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CHAPTER I
INTRODUCTION TO THE STUDY

One of the most important developments in the broadcasting
industry in the winter of 1953 was the announcement of the long-awaited
merger between the American Broadcasting Company and United Paramount
Theatres. Negotiations had begun as early as 1951; in May of that
year, ABC first presented its merger case to the Federal Communications

Commission.

Both companies had much to gain by the proposed alliance, United
Paramount Theatres, after its divorcement from movie~making Paramount
Pictures, had the largest chain of motion picture theatres in the world,
but was undsr court orders to reduce its over 1400 theatres to no more
than 650.1 With millions of dollars available for investments, United
Paramount was eager to acquire interests in other areas of show business,
Television, in particular, attracted its attention because of the
successful operation of WBKB, Chicago, a pioneer teslevision station
owned by theatre operators Balaban and Kats (a regional subsidiary of
UPT), and the inherent growth potential of the mew medium, evidenced
by a declining theatre business in those areas served by television.
United Paramount had originally planned to acquire separate television
properties, When, however, ABC was placed on the market, the company

changed its plans and decided on a merger with the network,

luthe abe of ABG," Forbes Magasine, XII (June 15, 1959), 30.




The American Broadcasting Company was in a less favorable
position, lacking the funds necessary for a successful broadcasting
operation. Its television network, in particular, was in peril because
it had virtually no affiliates, and as such, could not provide a
competitive program service. To understand this situation, one must
turn the calendar back to 1945--the beginning of commercial television

as it is known today.

I. T™E CLEARANCE PROBLEM

In 1945, the Federal Commnications Commission revised its
provisions for commercial television, increasing the number of tele-
vision channels from the seven set aside for use in 1939, to the
thirteen in the present VHF band, and amnounced an M"allocations table,®
providing for the operation on those thirteen channels of commercial
stations to be located in 14O of the nationts largest cities. During
the next few years, it authorized construction of 108 commercial
stations on the basis of this 1945 "allocations table"..the "pre-freeze"

stations of today.2

This plan of limited construction of commercial stations to only
140 cities drew widespread protest. Consequently, in 1948, the Com-
mission modified its 1945 position. It amnounced a proposed new allo-

cations table, withdrawing channel 1 from commercial availability

2Dr. Harrison Summers, "Broadcast Programs and Audiences" (Ohio
State University: mimeographed material prepared for Speech 652).



3
(that chamel was to be used by portable transmitters), and increasing
to 345 the number of cities which were to be served by the remaining
twelve channels. Hearings on the proposed new set of allocations made
it evident that to attempt to serve this number of markets by use of
only twelve chammels would create tremendous interference between
stations on the same chammel. So, in the autumn of 1948, the Commission
withdrew its 345 city proposal and announced a "freeze" on consideration
of all new applications for television stations until the matter of

chammels and allocations could finally be resolved.3

This "freeze" lasted for three and one-half years--until April
1952, During that period, new stations went on the air, but only those
stations that had been authorized by the Commission prior to October
1948 when the "freeze" began. The Commission held hearings on almost
every subject that had any bearing on the sort of allocations plan to
be adopted--from the requirements of color television to the desir-

ability of reservations of certain channels for educational stations.b'

In April 1952, the Commission issued its "Sixth Report and
Order," providing for the use of twelve VHF and seventy UHF channels
for television broadcasting, for the setting aside of some facilities
for non-commercial educational stations and for the assignment of

specific channels-.from one to several chammels each--to 1256 cities

31bid.

thid.



k
throughout the United Sta‘bes.s At the same time, the Commission ended

its "freeze" and amounced that it would now consider applications for
construction permits for new stations based, of course, on the allo-

cations table provided in the FCC%s "Sixth Report and Order."

The Commission!s order of April 1952 provided for a possible
total of 562 VHF stations, 71 of them educational, on VHF channels 2
to 13, inclusive--an average of 47 stations for each VHF channel. It
also provided for a possible 1LL1 UHF stations (including 162 educa-

tional stations) on chammels 1l to 83 in the UHF ba.nd.6

During the remainder of 1952 and in 1953, 108 VHF stations and
106 UHF's went on the air. Unfortunmately, however, operators of the
new UHF.channels discovered that owners of television receivers
originally constructed to tune in only VHF stations were not willing
to spend the additional money required to receive UHF. Consequently,
the audiences of these new stations were only a fraction of those tuned
to the VHF!s, if both types of stations served the same markets. Only
in communities where there were no VHF stations did the UHF's attract
appreciable audiences. Advertisers, therefore-wespecially mational
advertisers-.were loathe to buy time on the UHF outlets, making the
stations worthless to the networks. In practice, the creation of the
UHF band had done little to relieve the shortage of available channels;

the few allocated VHF stations were more valuable than ever.

5Tbid.

6Ib id.
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The Commission’s 1952 allocations table provided for competitive
facilities of three stations or more in only 27 of the top 50 markets
in the country. In addition, 8 other markets ranging in size from
25,000 to 330,000 people were granted three stations each. With only
30 of the largest 89 cities (200,000 population or more) assigned three
VHF stations or more, it was practically impossible for each of the
television networks to provide adequate service to listeners in more
than half of the nation?s largest cities,

The Effects of the Freeze on ABC

NBC and CBS were in the network business before ABC. Conse-
quently, the majority of the choice stations were divided up among
them before ABC began operations in 1948. These new channels in one
and two station markets which had their choice of all three networks
favored affiliation with the two olde companies. This was understand-
able, for CBS and NBC, because of the extent of their financial resources,
had been able (particularly in the early days of television when large
losses were incurred) to give their affiliated stations a bettar program
service than that supplied by ABC. Furthermore, many of the television
licensees were also the owners of NBC and CBS affiliated radio stations
and had been inclined to favor these networks for television station
affiliations and clearances. As in radio, NBC and CBS had affiliated
with most important station outlets. Consequently, in one and two station
mrkets {(and they included all but 35 markets in 1953), stations had a
basic television affiliation with either NBC or CBS, and cleared



TABLE 1

THE DISTRIBUTION OF VHF TELEVISION STATIONS AS PROPOSED
BY ™E 1952 FCC ALLOCATIONS TABLE

e e

Top 50 200,000 to 100,000 to 25,000 to Less Than
Number Cities With Markets 330,000 200,000 100,000 25,000
7 VHF Stations 2 - - - -
(Stations -) (1h)
Ly VHF Stations 6 - - - -
(stations -) (2L)
3 VHF Stations 19 3 3 2 -
(Stations -) (s7) (9) (9) (6)
2 VHF Stations 15 13 16 21 16
(Stations -) (30) (26) (32) (L2) (32)
1 VHF Station 3 13 25 57 111
(Station -) (3) (13) (25) (57) (111)
No VHF Station 5 10 17 * *
Total cities with
VHF Stations 45 29 Lk 80 127
(128) (L8) (66) (105) (143)

P ———— e e —
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considerably more time for programs of these networks than for either

ABC or Dumont.7

A television station desires a network affiliation not only for

additional revenues, but also to attract major audiences.s

Large
"circulation® enhances the stature of the station in the eyes of
national-spot and local advertisers, which together represent the

largest part of a stationts revenues.9

ABC could not possibly compete with its larger rivals on either
count., The network's facilities disadvantage kept the advertisers away.
Without advertisers, there were little or no revenues for developing
and producing good programs, Without these programs, the network was

considered undesirable for local stations, and so on,

An advertiser buys time on a nmational network, hoping that his
sales message wWill reach as large a potential audience as possible.
He establishes the efficiency of his advertising message by using the
radio.television yardstick "cost per thousand® homes reached--obtained
by dividing the approximate size of the delivered audience by the costs
of both program and time., The network television situation, where large
sums of money are expended for both program and time costs, makes it

imperative for the adwertiser to achieve maximum program amortization

Toren Harris , Network Broadcasting, A Report of the Committee on
Interstate and Foreign Commerce (Washington: United States Government
Printing Office, 1958), pp. 80-81.

8"ABG-UP'I‘ - Its Meaning to Advertisers," Sponsor Magazine, VII
(FEbrmry 9, 1953), 90.

Ibid.




for maximum dollar efficiency. If an advertiser is to spend several

thousands of dollars for a program, he normally expects that program to
reach a large segment of the television audience. There are exceptions
to the rule, as in the case of advertisers with limited marketing facil-

ities, or those who are concerned with producing "prestige® programming.

The nationmal advertiser looking at ABC-TV in 1953 discovered a
retwork of "live® affiliates, with natiomal coverage of 34 per cent of
the United States, and an additiomal 57 secondary affiliates—basic

NBC or CBS stations which carried a limited number of ABC programs on

a delayed basis, most often in "fringe® tima.lo

Advertisers strongly favor "live® clearance, especially for the

more expensive evening programs, for primarily four reasons.11

l. The mumber of sets in use during evening "network option time"
(6:00-11:00 pm) is higher than at any other period of the day, pro-
viding the greatest audience potential.

2. There is uniform sequence of lead-in and lead-out programs in
all markets., This is based on the theory that there is a considerable
"flow of audience™ from one program to another; that is, many people
keep their sets tuned to one particular channel and consequently
programs adjacent to strong programming will benefit from holdover
audiences.

3. The program can be given uniform nmationmal promotion and mer-
chandising since it is broadcast on the same day and at approximately
the same time (give-or-take an hour or two for the different time zones)
throughout the country.

104B; Television Research Department, "Growth, Man, Growthin
(New York: Marketing and Media Facts, #143, May 1, 1959, Mimeographed).

1148¢ Television Research Department, "1957 Mother Goose Rhymes"
(A special report to ABC-TV affiliates, read at the Sheraton-Blackstone
Hotel, Chicago, Illinois, April 7, 1957).
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L. The program can be uniformly scheduled so that it will attract
the largest number of the right kind of listeners. An example would
be the scheduling of Rin Tin Tin during the early evening when children
have most control oveT the television set.

Delayed broadcasts, on the other hand, are looked uwpon with

disfavor by the mational a.dvertiser.12

1. They are scheduled in other than "Class A" prime evening time--~
at periods when there are lower "sets-in-use™ figures and less of an
available audience.

2. Delayed broadcasts destroy any type of sequence programming,
and are usually scheduled without regard to program lead-in or lead-out.

3. Uniform national promotion and advertising are made increasingly
difficult because of the irregular scheduling, both time of day, and
day of week, of most delayed broadcasts.

k. Delayed broadcasts can affect the audience composition of a
program., People of a particular age or sccio-economic-age level might
view the program at one time of day, but be unavailable during fringe
howrs (early afternoon, early evening, and late evening-~usually after
11:00 pm).

Consequently, ABC-TV was favored by only a handful of advertisers,
most of whom had been turned away by NBC and CBS (whose prime time
periods had almost invariably been sold out). To these smaller adver-
tisers, and one or two larger companies such as General Mills, ABC
represented a third place in which to sell their wmres--a place where
a better discount could be afforded because of the scarcity of
advertisers-.where the rate card itself was lower because of the

network?s smaller "circulation"; and where an almost tallormade station

lineup could be arranged for a small advertiser's particular marketing

lzsta.tement expressed by Don Shaw, Director of ABC.TV Station
Clearance (personal interview).
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meed.s.]‘3

ITI. ABC PROGRAMMING BEF(RE THE MERGER

There was no plammed program philosophy as such for the ABC
Television Network prior to its merger with United Paramount Theatres.,
The network!s primary concern was to fill as much time as possible with
sponsored pfogramming. Little or no stress was placed on program
adjacencies, flow of audience, block programming or similar findings

of audience research.

This was a time of limited program budgets at ABC Broadcasting
Division. Dollars had to be stretched as far as possible, merely to
get the shows on the air and provide some type of program service to
the few affiliates it had., If the network failed to do so, it would
lose its handful of stations, Consequently, the majority of ABC

programs were inexpensively produced.

The Program Department

In the months before the merger, ABC Television maintained a
skeleton program department. There were six men who dictated program
policies; of these, two were also administrative executives of the

1k

network:

Dirpia.

lhiumelevision Executives," Television Magazine, IX (March, 1952),

95.
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Robert E, Kintner President of ABC Broadcasting Division

Alexander Stronach Vice President of the Television Network

Harold L. Morgan, Jr. Vice President of the Television Program
Department

William Mayer Executive Assistant to the Vice President
of the Program Department

Charles Underhill National Director of the TV Program
Department

Ward Byron Executive Producer

Because few programs were produced by the network, the majority
of shows were brought to ABC by sponsors, agencies, and “packaging"
organizations., The work of the program department was for the most
part administrative-~-including the scheduling of shows, negotiations
with advertising agencles, sponsors, and producers, and general

supervision over all programmi_ng.l5

The creative activity of the department was kept at a minimum
in the fall of 1952, There was little or no ABC program development;
no more than a handful of studio originated entertaimment programs

could be considered network created and produced.

Program Control

Half of the weekly program schedule was produced and in some way
controlled by ABC Television. Lest these figures be deceiving, it
should be pointed out that most of this “house-created and produced*
programming consisted of news, public affairs, and sports—all of which
came under the direct supervision and control of the ABC News and

Public Affairs Department. The Program Department scheduled the shows,

153tatement expressed by Slocum Chapin, former Vice President of
ABC Television (personal interview).
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but played only a minor role in their development.

There were two reasons for the extensive news and public affairs
programming; the network was fulfilling its obligation to operate in
the "public interest,® and the production of these shows was quite
inexpensive, offering a means of providing many hours a week of program
16

service.

The telecasting of sporting events was also dictated by limited
program budgets and the low price at which thess shows could be
delivered, In addition, sports programs were very popular at that time
and attracted reasonably large audiences, When provided on a cooperative
basis, as most of them were, they were quite saleable at the local level,

proving extremely profitable for the affiliates.l’

The other ABC produced shows, constituting only a few (%) hours

of programming, were low-budget variety programs—.Super Circus, the

Paul Whiteman TV Teen Club, and the Billy Daniels Show,

The Adventures of Ozzie and Harriet was the only scheduled program

jointly controlled by ABC and an independent producer. The network had
financed a pilot film a few seasons before and had acquired partnership

rights in the series with Music Corporation of America.

18542 tement expressed by Frits Littlejohn, Director of ABC

News and Public Affairs (persomal interview),

17Interview with Slocum Chapin.
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TABLE II

THE NUMBER OF QUARTER HOURS PRODUCED AND/CR
CONTROLLED BY ABC TELEVISION

"House Created" £ of
(%) hours Per Week (1) hours Per Week

Type of Program

News, Public Affairs 23 52%
Remote Sporting Events 1k 32
7 16

Variety Programs

T~ -
From the network breoadcast schedule for the week of November

2-8, 1952,



All other programming on ABC Television (over half of its
schedule) was developed, produced, and controlled by independent

producers, advertisers, and advertising agencies.

The Number of Hours of Program Service

The standard affiliation contracts entered into by networks and
stations provide that, subject to certain conditions, the affiliate will
accept and broadcast all network programs offered to it during designated
hours of the broadcast day. The hours in which such rights my be
exercised by the network are known as "network option time.® Under
Section 3.658 (d) of the Federal Commnications Commission!s chain
broadcasting regulations, "network option time" is hedged ibout with
the restriction that not more than a maximum of three hours of the
affiliated station®s time mey be under network option under each of the
following segments of the broadcast day--8:00 am-1:00 pm; 1:00 Pm-

6:00 pm; 6:00 pm-11:00 pm; and 11:00 pm-8:00 am. (lhe 11:00 pm to

8:00 am period is rarely, if ever, used.)

The three hour evening period is usually programmed by the net-
works from 7:30 pm-10:30 pm. During these hours, the mmber of
television "sets in use" (television sets in operation at a given time)
is at a peak, making them the most desirable from the advertiserts
viewpoint., CBS and NBC were virtually sold out during this priné time,
with perhaps one or two periods available., ABC, on the other hand,
filled its three hours of "option time" on only two evenings--Sunday
and Wednesday. The network programmed only two and one-half hours a

night on Monday, Thursday, and Friday, and only one hour on Tuesday
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TABLE 1III

THE NUMBER OF HOIR S OF PROGRAM SERVICE FOR FEACH OF THE
NETWORK OPTION TIME PERIODS

hours from hours from hours from hours from
Day of Week Bam-1pm 1 pm- 56 pm 6 pm-11 pm 11 pm-8 am
Sunday 0 k3 3 0
Monday 0 0 2% 0
Tuesdsy 0 0 1l 0
Wednesday 0 0 3 0
Thursday 0 0 g 0
Friday 0 0 0
Saturday 0 13 1 0

From the broadcast schedule for the week of November 2-8, 1952,
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and Saturday. Of a possible twenty-one hours of evening "metwork
option time," ABC Television provided network service for only fifteen

and one-half hours.

By 1952, NBC and CBS were telecasting in the morning and after-
noon, and deriving substantial revermues from their daylight operations.
ABC, on the other hand, was not in service before 6:00 pm Monday
through Friday. There was, however, more activity on the weekend, with

programming on Saturday morning and Sunday afternoon.

Program Types in the Schedule

In the fall of 1952, there was a complete absence of comedy and
musical-variety, prestige drama, and audience participation games and
quizzes (which were quite popular at the time) on ABC. NBC and CBS,
on the other hand, provided comedy-variety featuring Jackie Gleason,
Jack Benny, Milton Berle, Sid Caesar, and Red Skelton; prestige drama

with Studio One, Kraft Television Theatre, the Philco Playhouse, and

Robert Montgomery Presents; musical variety with Perry Como, Arthur

Godfrey, Ed Sullivan, Fred Haring, and Dinah Shore; and popular

audience participation games and quizges including Beat the Clock,

Two For the Money, and You Bet Your Life.

The ABC budgetary limitations were evident in the form of an
inexpensive, highly specialized program service--news, public affairs,

sporting events, and only a few hours of variety, adventure, dram,

and parel games,
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TABLE IV

THE NUMBER OF QUARTER HOURS OF ABC PROGRAM TYPES
FOR NOVEMEER 1952

7-11 pm Until 6 pm Total Nighttime
Program Type Nighttime Daytime and Daytime
News and Commentary 16 1 17
Sprting Events h 10 1y
Adventure Drams L h 8
Public Affairs I L 8
Religious Programs b4 2 6
Situation Comedy 6 0 6
Childrents Variety 0 6 6
Straight Drama L 0 I
Police Det. Drama I 0 L
Panel Quiz h 0 L
Talent Variety 2 0 2
Human Interest 2 0 2
Sports Features 2 0 2
Musical Variety 0 1 1

T L S D e R s S
From the ABC schedule for the week of November 2-8, 1952,
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Program Costs

Four of the eighteen sponsored ABC programs cost at least $15,000
(at that time, the averape television program could be produced for about
$15,000-$25,000).18 The remaining fourteen were priced at less than
$15,000--inexpensive shows insuring the advertiser a reasomable ®“cost

per thousand."

There can bs little doubt then, that ABC, in the months before
the United Paramount merger, was definitely not a competitor in network
television.

Until it could acquire large amounts of working capital with
which it could invest in new programs, talent and facilities, the
company?’s future would remain as questionable as its past. The proposed
merger with United Paramount Theatres was to provide the solution to

many of these problems,
III., THE MERGER

The Federal Commmnications Commission, while considering the
merger of the two companies, indicated a major concern for promoting
competition at the network level. The regulatory agency noted that
there were few if any companies other than those already in the field
willing to enter network competition and provide the resources required

for a network programming operation to effectively compete with CBS

and NBG.1?

18mye twork Program Report," Television Magazine, IX (October
1952) » 100

19

Harris, loc. cit.
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TABLE V

PROGRAM COSTS FOR COMMERCIAL ABC TELEVISION
PROGRAMS IN NOVEMBER 1952

e — ]

Program Prggx_'am Cost
Ozzie and Harriet $25,000
Lone Ranger 17,000
Beulah 15.000
Stu Erwin 15,000
Ellery Queen 12,500
Tales of Tomorrow 12,500
Walter Winchell 10,000
Date With Judy 8,500
Super Circus 8,500
You Asked For It 7,500
Hollywood Screen Test 7,000
Name 's The Same 7,000
Mystery Theatre 6,500
Chance of a Liféetime 6,500
Space Patrol 6,000
Tootsie Hypodrome k4,500
Life Begins At Eighty 3,500
2,500

Pud's Prize Party

———— S oo asvaaala eyt
———

I

Program and production costs, exclusive of time charges, as
estimated by Television Magazine, October 1952.
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The extensive financial resources of the other networks have
enabled them to take greater program risks and to erect and staff more
elaborate facilities. The lack of adequate and diversified resources
has been the principle obstacle which has precluded ABC in the past
from providing the vigorous competition which might have been expected
from the establishment of ABC as an independent competitive network.
There is a reasonable basis for belief that if ABC were able to take
more risks and to spend more money on programming, over a period of
time it would build larger audiences, which in turn would result in
more station clearances for television programs and more wide-coverage
AM stations as affiliates,

The financial resources which the merger would provide for ABC
will enable it not only tec improve its physical properties, but also
its program structure so as to compete with NBC and CBS. The ABC
program structure would be improved in radio as well as television,
both by the conduct of research and analysis, and by the acquisition
of the ne%ssary talent, creative people, producers, and program
mterial.

American Broadcasting-United Paramount Theatres, Incorporated,
the newly formed company, also believed that this alliance would
promote a competitive network situation, serving advertisers, the
broadcasting industry, and the general public. Full.page advertisements
in newspapers, magazines, and trade journals across the country confirmed
this belief,

The most important news in the radio and television industry in
years has been armounced. The long planned union of ABC and United
Paramount Theatres has been approved by the Federal Communications
Commission, and the two organizations are now one company.

The event is of far more significance than any statistics of
the corporate merger. The new company will be impressively stronger
and more flexible, and possess a greater potential for growth.

The combination is a 'maturall! if ever there was one., United
Paramount's great history.of showmanship and superb experience
discovering and developing new talent will now be awvailable to the
American Broadcasting Company.

But the really great thing about the news is the tremendous
promise the merger holds for the radio and television audience.

O1piq,
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New programs will be developed. New stars will be attracted.
New techniques will be introduced. New facilities will be
developed, Not tomorrow, of course. Not next week, or next
month. But ABC intends to be a leader in radio and television,
and it intends to grow like an oak, not a mushroom.

The future began yesterday, so keep your eyes and ears on
the new ABC,21

IV, THE PURPOSE OF THIS STUDY

A period of six and one-half years has passed since February
1953, during which time ABC has undergone a pronounced growth. The
television network's gross billings for both time and programs have
increased from $21,000,000, or 9.3 per cent of total network billings,
to $103,017,000, or 18.2 per cent in 1958. "Live" or basic affiliates
have mushroomed from six stations with U. S. coverage of 34.0 per cent
in 1953 to the 1959 total of ninety-seven stations covering an estimated
85.9 per cent of the country.22 The most significant advances, however,
have been in the area of programming. In 1958-59, many ABC Television
programs dominated their time periods in competitive three station

markets--with shows like the Real McCoys, Maverick, Wyatt Earp, and

the Rifleman listed in the Nielsen “top-ten.®

This study of ABC Television programming is twofold in purpose-.
to determine the direct effects of the United Paramount merger, and also

the effects of externmal conditions upon the ABC program structure.

21pid.

22) dyertisement appearing in Sponsor Magazine, VII (Febrwary 23,
1953), pp. 8-9.
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The influence of the merger will concern, for the most part,
the programming itself, Each of the seven broadcasting seasons from
1953-1959 will be amalyzed in terms of the organization of the Program
Department; the underlying program philosophy; the relationships of
the other television networks to ABC programming; program development
and acquisition; the effects of independent producers; advertisers,
and their agencies; a 1listing of the new programs; an examination of
the program structure to determine costs, and the extent of network
service; an evolutionary description of the schedule; and fimally, an

evaluation of each season.,

The amalysis of extermal factors will include station clearance,
changes in the size and composition of the television audience, an
expanding natioml economy and its relationship to the growth of ABC,
and the contributions of other network areas--with an evaluation of

research, sales, and promotion.

V. THE PROCEDURE OF THE STUDY

Program schedules of the national television networks were
secured for the first weeks in November, March, and August—=for each
of the past seven years. By November, all new fall pregramming would
be installed; by March, past the end of the traditiomal first thirteen
week advertiserfs cycle, most of the program changes and revisions
would be made; and by August, all summer programming would be on the
air. These sample schedules were gathered from issuss of the E_g_!_r

York Times, and then crosschecked with comparable schedules appearing
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in Sponsor and Broadcastigg—'lblecast:gg magazines, and information supplied

by the networks.

Nielsen audience ratings for commercial programs were also
acquired for each of the above mentioned weeks, Two sets of rating
figures--the National and MNA “"average audience™ reports--were gathered
as crosschecks., The national Nielsen “pocketpiece™ provides ratings
for the entire country, including many areas where there are only one
or two television stations in the market--while the MNA (Multi Network
Area) lists those cities where the three networks are represented by
equal facilities. Combining the results provided by the two services,
one could roughly determine the relationship of a program?®s ratings to
its station lineup. If the program had a low mationmal rating, but did
well in the MNA markets, its nationmal coverage factor could indicate if
this had any effect on the show?!s popularity. Though other facters had
to be considered, such as the pi'ogram'a appeal and delayed broadcasts,
a wide discrepancy between the two ratings would imdicate that clearance
could be an important factor. These ratings, though not conclusive,
could neverthaless be used as rudimentary guldes for determining a
program?!s popularity, providing some insight into program remewal and
canoellé.tion, and clarifying other program decisions made by network

or agency management,

The season-by-sesason amalysis presented one major problem-.the
comparative importance of each of the sample weeks. The majority of
the new programs begin in the fall quarter. Winter.Spring, on the other

hand, is for the most part a continuation of the fall, with only a few
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changes made., In the summer, most of the programming consists of
re-runs and replacement material, usually scheduled for less than
thirteen weeks, With these factors in mind, the researcher decided to
place most emphasis on the fall quarter, or November schedule-.providing
detalled information on every aspect of the programming., The other
portions of the year, represented by the March and August schedules,
would be detailed only when there were significant changes to report

in philosophy, programming or scheduling,

In order to obtain a complete body of information about ABC
programming, interviews were arranged with those executives who made
the decisions and policies for each of the seven seasons, This
material, supplemented with extensive research in the 1952-1959 issues

of Variety, Sponsor, Broadcasting-Telecasting, and Television magrsines,

a8 well as other "non-trade® publications, furnished the necessary

information for the completion of this study,



CHAPTER IL
NETWORK PROGRAMMING

The programming viewed by the public under the American system
of commercial television results from the complex intermeshing of a
number of entities, the chief of which are the television network, the
advertiser, and the adwvertising agency, the independent program producer,
the commerical television station, and the research organisation.l
Each of these components plays an important part in the formation of
the network broadcast schedule, though the relationships between them

change proportionally according to each given programming situation.

These operational relationships can be described as follows.?2
The advertiser, advised by its adwertising agency, provides the economic
support for the telecasting system. Station facilities are used for
three broad classes of advertising, known in the industry as network,
mational spot, and local. The television station is licensed by the
Commission to operate in the public interest and my be, and in fact
is, conducted as a business venture. The stations enter, with limited
exceptions, into an affiliation relation with a network, The network
provides a broad program service, acts as an agent for the sale of the
station?s time as part of the network line-up to the advertiser desiring

loren Harris, Network Broadcasting, A Report of the Committee on
Interstate and Poreigh Commerce (Washington: United States Government
Printing Office, 1958), 37; and a statement expressed by Fred Pierce,
Manager of the ABC.TV Research Department (personal interview).

Harris, pp. 37-49.

25
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national coverage, and arranges with the American Telephone and Telegraph
Company, the common carrisr, for intercommection to deliver the network
service, Programs created especially for television are produced by
the network, the station, the advertising agency, and the independent
program producer. While the programs may be purchased or produced by
the network, it is the advertiser who in the last instance bears their
cost, except to the extent that some programs are carried on a sustaining

(unsponsored) basis.

I. THE NETWCRK

A network buys time from its affiliated but individually owned
stations and then resells the combined time to an advertiser for a
simaltaneous natioml broadcast. It also has an obligation to supply
these same affiliates with a program service at specified times in the
broadcast day. It must develop or acquire programs to fill its schedule;
sell the programs and/or the time period in which they are broadcast;
schedule the programs; produce a portion of the programs broadcast; and

promote audience acceptance of the programs.

Development or Acquisition of Prggfams

A television network may develop some of its own "house-created"
programs. In such a case, network personnel, beginning with an initial
program idea or performer around whom a show can be built, have complete
creative supervision over the development of the program, which, in most

cases, would be a "live" one produced at the network'!s facilities.
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The network may also enter into a joint agreement with a
"packager." Steps in the development of a program along these lines
usually follow a standard pattern.’ An established producer approaches
the metwork with an idea, or conversely, the network might have an idea
and then call in an independent producer., In either case, there is the
initial idea, and the network-producer relationship., The network?!s

programming personnel usually discuss the idea from these points of view,

1. Potential audience appeal, in terms of ratings.

2. Similarity to existing network programs.

3. Frequency of pressntation (once a week, five times a week).

L. Ideal length.

5. Ease of production, including the creative persomnel necessary
for its realiszation. Can this program be produced through the net-
work®s facilities or the producer?s, and will it entail difficult
technical problems? If the show is daily or weekly, will the
producer be able to adhere to the production schedule?

6. Casts-.If they are selected, are they right? Should a nmame
star be sought? QGuest stars?

7. Costs—wIs the producert®s budget, if subnitted likely to be
correct? Should more or less spending be sugges'bed? Is this a
potential moneymaker, or a prestige program? Which should it be?
8. Exploitation-.How can the most be gotten out of an idea?
Should it be sold in the idea stage, or should a pilot film be
made? Will advance publicity hurt or help the program?

9. Will it be easy to find sponsors for? Are there any contro-
versial aspects? (A question that ABC would ask: will sponsors
who are likely to buy consider our coverage disadvantage?)

- The Sales Department is then brought in for comsultation, If the
idea is accepted, it is sent to the business affairs and legal departments
to check on rights and infringements, and to work out preliminary

negotiations with the producer. These will usually stipulate that the

producer develop a show concept and first script along the lines

I mNe twork Programming: Step by Step from Braimmve to Airvave,"
Sponsor Magazine, X (February 6, 1956), pp. 28-29.
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recommended by the board. Upon approval of this concept, the network
would then finance, either completely or in part, the production of
the pilot film, Im return for finmancing the pilot film, the network
usually receives an option for a designated amount of time from the date
of completion of the pilot film, after which if it decides to drop the

idea, all rights to the property revert to the producer.

When these negotiations have been worked ocut, the sales and
publicity departments begin working on pre-release publicity and
presentations. The first script is returned to the network, at which
time either changes can be recommended or the script passed on to the

president of the network for final approval.

Pollowing his approval, the production money is allocated and

turned over to the producer, who then makes the pilot film,

Acquisition of Programs from Independent Producers

When the network acquires a program from a "packager" or inde-
pendent producer, it usually has little or no control over the creative
development of the property. The program is already an entity. Instead,
the network can either option the program for a given amount of time and
attempt to sell it, or it can actually commit for a specific number of
episodes in the series-.usually the customary 13, 26, 39 or 52,
corresponding to the four quarters of the broadcasting season. In the
former case, if the network cammot sell the preperty it reverts to the
producer, with little fimancial loss incurred by either of the two. If,

however, the network commits for a specific number of shows, it is under



a contractual agreement to pay for them, whether or not they are
purchased by an advertiser. An unsold program which must be broadcast

as a sustairer usually represents a large firancial loss for the network.

Attraction of Sponsor-Controlled Programs

Here again, the program is already in existence, with the network
providing time for the show, but maintaining little or no creative
control. The sponsor has previously acquired a program, either from its
advertising agency or more likely from an independent producer, and
brings it to the network to oceupy a time period which he has purchased

or which he intends to purchase.

Sales

The network may act as a program salesman for a property created
and produced by its own Program Department; for a program jointly
developed by itself and an independent producer; and for a "packaged"
program series which it has either contractually committed for, or has
Placed under option for a designated amount of time., The program can
be presented for sale in the form of an idea, in which case printed sales
presemtations are usually circulated; or it can be sold on the basis of
a pillot film already made, In rare instances, the pilot can be an

actual episode of an existing program--sold as a result of that broadcast.
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Scheduling the Shows

The network is responsible for the fimal scheduling of all its
programs. Though the advertiser and its agency generally exert varied
degrees of influence, the task technically lies within the power of the

network itself,

In placing a program into the schedule, the network is usally
guided by many factors, all of which play an important part in its total
operations. Programs should be scheduled in as organized a manner as
possible, with considerations of the competition, program adjacencies,
and the audience appeal of the program in relation to its time period.

Advertiser relationshlips are another important consideration.
Sponsor compatibility in individual and adjacent programs, as well as
the advertiser?®s ideas regarding prospective time periods, determine

the scheduling of many programs.

Technical matters cammot be overlooked, Often, the mmber of
stations available for clearance at a given time may be a decisiwve
factor in scheduling. Cable and lines rented from the A. T. and T,
my, for economic or competitive reasons, be available at only certain
hours of the day. The network must consider all of these factors,
operating in varying proportions at different times, in finally deciding

where each program is to be scheduled.

Program Production

If a program is network conceived and is being presented "live,®
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the network will more than likely use its own creative talent, technical
staff, and facilities to produce the show. Many times, however, outside
producing firms or advertising agencies maintain creative control over
"ive" shows--providing the writers, producer, director, and all creative
talent, with the network originating the program from its own facilities,

using its teéhnical personnel, but retaining only limited creative control,

Jointly produced film programs are usually executed by the producer
at his facilities and with his creative and technical personnel. The
network would, however, have certain basic approvals, including the
selection of the producer, director, writers, and principal casting.

This creative supervision would not normally extend to actual on-the-

gtudio-floor production.,

Those filmed programs produced solely by a "packager" or agency
are invariably controlled by these concerns. The network has little or
no creative influence on the program, and maintains only general control
on content and presentation so far as good taste and operating in the

public interest.

Promoting Acceptance of the Show

The network must promote acceptance of the program by the publiec,
This is usually done in conjunction with its advertising, promotion,
exploitation, and publicity departments through paid-ads in newspapers
and magazines, publicity releases, press parties, personal appearance
tours for many of its stars, and elaborate program and personality tie-

ins with mamufacturers,



32
The network must alsoc promote its programming among its affiliate

body; it must make every station aware of its plans, promoting enthusiasm
on their part, and in turn maximum clearances. It must originé.te
affiliates? meetings, where ideas and basic questions can be discussed
and problems solved., It must actively participate with theaffiliate
body in promoting the programming at the local level; and, most
important of all, it must promote an air of optimism and satisfaction

with regard to network operations.

The network must also promote acceptance of its programming among
the trade; the entire industry must learn of its past accomplishments
and its plans for the future, It must also publicize its prospective
programs, its current roster of persomalities and programming, and in
general, stimulate advertiser and trade interest in all phases of its

operations,

II. THE ADVERTISER AND ADVERTISING AGENCY

The American system of commercial network television is supported
by the advertiserts purchases of programs and network time, These
expenditures are made so that the advertiser may present a commercial
message concerning his product to the television audience. Network
time may be purchased in conjunction with the presentation of a sponsored
program, or as part of a network program containing participating
ammouncements. In many instances, two or more advertisers share the
sponsorship of a network program, and networks provide several kinds of

sponsorship arrangements., Network advertising is the chief form of
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television advertising, accounting for almost half of time sales and

half of total estimated television advertising expenditures for time

and programs .)4

The large mational advertiser places his advertising through an
advertising agency, although he may employ a substantial advertising
department of his own. The agency function is that of a professional
counselor for its client, and it is authorized to act in behalf of the
clients as provided in the client contract. The income for an agency
is derived from a 15 per cent commission on all time, program, and
production costs, In addition, the agency may receive additioml

revemes from the dlient for research and other speclal services.

Without the large matiomal advertisers and their representative
adwertising agencies, commercial network television could not exist.
for there would be no one to pay the high costs of both network time
and programs. It is not surprising, then, that these related components

in broadcasting exercise much control on network programming.

Development and Acquisition of Programs

The advertiser, or more likely its agency, may develop its own
programs for network use. More often, if the program is to be supplied
by the advertiser, the advertising agency will screen program ideas in
the form of pilots or kinescopes from a great variety of sources and
then maske specific recoomendations. It then contracts and supervises

the development of the program aealectaed.5

“'ﬂarris, loc. cit.

5 Ibid,
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Purchase of Network Time

The advertising agency also contracts with a network for the‘
purchase of station time, in the form of a facilities contract. Within
the limits prescribed by the networks in regard to Ymust-buy" stations
(a minimum station lineup which the advertiser must order), each
individual network station which will carry the program is determined

6 If the

by the advertising agency, subject to the sponsor's approval.
program is to be supplied by the network, the agehcy also signs a program
contract with the network. It may contract for the program and/or time
on the basis of 13, 26, 39, or 52 weeks, with options for renewal in

each case.

The Scheduling of the Programs

The network advertiser, through its agency, also determines, in
many cases, the scheduling of the program in question. It selects a
network, and then acquires a time period which it hopes will draw an
audience of the required size and composition. The choice is dictated
by the advertiserts products compatibility with others which might be
sharing the expenées on a multi-sponsored show, and those products of
other advertisers occupying adjacent time periods; by competition on
the other networks and program adjacencies on the purchased network;
and by the number of stations which may be cleared on a "live" basis at

different time periods in the schedule. After consideration of all of

6.[bi.cl .
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these factors, the advertiser, agency, and network will arrive at a
particular time period which all feel will provide maximum sales
delivery in terms of audlence size and composition.

4

Supervision of the Program

The agency has several functions in commection with the program
itself-.even if supplied by the network. These include approval of
talent and scripts, attendance at rehearsals, and producing and inte-
grating commercials. In other instances, the agency may actually |
produce the program and provide all the creative talent, though this is

the exception rather than the rule,

Evaluation of the Progam

Probably the most important function of both the adwertiser and
the agency is their role in evaluating the program once it has been on
the air for a sufficient time. The program is anmalyzed in terms of
theee factors: the size of the audience, the economy of the program,
based on the “cost-per-thousand homes" yardstick; the composition of
the audience reached, as related to the purposes of the advertiser; and
a general qualitative evaluation of the program and its effects on the

advertiser's corporate image.

Having evaluated the show in terms of these criteria, the adver-
tiser and agency may then decide to renew the options on time and/or
program, change the program to a more desirable time period, replace

the program, or cancel both program and time.
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III. INDEPENDENT PROGRAM PRODUCERS

There are numerous persons and organizations—evarying widely in
size and scope of operations--who regularly engage in the creating,
producing, and distributing of programs for television. They are
independent in the sense that they are not directly owned or controlled
by the network companies, These independents constitute a mjor
component of the television industry, for they produce a substantial
portion of the total commercial programs broadcast by the networks,
Most of the product of these independents consisis of programs made
on film, although some independent firms produce ®*live® programs for
exhibition on the networks. At present, each of the three nmational
networks includes in its weekly schedule some "live" programs produced
by non-network sources, A substantial mumber of filmed programs included
in network schedules are also produced by firms which are not owned or
controlled by the networks., With an ever-increasing amount of program-
ming coming from these sources, the independent producers influence and

shape a large portion of the network program schedules.

Program Development

The independent producer or "packager" may develop and produce
his owm programs and then attempt to sell them, Still another method
of program developmsnt allies himvvith a network, which usually finmances
the initial pilot film in return for an exclusive option on the property

for a given amount of time,
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Program Sales

Once the program has been deweloped, and is usually in the form
of a tangible pilot film, the independent producer attempts to find
buyers, The pileot 1is usually screened by advertising agencies, sponsors,
and networks--who have the cholce of optioning the series for a specified
amount of time, or contracting for a specific number of episodes., In
the case of an option or sale to a network, the independent producer may
assist the network in selling the program, if a sponsor has not yet been
acquired. This joint sales relationship would apply to those properties

developed in conjunction with the network.

Two large talent agencies-~~the Music Corporation of America, and
the William Morris Office--are often involved in these sales, acting as
the agents for the producers, and as such, liaisons between the "packager®"
and the network, advertiser, or ugency.7 Though many of the sales might
be abetted by the producer, the talent agency 1s nevertheless called in
to make the sale, because it is being paid for that service. e talent
agency may or may not have ownership or participating interest in the
series, other than its commissionable fee if the show is sold, In many
instances, however, it has conceived the show idea, integrated the

creative elements, and prepared it for piloting.

Program Production

Filmed programs are invariably produced by these independent

7Var:lety New York, September 2, 1955, p. 23.
8variety, October 1, 1958, p. 21.
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"packagers" who maintain creative control over production elements,
including the selection of producer, director, writer, members of the
cast, and the subsequent filming of the show either at his facilities,
with his technical personnel, or at facilities rented by him from another
producer or motion picture cospany. A jointly produced program would
wrest some ciagree of control from him, with the network having certain

basic approvals,

The business arrangements between "live" program producers and
the networks differ from company to company and from program to program.
In general, it may be said that the packager provides the creative or
"gbove the line® elements involwed in the program, such as the idea, the
script, the actors, the producers, and director; and the network usually
"~ supplies the technical and production facilities--the ¥below the line"®

elements,

Promotion of the Program

Regardless of how the show has been finmanced, the independent
producer usually assumes some of the responsibilities involwed in
promoting acceptance of the program. While seeking an advertiser, he
promotes the series in the trades press; distributes sales brochures to
networks, advertisers, and their agencies; and generally attempts to

greate as much interest as possible throughout the industry.

If the program attracts an advertiser and is subsequently broad-
cast, he participates with network and advertiser in promoting audience

acceptance--publicity and promotiomal material for newspapers and
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mgazines, personal appearance tours for program personalities, and
perhaps merchandising efforts, doing his share with the advertiser and

network to make the show an audience success.
IV. STATIONS

Although some stations identified with networks are owned by the
network companies, the majority of all stations are affiliates, in no
sense owned or controlled by the networks, but carrying network programs
on the basis of a contractual relationship between station and network.9
The stations must supplement this programming provided to them in "net-
work option time" with other material: "live"™ local programming,
syndicated film shows, and feature films, The stationt?s schedule must
be attractive and varied to permit it to fulfill its public interest
obligation and build the audience or "circulation,™ access to which is
the inducement for the advertiser to order its facilities., Each
affiliate is a vital part of the network organization, for it is the
network?s and ultimately the sponsort!s "access to the marketplace" in
that particular community. For this reason, each station link in the
entire affiliate chain directly affects the success or failure of the

network®s programming efforts,

Station Clearance

The station must make maxinmum efforts to clear time for network

Dr. Harrison Summers , "Broadcast Programs and Audiences" (Chio
State University: mimeographed material prepared for Speech 652).
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programming in "network option time.® This boosts the matiomal coverage
factor and in turn, makes the network a better buy for the matiomal

advartiéer .

Local Prgggaming

The affiliate's program schedule, irrespective of the network!s,
may indirectly affect the network's programming. The total audience
flow from one segment of the broa.dcut day to another, from station time
to network, and from network to station, must be assured with consistently
superior programming on the affiliatef®s part. Local "live! features
reflecting the interests of the comuhity, superior syndicated material,
and quality feature films must be integrated into the station's total
program structure. In this mamner, the station can maintain a satis-
factory public image, and attract large audiences at all hours of the
day. Poor local programming can destroy much of this audience flow, and

deflate the circulation of the surrcunding network programs.lo

Program Promotion

Promoting audience acceptance of both network and local programs
| is still another function of the affiliate. The viewing public must be
made aware of the programming offered by the station through publicizing
and promoting the schedule. The station often shares this responsibility

with the network, planning campaigns in local newspapers and television

108tatenent expressed by Don Shaw, Director of ABC-TV Station
Clearance (personal interview).
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logs, billboards, carcards, and on-the-air promotion. Efforts of this

type do, of course, vary from market to market and station to station,
depending on the affiliatets economic stability, operatiomal procedure,

and gereral enthusiasnm.

Program Development

Many affillates are encouraged to develop programs for possible
network use., Programming of this type has often been used in the past,
especially as summer replacements, Some stations have made an actiwe
effort to comply with the request. Others, because of budgetary or
facilities restrictions, have never been able to originate programming
of sufficient quality. Here again, the situation varies from sta%ion

to station, and among the networks.

V. THE RESEARCH ORGANIZATION

Advertisers and broadcasters alike need three basic types of
information about programs and their audiences--and this information is
provided by various types of research organimtions.ll These major
research objectives could be described as information regarding the
relative popularity of single programs and their audisnce composition;
qualitative measures of a programfs basic appeal and its different
elements; and general information about the characteristics and habits

of television listeners-.and about preferences for programs of wvarious

nl(imeographed material from H, Summers.,
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types.

The Relative Popularity of Single Programs and Their Audience Composition

Several companies provide this type of information--most of them
using ratings as an index to the popularity of a given program. A rating
is a figure representing the percentage of television homes in a speci-
fied area in which, on a given date, the family TV set was tuned to a
given pr«:gra.m.l2 Information is also provided concerning the profile
of the television audience for any given program in terms of sex, age,

and city-country dwelling.
Major companies providing this type of service :I.mclnde13

1., American Research Bureau, Provides a "United States Tele-
vision Audience™ rating based on seven-day diaries kept in 2200
homes distributed throughout the United States; diaries cowver the
first seven days of the month.

2. A. C, Nielsen, Inc. Provides natiomal TV "Nielsen-ratings*®
on a semi-monthly basis, with information secured from mechanical
Hgudimsters® installed in over 1000 homes, recording all use of any
TV set in the home. Each program rating is based on all broadcasts
of the program in question during a two week period.

3. Pulse., Provides a "U, S, Pulse TV" rating, based on personal
interviews in 64 markets. In each market, interviewers use a printed
"rogster* or schedule of TV programs broadcast during the preceding
day, to secure information concerning programs tunmed in during that
day. Natiomal sample includes 25,000 interviews covering daytims
listening, and 42,000 additiom]l interviews covering evening listen-
ing or approximately 6,000 interviews for each evening program.

4. Trendex. Provides a "program popularity rating® for network
programs broadcast during the first week of each month, based on
coincidental telephone interviews in 15 major cities in Eastern and
Central time zones, A minimum of 700 calls on TV homes is made
during each half hour period, in the 15 cities taken collectively.

12044, Dipid.
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The first three services provide natiomal ratings for network
programs which represent the percentage of all TV.equipped homes in the
nation tuned to each program rated. Consequently, the size of the station
line.up carrying the program considerably influences the natiomal rating.
These ratings are an index to actual listenership..not to the attractive-
ness of the program. Trendex (and the Nielsen Multi-Network Area
Reports), on the other hand, secures information in only the major cities
where each network has fully competitive facilities, This rating is
chiefly an index of relative program attractiveness-..and not influenced
by the rumber of stations in the lineup.

The information supplied by these research agencies determines,
to a great degree, whether a program will be cancelled or remswed by
the advertiser. This is one of the measures an advertiser has in
determining whether the show is reaching a sufficient number of the

right kind of people.

The detailed compositiomal break-downs may also assist both the
network and advertiser in determining the best time period to schedule

the respective program, in terms of program adjacenciss and competition.

The data can also be used as a function of sales. Often, ratings
and other measures provided are included in network and program sales
presentations distributed to advertisers and their agencies. In such
cases, as well as their inclusion in promotional pieces, only favorable
mterial is used; advertiser success stories and cases of network sales

efficiency comprise the majority of this material.
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Rating figures and allied information are also influential in
clearing time for the network®s shows in markets where it does not
have a primary affiliate.

Qualitative Measures of the Elements in a Program and its Basic Appeal

A network or advertiser wants its program to be as appealing as
possible., If there are any elements which the audience does not like,
these should be omitted and replaced with more pleasing ingredients.
One commercial organization provides this sort of information through

analysis of individual programs.

Schwerin Research Corporation. Schwerin brings together groups
oT ITom J00 to LOUU more or Iess typical listeners in a converted
motion picture theatre in New York. These test audisnces listen
to playbacks of transcriptions of radio programs, or watch
kinescope recordings of television shows. As the program is
played back, rmumbers are thrown on a screen at previously
determined intervals. As each number is thrown on the screen,
each member of the test group marks on a "ballot® whether he
"ikes," "dislikes,* or "has no opinion about" the material he
has just heard. From information provided in this way, Schwerin
provides a '"profile" for the program studied-.a curve showing on
a minute-by-mimute basis just how much liking was expressed for
each element in the prograa,m.lh

Information of this type is used by the network and advertiser
for the development of new programs, and the revision of existing

programs.

A new service in Port Washington, New York, measures a programf's

popularity or enjoyment as opposed to program ratings which measure the

Lhna,
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size of the audience. In the process, factors which influence program
ratings (competition, lead-in and lead-out programs, station lineups,

season of the year, and the time period) are minimized,15

TV.Q provides a monthly service. It uses the same panel employed
By Home Testing Institute, which is a national consumer panel of
over 10,000 families., The panel is divided into 12 matched groups,
each of which includes over 750 TV homes and over 2,000 individuals.
By this device, a different sample of individuals rates TV shows
each month., Mail ballots are sent out to be completed by each
member of the family in the panel. The ballot ﬁsts all network TV
programs (commercial, sustaining, and special).

TV-Q can be used by advertisers and networks to predict rating

levels of new shows; to determine the vulnerability of existing shows;
and to indisate what group of people a program most appeals to. More

specifically, it can be an excellent tool, if used properly, in

determining the choice of programming to be used, and its scheduling

in relation to program adjacencies and competition.

Ceneral Information About the Characteristics and Habits of Radio and
Television Audiences-.and about Preferences for Programs of Various Types

It is important for broadcasters to know as much as possible about
program listeners in general-.-at what hours they are available, where
sets are located, how much each individuval listens, and so on., Studies

along this line are sporadic, rather than contimuing,

ISSheldon Jacobs, "TV-Q: A New Qualitative Measure of a Program's
Popularity® (New York: ABC Television Research Report, Volume IV,
Number 6, May 5, 1959, Mimeographed).

165414,
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Occasional studies of television listeners have been made by NBC
and published as the "Hoffstra Studies," and a rumber of other studies
in the New York area have been made by the American Research Bureau,
Still other information is provided by occasiomal studies made by
colleges and univaraities.n

VI. CONCLUSIONS

The American commercial system of broadcasting dictates the
complicated and highly interrelated aspects of programming on the
network level. The television network and its affiliated stations,
the advertiser and his agency, the independent producer, and the
research agency influence and shape the network program schedules,
Each of these components is dependent on some or all of the others,
It is this interplay--this interaction of ore upon the other-~that is
the substance of commercial network programming.

17Himographed material from H., Summers,



CHAPTER III
MID-SEASON 1952-53

Mid-season 1952-53 was, for the most part, a continuation of the
fall, CBS and NBC still provided large amounts of prestige drama,
mysteries, comedy, variety, and audience participation games and
quizses.. The roster of talent and personalities showed no signs of
declining; instead, additional names were added to the list--Red Buttons,

Gale Storm, William Bendix, and Ann Sothern,

I. ABC PROGRAM PHILOSOPHY

When United Paramount joined ABC in February 1953, no drastic
changes in program policy were anticipated for the remainder of the
season, The network plammed to wait until September for the "big-time™®
programming--content to operate with few important changes in the
interin,!

There was, however, to be an immediate increase in the scheduling
of sporting events, Not only were they popular at the time and inex-
pensive to produce, but also quite salable at the local le'ﬂel.2 Plans
were made to origingte seven hours of sports a week to be offered to

the affiliates as cooperative programs, The network provided the

1statement expressed by Slocum Chapin, former Vice President of
the ABC television Network (personal interview).

2Statement expressed by Don Shaw, Director of ABC-TV Station
Clearance (personal interview),

b7
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programs, and in turn, collected a percentage of station revemes

derived from their local sale.

Another immediate decision called for the cancellation of most
news programming, These sustainers had been unprofitable and unsslable

for the network and its affiliates.’
II. ABC PROGRAM DEPARTMENT

The most important addition to the department was the appointment
of Robert M. Weitman as the newly created Vice President in charge of
Programming and Talent for both radio and television. Mr. Weitman had
formerly been Managing Director of the New York Paramount Theatre (a
UPT iheatne). He was transferred by United Paramount to head ABC
programming, with the belief that his contacts and show business back-

ground would be indispensible in the development of talent and programS.,"

Three administrators--Harold L., Morgan, Jr,, Vice President of
the Program Department; William Mayer, Executive Assistant to the Vice
President of the Program Department; and Ward Byron, Executive Producer--
were respectively replaced by Charles Underhill, Charles Holden, and
Dick Hopkins., In addition, Herbert Brodkin was appointed as an

additional network executive producer.

3.‘."t.»,t.elmrt. expressed by Fritz Littlejohn, Manager of ABC News
and Public Affairs (persomel interview).

h"ﬂhat the ABC-Paramount Merger Means to Sponsors,” Sponsor
Magazine, V (June L, 1951), pp. 32-3k.
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The newly organized Program Department included

Robert E, Kintner President, ABC Broadcasting Division
Alexander Stronach Vice President, Television Network
Robert M. Weitman Vice President, Programming and Talent
Charles Underhill Director of the TV Program Department
Charles Holden Assistant Director, TV Program Department
Dick Hopkins Executive Producer

Herbert Brodkin Executive Producer

III. ABC PROGRAM DEVELOPMENT AND ACQUISITION

ABC Television created only a few entertainmment programs at mid-
season 1952-.53, They were, with one notable exception, inexpenéive
shows designed to fill certain wvacant time periods. Among the new

programs developed and produced by the network were:

The ABC Album (later retitled Plymouth Showcase). Tis half-hour

dramatic anthology series was produced by ABC*s Herbert Brodkin, in line
with the network!s objécﬁie of developing a variety of program types to
provide a wider scope of appeal for both advertisers and the pul:»l:lc.S
The program, conceived a3 a thirteen week series, was an on-the-air
showcase for a number of individual properties, most of which were
optioned from independent producers. The ABC programmers hoped that one
or more of these prospective series would attract advertiser interest
for an ABC program in the fall.6 Among the shows presented, on both a

"live® and filmed basis, were Justice, starring Paul Douglas, based on

5 HABC Lines Up New Business: Works on Additiomal Plans,®
Broadcasting Magazine, XLIV (March 16, 1953), 68.

OIbid.
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case histories from the files of the Legal Ald Department; Jamis,
starring Brandon DeWilde, the story of an orphan boy living with his

grandfather; Colonel Flack, starring Alan Mowbray, the exploits of an

amiable “con-man" and his assistant; Mr. Glencannon Takes All, starring

Robert Newton; and a two part "live" adaptation of A Tale of Two Cities,

ABC Album, produced with the finest talent and creative personnel
available, received widespread acclaim, The series was significant not
only because Plymouth sponsored the majority of the p;'ogra.ns , but also
because it promoted a realization on the part of advertisers, sponsors,

and stations that ABC Television could provide "big-time® programming.7
Other ABC produced programs included

Gerald Johnson

Music From Meadowbrook

All other new programs were acquired from independent producers,
advertisers, and agencies., These "packages" included

A Date With Judy

The Herman Hickmen Show

Rootie Kazootie

U. S. Army Talent Patrol
What?s Your Bid

IV, THE MID-SEASON 1952-53 PROGRAM SCHEDULE

The most significant changes in the program schedule were the

pronounced reduction of news programming, and the addition of many hours

TYariety, October 7, 1953, 28.



