difterent place than it did say, the night betore.
Il the layer falls a bit, the Skywave will veach it sooner than
it did the night belore. But once again, its position relative
to the carth’s surface will have changed and it will once again
he heard at a different point on the carth, but this time
closer to the transmitter.

“Out of phase’ Skywave causes fading

As though this weren't enough, the Skywave can cause
trouble 1f it comes back to earth “ont ol phase”™ with the
Ground Wave, In this case it will cause fading. perhaps dis-
appearance of the signal altogether—it can also strengthen
the signal il it 1s “'in phase” with the Ground Wave, but this
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