TABLE VI

THE NUMBER OF QUARTER HOURS OF PROGRAM TYPES ON ABC.TV
AT MID-SEASON 1952-53 AS COMPARED WITH THOSE
QUARTER HOURS IN NOVEMBER 1952

e e e ]
Program Type November 1952 Mid-Season 1952-53
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E

Sporting Events
Situation Comedy
Children®s Variety
Panel Quiz
Straight Drams
News and Commentary
Religious Programs
Talent Varisty
Miscellaneous
Adventure Drama
Detective Drama
Musical Variety
Human Interest
Sports Features
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From the broadcast schedules for the weeks of November 2.8,
1952; March 1-7, April 1-7, and May 1-7, 1953.
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of sporting events,

Another immediate effect of the merger was an increase in the
extent of network service--from 82 (%) hours in November 1952 to 91 ()

hours at mid.season,

Though the hours of network service had increased, there was a
reduction in commercial programming--fram 53 (1) hours in November to
46 (%) hours at mid-season,

Program Cancellations

The majority of mid-seaszon cancellations were sustaining and
cooperative news, public affairs, aml miscellaneous programs., In most
cases, these shows were preempted with stronger sports programming, or
the time peridds returned to the s'l:at:lons.8 Low-interest, non-reverme
producing programs in this category included--Monday: Hot Seat, 8:30--
9:00 pm, A1l Star News, 9:30 to 10:00 pm; Wednesday: All 3tar News,

8:00 to 9:00 pm; Thursday: All Star News, 8:00 to 8:30 pm, Oh Trial,

9:00 to 9:30 pm; Friday: All Star News, 8:30 to 9:30 pm,

A few programs were discontinued because of low ratings.

Program Nielsen Rating 11/52 (first report)
Billy Daniels 5.9

Life Begins At Eighty Unavailable

Live Like A Millionaire 12.0

81nterview with Slocum Chapin,
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Prggram Additions

Of the 52 (%) hours of programming installed at mid-season, 38

(%) hours (7L per cent) consisted of sporting events.

Monday 9:30 pm - 10:45 pm Boxing from Eastern Parkway
Wednesday 10:00 pm - 12:00 pm Wrestling from Rainbow Arena
Thursday 9:00 pm - 11:00 pm Motor City Pights from Detroit
Saturday 2:00 pm - Conclus. Baseball Game of the Week
Saturday 8:00 pm - 9:00 pm  Texas Wrestling '
Saturday 9:00 pm - 9:45 pm  Saturday Night Pights
Saturday 9:45 pm -~ 10:00 pm  Fight Talk

There were only 1h (%) hours (26 per cent) of new entertaimment
programming.

ABC Album - With Donald Cook as host, presented both *live" and

TIImed anthology dramas from New York and Hollywood, The program

was broadcast for thirteen weeks, and consisted of a series of
auditions for prospective series,

A Date With Judy - A Wive" televersion of the radio show about
The trials and tribulations of a teenage girl.

Gerald Johnson - A commentary of the news and current events

YFom WAAM, Baltimore,

Herman Hickman - A discussion of sports events from New York,

Music From Meadowbrook - A "live" program featuring big-name
bands with collegiate talent, presented from the Meadowbrook
night club in New Jersey.

Rootie Kazootis - A children's variety program from New York,
With Todd Russell as emcee and featuring hand puppets as many
of the leading characters.

U. S. Army Patrol - A talent varisty program broadcast from
service bases throughout the nation, featuring outstanding
army talent, with Steve Allen, emcee.

What's Your Bid - A program which emabled viewers at home to
bid for merchandise through their local ABC affiliate, with
Sid Stone as emcee,



Sh

TABLE VII

T™HE NUMBER OF QUARTER HOURS OF PROGRAM TYFPES
FOR THE NEW MID-SEASON 1952-53
ABC PROGRAMMING

Total Weekly % of Total Weekly

Program Types (%) hours (%) hours
Sporting Events 38 . 7L%
Drama 2 L
Situation Comedy 2 k
Musical Variety . 2 k
Childrents Variety 2 k
Talent Variety 2 N
Audience Participation Games 2 Iy
News, Commentary 1 1
Sports Features 1 1
Total new (%) hours 52

For the months March, April and May 1953.
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III. THE AUGUST 1953 PROGRAM SCHEDULE

Many programs were cancelled at the start of the summer--

Hollywood Screen Test, Tales of Tomorrow, Rootie Kazootie, Plymouth

Showcase, Turning Point, Texas Wrestling, This is the Life, and Seminar,

Other shows were discontinued for the summer, though their
sponsors intended to bring them back for the fall. Included in this

category were Mark Saber, Ozzie and Harriet, the Paul Whiteman TV Teen

Club, Sky King, the Tootsie Hippodrome, and Walter Winchell.

Program Additions

At Issue - Starring Martin Agronsky, developed and produced by
The ABC News and Public Affairs Department, A discussion
program on current world happenings,

John Daly and the News - A fifteen minute Monday through Friday
Tews program, representing a move on ABC!s part to actively
compete with NBC and CBS in the area of television news. (John
Daly had been appointed ABC Vice President in charge of News
and Public Affairs, and was also known at the time for his work
on Whatt®s My Line,)

Opera Versus Jazz - A half-hour of music rumming the gamut from
Thopln to Gershwin, with Nancy Kenyon as hostess. This musical
forum originated from New York,

Orchid Awvard - A fifteen mimuite program saluting a famous show
business personality each week,

IV. AN EVALUATION OF THE SEASON

Thwre were no pronounced changes in ABC programming at mid-season

1952-53. The programmers, headed by Robert Weitman, the new Vice President

in charge of Talent and Programming, directed most of their efforts toward
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the important fall that lie ahead-.with barely enough time to get the
schedule in shape.9

ABC programming at mid-season consisted of inexpensively produced
shows with specialized audience appeal. The only significant program
addition was the ABC Album-.which, though only scheduled for thirteen
weeks, made advertiseres and agencies aware that ABC could produce

important television programming.

The greatest changes occurred in the areas of news and sporting
events, News programming was drastically reduced-.and displaced by
several hours of sports, There were no important program types
introduced during this period.

Though there was a slight increase in the extent of ABC network

service, there was a corresponding reduction in commercial programming.,

Overall then, mid-season 1952-53 was not an important period for
the *new" ABC. It was rather a preface for the exciting chapters that
lay ahead for the iiaily formed American Broadcasting-United Paramount

organization,

9vid.



CHAPTER IV
T™HE 1953-54 SEASON

One of the most distinguishing characteristics of 1953-54 was the
preponderance of sitmation comedy series, There had been many the pre-
ceding season, most of which were highly rated and quite popular, For
this reason, the networks scheduled an even larger amount in the fall.

'NBC and CBS added seven new half-hour series: McNulty, Topper, My

Favorite Husband, Private Secretary, My Little Margie, Ethel and Albert,

and Bonino. Only two sitmation comedies-.-.thes Aldrich Family and My Hero-.

were cancelled far 1953.5k,

There was also an increase in the mamber of half<.hour dramatic

anthology series, The fall additions included the Phillip Morris Play-

house, Medallion Theatre, Sound Stage, and the Loretta Young Show.

With the exception of mystery drama, which was on the decline with
four program cancellations, the NBC and CBS programming had not changed.
There were still several hours of prestige drama, comedy and musical

varisty, and assorted game programs.

I, ABC PROGRAM FHILOSOPHY

ABC had never been in as advantageous a position as it was in

1953, The merger with United Paramount Theatres poured $30,000,000 into

the network?!s coffers, part of which could bs used as working capital

57
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for improvements in programming, facilities, and persomel.l The new
company hoped to make ABC a mecca for creative talent interested in
developing new program forms and high level entertainment of every
type--presenting to the public a balanced schedule with emphasis not
only on entertainment programming, but news and public service as 1911.2
This could not, however, be accomplished overnight., As Mr, Kintner
stated, "To achisve our high goals, we must proceed slowly in order to
build soundly and in a business-like manner."> In line with this think-
ing, a "five year" plan was initiated, during which time the television
networkt®s programming would be shaped and remolded, until by 1958 or
1959, ABC would be a fully competitive network with a complete lineup

of both daytime and nighttime prog‘rmls.,'l

The specific plans for 1953-54 and subsequent seasons were to
l. Acquire sonie good program personalities and properties
2. Line up soms top advertiser?!s programs

3. Concentrate on only a few eienings a season®

Talent and Property Acquisition

High on the priority list at ABC was the development of its own

personalities-.particularly in the area of comedy. Talent was the

luppc_UPT Merger--Its Meaning to Advertisers," Sponsor Magazine
V11 (February 9, 1953), 28,

21pid., p. 29.

3ABC Television Press Release, February 1953 (mimeographed).

h"AB(} 13 Kintner Cites 153 Progress," Broadcasting Magazine XLIV
(January 28, 1953), S56.

SIbia.
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important thing., %The right personality in the right vehicle is what
counts. And if you have the right combimation, it will go over any
night of the week."0 Robert Weitman believed that television is show
buginess, and should be treated as such. The new ABC Programming Vice
President, formerly Manager of the New York Paramount Theatre, had
insugurated the dstage band polioy there, and discovered many stars--
including Frank Sinatra, Damny Kaye, Red Skelton, Betty Hutton, Tony
Martin, and Perry Como. He was so entirely convinced that talent is
the all-inportant thing that he stated before the start of the season,
YIf the Danny Thomas Show isn®t a success, it?*s our fault, The talent

is there, It'%s the same with Ray Bolger. . .Bolger has everything. If
we camnot make him one of the top men in the business, then I know less
than I think I do about show businsss.®’

The new talent was signed to “hard deals," giving the performers
weekly exposure in half-hour vehicles, most likely in the situation
comedy genre, Emphasis was on the stars, stories, and scripts, rather
than on big choruses and outsized productions; if the talent was good,
the production was secondary. "“If a star has it, keep it simple--wefll
pay for the talent and the writing."a The programmers bslisved that
*between $10,000 and $30,000, there is an efficient, quality half-hour

9

program.* Some of the new vehicles were presented on film to reduce

SNew York Times, November 11, 1953, Section II, p. 15,

TRobert Weitman, #Itts Still Show Business,® Television Magazine
VII (September 1953), 33.

81bid.
JuThe Third Wave," Newsweek, XLI (April 27, 1953), 65.
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the cost to each advertiser by spreading the expenditure over subsequent

runs .10

Talent hunts, under the aegis of Leonard Goldenson, President of
ABC-UPT, and Mr, Weitman, were conducted on both coasts., These men
negotiated with established stars and relative nmewcomers, including Tom
Ewell, Betty Hutton, Sam lLevenson, Ray Bolger, George Jessel, Dammy
Thoms, Danny Kaye, Joel Gray, and Sammy Davis, Jr.n While many of
these talks were mever fruitful, ABC was nevertheless able to acquire a
small group of stars, Committed to long-term exclusive contracts were
Danny Thomas, Ray Bolger, George Jessel (who was to aiso serve as an
ABC producer, program developer, and ambassador of good-will), Paul
Hgrtman, Sammy Davis, Jr,, and Joel Gray, Only Davis and Gray were not
featured in a fall 1953 program; the metwork developed or acquired pro-

gram properties for all the others.

Attraction of Advertisers! Programs

ABC?s nswly acquired mucleus of talent and programming involved
a substantial investment, yet this accounted for only a fraction of the
entire program line-up, Mr, Kintner stated that the growth process
should be a slow one. In spite of the 1953 merger, the network?!s income

12

had to bs commensurate with program investments, ABC actively

10yariety /Mew York] March 25, 1953, p. 1.
11pid., April 1, 1953, p. 1.

lzstate.nt expressed by Blocwm Chapin, former Vice President of
the ABC Television Network (persomal interview),
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developed or acquired a basic structure of programming for each season;
all other properties were brought to the network by outside sources,
e tve only got 'x! quantity of creative ta.lenﬂ. The agencies and the
sponsors have 'y? quantity. We think wel!d be foolish to try to create
evvsoryt.hing."13 The network's primary concern was to sell time, and to
provide a maximum amount of program service to its affiliates. For this
reason, ABC openly stated, "We aren’t turning anyone away ye't.."n‘l
Consequently, the majority of the schedule, with the exception of the
important ABC nucleus, was wide open and completely flexible, An
advertiser could schedule practically any program he desired at almost
any time of the day or night.l® ABC believed this policy to be more
economical and less burdensome than the task of creating its own

sustaining programming.

Night by Night Concentration

ABC programmers, in line withthe “five year" plan, set a policy
to strengthen only a few evenings each season. They realized that they
had to narrow their sights, with only a limited amount of quality
programming available. Not much could be done in the daytime area, for
the network felt that it needed all of its resources for nighttime

development, The idea was to place the strongest properties at key

13ayBC Fights For Survival in Bigtime TV," Business Week,
Number 1297 (July 10, 195L), Sk.

Lhpsg,

15Tnterview with Slocum Chapin.
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positions on one or two evenings--with the adjacent time periods filling
themselves with advertiser centrolled programming. If, and when they
succeeded in strengthening these evenings, thej' could then concentrate

16

on other weaker portions of the schedule. The key programs for the

1953-54 season were the Ray Bolger and Darmy Thomas shows.

II. ABC PROGRAM DEPARTMENT

Four people were added to the Program Department before the start
of the season. Joan MacDonald, a former casting director for Robert
Montgomery, joimed ABC Television as the assistant to Charles Underhill,
the Director of the Program Department, She was to screen and review

program ideas and story material.

Hunt Stromberg, a veteran filmmaker, and Selig Seligman, a film
exhibitor and attorney, were signed as a creative. team for radio and
television. They were to operate out of the West Coast, and develop
new shows for Coast origimation., The men were appointed by Earl Hudson,
Vice President of the Pacific Division, with an eye to increasing the

number of ABC West Coast originations.l?

John Byran, former eastern story editor for Paramount Pictures,

joined the network as story editor of the TV Program Department,

reporting to Mr. Underhil1.l®

161144,

17yariety, October 7, 1953, p. Sh.
181p1d., December 16, 1953, p. 25.
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These additions to ABC!s creative ranks were indicative of

inereased programming activities on the part of the network.

The 1953-5k program administrators included

Robert E. Kintner President, ABC Broadcasting Division

Alexander Stronach Vice President, Television Network

Robert ¥, Weitman Vice President, Programming and Talent

Charles Underhill Director of the TV Network Program
Departmnt

Joan MacDonald Assistant to Mr, Underhill

Charles Holden Assistant Director, Program Department

Herbert Brodkin Executive Producer

Dick Hopkins Executive Producer .

Slocum Chapin Supervisor of the Development of Daytime
Network TV

Hunt Stromberg ABC Program Development, Western Division

Selig Seligman ABC Program Development, Western Division

III. PROGRAM DEVELOPMENT AND ACQUISITION

ABC Telsvision financed and produced a mumber of kinescope audi-

tions for 1953-5li~-among these were the Sammy Davis, Jr. and Joel Gray

shows, the Jean Carroll series Take It From Me, and a program starring
19

Maxie Rosenbloom titled Who Am 1? In addition, ABC originated plans
with the MPAA for a series of thirty-mimute shows featuring sequences
from the new releases of the ten major Hollywood studios; a program
formated around singer Martha Wright; a one hour mystery melodrama

titled The Mask; and a veudeville program, The Vaudeville Show,20

191bid,, September 23, 1953; October 7, 1953; and statements
expressed by Robert E. Lewine, former ABC-TV Vice President of the
Program Department (persomal interview),

20wry_Movie Liaison Pointed Up In Joint Announcement,” Broad-
casting Magazine, XLIV (June 22, 1953), 9; Variety, October 21, 1953,
P. 37; and Beeember 9, 1953, p. LS.
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Many of these audition "kinnies" and program ideas were never

sold, and consequently not broadcast in 1953-5k. Included in this group
were the Joel Gray, Sammy Davis, Jr., and Maxie Rosenbloom shows, and
the ABC.MPAA program, which was never realiged because of the unavail-
ability of big stars (the original plan called for the use of stars of
the current theatrical mleases).21 A few shows were, however, broad-
cast during the 1953-5 season--some on a sustaining basis. Among them
were Take It From Me, the Martha Wright Show, the _H_a_s_lf, and The Vaudeville

Show,

An important development of the season was the ABC-Hal Rcach
long-term contract. In the first agreement of its kind in network
television, ABC commissioned the Hal Roach Studios to develop and produce
a mumber of program properties exclusively for the network?s use., ABC
would fimance the pilot films, and if sold, co-produce the series as
well. In return, the network retained first call on the programs for
network use, and later for subsequent syndication through its distri.

bution arm, ABC Films,2?

Four "pilots" were produced by ABC.Hal Roach forthe 1953-5k

season: White Collar Girl, starring Lorraine Day; Briane Ahern in Tales

of the Wayward Inn; Guns of Destiny; and It Seems Like Yesterday.23

Though none of these prospective series were sold for the fall, the

lnterview with Robert E. Lewine.
22Variaty, April 29’ 1953’ Pe. 29.

23wpBC-Hal Roach Sign TV Film Contract,” Broadcasting Magasine,
X.iv (May kL, 1953), 70.
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ABC.Hal Roach agreement was nevertheless important because it was the
begimming of a policy which allied the network with some of the out-
standing independent producers and motion picture studios in ﬁollywood.
ABC fimanced the initial pilots and acquired interests in three of its

most important fall programs-.the Dammy Thomas Show, Make Room for Daddy

(Lou Edelman, producer); the Ray Bolger program, Where®s Raymond (B and

R Enterprises, producer); and Paul Hartman?s Pride of the Family (Music

Corporation of America, producer) .Zh

ABC Television, in its active campaign of development and
acquisition, contractually committed for two daytime program series--the

Ern Westmore Show, packaged by Hallmark Productions, and Turn to a Friend,

Thegse programs were to be broadcast in the fall regardless of a sale .25
The network also optioned an MCA pilot, Crackdown, starring Barry
Sullivan; and Carol Irwin®s Baby and Me, with Polly Bergen and Patti

26

McCormick.  Neither property was sold, and consequently, the rights to

the programs reverted to the respective producers.
IV. THE NOWEMBER 1953 PROGRAM SCHEDULE

Program Types in the Nighttime Schedule

Situvation comedy was the largest program type in the 1953-5k

21y terview with Slocum Chapin,

25yariety, September 16, 1953, p. 22.

261bid., November 11, 1953, P. 28.



TABLE VIII

HE NUMBER OF QUARTER HOURS OF ABC NIGHTTIME PROGRAM TYPES F(R
NOVEMBER 1953, AS COMPARED WITH THOSE QUARTER
HOURS AT MID-SEASON 1952-53

Program Type (g) hours in (i) hours in
Spring 1953 November 1953
Situation Comedy
Public Affairs
Sporting Events
Prestige Drama
Panel Quis
Musical Variety
Audience Quis
News and Commentary
Human Interest
Adventure Drama
Talent Variety
Straight Drama
Detective Drame
Comedy Variety
Sports Features
Religious Programs

-
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Total Nighttime (%) hours

Data gathered for the first week in November 1953, and the
first weeks in March and April 1953.
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schedule, with 1L (%) hours, representing a 6 (%) increase over the

past spring.

Sporting events and public affairs programs followed with 12
(%) hours each, or 13 per cent of the nighttime schedule. Both program

types were still major ingredients in the schedule,

There were 8 (%) hours each of prestige drama and panel games,
Prestige drama had been previously unlisted. Panel games, on the
other hand, had increased 8 (%) hours over the mid-season 1952-53 total

of 2.

New Nighttime Program Types. There were 67 (2) hours of new

nighttime programming in the fall of 1953, consisting of thirteen

program types,

Public affairs and information programming was the largest
category with 12 new () hours, or 18 per cent of the new nighttime
programs, Most of these shows were scheduled because the network
wished to expand its program service. Unable to sell many evening
periods, ABC decided to place inexpensive programming in these vacancies,
and at the same time, fulfill its obligation to operate in the public
intemst.27 A few of the programs, secured at no cost to ABC, are
listed below with an (%) asterisk.

America In View (%)

At Issue
The Big Picture (%)

27Statement expressed by Fritz Littlejohn, Manager of ABC News
and Public Affairs (personal interview).
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Junior Press Conference (new to nighttime)
Of Many Things
There were 12 new (4) hours of situation comedy, or 18 per cent
of the new nighttime additions. Theee programs, extremely popular at
the time, were abundant on all the mstworks.

The new situation comedies included

Jamie

Make Room for Daddy

Pride of the Family

Take It From Me

Where !s Raymond

There were 8 new (%) hours of prestige drama, or 12 per cent of

the new nighttime programming.

U. S. Steel Hour/Motorola Hour
Kraft Television Theatre

Audience quizzes, panel games, and news and commentary programs
followed with 6 new (}) hours each, or 9 per cent of the mew nighttime

programming.,
The new audience quizzes included

Back That Fact
Dr. Io Qo
Quick A3 A Flash

The new panel games included

Juke Box Jury
Leave It To The Girls



TABLE IX

THE NUMBER OF QUARTER HOURS OF PROGRAM TYFES FOR NEW ABC
NIGHTTIME PROGRAMMING IN NOVEMBER 1953

New Weekly % of Total New
Program Type (55) hours Weekly (%) hours
Public Affairs 12 18%
Situation Comedy 10 15
Prestige Drama 8 12
Audience Quiz 6 9
Parel Games 6 9
News and Commentary 6 9
Sporting Events S 7
Straight Dram b 6
Human Interest 3 L
Adventure Drama 2 3
Gomedy Variety 2 3
Musical Varilety 2 3
Sports Features 1 1

Data gathered from the first week in November 1953,
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The new oommentary programs included

John Daly and the News
Walter Winchell

A1l other program types (with the exception of sports)--straight
drama, human interest, adventure drama, and comedy and musical variety--

accounted for no more than L new (%) hours each.

Straight drama (L new (4) hours)

Cavalcade of America
Pepsi Cola Theatre

Human Interest (3 new (%) hours)
Comeback Story
Orchid Award

Adventure drama (2 new (4) hours)

Sky King (new to nighttime)

Comedy Variety (2 new (%;) hours)

George Jessal

Musical Variety (2 new (4) hours)

Dotty Mack Show

There were only 5 new (%) hours of sporting events, or 7 per cent
of the new programming., They nevertheless attained a major position in

the program schedule because of sports remewals--Wednesday Night

Wrestling and the Saturdaz Fights.
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Number of Hours of Network Service

In the fall, there was not only a change in the programming, but
also an increase in the amount of it. Network service increased from

92 (%) hours at mid-season 1952-53 to 142 (%) hours in the fall.

Moreover, there was only one unprogrammed period during evening
"network option time" (7:30-10:30 pm)--8:00-9:00 pm Tuesday, due to the

Milton Berle competition om NBC. ABC had returned the time period to the

stations because it was practically impossible to program against Berle,
and the mjority of one and two-station markets were carrying the stronger

NBC and CBS programming.28

Both the John Daly News “strip,* scheduled at 7:15 pm, and the

Name 's The Same, Wrestling From Rainbow, and the Hour of Decision (10:30

pm) were scheduled in "station option time." It must be emphasized at
this point that only ABC primary stations received 3}_1_ of this program-
ming; its secondary affiliates, which were either basic CBS or NBC
stations, carried only some of tﬁe program service--most often, on a

delayed basis,?

Not all ABC nighttime programming was sponsored. Only 62 of the
95 (%) hours were commercial. This nevertheless represented almost a

100 per cent increase in sponsored programming over mid-season 1952-53.

28Interview with Slocum Chapin.

295tatement expressed by Don Shaw, Manager of ABC-TV Station
Clearance (personal interview),
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TABLE X
THE NUMBER OF QUARTER HOURS OF ABC NETWORK SERVICE AND COMMERCIAL

PROGRAMMING FOR NOVEMBER 1953, AS COMPARED WITH
MID-SEASON 195253

e e e e e e e e e el

Total Weekly (%) hours  Total Weekly (%) hours

Mid-Season 1952-53 November 1953

) OmMmETC Total =~ Commercial

Time Period (%) hours (%) hours (3) hours (%) hours
8:00 am- 1:00 pm 9 9 8 8
1:00 pm- 6:00 pm 18 pI 39 16
6:00 pm-11:00 pm 65 33 95 62
11:00 pm- 8:00 sm 0 0 0 0
Total 92 56 142 86

Data gathered from the first national Nielsen report for
Nowember 1953, March and April 195k,
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The daytime period, on the other hand, did not produce revermues
comménsumte with its growth., Though the program service had increased
from 18 (%) hours in the spring to 39 (%) hours in November, the sponsored
(%) hours did not substantially change. The newly initiated late after-

noon programming was broadcast on a sustaining basis.
V. T™E PROGRAMS IN THE SCHEDULE

Program Cancellations

Five programs were cancelled by their sponsors because of low

ratings and insufficient audience delivery,>°
Program Nielsen 3/53 (first report)
Beulah () 22.2 AA
Chance of a Lifetime 15.1
Date With Judy 21.5
Tales of Tomorrow 12.9
What!s Your Bid 8.h

() _B_e;_g_lih_, one of the higheét'r»ated ABC shows, was cancelled because
of casting difficulties, Louise Beavers, the lead, wgnted to be released
from the program; Proctor and Gamble, howewver, did not wish to continue

the series without her, Miss Beavers obtained her release, and the show

was cancelled, A

The other programs, either sustaining or cooperative, were for

3°Interview with Slocum Chapin,

N1pid.
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the most part installed as summer replacements--pre-empted with the

new fall programming.3 2

All Star News Sustaining
Comedy Circus Sustaining
Fear and Fancy Sustaining
Game of the Week Cooperative
Madison Sq. Garden Sustaining
Opera Versus Jazz Sustaining
Tuesday Boxing Cooperative
20th Century Tales Sustaining

Program Renewals

Program Nielsen 3/53 (first report)
The Lone Ranger 36.h AA

Ozzie and Harriet 29.7

Stu Erwin 28.8

Saturday Night Fights 13.9

Three of these shows received high Nielsen ratings. The fourth--

Bayuk Cigarts Saturday Night Fights--aimed for a specialized male

audience, which the advertiser believed he was getting.33

Program Additions

Answers for Americans - Moderator Devin Garrity and three regular
panelists, Including two educators, answered questions of vital and
immediate concern to all Americans.

At Issue - Martin Agronsky conducted a discussion with noted
persons to clarify important public issues,

327pi 4.

31pbid.
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Back That Fact - A showcase for Joey Adams in a quiz show format.
He inteTviewed guest contestants on their persomal backgrounds--when
the backstage voice challenged the contestant, he had to back the fact
he had just made.

Cavalcade of America - A dramatic anthology series based on
American history.

Comeback Story - George Jessel emceed the program, which featured
people and personalities who were greats until something happened such
as blindness, crippling, etc., Each guest®s life was recreated by means
of dramatic vignettes.

Dr. I. Q. - Dr. I. Q. the quizmaster, had several aids situated
in the 3Hdience with portable microphones. He quizzed studio contestants,
and gave silver dollars for answering the questions correctly.

Ern Westmore - A program of beauty hints, with Mr. Westmore
glamourizing a contestant a day. He was assisted by his wife and Dick
Hyde, a male vocalist.

Frank Leahy - A football program with guest personalities, film
clips, Tootball scores, and predictions.

Jamie - Brandon DeWilde starred as an orphan boy who lived with
his grandfather, aunt, and uncle. The program featured Ernest Truex
and Kathy Nolan.

Juke Box Jury - Peter Potter, a Hollywood disk jockey, and a
panel ol four show business personalities, listened to new popular
recordings, and determined whether ™it*1ll be a hit or a missi"

Kraft Television Theatre - A prégram of one-hour dramatizations
of famous plays, DOOKS, short stories, and original material.

Leave It To The Girls - Flolse McElhone was the mistress of
ceremonies iR this battle o the sexes. A female panel and a male
guest antagonist answered questions submitted by home viewers,

Make Room For Daddy - Damny Thomas starred as a night club
come diaT Who was trying to find time to renew interest in his family,
and who attempted to fit himself into the family!s lovenest., Continuing
characters in the series included his wife, his elewven year old daughter,
a six year old son, and his pianist.

Motorola Television Theatre - A one hour drametic program (alter-
nating Witk the U. 5. Steel Hour)

Notre Dame Football - Filmed highlights of Notre Dame football
games,
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Pepsi Cola Playhouse - Arlene Dahl introduced a filmed dramatic
anthology series, and also presented fashion notes for the women.

Pride of the Family - Paul Hartman starred as the somewhat
harassed head of a household., The program featured Natalie Wood and
Bobby Hyatt.

Quick As A Flash -~ Bud Collier emceed this program which featured
a panel of show business persomalities and members of the studio audience.
They had to guess the names of famous people, events, etc., which were
dramatized through a series of filmed vignettes.

Take It From Me -~ Jean Carroll starred in a family situation
comedy Which was primarily a wehicle for her monologue talents.

Through The Curtain - Weekly discussions on Soviet policies and
activitIes, based on stories in the Soviet Press., George Hamilton Combs
questioned Leo Gruliow, the editor of the weekly “Current Digest of the
Soviet Press.”

The U. S. Steel Hour ~ This television version of radio's Theatre
Guild on the Air preceded the formula of using adaptations of famous
Tegitimate plays and films in favor of original dramas, adaptations of
short stories, and novels-.with legitimate productions limited to only
special occasions,

Where!s Raymond? - Ray Bolger starred as a zany well-known dancer
who was continually getting himself into trouble,

Program Costs., Nine of the new fall programs cost at least

$17,500 (costs were rising throughout the industry, and affected
practically every program type). These additions included Cavalcade

of America, Kraft Television Theatre, Make Room For Daddy, The Motorola

Playhouse, the Pepsi Cola Playhouse, Pride of the Family, Sky King, the

United States Steel Hour, and Where!s Raymond,

The less costly programs, however, were still in the ma jority.

Comeback Story, Georg‘g Jesgel, Jamie, Leave It To The Girls, Juke Box

Jury, Quick As A Flash, and Smilin! Ed, in addition to the sustaining

or cooperative Junior Press Conference, At Issue, Through The Curtain,
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America In View, Take It From Me, Music from Meadowbrook, and a half-

dozen others were in this category.

Program Production and Control. ABC produced and controlled enly

a few of the new fall programs. This is indicative of the network's
future policy of placing the majority of creative control in the hands
of independent producers, motion picture studios, and in some cases,
the advertisers and their agencies, Among the “house-created and
produced" programs were

Answers For Americans
Gerald W, Johnson

John Daly and the News
Motorola Television Theatre
Music From Cedar Grove

Talke It From Me

Through the Curtain

ABC had fimancial inberests and varied degrees of creatiwe
34

control on another small group of programs.

Program Producer

Make Room For Daddy Louis Edelman
Pride of the Family Music Corporation of America (Revue)
Where 's Raymond William Morris Agency

All other new programs were produced and controlled by Hpackagers,"

advertisers and their agencies, and other miscellansous organizations.

3b1nterview with Slocum Chapin.
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Program Producer
Back That Fact Barry-Enright-Friendly
The Big Picture The United States Army
Cavalcade of America Sovereign Productions
Batten, Barton, Durstine, and Osborne
Comeback Story Louis G. Cowan
br. I. Q. - Lee Segall
Janmie Talent Associates
Juke Box Jury Peter Potter

Kraft Television Theatre J. Walter Thompson Advertising
Leave It To The Girls Martha Rountree

Orchid Award Music Corporation of America
Paul Whiteman Teen Club Paul Whiteman

Pepsi Cola Playhouse Music Corporation of America
Quick As A Flash Moss-Lewis, Inc,

Smilint Ed Ed McConnell

Tootsie Hippodroms Sweets Co. (Advertiser)

The U, S. Steel Hour Theatre Guild

Batten, Barton, Durstine, and Osborne

The Evolution of the Fall Schedule

The 1953-5k program schedule took shape with a number of advertiser
renswals--the Lone Ranger, Thursday, 7:30-8:00 pm; Stu Erwin, Friday,
7:30-8:00 pm; and Ozzie and Harriet, Friday, 8:00-8:30 pm. These popular

ABC programs provided a foundation for the new programming.

The two most important additions were Make Room For Daddy and

Wherefs Raymond, The thinking at that time was to build two complete

evenings around these programs. Dammy Thomas was to be scheduled at
9:00-9:30 pm Tuesday, and Ray Bolger at 8:30-9:00 pm Thursday. The

American Tobacco Company bought altermating weeks on each of the programs.

Thus far, there were three programs scheduled on Tuesday

7:30 - 8:00 pm Cavalcade of America
9:00 - 9:30 pm Make Room For Daddy
10:30 - 11:00 pm The Name!s The Same
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Programs Costing $17,000 or More

United States Steel Hour
Cavalcade of America
Motorola Theatre
Wherels Raymond
Make Room For Daddy
Sky King (new to nighttime)
Kraft Television Theatre
Pepsi Cola Playhouse
Pride of the Family

Programs Costing Less than $17,000

George Jessel

Jamie

Comeback Story

Juke Box Jury

Quick As A Flash
Smilin? Ed

leave It To The Girls

Cost
$35,000
32,000
32,000
28,000
2L, 000
20,000
18,000
17,500
17,000

Cost

amaa—,

$15,000
14,000
10,000
10,000
9,000
6,000
6,000

Based on Television Magazine®!s exclusive estimates of what the
advertiser paid for his program. Agency commissgion is included; cost

of producing the commercials is not.



There were two programs scheduled on Thursday

7:30 - 8:00 pm The Lone Ranger
8:30 - 9:00 pm Where 's Raymond

And there were two programs scheduled on Friday

7:30 - 8:00 pm Stu Erwin

8:00 - 8:30 pm Ozzie and Harriet

The United States Steel Corporation had been looking for a tele-

vision showcase to replace the radio version of Theatre Ouild On The Air,

The company had negotiated with NBC, CBS and ABC. ABC made the best
offer--Tuesday, 9:30-10:30 pm. U. S. Steelt!s advertising agency,
Batten, Barton, Durstine, and Osborne had existing interests' in two ABC

Tuesday night programs--Dupont?s Cavalcade of America and American

Tobacco®s Make Room For Daddy. Realizing the value of the Damny Thomas

lead-in and the advantage of a Tuesday evening block of its clients
programs, the agency ordered the one hour time period for the proposed
dramatic series, making Tuesday night on ABC a B.B.D. and O. delight,

with three of its clients program scheduled. The final Tuesday schedule

included
7:30 - 8:00 pm Cavalcade of America
9:00 -« 9:30 pm Make Room For Daddy
9:30 - 10:30 pm U, S. Steel Hour
10:30 - 11:00 pm Name's The Same

The Thor Company, in the meantime, bought the alternate 8:00 pm
Thursday time period and inserted Quick As A Flash. The advertiser

believed that his program would benefit by the Ray Bolger adjaeency.35

35Variety, September 16, 1953, p. 20.
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In October, the Kraft Foods Company announced its plans for a second
television dramatic series, to be broadcast on a different night than
the NBC progrsm. Kraft was to produce the second program not only for
the added prestige, but also to study its economy in contrast to the NBC
show. It bought Thursday 9:30-10:30 pm and ordered a forty station
M iveh piclcup.36 A fevw days later, the J. B. Watch Company purchased
9:00-9:30 pm Thursday and inserted Back That Fact.3! Though the Jean

Carrol sustainer, Take It From Me, had been tentatively scheduled in

this time period, the prospects of an lmmediate sale moved the program

to another ewning.38

The Thursday night schedule included

7:30 - B8:00 pm The Lone Ranger

8:00 - 8:30 pm Quick As A Flash

8:30 -~ 9:00 pm Where s Raymond

9:00 = 9:30 pm Back That Fact

9:30 - 10:30 pm Kraft Television Theatre

Friday evening evolved in a similar manner. Pepsi Cola purchased
8:30-9:00 pm for its new anthology series, capitalizing on the Ozzie and

Harriet adjacency, and placing the drama against two situation comedies

on NBC and CBS.>’ Bristcl Meyers then ordered 9:00-9:30 pm for Pride
of the Family-=followed in turn by Sealy Mattress? acquisition of

9:30-10:00 pm for its Comeback Story.

361p14., October 7, 1953, p. 27.

om—

37Ibid., October 1k, 1953, p. 29.
381b3d., October 7, 1953, p. 28.

¥ 1vid., Jury 8, 1953, p. Lb.
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The Friday schedule included

7:30 - 8:00 pm Stu Erwin :
8:00 - 8:30 pm Ozzie and Harriet
8:30 -~ 9:00 pm Pepsi Cola Playhouse
9:00 -~ 9:30 pm Pride of the Family
9:30 - 10:00 pm Comeback Story

ABC was not as successful on the remaining evenings., The network
had previously sold the Jamie program to the Duffy-Mott Company for
7:30-8:00 pm Monday., In addifion, Derby Fobds moved Sky King from
Saturday morning to 8:00.8:30 pm Monday. ABC had persuaded the adver-
tiser into going nighttime, thinking that an adventure format might

attract a considerable part of the audience from Burns and Allen and

Name That 'mne.l‘o Since no other Monday time periods were sold, the

network filled the rest of the evening with imexpensive sustaining

programming,
7:30 - 8:00 pm Jamie
8§:00 - 8:30 pm Sky King
8:30 - 9:00 pm Of Many Things
9:00 - 9:30 pm Junior Press Conference
9:30 - 10:00 pm The Big Picture
10:00 ~ 10230 pm To Be Announced

The Sterling Drug Company, wanting an earlier time period, moved

Mystery Theatre from Monday at 8:00 pm (prior to the Derby Foods decision)

to Wednesday, 7:30-8:00 pm. Excluding the mtery program, Wednesday
evening was non-commercial at the start of the season, There had been

plans for a boxing show, but these were never realized because of

Yrpid., September 16, 1953, p. 20.
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inferior matches. Consequently, the network inserted the unsold Jean

Carrol Show and Dr. I. Q. in the Wednesday 9:00-10:00 pm time period

as sustaining and cooperative progmmzx.l‘:L Wrestling From Rainbow had

been renewed by ABC for 10:00-11:00 pm. The 8:00-9:00 pm period ws

filled with public service programming.

7:30 - 8:00 pm Mystery Theatre

8:00 - 8:15 pm At Issue

8:15 - 8:30 pm Through the Curtain
8:30 - 9:00 pm Answers For Americans
9:00 - 9:30 pm Take It From Me

9:30 - 10:00 pn br. I, Q.
10:00 - 11:00 pm Wrestling From Rainbow

There were two renewals on Saturday--The Paul Whiteman Teen Club

and the Saturday Night Fights. Ex Lax ordered the 7:30-8:00 pm Teen

Club adjacency for Leave It To The Girls. Because no other Saturday

evening periods were sold, the network again installed inexpensive

programuing in the vacancles.

7:00 -« 7:30 pm Paul Whiteman TV Teen Club
7:30 - 8:00 pm leave It To The Girls

8:00 - 8:30 pm Talent Patrol

8:30 - 9:00 pm Music From Meadowdbrook
9:00 - 9:L5 pm Saturday Evening Fights
9:45 - 10:00 pm Music From Cedar Grove

The Sunday schedule was for the most part comercial. Two

programs--You Asked For It and Hour of Decision-~had been renéwed for

7:00-7:30 pm and 10:30-10:45 pm. Walter Winchell's option was activated

hlIbid., October 21, 1953, p. L6.
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by a new adwvertiser, the Carter Company, who transferred the commentator

from 6:45 pm to 9:00 pm. Orchid Award, which began in the summer,

remined at 9:15-9:30 pm for the Brown and Williamson Tobacco Company.
One commercial program was added to the evening!s schedule-.Hazel Bishop

bought the one-hour Juke Box Jury and brought the program to ABC for

9:30-10:30 pm. In the remaining 7:30-9:00 pm ABC scheduled two football
programs. The network could not, however, sell the shows, and fimlly

offered them as cooperative features,

ABC entered the 44:00-5:00 pm daytime period with two program

"strips®.-Turn To A Friend and the Ern Westmore Show. Their placement

in the late afternoon was dictated primarily by economic reasons--tele-
phore lines used for network transmission were purchased in eight hour
blocks. By programming in the late afternoon, the eight hours could
cover not only the daytime period, but the evening hours as vell.hz
In addition, ABC had been making tentative plans for a strong children’'s
program from 5:00-6:00 pm. The network wanted to keep all of its after-
noon programming in a block, moving back from these late periods to the
3

early afternoon.

V. THE MARCH 1954 PROGRAM SCHEDULE

Program Cancellations

Back That Fact - Insufficient station clearanoe.u‘

l‘2Iniaa::'view with Slocum Chapin.
W31pia,

M‘Variet.y, November 25, 1953, p. 31.
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Comeback - Low ratings.

Juke Box Jury - Low ratings.hs

Orchid Award - Low ratings.

Paul Whiteman Teen Club - Low ratings.

Quick As A Flash -~ Low ra.tings.hé

Take It From Me - No spomsor interest.l?

Progam Additions

The most important new program addition was The Mask, an ABC
created-and-produced mystery show originating in New York. The network
had planned the program for the fall of 1953, but subsequently decided
to push it back to the spring. Still unable to attract a sponsor, the
program was nevertheless broadcast as a sustainer at a weekly cost of
$29,750.hB
idea that counter-programming a mystery show against two varieties @2

The Sunday 8:00-9:00 pm time period was selected with the

Sullivan and the Colgate Comedy Hour) could attract an appreciable

audience, composed of people who did not particularly like the two

musicals.

There were other interesting aspects to this new show. It was

b51vid., December 30, 1953, p. 27.

héIbid., December 23, 1953, p. 21.

————

h71piq,

kbvariety, Jamuary 27, 195k, p.32
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broadcast not once, but three times a week. This multiple exposure, it
was hoped, would attract larger audiences and give the program wider
exposure--reducing its “cost per thousand" and making it an economical
buy.l9 The broadcasts consisted of one “live" show (Sunday), and two
kinescope repeats. The first ®kinnie" (8:00-9:00 Tuesday) went to
many of the same stations carrying the 4live® show, The second repeat
ws sent to those stations not carrying the "live" broadcast--with the

exception of a few UHF*s which received both delayed brosdcasts.

The Mask, produced and directed by Robert Stevens and Halstead
Welles, starred Gary Merrill and William Prince as two young lawyers
from the firm Guilfoyle and Guilfoyle. This represented a departure
from the standard one-hour drama, for it was the first time two
confiming central characters were used in a program of this length--
making the series the grandfather of the many later one-hour mystery

and adventure programs,

The Mask had a limited network run, beginning in Jamuary and
broadcast until early May. The program was eventually cancelled because
it wvas too expensive to continue as a sustainer; it was nevertheless a
significant milestone in ABC history. This was the first time the
network attempted to actively program the 8:00-9:00 pm Sunday period;
this was ABC?s first major application of counterprogramming; aml the
three-broadcast-a~week formla represented experimentation to arrive

at an economical, participdting sales plan.

h9"ABC To Show Same Program Three Times,® Broadcasting Magazine,
(February 22, 195k), 72.
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Other nighttime program additions included

Break The Bank - Bert Parks asked studio contestants questions
in a category of their own choosing. If they answered all the questions
correctly, they broke the bank and won a large cash prize.

It's About Time - Bergan Evans emceed this panel program about
famous events that had to be identified with recordings, scrambled
headlines, and dramatic vignettes,

Jane Pickens Show - Miss Pickens and musical accompaniment in
fifteer minutes ol Songs.

Martha Wright Show - A program of songs by Miss Wright, with
accompafiiment by % Bobby Hackett Trio and a male quartet,

On Your Way - This was a vehicle for Kathy Godfrey (Arthurts
sister), who was brought to New York for the show. She was origimally
scheduled to appear for the Vitamin Corporation of America in a program
titled Up For Adoption., The ABC Continuity Acceptance Department found
too many legal and moral complications involved g(i)‘ter a kinescope was
made, and plans for this program were abandoned. The advertiser then
acquired the On Your tpackage? for Miss Godfrey in lieu of the other.
On Your Way feature y Godfrey Interviewing contestants on why they
Wanted to travel to a particular place. They were then asked questions
which, if answered correctly, enabled them to make the trip. (This

format was abandoned after two weeks, and the program changed to a
talent contest,)

Open Hearing -~ John Daly was featured in a half hour inter-
pretation ol an important news development covered from all viewpoints.

The Vaudeville Show - Broadcast for only two weeks, this program
was a straight Iive act vaudeville bill with “"amnunciators,® instead of
a master of ceremonies, introducing the acts.

Who Said That - Walter Kiernan emceed this show which had a panel
quizzing secretaries of famous people to identify them.

ABC decided to move into the morning with Don McNeill's Breakfast

Club. The programmers assumed that the Club?s unequaled acceptance on

radio would be duplicated with a television simulcast.’l The network

SOVariaty, Jamary 13, 195’4, p. 30.
511nterview with Slocum Chapin.
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was unable to initially interest the radio sponsors in a similar seg-
mental sponsorship, nor, for that matter, could it attract any adver-
tisers at all. Therefore, the program was broadcast for one hour a
day, five days a week, as a sustaimer--costing ABC an estimated $180,000
a week for combined time and talent ch.a,rges.52 The network subsequently
sold 5 (%) hours (of a possible 20) to a few of the radio advertisers,
Three-quarters of the program, however, contimued as a sustainer for the
rest of its television lifetime,

The televersion of the Breakfast Club, a simulcast of the radio

show, had little visual attractiveness. This factor, in addition to its
"island" position in the schedule (no other adjacent ABC programs), and
the very nature of the program itself, might hawve accounted, in some
part, for its unsuccessful record. Though it was only broadecast until
mid-season 1954, it nevertheless was a significant part of the ABC
story--illustrating the network?!s willingness and first major attempt
to begin daytime broadcasting.

Possibly the most lucrative of ABC's daytime activities in terms

of audience and prestige was its coverage of the Army-McCarthy Hearings

in mid-spring 1954.

ABC carried all 186 hours of the hearings on a network ranging
from 55 to 79 stations--at an estimated cost of over $360,000. ABC
facilities and technical personnel were used to provide a pool for all

four television networks. NBC and CBS, however, were forced by their

52yariety, February 10, 195k, p. 26.
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commercial daytime commitments to 1limit their coverage of the hearings
to only a few hours, ABC and Dumont, on the other hand, had 1little or
no daytime programming to pre-empt, and carried almost all of the
53

proceedings on a "live® basis,

John Daly, Vice President of ABC News and Special Events, when
asked the question, "Was it worth it?" replied, "As the mumber three
network climbing steadily in our long range campaign to equal or surpass
the top two, we neéd‘ the publicts good will and we need the viewers."Sh
Mr, Daly believed that the hearings brought ABC both of these "in terms
of prestige, good will, attracting new viewers, and most of all, the
satisfaction of fulfilling a high responsibility and fulfilling it

well."ss

Format Revisions,

Comeback - There was more emphasis on famous celebrities who
had already g%ae a comeback, rather than on people currently trying
to make one,

Leave It To The Girls -~ John Henry Faulk joined the program as
a permanent panelist and biased moderator. Maggi McNellis, in turn,
stepped down as moderator and became the captain of the girlts t-ea.g,7
The changes were made to give the show more of a universal appeal.

53Ilz:i.d., April 14, 1954, p. 1.
Sthid.
55Ib:!.d.

S56variety, December 23, 1953, p. 25.
57Ibid., December 23, 1953, p. 3l.
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VI. THE AUGUST 1954 PROGRAM SCHEDULE

Program Cancellations

George Jessel

Hour of Decision
Jamie

Leave It To The Girls
Mystery Theatre

On Your Way

Many other programs, either sustaining or cooperative, were also

cancelled, Most of these had been broadcast for less than six months,

Animl Time

At Issue

The Big Picture

Elmer Davis

Enterprise USA

Focus

Greatest Sports Thrills
It¥s About Time

The Mask (3 hour shows)
On Guard

Open Hearing

Tommy Henrich

Travel Corner

ABC had announced that by June 1954, all public affairs and news

programming (with the exception of Junior Press Conference) would be

discontinued, Open Hearing and Answer for Americans presented technical

and manpower problems, Elmer Davis was disabled, and the mjority of

the other programs did not receive sufficient station clealrance.5 8

Summer Cancellations

Several programs were cancelled for the thirteen week summer

58Vs,riety, June 2, 195L, p. 26.
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period, but were scheduled to return in the fall.

Cavalcade of America
Martha Wright
Smilin® Ed

Space Patrol

U, S. Steel Hour
Walter Winchell
Where ¥s Raymond

Program Additions

Most of the new programs were summer replacements. Those shows

which extended into the 1954-55 season will be marked with an (%)

asterisk.
U. S, Highway 195k No information available.
Bob Considine Comments on the news, and human

interest items,
Boxing from Bastern Parkway ()

Melody Tour No information available.
Center Stage (%) A sustaining version of the Motorola Hour.
Man of Tomorrow A filmed seriss about the Boy Scouts.
Patti Pickens No information available.
Soldier Parade An hour extension of Talent Patrol, with
, Arlene Francis as Mistress of Ceremonies.
This World 195} No information available.
TV Auction No infermation avallable.

Ltspache - A guitar struming and seagoing denizin of the French
underworld sang French songs-.accompanied by another guitarist.

On The Boardwalk - This series originated from the Steel Pier in
Atlantic CIty and Ieatured Paul Whiteman. It was primarily an amateur
night with a few professional acts added. The first segment of the show
was devoted to teen age talent (age 10-19), while the second segment
featured talent from the former TV Teen Club.

(#) So You Want To Lead A Band - Four contestants led the orchestra

through a series ol melodies, competing for a big prize. An audience

applause meter determined the winmner., Interspersed in this program
featuring Sammy Kaye were instrumental numbers and guest vocalists,
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(#) Twenty Questions - A panel of four guessed an object, a

person, etc., in an allocated twenty questions-.if they failed to do
so, the homeviewer received a prize.

VII. AN EVALUATION OF THE 1953-54 SEASON

A word that can best describe this first season under United
Paramountts influence is the Ybeginning"; this was the "year one," as
ABC describes it, It vas a season which saw ABC expansion of nighttime
program service; its entrance on a limited scale into the morning and
late afternoon; and an increase in commercial programming. This was
the begimming of a growth period, when the parent ABC-UPT company used
some of its financial resources and acquired "star power," in the form
of Danny Thomas, Ray Bolger, George Jessel, Paul Hartman, Arlene Dahl,
Brandon DeWilde, Joel Gray, and Sammy Davis, Jr, This was also the
beginning of ABC%3 active co-production arrangeents with independent
producers for the financing and production of prospective program
properties (which was to become an important ABC policy in subsequent
seasons)., Overall, the 1953-5L season made the networks, advertisers,
agencies, and stations aware of ABC!s existence as a television network

and its growth potential,

The complexion of ABC programming still left much to be desired.
An increase in the number of hours of network service was accompanied
by inexpensive public affairs, informtionmal, and miscellanecus-type
programs, in addition to several hours of sporting events-.wrestling and
boxing, for the most part, broadcast in prime evening time. The enter-

tainment portion of the schedule, though it had been substantially
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revitalized with both situation comedy and prestige drama, was still
padded with several game shows, quizzes, and other unimportant programs.
ABCts primary consideration had been to sell time., Though this opened
the doors to many advertisers, nobody brought any great hits to ABC.

In fact, one former exscutive belisves that many of the advertiser-
controlled programs would probably have been rejected by NBC and CBS;

ABC, however, needed the business and gladly accepted it.59 This

resulted in substantial damage to the entire schedule, for the network

had no control over program placement and/or program content, Flow of
audience, adjacencies, and "plammed"” programming were as important then

as they are now, though ABC could not put them to use, lacking a sufficient

volume of strong program material,

The results of the new shows, especially the "strong® properties
like Damny Thomas, Ray Bolger, and George Jessel, were for the most part
disappointing. One critic, commenting on the majority of these new
programs remarked

Maybe we better leave television to the metwork executives

and the advertising agencies and the directors and producers
born of television., They have the know-how peculiar to the
demands of the medium in lhichfghey operate., That show business
know-how ain?t working no how.

Only two of the new programs were favorably received, though their

natiomal ratings were far from astronomical-.Make Room For Daddy and the

59 Interview with Robert E. Lewins.

60Goodman Ace, "How Now Know-How?" Saturday Review, XXXVI
(November 29, 1953), 32.
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United States Steel Hour were strong "seconds" in their respective time

periods. The other programs-- Oeorge Jessel, Ray Bolger, Paul Hartman,

and all of the adwertiser-controlled properties--were disappointments
which were poorly received by both the critics and public. ABC frankly

admits that the Ray Bolger, Paul Hartman, and George Jessel shows '"never

came off as programs."61 Dammy Thomas, on the other hand, was always

a good show, but never realized its full potential on ABC; it never
had the advantage of a strong program lead-in, and it faced the disad-
vantage of ABC!s limited facilities.62 The strongest programs of the

1953-54 season were already established shows like Ozzie and Harriet, the

Lone Ranger, and Stu Irwin, which attracted larger audiences than any of

the new programming.

The 1953-54 broadcasting season represented ABC!s first active
effort, under the new United Paramount management, to become a fully
competitive television force., The results of the season could not be
measured by individual program successes, but served rather as a
message to the industry at large that ABC was in the television net-
work business to stay, and that ®"ABC intends to be a leader in radio

and TV, and it intends to grow like an ocak, not a mushroon."63

611nterview with Slocum Chapin.

621p14,

63)dvertisement from Sponsor Magazine, VII (February 16, 1953),
pp. 16-17.




CHAPTER V
THE 1954~55 SEASON

Late in 1953, the Federal Communications Commission officially
adopted the color television standards recommended by the National Color
Television Standards Committee-.which were those used by the RCA color
system--providing for the use of a complete electronic color scamning
system and for full compatibility with black-and-white reoeption.l
In so doing, the Commission had ushered in the dawn of the television

"spectacular,” or "special¥ program, as it is now referred to.

In October, NBC broadcast its first color "spectacuhr".-ﬁai&_n
and Spurs, featuring Betty Hutton. This was followed with a full
schedule of rotating shows, all broadcast in color with famous person-
alities of the stage, screen, and television., (NBC had the most to
gain in “spectacular® color broadcasting because its parent Radio
Corporation of America was the largest single mamifacturer of tele-
vision receivers with the compatible RCA scanning system.) CBS also
began color operations in 1953-54. Though the network broadcast a
number of these H“spectaculars," they were nevatheless subordimated to

the stabilized, family-appeal line-up of regularly scheduled shows.

Aside from the immovations of color television and the glittering
“spectacular,® network programming remained essentially the same., CBS

and NBC were still scheduling large amounts of situation comedy, wvariety,

lDr. Harrison Summers, "Broadcast Programs and Audiences® (Chio
State University: mimeographed material prepared for Speech 652),

95
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drama, and suspense programs. There were, however, relatiwvely few
panel, quiz, and game-type shows broadcast on either of the two older

networks.
I. ABC PROGRAM FHILOSOPHY

The ABC programmers, now in the second phase of their "fiwe year
plan" followed the same program philosophy as that initiated the pre-
ceding season--the acquisition of some good program persomlities and
properties; the attraction of advertisers' programs; and concentration

on only a few evenings for the season.

Talent and Program Acquisition

For 1954-55, ABC negotiated with several major stars for possible
network contracts, Among these personmalities were Judy Garland, Eddy
Cantor (whose NBC contract had expired), Glenn Ford, Edward G. Robinson,
Eddie Albert, Judy Canova, and David Wayne., None of these negotiations
were fruitful. In the day of the television "spectacular," the stars
were asking and receiving far more money than ABC wished to sspend.2 The
network was also cognizant of the poor record of the past seasonfs "star-
power." Danny Thomas was the only personality who had the potential to
eventually becoms a valuable property. George Jessel had previously
ended his "long-term" network contract, and Ray Bolger was to stay on

the air for at least another season. Sammy Davis, Jr. and Joel Gray

2Variety /New York/, November 25, 1953, p. 29.



97
had both made audition kinescopes, but neither of the programs were
sold. The Davis "kimnie® in particular had little sales potential
because it was made with an all-Negro cast and was poorly conceived
and e:necuted.3 Taking these factors into consideration, ABC bought up
both the Joel Gray and Sammy Davis contracts.h For the 195h-55 season,
the network was governed by a limited budget, often having to vorryv
about little things like office space. Talent development proved to be
too expensive, Moreovey the programmers were more interested in the

acquisition of program properties rather than persomlities.s

ABC spent the majority of its programming budget on a rnumber of
program acquisitions, The NCAA football games and the Disneyland commit-
ment alone involved sewveral millions of dollars, in addition to similar

arrangements for Postal Inapector, T-Men in Action, Who Said That, and

Come Closer.

Attraction of Advertisers® Programs

The network was umble to develop or acquire a complete line-up
of programs. Its income was still a fraction of what it could be, and
as stated before, development could only proceed at a rate commensurate
with commercial revemues. ABC was therefore highly dependent on programs

brought over by advertisers. As long as there were vacancies in prime

3statement expressed by Robert E., Lewine, former ABC-TV Vice
President of the Program Department (personmal interview).

hVa.riet,y', September 29, 195L, p. 38.

SInt.erview with Robert Lewine.
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evening time, ABC more than welcomed the prospects of advertiser-

controlled programming.6

Concentration on a Few Evenings a Season

During the past season, ABC had strengthened three evenings of

the week: Tuesday (Darmy Thomas, U, S. Steel Hour), Thursday (Ray Bolger,

Kraft) and Friday (Stu Erwin, Ozzie and Harriet). Though these programs

were not dominant in their time periods, they nevertheless showed an
improvement over the pre-merger ratings. The programmers decided that
concerted efforts should be directed toward Hedmsday evening, the
weakest night in the 1953-54 schedule. The new Disneyland program was
placed in a key position in hopes of strengthening ABC in the early part
of the evening. The network had based its decision largely on a research
survey conducted tc determine the vulnerability of Arthur Godfrey!s

pr ogram.7

Advertest had surveyed 747 women in the New York area, who had at
least one child between the ages of two and twelve in the household.
The results showed that 52.L4 per cent of those watching Godfrey would
switch; 16.6 per cent were undecided; and 31 per cent would remain with
Godfrey.

0f those not watching Godfrey, 8L.6 per cent indicated that they

would satch Disneyland. The survey also revealed that those who would

6Statement expressed by Slocum Chapin, former Vice President of
the ABC Television Network (personal interview).

Tariety, May 12, 1954, p. 26.
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watch the Disney program would allow their children to stay up until
9:00 pm. This research report clearly indicated the vulnerability of
the Godfrey hour, and the availabllity of both Godfrey and non.Godfrey

listeners as a potential Disneyland audience,

The study was significant for two reasons--it represented the
network?s first major application of audience research in program
placement and scheduling; and it provided information about the
important young, large-family group, the post-war households with young
children--an audience toward which ABC would subsequently gear large

portions of its programming,

Concentration on Regularly Scheduled Programming

ABC Television was unenthused about the television "spectacular,®
favoring instead regularly scheduled weekly programming. "Spectaculars
are fine for Christmas or Easter or some special occasion, but practically

8 Mr. Kintner's sentiments were those ofthe network based,

every weekl"
in part, on a special research report compiled from NTI for the months
of September 1954 through February 1955. The report indicated that

regularly scheduled weekly programming was not only more efficient in
terms of "Cost Per Commercisl Minute per Thousand Homes,' but also was

able to reach a larger potential audience over a four week period.9

8Robert Kintner, "The Programmers," Television Magazine, XI
(September 1954), 63.

9Variety, May 16, 1955, p. 29.
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In addition, the "“spectacular" had to be presented "live".-its
length made it éxtremely difficult to clear for delayed broadcasts.
ABC, with its serious facilities disadvantage, was unmable to line up a
sufficient number of "live" stations to amortize the expensive production
costs--making the network impractical for this type of programing.lo

II. THE ABC PROGRAM DEPARTMENT

In a vave of economy, several administrative changes took place
for the 1954-55 season. Three pre-merger programmers--Alexander
Stronach, Vice President in charge of the Television Network; Charles
Underhill, Vice President of the TV Program Department; and Charles
Holden, Assistant Director of the TV Program Department resigned in mid-
September. It was reported that Mr. Stronach was the only one slated
for replacement, which indicated to some degree the limited budget which

the network was operating on at the time .11

Slocum Chapin was named the new Vice President of the Television
Network, and Robert ¥, Lewine, former Eastern Program Director of the
Program Department, became the Director of the Program Department (he

was later promoted to Vice President of the Program Department).

The newly-organigzed Program Department included

Robert E., Kintrer President, ABC Broadcasting Division
Slocum Chapin Vice President, Television Network

10yariety, September 27, 195k, p. Lk.

1l1pi4,
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Robert M, Weitman Vice President, Programming and Talent
Robert F. Lewlne Director of the TV Program Department
Richard DePew Assiant Eastern Program Manager

Joan MacDonald Program Development, and Casting Director
Herbert Brodkin Executive Producer

Hunt Stromberg Program Development, Western Division
Selig Seligman Program Development, Western Division

ITI. PROGRAM DEVELOPMENT AND ACQUISITION

ABC developed few of its own programs in 1953-54. The Disneyland
and NCAA commitments involved millions of dollars and were not completed/
until late in the spring of 1954. The programmers were not ready to go
to the Board of Directors and ask for substantially more money for

development .12

The network did, however, develop a few program properties--an

audition kinescope for My True Story, which it attempted to sell as

either an evening or daytime half hour, or a morning serial; and, in
cooperation with Mark Goodson-Bill Todman, The World of Tallulah

Bnnkhead.13 In addition, ABC financed pilot films for three program

properties acquired for the network by Hal Roach--Alias Mike Hercules,

Code Three, and It Seems Like Yostercay..!

The network had many plans for the 1954-55 season-.a Tuesday

8:30-9:00 pm adventure program scheduled against Milton Berle (counter-

programming); a ninety mimute Saturday night band program originating

127nterview with Slocum Chapin.
13yariety, Pebruary 10, 195k, p. 42; and April 14, 1954, p. 25.

H‘Ibid., March 10, 1954, p. k3.
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from New York, Chicago, and Los Angeles; a third one-hour dramatic

program; a televersion of Cafe Istanbul with Lisa Ferriday; a Hedda

Hopper Hollywood program; a weekly motion picture industry series
(which had been unsuccessfully attempted the previous season); a
revival of The Mask for Sunday at 8:00 pm; a one-hour live dramatic
show originating from Hollywood for 8:00-9:00 pm Thursday; a thirty-

mimute version of the once-famous Pulitzer Prize Playhouse to be

jointly produced by Alex Segal and ABC; and the scheduling of two
dramatic serials adjacent to the Breakfast Club.lS None of these plans

were fruitful. The network had to first concentrate on current sponsor

vacancies in programs including Ray Bolger and the Motorola Hour, as

well as definite commitments for Disneyland, NCAA Football, a new Monday

boxing card, Come Closer, T-Men In Action, and Postal Inspector. Unless

these were sold, ABC stood to lose millions of dollars in program and
time charges.16

In anticipation of future creative activity, ABC signed the
Theatre Guild as a program and talent consultant under a long-term
exclusive contract.17 The negotiations, six months in the making, gave
ABC first refusal on any Theatre OQuild legitimate properties which might

be converted to television, either as the basis for a series or an

15bid., May 12, 195k, p. 293 July 28, 195k, p. 31; and
September B, 1954, p. 30.

161bid., May 12, 195k, p. 29.

171bid., October 27, 195k, p. 26.
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individual "special" program. The threatrical organization was to
also serve as a consultant in the development of talent and mrograms,
Each Thursday, a program board of Theatre Guild and ABC programming
executiveé met for a Ybrain.storming session.“le Though no properties
were originmated for 195L4-55, this arrangement contimmed through the

next two seasons,

The network also signed an exclusive long-term contract with

Alex Segal, the producer-director of the U, S, Steel Hour, which

permitted Mr, Segal to deliver at least one of his own "packages" each
season, to be financed by ABC and in turn co-owned if the series was
eventually sold.19 Under this arrangement, a plan was initiated to

revive the old Pultizer Prize Playhouse. During the Spring, after the

United States Steel Hour had been cancelled, plans were made for Mr.

Segal to produce and direct an alternate week drama for the vacated
Tuesday night period. When, however, the netwark abandoned hopes for
a live dramatic program, the producer asked for a release from his
contract, in hopes of taking a television sabbatical, and both the

network and the producer-director parted amicably.zo

ABC-Television allocated the majority of its programming budget
toward the acquisition of several program properties. The most notable

among these was the purchase of the new Disneyland Series,

181p44.,

1variety, June 1, 1955, p. 2h.
201p3d,

—a—
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Disneyland, Walt Disney had previously produced a successful

one-hour Christmas special on CBS-TV; thereafter all the networks were

eager to acquire his services.21

Mr, Disney had negotiated with NBC
and CBS but both networks found his terms unreasomable. One provision
was an arrangement whereby the network would finmance not only a weekly
one-hour program serieé s but also a part of the proposed Disneyland

Park, which Mr. Disney hoped to make a reality.22

ABC was also eager
to acquire his services. The network realized that a Disney program
would have universal appeal not only for children but for adults as
well, and that such a show could attract a mammouth audience.23 The
ABC programmers backed their faith in Disney by obtaining his exclusive
services for a weekly one-hour program series, in addition to a 35 per
cent investment in the proposed Disneyland Park for an estimted

$500,000.2h In turn, the network also received first-refusal rights

on all Disney television products for a period of seven yvears.25

The terms of the contract called for eighteen hours of program-
ming the first year, and twenty hours a year thereafter. ABC had

originally intended to supplement the program on alternmate weeks with

2L1nterview with Slocum Chapin.

221144,
231bid.

2l‘"(}oldenson Tells AB.PT Stockholders ABC Will Show Marked
Improvements" Broadcasting Magazine, XLVI (May 2L, 195L), 70.

25nABG Rights to Disney Films Limited to TV," Sponsor Magazine,
VIII (April 12, 195L), 33.
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This Is America, with John Daly as the marrator and Paul Whiteman as
26

conductor. The network later changed its plans and decided to

schedule Disneyland on a unique re-.run pattern--twenty weeks of orig-

ingls, twenty weeks of re-runs, and twelve weeks of second repeatsz.z7
ABC paid Mr. Disney $50,000 a week for each episode, and then resold

the program for $60,000, making a $10,000 profit on each show.28

Disneyland was jointly developed by both ABC and Mr. Disney.
The network acted as a consultant in the plamming stages, supervising
the many steps in the development of the show.29 The finmal concept
called for four rotating segments: "Adventureland,® "FPantasyland,"
“Tomorrowland,* and "Frontierland.* In addition to these forty to
fifty minute episodes, Mr, Disney planned to preview, for an additional
ten to twenty minutes of the program, twenty-six of his major theatrical
productions for the next four years. These previews could include film
clips taken from the motion pictures, or a behind-the-scenes excursion
during production, as so successfully employed in the promotion of
"Twenty Thousand Leagues Under the Sea." Mr, Disney had entered
television with an eye on the theatrical box office.

We went into television in the belief it would help our

busimess, We didn®t ask the exhibitors about %t ~ they
don?t have the background for such decisions,3

2byariety, February 16, 1955, p. 36.
27_13}_9.; and Variety, April 1k, 195L, p. 25.
2Interview with Robert Lewine.

29-:.[212.

30yariety, May 18, 1955, p. 32.
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There was an interesting sidelight concerning Disneyland.
Robert Kintner, President of ABC, and Robert Lewine, Manager of the
Program Department, made over sixty calls on agencies and sponsors
before they corﬁpletely sold the show, Advertisers were reluctant to
buy the expensive show for an ABC station line-up. The program was
finally purchased by the American Dairy Association, American Motors

(both were new to nmetwork television), and Derby Foods.

The Disneyland program had its effects on all future ABC program-
ming., It was the first ABC show to make the Nielsen "top ten" listings;
it brought thousands of people to ABC channels for the first time; it
promoted an advertiser awareness of ABC!'s potential; and most important
of all, it had a pronounced effect on the future activities of the
other Hollywood studios, Walt Disrey had been the first major producer

to enter television on a large scale.

The networks had always wanted the studio services, but the
'majors" refused to go into television. The astounding success of
Disneyland led to other arrangements between ABC and the Hollywood

studios.

The NCAA Foothall Games. In its attempt to acquire important

programming, ABC purchased the rights to the National Collegiate
Athletic Associationts schedule of thirteen football games for an

estimated $2,500,000.31 The network had lured the games from NBC, which

3lyariety, April 28, 1954, p. 25.
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had carried them for the last three years. The acquisition represented
over four million dollars in combined time, program, talent and facil-

ities charges.32

For the rights to the games and a Thanksgiving day telecast,
the network had to make additiomal guarantees to the Association. A
complicated radio-television "package" emphasizing all aspects of
college sports and campus life was an important condition in the ABC-
NCAA negotiations and the final NCAA decision to transfer the games to
ABC. The agreement called for ABCt!s telecasting of twenty-six weeks
of Saturday afternoon winter and spring college sporting events
(including track, field, lacrosse, soccer, and crew racing), and

33

guarantees for at least seven radio and television programs or series.

Summer Job - ABC Radio--a show of unrevealed length for prime
evening hours which highlighted the activities of college players and
team activities throughout the summer,

Football Weekend - Divided into six parts, some radio some
televisTon.,

1. Rally - A Friday night pre-game festival on radio originating
from one of the schools playing the next day.

2. Souveneer Program - a fifteen minute television program,
offering a Tayout ol the day's football program.

3. Campus Close-up - at half-time (television and radio).

4. Scoreboard - a fifteen minute program after the game,
providing a run-down on all NCAA games throughout the country (both
radio and television).

5. A two hour Saturday night radio show, featuring college
Yhoopla," music, and afternoon scores.

321pid.

31pid., June 20, 1954, p. 26.
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6. Gridiron 1954 - a simulcast officially starting the NCAA
football season--broadcast in prime evening time with stage and
screen stars, music, and sports celebrities.

ABC had plamned to sell the entire football "package! to a
national advertiser-wpreferably General Motors--who had purchased them
the year before on NBC. The motor company, however, and several other
prospective clients, were not interested. Unable to sell the games
nationally, the network sought regional advertisers, also to no
avail. ABC attempted another unsuccessful national sale, and then in
desperation, offered them as individual games. Mr, Kintner, vacationing
in Europe, flew back to the States and personally supervised the
34

disposition of the games to a group of regional advertisers.

Though ABC lessened part of the financial burden through these
last minute sales, it nevertheless offered these advertisers huge
discounts, selling the "package™ at a fraction of its estimated cost.
In so doing, the network lost approximately $1,800,000 on the thirteen
35

week series,

ABC subsequently cancelled its plans for the twenty-six after-
noons of winter and spring sporting events. An option in the NCAA
contract permitted the network to do so. ABC considered them
unfeasible because of difficulties in scheduling, costs, and lack of

sponsor interest.

3b1pia., November 2L, 195k, p. 2k.

35Ibid., September 1, 1954, p. 35.
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Other Acquisitions., ABC Television committed for four television

series, T-Men In Action, broadcast on NBC, was purchased from Bernard

J. Proctor. The network hoped that it could not only sell the program,
but also remove some formidable competition from the Ray Bolger time

period.36 T-Men was tentatively scheduled for mid-season 1952.53,

but was later pushed back to the fall of 195L4. Another Proctor

production--Postal Inspector--(later retitled The Mail Story) was also

acquired, with the provision that it be scheduled as the T-Men adjacency.37

The other commitments..Take My Word, starring Jimmie Nelson, and the

Stork Club--were also telecast in the fall.38

ABC also obtained all rights to Creative Cookery, a popular

daytime program in Chicago, for an estimated $200,000, With a weekly
gross sales potential of $10,000, it seemed to be an attractive buy.39
The network plamned to initially broadcast the program on a two-station
network (New York and Chicago), and then offer it to other owmed-and-
operated stations, and any affiliates that might be interested.

There was a similar arrangement for the newly acquired E.‘E‘f}.j‘.’

Fran, and Ollie. Burr Tillstrom, the show?!s creator, wanted the program

broadcast on a five-day a week basis, instead of the Sunday afternoon

time period which NBC had provided. When it became evident that the

361b1d., Jammary 20, 1954, p. 23.

371bid., March 10, 195k, p. 28.

381v1d., March 17, 195k, p. 23; and March 31, 195k.

————e—n

391vid., June 3, 1954, p. 27.



110
rnetwork would not comply, Mr. Tillstrom, who was a long-time friend
of Sterling Quinlan, Vice President of ABC*'s Chicago station, moved
the show to WBKB, for transmission on the two-station New York and
Chicago network.ho Mr. Quinlan, realizing that the program already
had a natioml reputation, offered the Monday through Friday "strip"
to ABC stations on a fee basis for hometown selling, at a cost less
than if the stations programmed the time themselves (ABC had the
Omaha to New York cable under lease from 2:00 pm, eliminating any
extra time costs).h1 The plan was set up on a volume basis, with
the price decreasing to individual stations as the number of client

L2

stations increased. The series, broadcast "live" by twenty-three

stations was sponsored in the five owned-and-operated cities by the

Gordon Baking Company.
IV. THE NOVEMEMBER 1954 PROGRAM SCHEDULE

Program Types in the Nighttime Schedule

The largest program type in the 195l schedule was public affairs
programming, with 10 (-ﬁ—) hours or 11 per cent of all nighttime program

ming--accounting for a substantial portion of the evening schedule.

hOIbid., August 18, 1954, p. 25.

blryid., September 1, 195k, p. 32.

b2y 44,

————————
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TABLE XII

THE NUMBER OF QUARTER HOURS OF ABC NIGHTTIME PROGRAM TYPES
FOR NOVEMBER 195, AS COMPARED WITH THOSE
QUARTER HOURS IN NOVEMEER 1953

(3) hours in (%) hours in
Program Type November 1953 November 195k

Public Affairs 12 10
Sporting Events 12
Prestige Drams

Situation Comedy

Panel Games

Detective Drama

Audience Participation Games
Musical Variety

News and Commentary
Straight Drama

Adventure Drama

Audience Quiz

Human Interest

Talk Variety (aa)

Classical Music

Sports Features

Talent Variety

Comedy Variety

Religious Programs
Childrents Variety (a)

lor-'w:-r-'oomm::-:roxmowco;m
t\OOOOHMNML‘rL‘UlUIO\O\CDCDG\O

0
v
O
w

Total Nighttime (%) hours

e ]

(a) Kukla Fran and Ollie and Disnmeyland are in this category.
(aa) or u

Data gathered for the first weeks in November 1953 and November
195k,
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Sporting events and children!s variety programs were in second
place, with 9 (%) hours each, or 10 per cent of all ABC nighttime
programming. Children'!s variety programs were a new addition to the

schedule,

The third largest category included prestige drama, situation
comedy, and panel games, with 8 () hours each, or 9 per cent of the
nighttime schedule, Situation comedy showed the only appreciable change,
decreasing 6 (3,;) hours over the past year with the cancellation of the

"gtar-power" programming.

Three program types were added to the schedule-waudience partici-

pation games, classical music, and talk variety.

Three program categories-~comedy-variety, talent-variety, and

religious programming--were discontinued in 1954-55.

There were no significant changes within the other program types.

New Nighttime Program Types. The largest new category was

children's variety programming, with 9 (%) hours, or 15 per cent of

the new nighttime programs. The scheduling of these shows indicated
ABC's growing awareness of the juvenile as program selector in the early
evening. The new programs included

Disneyland
Kukla, Fran and Ollie

There were 8 new (%) hours of public affairs programming, or
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THE NUMBER OF QUARTER HOURS OF PROGRAM TYPES FOR NEW

NIGHTTIME ABC PROGRAMMING IN NOVEMBER 195k
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Program Type

Childrent's Variety
Public Affairs
Sporting Events
Audience Participation Games
Detective Drama
Panel Games

News

Audience Quisg
Musical Variety
Adventure Drama
Classical Music
Talk Variety

New Weekly
Z Iﬂ ) hours

MDNNEEVNONOOON 0N

% of Total

New

4) hours

13

Data gathered for the first week in November 195l.
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13 per cent of the new nighttime programs, Here again, the network
was using inexpensive and highly specialized programming in time
periods which it was unable to sell. Among the new shows were

College Press Conference

Compass
Enterprise USA
Flight Number 7

Sporting events, audience quizzes, and pancl games were also
high in priority, with 6 new (%) hours each, or 10 per cent of all new

nighttime programs. The scheduling of the Eastern Parkway Fights

represented an attempt by ABC to develop its own boxing show as NBC

and GBS had done in the past.!?

The audience participation games included
Come Closer

Dollar A Second
S0 You Want To Lead A Band

The panel gquizzes included

Masquerade Party
Twenty Questions
What Goes On

There were 5 new () hours of news programs, or 8 per cent of

the new programming, John Daly and the News, the one addition, was

originmated by ABC to establish a program comparable with Douglas Edwards

and the Camel News Caravan,

1‘3Int.erview with Slocum Chapin,
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Audience quizzes and musical variety programs accounted for kL

(%) hours each, or 7 per cent of the new prograns.

The quiz programs included

Break the Bank
Stop the Music

The musical variety program was

The Dotty Mack Show

There were 2 new (%) hours of adventure drama, classical music,

and talk-variety.

Adventure Drama Rin Tin Tin
Classical Music Voice of Firestone
Talk Variety Stork Clud

The preponderance of inexpensive programming (public affairs,
sporting events, audience participation games and quizzes, and panel
shows) ; the absence of important comedy and musical variety programs;
and a limited number of mystery, adventure, and dramatic series--built
around a mucleus of situmation comedy, prestige drama, and children?s

variety programming--characterized the 195L4-55 ABC program schedule.

Number of (%) hours of Network Service

ABC network service had increased 32 (%) hours in the past

year~.from 142 (4) hours in 1953 to 174 (%) hours in 1954. The network
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had moved into the 7:00-7:30 pm "station option time" of many of its

affiliates with the John Daly News and Kukla, Fran and Ollie programs--

and into the 10:30-11:00 pm periods with Eastern Parkway Boxing and

Stop the Music. On two evenings--Wednesday and Friday--the 10:00-10:30 pm

time periods were returned to the stations.

There was only one unprogrammed period in the middle of an

evening: Tuesday 8:00-8:30 pm, opposite Milton Berle. The network

had been able to schedule a panel show at 8:30-9:00 pm,

The daytime program service (8:00 am to 6:00 pm) showed a marked
increase, from the 1953 total of 42 (%) hours to 80 (%) hours in
November 1956. ABC had discontimmed its 20 (%) hours of late-afternoon
weekday programming-.replacing them with LO new (%) hours of morning

service.,

The number of commercial (%) hours in the nighttime did not
appreciably change over the ome year period. Though the morning
service had substantially increased, there was only a 3 (%) hour rise

in commercial programming. The earning power of the Breakfast Club

had not been commensurate with the extended program service,

V. THE PROGRAMS IN THE SCHEDULE

Program Cancellations

Four commercial programs were cancelled at the start of the
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season. Unless otherwise indicated, the cancellations can be attrib-

uted to poor rat,:'u'xgs.b’h
National Nielsen Rating (3/5L)
Program (£irst report)
Dr. I. Qo 609 AA
Paul Hartman 11.6
Sky King () 16.7

(*) Sky King was cancelled by Derby Foods because the company

transferred its television budget to the new Disneyland program.hs

Other programs, sustaining or cooperative summer replacements,

were also cancelled at the start of the season,

In Our Times sustaining
Junior Press Conference sustaining
Melody Tour sustaining
On The Boardwalk sustaining
Patti Pickens ' sustaining
Soldier Parade sustaining
This World 1954 sustaining
U. S. Highway 1954 sustaining
Who's the Boss sustaining
Wrestling from Rainbow (#) cooperative

(#) Wrestling From Rainbow was cancelled because of a waning
46

interest in the spart,

Program Renswals

More programs were renewed for 1954.55 than in any other past

geason,

“"Ibid .

L5 Interview with Slocum Chapin.

héSta.temnt expressed by Robert Shaw, Manager of ABC.TV Station
Clearance (persomal interview),
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TABLE XIV

THE NUMBER OF QUARTER HOURS OF ABC NETWORK SERVICE AND COMMERCIAL
PROGRAMMING FOR NOVEMBER 195k, AS COMPARED
TO NOVEMBER 1953

et e ]

Weekly (%) hours 11/53  Weekly (%) hours 11/5L

All Commercial All Commercial
Time Period (%) hours (%) hours (%) hours (%) hours
8:00 am - 1:00 pm 8 8 ) 11
1:00 pm - 6:00 pm 39 16 3L 32
6:00 pm - 11:00 pm 95 62 9k 63e
11:00 pm - 1:00 pm 0 0 0 0]
Total (%) hours 142 86 174 106

e e e

@ These figures are only general estimates of commercial ()
hours in these time periods. The regional, participating sales plan
for both the NCAA and professional football games, and unsold portioms
of John Daly News and Stock Club make exact calculations an impos-
sibIIIty. The alternoon rigures appear weighted on behalf of the
network,

Data gathered from the first natioml Nielsen reports for
November 1953, 19543 and from Sponsor Magazine November 1953-5.
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Nielsen Rating (Natiomal) 3/54

Program (first report)
Ozzie and Harriet 26.6
Lone Ranger 24.9
You Asked For It 2L.Y
Make Room For Daddy 22.6
Stu Erwin 21,7
The Television Hour () 19.0
Smilin?® Ed 16.6
Space Patrol 16.1
The Name®s The Same 16.1 AA
Super Circus 16.0
Pepsi Cola Playhouse 14.9
Cavalcade of America 14.2
Walter Winchell 13.8
Where 3 Raymond 12,5
Saturday Night Boxing 11.7
Kraft Theatre 5.9
Faith For Today 2.0
Breakfast Club Unav,
Martha Wright Unav,

(#) Motorola cancelled the Television Hour in the spring. The

program was then broadcast through the summer as the sustaining Center

Stage. Elgin-American purchased the alternate week series for the

fall, at which time it was retitled the Elgin Hour.

Program Additions

College Press Conference - A parel of college journalists
questioned a prominent person of the matiomal or international scene
on important issues of the day.

Come Closer - Ventriloquist Jimmy Nelson amnd his "friends"
Danny 0¥Day, Humphrey Higsby, and Farfel in an audience participation
game which was a satire on panel shows,

Compass - No information availalle.

Creative Cookery - Francois Pope, assisted by his sons Frank
and Bob, assembled a variety of dishes, with emphasis on the fancier
and less common recipes, The hoped to appeal to the female "“creative"
urges.
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Disneyland - Walt Disney had divided this program into four
rotating segments--"Adventureland," "Fantasyland," "Frontierland," and
“Tomorrowland." Adventureland incorporated Mr. Disney's past theatrical
footage, displaying the wonders of Nature. Fantasyland featured many
of the famous Disney cartoon characters (Donald Duck, Mickey Mouse,
Goofy), with material drawn from past theatrical cartoons and full-
length features (Snow White, Fantasia), as well as freshly made-for-
television product. Frontierland told the story, in dramatic form,
of the nationts pioneers and their attempts to conquer the Frontier,

The most popular programs in the ®frontier" series were the three Davy
Crockett films: "Davy Crockett and the Creek War,® ®"Davy Crockett Goes
to Congress™ and "Davy Crockett At the Alamo.® Fess Parker was featured
as the famous frontiersman. "Tomorrowland% transported the viewer into
the future with educatioml yet entertaining stories, adventures, and
cartoons--all of which were interwoven to rewveal the progress of science.

Dollar A Second - Contestants from the studio audience performed
various stunts, and received a “dollar-a-second® for each second they
were on stage, To make the program more interesting, there was an
foutside event¥.-such as an athlete doing sit-ups-.for the duration of
the show., If the "outside eventer® completed his allotted rumber of
sit-ups etc. while the contestant was performing, the latter lost all
his prizes.

Enterprise U, S, A. - No information available.

Flight Number Seven - No information available.

The Mail Story -~ Dramatizations from the files of the United
States Post OfTice.

Masquerade Party - A panel of celebrities identified famous
people Who appeared 1in various disguises,

‘Monday Night Boxing - Bouts from Eastern Parkway Arena in New
York City, -

Mr, Executive - Westbrook Van Voorhis interviewed famous
American lndustrialists.

Rin Tin Tin - The adventures of the wonder dog and his young
master, WHo was an honorary soldier. They were stationed in the West
with an army troop during the late nineteenth century and encountered
Indians, outlaws, and all the violent elements of the time,

Stop The Music - Studio contestants were paid $50 for each song
they named correcily. The contestant with the highest wimmings had an
opportunity to try for the giant jackpot, worth sewsral thousands of
dollars in cash and merchandise, The at-home audience also played in
the game: a team of operators put through calls to home viewers who
had previously registered at a dealer?s store handling the sponsor!s
merchandise., If the home viewer guessed the name of a popular tune,
he won $250, and then tried for the mystery melody for the fabulous

jackpot,
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Stork Club - The eight floors of the Stork Club were explored:
the upstairs private dining rooms, the wine cellars, the kitchens,
the main room, the Club Room, and East 53rd Street itself, This
change in format transported the home audience backstage from place
to place. Combined with his sightseeing were interviews with celeb-
rities dining at the club, and the music of two bands.

Treasury Men In Action - Walter Greazia starred in stories
adapted Irom the Iiles ol the U. S. Treasury Department.

The Vise - Inspector Mark Saber solved a weekly murder. (This
was the new English version of the Hysterg Theatre program in which

the Inspector was recast as a one-arme ctive from Scotland Yard.)

Voice of FPirestone - Gowsrd Barlow conducted the Firestone
Concert Urchestra in & program of classical and semi-.classical music.
Prominent guest stars were featured with elaborate choreography and
production.

What's Going On - Lee Bowman emceed a panel show which employed
"remoteSY as the basis of a guessing game. A six man panel was divided
in half, with three members outside the studio, each performing some
activity. Each of these "outside" escapades was flashed on a rear
screen projection in back of the studio panel. The studio panelists
asked their cohort what he was doing, and had to guess his activities
in an allotted amount of time,

Format Revisions,

The Name®s The Same - Denis James replaced Robert Q. Lewis as
host for"the series. In addition, Arnold Stang, Bess Meyerson, and
Gere Rayburn became permanent panelists,

Pepsi~Cola Playhouse - Polly Bergen succeeded Arlene Dahl as
the hostess for the dramatic series,

Where 's Raymond - A continuing storyline had been added with
singing and dancing integrated into the plot. In answer to much
criticism, the recorded, dubbed-in laughter had been eliminated in
favor of a "live” studio audience,

Program Costs. Six of the new commercial ABC programs cost at

least $21,000. (The average nighttime program cost 25 per cent more

than it did the previous year.)l7 Disneyland, budgeted at $65,000 an

bTnry show Costs," Sponsor Magazims, VIII (September 6, 1954), 39.
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episode, was one of the most expensive regularly scheduled programs
on television. The other additions in this costly category were the

Elgin Television Hour, Rin Tin Tin, Treasury Men in Action, The Vise,

and the Voice of Firestomne.

There were seven new commercial programs budgeted at less than

$21,000-.Break the Bank, Dollar A Second, Stop the Music, the Stork

Club, Twenty Questions, and the “s8tripped" Breakfast Club and John Daly

News. It can be assumed that the new sustaining programs were also

inexpensively produced-~these included Come Closer, Creative Cookery,

The Mail Story, College Press Conference, Enterprise U, S. A., Compass,

Flight Number Seven, Mr., Executive, and Monday Night Boxing.

Program and Production Control., ABC controlled and produced

only a few of its new fall programs which were, forthe most part,
sustaining public affairs features.
Creative Cookery - ABC purchased this show through its Chicago

owned-and-operated-station WBKB, In doing so, all creative and program
control passed from the original producer to WBKB and ABC Television.

Enterprise, U, S, A. - Produced by the ABC News and Public
Affairs Department.

Voice of Firestone - Though the program was owned by the
Firestone Company, it was nevertheless produced by ABC personnel.

ABC made only one joint agreement with an independent producer--
Walt Disney Productions, ABC exercised the most control over Disneyland
during its developmental stages, Once the show was broadcast, however,

the creative and production responsibilities passed to the Disney
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TABLE XV

PROGRAM COSTS OF NEW COMMERCIAL ABC PROGRAMS
FOR NOVEMBER 195L

Programs Costing at Least $21,000 Cost,

Disneyland $65,000
Elgin Television Hour 10,000
The Vise 28,000
Voice of Firestone 22,500
Rin Tin Tin 21,000
T-Men In Action 21,000

Programs Costing Less Than $21,000

Break the Bank 17,500
Stop The Music 16,500
Dollar A Second 13,000
Twenty Questions 11,000
Breakfast Club 10,000 (per week)
John Daly and the News 8,200 (per week)
Stork Club 2,750

e

Based on Television Magazine!s exclusive estimates of what
the advertiser pald Tor his program. Agency commission is included;
cost of producing the commercials is not,
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organization, though ABC did hawve the right of consult:at.ion.l‘8 This
agreement operated satisfactorily for both parties. Walt Disney had
proved himself before television, and continued to do so, as evidenced

by the success of Disneyland.

Most of the new programs were produced and controlled by "pack-

agers," advertisers aml their agencies, and other miscellaneous organi-

zations,
Program Producer
Come Closer Louis G. Cowan and Bob Jennings
Dollar A Second Jantone
Mogen David Wine Corporation
The Mail Story Bernard J. Proctor
Masquerade Party Herb Wolf
Rin Tin Tin Screen Gems
NABISCO
Stop the Music Louis G. Cohan
Stork Club Music Corporation of America
Treasury Men In Action Bernard J. Proctor
The Vise Danziger Bros.
Sterling Drug Company
Voice of Firestone Firestone Tire and Rubber Company
Whatts Going On Mark Goodson-Bill Todman

The Evolution of the Nighttime Schedule

The programmers decided that Wednesday evening was to be
strengthened. ABC had definitely set Disneyland for 7:30-8:30 pm. 1In
so doing, the Sterling Drug Company was forced to move The Vise, tenta-

tively scheduled for 7:30-8:00 pm Wednesday, to another evening.l‘9

U83tatement expressed by Ted Fetter, ABC-TV Vice President of
the Program Department (persomal interview),

1‘9Variety, October 6, 1954, p. 32.
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This was the first time the network pre-empted an already scheduled
commercial program with stronger programming, establishing a precedent

for subsequent seasons.

Chesterfield ordered 8:30-9:00 following Disneyland, and

scheduled a new version of the Stu Erwin Showt.s0 Lentheric had

previously purchased 9:00.'9:30 pm for its Masquerade Party--rounding

out a commercial block of programming from 7:30-9:30 pm. ABC could
not, however, sell the 9:30-10:00 pm time period. The network had

negotiated with many advertisers for a half-hour version of Center

Stage, but there were no interested buyers. When all hopes for a sale
were gone, ABC inserted a sustaining public service feature in this
time period, ending a potentially strong evening with a highly

specialized program.

The final Wednesday schedule included

7:30 - 8:30 Disneyland

8:30 - 9:00 Stu Erwin Show

9:00 - 9:30 Masquerade Party
9:30 -10:00 Enterprise, U. S. A.

There were three program renewals on Thursday--the Lone Ranger,

7:30-8:00 pm; Sammy Kaye!s So You Want To Lead A Band, 9:00-9:30 pm;

and the Kraft Theatre, 9:30-10:30 pm. The Ray Bolger program had been

transferred to Friday evening.

The network had planned to install a sixty minute dramatic series

507bid., June 16, 195k, p. 25.
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from 8:00-9:00 pm Thursday, and had been negotiating with the Shell
0il Company. The advertisert®s agency (J. Walter Thompson) was more
than interested, since it already had two clients! programs in ABC's

Thursday line-up-.Sammy Kaye and Kraft Theatre. An additional sixty

minute dramatic series would provide J. Walter Thompson with a two
and one-half hour block of programming, from 8:00-10:30 pm.s1 Since
there was no definite decision by mid-August, the network, when it had

an opportunity to sell T.Men in Action (a definite commitment for ABC)

hastered to do so. The He_r_l program, which had tentatively been
scheduled at half-dozen different time periods, was sold to Chevrolet
for 8:30-9:00 pm Thursday with the guarantee that the Mail Story would
be placed at 8:00 pm to provide a suitable lead-in. ABC was umable to
sell the Mail Story, but nevertheless scheduled it in the specified
8:00 pm time period, eliminating the proposed dramatic program or any

other ABC dramatic program.s 2

The final Thursday night schedule included

7:30 - 8:00 Lone Ranger

8:00 - 8:30 The Mail Story

8:30 -« 9:00 T.Men in Action

9:00 -~ 9:30 So You Want To lead A Band
9:30 - 10:30 Kraft Television Theatre

There was only one program rerewal on Friday evening--the

Adventures of 0zzi and Harriet at 8:00 pm. Ray Bolger had been

rescheduled at 8:30-9:00 pm to give Friday the old radio "comedy-night"

511bid., August 11, 1954, p. 2.
521pid. .
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look, and place the comedian in a time period where he could expect

some hold-over audience from Ozzie and Harriet. At the time the move

was planned, Where!s Raymond was to be favored by the Stu Erwin and

Paul Hartman Shows; in the months that followed, however, one program

was moved to another night and the other cancelled by its sponsor--more
than illustrating the inadequate sales position of ABC and its limited

control over the program schedu.'le.53

General Mills had originally placed an order for 7:30-8:00 pm
for its new June Havoc program, but later moved the show to CBS.S,"
NABISCO, in the meantime, had ordered a Sunday afternoon CBS time

period for Rin Tin Tin, but then decided, with some ABC persuasion,

to switch the program to the 7:30-8:00 pm Friday time period on ABC.SS

This last minute program change provided ABC with its most popular

new half-hour program for 1953-54. June Havocts Willie, on the other

hand, lasted for less than a season on CBS,

The rest of the evening was subsequently sold. Mogen David Wine

purchased 9:00-9:30 pm for its Dollar A Second program, and Sterling

Drug, moved out of Wednesday at 7:30 pm, ordered 9:30-10:00 pm for the
Vise. In so doing, it interrupted the eveningt!s comedy theme from
8:00-9:30, Here again, the network believed that commercial revemues

and good client relations (Sterling Drug was one of the largest time

53Ibid., April 12, 195k, p. 28.
ShTbid., August 25, 195k, p. 23.
551b1a.
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buyers in network television) were more important than program pla.x’m:’mg.i

The finmal Friday schedule included

7:30 - 8:00 Rin Tin Tin

8:00 . 8:30 Ozzie and Harriet
8:30 - 9:00 Where 's Raymond
9:00 - 9:30 Dollar A Second
9:30 - 10:00 The Vise

There were four program renewals on Sunday evening--You Asked

For It, 7:00-7:30 pm; Walter Winchell, 9:00-9:15 pm; Martha Wright,

9:15-9:30 pm; and Break the Bank, 10:00-10:30 pm (initiated the past

summer).

ABC could not sell 8:00-9:00 pm because of the formidable

competition on NBC and CBS, The network programmed two sustaining public

affairs shows-.mi:_gt_ht Number Seven and The Big Picture.-in this time
period, hoping that they would attract a portion of the television

audience not watching the big programs, and also boost the "sets-in-use."57

Pepsi Cola had previously moved its dramatic anthology program,
from its Friday period, to Sunday, 7:30-8:00 pm, hoping that the show

would be favored by the popular You Asked For It adjacency. The network

sanctioned the move because it felt that the drama would serve as a

favorable lead-in for the Paul Whiteman Show--a program which was

cancelled before the start of the season.58

561bid., October 6, 1954, p. 32.

5TInterview with Slocum Chapin.

58Variety, April 12, 1954, p. 28.
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The 9:30-10:00 pm time period was later purchased by Revlon for

Whatts Going On--completing a primarily commercial Sunday schedule.

T7:00 - 7T:30 You Asked For It
7:30 - 8:00 Pepsi Cola Playhouse
8:00 - 8:30 Flight Number Seven
8:30 - 9:00 The Big Picture
9:00 - 9:15 Walter Winchell
9:15 - 9130 Martha Wright

9:30 - 10:00 What!s Going On
10:00 - 10:30 Break the Bank

Monday evening was completely reprogrammed. Ralston-Purina

signed for the Name!s The Same, and moved the program into 7:30-8:00 pm

replacing the Jamie series.59

The attraction of the Voice of Firestone from the NBC Network

constituted the most significant change of the evening. The Firestone

Hour had been broadcast on NBC radio and television for many seasons,

In a complete Monday night realignment for 1954-55, NBC replaced the

Voice of Firestome with Caesar?!s Hour. The network offered the rubber

company other time periods, as did CBS, but all of them were rejected.
ABC, on the other hand, had more available time, and attracted Firestone
with the 8:30-9:00 pm Monday period that it had on NBC (the network
offered to originate the series from the New York Paramount Theatre,
but later decided that this would be impractical). ABC, by acquiring
the Firestone business, had a prestige show, and from a practical view-

point, a show worth millions of dollars in time and talent costs.60

The network also committed for Monday Night Boxing from Eastern

59Ibid., September 29, 1954, p. 23.

6OIbid., April 29, 1954, p. 2L.

—
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Parkway Arena. Though the bouts were never sold, they were nevertheless

broadcast on a cooperative basis from 9:30-11:00 pm.

The 8:00-8:30 pm and 9:00-9:30 pm time periods were never sold,
ABC, with a comnmitment for Jimmy Nelson'!s Come Closer, broadcast the
program as a sustainer at 8:00 pm. For 9:00.9:30 pm, the network

created a public service show--College Press Conference--realizing that

it could not actively compete with I Lowve Lucy.

The final Monday schedule included

7:30 - 8:00 Name 's The Same

8:00 - 8:30 Come Closer

8:30 - 9:00 The Voice of Firestone

9:00 ~ 9:30 College Press Conference
9:30 -11:00 Boxing From Eastern Parkway

There were no appreciable changes on Tuesday evening, with four

program renewals-~.Cavalcade of America, Twenty Questions, Danny Thomas,

and U, S, Steel Hour.

The only change occurred from 10:30-11:00 pm. The Exquisite form

Company ordered the time period for the Arthur Murray Dance Party, but

then changed its plans and substituted Stop the Music in the late evening
61

period.

The final Tuesday schedule included

7:30 - 8:00 Cavalcade of America

8:30 - 9:00 Twenty Questions

9:00 - 9:30 Make Room For Daddy

9:30 -~10:30 U. S. Steel Hour/Elgin Hour
10:30 -11:00 Stop the Music

61

Ibid,, July 1k, 195h, p. L2.
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Bayuk Boxing was the only renewal on Saturday night. No other

time periods were sold for 1954-55., With a wide open Saturday schedule,

the network decided that this was a good evening for the Stork Club

comnmitment. The program was scheduled at 10:00 pm, with only & one-third

sale to the CGemex Watch Company.

ABC filled the rest of the evening with inexpensive sustaining

or cooperative programming.

The final Saturday schedule included

7:30 - 8:00 Compass

8:00 -~ 9:00 Dottty Mack Show

9:00 - 9:45 Saturday Night Fights
9:45 ~10:00 Fight Talk
10:00 -10:30 Stork Club

V. THE MARCH 1955 PROGRAM SCHEDULE

Program Cancellations

Breakfast Club - Quaker Oats, the last of the advertisers, can-
celled 3T the end or Jamary. The program was then broadcast as a
sustainer at a substantial loss to the metwork. With the installation
of the Mickey Mouse Club, ABC decided to abandon morning service and
concentTaté on the lave afternoon.

Come Closer - No advertiser interest.

The Mail Story - No advertiser interest,

Martha Wright - Packard cancelled in order to sponsor a new ABC
program, TV Reader s D;_glest.

Pepsi Cola Playhouse - Low ratings,

Saturday Night Fights - was cancelled by Bayuk Cigars in favor
of alteTnate week sponsorship of Walter Winchell,

So You Want To Lead A Band - Low ratings,
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Space Patrol - Low ratings.

Stu Erwin Show - Low ratings.

Twenty Questions - Low ratings.

What?s Going On - Revlon cancelled after only five weeks, and
settled with Goodson-Todman for the remaining eight programs. The
show was replaced by Pantomime Quiz, which lasted for less than g}x
months because of RevIon's dissatisfaction with the time period.

Kraft Television Theatre - Kraft cancelled the Thursday drama
because of poor ratings and its purchase of Space Cadet on NBC. The
series, however, was replaced by another drama hour, sponsored by
Pond!s, also a J. Walter Thompson client, The agency continued to
produce the program, saving the jobs of over forty pggple on its pay-
roll who had been associated with the Kraft Theatre.

Several other sustaining or cooperative programs were cancelled

before the spring quarter--thirty minutes of Monday Night Baxing, and

the Dotty Mack Show, Enterprise U, S, A., Compass, Flight Number Seven,

The Big Picture, and Mr. Executive,

Ten of the program cancellations were broadcast for less than

six months-.-Come Closer, The Mail Story, So You Want To Lead A Band,

Martha Wright, What?s Going On, Enterprise U, S, A., Compass, Flight

Number Seven, and Mr, Executive, With this constant program turnover

it became increasingly difficult for ABC to build appreciable audiences

for its important programming; the valuable program adjacencies were in

a continual state of change.éh

62Variety, July 2, 1955, p. 23.

3variety, December 15, 195k, p. 31.

6Lstatement expressed by Jules Barnathan, ABG.TV Vice President
of Research and Station Clearance (personal interview).
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Program Additions

Horizons - (Ciba Pharmaceuticals and ABC Television developed
this fiTtéen minute series on the progress in medicine through wonder
drugs.) The program featured Dr. Louis H. Bauer, former president of
the American Medical Association, in a discussion of a different medical
topic each week.

Key to the Ages - A program jointly produced by ABC News and
WAAM Baltimore, originating from the Walters Art Gallery in that city

Mr, Citizen - The Cunningham and Walsh replacement for Stu Erwin,
which féatured people who had done outstanding deeds of heroism, com-
munity work, or other things to earn an award as "Mr, Citizen." The
weekly winner was flown to New York, his exploits dramatized, and then
interviewed and presented a plaque and a thousand dollars.

Ozark Jubilee - Red Foley, Jean Shephard, and the Oklahoma
Wranglers were fealtured in sixty minutes of country music from
Springfield, Missouri,

Penny To A Million - Two sets of five-member panels competed to
become €ligible Tor the jackpot, which was reserved for the winner of
each team. A panel member was eliminated by one incorrect answer. The
first correct answer got a permy, with each subsequent answer doubling
the amount of the prize money., Bill Goodwin was the master of ceremonies,

Pantomime Quiz - Two teams, comprised of well-known stars, acted
out indIvidual charades sent in by home viewers. Mike Stokey was the
master of ceremonies.

Pond?s Theatre - A replacement for the Kraft Television Theatre.

Star Tonight - Young acting talent was given a natiomal showcase
in leading dramatic roles, with established stars backing them in lesser
parts., J. Walter Thompson, the producer of the program, hoped to dis-
cover potential star material.

Tomorrowt!s Careers - A series directed at high school youngsters
looking at the roster ol professions and vocations, with special emphasis
on the attractions of a science career. Integrated film clips and
prominent guest speakers in each respective field rounded out the program
which was produced in cooperation with John Hopkins University,

TV Readerts Digest - A dramatic anthology series, with material
adapted Irom Readerts Digest Magazine. Hugh Reilly was the host.

Who Said That « A string of questions were asked about quotes
made dutring the preceding week. John Daly was the host, and Bob
Considine, the permanent panelist.
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Your Better Home Show - Neil Hamilton and Helen Lewis appeared
in a "How-to-do-1t" program (Mr. Hamilton!s favorite hobby was
carpentry).

VI, THE AUGUST 1955 SCHEDULE

Seven commercial programs were cancelled before the summer

quarter.

Horizons - Cancellation by Ciba with the understanding that it
would dponsor a similar half-hour program in the fall.

U. S. Steel Hour - CBS had negotiated with U, S. Steel to change
networks, The NBC decision to schedule a one-hour drama for Tuesday at
9:30 pm was a major factor in the company®s decision to shift the program
to CBS, Wednesday 10:00.11:00 pm, in competition with the neg ABC Fights
and This Is Your Life-~rather than another dramatic program.

Pond!s Theatre - A corporate change within the structure of the
Pond?'s ngpany was a major factor in the cancellation of its ABC dramatic
program.

Smilin' Ed - Low ratings.

Walter Winchell - Low ratings, and contractual disagreements
between ABC and the commentator,

Where's Raymond - Low ratings.

Who Said That - Low ratings.

Other sustaining or cooperative programs were also cancelled.

Creative Cookery
Letts Take Side
Monday Night Boxing

5variety, April 6, 1955, p. 25.

661bid., June 8, 1955, p. 28.
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Summer Cancellations. Several programs were withdrawn for

thirteen weeks, but were scheduled to return in the fall.

Cavalcade of America
Dollar A Second
Ozzie and Harriet
Stop the Music

Program Additions

Most of the new programs were summer replacements. Those which

extended into the 1955.56 season are marked with an (#) asterisk.

(#) Chance of a Lifetime - Basically the same amateur-variety
show that appeared on ABC a season or so before,

Ern Westmore - A program of beauty hints for the women, similar
to his Tormer ABC daytime program.

Greatest Sports Thrills - Filmed highlights of famous sporting
events.

Henry and Rocky - An after-the-fight program featuring Henny
Youngman and Rocky Grazianc in a mixture of comedy and boxing analysis,
Musical interludes provided by Marian Colby and a jazz combo.

() Lawrence Welk Program - Dodge Motor Division of Chrysler had
been seeking a national] showcase for the Lawrence Welk program. Dodge
negotiated with both NBC and CBS, but neitheér ollered more than a Sunday
afternoon time period. The motor company then went to ABC, who, because
of its many availabilities, proposed a prime time period-—Saturday,
9:00=-10:00 pm.

The program, featuring Mr, Welk, his orchestra, and a number of
featured vocalists, was planned as a summer replacement; due to its
tremendous acceptance by the television public, it was given a regular
Saturday position in the ABC schedule.

Lett!s See - Fimanced by the Atlantic City Chamber of Commerce,
Let’s Sée starred John Reed King., A group of panelists were given four
mimites to discover where each contestant had visited in Atlantic City.
A prepared film clip was simultaneously shown to the television audi-
ence, providing a pictorial account of the contestant!s itinerary.
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(*) Life Begins At Eigty - The program featured a panel of
men and women all at least e y years old, who answered questions
submitted by home-viewers as a springboard for laughs.
The Pee Wee King Show - A country and western music variety

program starring Comedian Pee Wee King, and originating from WEWS,
Cleveland, Ohio,

Soupy Sales Show - Soupy Sales and his puppet friends - White
Fang, Black Tooth, Marilyn Monwolf, Herman the Flea, and Willie the
Worm-.were the leading characters in this children?s variety program
from WXYZ, Detroit.

Step This Way - No information available.

Talent Varieties - Nine acts of amateur and professional country
talent WItH SIIm Williams as host, from Springfield, Missouri.

(*) Wednesday Night Fights - For many seasons, the Pabst Brewing
Company had sponsored Wednesday Boxing on the CBS Network. At the end
of the 1953-5h season, s conflict with CBS over time periods resulted
in the program?s transfer to ABC in mid-summer. Pabst was disturbed
by the proposed once a month pre-emption by The Best of Broadway
®specials.” CBS, on the other hand, wanted The Iights broadcast two
out of three weeks, and Pabsj_sponsorship of the entire hour of boxing-.
not just forty-five minutes. 1 Neither company compromised, with Pabst
moving the bouts to ABC.

The acquisition of these fights put ABC in a bargaining position
with the Eastern Parkway promoters (Monday Night Fights). The network
broadcasting the sporting event on a cooperative basis, wanted the card

of fights at a "no-program-cost™ payment. ABC cancelled the Moggay
night card when the promoter failed to comply with its request.

VII. AN EVALUATION OF THE SEASON

The 1954-55 season was marked with both success and failure for

ABC Television, While its nighttime program service did not appreciably

671bid., March 16, 1955, p. 26.
81p1a,

AR——
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change, its daytime programming surged ahead, with several additiomal
hours of women?!s service features and sporting events, Revenues for
this increased network service, howsver, were only slightly higher
than in the past season--in no way proportionate to the increased
program expenditures, The network lost thousands of dollars on its

similcasts of the Breakfast Club, over $§1,800,000 on the NCAA football

games, which were 80ld at bargain rates. Rewvenues for nighttime

programing remained about the same, with no substantial changes.

ABC Television developed few of its own program properties for
1954-55; its activities with independent producers were also quite
limited, There was instead a renswed emphasis on direct program
acquisitions from producers and "packagers." Here again, there were
cases of both success and failure, Disneyland represented a commitment
of several millions of dollars, in addition to fimancial interests in
the proposed Dismeyland Park. The program drew the largest auwdiences
in ABC's history, and made the ¥top-ten" listings of all major rating
services, Other commitments, however, wers never sold--the Mail Story,

Come Closer, and portions of the Stork Club and KCAA games had to be

broadcast as sustainers, at a considerable loss to the network.

There were individual successes-«Rin Tin Tin and Lawrence Welk--

advertisers? programs which were the sleepers of the season; and
Disneyland, which not only introduced millions of people to ABC
D

channels, but made advertisers, agencies, and industry persommel aware
of the network. The Disneyland program paved the way for the entrance
into television of other major Hollywood studios and subsequent alli-

ances between ABC and Warner Bros., and Metro-Goldwyn-Mayer.
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There were, on the other hand, the vast majority of inexpensive
ABC programs. Their ratings were minute when compared to the NBC or
CBS rosters. Most of the schedule consisted of public service programs,
sporting events, and low-budget panel and game shows. There was ho
comedy or musical wvariety to speak of, and only a few mystery, adventure,

and dramatic anthology programs.

ABC had practically no control over its schedule, Programs were
placed with little regard for an entire night'!s structure-=it was still
advertiser?s choice as to program placement., The network was not in a
position to say "no" to anyone-w.not with many hours of prime evening
time still unsold. There was Some progress made, however, For the
first time, ABC used audience research and scheduled a program ahead
of sales. Disneyland had to be placed on Wednesday at T7:30-.research

had told the network so,

Success and fajlure-~there were Disneyland and Rin Tin Tin, in

addition to Ozzie and Harriet, The Lone Ranger, and Dammy Thomas.

But there were also sponsor cancellations-~two of the network!s truly

important programs--the U, S, Steel Hour and the Pord s Theatre. As

quickly as ABC had built early evening dominance with Disneyland and

Rin Tin Tin, it was losing not only a "keystone! in its Tuesday

evening lineup, but also the less popular but nevertheless profitable

Pond!s Theatre on Thursday. In a process of "give-and-take" ABC was

able to acquire the Pabst Blue Ribbon Fights from CBS; it could now

boast of a popular boxing program--something it had been trying to

develop for the past few seasons.
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By the end of the season, ABC had a strong nucleus of programs
as it prepared to enter the 1955-56 network competition-~in addition
to other weaker programs which had been renewed for the fall., What
the network lacked, however, was a consistency of good programming
throughout the week, ABC was aware of this, and was making plans for
Chapter Three of its proposed "five year plan'..a chapter which was to

be one of the most exciting in the network®s short history.



CHAPTER VI
™E 1955-56 SEASON

The 1955-56 season was a year of change. Situation comedy, a
staple product, was declining with eleven of the past seasont's programs

cancelled-~the Halls of Ivy, Life With Father, Our Miss Brooks, My

Favorite Husband, That's My Boy, Honestly Celeste, I Married Joan, My

Little Margie, and Mr, Peepers. Adventure drama and the big-money

quizzes, on the other hand, increased quickly with the additions of

Robin Hood, Navy Log, Sgt. Preston, Gunsmoke, Champion, the Crusaders,

Appointment with Adventure, Frontier, and the $64,000 Question, Name

That Tune, and the Big Surprise.

CBS revised its programming, abandoning its established formula
of music and news from 7:30-8:00 pm, and installing instead western and
adventure shows on three of the evenings. This was the first time that
ore of the older networks altered its programming to compete with ABC,
Never before had the "third network" provided such competition, with

early evening dominance on two nights of the week.

This season also saw the major Hollywood studios ally with tele-
vision. Metro Goldwyn Mayer, Twentieth Century Fox, and Warner Bros.
followed the path of the pioneer Disney orgmanization, and began production
of network television series. During 1955, these studios also released
a large mumber of "pre-1948% feature films for television use. One report

indicated that seven mjor Hollywood film producers disposed of 1,063
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full-length features, 192 Western features, and 3,126 one or two reel
cartoons or short subjects.® Some of the quality pictures were broad-
cast as network programs during the 1955-56 season. One major event

was the NBC telecast of the "Constant Husband," starring Red Harrison

and Lili Palmer.

The television "spectaculars® contimed to grow. By February 1,
1956, 60 ninety-minute "specs™ had been telecast. There was the

"Producer?s Showcase," broadcast every fourth Monday on NBC; Max Liebman

Presents, every fourth Saturday on NBC; the Sunday Night "Spectaculars,*

every fourth Sunday on NBC; and the Ford Star Jubilee, every fourth

Saturday on CBS. Produced in "™living color," the programs were acclaimed

to have "impact, prestige, dealer excitement, and overall interest,n?

The television season also brought to an end the Dumont Network,
a pioneer in the industry. Many of the Dumont programs moved to ABC,
In addition the American Broadcasting Company had "one less thorn in

its side" in its never-ending problem of station clearanees.3

In all, the 1955-56 season promised to be an exciting one, with
new program types, the emergence of Hollywood as a major television

force, the release to television of thousands of hours of feature films,

ll}r. Harrison Summers, "Broadcast Programs and Audiences® (Ohio
State University: mimeographed material).

2uThe Spectaculars,® Television Magazine, XIII (February 1956),

2.

33tatement expressed by Don Shaw, ABC-TV Manager of Station
Clearance (persomal interview).
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and a determined ABC network going into the third phase of its proposed

"five year plan.%
I. ABC PROGRAM PHILO3OPHY

The programmers phnhed for 1955-56 with basically the same
philosophy as in the past-.the development and acquisition of a mumber
of program properties, the attraction of advertiser-controlled programs,
concentration on one or two evenings a week, a policy of regularly
scheduled "week-in-week-out" programming, and an interest in obtaining
control over important periods in the schedule,

Development and Acquisition of Progmm Properties

For the 1955-56 season, efforts were directed toward the develop-
ment of program properties, rather than stars and personalities. The
ascendency of the television “spectacular% on NBC and CBS had increased
the salaries of performers beyond reason. Moreover, the frequency of
“spectacular"” programming was quickly draining the pool of awvailable
talent, lLeonard Goldenson, ABC.UPT president, stated

There is so much competition for material and actori

that they?ll be hitting the bottom of the barrel fast.

ABC had learned that a good program possesses the inherent
ability to build a star. The success of the Davy Crockett series on

Disneyland, and the popularity of Fess Parker (previously an unknown)

hVa.riety _/_'ﬂev Yorf[ July 25, 1956, p. 25.
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more than illustrated the fact. The network realized that the adven-
ture and western formats were the most suited vehicles for this
potential-star exposure., Unlike comedy-variety, where the star made

the show, the western and adventure could make the star.5

ABC did, however, sign one talent contract with Bishop Fulton
Sheen., The network had always been eager to acquire his services, but
was unable to do so until the expiration of his Dumont contract. Wwhen
the pact elapsed, ABC outbid Dumont, and obtained not only Bishop Sheen,

but also all program rights to his show.6

A talent agreement had also been negotiated with Columbia Pictures

by ABC!s Robert Weitman.
Columbia has agreed to lend us some of their embryonic

starlets, whemever we find that an ABC story property fits

ore of their youthful persomlities.7

Leonard Goldenson, a man with an extensive motion picture back-
ground and president of the largest theatre chain in the world, had
always believed that the answer to many of ABC!s programming problems
lay in Hollywood,

My theory was to go to the pros whoshad been making
films and persuade them to go into TV,

5Stataenant expressed by Robert E. Lewine, former ABC.TV Vice
President of the Program Department (persomal interview).

6Variety, April L, 1955, p. 25.

TNew York Times, February 13, 1955, Section II, p. 13.

e"ABC Crowds Other Three Networks," Busiress Week, #15L9 (May
9, 1959), Pe héo
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The ABC-UPT president was a key figure in the Walt Disney

negotiations. He had known Mr, Disney for years, and maintained a
friendly relationship with him, Mr. Goldenson also knew Jack Warner,
Dore Schary, and Spyros Skouras, the respective heads of Warner Bros.,
Metro Goldwyn Mayer, and Twentieth Century Fox., For years, Paramount
Theatres had served as important distribution ocutlets for these major
studios. Good will had always been maintained between Hollywood and

the United Paramount organization.

For some time, Mr. Goldenson had attempted to persuade these

entertainment monarchs to enter television production.-that in so doing,
Television would benefit the studios?®! theatrical product

by serving as the training ground for new talent,

Television could also be used for theatrical exploitation--an
important consideration not only for the studios that produced and
distributed the pictures, but also for an organization like United
Paramount Theatres, which at that time derived the majority of its

income from motion picture exhibition.

The Hollywood studios, however, resisted the temptation to enter
television until 1955. They belisved that a television alliance would
not only antagonize the theatre owners, but also affect motion picture
attendance. Walt Disney was the first of the studios to make the tele-
vision transition. In so doing, he produced not only an excellent
program series, but also successfully publicized his theatrical films,
Week after week, he promoted his motion pictures in a fashion short of

sublimal advertising. This very procedure was especially effective in
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? Warner Bros. and

exploiting "Twenty Thousand Leagues Under the Sea."
Metro Goldwyn Mayer were impressed by the results of the Disney exper-
iment, and finally convinced that television could not only benefit
themselves, but the theatre owners and distributors as well. Therefore,
they decided to enter network television production. ABC, because of
the close association between United Paramount and Hollywood, was able

to acquire the services of Warner Bros. and Metro Goldwyn Mayer,

ABC Television also strengthened its alliances with the inde-
pendent film producers with whom it had sporadically dealt in the past.
The network believed that joint development and production arrangements
with men like Louis Edelman and Jack Chertok could lessen the problems
of program and schedule control, and result in more consistency of

good programming.

Attraction of Advertiser Controlled Programs

ABC was not in the position to turn away advertisers and their
programs. There were still many vacant time periods, representing
millions of dollars in commercial revenues., The network was primarily
concerned with increasing its network billings-~once this was done, it
could concentrate on the programming itself. In line with this policy,
Mr. Kintner, at the Broadcast Advertiser!s Club in Chicago, stated

We are willing to make time available to advertisers

for their own development, and we donft believe that 100%

of the pi8graming on ABC.TV should be controlled by the
ne twork.,

9Interview with Robert Lewine.

10upBc Challenging NBG, CBS for Network Lead--Kintner,"
Broadcasting Magazine, L (May 21, 1956), 73.
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Concentration On One or Two Evenings a Week

The ABC programmers hoped to concentrate on Tuesday ewvening.

With the loss of the United States Steel Hour and an unprogrammed

8:00-9:00 pm period, Tuesday was one of the weakest nights in the

schedule,

It was predetermined, ahead of sales, that the new Warner Bros.

Presents would be scheduled against the Milton Berle program. The plan

to place the show in the 8:00-9:00 pm period was the result of meetings
between Leonmard Goldenson, Robert Kintner, Ben Kalmensom, Warner Bros,
Sales Vice President, and Jack L. Warner, Warner Bros. production
chief.!l These men later decided to move the program one-half hour

ahead to 7:30 pm. The competition was more vulnerable, with Name That

Tune and music and news on CBS and NBC., This time period also, as in

the case of Disneyland, gave ABC a half-hour edge on the major competition

at 8:00 pm.l2

Another planned programming maneuver was the placement of Wyatt

Earp at 8:30 pm. ABC wanted to create an action block-~ninety minutes
of programming with similar audience appeal from 7:30-9:00 pm.13 Under
no circumstances was the Wyatt Earp progfam to be moved from this time

period. Warner Bros. Presents and Wyatt Earp had been adjacently

scheduled in the early evening to reach a young, large-family audience--

lyariety, March 16, 1955, p. 1.
127 terview with Robert Lewine.

Lvariety, April 27, 1955, p. 2L.
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the same audience which Disneyland was attracting each week. By placing
the programming in early time periods when the youngster influenced
program selection--by programming adventure and western shows appealing
to both children and adults--the metwork hoped to attract this choice

marketing segment .lh

ABC plamned, to a lesser degree, the placement of Famous Film

Festival at 7:30-9:00 pm Sunday. The network believed that the motion
pictures might provide some noteworthy competition for the variety
hours on NBC and CBS., Here again, the program was scheduled at 7:30,
one half-hour before Ed Sullivan and Colgate, with hopes that interest
in the features would retain the audience for the full ninety mimte
period. The network had always belisved that there was a substantial
portion of the television audience which did not watch the variety

shows. ABC had attempted to program for this group with The Mask in

195k, and was trying again in 1955-56,

Concentration on Regularly Scheduled Programming

ABC did not change its policy regarding week-in-week-ocut program-

ming., The television "spectacular® did not fit into the networkls

plamning.

If you offer people a Cadillac on Monday, will they want
a Chevrolet on Tuesday? . . . That's what television needs,
good solid entertainment week after week so thatthe X%ewer
knows what he can expect before he turns the set on.

u‘Statement expressed by Fred Pierce, ABC-TV Manager of
Television Research (persomal interview),

15"Batt1e of the Titans," Sponsor Magaszine, IX (June 13, 1955), 12k.
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ABC had to improve its clearance problem and regularly scheduled
programming before turning to the "spectacular.® Moreover, there was

no advertiser demand for "special" programming on ABC.

Synonomous with the "spectacular® was the color television issue.
Here again, the network had not changed its position,
Those who stand to profit from color set sales should

pay for {gceiver sales promotion through pioneer color-
casting.

ABC was, however, preparing a backlog of color film for the day

when it would begin colorcasting. Warner Bros. Presents, Disneyland,

and the Mickey Mouse Club were produced in color, in contrast to the NBC

and CBS policy of "live" "spectaculars" and kinescope recordi.ngs.l7

Entrance Into Late Afternoon Television

ABC had formulated plans for the Mickey Mouse Club, which was to

be broadecast from 5:00-6:00 pm “"clock time." The network hoped to
dominate the late afternoon with this program, and later build backwards

from the Club to the early afternoon. In this manner, ABC could use

the A, T. and T. eight hour block of afternoon and evening line service

for both daytime and nighttime programming.18

16n0] osed Circuit," Broadcasting Magazine, XLIX (July 25, 1955), S.

17yariety, April 13, 1955, p. LS.

183tatement expressed by Slocum Chapin, former Vice President of
the ABC Television Network (personal interview).
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II. THE ABC PROGRAM DEPARTMENT

Synonomous with ABC?'s new production alliances with Hollywood
were the appointments of two men to the ABC Program Department. J.

English Smith was made network coordinator for the Warner Bros. Presents

program. He was stationed on the Warner Bros. studio lot, and reported
through Mr., Lewine to the new ABC Television Vice President, John
Mitchell, and Talent Vice President Robert Weitman. Sandy Cummings
assumed a similar position for Disneyland, serving as ABC coordinator

and reporting to key administrative persomnel in New York.19

There was one other departmental change. John Mitchell, a
former UPT executive, became the new Vice President of the Television
Network, replacing Slocum Chapin, who was appointed ABC Vice President

in charge of Network Sales.

The newly organized Program Department included

Robert E. Kintner President, ABC Broadcasting Division

John Mitchell Vice President, Television Network

Robert M. Weitman Vice President, Programming and Talent
Robert F. Lewine Director of the TV Program Department
Richard DePew Manager of TV Program Operations

Herbert Brodkin Executive Producer

Hunt Stromberg Program Development, Western Division

Selig Seligman Program Development, Western Division

Sandy Cummings Network Coordimator, Walt Disney Productions
J. English Smith Network Coordinator, Warner Bros. Studios

III. PROGRAM DEVELOPMENT AND ACQUISITION

ABC was relatively inactive in its own program development for

19variety, April 20, 1955, p. 32.
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1955.56., The network produced audition kinescopes for a Dean Pike

program; Cafe Istanbul, which ABC!s Fred Heider and Phillip Barry, Jr.

co-produced; and a group of three quarter-hour audition *kinnies" for

My True Story, which had originally been produced in a half-hour

format.?C The Dean Pike sustainer was the only one of the three

programs broadcast in the fall.

ABC had also plarmed The Alex Segal Drama Hour to alternate with

the Elgin Hour; a live Saturday 9:00-10:00 pm dramatic showcase produced
by Herbert Brodkin; a big-name variety program to be presented every
week beginning in February 1956; and a series of filmed serial dramas

to be produced by ABC Television and ABC Film Syndication. None of

these program lideas aromsed sufficient advertiser interest.

The network made only one agreement with an independent producer,
comnissioning Louis Edelman to shoot a pilot film for the Life and

Legend of Wyatt Earp, One other property, Code Three, previocusly

firanced by ABC and Hal Roach, was turned into syndication.

For the 1955-56 season, ABC Television spent a large amount of
development money for the acquisition of program properties from the
Hollywood studios. The most important arrangements were those with

Warner Bros., Metro Goldwyn Mayer, and Walt Disney.

Warner Bros. The original negotiations were for the sale of
fifty-two feature films to ABC. Though these talks were never fruitful,

they led to an agreement for a Warner Bros. television series,?l

2OIbid., January 26, 1955, p. 30; and February 16, 1955, p. 23.

———

?lyrticle from Broadcasting Magazine, XLIX (November 7, 1955), 82.




151
The studio wanted to begin network television production. It
had been impressed by Mr. Disney?s use of the medium in publicizing

"20,000 Leagues Under the Sea," and felt that the potential inherent

for theatrical film exploitation, as well as television?s ability to
put facilities and sound stages to work and serve as a training outlet
for talent, could do only good for its organization. Both the studio
and network believed that Warner Bros. was equipped to mamufacture
entertaimment on an assembly line basis, having at its command financial
resources, technical ability, an abundance of talent, and a pre-tested

backlog of story mt,er:lals.22

The initial terms of the agreement called for the production of
a weekly one-hour television series., There were to be thirty-nine
programs produced each season, with at least six minutes per episode
devoted to current Warner Bros. theatrical releases. The series
included three rotating storylines, based on past Warner Bros. films--

Cheyenne, a western; Casablanca, an adventure; and King?s Row, a

romantic drama. The basic themes of each story were not changed, with
only the casts and stories differing from the originals. ABC and the
motion picture company believed that these properties had pre-tested

appeals, as evidenced by their popularity when originally relea:sed.23

ABC committed for thirty-nine episodes without seeing a pilot

22New York Times, April 17, 1955, Section II, p. 5.

23Variety, March 23, 1955, p. 20.
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film., Warner Bros. felt, as did the other studios, that its past
performance was a measure of its abilities, and that‘ it was unnecessary
to prowe itself.zh ABC and Warner Bros. jointly developed the program
concept.25 For this program and all subsequent Warner Bros. properties
the network was allowed creative control in the dewvelopment stages,
while Warner Bros. maintained the final decision on all matters of the
program itself--casting, writers, producers, directors were all under
the control ofthe studio.26 There was, however, as there is today,

a good working relationship between the two companies. Both were
willing to accept suggestions, with Warner Bros. being extremely
cooperative.27 This might, in the last analysis, partially account

for the success of all ABC.WB programming up to the 1959-60 season.

Warner Bros. Presents was sold out sight unseen by mid-summer,

The performance of Disneyland and the Warner Bros. trademark were
reassurances to advertisers that the program would be a snccess.28
The series nevertheless sold at a 1loss to ABC..an illustration of the

still serious problems of station clearance and advertiser acceptance.

Warner Bros. Presents was not the immediate success that ABC had

2lynterview with Robert Lewine.

25144,

265ta tement expressed by Dan Melnick, ABC-TV President of
Program Development (personal interview).

2T1big.
281nterview with Robert Lewine.
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anticipated. The program was severely criticized for the long trailers
publicizing Warner Bros. pictures, and for the poor caliber of the
writing and content, Two of the segments in the trilogy--King!s Row
and Casablanca--were poorly accepted in comparison to the Cheyenne

western.

Warner Bros. did not sit idly by. New creative talent was
acquired to work on the series, and the television production unit
became an autonomous part of the studio organization. King's Row was
cancelled at mid-season, and replaced by a dramatic anthology, which

alternated with Cheyenne and Casablanca, Casablanca was the next segment

to be cancelled, replaced by Conflict, an adventure-suspense anthology
series. Most important of all, the motion picture trailers were
eliminated. Warner Bros. made an all-out effort to upgrade the quality

and performance of its initial television venture,

The studio was a newcomer to the medium, and was consequently
feeling its way around. It was determined, however, to become a leader
in television film production. That was four years ago. Today (in 1959)
Warner Bros. has gained industry-wide attention for its successful shows

including Maverick, Lawman, Sugarfoot, Bronco, and 77 Sunset Strip, and

is currently preparing over eight hours of programming for ABC Television..
approximately one third of the network's nighttime 1959-60 program

schedule,

Metro Goldwyn Mayer. In June 1955, MGM was also preparing a

fall television series. It had reached an agreement with ABC for a
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half-hour program of old MGM short subjects and film clips from forth-
coming theatrical films, The studio planned to use already filmed
material specially edited for the series, Metro Goldwyn Mayer prepared
a half-hour presentation because it was feeling its way into television
be fore making its big bid, and there was not enough time to prepare a

one-hour program for the fa11.29

Leonard Goldenson considered the initial MGM television wventure
an important one.

M@M®'s decision to enter the television field
represents a recognition of the present day joining
together of Hollywood and television into a powerful
force for entertainment and for the pre~-selling to
the public of the new product of the studios for
theatre release.

The MGM Parade was an unsuccessful program, to say the least.

The old film footage constituting the bulk of the show had lost its
audience appeal; the trailers publicizing current MGM releases were
severely criticized; and the series lacked any flare of showmanship.
(The television staff for the MGM Parade was not from the feature
production teams, but: rather on loan from the studiot!s trailer depart-
mnt.)31 At that time, the MGM organization took no suggestions from
the network about format revisions, leaving ABC powerless because it

had no contractual control over the program.32 Only when the natiomal

SVariety, July 20, 1955, p. 16

3°1bid., June 27, 1955, p. LO.

masr————

31"tha-por‘t, to Sponsors," Sponsor Magazine, IX (August 22, 1955), 1.

32Interview with Robert Lewine.
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ratings indicated that the MGM Parade was a complete failure did the
studio attempt to revise the show. These changes, however, did not

alter the situation; the Parade continued to receive low ratings and

was cancelled by its sponsors after twenty-six weeks,

Since that time, Metro Goldwyn Mayer has produced only one other

network series.--Northwest Passage on NBC. In the past few years, the

studio has increased the size and scope of its television department,

and has actively attempted to sell properties including Father of the

Bride and the MGM Mystery Theatre, but has met with little success.

Had MGM been more successful in its initial television program, it
might now be in the advantageous positions of Warrer Bros., United

Artists, Twentieth Century Fox, and Screen Gems.

The Mickey Mouse Club. Walt Disney had always envisioned an

underwater Mickey Mouse Clubhouse for his Disneyland Park, accessible

only by submarine., A television Mickey Mouse Club would have been a

good tie-in from a promotiomal point of view,>3 Therefore, when he
began negotiations with ABC for such a program, Mr, Disney was all for
the idea. The show became a reality; the underwater club, however, never

got beyond the plamning stage.

ABC contracted for a five-hour-a-week childrents variety show,

or 100 hours of Mickey Mouse for each season--equivalent to twenty weeks

3L

of originals, twenty weeks of repeats, and twelve weeks of double repeats.

3B1bia.

3bprank Orme, "IV*s Most Important Show," Television Magazine,
XIT (June 1955), 32,
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The Mickey Mouse Club was aimed at the twelve.year old, on the

theory that imitative tendencies hold the interest of younger chiil.dren.35
The format, consisting of thirty program categories, was entirely Mr.
Disney'%s, though ABC participated in all the plamming conferences and

program meetings.

Press releases from the Disney Organization described the Mickey

Mouse Club as

An all out effort to achieve a top quality television
show for children, combining entertaimment with infor-
mation, Toward this end, it will be produced with the
help of leading scientists, educators, na%gralists, and
similar authorities throughout the world.

The Mickey Mouse Club included

Every element that has ever held a youngster entranced,
from the land of make-believe, to the lands beyond the
seas, from clowns and animals and music to animated
cartoon subjects.37

That the program was initially a financial and popular success

cannot be disputed. Its first year represented an advertiser sell-out.

In addition, the Mouse received hipgher ratings than all of its combined

network competition-.in fact, the popular Howdy Doody and Pinky Lee

programs on NBC were eventually cancelled and the 5:00-6:00 pm time

period returned to the st.ations.38

351bid.

36.‘!Disney‘s Newest Tempts Four Sponsors," Broadcasting Magazine,
XLVIII (February 28, 1955), 30. —

371bid.

381nterview with Robert Lewine.
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In its second year, the Mickey Mouse program costs rose 80 per

cent from $10,000 to $18,000 an hour. As a result, Walt Disney had
priced himself and ABC out of the picture--the network lost LO per cent

of all sales for the program that year.39

By its third year, the program was reduced to a half hour, ABC
had been losing money with the one~hour version, Even in its abbreviated

form Mickey Mouse was still 60 per cent sold. By this time, the Mousels

popularity was declining. The abundance of syndicated film product
which local stations were using to program against him; the intensive
re-run schedule; and a loss of interest by Disney himself were all

contributing factors for the showls decline.ho The Mickey Mouse Club

was broadcast for the fourth and final year in 1958-59.

The Club was significant because it provided ABC with the most
powerful late afternoon program in network television. The addition of

the Mickey Mouse Club to the program line-up made the network a better

buy and a more satisfying outlet for the producers of programs.l‘ll More-
over, ABC was in a better position to program other adjacent afternoon
time periods,' moving back from 5:00-6:00 pm to earlier periods in the
afternoon. From both a programming and sales viewpoint, the w

Mouse Club, in 1955-56, was one of the most important ABC properties.

The British Feature Films. In a move to counteract the top-rated

391bid.

WOrpia,

Llnpyeg Most Important Show," Television Magazine, loc. cit.
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Sunday evening competition, ABC Television purchased thirty-five
British feature films from General Film Distributors, Inc., a Rank
Group .ltfii‘ili.en;e.)"2 Twenty of the films were used for network tele-
casts--the other fifteen went into syndication through ABC Films.

This was the first network transaction for a complete feature film

"pac‘{a'ge . "

Under the terms of the agreement, ABC had five year rights for
the unlimited use of the pictures, for which it paid an estimated
$1,600,000.h3 The network planned to present the motion pictures on
Sunday, 7:30-9:00 pm, counter-programming against the two variety
shows. The programmers believed they could not only attract viewers

from Ed Sullivan and Colgate, but also increase the television "sets-

Lk

in.use" figure,

Included in the package of twenty films were "Red Shoes,"
“Stairway to Heaven,"™ "0dd Man Out," the "Lavender Hill Mob," "The

Importance of Being Earnest," and the "Madonna and the Seven Moons,"

Famous Film Festival never attracted major audiences, though it

was nevertheless an economical and efficient buy for a mational adver-
tiser., The majority of the pictures were considered "arty," making

them a form of specialized programming, The Sunday night competition,

hz"ABC Gets in the Film Buying Act, Purchases 35 Top British
Features," Broadcasting Magazine, XLIX (August 1, 1955), 6kL.

W31pi4,

bhy terview with Robert Lewine.
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the limited clearances, and the many commercial interruptions worked

against the Film Festival. In addition, the pictures themselves were

never right for American television, as was demonstrated by poor
station and public accep't.ance.hs The broadcasts were discontinued in

1957.

Late in December, ABC negotiated for additional British motion
pictures for the daytime, hoping to capitalize on the available 5:00-

6:00 pm Mickey Mouse audience. The feature films presented a way to

fill time, and fill it cheaply. Motion picture successes at the local
level made them the ideal solution for a large-scale daytime operai::lon.l‘6
The Monday through Friday program was developed on a "what-can-beat-
the-competitionts-cost-per-thousand" basis, and was formated on the

order of the Sunday Famous Film Festiwval.

The agreement for the films called for five year distribution
rights to 104 J. Arthur Rank features, and their unlimited use during
this period. The films, all produced in the past ten years, cost ABC
an estimted $2,000,000.h7 None of the afternoon pictures were shown
in the evening, and in turn, none of the evening films telecast in the

afternoon.

The Afternoon Film Festival, launched in Jamuary 1956, was broad-

cast for more than a year. The program, like its ewening counterpart,

L5Tps4.

L1piq.

mVariety, June 8, 1955, p. 29.
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was disliked by both the affiliates and most of the television audi-
ence. The demand for English films was no greater in the afternoon

than in the evening,

IV, THE NOVEMEBER 1955 SCHEDULE

Program Types In The Nighttime Schedule

The most noteworthy changes in the November schedule were the
cancellation of all prestige dramas; a pronounced decrease in public
affairs programming, from 10 (%) hours in 1954 to L (%) hours in 1955;
a reduction in the amount of sporting events, from the 9 (3) hours in
1954 to 3 (%) hours in 1955; and the appearance of four new program

types-~feature films, the "adult western," country msic, and talk

programuing.

Childrenf®s variety was the largest program type in the 1955.56
schedule, with 9 (%) hours.

Situation comedy, straight drama, and country-music were in
second place with 8 (%) hours each. Straight drama had risen L (%)

hours over the past November,

Third in number of (4) hours with 6 each were adventure drama,
musical variety, audience quiz, panel games, and feature films,

There were no appreclable changes within these program types.

The only other significant change was the decline in audience

participation gares, with a L (%) hour decrease over the past season.
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TABLE XVI

THE NUMBER OF QUARTER HOURS OF ABC NIGHTTIME PROGRAM TYPES
FCR NOVEMBER 1955, AS CCMPARED WITH THOSE
QUARTER HOURS IN NOVEMBER 195l

f——— e e ]

(%) hours in (1) hours in
Program Type November 195l November 1955

Childrents Variety
Straight Drama
Situation Comedy
Country Music
Adventure Drama
Musical Variety
Audience Quiz
Panel Games
Full-length Feature Films
News and Commentary
Talent Variety
Public Affairs
Sporting Events
Adult Western

Talk

Detective Drama
Human Interest
Audience Participation Gemes
Classical Music
Miscellaneous @
Sports Features
Prestige Drama

Talk Variety

ol
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Total Nighttime (%) hours

e e
Data gathered for the first weeks in November 1954, and 1955.

@ MGM Parade is included in this category.
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New nighttime program types. Country music was the largest new

program type, with 8 new (%) hours, or 15 per cent of the new nighttime
programming. Not only was it inexpensive to produce, but also ideal
for placement in a competitive time period, where it could provide a
service for a specialized audience., This programming also proved to

be quite sa.lable.h8

New shows in this category included

Grand Ole Opry

Ozark Jubilee

Talent Varieties

Feature films were in second place, with 6 new (%) hours, or 12

per cent of the new nighttime programming. Here again, the desire to

program inexpensively had been a key factor in program selection.

The one show in this category was

Famous Film Festival

Situation comedy, the "adult western," talent variety, musical
variety, panel games, and public service programming followed with g
(%) hours each, or 8 per cent of all new nighttime programming.
The "adult westerns," in an embryonic form at this time, included
Cheyenne

Wyatt Earp

The new situation comedies included

hBStat'.euBnt expressed by Ted Fetter, ABC.TV Vice President of
the Program Department (personal interview).
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TABLE XVII

THE NUMBER OF QUARTER HOURS OF PROGRAM TYPES FOR NEW
ABC NIGHTTIME PROGRAMMING

e e e ]

New Weekly ¢ 0f Total New
Program Type <§) hours Weekly () hours

15%
12

Country Music
Feature Films
Situation Comedy
Adult Western @
Talent Variety
Public Service
Musical Variety
Panel Games
Sporting Events
Talk

Adventure Dram €
Straight Drama
Audience Quiz
Miscellaneous

lmmmmuwrrrrrro\m
OO,

A%,
[AS)

Total new nighttime (3) hours
b e e e e
Data gathered for the first week in November 1955.

@ Included in these categories are two (%) hours each
from the Warner Bros. Presents program.
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Ethel and Albert
Topper
Public service programming, in the process of being displaced
by an assortment of entertainment shows, included
Medical Horizons
Tomorrow!s Careers
The new talent-variety programs included
Chance of a Lifetime
Original Amateur Hour
The new panel games included

Dowm You Go
Life Begins At Eighty

Sporting events and talk programming accounted for 3 new (%)

hours each, or 6 per cent of the new programming.

With the acquisition of a strong boxing show and the scheduling
of more entertainment programming, there was an accompanying reduction
in sports broadcasts over the past season. The one program addition

was the Wednesday Night Fights,

The new talk programs included

Bishop Sheen
Harriet Van Horn

There were only 2 new (%) hours each for all other program types.

Adventure Casablanca
Audience Quiz Step This Way
Miscellaneous MGM Parade

Straight Drama Crossrocads
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The Number of (%) Hours of Network Service

There was a substantial reduction in ABC network service--from

174 (%) hours in 1954 to 140 in November 1955,

‘The evening total had not changed, with approximately 94 to 96
(%) hours scheduled. There were not, however, any unprogrammed mid-
evening periods, as there had been on Tuesday of the past year. ABC
Television was providing service every night of the week in the 7:00-
7:30 pm "station option time." Only on Monday and Thursday was the
metwork unprogrammed between 10:00-10:30 pm. ABC had almost entirely

filled its "network option time."

Though the number of nighttime (%) hours of network service had
not substantially changed, commercial (%) hours increased from 63 in
1954 to 78 in 1955-wa 15 (%) hour rise,

The morning period showed a marked change over the season.
Whereas ABC provided L6 (%) hours of network service in 1954, the mmber
Fe
decreased to only L4 in 1955--due, for the most part, to the cancellation

of the Breakfast Club and Creative Cookery,

Afternoon program service increased only 6 (1) hours over the
past November. The number of commercial (%) hours rose from 32 in 1954
to 35 in 1955. Though the figures do not show a substantial increase
in number of (%) hours, this afternoon period was nevertheless the most

lucrative in the network?!s history. The Mickey Mouse Club was entirely

commercial (20 (%) hours a week) and sold at the full rate card--

considerably boosting ABC daytime revemnues.
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TABLE XVIII

THE NUMBER OF QUARTER HOURS OF ABC NETWORK SERVICE AND COMMERCIAL
PROGRAMMING FOR NOVEMEER 1955, AS COMPARED WITH
THOSE QUARTER HOURS IN NOVEMEER 195

Weekly (%) hours Weekly (%) hours
for 11/5k for 11/55
Total (%) hours Total (3) hours
of Program Commercial @ of Program Commercial

Time Period Service (3) hours Service (3) hours
8:00 am - 1:00 pm L6 11 L 0
1:00 pm - 6:00 pm 3L 32 Lo 35 e
6:00 pm -11:00 pm 9l 63 96 78 ee

174 140

Data gathered from the first National Nielsen reports for
November 1954 and 1955; and from Sponsor Magazine November 195L-55.

@ This is only a general estimate, because of.the regional
sponsorship of the professional football games.

@@ The nighttime figure is also an estimate of sponsored (%)
hours; due to the participating nature of the John Daly News, and
Famous Film Festival, and the once a month broadcasts of the Grand
Ole Opry. Only general trends are imdicated.
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V. THE PROGRAMS IN THE SCHEDULE

Program Cancellations

Three commercial programs were permanently cancelled after the

summer quarter,

Program Nielsen Rating 3/5L (first report)
Namets The Same 10.9 AA

Penny To A Million (unavailable)

T-Men In Action 11.1

Other programs, either sustaining or cooperative, were displaced

by the new fall programming.

Ern Westmore sustaining
Greatest Sports Thrills sustaining
Letts See sustaining
Pee Wee King cooperative
Soldier Parade sustaining

Program Renewals

ABC prepared for 1955-56 with more show renewals (including those

commercial programs begun in the summer) than in any other past season.

The Lone Ranger 2.2
0zzie and Harriet 22.4
Rin Tin Tin 22.0
Make Room For Daddy 19.9
Masquerade Party 16.3
Dollar A Second 16.3
You Asked For It 16.3
Super Circus 16.0
Cavalcade Theatre 15.8
Break the Bank 1.4
TV Reader's Digest 11.5
Lawrence Welk () 11.5
Stop the Music 10.4

The Vise 9.8
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Voice of Firestone T.1
Life Begins At Eighty (%) 5.8
Star Tonight 5.3
Chance of a Lifetime (3) 5.0
Step This Way : (unavailable)
Kukla Fran and Ollie (unavailable)

(#) For programs beginning in the summer, Nielsen ratings were

obtained from the first August 1955 report.

Program Additions

Afternoon Film Festival ~ Allen Edwards introduced this "cross-
the boaTd™ program ol British motion pictures. The show opened with a
brief highlight from the day®s film, with opening credits superimposed.
Mr. Edwards then welcomed the viewers and the film began. At the start
of the second, third, and fourth segments, he provided a summary of the
plot for those viewars who had just tuned in.

Crossroads - Dramatizations of the accomplishments of priests,
rabbis,”and men in black--in everyday life and along a mumber of
diffenent themes,

Down You Go - The panel attempted to guess a phrase by filling
in the BIank letters of the words on a blackboard. Viewers were shown
the answer at the beginning of the game. Dr. Bergan Evans was the host.

Ethel and Albert - A husband and wife situation comedy starring
Peg Lynch and Alan Bunce.

Famous Film Festival - Allen Edwards was featured in this
evening Series ol English motion pictures. He introduced the picture
and trailerized the next attraction.

The Life and Legend of Wyatt Earp - Hugh O'Brien starred as the
sheriff~ol Dodge City, Kansas--a lawless town in the American West.

Life Is Worth Living - Bishop Fulton Sheen delivered lectures
about contemporary political, economic, and religious topics.

Medical Horizons - A technical program on medical progress,
origina¥ing Irom the country's leading medical centers, with Quincy
Howe as host.

M@ Parade - George Murphy showed trailers for up-coming MGM
theatriCal Teleases, interviewed MGM stars on the studio lot, revealed
awards and citations won by MGM, interviewed famous personalities of
the past, and screened assorted short subjects.
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The Mickey Mouse Club - A children's variety program produced
by Walt Disney and comprised of many different segments

a. "Newsreel" - worldwide news and special events for

young people, shown Monday, Wednesday, and Friday.

b, '"Meet s" on Tuesday, in which various

personalities and places were introduced.

c. "Jimminy Crickett Cartoons," for the first fifteen

minutes on Thursday. The Mouseketeers, twenty-four

singing children, varied their quarter hour appearances.

d. "Guest Day on Tuesday--prominent guests were

featured, including Fess Parker and Buddy Ebsen.

e. "Anything Can Happen Day".-on Wednesday.

f. "Circus Day"--on Thursday.

g. "“Junior Talent Roundup Day"--on Friday.

The Original Auﬁteur Hour - A show for people who live in hopes
that thé entertaimment industry will find a place for them., Ted Mack,
as the master of ceremonies, introduced each of the ameteurs. There

was no longer a gong in the program; the performers were allowed to
finish their acts.

Outside U, S, A, - A "live" and film news-in-depth study of
world aTTairs, with Quincy Howe. The program, utilizing the TeleNews
film service, attempted to explore significant news stories from foreign
countries, and their effects on the United States—.to make people aware
of the developments around the world and what they meant.

Topper - A situation comedy starring Leo Carroll as a ghost who
lived w'i% TWo rewlyweds, played by Anne Jeffreys and Robert Sterling.

Warner Bros., Presents - A trilogy of three hour-long dramas,
produced by the warmner Bros. Studio.

a., Casablanca--an adventure series set in the port of the

same mame.

b. Cheyenne--Clint Walker starred as a governmment map-making

scout who was a deputy sheriff in private life.

c. King's Row--Jack Kelly was featured in the role of Dr.

Parris Mitchell, a psychiatrist,

Format Revisions.

Cavalcade Theatre--The Cavalcade dramatized contemporary lives

and subJects, rather than historical events--to attract a more adult
audience in its new late evening time period.

Stop The Music—In keeping with the trend of the large give-
aways, thé jackpot had been boosted to over $20,000 in merchandise.
Bert Parks continued as master of ceremonies.
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Super Circus—«In its move from Chicago to New York, Super Circus
was comple retlormted. Jerry Colomma became the new ri‘ﬁ%?ﬁ“r,—'
with Miss Florida of 1955, Sandy Worth, taking over as the batoneer,
Martin Stone was appointed producer for the new series,

Program Costs, Five of the sixteen new commercial programs cost

at least $24,000 (productions costs were still rising in the fall of

1955). Four of these--the MGM Parade, Warner Bros. Presents, Wyatt Earp,

and the Mickey Mouse Club--were the network?s most important.programming

investments for the season., The fifth-.Croésroads-tas advertiser con-

trolled, but nevertheless an expensive program.

All other commercial program additions were budgeted at less

than $24,000. This group included the Amateur Hour, Chance of a Lifetime,

Down You Go, Famous Film Festival, Lawrence Welk, Life Begins At Eighty,

Life Is Worth Living, Medical Horizons, Ozark Jubilee, Topper, and

Wednesday Night Fights., With the exception of Famous Film Festival

and Ozark Jubilee, they were all advertiser-controlled--pointing up the

apprehension of advertisers and their agencies to spend large amounts

of programming money on ABC!s limited facilities.

Proiram Production and Control. The ABC Network produced and

controlled only four new programs, indiéative of its future dependence
on network-independent producer co-production, and the outright
acquisition of “packaged" programs,

Afternoon Film Festival

Famous Film Festival

Life Is Worth Living
Outside U, 3. A.
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PROGRAM COSTS OF NEW COMMERCIAL ABC PROGRAMS FCOR NOVEMBER 1955
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Programs Costing $2,000 or More

Warner Bros. Presents
Mickey Mouse Club (per week)
M@ Parade

Wyatt Earp

Crossroads

Programs Costing Less Than $24,000

Wednesday Night Fights
Life Is Worth Living
Topper

Chance of a Lifetime
Medical Horizons
Ozark Jubilee
Lawrence Welk

Life Begins At Eighty
Amateur Hour

Famous Film Festival
Down You Go

Based on Television Magazine!s exclusive estimtes of what

Cost

$58,000
5,000
110,000
26,500
25,000

the advertiser paid for his program., Agency commission is included;

cost of producing the commercials is not.
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ABC exercised varying degrees of program and production control
on another handful of programs.
The Life and Legend of Wyatt Earp
The Mickey Mouse Club
Warner Bros, Presents

All other new programs were produced and controlled by "packagers,"

advertisers and their agencies, and other miscellaneous organizations.

Program Producer

Crossroads Bernard L. Schubert

Down You Go Louis G. Cohan

Ethel and Albert Peg Lynch

Medical Horizons J. Walter Thompson
Ciba Pharmaceuticals

MGM Parade Metro Goldwyn Mayer

Original Amateur Hour Ted Mack

Ozark Jubilee Radio Ozark

Talent Varieties Radio Ozark

Topper John W, Loveton

The Evolution of the Fall Schedule

Tuesday was the most important evening for the ABC programmers.
In their attempt for nighttime strength, they scheduled, shead of sales,

Warner Bros, Presents and Wyatt Earp at 7:30-8:30 pm and 8:30-9:00 pm,

respectively. Damny Thomas, originally to move to another evening and

earlier time period, was renewed by American Tobacco and Dodge for

Tuesday 9:00 pm.h9 Cavalcade of America, retitled Cavalcade Theatre,

had been tentatively scheduled at 7:30-8:00 pm, but was displaced by

the Warrer Bros. program. Dupont and ABC decided on 9:30-10:00 pm

for the Damny Thomas lead-out. The Cavalcade was reformated for its

h917:;1‘:[:-3‘t.y, March 30, 1955, p. 26.



173
new "adult" late-evening audience. The 10:00-10:30 pm time period

was not sold and therefore programmed with an inexpensive sustainer,

Talent Varieties, to fill the Tuesday "network option time."

The final Tuesday schedule included

7:30 - 8:30 Warner Bros. Presents
8:30 - 9:00 Wyatt Earp

9:00 - 9:30 Damy Thomas

9:30 -10:00 Cavalcade Theatre
10:00 -10:30 Talent Varieties

There were two program renewals on Wednesday--Disneyland,

7:30-8:30 pm, and Masquerade Party, 9:00-9:30 pm, ABC had also acquired

the Pabst Fights which moved into the 10:00-11:00 pm time pericd.

Delco (who later cancelled out) and American Tobacco bought
8:30-9:00 pm, although the sponsors had not decided on the programming
at the time. In August, when the MGM negotiations had been completed,

ABC and the sponsors inserted the M@ Parade in the post-Disneyland

adjacency,

Raleigh Cigarettes moved its 9:30-10:00 pm Penny to a Million

show to CBS.-leaving a vacancy which was filled in the fall by Break

the Bank (previously broadcast on Snnda.y).so

The final Wednesday schedule included

7:30 - 8:30 Disneyland

8:30 - 9:00 MM Parade

9:00 - 9:30 Masquerade Party

9:30 -10:00 Break the Bank

10:00 -11:00 Wednesday Night Fights

S1pid., October 12, 1955, p. LB.
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On Thursdaz, there were also two program renewals-~the Lone

Ranger at 7:30, and Star Tonight at 9:00 pm.

ABC had previously signed Bishop Sheen to a network contract
and decided to place him in the 8:00-8:30 pm time period. Many people,
including the Bishop himself, were surprised at the network!s choice.
Bishop Sheen remarked

The reason I changed networks was so I could fimally

watch Milton Berle., Now viewers will have 3 choice between

Groucho Marx and learning about Karl Marx,

Western Union had originally purchased a Friday time period for

its Down You Go program. However, last mimute reshuffling to accom-

modate the Ralston-Purima account transferred Down You Go to Thursday

at 9:30-10:00 pm. The network had hoped for a Herbert Brodkin dramatic
series in this period, but the prospects of an immediate sale precluded

any tentative plans,>?

When Chevrolet!s T-Men in Action shifted to Friday evening--

opening the Thursday 8:30-9:00 pm time period--Exquisiteform moved its

Tuesday Stop the Music program into the Bishop Sheen adjacency.5 3

The final Thursday night schedule included

7:30 - 8:00 Lone Ranger
8:00 -~ 8:30 Bishop Sheen
8:30 - 9:00 Stop the Music
9:00 - 9:30 Star Tonight
9:30 -10:00 Down You Go

S5lmbid., April 5, 1955, p. 25.
521bid., June 8, 1955, p. 29.

531bid., p. Ll.
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There were four program renewals on Friday--Rin Tin Tin, 7:30-

8:00 pm; Ozzie and Harriet, 8:00-8:30 pm; Dollar A Second, 9:00-9:30 pm;

and The Vise, 9:30-10:00 pm.

During the summer, Chevrolet had moved T-Men in Action to Friday

at 8:30 pm. For the fall, the company retained the time period, but
5L

replaced T-Men with Crossroads, a new series.

In 195L4-55, Ralston-Purina had sponsored the Name's the Same at

10:00 pm Tuesday. Because of the $64,000 Question, it decided to move

the program in September to Friday at 10:00 pm.S5 In a last minmute

change, Ralston replaced the panel show with Ethel and Albert.>®

The final Friday schedule included

7:30 - 8:00 Rin Tin Tin

8:00 - 8:30 Ozzie and Harriet
8:30 - 9:00 Crossroads

9:00 - 9:30 Dollar A Second
9230 -10:00 The Vise

10:00 -10:30 Ethel and Albert

There were two program renewals on Saturday--On Your Way, 7:00-

7:30 pm; and Lawrence Welk, 9:00-10:00 pm. ABC programmed the 7:30-9:00 pm

period with the country music Ozark Jubilee, which was broadecast as a

cooperative program. There was an unexpected sale of part of this time

period when Ralston optioned the Grand Ole Opry for every fourth week

at 8:00-9:00 pm.>! The unsold 10:00-10:30 pm time period was filled

Shﬂi_fl_:, p. 28.

51bid., August 2k, 1955, p. 31.
*rvid., p. 31.

5T1bid., July 20, 1955, p. 26.
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by the network with the sustaining Tomorrowt!s Careers.

The final Saturday schedule included

7:00 - 7:30 On Your Way

7:30 - 9:00 Ozark Jubilee/Grand Ole Opry
9:00 -10:00 Lawrence Welk

10:00 -10:30 Tomorrowfs Careers

There were three program renewals on Sunday--You Asked For It,

7:00-7:30 pm; Chance of a Lifetime, 9:00-9:30 pm; and - Life Bng_ins at

Eighty, moved up one half-hour to 10:00 pm to accommodate another

Pharmaceuticals?! program,

The Original Amateur Hour was inserted by Pharmaceuticals at

9:30-10:00 pm, with the company holding options on 10:00-10:30 pm, in
58

the event of an extension of the amateur program.

ABC originated the Famous Film Festival for 7:30-9:00 pm, and

then sold the participating program to a number of advertisers.

The final Sunday schedule included

7:30 - 9:00 Famous Film Festival
9:00 - 9:30 Chance of a Lifetime
9:30 -10:00 Original Amateur Hour
10:00 -10:30 Life Begins at Eighty

There were two renewals on Monday--TV Reader?s Digest, 8:00-8:30 pm;

and the Voice of Firestone, 8:30-9:00 pm. The 7:30-8:00 pm and 9:30-

10:00 pm time periods were purchased by advertisers for Togper and

Medical Horizons., The vacant 9:00-9:30 pm opposite I Love Lucy was

SBIbidn, P 27.
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programmed by ABC with the cooperative Dotty Mack Show.

Monday, the weakest evening in the schedule, included

7:30 - 8:00 Topper

8:00 - 8:30 TV Readert®s Digest
8:30 - 9:00 Voice of Firestone
9:00 - 9:30 Dotty Mack Show
9:30 -10:00 Medical Horizons

V. THE MARCH 1956 SCHEDULE

Program Cancellations

Dollar A Second - Mogen David Wine replaced the program with
Treasure Chest, also starring Jan Murray.

Life Begins At Eighty - Pharmaceuticals decided to extend th%
Original Amateur Hour to a full hour because of upgraded Trendexes. 9

M@ Theatre - General Foods and American Tobacco were dissatis-
fied with the consistently low ratings. They replaced the program in
late spring with the Dunninger Show.

Step This Way - Low ratings.

There were considerably fewer program cancellations at mid-season
than for the comparable 1954-55 period., Whereas twenty programs were
withdrawn in 195k, there were only four cancellations by advertisers or
the network in 1955, As a result, only four programs were added to the

schedule at mid-season.

Program Additions

Dunninger Show - Dunninger attempted to commnicate with members
of the Studio audience by mental telepathy.

591bid., December 21, 1955, p. 19.
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Music From Meadowbrook - A program of dance music from the

Meadowbrook night club in New Jersey.

Ralph Flamnigan Orchestra - Dance music on early Saturday
evening, with Ralph ;Ennigan and his Orchestra.

Treasure Hunt -~ Contestants from the studio audience were asked
a seried ol questions. When they reached a certain cash level, they
had the choice of taking the money or surrendering it in favor of
selecting the contents of twenty-five to thirty treasure chests on
stage. The chests contained a variety of items from a cheap pipe or
head of cabbage to $25,000 in cash,

Format Revisions.

The MGM Parade - At the beginning of November, ABC and MM
realized that certain changes would have to be made in this program
if it was to attract a sizable audience. A new segment was introduced 60
titled "Hall of Famwe,"™ utilizing film clips from past MOm musical hits.
This revision did little to bolster the show's popularity.

In January, the entire format and creative staff were changd
to satisfy the sponsors for better quality and higher ratings. Both the
producer and host were replaced.

At a later format meeting, Robert Weitman, Howard Dietz, MGM
Vice President of Publicity-Advertising-Promotion, Tom McDermott of
Benton and Bowles Advertising, and Bud Barry of the William Morris Office
conferred on possible program revisions. They decided to use the old
teliffhanger," by breaking past MGM releaseg into three of four parts;
and to dramatize the lives of studio stars,®l

Warner Bros, Presents - In the months following the show!s
premiere, the Trendex ratings consistently favored Cheyenne over the
other two formats, Sven to the extent of his dominma¥Ing the Tuesday time
period completely.

Messrs. Kintner, Weitman, and Lewine conferred with Warner
executives in Hollywood. They decided to cancel King's Row, the romance,
and replace it with a drama-anthology. Cheyenne W&S to be broadcast
eve;y g}her week, with _C_a._sﬂlﬂci and thé anthology, one out of four
weeks, ,

6°Ibid., November 16, 1955, p. 37.
61Variety, Jamary 11, 1956, p. 29.
62y, riety, November 30, 1955, p. 2k.

631bid., December 1k, 1955, p. 39.
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This arrangement was in effect until mid-April, at which
time Casablanca was cancelled--with the anthology series then broad-
cast every other week, In addition, the “Behind the Scenes" segment
of the program was replaced by a two minute trailer on new Warner

Bros. theatrical product, The star of *‘Zﬁ picture served as the
program!s host for that respective week.

VI. THE AUGUST 1956 PROGRAM SCHEDULE

In the summer of 1956, ABC established a sales-programming policy
ruling out summer wvacations for major network advertisers. The network
did this by iifting the protection afforded time periods so that any
advertiser vacationing for the summer would get no assurance of retaining
the same time period in the fall. ABC had initiated the plan to
encourage fifty-two week contracts--hoping that it would keep many
advertisers with cholice programs and adjacenciles on the network during
the swmer.és CBS had already adopted a similar policy a few seasons

be fore,

The ABC ruling worked very effectively. Whereas in past summers,
many of the network?!s choice programs were withdrawn for the thirteen

week period, only two took sabbaticals in 1956--Make Room For Daddy

and Ozzie and Harriet. Important programming which ABC retained for

the summer months included Cheyenne-Conflict, Wyatt Earp, Cavalcade

Theatre, Disneyland, Wednesday Night Fights, Rin Tin Tin, Crossroads,

Treasure Hunt, The Vise, Lawrence Welk, and Masquerade Party.

6L*Variety, April 18, 1956, p. Ll.
651b1d., February 22, 1956, p. 20.
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Program Cancellations

Eight commercial programs were cancelled at the start of the
summer,

Break the Bank
Chance of a Lifetime
Down You Go

Ethel and Albert
Medical Horizons
Stop the Music
Topper

TV Reader?s Digest

Other programs, either sustaining or cooperative, were also
discontinued.,
Outside U, S, A.

Talent Varieties
Tomorrow!s Careers

Program Additions

Combat Sergeant - Mike Thomas starred as a young combat sergeant
during World War 1l. The program, originally titled Secret Mission,
was broadcast as a summer replacement.

The Eddie Arnold Show - A summer replacement series from Spring-
field, MIsBouri, featuring 1olk, popular, and even classical selections.

Gabby Hayes Show - Edited western footage with Gabby Hayes as
the host.

Going Places - A replacement for Super Circus which originmated
from Miami Beach, Florida, and starred Jack Uregson. Each week, it was
broadcast from outdoor locations of scenic interest in and around Miami.
Interspersed were songs, comedians, and underwater "escape-artists.*

Hour Glass - Re-runs of the Afternoon Film Festival, used as
replacement uAtil the fall., This was an experiment by ABC to determine

the effectiveness of second-run features,

It?'s Polka Time - Polka music and dances with Bruno Zielenski,
Set in a village square, the program featured performers dressed in
Bohemian and native garments.



181

Screen Directors Playhouse - A dramatic anthology series,

VII. AN EVALUATION OF THE SEASON

ABC Television made substantial progress in the 1955-56 season.
Network service had increased in the daytime, with the scheduling of

the Mickey Mouse Club and Afternoon Film Festival. Total gross billings

for ABC were the highest in its history; the Mickey Mouse Club, Warner

Bros, Presents, and Disneyland programs alone accounted for more

reverues than the entire 1953 season.

ABC was tightening its grip on key portions of its schedule.

The Warner Bros. Presents and Wyatt Earp action block was plammed by

the network before the programs were sold in an effort to strengthen

early Tuesday night. The network also scheduled the Famous Film

Festival opposite the Sunday variety hours--hoping that the feature

films would not only attract portions of the Ed Sullivan and Colgate

audience, but also increase the television "sets-in-use."™ Here again,
the network attempted to gain early evening strength to provide a

foundation on which to build the later hours. ABC had also increased
its control on the summer schedule with a newly conceived policy elim-

inating summer protection on time periods.,

There were individual program successes for ABC in 1955-56--the

Lawrence Welk Show, Wednesday NAi_gt Boxing, Wyatt Earp, and the Cheyenne

segment of Warner Bros., Presents were all either dominant in their time

periods or strong seconds. These new programs, in addition to past
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successes including Disneyland, Rin Tin Tin, Ozzie and Harriet, the

Lone Ranger, and Make Room For Daddy, had become part of the expanding

mucleus of ABC?'s important programming.

In the daytime, there was the Mickey Mouse Club, which had become

an overnight sensation. It received the highest ratings in the history
of daytime television, and was instrumental in the cancellation of

Howdy Doody, Pinky Lee, and many other programs broadcast between 5:(00-

6:00 pm. This Walt Dismey property increased the network?s prestige,
and made ABC a more desirable buy for advertisers and pregram producers,
In addition, the Mouse paved the way for additional daytime telecasting

in the valuable adjacent afternoon periods.

The programmers had learned that the network was particularly
suited for adventure and western programming. Pioneer efforts with the
"adult western" had succeeded in attracting the desirable large young-
family aundience. ABC plamned to program more Wyatt Earps and Cheyennes

on the theory that "success duplicates success,™

There were, however, the disappointments and failures as well as
the accomplishments and achievements. The MGM Parade was telecast for
less than a season before iﬁ was cancelled; the British motion pictures
were poorly accepted by ABC stations and the viewers; and the idea of
using television as a medium of theatrical exploitation was disproven,

and for the most part abandoned.,

The complexion of most ABC programming was stil]l not up to the
quality of CBS or NBC. There was a nucleus of successful programs, but

these accounted for only a small percentage of the total schedule. ABC
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was self admittedly weak on Monday, Thursday, Sunday, and portions of
Tuesday, Wednesday, Friday, and Saturday. Inexpensive advertiser-
controlled, and in a few instances, network programs, predomimated on
these evenings. Programs were scheduled with little regard for
adjacencies and an evening?s contimuity; the sale of time was the
important factor, with all other considerations relegated to a secondary
position. The network could only develop and acquire a limited number
of properties, commensurate with advertiser interest. With a contractual
comnitment for a program series involving thousands, and sometimes
millions of dollars, ABC could not think of reprogramming its entire
schedule, The network had many plans for programs, but few advertisers

wanted to take the financial risks involved.

By the end of the 1955-56 season--over three years since the
United Paramount merger--ABC had acquired a sizable group of important
program properties and gained early evening dominance on two nights of
the week, in addition to strong positions on Friday and Saturday. There
was, however, much to improve upon as ABC prepared for the fourth phase
of its "five-year-plan®..the 1956-57 season.



CHAPTER VII

THE 1956-57 SEASON

Adventure drama appeared in every conceivable shape and form in

1956-57-=ranging from the Jim Bowie and Broken Arrow westerns to the

costume drama of the Buccaneers and Sir Lancelot; from the contemporary

adventures in Navy Log, Wire Service, and Circus Boy to the Zane Grey

Theatre, a western anthology. The success of Gunsmoke, Wyatt Earp,

Rin Tin Tin, and Cheyenne had hastened the development of more programs

of this type.

There was a general decline in comedy shows, with Meet Millie,

Our Miss Brooks, It's Always Jan, the People?!s Choice, and Milton Berle

cancelled. The smil-money quiz programs ha.d just about disappeared

from the schedules--replaced by the "giant give-awmys,"

There were more regularly scheduled "long"® shows than ever

before, with the new Playhouse 90, Wire Service, Top Tunes and Talent,

and Omibus--in addition to the already established Cheyenne-Conflict,

Climax, and Robert Montgomery, to mention a few, The irregularly-

scheduled television ®"spectacular" increased in frequency of presentation.
For 1956-57, NBC alone scheduled 29 one-and-a-half hour "spectaculars,"

thirteen Saturday night “specials,” six Hallmark Hall of Fame presenta-

tions, six NBC Operas, three or four holiday "specials," four Project

Twenty documentaries, and two Telescope telementaries.l

LeNBC. TV Sets Up Season's Special Shows," Sponsor Magazine, X
(September 2L, 1956), 68. , ——
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Television prices contimued to rise unproportiomally to rating
increases, forcing many advertisers to spread their television money
among two or more programs to achieve maximum "circulation.” The
release of the Hollywood motion picture libraries and their use by
independent stations in prime evening time was in part responsible
for this rating deflation.2

Both NBC and CBS realigned their Tuesday and Wednesday schedules
because of growing ABC competition--~-CBS programmed a situation comedy,

The Brothers, in the Wyatt Earp time period, and a new quiz show Take

a Giant Step, against the first half hour of Disneyland; NBC placed

Jonathan Winters, one of its brightest new comedy stars, at Tuesday

7:30-8:00 pm to more actively compete with Cheyenne,

ABC Television, faced with the growing number of "spectaculars,"
and a realigmment of both NBC and CBS programming, was entering the

most competitive television season to date.

I. ABC PROGRAM FHILOSOPHY

The ABC programmers were in preparation for 1956-57 as early as
October 1955. Robert Weitman explained that a policy of early planning
was adopted to insure ABC that the properties selected were right from

the viewpoints of casting, scripts, and overall production.3 The

2wry Laid An Egg," Sponsor Magazine, X (November 17, 1956), 25.

3ariety /New York7, November 2, 1955, p. 26.
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network hoped to strengthen its ties with independent producers; program
new properties in relation to the existing schedule; enter the area of

"special" programming; and begin telecasting in the morning l'xours.h

Program Development and Acquisition

ABC realized that it lacked the volume of good programming that
NBC and CBS had. Though it had strength in a few time periods, most

of the schedule was poorly conceived and haphazardly arranged.

In the past, ABC had made co-production agreements with a few
independent producers--among them Hal Roach, Louis Edelman, and Music
Corporation of America. The network had found this arrangement quite
satisfactory. There was no great financial risk involved if the program
was not sold, and the network could exercise a greater degree of control

than was normally the case with an acquisition, such as the M@ Parade,

or an advertisert's property.

Robert Kintner concisely described these joint-agreements in an

article appearing in Sponsor Magazine,

These producers, under our supervision, produce certain
shows in which we have fimancial interests and exclusive
rights. While these producers are actually the main
creative force in these grograms, ABC is, in effect, in
the production busiress.

In its advance planning of new properties, ABC advanced more than

bTpid.; and "Network TV Lineup: Tear It Down, Build It," Sponsor
Magazine, X (May 14, 1956), p. 28-9.

5"Re)‘;'lec:i'.:l.ons on ABC?!s Climb to the Top," Sponsor Magazine, X
(March 5, 1956), 68,
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a million dollars for the production of new pilots and scripts in
arrangements with Jack Chertok, Desilu Productions, Louis Edelman,

Sheldon Reynolds, Four Star Films, and John Gibbs.6

Almost all of the prospective series were to be produced on
film. Network personnel believed that

l. You can get talent, creative ability, and production
in a film that is not possible on a liwe show,

2. There is more amortization of costs by re-run.

3. The program is of hstinq value, in the form of a
permanent recording on film,

Increased Control Over the Program Schedule

Robert Weitman stressed that in 1956-57

The network will slot the new properties in relation
to existing programming. Each program acquisition and
casting will be made with the thought of bolstering a
partigular time period and with adjacent programs in
mind.

An elaborate sales presentation, the Third Porce, was distributed
to advertisers and agencies in mid-March, including a projected schedule
of the fall programming which was prefaced with the statement:

While this is a complete projection of our 1956-57
network program schedule, some new programs may be
added and others rescheduled. Our intent, however, is
to come as close as possible to the lineup of programming
you see here, We beliewe that this represents the strongest
possible sequence of programming to produce the biggest
audience dalivery.9

SVariety, November 9, 1955, p. 27.

Tupe flections on ABC!s Climb to the Top," Sponsor Magazine, loc. cit.

8Variety', November 2, 1955, p. 26.

FuThe Third Force® (New York: ABC Television Sales Presentation
for 1956-57) Unpublished.
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Although subsequent program renewals and cancellations were to
make certain changes imperative, there were some programming tactics

which ABC hoped to carry through.

One matter had been determined--the network plamed to program

at least one show which it controlled in a pivotal time period on at

least six nights of the week.. "

Sunday 7:30 - 9:00 pnm Famous Film Festival

Tuesday 7:30 -« 9:00 pm Warmer Bros. Presents, Wyatt Earp
We dnesday 7:30 - 8:30 pm Disrneyland

Thursday 8:00 - 9:00 pm Intermtional Theatre

Priday 8:00 - 8:30 pm Wire Service

Saturday 7:30 - 9:00 pm Make Room For Daddy, Tempered

Blade, Joan Davis
Thursday, a weak evening in 1955-56, was to be reprogrammed

with two long shows--Internmational Theatre, B8:00-9:00 pm; and Command

Performance, 9:00-10:30 pni.
In the Friday adjacency to Rin Tin Tin, 8:00-8:30, an adventure

series, Wire Service was to be scheduled to retain some of the wonder

dog's audience,
Early Saturday evening was to be reprogrammed with three ABC
properties: Make Room For Daddy, 7:30-8:00; Jim Bowie, 8:00-8:30; and

Joan Davis, 8:30-9:00.

Behind much of the early-svening plaming was the importance of
the youngster. Disneyland, Cheyenne, Rin Tin Tin and Wyatt Earp appealed

to children as well as adults,

Between 7:30 and 8:00 pm, the show has to appeal to
children and be acceptable to adults. Between 8:00 and
8:30, it has to appeal to adults and be acceptable to
children,11l

10yariety, November 23, 1955, p. 26.

lluynatts Ahead in Programming?" Television Magazine, XIII
(June 1956), 51.
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With the approach of the fall, many of these tentative plans
were changed., ABC had decided to schedule Jim Bowle after Rin Tin Tin,
The network was so set on the positioning of this program that it
refused to allow Proctor and Gamble, who had an option on the time

period, insert its own progra.m.12

The network alsec wanted an adventure or western to follow
Wyatt Earp on Tuesday. When General Electric ordered the time period,

ABC assisted the company in the selection of Broken Arrow to complete a

ninety mimte block of western-adventure progra.ming.l3

To a lesser degree, ABC played some part in the scheduling of
U. S. Rubber?!s Navy Log after Disneyland on Wednesday. Here again, the
network had originally plammed for an adventure or western program.

Nag Log fit within this framework.

None of the other attempts at plammed programming were fruitful
for 1956-57. Lack of advertiser interest, a poor sales record for
program commitments calling for concerted efforts on their behalf, and

the desire to sell time were all contributing factors,

Entrance into "Special® Programming

ABC beliewed that it was ready to begin "special® programming.

12%yariety, May 2, 1956, p. 28.

1pid., June 20, 1956, p. 18.
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In 1956-57, the ABC Television Network will present
twelve special shows of the highest caliber, each
distinguished by originality and suitability for tele-
vision. The special shows are not “spectaculars."
They do not attempt to overawe or overpower. Instead
they are characterized by quality, importance of theme,
and talent in expert hands.

The success of ABC's special shows is triply insured
by the production services of leading organizations in
each of the entertaimment fields involved. They will
be produced in conjunction with the Theatre Guild, the
Metropolitan Opera, the New York City Bﬁ;let, and the
ABC News and Special Events Department.

Here again, no sponsor interest and more important programming
and sales considerations interfered with the plans., Presentations were
never prepared for these “specials,® and the programs were not broad-

cast .15

Extension of the Daytime Service

The network was optimistic about its entrance into morning
television.

Following the successful introduction of the
Afternoon Film Festival and Mickey Mouse Club, ABC
€xpects, between Uctober 1955 and Jamuary 1957, to
program from 10:00 to 12:00 am and 2:30 to 3:00 pm,
in addition to the time periods already allocated.
These new programs will build the total daytime
programging, five days a week, to five and one-half
hours.l

The programs were not presented in 1956-57.

wme Third Porce."

15Statement expressed by Robert E. Lewine, former ABC-TV Vice
President of the Program Department (Persomal Interview).

16wme Third Force."
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IT. ABC PROGRAM DEPARTMENT

In January 1956, Robert M, Weitman resigned as Vice President
in charge of Talent and Programming and went to CBS Television. NMr.
Weitman was replaced by Robert Lewine, former Director of Programing.17

Ted Petter, a producer at Batten, Barton, Durstine, and Osborne
Advertising, was appointed as the new Ditector of Programmirg to assist
Mr. lewine with his administrative duties.l®

Other organizatiomal changes (before October) included the
appointments of J. English Smith as Director of Nationmal Programming,
Western Division-.supervising all west coast originations and activities

with independent producers; Thomas M. Lufkin, as newly created Program

Manager, Western Division; Frank G. Ralston, as Director of the Western
Division Film Department; and Don Van Atta, Assistant Coordimator at

Walt Disney Productions for ABC.

The newly organized Program Department included

Robert E, Kintner President, ABC Broadcasting Division
John Mitchell Vice President, Television Network
Robert Lewins Vice President, Programming and Talent
Richard DePew Manager of Television Program Operations
J. English Smith Director of Natiomal Programming,

Western Division
Thomas M, Lufkin Program Manager, Western Division
Sandy Cummings Network Coordimator, Walt Disney Productions
Don Van Atta Assistant Coordinator, Walt Disney Productions
Frank G. Ralston Director of the Western Division

Film Department
Selig Seligman Program Development, Western Divisim
Bill Seaman Program Service Manmager, Television Network
Charles Mortimer Manager of Program Production
Ted Grant Assistant Director, Cooperative Programming

17Variety, February 1, 1956, p. 27.
181b1d., September 26, 1956, p. 25.
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III. PROGRAM DEVELOPMENT AND ACQUISITION

All program development activities, with the exception of a
circus-variety hour, were joint arrangements between the network and

independent producers.

Louis Edelman produced three pilet films.

¥t*s A Great Country - A wholesome background of American life,
featuring frug stories, or Tictionalized versions of real events,

Tempered Blade (later retitled Jim Bowie) - An adventure series
starring Scott Forbes, and based on the true exploits of the fabulous
Jim Boiwe, backwoodsman, millionaire planter, army officer, Indian
fighter, and friend of celebrities and statesmen, whose skill with
the then new "Bowie Knife" made his name a part of our language. The
time was early 1800%s and the scene ranged from the backwoods of Georgia
through aristocratic New Orleans to the last stand at the Alamo. 1%

The Long Highway - The danger and the excitement that truck
drivers met on the long highways of the mation. Love interest centered
around the wives and sweethearts, who, though usuwally courageous and
loyal, sometimes rebelled against the loneliness of their lives.Z0

Jack Chertok produced three pilot films.

Frontier Judge - An adult western starring Leon Ames, and high-
lighting the circult courts which brought justice to the lawless far-
flung western territories in the middle 18001s.2l

Publicity Girl - Jan Sterling starred in a half hour situation
comedy about Mickey PcGinnis, a press agent with pulchritude, and the
entanglements in which she found herself in pursuit of additioml
business for a small but growing publicity firm. 22

19wthe Third Force.®
20734,
2l1pid,

22144,
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John Gibbs, of Meridean Productions, produced one pilot.

Command Performance - The first ninety minute weekly anthology
drama seTies on I1Im for television. Command Performance stories were
to be based on the works of the writers ol the calibre of John Dos
Passos, Somerset Maugham, John O'Hara, and Booth Tarkington, with casts
featuring familiar names like Edward Arnold, Broderick Crawford, Mark
Stevens, Joan Caulfield, Linda Darnell, and Dorothy McGuire .23

The pilot film for the series was "Ride the High Iron," with
Don Taylor, Sally Forest, and Raymond Burr,

Don Sharpe and 4-Star Films produced one pilot,

Wire Service - A weekly one hour adventure series, starring
Dane ClaTk, Percedes McCambridge, and George Brent. Wire Service used
the setting of a world-wide press association as the peg on which to
hang various dramatic action and adventure stories. Each week, one of
the three rotating stars was the reporter who was the central figure
in an exciting, complete-in-itself story.2

Commander Attilio Gatti produced one pilot.

African Safari - This half hour series was shot on location in
the hearf of AITrica; it is a visual diary of the day-to-day exploits
and adventures of Commander Gatti's 13th Safari, with dramatic episodes
set against the authentic background of jungles, wild animals, and
strange native customs.?

Joan Davis Productions procduced one pilot.

The Joan Davis Show - Joan Davis starred in her real life part
as television Star and grandmother; the program was based on comic
situations arising from the rivalry between two grandmothers over the
up-bringing of their grandson. The role of Joan's daughter was played
by her real-life daughter, Beverly Wells.?

Jerry Devine produced one pilot.

R. F. D, - U, S. A. - A varm, half-hour camera study of rural
American communities oIl the beaten track, It presented interesting

231pid.

hrpsq.

251bid.
261p3d.
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people and their colorful traditions. R.FP.D. - U.S.A. was inspired
by America's rebirth of interest in its "grass roots® heritage.2’l

Sheldon Reynolds produced one pillot,

Intermational Theatre - An hour-long anthology film series
produced on location in Europe with name American leads and supporting
casts from the leading theatres and film comggnies in Furope. Mr.
Reynolds was to appear as host and narrator.

ABC Television also co-produced audition kinescopes for Gore

Vidalts Devil®s Theatre, and Louis Coment®s This Is Your Show.%?

Although close to a million dollars was spent for the production
of pilot films and audition "kinnies® only two series were sold--

Tempered Blade (retitled Jim Bowie), and Wire Service. Robert Lewine

believes that these properties aroused little or no interest because
most of them were not well conceived or produced, and advertisers were
afraid to buy them from ABC.30

The network also had plans for series and “speclal' programs
which never got farther than the presentation stage. They were, for
the most part, created with the assistance of the Theatre Guild, and
included Who, Me? a program attempting to identify the viewer with the

show; and Theatre Guild Gaieties, an intimate review on the order of

the Guildis famous "Garrick Gaieties.“

The Theatre Guild conceiwved six additionsl "special™ programs,

budgeted between $100,000 and $150,000.

27‘12-1-2.
281nterview with Robert Lewine,
29.{21:2.
3022_2.
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Ballet Ballads

By Jupiter

The Generalfs Other Son

The Honeys

Playboy of the Western World

Take A Giant Step

ABC also plammed two Metropolitan Opera “specials®" including
an English version of "Faust;" a Warner Bros. tribute tothe late James
Dean; and three public affairs documentaries-."Letts Cry Today," *Out
of the Darkness," and "Divided We Fall," concerning alcoholism,
education, and divorce St

ABC continued its policy of motion picture acquisition. The
network negotiated with Warmer Bros. for over one thousand pre-19L6

theatrical films., It later optioned fifty-two RKO pictures for Famous

Film Festival, contingent on sales response. Unable to get the American

films at the right price, ABC purchased an additional twenty-six first-

run British pictures for the Festival.3 2

IV. THE NOVEMBER 1956 PROGRAM SCHEDULE

Program Types in the Nighttime Schedule

The most striking feature of the fall schedule was the emergence
of adventure drama and the “adult western.® Adventure drame increased
from 6 (%) hours in 1955 to 12 (1) hours in 1956--the "adult western®

from 3 (%) hours to 10 (%) hours in the one year period.

lyariety, February 29, 1956, p. 26; and May 30, 1956, p. 1.

32111d,, February 11, 1956, p. 1; and Variety, March 13, 1957,
p. 31.
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TABLE XX

THE NUMBER OF QUARTER HOURS OF ABC NIGHTTIME PROGRAM TYPES
FOR NOVEMBER 1956, AS COMPARED WITH THOSE
QUARTER HOURS IN NOVEMEER 1955

e

(%) hours in (3) hours in
Program Type November 1955 November 1956
Adventure Drams 6 12
Musical Variety 6 12
Adult Western 3 10
Childrents Variety 9 9
Straight Drama 8 6
Full-length Peature Films 6 6
Miscellaneous @ 2 6
News and Commentary 5 5
Situation Comedy 8 L
Talent Variety N k
Comedy Variety 0 L
Country Music 8 L
Sporting Events 3 3
Detective Drama 2 2
Human Interest 2 2
Audience Participation 2 2
Panel Games 6 2
Public Affairs L 2
Classical Music 2 2
Polkas and Folk Music 0 2
Talk : 2 2
Audience Quiz 6 0
Total nighttime (%) hours 96 101

e,
Data gathered for the first weeks in November 1955 and 1956.

@mnibus is included in this category.
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There was also a substantial rise in musical variety program-
ming--from 6 (%) hours in 1955 to 12 (3) hours in 1956.

Two program types--comedy-variety and polka music--appeared for
the first time., Audience quizzes, on the other hand, were no longer
listed., The closely related panel games were almost extinct, with
only 2 (%) hours scheduled. Surprisingly enough, there were no big
money quizzes.

There were also appreciable cut-backs in situation comedy and
country music-.each of which was reduced L (%) hours over the past

Season,

New Nighttime Program Types. Adventure drama and musical

variety were the largest new program types, with 8 new (%) hours each,
or 22 per cent of all new nighttime programming.

The new adventure dramas included

Bold Journey ()

Navy Log

Wire Service

(%) Though Bold Journey was not a dramatic program, it could

nevertheless be called an adventure, and is therefore included in that
category.
The miscellaneous programming followed with 6 (%) hours, or 17

per cent of all new nighttime programming. Ommibus defied classification,

and was therefore included in this category.
The "adult western® and comedy-variety were in third place with

i new (%) hours, or 11 per cent of the new nighttime programming.
The new "adult westerns" included

Adventures of Jim Bowie
Broken Arrow
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TABLE XXI

THE NUMBER OF QUARTER HOURS OF PROGRAM TYPES FOR NEW ABC
NIGHTTIME PROGRAMMING

New Weekly %€ of Total New
Program Type (Ig) hours Weekly (3) hours
Adventure Drama 8 22%
Musical Variety 8 22
Miscellaneous @ 6 17
Adult Western L 11
Comedy Variety N 11
Straight Dram 2 6
Public Service 2 6
Polka and Folk Music 2 6
New nighttime (%) hours 36

e e e e e e e e e e e ettt
Data gathered for the first week in November 1955.

@ Ineluded in this category is Omnibus,
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The other new program types were straight drama, public
affairs, and polka music--each with 2 new (%) hours, or 6 per cent

of the new programming.

Polka Music Polka Go Round
Public Affairs Press Conference
Straight Drama Ford Theatre

For the 1956-57 season, there was a marked reduction in the
amount of new evening programming and program types. In 1955, there
were 52 new nighttime (4) hours including fifteen program categories,
as compared to only 36 new (%) hours comprising only eight categories.
This was due to the many program renewals in 1956, the longer structure

of some of the programs, and the new adventure-.western trend,.

The Number of (%) Hours of Network Service

Nighttime program service had increased 5 (%) hours over the
past November, For the first time, the network programmed every evening
until 10:30 pm. On three nights, it was in service in the 10:30-11:00 pm
gtation option time.®

In the fall, there was no significant change in number of
commercial nighttime hours. Many portions of the schedule were not

sold-~ 2 (%) hours of John Daly News, 1 (%) hour of Wire Service, 2 (%)

hours of Circus Time, 2 (%) hours of Bishop Sheen, 2‘,(%) hours of Ozark

Jubilee, 2 (%) hours of Polka Go Round, and additional (%) hours of the

Famous Film Feast:lvzal.33 A few of these were offered as cooperative

33yariety, August 29, 1956, p. 27.
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TABLE XXII

THE NUMBER OF QUARTER HOURS OF ABC NETWORK SERVICE AND COMMERCIAL
PROGRAMMING FOR NOVEMBER 1956, 88 COMPARED WITH

NOVEMHER, 1955
Weekly (%) hours Weekly (%) hours
for 11/55 ‘ for 11/56
Total (%) Total (%)
hours of Commercial hours of Commercial
Time Period Program Service (4) hours Program Service (%) hours
8:00 am - 1:00 pm L 0 0 0
1:00 pm - 6:00 pm o) 35 68 32 e
6:00 pm -11:00 pm 96 78 101 84 ee

e -~ = — ]

Data gathered from the first national Nielsen reports for
November 1955 and 1956; and from Sponsor Magazine, November 1955-56,

@ This is only a general estimate, though it is known that
8 (%) hours of the Mickey Mouse Club were unsold, in addition to a
large portion of the Afternoon Film Festiwal.

@@ The nighttime figure is also an estimate for sponsored (%)
hours, There were no sales for 2 John Daly programs, 1 (%) hour of
Wire Service, 2 (%) hours of Circus Time, 2 (%) hours of Bishop Sheen,
Z (%) hours of Ozark Jubilee,” 2 (§) hours of Polka Go Round, and a
large portion oY the Famous Film Festival,
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programs. With the network failing to realize its full sales potential,
the fall of 1956 was not what could be termed a successful qnﬁrter for
ABC. But the daytime situation was far worse.

Though the network had extended its program service from LO
(%) hours in 1955 to 68 in 1956, commercial revenues were not commen-
surate with the growth of the schedule. Though exact figures could
not be obtained, the ABC network was reported to have had a large
portion of the feature films available, as well as 8 (%) hours of the

Mickey Mouse Club (of a possible 20 (%) haurs).3 4

V. THE PROGRAMS IN T™HE SCHEDULE

Program Cancellations

Two commercial programs were cancelled at the start of the

Season.

The Amazing Dunninger 8.5 AA (Summer)
Star Tonight 8.3

Other commercial programs, scheduled as summer replacements,
were also discontimed.

Screen Directors Playhouse
Summer Originals

Still other programs, sustaining or cooperative replacements,

were cancelled as soon as the new programming began.

Combat Sergeant cooperative
Dotty Mack Show sustaining
Eddy Arnold Show sustaining
Film Fair cooperative
Going Places cooperative
The Hour Glass cooperative

3b1piq,
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Program Renewals

ABC prepared for the 1956-57 season with more program renewals
than in any other past year. |

Disneyland

Rin Tin Tin

Wyatt Earp

Lawrence Welk Saturday Show
Make Room For Daddy
Cheyenne/Conflict

The Lone Ranger

Wednesday Night Boxing
Ozzie and Harriet

A A A
e o o

H e
[ ]
DO~ OE 0 O\

Mickey Mouse Club 17.0
Treasure Hunt 1h.6
Crossroads 14,2

You Asked For It 1L4.0
Masquerade Party 13.3
Cavalcade Thesatre 12.2
Origimal Amateur Hour 12.0
Ozark Jubilee 11.2
Voice of Firestonme 10.2

The Vise 908
Bishop Sheen 9.5
Famous Film Festival 8.9
Bold Journey () 6.9 AA
Afternoon Film Festival 3.6
College Press Conference (unavailable)
Kukla Fran and Ollis (unavailable)
It's Polka Time (3) (unavailable)

(#) These were the programs that began in the summer. Their

Nielsen ratings were gathered from the first August 1955 report.

As in past seasons, ABC had accepted many programs which it
knew would not improve its industry image or its competitive standing.

The network was in no position to turn advertisers away.

Program Additions

Adventures of Jim Bowie - An “adult" adventure drama sSet against
a pioneer background, and starring Scott Forbes as the inventor of the
"Bowie knife.® Jim Bowie was a rich, off-beat character--a bit on the
laszy side, addicted to cigars, and possessed of a self-effacing sense
pf humor.
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‘ Bold Journey - A series based on the exploits of amateur
explorers who had Iilmed their adventures and who nmarrated the
edited footage. Jack Douglas was the host.

Broken Arrow - The story of a mail rider and Cochise, his
Indian fTiend, in the Southwest in 1870. John Lupton starred as the
rider who had a standing agreemsnt with the Apache chief to let the
mail go through.

Circus Time - Ventriloquist Paul Winchell and his dummies
starred In the variety-hour from New York. There were vaudeville and
circus acts interspersed with comments and stunts by Winchell.

Dean Pike - The Dean and his wife asked questions of a note-
worthy gaest in the informal surroundings of his study at Cathedral
House in New York.

Ford Theatre - A half-hour dramatic anthology series.

Navy Log - Dramatizations of actual incidents during war and
peace drawn Irom the files of the United States Navy.

Omnibus - Produced by the Ford Foundation, the program featured
a combirnation of drama, music, poetry, adventure, history, and a
sampling from all the arts. There was no set format for Omnibus--one
week it could present a bill of Irish one-act plays, the Text the

Chicago Symphony.

Press Conference - Martha Rountree and a group of noted
journalists questioned a prominent person in national or internmatiomal
affairs. The program was broadcast from various cities in the United
States and Canada.

Ray Anthony Show - A musical variety program, with Ray Anthony
and his Ur¥chestra, the Four Freshmen, the Belvederes, and Prank Leahy,
who provided some weekly football information.

Wire Service - Dane Clark, George Brent, and Mercedes McCambridge

starred as reporters of a world-wide press association. Each week, one
of the three rotating stars was the central figure in the dramatization,

Format Revisions.

Cavalcade Theatre - A fictional approach was adopted instead
of the real-Iife material of contemporary and historical subject matter
previously used., In addition, name stars appeared in some of the episodes.
While the emphasis was placed on fiction, the series contimued to spot-
light inspirational and biographical stories.

Disneyland - Because of the scarcity of children®s sponsors, more
episodes were rllmed for the “Frontierland" and “Adventureland" segments.,
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The Lone Ranger - Because of the many adult viewers, the format
of the Lone Ranger was changed to an "adult western® in the Wyatt Earp
tradition. There was more feeling and reasoning by the characters to
transcend superficial adventure drama.

Make Room For Daddy - With the resignation of Jean Hagan,
Danny Thomas acted as both mother and father to his two children.

The Mickey Mouse Club - The scarcity of childrents adwvertisers
for the T956-57 season had called for some basic changes in Mickey Mouse.
Relying on the audience-flow from the Afternoon Film Festival, ABC and
Walt Disney removed the animations from the Iirst quarter and replaced
them with a Mickey Mouse Newsreel, The cartoons were presented in the
final quarter,

The new format included

1lst quarter hour - Newsreel
2nd quarter hour - Mouseketeers
3rd quarter hour - Serials
Lhth quarter hour - Cartoons

The Original Amateur Hour - An international flavor was added
with aw ons for ent held in Dublin, London, Scotland, Madrid, and
Tel Aviv., The selected contestants were flown to New York to appear
on the show,

Warner Bros. Presents - The Warner Bros. Presents title was
abandoned, with Cheyenne and Conflict adopted for the alternate series.

Progru Costs. Seven of the thirteen new ABC commercial programs

cost at least $26,000. Five of the seven expensive shows were in the

adventure-.western category, which according to Sponsor Magazine, cost

on the average of $33,000 per half-hour-.third only to hour-long drama
and situation comedy.35 The industry-wide western-adventure trend, a
growing advertiser awareness of ABC sales potential, and the networkls
improved facilities were all factors contributing to a rise of expensive
new programming., Never before could ABC boast of as many new highly-

budgeted programs.

35"Network TV Show Costs Point to $300 Million Year," Sponsor
Magazine, X (September 3, 1956), 31.
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Six of the new series cost less than $26,000. Three of the

programs were one-hour musicals or variety shows-.lLawrence Welk!s

Top Tunes and Talent, Ray Anthony, and Ozark Jubilee. The three other

programs were the half-hour Bold Journey, Circus Boy, and Press Conference.

Program Production and Control. Two of the new programs were

"house-created-and-produced® by ABC Television.

Circus Time
Dean Pike

ABC jointly created and produced another two programs.

Adventures of Jim Bowie
Wire Service

All other additions were controlled by "packagers," advertisers

and their agencles, and other miscellaneous organizations.

Bold Journey Ralston-Purina Company

Jack Douglas
Broken Arrow TCF Productions (20th Century Fox)
Ford Theatre Ford Motor Company
Ravy Log CBS Films

U, S. Rubber Company
Omnibus Robert Saudek (Ford Foundation)
Press Conference Martha Rountree ‘
Ray Anthony Plymouth Division, Chrysler Corporation
Top Tunes and Talent Dodge Division, Chrysler Corporation
Telephone Time Bell Telephone Company

The Evolution of the Fall Schedule

Friday was an important evening for the ABC programmers. They
wanted to capitalize on the large Rin Tin Tin audience by placing a

strong adventure program in the 8:00 pm adjacency. Wire Service had

tentatively been scheduled, but was later replaced by Jim Bowie.
Chevrolet and Mogen David Wines renewed their respective Cross-

roads and Treasure Hunt programs (8:30-9:30 pm), as did Sterling Drug
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TABLE XXIII

PROGRAM COSTS OF NEW ABC COMMERCIAL PROGRAMS FCR NOVEMBER 1956

Programs costing $26,000 or more Cost

Omnibus $82,000
Wire Service 60,000
Conflict 58,500
Ford Theatre 40,000
Navy Log 35,000
Broken Arrow 34,000
Adventures of Jim Bowie 33,500

Programs costing less than $26,000

Ray Anthony Show 25,000
Top Tunes and Talent 22,500
Ozark Jubilee 22,000
Circus Time 15,000
Press Conference 1k, 000
Bold Jourrey 10,000

Based on Television Magazine's exclusive estimates of what
the advertiser paid for his program. Agency commission is included;
cost of producing the commercials is not.
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with The Vise at 9:30-10:00 pm. Ralston had previously cancelled

Ethel and Albert at 10:00 pm, and had moved to Monday with a new show.36

Plymouth, in September, ordered this 10:00 pm period, and then signed

Ray Anthony for a one-hour variety program.37

The Friday evening schedule included

7:30 - 8:00 Rin Tin Tin

8:00 - 8:30 Jim Bowie

8:30 - 9:00 Crossroads

9:00 - 9130 Treasure Hunt
9:30 - 10:00 The Vise
10:00 - 10:30 Ray Anthony Show

ABC initially planned to reprogram Thursday evening with two

new series: International Theatre (8:00.9:00 pm), and Command Performance

(9:00-10:30 pm). In May, Wire Service was purchased (altermate week)

by R. J. Reynolds Tobacco for Thursday at 9:00 pm, displacing Command

Perf.'o:rrm.me.38 ABC, the following month, abandoned its plans for

International Theatre, and tentatively scheduled Frontier Judge and

Joan Davis from 8:00-9:00 pm.3’9 There was, however, no advertiser inter-

est in the programs or the time periods (which face the Groucho Marx-

Dragnet, Bob Cummings-Climax competition).:C

Meanwhile, American Chicle, the sponsor of Ozark Jubilee on

36Variety, April 18, 1956, p. k1.
371pid., September 26, 1956, p. 23.
381pid., May 9, 1956, p. 27.

391vid,, June 20, 1956, p. 26.

4Orpid., Jury 18, 1956, p. 22.
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another evening, put an order in to move the program to 10:30-11 pm
Thursday. The network filled the entire 10:00-.11:00 pm period with
the country music show, hoping that another sponsor could be found
for 10:00-10:30 pm 2

With the Lone Ranger renewal at 7:30-8:00 pm, only the 8:00-
9:00 pm time period was unprogrammed. In September, ABC decided to

insert an evening version of the former Super Cirvus—.the network

believed this was an excellent time period for a variety hour. American

Metals bought a part of the ser'ies.h2

With this program insertion, the Thursday evening schedule was

set,
7:30 - 8:00 The Lone Ranger
8:00 - 9:00 Circus Time
9:00 - 10:00 Wire Service
10:00 - 11:00 Ozark Jubllee

Tuesday, one of ABC!s strongest evenings, was less of a problem.

Cheyerme /Conflict (7:30-8:30), Wyatt Earp (8:30-9:00), and Cavalcade

Theatre (9:30-10:00) were all renewed.

In May, General Electric purchased the 9:00.9:30 pm Wyatt Earp

ad;jacency.l‘3 It had originally planned to schedule the Alan lLadd Show

in the time period.m" Under ABC influence, however, the company

purchased Broken Arrow, an adventure-western, and inserted it at 9:00 pm,

Wlrpid., June 13, 1956, p. 22.
l‘zgg._ig., September 12, 1956, p. 22
W1bid., May 2, 1956, p. 29.
birpsg,, march 28, 1956, p. 28.
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ABC then had two continuous hours of adventure-western 1:~rogramming.’"S
The network filled out the remaining 10:00-10:30 pm time period

with Polka Go Round, an inexpensive WEKB program, formerly broadcast

on Friday evening.
The final Tuesday schedule included

7:30 - 8:30 Cheyenne/Conflict
8:30 - 9:00 Wyatt Earp

9:00 - 9:30 Broken Arrow
9:30 -~ 10:00 Cavalcade Theatre
10:00 - 10:30 Polka-Go-Round

Wednesday was another strong evening with both Disneyland and

the Wednesday Fights renewed for 7:30-8:30 pm and 10:00-11:00 pm.

Eastman Kodak, in May, ordered the 9:00-9:30 pm period, and

inserted Screen Director?s Playhouse until the fall, at which time it
ué

replaced the progrui with Ozzie and Harriet,

At the same time, Ford brought its Ford Theatre from NBC, where

the company was replacing the drame with Tennessee Ernie Ford. The

Ford ABC time period was set at 9:30-10:00 pm.k7

In August, Pall Mall and Pearson Pharmaceuticals bought Navy
Log from CBS Films, and ordered ABC's 8:30-9:00 pm Disneyland ».d;jac:ency.’"8
This was the first time the product of one network was broadcast on
another network (CBS Films is a subsidiary of the Columbia Broedcasting

System) .9

“?Eggg., June 20, 1956, p. 18.
YO1bid., May 16, 1956, p. 23.
hTEEEE-

hBIbid., July 25, 1956, p. 25.

49 1p1a,
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The completion of the Navy Log negotiations completed ABCts

Wednesday night structure.

7:30 - 8:30 Disneyland

8:30 - 9:00 Navy Log

9:00 - 9:30 Ozzie and Harriet

9:30 - 10:00 Ford Theatre

10:00 - 11:00 Wednesday Night Fights

There were many changes on Sunday evening, In the early spring,
ABC had acquired the Ommibus package, and promised the Ford Foundation
a choice Sunday evening time period., The ninety mimute program was
scheduled for 9:00-10:30 pm,50

In the fall, Pharmaceuticals? Original Amateur Hour was moved

up to 7:30-8:30 pm from its 9:30-10:30 pm time period. A survey for

Pharmaceuticals showing a steady rating increase for the Amateur Hour

at the expense of the Alcoa-Goodyear Theatre convinced ABC that the

show would stand a better chance against Ed Sullivan and Steve Allen

than would the Film Festival.51 Consequently, the motion pictures

were transferred to Saturday and the Amateur Hour, moved into 7:30-

8:30 pm Sunday,

Polka-Go-Round, a cooperative program, had been set in September

for 8:30-9:00 pm--between the Amateur Hour and Omnibus, When, however,

Corn Products agreed to purchase 8:30-9:00 pm for its Press Conference,

ABC quickly made the sale, and rescheduled Polka Time for Tuesday 10:00

pm--hoping that the show might arocuse sponsor interest in a less

competitive time period.52

5°Ib1d., April 11, 1956, p. 23.

5l1bid., May 23, 1956, p. 23.
521pid., October 17, 1956, p. 27.
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The final Sunday schedule included

7:30 - 8:30 Amateur Hour
8:30 - 9:00 Press Conference
9:00 -10:30 Omnibus

ABC had transferred Dammy Thomas to Monday night to be broadcast
at 8:00 pm when there would be more children in the a.udi.em';e.s3 In

addition, Ralston-Purina had moved its Bold Journey program into 7:30-

8:00 pm--choosing this time period because of a new marketing approach
designed to reach a family audience with stress on young children. In
May, Dodge ordered 9:30-10:30 pm for a second Lawrence Welk program,

Top Tunes and Talent, aimed at a younger audience than the Saturday

broadca.st.Sh

The Voice of Firestone had been renewed for the fall (8:30-

9:00 pm), which left only the 9:00-9:30 pm Bishop Sheen availability

opposite I Love Lucy. Though the program was not sold, it was neverthe-
less broadcast as a cooperative feature,

The final Monday schedule included

7:30 - 8:00 Bold Journey

8:00 -~ 8:30 Make Room For Daddy
8:30 -~ 9:00 Voice of Firestone
9:00 « 9:30 Bishop Sheen

9:30 =10:30 Top Tunes and Talent

There were few problems on Saturday night, ABC had moved Famous

Film Festival to 7:30-9:00 pm. With sponsor renewals for Lawrence Welk

S381:.511;emn1‘. expressed by Ted Fetter, ABC.TV Vice President ofw
Progress Department (persomal interview),

S)“"Report to Sponsors," Sponsor Magazine, X (October 15, 1956, 2.
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and Masquerade Party, the entire evening was programmed,

7:30 - 9:00 Famous Film Festival
9:00 -10:00 Lawrence Welk
10:00 -10:30 Masquerade Party

V. THE MARCH 1957 SCHEDULE

On October 22, 1956, Robert E. Kintner resigned as President of
the ABC Broadcasting Division-.citing irreconcilable differences between
himself and ABC-UPT,

lLeonard Goldenson, ABC.UPT President, and the parent company
had objec‘tedv to Mr, Kintper's one-man control over the Broadcasting
Division, insisting that he build a broad organization in depth and
delegate more authority.>” They also believed that he was too conser=

vative with expenditures for program development.56

Upon the resigration of Mr, Kintner, lLeonard Goldenson himself
assumed active control of ABC Television for at least six months. He
maintained two offices-.one in the Paramount building on Broadway and
the other at ABC's west side studios. Mr., Goldenson intended to imple-
ment his policy of consolidation and expansion of the ABC organization
by

1. A down-the-middle split between radio and television.
2. Complete autonomy for the new ABC-TV president. 7

55Variety, October 17, 1956, p. l.
561pid.

5Tbid., October 2k, 1956, p. 31.
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In October, Oliver Treyz was appointed Vice President of the
ABC Television Network. Mr. Treyz, formerly President of the Television
Bureau of Advertising, had an extensive sales and research ba.ckgromm:i.5 8
His program philosophies will be discussed in the next chapter, for it
was toward 1957-58 that his first concerted efforts were directed.

In November, Dan Melnick, a former staff producer at CBS Tele-
vision, was named ABC.TV#s first Manager of Program Development. The
formation of this departﬁaent was a symbol of the emphasis which ABC was
to place on progranming.59 Mr, Melnick was to assist in the development
of programs that would reflect ABC!s needs in terms of its audience and
what the advertisers would buy.60 The newly created department was to
also supervise all stages of program development by independent producers..
providing suggestions and guiding their work from the network?!s point
of view.61

Dan Melnick?s first job was to assist Ted Fetter and Robert
Lewine in the development of new daytime progra.ms.62

In December, Mr., Lewine resigned from his post as Vice President
of Programming and Talent and joined Robert Kintner at NBC. He was

replaced by James Aubrey, former Program Supervisor at CBS, Hollywood.63

58I‘nid., November 1l, 1956, p. L6.

595tatement expressed by Dan Melnick, ABC-TV Vice President of
Program Development (persoml interview).

601pid.
6l1piq,

62Variety, November 28, 1956, p. 29.

63“Aubrey Named to Direct ABC.TV Programming, Talent," Broad-
casting Magazine, L (December 17, 1956), 8.
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Mr. Aubrey expanded his Program Department in March 1957,
consolidating some formerly autonomous areas. He also hoped to add a

story division and several more men tc the producer-director category

to build more of a "live" programming staff for 1958-59.6b

Some of the changes in the departmental expansion 1nclu<bd65

J. English Smith, brought from California as the networkts
administrative programming chief, was put in charge of day-to-day
operations, assuming control after the programs had been selected.

Ted Fetter became the Director of Programs--heading a creative
department, instrumental in program choice, and serving, in part, as
an executive producer.

Sandy Cummings, once the Disneyland liaison, became the Coast
counterpart of Mr, Smith, reporting through him to Mr. Aubrey.

James McNaughton was appointed Mamager of Production Services
(construction, trucking, stages, graphic arts). Once part of the
Operations Department, it became a division of the Program Department,

Robert Adams was appointed as Hollywood's executive producer,
reporting to Sandy Cummings,

Ruth Kiersted became head of traffic and operations, serving
as liaison to the affiliates on program information.

The expansion of the Program Department was indicative of a
new philosophy. |

What we have been telling agencies and advertisers regularly
is that fIt's not the track, itfs the horse that counts.! More
and more of them are accepting this truism, that it is the horse,
the individual program, which is the critical factor. . .not the
channel on uhigg it runs-.whether that channel be an ABC, CBS or
NBC affiliate.

Slyariety, March 27, 1957, p. 26.

65Ib:l.d .

66ABC Television Research Department, "1957 Mother Goose Rhymes™

(a special report to ABC.TV affiliates at the Sheraton-Blackstone Hotel,
Chicago, Illinois, April 7, 1957).
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While most of the efforts of Mr. Treyz and his administrators
were directed toward 1957-58, there were nevertheless some immediate
changes in programming at mid-season.
There will be a retrenchment in feature films by late
March by dropping Famous Film Festival. A network should
provide stations wIth programs they otherwise would not have .67
In November, WFIL, Philadelphia, one of the important ABC
affiliates, had disputed the power of the British pictures by cancelling
them in favor of its own library of U. S. product. This represented
the first of many on-the-record actions showing that the stations did
not 1like the motion pictures.58
ABC did not, however, completely abandon the films., In March,
it rented twenty-six motion pictures for ore showing, at a cost of
$650,000 to $750,000. These American films--all popular box-office
attractions--were shown for the first time on a network basis.69 They
were broadcast Sunday nights, starting April 7th at 7:30-9:00 pm,
Omnibus had completed its ABC run--to accommodate the films in the early

evening period, the Amateur Hour was moved to 9:00 pm.70

The progranmers were concernsd with more than filling time.
This was an experiment with a time period in which ABC had always wished
to compete. If the films were successful, the network considered using

a similar approach for a projected fall series, The Gary Cooper Theatre--

5Thew York Times, November 11, 1956, Section II, p. 11.

68Variety, October 17, 1956, p. 36.

69"1?.!(0 Feature Films Rented by ABC," Broadcasting Magazine LI
(March 11, 1957), 56.

TO1bid.

S——
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scheduled in the same Sunday time period.7l

ABC had planned to cancel the Afternoon Film Festival as soon

as it had developed some salable daytime programs. Audition kinescopes

were made for What®s The Name of that Song, Win Your Way, Guest of

Honor, What Makes You Tick, Lucky Lady, Parley, and Man In Your Life,

These shows were for the most part "live" audience participation games
and quizzes., Although $100,000 was spent for the production of these

"kinmnies," only Man In Your Life and Lucky Lady were considered for

broadcast--the other shows, it was decided, did not turn out well
enough.72 None of the properties under development were telecast at

mid-season,

Program Cancellations

Dupont Cavalcade Theatre - Low ratings,

Famous Film Festival -~ Pre-empted with stronger programming.

Masquerade Party - Low ratings and corporate changes within

Lentheric.

Ray Anthony Show ~ Low ratings.

Omnibus - Low ratings and no advertiser interest.

Program Additions

Air-Time 57 - Vaughan Monroe in an Air Force Reserve musical
variety program.

Mpiq,

T2Interview with Ted Fetter.
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The Big Beat - Alan Freed emceed this "rock ™ roll* variety
program, leaturing top recording stars in performances of their hit
records. (This was an attempt by ABC to develop a teen-age show for
the Saturday 7:30-8:00 pm time period. The network had originally
broadcast a two week sustainer the precgding May, titled the Rock W
Roll Review, also starring Alan Freed.)!3

Hollywood Film Theatre - A series of twenty-six American-made
motion pictures,

Date With the Angels - Betty White and Bill Williams were
featured as a young married couple, Dream sequences were often used,
as well as stage asides and monologues.

Popsicle Show - A seven week children's variety series starring
Paul Winchell, Senor Wences, Olsen and Johnson, Ben Blue, and Jerry
Calonna,

Telephone Time - Frank Baxter served as the storyteller in this
filmed aNthology series. (Bell Telephone took Telephone Time to ABC
because it could not get a suitable time period on NBC or CBES. The
program was formerly broadcast on Sunday at 6:00 pm on the CBS Network.)'m

This Is Galen Drake -~ Galen Drake starred in a variety program
with featured vocallsts Stuart Foster and Rita Ellis, There were songs,
debates (i.e. a father and a teen-age daughter discuassed Elvis Presley!s
influence on teen-agers), and a sequence devoted to biographing a guest
persomality.

VI. THE AUGUST 1957 PROGRAM SCHEDULE

Program Cancellations

Air Time 57 - Pre-empted with stronger programming.

Bishop Sheen -~ His ABC contract had expired,

Circus Time -~ Low ratings.

Ford Theatre ~ Low ratings.

Galen Drake - Low ratings,

"variety, May 8, 1957, p. 3l.
Th1pid., Pebruary 27, 1957, p. 22.
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Make Room For Daddy - The original ABC-Louis Edelman pact was
a two year agreement in whnich ABC and Mr, Edelman shared owrership in
the series. Subsequent yearly extensions resulted in basic alterations
of the origimal contract, giving Dammy Thomas and Mr. Edelman the right
to go elsewhere if ABC did not give them a firm production go-ahead by
a certain date, ABC was uncertain that it could sell the program for
1957-58, and held back on the production go-ahead beyond the deadline,
William Morris, the sales agent for the show, began negotiatioms with
agencies and came up with the General Foods - CBS agreement, which
moved the program to the CBS Network.75

The Original Amateur Hour - Low ratings,

Treasure Hunt - Low ratings,

The Vise -~ Low ratings,

Summer Cancellations

Dean Pike
John Hopkins File 7
Voice of Firestone

Program Additions

During the summer, Ted Fetter called on a young Philadelphia
disk jockey to ask him to promote ABC-Paramount records on his WFIL radio
and television shows., At this meeting, the disk jockey, Dick Clark,
told Mr. Fetter about his popular teen-age dance program on local
Philadelphia television--stating how well the show could do mtiomlly
if given the proper exposure. At the time, ABC wanted to replace the

Afternoon Film Festival with a more popular form of inexpensive program-

ming. The development of the daytime properties had been for the most
part unsuccessful. With the attitude that the network had nothing to

lose and everything to gain, Mr., Fetter told Clark “if you can bring

75Tbid., April 3, 1957, p. 39.
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the show in for less money than the movies, wetll give it a four week
trial.n7®
WFIL and the disk jockey made an offer for an hour-and-a-half
"gcross-the-board® program at $50 a week less than the cost of the films.,
In the days that followed, Mr. Fetter persuaded the ABC administrators
to give the show the allotted four week trial per:lod.77

The American Bandstand story is now part of daytime television

history. When the program was broadcast and the Nielsens came in, ABC

realized that it had a wimner not only in the Bandstand, but also in

Dick Clark as a potential personality. A combination of experimentation
and some old fashioned luck brought success to ABC when it had least
expected it., With the Bandstand, the network had a powerful hold on

the late afternoon-~something it had actively attempted to do since 1953,

All the new programs were summer replacements, with the exception

of Mike Wallace, to keep the various time periods in operation.

ABC Presents - No information available.,

Billy Graham - A summer series featuring highlights of his
crusades.

Compass- No information available,

Country Music Jamboree - Red Foley starred in this revised
edition O Uzark Jubilee.

Cowboy Rodeo - Live broadcasts from a New Jersey rodeo.

Flight Number Seven - No information available.

T Tnterview with Ted Fetter.

TT1pid.
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Focus - No information available.

Football Highlights - No inforination available.

Industries for America - No information available,

Key Club Playhouse - No information available.

Midwestern Hayride - Country music from Cincimmati, Ohio.

Mike Wallace Interview - Mike Wallace interviewed controversial
people in an atiempt to investigate particular subjects "in depth.*®

VII. AN EVALUATION OF THE 1956-57 SEASON

ABC contimued its up-hill struggle in the 1956-57 season.

There were program successes like Broken Arrow, Lawrence Welk?s Top

Tunes and Talent, and Jim Bowie. But, on the other hand, there were

other new ABC programs which were high in prestige value, but low in

audience appeal--among them Omnibus and Press Conference. ABC had been

gsuccessful in attracting many advertiser controlled properties--Telephone

Time, Navy Log, Ford Theatre, Bold Journey--though these were for the

most part poor audience builders, Only Broken Arrow and Top Tunes and

M rewarded ABC with substantial rating returns.

The network began planning for 1956-57 a full year in advance,
spending close to a million dollars for the development of program
properties in association with independent producers. Each mew program
was developed withthe idea of bolstering a certain position in the
schedule. The network had also prepared concepts for “gpecial" programs
with the guidance of the Theatre Guild, Metropolitan Opera, and the ABC
News and Special Events Department. Adwvertisers, however, were reluctant

to buy these shows, afraid of the results they would get on ABC.
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Consequently, only Wire Service and Jim Bowie, of all the prospective

series and “specials%, were sold for 1956-57.
The network was unable to make a more concerted effort to sell
these shows because it had the important task of selling program

commitments--Mickey Mouse, Afternoon Film Festival, Famous Film Festival,

Bishop Sheen, Wire Service, Circus Time, John Daly and the News, and

Omnibus, Though ABC had extended its daytime program service it

suffered a severe loss in revermes with 8 available (%) hours of E_i_.glsg
Mouse--as well as varying amounts of unsold evening time. This financial
situation was reflected in the fourth quarter report for 1956 which
disclosed that network earnings had dropped, as compared with that
quarter in 1955,

By mid-season, however, ABC could point to a strengthened program

schedule on Tuesday, with the addition of Broken Arrow to a ninety

minute action block; and early Friday, with the new Jim Bowle series as

the Rin Tin Tin lead-out. The network was now dominant on Tuesday

(7:30-9:00 pm), Wednesday (7:30-8:30 pm), and Friday (7:30-8:30 pm).
Moreover, Top Tures strengthened late Monday evening, as did the
Saturday Welk Show the season before,

Other portions of the schedule were less gratifying. The net-
work had filled many time periods with weak advertiserst! programming
to derive additional revemues without which it could not exist, Mid-
season, however, the situation showed signs of change.

Robert Kintner resigned as President of ABC..with many of his
closest aids following him in a move to NBC. Leonard Goldenson assumed
active control of all broadcasting activities, and subsequently appointed

Oliver Treyz as the new Vice President of the autonomous television
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network. Other appointments included James Aubrey as the r;ew Taient
Vice President and Dan Melnick as the newly-created Manager of Program
Development, There was also a reorganigzed Western Program Division
and a general departmental consolidation and expansion-.highly
indicative of the newly asserted importance of programming.

The new administrators made a few key program changes at mid-
season. The English films, which had been poorly accepted by the
stations and the television audience, were displaced by more popular

programming; Omnibus was cancelled; and Wire Service was transferred

to early Monday evening, and Danny Thomas and Bold Journey to Thursday.

Through a combination of luck and experimentation, ABC had acquired

the popular American Bandstand, and Dick Clark, a potential star. In

addition, Bell Telephone brought its Telephone Time to ABC from the

CBS Network.

This was only a beginning for a new ABC. Mr. Treyz and his
staff had the basic foundation on which to build, shape, and remold
the ABC program schedule., There was a nucleus of highly rated programsa-

Cheyenne/Conflict, Wyatt Earp, Disneyland, Broken Arrow, Ozzie and Harriet,

Wednesday Night Box:’t_g_g, The Lone Ranger, Rin Tin Tin, Jim Bowie, the

Mickey Mouse Club, the two Lawrence Welk hours, and the American Bandstand.

In addition, more money would be available for new programming to fill-
in weak spots in the schedule.

With improved station clearances and increased industry stature,
Messrs., Treyz, Aubrey, Fetter, Melnick, and the entire ABC Television
Network hoped to write the most successful chapter in the ABC story --
the 1957-58 season.



CHAPTER VIII

THE 1957-58 SEASON

The "adult western" became a major program type in 1957-58 with

nine new series scheduled-wTrackdown, Have Gun, Will Travel, Restless

Gun, Wells Fargo, the Californians, Wagontrain, Tombstone Territory,

Colt L5, and Maverick.

There was also a pronounced increase in the number of variety
shows featuring popular recording stars of the day; Patti Page, Nat
Cole, Giselle MacKensie, Guy Mitchell, Pat Boone, Frank Sinatra, and
the Metropolitan Opera's Patrice Munsell were all starre»d in network
series,

Detective drama, for the first time in many seasons, showed

signs of renewed growth--with Perry Mason, McGraw, M-Squad, the Thin Man,

and Scotland Yard added to the program schedules, Dramatic anthologies

were, however, declining in 1957-58-.with cancellations of the Alcoa-

Goodyear Playhouse, Robert Montgomery Presents, Medic, Jane Wyman,

Circle Theatre, and Ford Theatre,

Situation comedy was still flourishing in the 1957-58 season

with the addition of Bachelor Father, Sally, Dick and the Duchess, Eve

Arden, and Leave It To Beaver., The Ystand-up" comedians, however, were

less fortumste-~programs featuring Herb Shriner, Arthur Godfrey, Sid
Caesar, and Jackie Gleason were cancelled before the start of the season.

NBC and CBS continued to realign their programming in the face
of mounting ABC competition. NBC reprogrammed 7:30-8:00 pm Monday

through Friday, replacing the rmusic and news shows with half-hour

223
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versions of the Price Is Right, Nat Cole, Tic Tac Dough, Mark Saber,

and the one-hour Wagontrain. Almost every time period in which ABC
showed strength was bolstered in this manner.

In 1957-58, the NBC and CBS "specials" were irregularly
scheduled, so that no show got pre-empted more than twice--the one
out of four week program was a thing of the past. The number of
specials" nevertheless increased--with the networks scheduling more of
them than ever before,

For the first time the mumber of filmed hours had surpassed
“live,%" synonomous with the growth of Hollywood as a production center.,
Television prices contimued to rise with split-buys and participations
outrumbering single sponsorships.

ABC Television prepared to face more competition than ever before.
Robert Kintrner was now heading the opposing NBC team, using many of the
tactics he had originated at ABC (including action programming). CBS
had also recognized the importance of the action formula as evidenced
by many of its program changes. The older networks were aware of ABC!s
potential strength and were determined to meet the young contender on

its own grounds,
I. ABC PROGRAM PHILOSOPHY

Leonard Goldenson and Oliver Treyz had decided that the most
important tool for building a competitive network was programming.
We tve perhaps been too negative about our coverage . . .

To the extent a Rrogrm is of A quality, stations will react
with clearances.

lyariety New York, October 31, 1956, p. L6.
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The ABC-UPT organization was to make substantially more

investments than in the past.

Increased expenditures were now feasible because2

l. Television advertising tudgets were increasing steadily
throughout the industry.

2. The size of the television audience was expanding with
new "gsets-in-use® and the approach of total U. S, set
saturation,

3. ABC clearance problems were being solved rapidly. More
new stations were authorized and a good program could clear
time on CBS and NBC basic stations.

For this concerted programming effort, ABC.UPT secured a sixty

million dollar loan--half of which was to be used as working capital

and made available to the ABC Division.? A portion of the money was

alloccated toward the expansion of ABC facilities.

gradually build toward "live" equality with CBS and NBC-.with modern-

ization of its studio plants in New York, Chicago, Los Angeles, Detroit,

and San 1?‘rancitsco.,-l

schedule in an all out effort to develop and acquire talent and program-

ming.

Millions of dollars were also poured into the ABC program

We 'fre not seeking to raid the other two networks, Our

emphasis will be on developing new programming and new clients
for television.s

Mr, Treyz and his aldes concentrated on only a few program types,

1957), 35.

2I’bid., November 7, 1956, p. 25.

31Tbid., December 16, 1956, p. 2l.
b1pid., p. 2.

S"Now Itts the Big Three," Sponsor Magazine, XI (February 23,

The network hoped to
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with which the network had previously been successful; developed and
acquired a small group of talent; scheduled programs in a planned and
logical fashion, with an increased reliance on audience research;
concentrated on one or two evenings a season; and attempted to enter

the daytime on a more competitive basis,

Concentration on a Few Program Types

Oliver Treyz began his work at ABC with a basic philosophy--
gear the network?!s programming to the young, post-war, large~family
audience-.with action-adventure shows, complimented with bright-faced
young Singers and warm family-type situation comedies, These younger
"get-age" families (as ABC referred to them) had more vitality and more
time to watch television.6 These were the people who most rapidly
changed their viewing habits, In addition, they were the largest and
most important segment of the population in terms of consumer buying
power.’

Audience research had disclosed that the adventure-western
appealed primarily to this young family group. The ratings of Cheyenne,

Wyatt Earp, Disneyland, Jim Bowle, and Broken Arrow documented this,
8

as did the compositional breakdowns of their audiences.

The changing complexion of the television audience itself

6Statemnt expressed by Leonard Goldenson, President of American
Broadcasting-Paramount Theatres, Inc. (personal interview),

Tstatement expressed by Fred Pierce, ABC-TV Manager of the
Research Department (personal interview),

8Ib:l.d.
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dictated this approach. Television had changed from a metropolitan
medium to a truly natiomal one, with the rural audience growing from
five to fourteen million homes.’ These new viewers had to be considered,
for they could directly affect a network!s programming. The Milton
Berles and Jackie Gleasons, who were wvery popular in the big cities,
were not as well received by rural America. The Lawrence Welks,
however, who would not have made it in the earlier days, were overnight
sensations, The “head of the creek" audience favored the westerns,
adventures, and mysteries--the "escape programming"-.as did many of
their big city neighbors.

Mr., Treyz referred tothe action-adventure catégory as the
"bread-and-butter" programs--the programs which appealed to a mass
audience--the lifeblood of any network, designed to reach millions of
people. Messrs, Goldenson and Treyz believed that ABC was completely
justified in programming to this large audience.

A network!s primary objective in selecting most of
its programs, but not all, is to choose those it belleves
will appeal to the most viewers--always subject, of course,

to the dictates of good taste and public welfare .10

When asked by Television Magazine, Is There a Programming Crisis -.

in reference to the high percentage of "bread-and-butter® programming
in 1957-58 —= Mr, Treyz replied that advertisers and agencies desired

to "play it safe"_-"it takes guts not to imitate success."ll He did,

IStatement expressed by Jules Barnathan, ABC-TV Vice President
of Research and Station Clearance (personal interview),

10 rticle in Sponsor Magazine, XI (May 10, 1957), 116.

11“Is There A Programming Crisis?" Television Magazine XIV
(Pebruary 1957), 52.
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however, believe that there was a more important issue involved., "The
point is that it is the quality of the specific show, not whether it
conforms to any fad, that is ba.sic."12

Situation comedy also appsaled to the large family group. _O_z_zgg

and Harriet had attracted "get-age" audiences for many seasons because

of its warmth, believable characters, and close knit family group,
wvhich permitted maximum viewer identification,l3 Programs of this
nature were to be broadcast on ABC.
Such shows are expensive because they depend on top

writing and performances on a star level. He'ﬁ going

ahead with them, but we're developing our own.

The bright-faced young singers were all popular recording stars,
Frank Sinatra, Guy Mitchell, and Pat Boone had sold millions of records,
to primarily young x:uaople.15 The prograsmers believed these handsome,
youthfunl persomalities would also appeal to the "get-age® television
andience.l6

The structure of future ABC television programs was to also be
modified, with the anticipation of more one-hour, and hour-and-a-half

series.

12 pia.

138tatemnt expressed by Ted Fetter, ABC.TV Vice President of
the Program Department (persomal interviews.

1'hEvely'ﬂ Konrad, “TV Programming: Fall 1957," Sponsor Magazine,
XI (Pedbruary 9, 1957), 3k.

158tatemnt expressed by Dan Melnick, ABC-TV Vice President of
Program Development (personal interview).

161pid.
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Television is finding that the hour show often has
more strength than the half hour. You can tell a full
story in one hour, rather than just touching ore inci-
dent or doing a character study as you do in a half
hour.

Talent Development

For the first time in four seasons, ABC Television acquired a
group of "star-power" personalities. The network had negotiated with
Julius LaRosa, Art Carney, Lou Costello, Guy Mitchell, Pat Boone,
Frank Sinatra, and Mike Wallace-=successfully signing Frank Sinatra,
Pat Boone, Guy Mitchell, and Mike Wallace.l8

The three year Frank Sinatra contract, signed in November, was
"the first major result of ABC.UPT!s concerted drive to create new
network programs with high audience and sponsor appeal for the 1957-58
broadcast season."’ In an agreement made through the William Morris
Agency, ABC purchased, for three million dollars, an interest in the
performer¥s Kent Productions in exchange for an equal amount of ABC.UPT
shares.?0 In so doing, it obtained the vocalist®s exclusive services
for a weekly half-hour show, two one-hour "specials" for three years,
as well as exclusivity in his theatrical films once they had exhausted

their box office potential.al Mr, Sinatra was guaranteed a minimum of

17wy Programming: Fall 1957," Sponsor Magazine, loc. cit.

18Variety, January 30, 1957, p. 2L; and February 7, 1957, p. 27.

194AB_PT Secures $60 Million Loan," Sponsor Magazine, XI
(December 24, 1956), 58.

2O‘l‘ariet.y, December 5, 1956, p. 33.

Avig.
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$250,000 a year. The importance of this agreement lay not only in the
acquisition of Frank Sinatra as a potential network personmality, but
also in ABC!s willingness to outbid both NBC and CBS.22

In Jamuary, ABC Television acquired the services of Mike Wallace,
a prominent personality in New York television. For an estimated
$100,000 annual guarantee, Mr, Wallace appeared in a weekly interview
program, and was eventually called upon to appear on other ABC shows.23
Similar arrangements were made with Guy Mitchell and Pat Boore.

Leonard Goldenson was extremely influential in these talent
agreements. Using his legal background &s a talent negotiator, he made
mny of the arrangements himself. "One of his strategies," a friend of
his stated, was "to put a guy in business for himsel:f'."m'1 This made it
possible for the star to work and stay out of the high tax bracket

through the formation of his own company.

Night By Night Plarmed Programming

In past seasons ABC had sold time first and then considered
program scheduling. For 1957-58, however, Mr, Treyz hoped to make
substantially more use of audience research in plamning the schedule--
employing counterprogramming and compatible "thematic" programming.

Counterprogramming was not a new innovation; it had been used

for years on both radio and television and was a matter of simple logic.

22Tpid., November 28, 1956, p. 2l.
23Variety, January 16, 1957, p. 28.

2lnThe TV Fan Who Runs A Network," Sponsor Magazine, XI (June
15, 1957), L8.
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The concept affords a flexibility of program choice so that there are
not three westerns or three comedies scheduled at the same time;
instead, a contrasting type of programming to the types already offered
is provided in a specific time period. The new program might appeal to
a different segment of the audience than the other shows, or to the same
gegment but in greater degree.25 An illustration would be the schedul-
ing of a western against two varieties, or a mystery program against a
panel show and dramatic anthology. In both cases, the new program
appeals to a different portion of the audience than those programs
already offered.

ABC had first experimented with counterprogramming in 1953

with the scheduling of the Mask at Sunday, 8:00 pm opposite Ed Sullivan

and the Colgate Hour. Since that time, it had successfully used this

approach with Disneyland, Warner Bros, Presents, and Wyatt Earp. For

1957-58, ABC plammed to actively use counterprogramming, especially in
those time periods where CBS and NBC had highly rated but nevertheless
vulrerable programs. Synonomous with the concept was the idea of
scheduling certain new programs one half-hour earlier than their compe-
tition. A combination of the right counterprogrammed time period and
a strong property could produce gratifying results, as was illustrated
by Maverick in 1957-58.

The programmers also placed more emphasis on the compatibility
of adjacent programs to obtain maximum audience retention from one show

to anot.her.26 A regulation of the audience flow could considerably

D Interview with Fred Pierce.

261144,
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lessen "mid-stream" dial changing if programs of similar appeal were
presented one after another. Compatible programming could include
similar program types adjacently scheduled or a combination of different
program types appealing to the same segment of the audience. ABC had
learned that situation comedy flowed well into action, and action into
comedy--this was not the case, however, with dram, which was generally

27 In

incompatible as an adjacency with either comedy or adventure.
many instances, the network set the position of a new program ahead of
sales to insure the proper adjacency and audience flow. The tentative
plans for 1957-58 (many of which were never realized) included a

Sunday block of the one-hour MGM Mystery Theatre and Amazon Trader;

a Monday evening adventure block of Wire Service and Snowfire from

7:30-9:00 pm; the Californians lead-out for Jim Bowie at 8:30 pm

Friday; and a ninety minute western-adventure block for Saturday
evening.

There were some plans which became realities for 1957-58. ABC
had definitely decided that the wvaluable 8:30-9:00 pm Disneyland

adjacency would be programmed with a strong western. The time period

had been purchased by Bristol Meyers, who plammed to insert its owm

program. The company selected Ziv!s Gunfire Pass, starring Richard

Eastham. ABC, however, refused to accept the series on the basis of the
pilot "in its present i‘orm."28 This was the first time the network had

exercised its right of refusal on a nighttime program in a time period

27Interview with Leonard Goldenson.

28Variety, May 29, 1957, p. 26.
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already owned by a willing sponsor. The Bristol Myers contract con-
tained an express contingency that ABC had equal program approval
rights.29 A second pilot film was made--financed by ABC, Young and
Rubicam Advertising, and Ziv Television.-in which the young town
marshall, origimally the second lead, was upped to the lead, with the
older editor, the origimal lead, relegated to a secondary role.3C
ABC accepted the reworked pilot which was more in line with what it
desired.

The network had decided that the Frank Sinatra Show was to be

the pivotal point for either Thursday or Friday evening in a 9:00 or
9:30 pm time period, When the program was definitely set for Friday

at 9:00 pm, it pre-empted Mogen David?s Treasure Hunt--resulting in a

program cancellation. The programmers, however, had pre-determined

that Frank Sinatra would be scheduled at this time.

When Firestone renewed its Monday music program, it also faced
a network pre-emption. ABC wanted to hold the 6:30-9:00 pm time period

for a stronger rating potential, and consequently moved The Voice of

Firestone to 9:00 pm.
There were many programs which were scheduled because of sales,
ABC was not yet in the position to reprogram its entire nighttime

schedule.n In such cases, the network attempted to place the advertisers?

29 Ibid.,
3O1pid., August 28, 1957, p. 26.

3nterview with Ted Fetter.
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programs in a reasonably logical, compatible mammner., The Thursday

line-up with Circus Boy, Zorro, Real McCoys, Pat Boone, 0SS,and Navy

E._c_:_g_ was certainly not entirely plammed ahead of sales--it rather

evolved as part of the sales proéess and a general idea of which programs
would comprise a compatible evening. All of the Thursday shows had a
get-age" appeal, with no apparent inconsistencies in the arra.ngexmant.3 2
Late Wednesday also evolved in a similar manner, While the network
realized that it would not be this successful on every night, it hoped
for compatible programming on those evenings which it planned to

strengthen,

Concentration on One or Two Evenings

The tentative plans for 1957-58 called for the strengthening of
Monday, Thursday, Saturday, and Sunday--evenings for whichthe network
would either build or buy Y“bread and butter" programs,

The Sunday 7:30-8:30 pm time period was to be filled with a
western, adventure or mystery d;'am to counterprogram against Ed Sullivan

and Steve Allen, and build a foundation for the late evening., The MM

Mystery Theatre wasariginally considered, but subsequently replaced

by Maverick.

The programmers anticipated a Monday adventure block with Wire

Service (7:30-8:30 pm) and another action program. Since there was no
advertiser interest, the plans were cancelled in favor of immediate

time sales,

321p44,
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Thursday was to be completely reprogrammed from 7:30-10:30 pm.
An evolutionmary sales process and ABC!s determinmation to schedule

Pat Boone, Zorro, and the Real McCoys on this evening resulted in the

final schedule,?>
A Warner Bros, western and an adventure companion.piece were

anticipated for Saturday night. Conflict, Maverick, Dallas, and

Amazon Trader were a few of the many programs scheduled in the 7:30-

9:00 pm period, Because none of them were sold, the idea was abandoned

for 1957-58.

Expansion of the Daytime Service

During the 1956-57 season, ABC had been preparing for a more
extensive daytime operation. The network had installed a new "D for
Daytime" rate structure--calling for one-third, rather than the
customary one-half, of the nighttime rate. The new policy, applying
only to exclusive ABC affiliates, prevailed until 5:00 pm. ABCwas the
only one of the three television networks to offer a departure from
the standard one-half rate.3 b

The programmers were certain that ABC's entrance into the day-
time would boost the existing "sets in use" total,

We expect to get the existing audiences reached
by our affiliates now and then some ,3

33Interview with Fred Pierce.

3h"ABC-TV Plans Daytime Rate Cut," Broadcasting Magazine, LII

(February 11, 1957), 87.

35nTy1s Hottest Battleground," Sponsor Magazine, XI (April L,
1957), 38.
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The strategy was to build around video tape and counter-
programming to reach younger audience groups. The daytime programming
was to be on "clock time," giving ABC an advantage in the Central Time

36

Zones where the majority of viewing occurs, The competition would be

less formidable at these times in Central and Pacific time-~.competing

against local programming and early afternoon feeds from CBS and NBC.37

There were to be no soap operas, but instead, shows appealing to younger

women in an attempt to counterprogram against the NBC and CBS competition,
Six "live® shows were auditioned for the 3:00-5:00 pm period,

but were mever broadcast. The American Bandstand experiment in the

sumer of 1957 had become an overnight sensation, and was retained in

the ninety minute pre-Mickey Mouse adjacency.

ABC then plamned to enter the early afternoon, starting at three
and moving back a half hour at a time, but these plans were not fruitful
for 1957-53-3B

ITII, ABC PROGRAM DEPARTMENT

In January, Mr. Treyz hired Gene Accas from the Television Bureau

of Advertising to act as his administrative assistant in all phases of

the network?'s operations, »

36Ibid.

3?Ibid .

38upBc_TV Ready to Pull Out the Stops,® Broadcasting Magasine,
LII (Jamaary 28, 1957), 27-28.

3Variety, Jamary 30, 1957, p. 23.
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To hasten the network's entrance into the daytime, ABC appointed

for the first time, an executive producer for daytime programs -- Armand

Grant, formerly General Manager of WBAL-TV, Baltimore.ho

Another network executive producer was added in late-August,

when Johnny Stearns,a former NBC staff producer, joined ABG.U:2

There vas one administrative change for 1957-58. J. English

was replaced by John (}reen.hl

Smith resigned as Administrative Manager of the Program Department, and

The ABC Program Department for 1957-58 included

Leonard Goldenson
Oliver Treyz
James Aubrey, Jr.
Ted Fetter

Daniel Melnick
Armand Grant
John Green

Sandy Cummings
Richard DePew
Thomas M. Lufkin
Rowe S. Gleson
Don Van Atta

Charles Mortimer
William Seaman
James McNaughton
Bernard Paulson
Louis F. Sanman
Robert Adams
John Stears
Freelon Fowler
Frank G. Ralston

Selig Seligman
Ruth Kiersted

President, ABC.UPT, Inc.

Vice President, Television Network

Vice President, Programming and Talent

Director of Television Programs

Manager of Program Development

Executive Producer for Daytime Television

Administrative Manager of the Program
Department

Administrative Manager, Western Division

Manager of Television Program Operations

Program Manager, Western Division

ABC-Walt Disney Coordinator

Assistant Coordimator, Walt Disney
Productions

Manager of Program Production

Program Service Manager

Director of Production Services

Manager of Production Services

Production Supervisor for Live Originations

Executive Producer for the Western Division

Executive Producer

Film Program Manager

Director of the Western Division
Film Department

Program Development, Western Division

Program Traffic and Operations

4Oryiq., May 8, 1957, p. 27.

Wlrpig., June 12, 1957, p. 31.

hzlbid., August 28, 1957, p. 25.



238
IV, PROGRAM DEVELOPMENT AND ACQUISITION

ABC strengthened its alliances with Hollywood’s major studios
and independent producers. In November 1956, the network made an
agreement with Warner Bros. to base its film production at that studio.
Many of the ABC independent producers were to occupy the proposed
million.dollar administration building, which was to be completed by
May 1957. The ABC-Warner Bros. agreement was an urmsual one because
it was "non.exclusive;" there was no stock purchase or exchange of
options involved in the proposed plarl.h3 The network did, however,
anticipate many new Warner Bros. programs for 1957-58,

ABC financed the pilot films for Maverick and Colt 4S. Presen-

tations were also prepared for other Warner program concepts, including

Amazon Trader, The Texan, Billy the Kid, the Oklahoma Kid, and a general

drama bl The network was able to sell Maverick, Colt 45, and Sugarfoot

(the Tuesday replacement for Conflict), increasing the Warner-ABC out-
put to two-and-a-half hours a week.

ABC also signed a nine million dollar production pact with Walt
Disney for 1957-58, calling for 110 half-hours of film for the season.l?
Included was _Z_g:_x;g, a new live.action adventure program, based on the
fictional character of the same name,

Zorro was jointly developed by ABC and Walt Disney Productions -

U3yariety, November 28, 1956, p. 7.

m‘Variety, February 18, 1957, p. 66; and May 8, 1957, p. 25,
hsIbid., Jamiary 23, 1957, p. 22.

———te
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the network and producer agreed on the initial concept and worked

side by side on all stages of development. When the program was ready
for broadcast, the production responsibilities and creative control
passed to Mr. Dis.ney.b6

In addition to the thirty-nine half hours of Zorro, ABC con-

tracted for sixty-five hours of a new half-hour Mickey Mouse Club and

twenty-six new hours of Disneyland, bringing the weekly ABC-Disney
output to four hours of film product a \ﬂaek."‘7
Metro Goldwyn Mayer and ABC Television had jointly plamned a

new series of one-hour mysteries, titled the MM Mystery Theatre. The

companies were to split all production costs and profits, with the net-
work plamning to spend as much as $100,000 for the pilot film.118 Under
the terms of the agreement, MGM was to supply material from unproduced
scripts and adaptations of past theatrical films. Unfortunately,
however, the idea for the show aroused little sponsor interest, and
the pilot film was never produoed.b'9

Many prospective series were developed with Hollywood 1inde-

pendent producers, ABC worked on two programs with Louis Edelman-.the

Californians, for which a pilot film was produced, and Tin Pan Sally.SO

When Mr, Edelman and ABC severed their relationship, the producer, in

addition to moving Make Room For Daddy to CBS, took the Californians?

héInterview with Dan Melnick.
Ylyariety, Jamary 23, 1957, p. 22.
b8rpid., February 20, 1957, p. 22.

l‘9Irrberviev,t with Dan Melnick.
SOVariety, November 28, 1956, p. 22.
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pilot and the Tin Pan Sally show concept to NBC.5 1

The network also financed pilot films for Johnny Pilgrim, a

Pine-Thomas-Shane Production, starring Monash; U, F. 61, a police
adventure series produced by Norman Frank and Stanley Niss under Norss

Productions; Man Against Crime, starring Darin McGavin, a Revue Pro-

duction; Motive, starring Mike Wallace, and produced by Mr. Wallace;

and an audition kinescope for Fame and Fortune .52

In an umusual three-way planning and production agreement, ABC,
Frederick W. Ziv, and Young and Rubicam Advertising jointly fimanced

and produced the second pilot film for Tombstone ’I‘erri‘bor:,'.5 3

Several program properties were acquired by ABC, with the net-
work playing little or no part in their development. A case in point
was the commitment for twenty-six episodes of the Real McCoys. Irving
and Norman Pincus had created the program and had formed,with Walter
Brennan, a company called Brennan-Westgate Corporation, which produced

the show with Damny Thomas? Marterle Productions.Sh

ABC was first to
see the pilot, and committed for the twenty-six episodes.55
The network made similar program acquisitions for the Frank

Cooper "package," Keep It In The Family, Ziv!s West Point Story and

5linterview with Dan Melnick.

52Va.ri.ety, September 13, 1956, p. 98; November 28, 1956, p. 25;
and February 6, 1957, p. 37.

531bid., June 6, 1957, p. 36.

Sh1yid,, March 6, 1957, p. 25.

5 SInterview with Dan Melnick.



2l
Don Feddersont's daytime series, Do You Trust Your Wife.56 The network

had considered the acquisition of Snowfire, a juvenile film series, but

later decided against the show because of a disagreement with the

producer over program content and storyline.57
ABC optioned many other program ideas and pilot films--including

Primrose, a western; Win A Million, a big money quiz; Do You Trust Your

Wife, with Edgar Bergen; Masquerade Party, a panel program on NBC;

Johnny Come Lately, starring Jack Carson (a pilot film origimally

financed by NBC); Maggie, a situation comedy starring Margaret OfBrien,
and produced by McCadden; a proposed one-hour Gary Cooper western, to
be produced by Allied Artists; Delbert Mannts Escape, an action-suspense

thriller; Screen Gems? Showboat and Dr., Mike series; and re-runs of the

Bengal Lancers and Jungle Jim for a proposed 5:00-5:30 pm childrents
58

tgtrip"., None of these programs were sold.
The acquisition of "live®" programming involved more complicated

arrangements, The Frank Sinatra, Pat Boone, and Guy Mitchell shows were

bought in the idea stage, after the network had signed contracts with

each of the persomlities.59 The Frank Sinatra Show was a joint ABC-

Kent Production, though in reality ABC had 1ittle control over the

showts d(r':velopment.60 Guy Mitchell, on the other hand, was a General

50Yariety, July 3, 1957, p. 363 July 17, 1957, p. 30; and
October 2,1957, p. 30.

5TIbid., April 17, 1957, p. 27.

5eri.d., February 13, 1957,p. 33; February 27, 1957, p. 21;
May 22, 1957, p. 27; June 5, 1957, p. 25; July 23, 1957, p. 23; and
August 28, 1957, p. LO.

60Interview with Dan Melnick,
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Artists Company "package" which was brought to the network. ABC did,

however, assist in the development of the program.61 The Pat Boone Show

was ABCfs idea from the begimming, and was developed by the network

and General Artists Corporaad::’t‘on.62 The Mike Wallace Interview had been

acquired with Mr, Wallace!s services; consequently the network had little
or no control over the development of the progra.m.63

ABC had invested more money for program development and acqui-
sition for 1957-58 than in any past season. In August 1957, Mr. Treyz

estimated that ABC spent over fifty million dollars for new programming.Sl

IV, THE NOVEMBER 1957 PROGRAM SCHEDULE

Program Types in the Nighttime Schedule

The western-adventure programs mushroomed into an important
position in the November 1957 schedule. The “adult western," which had
accounted for only 8 (%) hours in 1956, had increased to 18 (%) hours
in 1957, and was, along with musical variety, the largest nighttime
program type. Adventure-drama followed with 12 (%) hours. The
combined western-adventure programming comprised almost one-third of

the nighttime schedule,

6lrpid,

621114,

63144
6h"Network TV!s Big 1957-58 Trends," Sponsor Magazine, XI
(July 29, 1957), k7.




TABLE XXIV

THE NUMBER OF QUARTER HOURS OF ABC NIGITTIME PRCGRAM TYPES

FOR NOVEMBER 1957, AS COMPARED WITH
THOSE QUARTER HOURS IN NOVEMBER 1956

2L3

Program Type

Adult Western
Musical Variety
Adventure Drama
Situation Comedy
Sports Features
Public Affairs
Sporting Events
News and Commentary
Straight Drama
Country Music
Children's Variety
Detective Drama
Classical Music
Human Interest
Audience Participation
Talk

Polka, Folk Music
Comedy Variety
Feature Films
Talent Variety
Miscellaneous

Total nighttime (%) hours

(%) hours in

(%) hours in

November 1956 November 1957

8 18
12 18
1k 12
N 6
1 6
2 6
3 5
5 5
6 k
k k
9 N
2 k
2 2
2 2

2 2
2 0
2 0]
L 0
6 0
k 0
6 0
100 98

Data gathered for the first weeks in November 1956 and 1957.
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An interesting sidelight of the season was the cancellation of
six program types--talk, polka music, comedy-variety, feature films,
talent variety, and miscellaneous programming (Omnibus). There were
not new categories added, resulting in the reduction of program types-

from 21 in 1956 to 16 in 1957.

New Nighttime Program Types. The "adult western" and musical

variety were the largest new program types for 1957-58. There were 10
new (%) hours in each category, representing 20 per cent of all new
nighttime programming.

The "adult westerns" included

Colt L5

Maverick

Sugarfoot (to alternate with Cheyenne)
Tombstone Territory

The musical variety programs included

American Bandstand (evening)
Frank Sinatra Show

Guy Mitchell Show

Pat Boone Show

Patrice Munsel Show

Adventure drama and sports features followed closely behind with
8 new (%) hours, or 1l per cent of the new nighttime programming. The

increase in sports feature was the result of time sales and the addition

65

of a new "stripped" sports program.
The new adventure dramas included

Circus Boy

0. S. 8,

Walter Winchell File
Zorro

65 Interview with Ted Fetter.
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TABLE XXV

THE NUMBER OF QUARTER HOURS OF FROGRAM TYPES FOR NEW NIGHTTIME
ABC PROGRAMMING IN NOVEMBER 1957

New Weekly ¢ of Total New
Program Type (%) hours  Weekly (%) hours

Adult Western 10
Musical Variety 10
Adventure Drama 8
Sports Features 8
Public Affairs 6 11
Situation Comedy L
Detective Drama 2
Straight Drama N
Audience Participation Games 2

New nighttime (%) hours 56

f—— e — ]

Data gathered for the first week in November 1957. These
figures include new programs which began in the summer.
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The new sports features included |

Bowling Stars

Famous Fights of the Country

Football Film Highlights

Sports Focus

Public affairs programming was next with 6 new nighttime (%)
hours, or 11 per cent of the new nighttime programming. Two of the
programs were origimated as time "fillers,™

The new additions included

Mike Wallace Interview

Open Hearing

Religion in American Life

There were only L new (%) hours of situation comedy and straight
drama, or 7 per cent of new nighttime programming., The surprisingly
few comedy additions were an interesting sidelight, considering the
1957-58 program philosophy. Straight drama, on the other hand, was in
a state of gereral decline.

The new situation comedies included

Date With the Angels
The Real McCoys

The new straight dramas included
Telephone Time
West Point Story

There were 2 new (1) hours (each) of audience participation
games and mystery programs
Audience Participation Keep It In The Family

Detective Drama Scotland Yard
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The Number of (%) Hours of Network Service

There was no appreciable change in the extent of the ABC program
service, The network continued to fill its “option time" from 7:30-
10:30 pm, as well as the 7:00-7:30 pm "station option" periods on six
nights and the 10:30-11:00 periods on two.

Although the mumber of commercisl nighttime (%) hours had only
slightly increased, ABC was deriving substantially more time revemues.
A new March 1957 rate card had elimimted a 2% per cent discount for
telefilm programé and increased the cost minimum-gross requirement by

$6,000--from $30,000 to $36,000.66

More revealing, however, is a compar-
ison of the gross billings of 1956 and 1957. ABC earned $59,678,000,

or 17.9 per cent of the total nighttime network billings in 1956, as
compared to $70,010,000, or 19.5 per cent of all nighttime nstwork
billings in 1957.67 This represented over a ten million dollar increase.

Though the anoﬁnt of afternoon program service had only slightly

changed, commercial service substantially increased from 32 (%) hours

in 1956 to approximately 60 (%) hours in 1957. The Kellogg adventure

shows, the Bandstand, and Do You Trust Your Wife were all contributing

factors,

V. THE PROGRAMS IN THE S8CHEDULE

Program Cancellations

Four commercial programs were cancelled at the start of the

%yariety, February 6, 1957, p. Lo,

67ABG Television Research Department, "Growth, Man, Growthi®
(New York: Marketing and Media Facts, May 1, 1959, #143).
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TABLE XXVI

THE NUMBER OF QUARTER HOURS OF ABC NETWORK SERVICE AND CCOMMERCIAL
PROGRAMMING FOR NOVEMBER 1957, AS COMPARED
WITH NOVEMBER 1956

Weekly (%) hours Weekly (%) hours
for 11/56 for 11/57
—Total (%) ~ Total (3

hours of Commercial hours of Comercial
Time Period Program Service (1) hours Program Service (1) hours
8:00 am - 1:00 pm 0 0] 0 0
1:00 pm - 6:00 pm 68 32 71 60 @
6:00 pm -11:00 pm 101 8k 98 84 @

@ These figures are only estimates of commercial (%) hours,
due to the exiremely complicated sales patterns of alternate and partici-
pating sponsorships.
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season,
Program Nielsen Rating 3/57 (first report)
Conflict (unavailable)
Crossroads 16.2
Kukla, Fran and Ollie (unavailable)
Wire Service 14,2

Other commercial summer programming was also discontinued.

Billy Graham
Hollywood Film Theatre
Key Club Playhouse
Moment of Decision
Theatre Time

Still other sustaining or cooperative programming was pre-empted

with the coming of fall.

ABC Presents Sustaining
The Big Picture Sustaining
Compass Sustaining
Country Music Jamboree Cooperative
Cowboy Rodeo Cooperative
Flight Number Seven Sustaining
Focus Sustaining
Industries in America Sustaining
It1s Polka Time Cooperative
Midwestern Hayride Cooperative

Program Renewals

ABC prepared for 1957-58 with fewer renewals than in past seasons.

Program Nielsen Rating 3/57 (first report)
Wyatt Earp 32.Lh AA
Cheyenne 31.L
Disneyland 30.8
Lawrence Welk Show 27.k
Rin Tin Tin 27.1
Broken Arrow 26.7
Jim Bowie 2L.7
The Lone Ranger 21.6
Top Tunes and Talent 20.1
Ozzie and Harriet 18.2

Wednesday Night Fights 16.0
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Mickey Mouse Club 15.0
Telephone Time 1.6 (Summer)
You Asked For It 13.5
Date With the Angels 12.L (Summer)
Country Music Jubilee 10.9
Bold Journey 10.6
Voice of Firestone 7.9
Mike Wallace Interview 6.5 (Summer)

Ten of these programs received Nielsen ratings of at least
18.0; six of the ten earned Nielsens of at least 25.0. The nucleus of
important programming had grown in size as well as audience popularity--
providing the networkt's strongest foundation at the begimning of a

season,

Program Additions

All Star Golf - Top professional golfers competed in eighteen
hole head-to-head matches, with the winner getting $2,000 and the loser,
$1,000. The winner of the match appeared on the program until he was
defeated.

American Bandstand - An evening version of the afternoon Bandstand,
featuring teeners dancing to popular records, and guest vocalists, Dick
Clark was the host.

Bowling Stars - Joe Wilson described a complete bowling match,
offering a 310,000 borus tothe winrer,

The Buccaneers - Filmed repeats of the pirate adventure series.

Circus Boy - The story of Corky, an orphan, who lived and
travelled with a circus troupe.

Colt U5 - Christopher Colt, an army undercover agent, was dis-
guised as a gun salesman, traveling throughout the west in the late
1800ts, bringing many a criminal to justice.

Frank Sinatra Show - A flexible format which called for both
u]jve" and Iilmed broadcasts. There were musical variety half-hours,
dramatic segments starring Mr. Sinatra, and other dramas which he
introduced.

Guy Mitchell Show - A musical variety show featuring the young
vocalist and guest stars.
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Keep It In The Family - A family of five were pitted against
another Tamlly. They bid Tor a question, and if each member of the
family answered correctly, a prize was won. When 350 points had been
accumilated (from the number of bids), one family was eliminated and
another came up for a try at the prizes. Hosts for the series were
Bill Nimmo and Johnny Olsen.

Maverick - Bret and Bart Maverick, two handsome gamblers in the
West, traveled Irom town to town attempting to make an easy dollar. The
program combined both satirical comedy and the elements of adventure,
beautiful women, and a wvay of life that most men dream of, The brothers
were far from perfect--they often left through the back door, rather
than face a town sheriff, but they were nevertheless on the side of law
and order,

Pat Boone Show - Pat Boone in his own variety show, presenting a
likable Image oI the All.American boy-~a pleasant well-scrubbed look, a
family man, and a college student, A guest star appeared each week to
sing and talk with Pat, In addition, there was a dance group which
performed between vocal selections.

Patrice Munsel - The Metropolitan Opera star sang, danced, and
talked To one or two weekly guests., As in the other variety programs,
there were a chorus and dancing supplementing the vocal selections,

Paul Winchell Show - An afternoon edition of the former Circus
Time variety show, Paul Winchell acted as master of ceremonies, with his
Tummies Jerry Mahoney and Knucklehead Smiff, in a program featuring
vaudeville and circus guest stars, and some interwoven comedy sketches.

Real McCoys - A West Virginia family migrated to California.
VWalter Brennan starred as Grandpappy Amos, "the head of the clan“..which
consisted of his grandson Luke; Luke!s wife, Kate; Hassie, a teener; and
little Luke, the young grandson. The series revolved around their
attempts to adjust to “western® living.

Scotland Yard - Edgar Lustgarden acted as the host and narrator
of case histories irom the files of Scotland Yard.

Sir Lancelot - Filmed repeats of an adventure drama set in the
days of King Arthur.

Sugarfoot - A quiet lawyer on horseback traveled throughout the
west in the late 1800%s, encountering, as did the other western heroces,
adventure, outlaws, Indians, and scores of pretty girls,

Superman - Filmed repeats about the wonder man who could fly,
break sTe€l girders in two, and bring any and all crimimals to justice.

Tales of the Texas Rangers - Dramatizations of cases from the
current I1les of the lexas Hangers.,
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Tombstone Territory - The editor of the Tombstone Epitaph and
the town's young marshall fought the violence and evil in the town of
Tombstone .

Walter Winchell File - The columnist narrated stories, mostly
of criwe and violence, which he had persomally covered for the New York
Daily Mirror.

West Point Story - Filmed at West Point, the series told of the
life of army cadets--ol their triumphs and crises, their loves and
adventures.

Wild Bill Hickok - Filmed repeats of the adventures of Marshall
Wild Bi{IT Hickok, and his deputy, Jingles, starring Guy Madison and
Andy Devine, '

Woody Woodpecker - Walter Lantz, the producer, acted as the host.
He sat TH hi18 olfice and used real props to enhance his narrative-~weaving
together some old and new cartoons,

Zorro - A swashbuckling hero in Spanish California, symbolized by
a black cape and a sword, rode through the countryside and aided the
forces of law and justice, though he always managed to foil the military.
The series was complete with a leering villain, a comic foll, and many
scenes of fencing, fighting, and adventure.

Format Revisions,

Guy Mitchell Show - Because of critical reaction and low ratings,
ABC personpel Tlew out to Hollywood in mid-October to revise the formt.
All traces of comedg were eliminated and guest appearances restricted,
to performers only. 8

Mickey Mouse Club - Two filmed series gBroduced abroad) were
added to the "Newsreel" and the "Hardy Boys."

Program Costs. Thirteen of the commercial nighttime programs

cost at least $30,000., Never before had ABC assembled as expensive a
group of new shows. The industry-wide adventure-western and musical

comedy trends (costly program types), increased ABC program expenditures,

68Variety, October 30, 1957, p. 3k.

9 1bid., February 20, 1957, p. 29.
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TABLE XXVII

PROGRAM COSTS OF NEW COMMERCIAL ABC PROGRAMS FOR NOVEMBER 1957

Programs Costing $30,000 or More Cost
Frank Sinatra Show $75,000
Maverick 75,000
Sugarfoot 70,000
Patrice Munsel 45,000
Zorro Ly, 500
Real McCoys Lk, 000
Pat Boone L0,000
Walter Winchell File 40,000
Guy Mitchell 38,000
Colt LS 37,500
Tombstone Territory 37,500
Date With The Angels 35,000
Telephome Time 35,000

Programs Costing Less than $30,000

Circus Boy 22,000
All Star Golf 20,500
Paul Winchell (Daytime) 14,800
Bowling Stars 11,700
Mike Wallace Interview 11,700
West Point Story 10,800
Texas Rangers (Daytime) 9,250
Scotland Yard 8,800
Woody Woodpecker (Daytime) 7,500
Superman (Daytime) 5,200
Wild Bill Hickok (Daytime) L,700
American Bandstand (Evening) 3,000
The Bucaneers (Daytime) 2,900
Sir Lancelot (Daytime) 2,900
American Bandstand (per (%) hour) 1,700

—_— ]
Based on Television Magazine's exclusive estimates of what
the advertiser paid for his program. Agency commission is included;
cost of producing the commercials is not.
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improved clearances, and a more attractive “"image® were some of the
contributing factors accounting for the growth of expensiwve programming.

For 1957-58, the network had scheduled Colt 45, Date With The Angels,

the Frank Siratra Show, the Guy Mitchell Show, Maverick, the Pat Boone

Show, the Patrice Munsel Show, the Real McCoys, Sugarfoot, Telephone

Time, Tombstone Territory, Walter Winchell File, and Zorro.

Six of the new programs cost less than $30,000. These included

the American Bandstand, Bowling Stars, Circus Boy, Scotland Yard, the

Mike Wallace Interview, and the West Point Story.

All of the daytime additions were inexpensively produced. The
lower "sets-in-use" figure for the afternoon dictated the moderate

program costs, Tales of the Texas Rangefs, broadcast on Sunday afternoon,

was the most expensive of the programs, costing $9,250 an episode. Prices

of other shows ranged from $7,500 for Woody Woodpecker to $2,900 for Sir

Lancelot.

Program Production and Control. ABC created and produced only

one fall program--the nighttime version of the American Bandstand.

The network did, however, have varying degrees of production and
creative control on a mumber of its new properties., For several of
the programs in this category, the art of persuasion was about the only
means ABC had for bringing about program revisions and strengthening
weak spots in prime time, The chief issus in this case was inflexibility;

the resistance by packagers and agencies could delay important changes.7o

7OIb:ld., November 6, 1957, p. 23.
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Frank Sinatra

Guy Mitchell

Maverick

Mike Wallace Interview
Pat Boone

Sugarfoot

Tombstone Territory
Zorro
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Warner Bros.

Kent Productions

General Artists Corporation
Warner Bros.

Newsmaker Productions
General Artists Corporation
Warner Bros.

Ziv Productions

Walt Disney

The other new ABC programs were produced and controlled by

"packagers," advertisers and their agencies, and other miscellaneous

organizations,

All Star Golf
Bowling Stars
Bucaneers

Circus Boy

Date With The Angels

Keep It In The Family
Patrice Munsel

Real McCoys

Scotland Yard

Sir Lancelot

Superman

Tales of the Texas Rangers
Telephone Time

Walter Winchell File

West Point Story

Wild Bill Hickok

Woody Woodpecker

The Evolution of the Fall Schedule

DeMet Productions

Championship Productions
Kellogg Foods

Screen Gems

Don Federson

Plymouth Division, Chrysler Motors
William Morris Agency

Buick Division, General Motors
William Morris Agency
Brennan-Westgate Productions
Anglo-American Film Distributors
Kellogg Foods

Kellogg Foods

General Mills

Bell Telephone Company

Desilu Productions

Frederick W, Ziv

Kellogg Foods

Walter Lantz

Kellogg Foods

The ABC programmers decided on a complete Thursday realignment,

The network committed for the Zorro program, which was tentatively

scheduled for 7:30-8:00 pm,

The high cost of the show, however, made it

imperative to move the adventure to a later time period when there would
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il

be more "sets-in-use, Zorro was inserted at 8:30 pm, and then moved

back to 8:00.8:30 pm. The Pat Boone Show had previously been set for

9:00 pm. Bold Journey, broadcast in mid-season 1956-57 at 9:30 pm, was

transferred to Monday for 1957-58, with Telephone Time moved into the
72

Thursday time period to provide Pat Boone with a stronger lead-out.

A change of plans, however, resulted in Mennont®s purchase of 9:30-10:00
pm--the company, transferring its television budget from the cancelled

Robert Montgomery Pre's‘e‘r'lts to ABC--inserted 0. S. S. in the Boone
73

adjacency.

In Early May, Sylvania ordered the Real McCoys for 8:30-9:00 pm

and Mars Candy brought Circus Boy from NBC for 7:30-8:00 pm, displacing

the Lone Ranger (which was moved to Sunday afternoon) .7)"

The remaining
10:00-.10:30 pm time period was filled with Navy Log, shich had been
broadcast on another evening,

The final Thursday schedule, comprised of compatible, family-

type programming with Yget-age'™ appeal, included

7:30 = 8:00 Circus Boy
8:00 - 8:30 Zorro

8:30 - 9:00 Real McCoys
9:00 - 9:30 Pat Boone
9:30 =10:00 0. S. 8.
10:00 «10:30 Navy Log

Sunday was another important evening for the ABC programmers.,

711n'berview with Jules Barnathan,

72Variety, February 27, 1957, p. 22,

"3Ibid., April 10, 1957, p. 26.

Ti1pid., May 8, 1957, p. 38.
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Since 1953, the network had attempted to counterprogram against the
variety hours on NBC and CBS, For 1957-58, ABC contemplated either
a strong block of action-adventure programs or first-run American feature
films,

The network began negotiations with Kaiser Industries for an
alternate week motion picture for 7:30-9:00 pm. Original plans called
for a schedule of United Artists and 20th Century Fox "post- 150"
features, Kaiser purchased a two hour time block in anticipation of
the films--representing an estimated five million dollars a year for
time charges alone.75 The two hour buy was reduced in June to ninety
minutes.76 When, however, it was apparent that a sufficient number of
quality films were unobtainable, the negotiations fell through--Kaiser
had decided to cancel the 7:30-9:00 pm order.77 ABC, however, was
determined to place a strong program at 7:30 pm and also retain the
Kaiser sponsorship. The network screened several different shows for

Young and Rubicam, the Kaiser a.gency.78

One of these prospective series
was Maverick, a one-hour western which was the strongest prospect. Oliver
Treyz flew to Honolulu to personally confer with Henry Kaiser--taking with

him a print of the Maverick pilot.79 A few days later, in early August,

an ABC-Kaiser agreement had been made. Henry Kaiser, having seen the

75Tbid., May 22, 1957, p. 23.
761bid., Jure 5, 1957, p. 19.

TT1pid., June 19, 1957, p. 28.
781bid.

79“S‘>pon,szorscope," Sponsor Magazire, XI (June 29, 1957),12.
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pilot film, signed a commitment for an entire weekly hour of Maverick

for Sunday at 7:30 pm at an estimated cost of seven million dollars for
time and talent chargas.eo A new corporation was formed to produce
the series, giving Warnmer Bros., ABC, and Kaiser Industries joint
ownership in this and other television properties to be produced by
Warner Bros. under Kaiser sponsorship.81 The ABC determimation for
a strong program on early Sunday evening and Henry Kaisert's bold
experimentation resulted in a strong keystone program, around which the
network later built a powerful program line-up.

ABC could not sell an advwnture companion-piece for 8:30-9:00 pm.
The network did, however, find both a sponsor and program for the time

period when it signed American Machine and Foundry's Bowling Stars.82

General Foods purchased 10:00-10:30 pm, the only other commercial

time period, and inserted the Scotland Yard series. Mike Wallace,

origimally scheduled at this time, had been previously moved to Sa.turday.83
The network programmed 9:00-.10:00 pm with Open Hearing, a public
service feature, and Footbell Film Highlights, a sustalning sports
program.
The fimal Sunday schedule, in an embryonic stage of development,

included

eoVari.ety, July 3, 1957, p. 23.

el“ABC-TV Signs Kaiser To Sponsor Maverick,* Broadcasting
Magazine, LIII (July 8, 1957), 38.

82Variety, August 8, 1957, p. 25.
831114., September 11, 1957, p. 50.
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7:00 - 7:30 You Asked For It

7:30 - 8:30 Maverick

8:30 - 9:00 Bowling Stars

9:00 - 9:30 Open Hearing

9:30 -10:00 Football Film Highlights
10:00 -10:30 Scotland Yard

The entire Friday night line-up centered around the pivotal
Frank Sinatra Show, which had been set by ABC for 9:00-9:30 pm. There

had also been two renewals which served as the early evening pivots--

Rin Tin Tin (7:30-8:00 pm), and Jim Bowie (8:00-8:30 pm).

In March, Plymouth ordered 9:30-10:00 pm, the post-Sinatra

——————

adjacency. It had origimally plamned to place a strong musical variety

program in the time period but later decided on the Betty White Show

which began in the summer.eh Later that month, Buick bought the 8:30-
9:00 pm time period, the Sinatra lead-in, and tentatively scheduled the

Californians, When the company signed for Wells Fargo on NBC, it

abandoned plans for the ABC adventure, because it did not want to sponsor
two westerns.es After nearly two months of searching for a program,

Buick finally signed Patrice Mumsel for a weekly variety show budgeted
86

at $50,000. ABC had hoped for a western-adventure between Jim Bowie

and Frank Sinatra, but was not in a position to reject the three million

dollar Buick account. The network therefore compromised, and permitted

the scheduling of the variety hour .87

8hrbid., March 6, 1957, p. 27.

eélbido, May 8’ 1957’ Po 19.

87 bid., November 6, 1957, p. 23.
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The 10:00-.10:30 pm time period was purchased by Campbell®s Soup

for ABC's Colt 45, Ouy Mitchell, tentatively scheduled for this period,

was moved to another evening,

The Friday line-up, less compatible than Thursday evening, included

7:30 - 8:00 Rin Tin Tin

8:00 - 8:30 Jim Bowie

8:30 - 9:00 Patrice Munsel

9:00 = 9:30 Frank Sinatra

9:30 -10:00 Date With The Angels
10:00 -10:30 Colt LS

There were few program changes on Wednesday--with Disneyland,

Ozzie and Harriet, and the Wednesday Night Fights renewed-~.leaving only

the vacant 8:30-9:00 pm and 9:30-10:00 pm time periods.

In May, Bristol Myers ordered 8:30-9:00 pm, plamning to insert its
own program. ABC, however, was intent on a strong western-.adventure in
the post-Disneyland adjacency and therefore played an important part in

the selection of Tombstone Territory. The program at 8:30 pm had the

difficult task of bridging Disneyland and Ozzie and Harriet; for this

reason, the network was particularly set in its thinking,

Later in May, Revlon bought the Walter Winchell File for 9:30-

10:00 pm; in so doing, it reduced its Guy Mitchell order to one-half,

instead of full sponsorship.89
Wednesday, like Thursday, had evolved into a highly compatible

lime-up of programming,

88
Ibid., April 3, 1957, p. 32.

89Ibid., May 15, 1957) p. 270

met———
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7:30 - 8:30 Disneyland

8:30 - 9:00 Tombstone Territory
9:00 - 9:30 Ozzie and Harriet
9:30 -10:00 Walter Winchell File
10:00 -11:00 Wednesday Night Fights

There was only one program change on Tuesday. Cheyenne, Wyatt

Earp, Broken Arrow, and Telephone Time had all been renewed. The

American Chicle purchase of one-half of Sugarfoot for 7:30-8:30 pm
eliminated all possibility of Conflict returning as the Cheyenne altermate J0
The one show added to the line-up was West Point at 10:00-10:30 pm.
The Tuesday line-up from 7:30-9:30 pm was still highly compatible
programming--two hours of western-adventure drama. The evening concluded

with the weaker Telephone Time and West Point, two time sales.

7:30 - 8:30 Cheyenne/Sugarfoot
8:30 - 9:00 Wyatt Barp

9:00 - 9:30 Broken Aroow

9:30 -10:00 Telephone Time
10:00 -10:30 West Point

The programmers were faced with a potentially weak Monday evening

line-up; the Voice of Firestone and Bold Journey, two specialized

programs, had both been renewed. ABC accepted the programs because they
represented millions of dollars in revenues, Lawrence Welk®s Top Tunes
had also been renewed by Plymouth.

The network had originally planned for a sixty to ninety mimte
block of action-adventure programming in the early evening. When, how-

ever, R. J. Reynolds cancelled Wire Service, leaving a 7:30-8:30 pm

vacancy, the plans were abandoned,

01bid., April 24, 1957, p. 2L.
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In August, Max Factor placed an order for the 8:00-8:30 pm time
period.91 The cosmetic company considered Do You Trust Your Wife and

Those Whiting Girls as possible insertions.92 When, however, Revlon

transferred most of its OGuy Mitchell television allocations to Walter

Winchell, Max Factor ordered the wariety program and placed it in the
Monday time period.93
With a 7:30-8:00 pm availability in late September, ABC programmed

the inexpensive American Bandstand--which was produced for less than

$3,000 a week .ol
The Monday line-up, the weakest in the ABC schedule, was any-
thing but compatibly programmed. It was, however, almost completely

sold-ocut with four commercial programs,

7:30 - 8:00 American Bandstand
8:00 -~ 8:30 Ouy Mitchell Show
8:30 - 9:00 Bold Journey

9:00 - 9:30 Volee of Firestone
9:30 -10:30 Top Tunes and Talent

ABC hoped to install an early evening western-.adventure block on

Saturday, but failed to do so for 1957-58., The Lawrence Welk Show,

renewed by Dodge, was the pivot for the entire evening.

The network had planned to keep Country Music Jubilee at 10:00 pm.

When, however, the Mike Wallace Interview was moved to this time period,

the country music show was pushed ahead to 8:00-9:00 pm. ABC was not

bid., July 10, 1957, p. %.
92Ibid., July 17, 1957, p. 30.
93Ibid., July 2k, 1957, p. 53.
94 nterview with Dan Melnick.
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ready to enter this highly competitive time period with expensive
programming, and believed that it could do a service for a specialized

[
audience, Moreover, Country Music Jubilee had a farm machinery sponsor

which had prospects of developing into a good thing.95
ABC had origimally created a Dick Clark program for 7:30-8:00 pm

but this was transferred to early Monday evening (the American Bandstand),

At the start of the season, the network acquired the Frank Cooper

"package," Keep It In The Family, and scheduled the program for the

7:30 pm time perzlod.96
Saturday, for the most part highly specialized, included

7:30 - 8:00 Keep It In The Family

8:00 - 9:00 Country Music Jubilee

9:00 -10:00 Lawrence Welk
10:00 -10:30 Mike Wallace Interview

An important daytime change was the reduction of the Mickey Mouse

Club to a half-hour daily, and the addition of new programming in the

5:00-5:30 pm weekday time period. The first half-hour of the Mickey

Mouse Club was not onrnly a poor sell-out, but also slower on ratings

than the last half.”7 ABC had hoped to schedule a "live" juvenile-
variety program at 5:00 pm, but later sought a filmed "strip." In May,
both programming and an advertiser were acquired. The Kellogg Company
ordered 5:00-5:30 pm "across-the-board" in all time zones for an estimated
seven million dollars. This was its first network buy, having previously

used "spot" television for its programs. Kellogg, detecting a positive

95Interview with Ted Fetter.
96Variety, October 2, 1957, p. 30.
9TVariety, December 26, 1956, p. 22.
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viewing pattern in the time period, particularly when it preceded Mickey
Mouse, had decided to use ABC Television. The cereal company supplied

five programs.-Superman, Wild Bill Hickok, Sir Lancelot, Woody Woodpecker,
98

and the Buccaneers,

V. THE MARCH 1958 PROGRAM SCHEDULE

Program Cancellations

Six ABC programs were cancelled at mid-season 1957-58.

American Bandstand -~ Transferred to Saturday.

Bowling Stars - Pre-empted with stronger programming.

Football Film Highlights - Cancelled at the end of the
football season,

OGuy Mitchell Show - Low ratings.

Keep It In The Family - Low ratings.

Telephone Time -~ Low ratings.

Program Additions

The Betty White Show - Plymouth replaced Date With The Angels
with this "IIvew® variety program, starring Betty White, —
Format - There was an overriding theme for each show, such as

n"getting along" with impossible people. Ouest stars from the stage,
screen, and television appeared with Miss White.

The Dick Clark Show - Developed by ABC, this program evolved from
the nighttime and daytime versions. James Aubrey, Talent Vice President,
liked the show and broadcast it ahead of a sale., After a week or two,
it was purchased by Beech Nut.”

Format ~ Dick Clark emceed this teen-age variety show which

featured popular recording stars pantomiming their records to a teen-
age studio audience,

98Variety, May 29, 1957, p. 27.
99 Interview with Dan Melnick.
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Harbormaster - (Retitled Adventure At Scott Island) ABC attracted
the R. J. Reynolds adventure series, produced by Ziv, from CBS, where it
was appearing against Zorro, and taking a rating punishment,

Format - Barry Sullivan starred as the captain of a fishing
launch That operated off Scott Island, California.

Love That Jill - Max Factor cancelled Guy Mitchell and bought this
situation comedy as a rephceuiga. The cosmetic company had a fifty-two
week time commitment with ABC.

Format - Anne Jeffreys and Robert Sterling starred as competitive
New York model agency operators.

Make Me Laugh - William Morris sold this Pat Weaver "package" to
the Amﬁ&?z’?&ﬁ% Company for an initial thirteen weeks, with contract
clauses allowing for renewal “well beyond* the fifty-two week mrk.m1

Format - Three or four comedians were integrated into a format
using audience participants. For each second a participant kept a
straight face while the comedian attempted to make him laugh, he was
paid a dollar. Occasionmally, there were "mystery" comedians from among
the top ranks, Robert Q. Lewls was the master of ceremonies.

3id Caesar Invites You - Helena Rubenstein purchased the program
for eighteen weeks, and brought it to ABC for a Jamary premiere,

Formt - The spotlight was on Sid Caesar and Imogene Coca, with
Carl ReIneTr and Paul Reid featured. The program consisted largely of
sketches which changed in characterization each week, Retained for Mr,
Caesar?s singles were Professor Harnspy, the offbeat musician; the
German professor; and Somerset Winterset, the “concise English host."
Musical and production numbers were minimized.

Format Revisions,

Do You Trust Your Wife -~ The show gave away big prizes for

identifying certain mystery husband-wife teams.

VI. THE AUGUST 1958 PROGRAM SCHEDULE

Program Cancellations

Nine commercial programs were cancelled at the start of the

100y, riety, January 1, 1958, p. 19.

10l1p34,, February 12, 1958, p. h9.
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summer quarter,

Adventure At Scott Island
Betty White Show

Frank Sinatra

Love That Jill

Make Me Laugh

Patrice Munsel

Sid Caesar Invites You
Walter Winchell File
West Point

Other programming, either sustaining or cooperative, was also
discontimied.
0. 8. S.

Summer Cancellations. Only four programs were cancelled for the

thirteen week summer period.

Colt L5

Pat Boone Show

Top Tunes and Talent
Voice of Firestone

Program Additions

In June, the ABC Television Network asked its owned-and-operated
stations and affiliates to provide it with local program ideas and
formats for the summer months and possibly the fall as well.loz This
would be not only an inexpensive means of programming for ABC but also
financially beneficial for the stations as producing agents.103 As a
result of this request, the owned-and-operated KABC and WBKB originated
programs, as did affiliates in Philadelphia, Cincinnati, and Dallas.

The new summer programming included

1021y,44,, June 11, 1958, p. Ll.

np——

1031nterview with Ted Fetter.
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Andy Williams Show - The Chevrolet summer replacement for Pat
Boone f€atured the vocallist with the Bob Hamilton Trio (dancers), Dick
Van Dyke, and a well tuned chorus,

Anybody Can Play - Four contestants competed for cash and prizes
by responding to questions on a point system. Contestants appeared for
many weeks., Televiers participated by submitting their estimates of
age, weight, and ability of contestants, with the wimmer getting the
$100,000 jackpot. George Fenneman emceed this program originating in
Hollywood.

Baseball Corner - A baseball discussion pivoted by ex-Giant
infielder Buddy Blattner, and featuring Frankie Frisch, Duke Snider, Bob
Feller, and Pee Wee Reese, The program origimted from WBKB, Chicago.

Confession - Produced by WFAA, Dallas, Confession was an interview
show with convicted crimimals., Jack Wyatt, the host, described the record
of the criminal and then interviewed him. Guests usually included a
psychiatrist and a clergyman in a discussion of the case.

Cowtown Rodeo - Marty Glickman described the proceedings at a
New Jersey rodeo.

E. S, P, - Emcee Vincent Price had matching contestants, the
"supersenseries,”" in isolation booths guessing at numbers on decks of
playing cards. An important feature was a $100,000 grand prize for the
home audience who tried their hand at guessing a series of five cards.

After a few weeks, the format of this Cheesebrough Ponds
package was revised, Two guests appeared whose experiences were drama-
tized, after which the “supersensitives" were interviewed. The conclud-
ing segment was devoted to an E.S5.P., (extra-sensory-perception) test
with the two guests, This format was retained for only a few weeks.

The series was then retitled Tales of E.S.P,, with Mr, Price
introducing filmed dramas. The show wa§ discontinued after six or
seven broadcasts,

Frigidaire Summer Theatre - Re-runs of filmed dramas,

Harness Racing - Yonkers Raceway.

Midwestern Hayride - Country mmsic from Cincimati, Ohio.

Pantomime Quiz - A panel acted out ideas submitted by the home
viewers,

Polka Go Round - Polka and folk music from WBKB, Chicago.

Stars of Jazz - In a program originating from KABC, Hollywood,
Bobby Troup was the host--with Shorty Rogers and the Giants, and June
Christy. Visual backgrounds were prepared to supplement the music,

Traffic Court - Dramatic recreations of traffic cases presented
in a realistic Los Angeles court setting, with Edgar Allen Jones, Jr.
presiding as the judge. The program originated from KABC, Hollywood.
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VII. AN EVALUATION OF ™HE 1957-58 SEASON

ABC Television, wnder the leadership of Leonard Goldenson and
Oliver Treyz, spent more money on programming and talent than ever
before. The company secured a sixty million dollar bank loan--2 large
portion of which was used for the acquisition of Frank Sinatra, Guy

Mitchell, Pat Boone, Mike Wallace, The Real McCoys, and Zorro,

Additional sums of money were spent for program development with the
ma jor Hollywood studios and independent producers.

Mr. Treyz, the new Vice President of the Television Network, was
guided by a basic philosophy--program toward the younger-larger post-
w.r fa.mil:iss--the families with more buylng power who are less set in
their ways--the families who are likely to change their viewing habits.
There was a concentration om action-adventure-western programming--the
"bread-and-butter" category, as Mr, Treyz referred to them, These were
the program types capable of reaching this mass audience, Musical
variety and situation comedy were also high on the priority list,

The new programmers also put more emphasis on audience research
and its importance in program schedunling..guided by the principles of
counterprogramming and compatible thematic programming,

The network hoped to build Monday, Thursday, Saturday, and Sunday
evenings, and had tentative action programs scheduled on each of them,
ABC succeeded, however, on only two nights--with Maverick set as the

early evening pivot for Sunday and Zorro, Real McCoys, and Pat Boone

as the foundation for Thursday. The plans for Monday and Saturday were
not fruitful. The network also anticipated considerable strength on

Friday with the Frank Sinatra Show serving as the pivotal point.
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ABC increased its strength in the daytime with the addition of

the Kellogg adventure "strip® and Do You Trust Your Wife to the powerful

American Bandstand and Mickey Mouse Club.

There were individwal program successes--Maverick, Zorro, the
Real McCoys, and Pat Boone, in addition to surprising showings from

Tombstone Territory and Colt 45. There were also many disappointments—w

Frank Sinatra, Guy Mitchell, Sid Caesar, Walter Winchell File, Mike

Wallace, and Patrice Munsel, to mention a few, With the exception of

Patrice Munsel (which was considered an excellent program), these shows

were critical as well as audience failures,
The 1957-58 season was therefore both gratifying and disheartening
for ABC. The network's commercial revemues had increased; two evenings

had been strengthened with Maverick, Zorro, Pat Boone, and the Real

McCoys; and there was a substantially larger mucleus of popular

programming--Top Tunesand Talent, Sugarfoot/Cheyenne, Wyatt Earp,

Disneyland, Tombstone Territory, Ozzie and Harriet, Wednesday Night

Fights, Zorro, Real McCoys, Pat Boone, Rin Tin Tin, Colt 45, Dick Clark,

Lawrence Welk, Maverick, Mickey Mouse, and the American Bandstand,

But, there were advances here, setbacks there. The network had
bolstered Sunday and Thursday, but was loosing strength on Wednesday
and Friday. NBC had scheduled the powerful Wagontrain against Disneyland.-
and CBS, Trackdown against Jim Bowie., The ratings for the ABC programs

were being reduced by the NBC and CBS additions., The network had te do
some realigning itself to maintain its position on these evenings. In
addition, there were Monday and Saturday, and portions of the other
nights to consider. ABC, however, was already in preparation for 1958-59,
hoping that additiomal advances in the season to follow would place the

¥third network™ in a fully competitive position.



CHAPTER IX

THE 1958-59 SEASON

In many ways, 1958-59 was a continuation of the past season. The

irregularly scheduled "special® had almost become a weekly feature on

NBC and CBS, with programs including the Dupont and Hallmark monthly

presentations, Western drama was still attracting some of the largest
audiences in network television, It contimed to flourish in 1958.59,

with the addition of the Texan, Yancy Derringer, Wanted-Dead or Alive,

Bat Masterson, Buckskin, Northwest Passage, Rifleman, Rough Riders,

Lawman, and Cimmeron City. The closely related detective dramas were

also miltiplying, with new programs including Peter Ounn, Richard

Diamond, Naked City, and the one-hour 77 Sunset Strip and Ellery Queen.

From all indications these action shows were stronger than ever-.several
of them in new one-hour form,

There were, however, some program changes from one season to the
next. The big money quiz shows had all but disappeared from the
schedules after the widely publicized "scandal." The $6k,000 Question,

Twenty-One, Tic Tac Dough, and subsequently the $614,000 Challenge were

all discontinued. General drama also showed signs of decline, with
Studio One, Climax, Turn of Fate, Suspicion, amd the Schlitz Playhouse

cancelled for 1958-59, There were also many variety shows which were
withdrawn--Pat Boone being one of the few vocalists whose show was
renewed for 1958-59.

Interest had shifted to the comedians, Jackie Gleason, Milton

Berle, George Burns, and Ed Wynn were all starred in half-hour programs,

270
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with Garry Moore featured in a new one-hour nighttime variety show.
This was to be the season, the programmers believed, for a rebirth of
television comedy. Only one of the comics-.Carry Moore--staged a
successful comeback, with all of the other programs cancelled by the
end of the season.

NBC and CBS realigned their nighttime schedules to more actively
compete with each other and the growing ABC. NBC scheduled a western-

adventure, Northwest Passage, against the first half-hour of Maverick,

hoping to attract some of the gamblerts audience and provide a suitable
lead-in for the Steve Allen program.

ABC®s new Thursday strength in 1957-58 brought about extensive
changes on NBC. The network completely reprogrammed Thursday evening
(7:30-9:30 pm) with Jefferson Drum, Ed Wynn, Concentration, and Behind

Closed Doors., CBS also realigned its 8:30-9:00 pm time period with

Yancy Derringer, a western.

In the face of competitive program changes, a mounting rumber of
“specials," and the most conservative buying season in years, ABC
prepared to enter 1958-59--the network!s most important season since its

merger over five years before.

I. ABC PROGRAM PHILOSOPHY

Program planning for 1958-59 followed a pattern similar to the
past season., The programmers again concentrated on a few program types,
continued to acquire "“star-power" for ABC, scheduled programs in an
orderly and logical marmer, concentrated on one or two evenings, and

plammed to expand the daytime operation.
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Concentration on a Few Program Types

The action.adventure formila had rewarded ABC with the Maverick
success on Sunday evening., The network had attracted a large audience
with the show--primarily the "get-age" audience which it was aiming for.

"We 'ro after a specific audience. The young housewife--

one cut above the teemager-.with two to four kids, who has

to buy the clothing, the food, the scaps, the home remedies.

Itt's this woman in the twenty to thirty year-old range that

the action appeals to most. The heroes are all good looking

virile types. The women like to look at them. And the
husbafds go along for the self-identification with the he-man

type.
The thinking at ABC was that westerns were wvaluable not so mch

as program types but rather as springbcards for television's new, rugged
masculine stars. The star, and not the show, was the indispensible

thitg.z Therefore, the network planned to enter other action categories,
namely mystery drama, using these as wehicles for the development of new

leading men. A case in point was 77 Sunset Strip, starring Efrem Zimbalist

and Roger Smith--two stars who appealed to the women as well as the men

and children in the aundience,
ABC also planned to develop and acquire situation comedies with

family appeal.

It's the smile that comes from familiar, identifiable
gsituations that wetre after, not the guffaw ovar pratt-
falls or snicker over the ultra-sophisticated.

luthe abe of ABC," Forbes Magazine, LXXXIII (June 15, 1959), 17.

Bob Chandler, "Profile of the New TV Star," Variety, May 6,
1959, p. 1.

3Wiow Net TV Shows Line Up for the Fall," Sponsor Magazine,
XII (June 21, 1958), 35.
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The programs were to revolve around believable families, in the

same manner as Ozzie and Harriet and the Real McCoys. Believability

and an illusion of reality--two prerequisites for audience interest
and participation-.were important considerations in the plotting of an

ABC situation comedy.

Talent Development and Acquisition

In June 1957, ABC Television acquired the services of Bing Crosby
with a $2,500,000 exclusive long-term contract for at least two ninsty-
mimte specials a year, in addition to co-production of two half-hour
pilot films a season for the next five years in partnership with ABC.L‘

Mr. Crosbyt!s corporation was to be paid $150,000 a "spectacular®
for his -personal services in either an hour or hour-and-a-half formt.
The singer was to also take an active part in the production of the
pilot films, and be available to star in them.>

Frank Sinatra, also under an exclusive ABC contract, did not
appear on ABC in 1958-59. Mr, Goldenson explained that the vocalist
would concentrate on his three picture commitments, but that he would
be available for 1959-60 to star in two or three "special® programs.6

Mike Wallace was under contract to the network until April 1959,
although there were no immediate plans to star him in a series of his
own, An audition pilot film had been produced for the _!52_11:_[_2 series,
featuring Mr, Wallace as narrator-host, but the property had to be sold

in order to be broadcast.

byariety, June L, 1958, p. 22.

5Crosby-ABC-TV Set $2.5 Million Pact,® Broadcasting Magazins,
LIV (June 9, 1958), 87. -

OVariety, September 2l, 1958, p. 2.
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Pat Boone was the only recently acquired ABC persomality who was

starred in a weekly program series; all the others were kept on reeerve

or featured in special programs for 1958-59 and subsequent seasons.

Night by Night Plammed Programming

There was a concerted effort to reprogram those time periods
where audisnces were not up to expectations and where ABC wanted the

most desirable product.7

It was anticipated that most changes would
fall on those nights where the network was already s'.t.rong.8

ABC had definitely decided to build late Tuesday evening, The
network wanted to find another western for the 9:00-9:30 pm time period,

replacing Broken Arrow and providing the strongest possible lead-out for

Wyatt Earp.” ABC had tentatively scheduled the mystery drams 77 Sunset
Strip for 9:30-10:30 pm; this program was later moved to another night.

It should be noted, however, that 77 Sunset Strip was anticipated as a

late evening program--from Tuesday, 1t moved to late Sunday and fimally
to Friday at 9:30 pm.lo
On Thursday, ABC had plammed to follow its strong line-up of

programs with an adventure or western half-hour at 9:30 pm. In April,

TvpABC- 1TV Previews Expanded Bill," Broadcasting Magazine, LV
(September 22, 1958), L3.

Buiow Fall TV Programming Shapes Up," Sponsor Magazine, XII
(april 12, 1958), pp. 3h4~5. -

IStatement expressed by Fred Pierce, ABC-TV Manager of
Television Research (persomal interview).

1()"!{ow Fall TV Programming Shapes Up," Sponsor Magazine, loc. cit.
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Roadblock had been considered, though the fimal choice was Zivls

Rough Riders.

ABC hoped to install Tales of Frankenstein on late Saturday
11

evening as the Lawrence Welk 10:00 pm adjacency. The early hours

presented a problem with the formidable Perry Como competition. The

network, however, considered the idea of scheduling a one-hour action-

adventure opposite Perry Hason.lz
There was definitely to be a western-adventure series placed

"back-to-back® with Maverick at 8:30-9:00 pm. Adventure at Scott Island

had not been strong enough to capture a large audience-~flow from
Maverick and discourage dial-switching at 8:30 pm. ABC also planned
to build late Sunday with either an adventure-mystery, drama, or some
other form of strong programming.

Underlying all program plamning, however, were considerations of
what various c¢lients wanted, The programmers could only tentatively
plan revisions and changes--subject to advertiser approval. Though the
network might have anticipated a particular program in a time period,
the prospects of a sale might have necessitated certain changes., ARBC
did operate, however, within a certain framework for the important
evenings under consideration. For Tuesday (9:00-9:30 pm), Thursday
(9:30-10:00 pm) and Sunday (8:30-9:00 pm), the programs had to be the
Ybread and butter™ action type--and they had to be ggg_d programs, for
they were to bridge the early and late evening. In other cases (with

the exception of Monday), adjacent programs had to be compatible, even

H1pia,

121p44.
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though the lire-up might include a mixture of situation comedy and

action.adventure programming.

Concentration on One or Two Evenings

Certain programs were rescheduled to take advantage of competitive

situations.n

The transferring of two key programs changed the complexion
of Wednesday and Friday evenings.
Oliver Treyz and his program staff had been working for weeks to
move Disneyland to Friday evening. The desire to remove the program
from the powerful Wagontrain competition, and in turn, set the foundation
for a strong Friday night structure made such a change a.d\rfLsable.]J'l
As early as April, ABC had plamned to reshuffle the Friday schedule.
The origim]l idea called for the pre-emption of Jim Bowie with a stronger
telefilm at 8:00 pm, and a mixture of situation comedy and mystery-
adventure for the rest of the evening.ls Messrs. Treyz and Moore decided
to concentrate on Friday, rather than Monday, because it did not make

sense to disturb Purimats Bold Journey and the Voice of Firestone just
16

to push fbr big ratings.

In the next few months, 77 Sunset Strip had been sold for 9:30-

10:30 pm, and Man With A Camera for 8:00-8:30 pm. The insertion of a

more adult version of the Walt Disney Show in the early evening could

13uABC.TV Previews Expanded Bill," Broadcasting Magazine, loc. cit.

thtatemnt expressed by Ted Fetter, ABC-TV Vice President of the
Program Depattment (persoml interview).

]'SVariety, April 9, 1958, p. 79.
161p14,
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give the network a three-hour action.adventure block of strong program-
ming. Mr, Treyz believed that this was the solution to a powerful
Friday evening ~-. especially since Ellery Queen, a new program, had
been set for 8:00-9:00 pm on NBC.

In August, Plymouth, through the Grant Advertising Agency, asked

for a naw fall time period for its Top Tunes and Talent program. The

company wanted 7:30-8:30 pm Monday, hoping to attract more of a teenmage

buying potential.,l’

Such a change was impossible on Monday night
because of the "¢clock time" arrangements across the country, Firestone
wanted to go "live" throughout the United States, which meant competing

against a taped edition of Lawrence Welk outside the eastern region‘.l8

On Wednesday, however, Plymouth was willing to forget its ®“clock time®
demand, though the reason was not disclosed, Jack Minor, Vice President

at Dodge, persomally toured the advertising agencies, pushing for

19

approval of the Disney move to Friday. The program and time change

was finally sanctioned--Lawrence Welk's Top Tunes and Talent moved to

Wednesday into the Disneyland time period, and the new Walt Disney

Presents was rescheduled at Friday 8:00-9:00 pm, pushing back General

Electricts Man With A Camera to 9:00-9:30 pm.

The partially plamned, partially evolved new programming on
Wednesday and Friday provided ABC with counterprogramming against
Wagontrain, as well as its most powerful Friday schedule-..comprising

Rin Tin Tin, Walt Disney Presents, Man With A Camera, and 77 Sunset Strip.

17Ibid., August 6, 1958, p. 23.

181bid.

191hid., August 20, 1958, p. 25.
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Expansion of Daytime Program Service

ABC Television anticipated an additional expansion in its daytime
program service, with a minimum of tyo-and-a-half additional hours a
week. Most probably, one program was to be scheduled at 2:30 pm and
another before noon.

We know that full benefits accruing to affiliates and net-
work alike can only come from being a full-time network, That

is an axiom.full-time operation for fGTI_EIme profits.20

In the months which followed, ABC underwent a marked expansion in
its daytime service in one of the most urmsuval arrangements of its kind.
The network and Young and Rubicam Advertising devised an elaborate plan
for a full-time daytime operation known to the trade as "Operation Day-

break." An account will follow under Program Development and Acquisition.

Entrance Into Special Programming

Because of increased client demand and stars under contract, ABC
Television planned to increase its activities in "special® progranming.21
The network, however, limited itself to those "specials" which were
really "special."22 Emphasis was placed on personmality and idea programs,

such as the forthcoming Bing Crosby and Art Carney-Bill Baird Shows. The

“special" program played some part in ABC*s future planning because of

its prestige value and its ability to establish relationships with new

2OABC Television Research Department, "1957 Mother Goose Rhymes™

(a special report to ABC-TV affiliates at the Sheraton-Blackstone Hotel.
Chicago, Illinois, April 7, 1957).

2l5tatement expressed by Dan Melnick, ABC-TV Vice President of
Program Development (personal interview),

221b1d .

————
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c1:isnt.s.23

Leonard Goldenson and the parent ABC.UPT also gave their approval
to as many public affairs "specials" as John Daly?!s department saw fit
to present. Mr, Daly expected to do four to six specials for 1958-59,
or one about every two months, determined by "whatts happening and
vhatls tellable,n2!

Mr. Goldenson was considerably impressed by the critical receptien
given "Report Card,* and the Peabody Award for "Prologue, 1958,* and was
consequently in favor of the exps.nsi.on.25

None of these "specials'" were to be broadcast in color. ABC was
adhering to its past policy.

The intention of ABC is to make an investment in color

when we see a trend on the part of the public to buy sets--

a trend to warrant conversion to gglor. But we!re broad-

casters., Welre not selling sets,

The network nevertheless prepared for subsequent color activities.
In September 1958, Mr. Goldenson stated that ABC will have two Hollywood
sound stages equipped for color in "six to nine months,"and eventually
eight color studios there.27 In Chicago, $750,000 of the $1,500,000
WBKB facilities expansion was accountable to color costs -. and $2,000,000
of the $k4,500,000 spent for mew studio comstruction in Detroit allocated
to color, The network stressed, however, that such activities would begin

only when set circulation was "well above the present 250,000 figure."28

23Tpid.

2,"Variety, May 21, 1958, p. 35.

2SIbid °

27p14., September 2, 1958, p. 21.

emata—

2T1bid.

281144,
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ITI. ABC PROGRAM DEPARTMENT

In April 1958, James Aubrey, Jr. resigned as ABC Vice President
in charge of Programming and Talent and moved to CBS. His ABC replace-
ment was Thomas Moore, formerly Vice President in charge of Television
Sales. Mr, Moore, in moving into the area of talent and programming, was
to be concerned primarily with the administration of the department which
arranged outside program buys.29 At the time of his appointment, Mr,
Moore contemplated no changes in the structure of personnel make-up of
the department, but stressed that Ted Fetter, Director of Programs, would
play a stronger role within the framework of his present title.30

When it was evident that ABC would enter daytime television on a
fully competitive basis (with the inmauguration of "Operation Daybreak"
in October), the network added Geraud Chester as the new Vice President
of Daytime Programs. Armand Grant, who had done a heavy share of
administrative and policy work in programming the new plan, became the
new Director of Daytime Programming, reporting directly to Mr, Chest'.er.31
In August, Julian Bercovici, former Mamager of NBC.TV®s Nighttime Program
Operations, joined the daytime operation as an executive producer.32

Sandy Cummings, in an expansion of the Western Division, was
promoted from Western Program Manager to the Director of the Program

Deparinn:—:nt.33

21bid., April 2, 1958, 31.

307pia.

31

Ibid., July 23, 1958, p. 21.

321bid., August 27, 1958, p. 23.

331bid., October 8, 1958, p. 2k.
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Probably the most important administrative change for 1958-59
was the appointment of John Green as ABC Executive Producer. Mr, Green
had previously been Manager of the Program Department, which was largely
an sdministrative post.)l The reasoning behind the promotion was to
provide ABC with a Program Department man to work on a high level with
advertising agencies on the production of shows. Always shorthanded,
the network's Program Department had found it difficult to supervise
shows which were sold and on the air., Mr. Green was to supervise the
current nighttime programming from the networkfs point of v:lew.35

Leomard Maskin assumed most of Mr, Green's former duties, moving
from his post as Manmager of Production Services to Administrative Mamager
of ABC Programning.36

The ABC Program Department for 1958-59 included

Leonard Goldenson Preslident, ABC-UPT, Inc.

Oliver Treyz President, Television Network

Tom Moore Vice President, Programming and Talent

Ted Fetter Director of Television Programs

John Green ABC Executive Producer

Daniel Melnick Manager of Program Development

Geraud Chester Vice President, Daytime Programs

Armand Grant Manager of Daytime Television

Leonard Maskin Administrative Manager of the Program
Department

Sandy Cummings Manager of the Program Department,
Western Division

Richard DePew Manager of Television Program Operations

Thomas M. Lufkin Program Manager, Western Division

Rowe S, Gieson ABC-Walt Disney Coordimtor

Don Van Atta Assistant Coordinator, Walt Disney
Productions

3b1piq,, November 5, 1958, p. 35.
351b1d.,

matai————

B1p1d.



Charles Mortimer
William Seaman

James McNaughton
Bernard Paulson
Louis F., Sanman

Robert Adams

Freelon Fowler
Frank G. Ralston

Selig Seligman
Burt Nodella
Ruth Kierstsd
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Manager of Program Production

Program Service Manmager

Director of Production Services

Manmager of Production Services

Production Supervisor of Live
Origimations

Executive Producer for the Western
Division

Film Program Mamger

Director of the Western Division Film
Department

Program Development, Western Division

Program Development, Western Division

Program Traffic and Operations

IV. PROGRAM DEVELOPMENT AND ACQUISITION

ABC Television strengthened its alliance with Warner Bros. in

1958-59. Pilot films were produced for Public Ememy, a one-hour crime

melodrama; Room For One More, a half-hour situation comedy; and the Deputy
).37

(later retitled Lawman In addition, ABC developed several program

concepts with the motion plcture studio--among them the Forty Niners,

the House of Wax, and the Las Vegas Story.38 The network committed for

an hour-long mystery series, 77 Sunset Strip, on the basis of a Warner

Bros, feature film, *Girl On The Run," which served as the pilot for the
series.”’ Two new Warrer properties were broadcast in 1958-59: Lawman

and 77 Sunset Strip.-in addition to the established Maverick, Sugarfoot,

Cheyenne, and Colt L5.

In anticipation of 1960-61, ABC also commissioned Warner Bros. to

37Il:::i.d., Februwary 19, 1958, p. Ll.
38Interview with Dan Melnick.
3ariety, February 19, 1958, p. Ll.
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prepare 16 ninety-mimite "spectaculars" commemorating the 100th anniversary
of the Civil War, in an agreement involving millions of dollars in pro-

)

duction costs. Mr, Treyz explained that this was a contract in itself

k1 The

and had no connection with other ABC.Warner Bros. agreements,
programs would iaremiere in January 1961, featuring dramatizations of
m.jor battles and events to be televised on the amiversary of their
occurrences, Never before had ABC planned so far in advance for so
ambitious a project. It was estimated that production costs might well
exceed $500,000 an episode .h2

ABC Television also signed co-production agreements with Columbiats

Screen Gems for two prospective program series: Tales of Frankenstein and

the Donng Reed Show. The network financed the pilot forthe Frankenstein

program and anticipated joint production of the series if the show was
sold. The development of the property was sparked by the success of

ABC Films?® Shock package of feature films. Tentatively scheduled for
Saturday evening, this first ABC offering for 1956-59 was never sold.

The Donna Reed Show was jointly developed by ABC and Screen Gems,

In fact, the network had an idea for a "mother knows best" type of show
be fore Donna Reed was signed to star in the series. ABC financed the
pilot film, and upon the sale of the program, became a co-producer and
L3

co-owner of the series,

,‘oIbid., August 13, 1958, p. 35.
Wlrpsg,, P, 63.
b2nps4,

43 1nterview with Dan Melnick.
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Still other arrangements were made with independenf Hollywood
producers for 1958-59. ABC financed pilot films for the Revue
Productions (Music Corporation of America) of Rocadblock (ABC did not
have to pay for this series, but played a part in its development) and

L Neither of the two

an Orson Welles series to be produced in Italy.
were broadcast in 1958-59., The network also financed pilot films for

Barbary Coast, produced by International Television Association; Motive,

starring Mike Wallace, and produced by Adrian Sples; and Gemuine Custer,

a comedy series.hs Several other program concepts were jointly developed
by ABC and independent producers, including The Man Nobody Knows, Tokyo

Police, a Marie Wilson project, an air force series, and the June Allison

Show 6
ABC purchased the Scfeen Gems telefilm the Naked City, and then
resold the program to Brown and Williamson Tobacco and Quaker Oats, An
interesting aspect of the acquisition was Brown and Williamson®s decision
on the program before it was brought to ABC. The network, however, went
through the formality of buying the show and then reselling it to the
interested advertiser, thus becoming the licensee from the independent
preducer or packager. ABC adopted this policy in order to protect itself
from losing the show and any other outside package to the other networks

once it had become popular and an integral part of an evusn:I.ng."‘7 One or

thbid .

o——

hSIbi d.

———

h6Ibid.

h7Statement expressed by Leonard Goldenson, President of American
Broadcasting-United Paramount Theatres (persomal interview).
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two seasons before, the network came close to losing Rin Tin Tin and

Lawrence Welk, programs controlled not by ABC but by their respective

advertisers.
ABC also optioned a number of film properties for 1958-59--a
package of 170 Paramount theatrical cartoons from Harvey Films for a

late afternoon telecast; and the Guild Films Bible series, Light of the

World, a dramatic anthology which would have been scheduled at Sunday

7:00-7:30 pm. Neither of the programs were broadcast in the fa.ll.h8

Several "live" properties were considered for 1958-59, in keeping
with ABC!s policy of more "live" programming. As Mr. Goldenson stated,
in reference to an increased "live" output

We?tll go to Canada, Europﬁ or Japan--anywhere that
good programs are available. 9

ABC negotiated for "live" programming of almost every category.
The network produced, in association with Talent Associates, videotape

pilots for Young Mr, Middleton, a family comedy series, and 87th Precinct,

a half-hour police drama taped on the streets of New York.50 Pat Weaver
and ABC were partners in the production of a one-hour "live" comedy-

variety hour, The Mad Show, based on satirical material from the pages

of Mad Magazine.SJ‘ The network also developed formats for the new

Patti Page and Sammy Kaye shows.

l‘BVariety, March 5, 1958, p. 34; and July 23, 1958, p. 23.

h9"AB<.‘.-.'1'V Previews Expanded Bill," Broadcasting Magazine, LV

(September 22, 1958), L3.

SOVariet.y, April 23, 1958, p. 20; and July 30, 1958, p. 25.
5111:1;1., June L, 1958, p. 23.
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ABC optioned other series including Ed Byrcents Diagnosis Murder,

Goodson-Todman's It!'s News To Me, the Wayne King Show, Summer Rosenthalts

Win A Million, and Bid W thy.s2 For the first time in network history,

ABC (an American network) had successfully negotiated with the Camadian

Broadcasting Corporation for presentation of the General Motors Theatre,

a successful Canmadian program to be broadcast in the United States for
twenty-six weeks, The show never aroused advertiser interest and was
subsequently telecast for only four weeks.53 The network had also
planned a quality dramatic series for 1958-59 produced by the Writers
Guild of America. Approximately 600 members of the WGAW had pledged to
write scripts, and many stars had agreed to appear on the four million
5L

dollar series. With the exception of the Canmadian dramatic program,
none of these plans were realized for 1958-59.

By the first of October, ABC was dewveloping its own "special®
programming, At that time, it offered for sale a one-hour property

starring Art Carney, titled Peter and the Wolf. Dan Melnick had created

the show!s concept and brought in the Baird puppets and Mr, Carney. The

network also had other ideas for "special® programs, including a circus
55

hour to originate as a remote broadcast. Both shows were telecast in

1958-59.,

52_1_129_., April 9, 1958, p. 79; and September 3, 1958, p. 21.
531bid., April 9, 1958, p. 77

5!"Va.rie'l;y, August 28, 1957, p. 23.

S5variety, October 1, 1958, p. 23.
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Operation Daybreak

In mid-summer 1958, Young and Rubicam Advertising ordered ten
hours a week, or forty new (%) hours of a daytime block offered by ABG.56
This agency agreement represented over thirteen million dollars in time
charges alone, and accounted for four-fifths of the sixty (%) hours
which ABG Television plamned to program in the fall.57

"Operation Daybreak™" had developed from a single client buy made
by Young and Rubicam with ABC some six months before.s8 The agency
believed that the "D for Daytime” rate and a possible fifty per cent
discount for charter adwertisers would result in an amazingly low “cost
per thousand.® This was the key to the Young and Rubicam agreement for
forty veékly (%) hours--to be divided among General Foods, Johnson and
Johnson, Drackett, Bristol Myers, and Beech Nut.59

In answer to criticisms of the new daytime plan, and the thinking
that it appears that Young and Rubicam in effect will be operating as
a fourth telsvision network in the daytime," Oliver Treyz stressed that
the plan was being offered to other agencies and was not solely a Young

60 The agency was to have no more than the usuwal control

and Rubicam idea.
over programming, with ABC maintaining a firm grasp on the entire sixty

(%) hours of the new daytime operation.61 To avoid the accusations of

56"ABG-'1'V Scores Daytime Coup," Broadcasting Magazine, LV
(J‘ly :u-l, 1958)! ppi 3‘-‘-"5-

57Variety, July 2, 1958, p. 23.

5By, How ¥ & R Bought "aybreakt," Broadcasting Magazine, LV
(July 21, 1958), Lo. -

59"ABC-'N Scores Daytime Coup," Broadcasting Magazine, loc. cit.
60

Tbid.

Slyaristy, July 2, 1958, p. 23.
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time brokerage, Y and R expected to break up its two daily hours of
programing.62

Maximum discounts for charter advertisers reduced a total (%)
hour?s time and talent charges to $6400. To earn such a rate, the
advertiser had to place a minimum order for four weekly (%) hours for a

total of twenty-six weeks.63

By purchasing these four (%) hours, the
advertiser received twelve commercial mimutes and was allowed to trade
off two of every three (per (%) hour) that he bought--using the pattern

he desired.-providing the availability exiated.éh

ABC believed that
by approaching sales in this mammer, an advertiser was emabled to increase
his cumulative andience to offset any deficisncies the network had in
coverage (ABC!s 85 per cent, as compared to NBC!s or CBS? 93 per cent).65
In essence, the charter plan provided the advertiser with a free
(%) hour for every (%) hour purchased., In comparison to the other net-
works? $18,000 per (%) hour for time and talent, the ABC total of only
$6L00 represented a sizeable discount. ABC realized that any real
profits from a daytime operation would come from sales beyond the initial
sixty (%) hours.66
The plaming of "Operation Daybreak" at the begimning of August
left ABC scarcely two months in which to prepare programming. The Young

and Rubicam time commitment had been made without a program lineup.67

621114,

63uyBC_TV Scores Daytime Coup," Broadcasting Magazine, loc. dit.

6thriety, July 19, 1958, p. 19,
651b1d.

——

661bid.

5T1pid., p. 23.
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ABC and the advertising agency were interested in fast results with the
new daytime properties. The agreement, providing for only a short term
sponsorship of twenty-six weeks, necessitated such program thinking.
Serial drama, it was decided, would take too long to build an audien,ce.68
The operation called for bright “live" daytime programming-.musical
variety, audience participation and game quizzes were the most likely
candidates for the new daytime 1im-up.69 In line with this policy,
Peter Lind Hayes and Liberace were signed for their own series, Programs

under development included the Freddie Martin Show, For Better, For Worse,

Touch and Go, Man In Your Life, Jig Jag, Beat the Clock, Divorce Court,

Motherts Day, and Music Bingo. In all, ABC pushed through ten complete

audition kinescopes, or approximately two for each of six programs,

in the weeks preceding the October deadline.7o

Many of the programs
were pre-tested before audiences gathered in the ABC Telewvision Center
in New York. There, audience reactions were measured and formats
refined in order to originate the strongest possible program line-up.

One show, Chance For Romance (formerly Man In Your Life), received an

on-the-air "sneak preview”" on the network?!s New York station, WABC-TV.H
The prospective series were jointly dewelaped by ABC and many
independent producers. The network had wrested control of its daytime

operation from Young and Rubicam, who was permitted to play only a

68 nterview with Ted Petter.

69Ibid.

70Va.riety, October 8, 1958, p. kk.

Tnterview with Ted Petter.
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consultancy role, even though the agency was opposed to two of the mew
progra.ms.72 One of the reasons for recapturing control was the fear
that other advertising agencies would resent the idea of a competitor
8o handily controlling shows on which they had bought or intended to
buy advartising.73 |

By September, seventeen advertisers had purchased sixty-five (%)
hours (of a possible seventy) and the new programming was about set,
Six new shows had been selected for a mid-October premiere, with a total
weekly production budget of $150,000, The series had been hand-picked
and promised to be refreshing additions to daytime television,

11:00 - 11:30 Day In Court (Court-room Drama)
11:30 - 12:30 Peter Lind Hayes (Talk Variety)
12:30 - 1:00 Mother?s Day (Women's Quiz)

1:00 - 1:30 Liberace (Musical Variety)

1:30 - 2:00 STATION TIME

2:00 - 2:30 Chance for Romance (Human Interest)

2:30 ~« 3:00 STATION TIME

3:00 - 3:30 Beat the Clock (Audience Participation)

In addition, ABCt's late afternoon programming had been revised.
Mr. Treyz had formerly stated that the network would program 5:00-5:30 pm
when the Kellogg adventure strip was discontimued, instead of returning
the tims to the stations. ABC wanted to maintain a strong lead-in for

the Mickey Mouse Club.'n‘ The American Bandstand, a highly rated program,

was pushed back to 4:00-5:30 pm, with Johnmy Carsont's Who Do You Trust

scheduled at 3:30-4:00 pm in the Beat the Clock adjacency.

T2yariety, October 8, 1958, p. k.
73

Ibid.

7thid., July 2, 1958, p. 35.
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Iv., THE NOVEMBER 1958 PROGRAM SCHEDULE

Program Types in the Nigttm Schedule

The "adult western®" and musical variety program types were still
the largest categories in the ABC nighttime schedule, with 18 (%) hours
each.

Adventure drama was also a major ingredient in the schedule, with
12 (%) hours (unchanged from November 1957).

News and commentary, with 10 (3) hours of nighttime programming,
was the third largest program type. The origimation of a second week-
night newscast accounted for the 5 (4) hour increase over the past
November,

Two program types-.children?!s variety and public affairs..were
not 1listed in 1958-59. Polka music, on the other hand, reappeared with
4 (%) hours.

Sports features had all but disappeared from the 1958 schedule,
with only 1 (%) hour, as compared to the 6 (%) hours in 1957.

The only other category which showed a change over the one year

period was mystery drama-.increasing 2 (%) hours.

New nighttime program types. ABC's emphasis on "bread and butter®

action programming becomes more apparent in an amalysis of new nighttime
programs. There were 18 (%) hours, or 39 per cent of all new nighttime
programming, in the action (western-adventure.mystery) category--with
6 (%) hours in each of the three subdivisions,

The new “adult westerns®™ included

Lawman

Rifleman
Rough Riders
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TABLE XJIVIII

THE NUMBER OF QUARTER HOURS OF ABC NIGRTTIME PROGRAM TYPES FOR
NOVEMBER 1958, AS COMPARED WITH THOSE QUARTER
HOURS IN NOVEMBER 1957

e —————— i —— ]

(4) hours in (%) hours in
Program Type November 1957 November 1958
Adult Western 18 18
Musical Variety 18 18
Adventure Dram 12 12
News and Commentary 5 10
Situation Comedy 6 8
Detective Drama L 6
Straight Drama kL h
Country Music L L
Polka, Folk Music 0 N
Sporting Events 5 3
Classical Music 2 2
Human Interest 2 2
Audience Participation 2 2
Sports Features 6 1
Childrents Variety b 0
Publiec Affairs 6 0
Total nighttime (%) hours 98 9l

.
Data gathered for the first weeks in November 1957 and 1958.
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The new adventure dramms included

Man With a Camera
Walt Disney Presents

The new mysteries included

Naked City
77 Sunset Strip

There were also 6 new (4) hours of musical variety, or 13 per
cent of the new nighttime programming.

Patti Page Show

Sammy Kaye Show

This Is Music

News and commentary followed with 5 new (%) howrs, or 11 per cent

of the new nighttime programming. The addition of Don Goddard and the

News accounted for the new (%) hours.

There were L new (1) hours each of situation comedy, straight
drama, and polka music, or ¢ per cent of the new nighttime programming.
The industry-wide decline of situation comedy and straight drama, combined
with their expensive costs for quality writing and performances, partially
explained their limited development on ABC,

The new situation comedies included

Donna Reed Show
Leave It To Beaver

The new dramatic show was

Encounter (broadecast for only four weeks)

The new polka music program was

Polka-Go-Round

Audience participation games and courtroom drama were in last
position, each with 2 new (%) hours, or L per cent of the nevw nighttime

programming. The origimation of courtroom drama was part of an industry-
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TABLE XXIX

THE NUMBER OF QUARTER HOURS OF PROGRAM TYPES FOR NEW ABC NIGHTTIME
PROGRAMMING IN NOVEMBER 1958

T mp— o p——

st

New Weekly £ of Total New

Program Type (4) hours  Weekly (%) hours
Adult Western 6 13%
Adventure Drama 6 13
Detective Drama 6 13
Musical Variety 6 13

News, Commentary 5 11
Situation Comedy L 9
Straight Drama k 9

Polka, Folk Music L 9
Audience Participation Games 2 kL
Courtroom Drama 2 L

New nighttime (%) hours LS

e s e e e ettt —— ey e

Data gathered for the first week in November 1958, These
figures include those programs which began in the summer.,
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wide trend. The use of videotape and the inexpensive nature of the
program type made it ideal for sustaining or cooperative time filler.

The audience participation game Anybody Can Play

The courtroom drama Traffic Court

The Number of (%) Hours of Network Service

There was no appreciable change in the amount of nighttime program
service in the fall of 1958. ABC was filling 9L nighttime (%) hours--all
of its "option time" with the exception of Tuesday 10:00-10:30 pm. In
addition, the network had successfully launched a late evening version

of John Daly News at 10:30 pm ("station-option time"), as well as another

news program at 7:15-7:30 pm.

There were few, if any, changes in the B._“EE’;E of commercial night-
time (%) hours. Revenues, however, showed a marked increase. ABC was
selling its time at smaller discounts which were more in line with
straight card rates.”> Gross nighttime billings had risen from $83,071,000,
or 16.1 per cent of total metwork billings in 1957 to $103,017,000, or
18.2 per cent in 1958.76

The growth of network service in the daytime was more pronounced.

The number of (4) hours of morning (8:00 am - 1:00 pm) program service
(an area which ABC had not entered since 1954) had increased to L2. There
was also a substantial growth in the afternoon period, with service increas-

ing from 71 (%) hours in 1957 to 9L (%) hours in 1958. There was an

75"'I’he abc of ABC," Forbes Magazine, loc. cit.
76

ABC Television Research Department, "Growth, Man, Growth}i"
(New Yoric: Marketing and Media Facts, May 1, 1959, #1kL3).
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TABLE XXX

THE NUMBER OF QUARTER HOURS OF ABC NETWORK SERVICE AND COMMERCIAL
PROGRAMMING FOR NOVEMBER 1958, AS COMPARED
WITH NOVEMBER 1957

Weekly (%) hours Weekly (%) hours
for 11/57 for 11/58

Total (%) Total (%)

hours of Commercial hours of Commercial
Time Period Program Service (4) hours Program Service (%) hours
8:00 am - 1:00 pm 0 0 L2 )
1:00 pm - 6:00 pm (! 60 98 80 e
6:00 pm -11:00 pm 98 8L ok 80 @

b e e e !

@ These figures are only estimates of comercial (%) hours,
due to the extremely complicated sales patterns of altermate and
participating sponsorships.
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accompanying expansion of commercial periods in the daytime-~from €0 (%)
hours in 1957 to 12k (3) hours in 1958, Though the majority of the new
time was sold at large discounts, daytime revemues mushroomed as well.
In 1957, ABC earned $13,061,000, or 11.0 per cent of the total daytime
retwork billings, as compared to $21,826,000 or 12 per cent in 1958.77

V. THE PROGRAMS IN THE SCHEDULE

Program Cancellations

Eight commercial programs were cancelled at the start of the season.

Program Nielsen Rating 3/58 (first report)
Broken Arrow - 23.2 AA

Circus Boy 17.9

Jim Bowie 21.1

Kellogg Adventure Strip (unavailable)

Mike Wallace Interview 8.1

Navy Log 12,4

Scotland Yard 5.3

Tombstone Territory 16.9

Broken Arrow and Jim Bowie were pre-empted by the network with

stronger programming,

Bristol Myers cancelled Tombstone Territory so it could sponsor

the new Ruditsky crime series on NBC.-’a

Mars Candy moved Circus Boy back to NBC for Saturday morning
broadcast, The Kellogg Company also withdrew its adventure "strip" from

ABC, though it retained the programs and spotted them across the country.

T Ibid,

78Variety, May 7, 1958, p. 27,




298
The other programs were cancelled because of poor ratings.
Other commercial programs were summer replacements which were
cancelled when the fall programming began.
Andy Williams Chevy Show
Baseball Corner
Extra Sensory Perception

Ford Summer Theatre
Pantomime Quiz

Program Renewals

ABC prepared for 1958-59 with about the same number of program
renewals as in 1957-58, These were, however, the strongest programs the

network had ever assembled for a specific season.

Program Nielsen Rating 3/58 (first report)
Wyatt Earp 34.2 AA
Cheyenne/Sugarfoot 32.2
Real McCoys 29.k
Disneyland (Walt Disney) 28.5
Zorro 27.1
Maverick 26.6
Ozzie and Harriet 2.2
Lawrence Welk 22.2
Pat Boone 21.7
Colt L5 21.3
Rin Tin Tin 20.6
Mickey Mouse Club 19,1
Lone Ranger 17.7
Top Tunes and Talent 17.4
Dick Clark Show 13,6
Wednesday Night Fights 13.5
Tales of the Texas Rangers 12.8
Country Music Jubilee 11.0
Bold Jourrey 10.7

You Asked For It 9.8
American Bandstand 9.3
Paul Winchell 9.0
Voice of Firestone 6.4
All Star Golf 6.1
Who Do You Trust 6.1
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Eleven of the twenty nighttime programs received March Nielsen
ratings of at least 20.0; six of the eleven received at least 25,0,
The nine other nighttime programs had ratings ranging from Voice of

Firestone?'s 6.4 to 17.4 for Top Tunes and Talent. Only five or six

nighttime program renewals were highly specialized or limited in their
audience appeal.

In the light of competitiwe facilities disadvantages in key cities
including Pittsburgh, Syracuse, and Rochester, ABC had made an excellent
showing in the national reports. Many of the programs received sub-
stantially higher ratings and audience shares in markets where each net-

work had equal facilities,

Program Additions

Donnma Reed Show » Donna Reed starred as the wife of a busy amll-
town pediatrician, and the mother of a young Son and teen-age daughter.

Lawman - Dan Troop, a professional peace officer (John Russell),
and his young deputy, Johmny (Peter Brown) controlled the lawless
elements in the western town of Laramie,

leave It To Beaver -~ Beaver, a ten year old boy; Wally, his older
brother, and their parents faced the day-to-day problems of typical
childhood situations,

Man With A Camera - Charles Bronson starred as Mike Kovac, a news
photographer, who found excitement and adventure in every shape and form
as he covered assigmments for his newspaper.

Naked City - John McIntire and James Fransiscus co-starred as
New York City détectives in a series filmed on the streets of New York.
The program was almost a dramatic anthology, with the two characters
holding the series together from week to week. Stress was on the
characterization of people involved in the cases, rather than on police
detection.

Pattli Page Show - Miss Page was featured with guest stars, a chorus,
and elaborate choreography in a musical variety program.
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Rifleman - Lukas McCain, a widower, and his young son lived in
the wesT in the 1880's. Chuck Connors starred as the man who could
almost make a rifle talk, with Johnny Crawford featured as his adoring
son., Emphasis was not on plot, but rather on characterizaticn and
conflict.

Rough Riders - A trio of men brought law and order to the Dakota
BadlandS and other ambush country during the Reconstruction Period
following the Civil War,

Sammy Kaye Show - Sammy Kaye and his Orchestra were featured in a
program ol instrumental music, with vocal selections intermixed. Pro-
duction was kept at a minimum, with the accent on the music itself,

77 Sunset Strip - Efrem Zimbalist, Jr, and Roger Smith starred as
Stuart Baily and Jeff Spencer, two private detectives who were college
trained and well-scrubbed gentlemen about Hollywood, With the aid of
Kookie, a parking lot attendant (Edd Byrnes), they solved a weekly crime,
in exploits which took them to the four corners of the earth.

Format Revisions.

Cheyenne - Disputes with Warner Bros., over persomal appearance
tours afid merchandising resulted in Clint Walkerfs walkout fro’ the
Cheyermme series and his subsequent suspension from the studio. 4 Warner
Bros. immediately installed Ty Hardin as Bronco Lane, though the program
retained the title Cheyemne. Clint Walker did not settle his differences
with lshrger Bros. for 1958-59, but was to star in a series of his own
in 19 9’ Oo

Disneyland - The title of the program (in its new Friday time
period) was changed to Walt Disney Presents to attract a larger adult
audience. For 1958.59, only three oI the lreshly made twenty-six programs
were devoted to cartoon product, with the majority of the episodes in the
adventure category.

On the assumption that the adults gain control of the television
dial at about 8000 pm, a love interest also was introduced in the Elfego
Baca segments,

Top Tunes and Talent -~ In an attempt to reach a younger audience,
Lawrenc‘é'ﬂém? for a teen-age band, which would double
with his regular orchestra. 1 This corresponded with Top Tunes new early
Wednesday time period.

1vid., Juy 23, 1958, p. 26.

801414, October 8, 1958, p. 33.

Bllbid., August 6, 1958, p. 29.
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Volce of Firestone - A new format was conceived for the Voice
of Firestone to broaden the appeal of the program. The series was
‘Wvided into three musical classifications: classical, semi.classical,
and popular, with guest orchestras, combos, and soloists appearing
each week to represent the kind of music they do most--obviating the
need for a regular show orchestra.

Zorro - Two ingredients were introduced into the Zorro format:
1) an intrigue that took several episodes to be resolved, even though
a smaller adventure was completely contained in each installment and

2) Jolene Brand, a ggrk beauty who was the love interest throughout
the current series,

Daytime Program Additions

Beat the Clock - Bud Collier asked contestants to perform various
stunts Within an allotted amount of time.

Chance For Romance - John Cameron Swayze extended an invitation
for sincere Iriendship to mature ummarried men and women. The men were
brought on, one at a time, to talk to the girl.

Day In Court - Dramatizations of actuval court cases with Edgar
Allen Jones, Jr, presiding as Judge.

Liberace - A variety program featuring the pianist, and vocalists
Dick Romam and Marilyn Lovell, and amouncer Steve Dunne.

Mother!s Day - Women on a panel answered questions about domestic
matters Tor prizes. Dick Van Dyke emceed this program origimating from
New York®s Latin Quarter.

Peter Lind Hayes -~ A variety program starring Mr, Hayes, and

featuring Mary Healy, Don Cherry and Anita Bryant, the Four Voices,
John Bubbles, and Roland Winters,

Uncle Al - A children®s show starring Al Lewis, with his straw
hat and accordian. He led the children on stage with some singing and
games and was assisted by Wanda Lewis as Captain Windy, and Janet Greene
as Cinderella. This Cincinnati origination also featured an assortment
of hand puppets.

821b3d., april 1k, 1958, p. 19.

831p1d., octover 8, 1958, p. 33.
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Format Revisions

Mickey Mouse Club - Reruns of programs used over the past three
years were used on Monday, Wednesday, and Friday. A collation of
previous (}) hour serials wegi broadcast on Tuesday and Thursday under
the title of Adventure Time.

Program Costs. Nine of the eleven new commercial nighttime

programs cost at least $32,000. ABC, in 1958-59, could point to these

expensive new shows--Donna Reed, Lawman, Leave It To Beaver, Man With A

Camera, Naked City, Patti Page Show, the Rifleman, Rough Riders, and

77 Sunset Strip.

The two inexpensive additions were Anybody Can Play and Music

From Manhattan with Sammy Kaye.

All daytime programming cost less than $32,000. Although
detailed breakdowms of "Operation Daybreak" programming were unavailable,
it can be assumed thatthe programs were priced to insure the adwertisers

a reasorable and efficient "cost per thousand.®

Program Production and Control. ABC had varied degrees of program

and production control on the majority of the new series in association

with their respective producers.

Donna Reed Show Screen Gems
Lawman Warner Bros.

Man With A Camera ABC Films

Naked City Screen Gems

Patti Page Show Oldsmobile

Sammy Kaye Show Assoclated Booking
T7 Sunset Strip Warner Bros.

All other new programs were produced and controlled by "packagers,®

advertisers and their agencies, and other miscellaneous organizations.

8l“Ibid., October 1, 1958, p. 28.
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TABLE XXXI

PROGRAM COSTS OF NEW COMMERCIAL ABC PROGRAMS FOR NOVEMBER 1958

=

Programs Costing $32,000 or More Cost

Bing Crosby (special) $300,000
Peter and the Wolf (special) 125,000
77 Sunset Strip 75,930
Patti Page Show 45,000
Lawman 43,048
Donna Reed Show 39,750
Leave It To Beaver 37,500
Rifleman 37,000
Man With A Camera 36,676
Rough Riders 35,442
Naked City 35,000

Programs Costing Less Than $32,000 @

Anybody Can Play 21,000
Sammy Kaye Show 10,000
Uncle Al 5,800

Based on Television Magazine's exclusive estimates of what the
advertiser paid for his program. Agency commission is included; cost
of producing the commercials is not.

@ All of the "Operation Daybreak" programming was included in
this category.
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Leave It To Beaver Ralston Purina
Anybody Can Play John Guedel
R. J. Reynolds Tobacco Company
Rifleman Proctor and Gamble
Four Star Productions
Rough Riders P. Lorillard

Ziv Television Producti_ons

Programming for "Operatlon Daybreak" was produced by ABC in

association with various independent producers and talent agencies.

Day in Court KABC-TV, Hollywood
Peter Lind Hayes William Morris
Motherls Day William Morris
Liberace Don Fedderson
Chance For Romance Irving Mansfield

Beat the Clock Mark Goodson-Bill Todman

Although the network produced none of its own programming for
1958-59, the arrangements with these "packagers" and independent producers
reflected ABC's needs in terms of its audience and what advertisers would
buy. Supervision of the shows during the initial stages of development,
and periodic spot-checks once the programs were on the air, provided the

network with more control over its schedule than ever before.

The Evolution of the Fall Schedule

The decision of Dodge-Plymouth to move Top Tunes and Talent to an

earlier time period enabled ABC to strengthen Friday evening, Lawrence

Welk was transferred to Wednesday and the new Walt Disney Presents to

Friday at 8:00 pm,
A few months before, General Electric had ordered 8:00-8:30 pm for

Man With A Camera, displacing the Jim Bowie progz:'a.m.85 The positioning

85Ibid., Jure 18, 1958, p. 23.
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of Walt Disney in the 8:00-.9:00 pm position necessitated the reschedul-

ing of Man With A Camera at 9:00 pm.

With the insertion of 77 Sunset Strip at 9:30-10:30 pm, and the

renewal o€ Rin Tin Tin at 7:30 pm, a three hour action-adventure block had
evolved, The compatible line-up provided for a maximum audience flow for
the entire evening., A combinmation of program plamning, with 77 Sunset

Strip scheduled a half hour before the Lineup, and a number of program

sales, had resulted in a powerful Friday night schedulse,

7:30 - 8:00 Rin T™in Tin

8:00 - 9:00 Walt Disney Presents
9:00 - 9:30 Man With A Camera
9:30 -10:30 77 Sunset Strip

The transfer of Lawrence Welk!s Top Tunes and Talent to Wednesday

completed an evening which had undergone conslderable change., The only

program renewals were Ozzle and Harriet and the Wednesday Fights,

In May, Bristol Myers had cancelled Tombstone Territory in favor
86

of a new "roaring twenties" crime program on NBC. Batten, Barton,
Durstine and Osborne purchased the vacated 8:30-9:00 pm for ABC-Screen

Gems?! Donna Reed Show, to precede Ozzie and Harriet at 9:00 pm.

Lennon and Newell then ordered 9:30 pm with the understanding that

87

Ozzie and Harriet would remain at 9:00 pm. ABC, however, moved Ozzie

up to 8:30 pm on the basis of programming and sequence, in turn pushing
Donna Reed back to 9:00 pm.88 Lorillard, no longer following Ozzie,

cancelled and went to Thursday.

81p14., May 7, 1958, p. 27.

am——

871pid., May 1k, 1958, p. 19.
881p14., May 21, 1958, p. 3.

a——
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Oldsmobile, who had previously ordered 10:00 pm Tuesday evening
for Patti Page, asked io have the program transferred to the comparable
Wednesday time period after it learned that Garry Moore was set for late
’ruesday.& Here again, a combimtion of sales and program planning
provided ABC with an evening of compatible "get-age" programming-.a
"younger" version of Lawrence Welk, two sitwtion comedies, and a variety

program formated primarily for younger people,

7:30 - 8:30 Top Tunes and Talent
8:30 - 9:00 Ozzie and Harriet
9:00 - 9:30 Donna Reed Show

9:30 -10:00 Patti Page Show
10:00 -11:00 Wednesday Night Fights

ABC already had a strong Sunday foundation with the Maverick renewal
in the important 7:30-8:30 pm time period. The network planned to
strengthen the later hours following Maverick, building from the 8:30 pm
position. As early as the past March, ABC had anticipated a strong
western-adventure program as the 8:30-9:00 pm Maverick companionpiece.

It contracted with Warner Bros., for such a series, and then persuaded R,
J. Reynolds, who had an option on the time period, to purchase the

Lawman, and move its Anybody Can Play to Monday eve ning.9o

The programming after 9:00 pm was not as firmly set. In April,

the network planned to schedule Orson Welles and a Canadian dramatic series

from 9:00-9:30 pm and 9:30-10:30 pm, respectively.’l A change of plans

89 1bid., June L, 1958, p. 23.

9OIbid., August 27, 1958, p. 23.

1ibid., April 30, 1958, p. 32.
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moved 77 Sunset Strip io Sunday 9:00 pm. The sale of that program for

Friday, however, transferred Public Enemy into the Sabbath time period.’?

Interplay, the Canadian property was then considered for 9:30-10:30 pm,
with a "live" show scheduled as the 9:00 pm lead-in.’> 1In September, a
videotape sales presentation was prepared for Talent Associates? 87th

Precinct for 9:00-9:30 pm.9h In the midst of this activity, ABC had

been negotiating with the Texas Company for a weekly Sunday night dramatic

series to originate in New York or Hollywood; if the idea materialized,

5

87th Precinct was to be moved to another even.’mg.9 Encounter had aiready

been reduced to four performances, in hopes of drawing the Texas Company
into that full season contract.96 None of these properties were sold;
consequently, ABC had only a ninety minute (7:30-9:00 pm) block of strong
Sunday programming.

Faced with the problem of filling 9:00-9:30 pm, the network experi-

mented with re-runs of Colt 45, scheduling them as the Lawman 1ead-ou'l:.97

This was the begiming of a Sunday action-adventure block of programs,
providing the foundation for the evening?'s line-up in 1959-60.

7:00 - 7230 You Asked For It
7:30 - 8:30 Maverick

8:30 - 9:00 Lawman

9:00 - 9:30 Colt L5

9:30 -10:30 Interplay

221p1d,, July 16, 1958, p. 19.

931bid., July 23, 1958, p. 22,

A—

Sbrnid., September 17, 1958, p. 3k.

951pid.,
96 Ipid.

97Ibid., October 22, 1958, p. 21.
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There was less of a problem on Tuesday night. ABC already had a

powerful action block from 7:30-9:00 pm, with Cheyenne/Sugarfoot and

Wyatt Earp. The network did, however, hope to improve the later program-

ming after 9:00 pm. Consequently, it pre-empted Broken Arrow for the

new Proctor and Gamble propei'ty, the Rifleman, and scheduled the western
at 9:00 pm-.a time period satisfactory to both the advertiser and the
network.98

ABC had origimally planned to install 77 Sunset Strip at 9:30-

10:30 pm, but the prospect of an immediate half sale of Naked City,
also a detective series, caused some program juggling and the scheduling

of the Naked City at 9:30-10:00 pm.””

With the transfer of Patti Page
to Wednesday, the 10:00.10:30 pm time period was unprogrammed until January.
A strong action block did, however, evolwve from 7:30-10:00 pm,

with the addition of the Rifleman and Naked City.

7:30 - 8:30 Cheyenne/Sugarfoot
8:30 - 9:00 Wyatt Earp

9:00 - 9:30 Rifleman

9:30 -10:00 Naked City

There were few program changes on Thursday evening with Zorro, the

Real McCoys, and Pat Boone renewed in their old time periods. Mars Candy

had taken Circus Boy back to NBC and Navy Log had been cancelled by its
sponsor--leaving the 7:30-8:00 pm and 9:30-10:00 pm vacancies,
In March, P. Lorillard signed for the 9:30-10:00 pm time period,

and inserted its Rough Riders, in keeping with the ABC idea of a western

981bid., April 16, 1958, p.35.

ae—————

991bid., April 30, 1958, p. 32.
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lead-out for Pat Boone .100

leave It To Beaver was origimally scheduled by Ralston Purina

and Miles Laboratories for Friday at 8:30 pm. With the shift of Walt

Disney to that evening, the situation comedy had to be relocated and was

subsequently moved to the 7:30-8:00 pm Thursday time period. Beaver

and Rough Riders were both compatible with the existing programming--

appealing to the "get-age" audiences of Zorro, the Real McCoys, and
101

Pat Boone.

Traffic Court was later added as a cooperative program in the

unsold 10:00 pm time period.

7:30 - 8:00 Leave It To Beaver
8:00 ~ 8:30 Zorro

8:30 - 9:00 Real McCoys

9:00 -~ 9:30 Pat Boone

9:30 -10:00 Rough Riders
10:00 -10:30 Traffic Court

Monday was admittedly a weak evening, The strongest program in

the lineup, Top Tunes and Talent, had been moved to Wednesday, leaving

Voice of Firestone and Bold Journey as the only program renewals, The

network had tentatively scheduled Pat Weaverts Mad Show for 7:30—8:30 pm,

but there was no sponsor interest, as was the case with Broken Arrow and

One Step Beyond, also inserted in this time period,

In August, R. J. Reynolds! Anybody Can Play was transferred from

Sunday at 8:30 pm to the vacated 9:30 pm time per:lodl.lo2 The unsold

1001p14., March 5, 1958, p. 50.

101y terview with Fred Pierce.

102y, riety, September 3, 1958, p. 21.
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7:30-8:30 pm and 10:00-10:30 pm were programmed with the cooperative

Polka Go Round and This Is Music to keep the network in service.

7:30 - 8:30
8:30 - 9:00
9:00 - 9:30
9:30 -10:00
10:00 -10:30

Polk Go Round
Bold Journey

Voice of Firestone
Anybody Can Play
This Is Music

ABC had scheduled Holiday U.S.A. for 8:00 pm Saturday, but later

decided to abandon the travel series and expand Jubilee U.,S5.A, to a full

hour, The 8:00.8:30 pm segment was available for natiomal sale, while

8:30-9:00 pm was offered on a cooperative basis. Dick Clark and Lawrence

Welk had been renewed for 7:30-8:00 pm and 9:00-10:00 pm,
Sammy Kaye was the only addition to the evening at 10:00 pm,

providing a suitable lead-out for Lawrence Welk. Saturday, while not

ABC's strongest evening, nevertheless contained a solid three hours of

diversified music--all of which was doing a service for specialized

aud.’l.enoes.lo3
7:30 - 8:00 Dick Clark Show
8:00 - 9:00 Jubilee, U.S.A.
9:00 -10:00 Lawrence Welk
10:00 -10:30 Sammy Kaye

In February, ABC had decided to move John Daly News into late
"sta.tion option time,” principally to avert the childrents audiences
which were in control of the set during the traditional newstime prior
to 8:00 pm. The network also believed the 10:30 pm time period would

elimimte the early evening news competition which the program had

1031, terview with Ted Fetter,
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previously faced. The time change, approved by a sufficient number of
affiliates, went into effect in the fa11l,l04

In June, ABC originated a second sustaining news program which
the affiliates were free to reject. The 7:15-7:30 pm edition was
demanded by some of the stations that had used it for consumption in
combinmation with a local news-round-up at 7:00 pm.lo5 Don Goddard was

selected as the commentator.
V. THE MARCH 1959 PROGRAM SCHEDULE

At an affiliates meeting in mid-November, ABC rewvealed its plans
to launch several new programs six months before the usual fall start.
Two shows tentatively scheduled for a March or April premiere were the
Alaskans, a Warmer Bros., one hour adventure to follow Lawman at 9:00 pm;
and Doc Holliday, a half hour Warner Bros. western adventure, as the

Friday Walt Disney 1ead-out.106 The network beliewved that both the

Lawman and Disney were recelving high enough ratings to provide strong
107

lead-ins for these expensive film packages.
ABC wmanted to study sponsorst® reactions to the idea of buying

shows and paying for them throughout the summer, when most of the programs

are re-runs or vacationing, The network felt that the new programs could

develop an audience edge over their weak summer c.:on:petition.108

10ky,riety, February 19, 1958, p. 20.

105144d., June 18, 1958, p. Lo.

—————

1061bid., June 18, 1958, p. LO.

1071p44,

1081y,14.
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Though the idea seemed to be a good one , 1t could not arouse
sufficient advertiser interest. Consequently, the plans for these mid-
season shows, as well as for Desilu!s Grand Jury and Screen Gems! the

Fat Man, were never realized.1%

ABC did, however, reprogram late Sunday evening. The network

believed that it owed the stations a stronger program line-up to

capitalize on the large Maverick and Lawman a.udi.enoes.ll0 Through ABC

Films, it purchased McGraw and Wire Service re-runs at a very reasonable

'price , and offered the programs as cooperative spot‘-careerrs.111
The network also disclosed its plans for three prospective

“special" programs. The success of Art Carney Meets Peter and the Wolf

(broadcast in November) inspired ABC to develop a second "special" along

similar lines--the Sorcerer?'s Apprentice, also featuring Mr. Carney and

the Baird Marionettes. The program, scheduled for April 5th, was sold

to Minnesota Mining, the sponsor of the origimal Peter and the Wolf.

The other prospective "special®" was a circus program for March 9th,
featuring highlights from the Ringling Bros. and Barmum and Bailey Circus
in Charlotte, North Carolima., Budgeted at $270,000, the program, starring
Ernie Kovacs, was sold to the Edsel Division of the Ford Motor Company.

ABC also optioned a ninety minute adaptation of Don Quixote,
starring Jose Ferrar, and featuring Jose Greco, his Flamenco Dancers, and

guitarist Carlos Montoya--the network was unable to sell the prograun.ll2

109Ibid., November 26, 1958, p. 29,

—————

1101 terview with Ted Fetter.

lpsg.

112y, riety, November 26, 1958, p. 29.
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Nighttime Program Cancellations

Four nighttime programs were cancelled at mid-season.

Anybody Can Play -~ Low ratings.

Man With A Camera - General Electric budget limitations.
This Is Music - Pre-empted with commercial programming.

Traffic Court - Pre-empted with commercial programming.

Nightiime Program Additions

Alcoa Presents - Alcoa Aluminum purchased One Step Beyond from
ABC FilmS, and then bought 10:00-10:%0 pm Tuesday on ABC. ALl three
networks eagerly sought the account, 13

Format -~ Dramatizations of the occult experiences of man with John
Newland as host for the series, Mr, Newland, in narrating each story,
allowed the television audience to believe or disbelieve what they had
just seen,

Accused - ABC inserted this KABC package as filler material in the

vacated gaﬂ; Eage time period and offered the program asa cooperative
spot career,

Format - Dramatizations of actual court cases, featuring Edgar Allen
Jones, JT, as the judge.

Billy Graham - ABC sold Saturday 10:00-11:00 pm to Mr, Graham
for a 1Tmited number of broadcasts.

Deadline for Action - Re-runs of Wire Service.

Dr, I, Q. - Dr. I.Q., the quizwmaster, had several aids situated
in the audience with portable microphomes. He quizzed studio contestants,
and gave silver dollars for the questions answered correctly.

Shirley Temple Storybook - Breck cancelled its once-a-month NBC
Shirley Temple Show and tGok the re-runs of the series to ABC for every
rd Mo yi :30-8:30 pm, replacing the sustaining programming in that
time period. 1
Format - Shirley Temple narrated hour-long adaptations of famous
childreni¥s fairy tales.

113114d., October 22, 1958, p. 27.
by terview with Ted Fetter.

115y, rie ty, October 29, 1958, p. 21.
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Tales of the Texas Rangers - Previously broadcast on Sunday
afternoon, it was transierred to altermate Mondays at 7:30 pm.
Format - Dramatizations from the files of the Texas Rangers,

———————

Tombstone Territory - ABC was able to find a sponsor for the
series, and inserted it in the vacant 9:00 pm Friday time period.

Format - The editor of the Tombstone Epitaph and Clay Hollister,
the townYs young marshall, fought the violence and evil in the "town
too tough to die."

Daytime Program Cancellations

In sharp contrast to its nighttime success story, the ABC daytime
operation (at mid-season) could only be interpreted as unsuccessful-=if
the nmationmal Nielsen reports were used as a gauge.

The $15,000,000 bought and paid for program line-up, insofar as
rating and share of audience, remained about where it was in mid-October,
with the other networks maintaining a minimum of a three-to~.one rating
lead.

ABC had initially promised a 25 per cent share of audience to the
new clients, but was obtaining results nowhere near that mark. Here is
the Nielsen record from "Operation Daybreak?!s" inception through the
end of December,

Report Rating Share

Second October Report 2.0 12,4%
First Movember Report 2.0 11.6

Second November Report 2.1 11.h
2.7
2.3

First December Report 12.6

Second December Report 11.6

Because ABC was delivering some 900,000 fewer homes per (%) hour
under its "Operation Daybreak" plan than those averaged by NBC or CBS
in terms of Y“cost per thousand," the network, in Jamuary, initiated a

dividend plan calling for ABC to give advertisers one-minute in
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American Bandstand for every four (%) hours per week they purchased
116

under the daytime plan.
By the end of February, several charter advertisers had taken action.

Unofficial count on "Operation Daybreak!®s” sponsor cancellations after

the first twenty-six weeks was 27 spots a week gone and 38 remaining for

second cycle .117

In addition to cancellations of 13 of the 17 General

Foods weekly spots and Bristol Myers? L spots a week, there had been others

reported by Amana Home Freezers (4 spots a week), Minnesota Mining (3 spots),

and Nestle (3 :’spo't.s).118
Loss of this business caused problems in the programming area.

Mothert®s Day and Chance For Romance had been cancelled in December and

replaced by Play Your Hunch and Music Bingo. While the ratings of Chance

were not much, if any, lower than those of the other new ABC daytime

programs, there had been mamy questions asked as to whether the subject

119

mtter was "in the interests of good taste .for television." By mid-March,

the network had decided to discontinue the Liberace and Peter Lind Hayes

programs, and subsequently replaced them with George Hamilton IV and the

Gale Storm Show.

By the first of June, the program fatality list included

Chance for Romance
George Hamilton IV
Liberace

Motherts Day
Peter Lind Hayes
Play Your Hunch

6
! Variety, Jamiary 1L, 1959, p. 21.

N 77p44., Pebruary 25, 1959, p. 33.

11854,

19y, riety, December 10, 1958, p. 23.
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Daytime Program Additions

In the months that followed the imauguration of "Operation Day-
break," the ABC program planners changed their daytime philosophy. At
the start of the operation, they believed that they should introduce
bright new programming into morning and afternoon television in the hform

of Peter Lind Hayes, Liberace, and an all "live" line-up. ABC, however,

had entered a totally new field with new programming, at a time of day

when audiences are not gained as quickly as in the evening. The short

term contracts with the advertisers in the plan called for fast results --
results which could not be obtained with newly created "live® programing.120

The monthly Nielsen reports revealed that Beat the Clock, an already
121

established program, was doing considerably better than the new entries,
The program had already acquired an audience on CBS; consequently, the
daytime problem of establishing familiarity had been overcome before its
appearance on ABC, The scheduling of Music Bingo, which had been telecast
the preceding summer on NBC, was also motivated by the philosophy that
it is not particularly wise to replace one new daytime show with another.
On the theory that new daytime programs build audiences slowly, ABC did
not want to begin all over a.gain.l22
The acquisition of established "liwe"™ programs presented a problem;
there were no properties with widespread appeal and popularity which were

not already tied up. If ABC could have acquired a show like Truth or

1204, terview with Ted Fetter.

1211054,

122Variety, December 10, 1958, p. 19.
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Consequences, it would have done so.123

For this reason, the network turned to film programming, hoping
to "strip" established nighttime programs on a repeat schedule for two
or three re-runs, after which time new replacements would be ac:qu:i.red.12h

CBS and NBC had successfully "stripped" I Married Joan and Our Miss

Brooks-~programs that had done quite well in the morning and afternoon.
ABC adopted a similar policy.

In FPebruary, the network acquired the Gale Storm Show from the

Independent Television Corporation for approximately five million dollars.
The agreement involved from 99 to 11l re-run episodes, with ABC given
multiple-run rights over a three year period.125 Another important facet
of the arrangement was a contractual agreement for a minimum of 26 newly
produced Gale Storm episodes for broadcast in prime evening time .126
Involved in the agreement were CBS and Lever Bros., who were
cancelling the Saturday night show, and Young and Rubicam and ABC.
Television, who were picking it up. The advertising agency had called
upon the network to deliver what it considered a strong film show for
~ "stripping" in hopes of improving ratings. ITC recognized ABC!s needs
and moved quickly to fill '!;hem.127

The show began its Monday through Friday daytime run on April 13.

1231hterview with Jules Barmathan, ABC-TV Vice President of
Research and Station Clearance (personal interview).

121 terview with Ted Fetter.

125Variety, February 25, 1959, p. 25,

126544,

127Ibid.
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Daytime program additions at mid-season included

Gale Storm Show - Gale Storm starred as the social director of a
luxury Tinef, Miss Storm, withthe aid of Zazu Pitts and Roy Roberts,
featured as her companion and the ship's captain, found themselves in
contimial trouble,

George Hamilton IV - Country music from Washington, D. C., with
George Hamilton, Pary Klick, and Roy Clark., (ABC believed that Mr,
Hamilton was a promising talent who might attract a sizable following.
The program was cancelled after a few weeks.)

Music Bingo - A musical guessing game featuring Johnny Gilbert
which uSéd the Iive letters in the word "music," instead of “bingo."

Play Your Hunch - Merv Griffin emceed this game of intuition.
Couples were matched and competed for prizes., A typical question asked
was: '"Here are three pieces of jewelry...which is the real one?"

VI, THE AUGUST 1959 PROGRAM SCHEDULE

Program Cancellations

Five commercial programs were cancelled at the start of the summer.

Billy Graham

Patti Page

Sammy Kaye

Top Tunes and Talent
Voice of Firestone

Other programming, either sustaining or cooperative, was also
discontinued.

Deadline For Action

Dro Io Qo R

Program Additions

ABC prepared show concepts for three Dick Clark "special' programs.
The first show was to feature the Three Stooges; the second to provide
a musical resume of the past decade's record hits; and the third,

World of Manhattan, to feature the disk jockey on a tour of various New
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York night spots. American Machine and Foundry placed an order for
half of the programs, with the provision that ABC sell the other half,

The network was unable to do so, but nevertheless retained AMF for full

sponsorship of the Record Years, which was broadecast in mid-June .128

In contrast to past seasons, there were only a few program
additions for the summer quarter.

Across the Board - A televersion of the daily crossword puzzle,
featuring Ted Brown. Two contestants from the studio audience were
pitted against each other in this game of crosswords. They were
provided with cartoon clues to elemental English words.

Court of Last Resort - ABC Films bought 26 episodes of this
series, with the provision that they would be used on the network and
then put into syndication. Assured of a network brcadca.s‘l:1 2gBC Films
had a portion of the costs written off before syndication.

Music For A Summer Night - An ABC produced hour of pleasant music,
with singing, dancing, elaborate production and the Glen Osser Orchestra.
The series was similar to the revised Voice of Firestone, featuring
classical, semi-classical, and popular music.,

Oh,Boy - A British television series broadcast by ABC for the
summer months, featuring English rock !n roll groups and occasiomal
American guest stars,

Top Pro Golf - Evening re-runs of Championship Golf, offered to
the affiliates as a cooperative program.

VII. AN EVALUATION OF THE 1958-59 SEASON

ABC Television made major advances in both the nighttime and day-

time in 1958-59., The network spent $40,000,000 for new ABC talent and

1281154, , May 6, 1959, p. LO.

129Variety, December 10, 1958, p., 22.
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130
programs--2 staggering amount for even NBC or CBS,
Never before could ABC boast of dominance on four nights of the
week--~Sunday, Tuesday, Thursday, and Friday-~and an abundance of top-

rated programs, The scheduling of Rifleman, Lawman, 77 Sunset Strip,

and Naked City, in addition to other popular new programs including

Leave It To Beaver and Donna Reed, put the network in an enviable

position. Only three of the new shows-.Patti Page, Rough Riders, and

Man With A Camera~-had not done as well as anticipated.

The strategy of shifting Disneyland into the Friday competition,
where it was to become the highest rated program; the scheduling of

Lawman "back-to-back" with Maverick; the strengthening of Tuesday (where

ABC had unquestionable supremacy) with Rifleman and later Alcoa Presents—-

as complimentary attractions to Cheyenne and Wyatt Earp—all played key

roles in the networkt's program ascendancy.
Even in the area of specials, where ABC had been loathe to move,
the network hacd met with some unusual rewards~~the Bing Crosby and Art

Carney shows, the circus hour and Dick Clark?®s Record Years all received

high ratings and, for the most part, critical praise.

Nighttime gross billings had scared to new heights in 1958,
increasing $11,000,000 over the past year to more than $100,000,000 or
16.2 per cent of the total network billings,

There was, on the other hand, still room for improvement. Monday
ws admittedly the weakest night of the week, as it had been for years.
Wednesday and Saturday were also not realizing their full potential—.

lagging behind the ratings and share of audience figures for Tuesday,

13OAr‘b:i.cle in Broadcasting Magazine, LV (September 22, 1958), L3.
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Thursday, Friday, and Sunday. On two of its strong evenings, the net-
work had a weak program structure in the late hours-~Thursday, from
9:30~11:00 pm, and Sunday, 9:30-11:00 pm. There were additional periods
on Tuesday and Friday which could be reprogrammed with stronger and more
suitable material-~Tuesday, 9:30~-10:00 pm; Friday, 7:30-8:00 pm, 9:00-
9:30 pm; and Thursday 7:30-8:30 pm. Many of the late evening alterations
would be made in 1959-60, now that ABC had a firmer hold on the earlier

portions of the schedule., 77 Sunset Strip was the first and only major

advance in the late hours; the network had never before been able to
establish a highly rated program after 9:30 pm.

ABC®s advances were not limited to the evening hours, The netw
work, in 1958-59, provided its first full time program service with the
initiation of 70 new (%) hours of weekly programming. "“Operation Day-
break," as it was referred to, was developed by ABC in association with
Young and Rubicam Advertising and represented over fifteen million dollars
in time and talent commitments. The daytime operation, however, was not
an immediate success. Almost all of the original shows were replaced
by mid-season with already established "live" and film programs, After
the initial twenty-six weeks, many of the_ charter advertisers withdrew
from the plan, reducing the number of commercial spots from 65 in October
to 38 for the second twenty-six weeks.

ABC, however, was not ready to abandon its new daytime operation.

This is only round one. Don®%t write us off. Weftrein

daytime to stay and watch ouwr speed; we're going to get
more aggressive than ever,l13l

131Variety, February 25, 1959, p. 27.
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ABC daytime programming was to be realigned, under the leader-
ship of Oliver Treyz, Geraud Chester, Armand Grant, Ted Fetter, and Dan
Melnick. The network no longer planmned to originate new programming in
an area where audiences are difficult to build, but rather to acquire
already established properties--~including repeats of nighttime telefilms.
In 1line with this policy, ABC purchased the Gale Storm series for the
daytime, as well ags other film series for 1959-60. In addition, the
network negotlated for several "live" properties,

By the summer, the daytime picture had considerably improved.
According to the first Nielsen Report for June 1959, "Operation Daybreakis"
share of audience had increased from 13.3 per cent in October 1958 to

20.6 per cent in June 1959,132 Moreover, the Gale Storm Show, in the

first August report, received over a 30 per cent share of audience--the
first time any of the new "Daybreak" programs had passed what appeared

to be an insurmountable mrk.13 3

ABCts 2:00-3:30 pm line~up was still
the highest rated of all daytime programs, though the earlier portions
also showed signs of improvement. With the addition of powerful new
programming in the fall, ABC hoped to equal, if not surpass, the existing
NBC and CBS programming,

The ABC Television Network could prepare for 1959-60 with more
confidence and assurance than at any other period in its history. With

a nighttime program mucleus including Cheyenne, Sugarfoot/Bronco,

Wyatt Earp, Rifleman, Aloca Presents, Ozzie and Harriet, Donna Reed,

132Ibid., July 22, 1959, p. 21.

131pid., August 19, 1959, p. 25.
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Wednesday Night Fights, Leave It To Beaver, the Real McCoys, Pat Boone,

Walt Disney Presents, 77 Sunset Strip, Dick Clark, Maverick, Lawman,

Colt L5, and a new daytime structure including Day In Court, Gale Storm,

Beat the Clock, Who Do You Trust, and the American Bandstand—-with

increased prestige and near-equality in station facilities, ABC
believed that in 1959-60 it could equal, and perhaps surpass, both NBC

and CBS and become the major force in network television,



CHAPTER X
THE 1959-60 SEASON

In September 1959 (the time of writing), the 1959-60 season
promised to be the most exciting in television?s history. More than
four hundred "specials" were plamned by the networks, featuring such
outstanding stars as Fred Astaire, Jack Benny, Ingrid Bergman, Alec
Guiness, Bob Hope, Lawrence Olivier, Frank Sinatra, Bea Lillie, and
Gwern Verdon., NBC alone scheduled two weekly "special" series--the

Sunday Showcase, a one-hour drama, variety, and comedy show, and Hubbell

Robinsonts Startime, another ambitious dramatic and variety hour, CBS
had also armounced plans for several "special' programs, including
fifteen ninety-mimite _E_i_e;\_r_l_?_r.x parties prepared by Goodman Ace., ABC
Television anticipated at least twelve or thirteen musical programs for
1959~60, starring Bing Crosby, Frank Sinatra, Elvis Presley, Steve
Lawrence, Eydie Gorme, and Dick Clark. Returning from the past season

were the Dupont Show of the Month, the Hallmark Hall of Fame, and the

Rexall "Specials,"

Many of these "specials¥ were to be public affairs and news

programs--six NBC American Heritage dramatizations for Sunday Showcase,

based on outstanding events in American history; CBS Reports, twelve one-
hour informational programs featuring in-depth coverage of significant
issues and people in the news; and ABC "one-shots," including the

Splendid American, the story of dedicated Americans who had been working

to improve conditions in Laos.

Drama, by virtue of the specials, was staging a comeback. Several

32k
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segments of Sunday Showcase and Ford Startime were to feature original

plays and adaptations of famous novels, motion pictures, and stage
presentations, CBS scheduled one-hour Ernest Hemmingway stories, and
all three networks had been commissioned to present, at designated times
throughout the season, David Susskind?s productions of famous motion
pictures. A highlight of 1959-60 was to be the NBC telecast of Lawrence
Olivier in a ninety mimute adaptation of the "Moon and Sixpence.* These

programs, in addition to the Dupont and Hallmark shows and the new June

Allison and Twilight Zone series, were to reinstate drama as an important

program form.

The scheduling of these dramatic, wvariety, and public affairs
specials" did not displace the "bread-and-butter® action programming.
For 1959-60, the westerns, adventures, and mysteries still dominated the
network schedules. Ten new westerns premiered, bringing the total to

twenty-nine programs., Among the new shows were Bonanza, Bronco, Tales

of the Plainsmen, the Deputy, Johnny Ringo, The Rebel, Wichita Town,

Man from Black Hawk, and Hotel de Paree, There were also eight new

adventure series, set in locations from the earth to outer space--from
the Klondike Trail, the South Seas, and the banks of the Mississippi to
the Carolina Swamps and the Moon. The new programs in this category

included Troubleshooters, The Man and the Challenge, Riverboat, Men Into

Space, the Alaskans, Adventures in Paradise, Swamp Fox, and Mr. Lucky.

Action programming also made advances in the area of mystery with eight

new shows--Tightrope, Staccato, Five Fingers, Bourbon Street Beat,

Phillip Marlowe, Hawalian Eye, the Untouchables, and the Detectives.

In all, there were twenty-six new "bread-and-butter" series on the three

networks, comprising nineteen additiomal hours of action prograrming.
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Situation comedy was still an important program form in 1959-60,

with seven new series--Fibber McGee and Molly, Love and Marriage, the

Dennis O!Keefe Show, Hennessey, the Many Loves of Dobey Gillis, the

Betty Hutton Show, and Dennis the Menace.

NBC and CBS had realigned their programming to more effectively
compete with each other and the strengthened ABC network. NBC moved

Riverboat into Sunday 7:00-8:00 pm, preceding Maverick by a half-hour,

hoping to attract a portion of the gamblerts audience.
The network also scheduled the western, Laramie, at 7:30-8:30 pm

Tuesday, followed by Wichita Town at 8:30 pm, to counteract the ABC

western block. On this same evening, CBS placed its Space Adwventure in

the 7:30 pm time period--providing the viewers with three one-hour
adventure shows from 7:30-8:30 pm.
Another case of competitive program juggling was the CBS and NBC

scheduling of Desilu Playhouse and weekly specials at 9:00-10:00 pm

Friday, opposite 77 Sunset Strip, the dominant ABC program on Friday

evening.

In 1959-60, the three-way NBC.CBS-ABC rivalry for network supremacy
was the most intense struggle in television history. NBC, under the
leadership of Messrs. Sarnoff and Kintner, was attempting to perpetrate
a new public image, in the greatest turnabout in program design since
Pat Weaver leftthe network. There was the customary '"bread-and-butter"
programming in both half-hour and one-hour form, but there were also no
less than 150 specials planned for 1959-60. Mr. Kintner had incepted a
ma jor talent-program development division to implement the idea that NBC

was back in show business--with no less than three "special" showcases
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a week.
At CBS, the programming pattern did not deviate from a successful
past formula--variegated features ranging from situation comedy to

variety; from the Small Worlds and Playhouse 90s to a Gunsmoke, the

"specials," and a Perry Mason., Regardless of who was Hubbell Robinson?s

administrative replacement, there was to be no radical departure from
the course of a "totality of program service."

In the face of balanced NBC and CBS programming, hundreds of
"specials," and competitive program realignments, ABC was planning its
strongest schedule for 1959-60., This seventh chapter in its corporate
history would determine, for the most part, whether the "third network"

could finally succeed in becoming an equal partner in network television.

I. ABC PROGRAM FPHILOSOPHY

Concentration on Action Programming

Leomrd Goldenson and Oliver Treyz had committed themselves to a
"more of the same" formula of "bread-and-butter® programming--which they
believed would Spell out even larger Nielsens than in 1958-59.

People like what welve been giving them, First we build
a habit factor, get them used to watching us, then we can do
something about upgrading programmfi.ng.1

ABC admitted that %"as the up and coming network, we gotta get it

in a hurry; when we got it, we can move into the broader and more all-

ll2

encompassing vistas. Since there was no apparent diminuition of

Luthe abe of ABC," Forbes Magazine, LXXXIII (June 15, 1959), 17.

ariety ZNew Yor‘_k'/, Jure 3, 1959, p. 19.
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public acceptance for the action shows, the network continued to schedule
them in a variety of shapes and forms.

Operating on the theory that the star and not the program is

indispensible, ABC prepared Bourbon Street Beat, Hawaiian Eye, the

Detectives, the Alaskans, and Adventures in Paradise.] A decisive factor

in the creation of these shows was the success of 77 Sunset Strip and
the emergence of Efrem Zimbalist as an important television personality.

From this series came the basic formats for Bourbon Street Beat and

Hawaiian Eye, and the subsequent plotting of the Alaskans and the

acquisition of Adventures in Pa.radise."‘

The Ted Bates Company, advertising agency for the sponsors of

Hawaiian Eye (American Chicle, Whitehall and Carter, also the sponsors

of 77 Sunset Strip), hoped to affect a unique cross-plugging arrangement

in its Wednesday and Friday choices on ABC. The agency considered moving

Roger Smith, a featured performer on 77 Sunset Strip into the lead of

the new Wednesday program. Efrem Zimbalist, Jr., the star of Strip, was
to occasionally appear in the second program to help bolster ratings and

carry out the cross plugg:l.ng.5

Part of the cross-promotion included Mr.
Zimbalist, on Friday, picking up the phone and asking for his Hawaiian
count.erpa,r‘b.6 This arrangement for the Bates Company illustrated the

newly-emphasized importance of the male star,

31bid., May 6, 1959, p. 1.

thid.

5Tbid., April 8, 1959, p. 20.

6Ib:‘Ld .
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The exigencies of production for the one-hour series had created
a built-in method for developing the younger stars. Due to the physical
strain of weekly production, a young alternate was usually cast with a
more mature major star. As the youngsters built appeal and gained
maturity, they were cast in major roles in the series,!

Another important element in the 1959-60 ABC action programs, as
well as in NBC and CBS programs, was female sex éppeal--introduced by
providing running parts for the girls. As one western producer said,

8

"we'll put her in low-cut dungarees."” Warner Bros. had used this

approach successfully with Maverick and 77 Sunset Strip, as well as in

Cheyenne, Sugarfoot, Bronco, Lawman, and Colt L5, It continued to do

S0 in the new 1959-60 properties.

Arlene Howell, a former Miss U.S5.A., was featured in Bourbon
Street Beat.
= Dorothy Provine was a running co-star in the Alaskans.

Connie Stevens was featured in Hawaiian Eye.

In addition, Anna Lisa was a weekly feature in Liggett and Meyerts

Black Saddle, Though there was no permanent female lead in Adventures

in Paradise, the program co-starred top performers in guest appearances

opposite Gardner McKay.lo

Expansion of "Special" Programming

ABC did not wish to limit itself to only "bread-and-butter" shows.

TIbid.

81bid., August 5, 1959, p. 1.

9Ibid .

———

101114,

S
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The network planned an active expansion of its public affairs progra.mrﬁing
and an increase in the number of entertaimment "specials" for 1959-60.

In July, a newly-created task force was formed to produce
historical documentaries keyed to important news events. Operating from
the News and Public Affairs Department, the force was headed by Walt
Peters, who, with three or four men, collected news film on important
isgsues or themes for at least twelve evening "specials" a year.ll The

first program in this series, tentatively scheduled for September, was

titled the Fabulous Americans, a report about dedicated Americans who

had been working to improve conditions in laos.

Fritz Littlejohn, Director of the News Department, disclosed that
there were two prospective series in preparation for 1959-60--one a high
budget program to be scheduled only if sold, and the other, an inexpensive
program definitely set for broadcas'c».12

The expensive series, For Your Information, would be a monthly

program, exploring science, domestic and problem areas, similar in

approach to Report Card and Youth Anonymous, two past "specials." The

program would require much research and would consequently be costly to
produce, For this reason, the sale of the monthly series had to be a
prime consideration.t3

The low-budget program, costing between five and ten thousand

dollars a broadcast, would be a sustainer, presented according to the

1pi4., July 15, 1959, p. L3.

e ———

125tatement expressed by Fritz Littlejohn, ABC Director of News
and Special Events (personal interview),

D1big.,
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requirements of the news, and attempting to report amd clarify important
events and developments. This prospective series was ideal from the
retwork?s point of view, because it would not require vast amounts of
research and would be relatively inexpensive to produce .1h

In line with an acceleration in public affairs programming was
an increase in sports coverage. ABC not only hoped to strengthen its
Wednesday night boxing matches, through its arrangement with Norris-
Wurtz-Gibson, but also planned an ambitious Saturday evening sports
schedule for the coming .=.teason.15 Seven professional football games
were to be broadcast (until their conclusion) at 10:00 pm Saturdays
begiming August 22nd. The network also explored the possibilities of
major league evening baseball, as well as "live" college football and
reported that several teams in both categories were quite irﬂ:eres‘bed.:u5
In addition, ABC écheduled the first network bridge program on Sunday

afternoon, complimenting the past season?’s Championship Golf.]'?

“Special" programming was not confined to public affairs and
sporting events; ABC intended to increase the rumber of musical and
entertainment "specials" as well. The network's gratifying results with
the "insertions," an increased advertiser interest, and the prestige
accrued with their presentation, led to the scheduling of at least nine

entertainment "specials" for 1959-60.18

W1i4,

——

15Variety, July 8, 1959, p. 2k.

61p14,

171pid.

18variety, July 15, 1958, p. 37.
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Four (L) Frank Sinatra programs in October, November, February,
and April (sponsored by Timex).

Two (2) Bing Crosby Oldsmobile "specials" originating from
Hollywood.

The Golden Circle -~ Steve lawrence and Eydie Gorme starring in
a program Keyed vo the records which have obtained the one million
sales mark (sponsored by Oster).

A Mutual of Omgha anniversary “speclal."

An Elvis Presley hour for early 1960, following his release
from the army.

Another Dick Clark "special,' similar to the Record Years.

A one hour Pat Boone "special.”

In addition, ABC had acquired the rights to the Rivalry, a
dramatization of the Lincoln Douglas debates, for a possible "one-shot®
on Lineolnfs Birthday--and had been selected by Talent Associates for

two of 1ts motion pilcture "specials"..Ninotchka and the Citadel--to be

broadcast in February and April 1960.19

Night By Night Planned Prg_graming

From the time of the merger, ABC Television had always been weak
on Monday evening. For 1959-60, however, Oliver Treyz and his program
staff decided to completely realign this remmant of the “old ABC.®
Original plans called for the scheduling of two hour-long adventure

shows from 7:30-9:30 pm, to be followed by Phillip Morris? Trouble-
20

shooters at 9:30 pm and the Voice of Firestone at 10:00 pm, In late

19Va.riet.y, August 5, 1959, p. 31.

201pi4., March 18, 1959, p. 3l.
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March, a master program plan was devised, calling for the placement of

not two, but three one-hour programs from 7:30-10:30 pm. The proposed

three-hour block of action programming necessitated the cancellation of

ten million dollars in time and talent commitments for the coming season,

in the form of Phillip Morris® Troubleshooters and the Voice of Firestone.21

In reference to the Firestore Program, Leonard Goldenson stated

The ratings were down to nothing, it!s been killing our
whole Monday night schedule, and the audience that liked it
mainly older people, isntt the audience we want anyway. Now
we can fill that time with a solid adventure show that?ll
pull a bigger and younger audience ., 22

The network attempted to find other time periods for both pre-
empted programs, but neither advertiser accepted the altermative proposals.

Consequently, the Voice of Firestone was discontinued and Troubleshooters

transferred to NBC.

The ABC programmers believed that the placement of Cheyemne at
7:30~8:30 pm could only do good for Monday's schedule. The program's
built-in aundience appeal and large following could insure a strong

foundation for the rest of the evening.23 The other shows~-Bourbon Street

Beat and Adventures in Paradise--were scheduled at 8:30 pm and 9:30 pm,

respectively, providing the network with an imposing three-hour action
block.
The Monday realignment was significant not only for its anticipated

strength, but also as a symbol of ABC®s growth in the past years; its

L 1pid,

22"'1‘he abe of ABC," Forbes Magazine, op. cit., p. 15.

233tatement expressed by Jules Barthathan, ABC.TV Vice President
of Research and Station Clearance (persomal interview).
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willingness to invest over eleven million dollars for programming, it_xg_a_x_c_l
_o£ f_l&?j 3 and its determimation to strengthen the evening, gambling with
over ten million dollars in already committed 1959-60 business. Never
before had ABC acted as aggressively in a concerted effort to improwve
an evening!s programming.

With the cancellation of Plymoutht!s Top Tunes and Talent, exten-

sive revisions were anticipated for Wednesday night.zh Ironically,

this had been ABC!s first strong evening, with the commencement of
Disneyland in 1954, Now, however, the formidable 'NBC Wagontrain,
scheduled at 7:30 pm, had become the domimant program in the time period.

ABC had tentatively placed the Fat Man, Gale Storm, Where's Smokey, and

Dick Clark?®s World of Talent in this early evening position; none of the

programs were sold, however, because of the NBC cc:m'npe*l:it.ion.25 The net-
work acted with a firmer hand at 9:00 pm--determined to schedule an

action drama against Perry Como and Ifve Got A Secret, two programs with

older appeal. An adventure or mystery could also serve as a strong

lead~in for the Wednesday Fights.26 ABC and Ted Bates, the agency that

was interested in the time period, screened several properties which fit

into the action framework--Bourbon Street Beat, the Fat Man, and Diamond

Head (later retitled Hawaiian Eye). Hawaiian Eye was finally selected

for this important Wednesday period. Here again, ABC had definite plans

for bolstering 9:00-10:00 pm with a mystery and acted within this

2)‘Variety, March L, 1959, p. 28.

251b1d., July 1, 1959, p. LS.

cump———

265tatenent expressed by Fred Pierce, ABC.TV Manager of the
Television Research (persomal interview).
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framework. Though the network had less success in the early portions
of the evening, the programming from 8:30-11:00 pm, including Ozzie and

Harriet, Hawaiian Eye and the Fights, was a planned, compatible line-up

appealing to the desirable '"get-age'" audience.,

On the other evenings (with the exception of Saturday), ABC
intended to strengthel;l certain time periods, for the most part, in the
late evening, In 1958-59, the network could boast of late evening

strength on only Friday, with 77 Sunset Strip. For 1959-60, however,

such strength was anticipated on at least six nights of the week.
Sunday, Tuesday and Friday were to be action nights, from 7:30-

10:30 pm, with program line-.ups of compatible westerns, adventures and

mysteries. ABC, with a powerful Sunday structure from 7:30-9:00 pm,

intended to strengthen the later time periods.27 The Alaskans was

definitely set for 9:30 pm, as was the idea for a strong action show at

7:00 pm for the Maverick lead-in., The Rebel, the 9:00 pm insertion, was

selected by ABC and Liggett and Meyers after screening all available

western pilots for 1959-60--only the strongest program could serve as

the bridge between the early evening block and the Alaskans at 9:30 pm.28
Tuesday was also strengthened in this manner, though there was

need for only one or two revisions, ABC had a powerful 7:30-9:30 pm

line-up, with Bronco/Sugarfoot, Wyatt Earp, and the Rifleman, three

programs which were renewed for 1959-60.29 Alcoa Presents at 10:00 pm

27

"This Fall on Net TV," Sponsor Magazine, XIII (June 20, 1959),
32.
28

Statement expressed by Dan Melnick, ABC.TV Vice President of
Program Development (persoml interview).

29Im‘.ervi.ew with Jules Barmathan.
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was also a strong series which was not moved. Only the Naked City,
according to the plans of ABC and Brown and Williamson Tobacco, was to

be pre-empted with a stronger action program. Robert Taylorts

Detectives and Phillip Marlowe were considered for the time period, for
30

which the Marlowe series was fimlly selected.
There were also one or two changes on Friday to strengthen weaker

portions of the evening. Rin Tin Tin was cancelled, after four seasons,
3l

with Walt Disney moved back to 7:30 pm. ABC had persuaded Ted Bates,

the advertising agency for 77 Sunset Strip, to move the show to 9:00 pm

in anticipation of Robert Taylorts Detectives at 10:00 pm.32 The 9:00-

9:30 pm time period was to be filled with a western; Cry Fraud was
selected by ABC from several western properties including Warner Bros.

Doc Holliday.33

The Thursday schedule evolved into its final shape. The network
had plammed to cancel Zorro and replace the program with a family-comedy

series with a more adult appeal. With World of Talent at 9:30 pm and

Top Tunes and Talent at 10:00 pm, there was to be an evening of compatible

family programming. When, however, ABC committed for the hour-long

Untouchables, late Thursday underwent several changes. The network hoped

to use the Desilu series for Thursday at 9:30 pm, as counterprogramming

against Playhouse 90 and Ernie Ford, programs with an older appeall.3 b

3OVazriaty, March 18, 1959, p. 31.

A1pid.

321pid., April 1, 1959, p. 19.
B1bid., April 22, 1959, p. 2k.

3 hInterview with Fred Pierce.
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In order to schedule the program at this time, Dick Clark's World of

Talent had to be moved to late Sunday and the three-quarter sold

Lawrence Welk hour (one-half--Pharmaceuticals and one-quarter--American

Dairy) pre-empted. ABC thought that the musical might be moved to

Tuesday at 10:00 pm, with Alcoa Presents transferred to Thursday at

9:30 pm and the Untouchables moved back to 10:00 pm, but the idea was

:'unpract;ica.l.35 Consequently, Top Tunes was cancelled, along with the
Pharmaceuticals and American Dairy commitments. As was the case on
Monday, ABC was intent on placing a strong action program in a designated
time period, even if sponsor commitments had to be sacrificed to fulfill

the plans., The Gale Storm Show was subsequently sold to Warner Lambert

for the 7:30 pm Donma Reed lead-in, rounding-out a "get-age" line-up of

three sitvation comedies (Gale Storm, Donna Reed, and the Real McCoys)

from 7:30-9:00 pm, a 9:00 pm Pat Boone pivotal show with both young and

old appeal, and the Untouchables at 9:30 pm.

Talent Development and Acquisition

In May, ABC Television signed singer Elvis Presley for one "special"

36 This was

program a year, with options for another two or three years.
to be his first television appearance after his army release in the early
part of 1960. Though the financial arrangements of the contract were
undisclosed, it can be assumed that the singer was assured at least

$50,000 a program--his asking price for an appearance on the Ed Sulliva_n

Show.37

nm————

35Variety, May 13, 1959, p. 25.

B1bid., May 6, 1959, p. 23.

ompmm——

M1vig.

o—
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ABC also pacted Lawrence Welk for another five years, with
options, in a separate agreement from the one between the bandleader
and Dodge.j’8 Mike Wallace, under an exclusive ABC contract until April
1959, appeared for the network in the audition kinescope of Take A Good
M. His contract was not renewed, however--nor did he star in the
panel show, which was broadcast in 1959-60.

There were also negotiations with George Burns for a quiz show,

and Harry S. Truman, to serve as the marrator of a historical dramatic

series. Neither of these talks were fruitful for 1959-60.°
III. ABC PROGRAM DEPARTMENT

In December 1958, Sandy Cummings was named as the Vice President
of the Western Division., Mr, Cummings, with fifteen men assisting him,
was to direct coastal program activities and maintain liaison with all
outside telefilm 1:~roducers.l‘0

The most significant appointment for 1959-60 was Thomas Vellottals
transfér to New York to manage the Special Events Department. Reporting
to Tom Moore, Mr, Vellotta was to oversee what was shaping up to be an

upbeat schedule of sports and entertainment specials.m'

The ABC Program Department for 1959-60 included

381pid., May 27, 1959.

39Ibid., Jure 10, 1959, p. 31; and May 6, 1959.

l‘OVa.r:Let;y, December 10, 1958, p. 21.
h:L\Iax'i.eﬂt;y, August 12, 1959, p. 29.
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President, ABC.-UPT, Inc.

President, Television Network

Vice President, Talent and Programming

Vice President of Television Programs

ABC Executive Producer

Vice President, Program Development

Vice President, Daytime Programs

Vice President, Western Division

Director of Daytime Television

Administrative Mamager of the Program
Department

Manager of Television Program Operations

Program Mamager, Western Division

ABC.Walt Disney Coordinmator

Assistant Coordinator, Walt Disney
Productions

Coordinator, Warner Bros. Studio

Manager of Program Production

Program Service Manager

Director of Production Services

Manager of Production Services

Production Supervisor for Live
Originations

Executive Producer for the Western Division

Film Program Manager

Director of the Western Division Film
Department

Program Development, Western Division

Program Traffie and Operations

IV. PROGRAM DEVELOPMENT AND ACQUISITION

The handshake agreement between ABC Television and Warner Bros.

had grown to over thirty million dollars in telefilm commitments for
1959-60."‘2 The motion picture studio produced pilot films for Doc

Holliday, a half-hour western, and revised versions of Public Enemy and

Torrid Zone (formerly Amazon Trader). In addition, the network and

studio developed show concepts for the Alaskans, Hawaiian Eye, Bourbon

Street Beat, and Corral.l‘3 From these shows on the drawing boards

b2n1a., May 6, 1959, p. 25.

—————

b31pid., Jamary 1k, 1959, p. 33.



340

came three new hour-long programs: Bourbon Street Beat, the Alaskans,

and Hawaiian Eye. These program additions and a new weekly version of

Cheyenne (thirteen new programs mixed with thirty-four re-runs), Sugar-

foot/Bronco, 77 Sunset Strip, Maverick, Lawman, and Colt L5, comprised

eight weekly hours of programming, or approximately one-third of the ABC
nighttime schedule (7:30-11:00 pm). With a record of "all hits and no

misses" prior to 1959-60, and the outstanding success of Maverick and

77 Sunset Strip, the network was more than willing to continue this

lucrative relationship. Warrer Bros. Television and its production
chief William T, Orr were also content with the arrangement,

When you can demonstrate to the exhibitor, as Warrmer is doing,
that youfre incepting a m91e new school of persgBalities , the
chances are the exhibitor is going to thank you.

ABC also fimanced pilot films for several Screen Gems' properties,

including the Fat Man, Cissie, Nightstick, Astronaut, Private Eye Pacific,

the Long Green, and Cry Fraud (broadcast in 1959-60 under the title

Man From Black Hawk.

Other co-production arrangements for pilot films were made with

Desilu for Where There!s Smokey, a situation comedy starring WXYZts

Soupy Sales; Bing Crosby Enterprises, for Lincoln Jones, starring James

Whitemore; Irving Pincus for the Haunted, a mystery anthology in
association with New York Times reviewer Anthony Boucher; Ken Murray, for
El Coyote, starring Muriel Davis, an eighteen year old Olympic gymmast;

Frank Cooper, for Willie, a situation comedy created by Syd Zelinka and

thbid .
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Walter Newman; Irving Mansfield, for Take A Good Look, a drama-panel

show; and Don Fedderson, for Hobby Lobby, an interview show featuring

Cliff (Charlie Weaver) Arquette .hS

Though ABC's allianees with independent producers had reached an
all-time high, one of the agreements showed signs of strain. The net-
work!s seven year contract with Walt Disney was attacked by the producer
as being in violation of the anti-trust laws. The heart of the dispute

centered on the exclusivity provisions of the contract. Both Zorro and

the Mickey Mouse Club had been discontirmued by ABC for 1959-60. Mr,

Disney felt that he would like to take the shows elsewhere, either to
another network or into syndication. He contended, however, that he
was barred from doing so by the terms of the initial agreement. ABC
stated that it was willing to forego the exclusivity clauses if Mr,
Disney would pay claimed monies due to the network.ll6 At the time of

writing, no decision had been reached in the dispute, though the Walt

Disney Presents program, the last of the Disney shows on ABC, was

definitely set for 1959-60.

Dan Melnick related an interesting note regarding co-production
arrangements for 1959-60--of all the unsold pilot films produced for
the season, only a few were considered qualitatively poor. Many never
got on the air because there were no time periods a.vaila.ble.h7 This
and the fact that 65 per cent of the fall schedule consisted of new

shows, was indicative of the importance that ABC had placed on quality

b5 Ibid., Jamnuary 21, 1959; February 18, 1959

Yyariety, July 8, 1959, p. 2.

b7 Interview with Dan Melnick.
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.. L8
programming.
The majority of the new program properties were acquisitions
and/or commitments by ABC, rather than the customary joint-arrangements
with independent producers., In Janmuary, ABC purchased, at an estimated
$50,000 a program, thirty-two first-run episodes and seven repeats for

the Four-Star-Hastings Productions? Captain of Detectives, starring

Robert Taylor.hg The network did not finance the pilot film for the
series, but nevertheless played a part in its development. ABC had
previously contemplated a program of this type for Edward G. Robinson,
patterned after one of the actor's old motion pictures.so Though these
plans were never realized, the network nevertheless hoped to acquire a

series of this type. When the programmers screened the Robert Taylor

Detectives, they purchased the property which Proctor and Gamble had
previously negotiated for.51
In February, ABC bought, for its new Monday program structure, a

minimum of thirteen hour-long Adventures in Paradise episodes from

Twentieth Century Fox. The series was subsequently developed by both ABC
and the motion picture studio., In August, ten additiomal segments were
ordered on the basis of the programt!s excellent sales record, bringing

the total commitment to thirty-six hours.>?

hBIbid.

h9Variety, Jamary 28, 1959, p. 2l.

SOStatement expressed by Ted Fetter, ABC-TV President of the
Program Department (personmal interview).

51Variety, January 28, 1959, p. 21.

521pid., July 22, 1959, p. 23.
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ABC contracted for still another one-hour series in April, in

one of the most unusual transactions in network television. Desilu

Playhouse had presented a two-part melodrama titled the Untuouchables,

which documented the activities of Elliot Ness, a Federal agent, and
his war against the Al Capone Chicago crime machine in the mid-twentiss,
The morning after the first broadcast, ABC called Desilu in Hollywood
and committed for an entire series, on the strength of the Westinghouse
"special."” The network had formilated no plans at the time for schedul-
ing or sale of the show, but nevertheless recognized its impact and
potential as an ABC property for 1959-60. During the following weeks,
ABC programmers and Desilu worked out formats, casting, and the mumerous
other details involved in development and product.:i.on.5 3

Still another ABC acquisition was California National Productions--

Goodson-Todman?!s Phillip Marlowe. California Natiomal Productions, a

subsidiary of NBC, fimanced the pilot film and then negotiated with

Brown and Williamson and Whitehall for a Naked City replacement. ABC,
however, went through the formality of buying the show, and then reselling
it to the prospective advertisers to insure a long ABC lifetime for the

Sk

property. The network played no part in the development of this

'mackaged" show, which was purchased for a firm twenty-six weeks at

$43,000 an episode.ss

In line with its policy of using "stripped" telefilm re-runs to

5 3Iniservi.ew with Dan Melnick.
Shyariety, April 15, 1959, p. 116.

ssIbid.

——————
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quickly gain daytime audiences, ABC purchased two film series--the Bob

Cummings Show and Restless Gun. The network acquired three-year re-run

rights to 173 episodes of the comedy show for $2,595,000. If options
were exercised for an additiomal two years, the total waé to climb to
$4,325,000. Each episode cost $5,000, or $15,000 per show per-three-
years, after which time, if the option was not renewed, the films

56

reverted to Mr. Cummings. Similar arrangements were made for 77

episodes of Restless Gun. Here again, the cost-per-episode was $15,000

for three runs over a two year period, plus options for an additiomal
amount of time, with the films reverting to Mr., Payne when the contract
expired. Total payments (excluding options), to the actor and his
partner, Music Corporation of America, were $1,155,000.57

For its daytime operation, ABC developed a western serial in

association with Frank and Doris Hursley, writers for Search For Tomorrow.

The series, titled Hope Springs, was described as "a new daytime serial

story of the frontier West, from the viewpoint of the women who helped
to build it."ss At the time of writing, the program had not been sold.
The network also discussed a 1ate-évening, post=11:00 pm "strip" for
Peter Lind Hayes, dependent upon station clearance and advertiser
acceptance; a historical film series, with Harry S. Truman as narrator;
a Groucho Marx-type quiz program for George Burns; a daytime version of

the former NBC program Truth or Consequences, either as a replacement or

as an addition to its daytime servicej;and a globe~roaming interview show

56Ibido, June 3, 1959’ p' 21.

5 bid.

58Ibid., p. 31.
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to be produced by John Aaron and Jesse Zousner, former producers of

Person to Person.59 None of these prospective program series were

broadcast in the fall of 1959.

The umusually early and extensive planning for 1959-60 reflected
not only a growth in the program staff, but also a healthy development
cash position, with much of the dealing handled by Leonard Goldenson,
Oliver Treyz, and Tom Moore .60 Never before had ABC placed so much
importance on program development and acquisition for a specific season,
with expenditures well above $65,000,000 for the thirty séven shows in

its fall lime--up.61

IV, THE OCTOBER 1959 PROGRAM SCHEDULE

Program Types in the Nighttime Schedule

There were no less than 60 (%) hours of action programming, or
approximately 60 per cent of the entire nighttime schedule. The "adult
western” had increased 8 (1) hours over the past season to a new total
of 26 (%) hours. Adventure drama, on the other hand, showed only a 2
(%) hour increase from 1958 to 1959. A large program turn-over accounted
for the negligible change., Mystery drama made the most substantial gains,
with an additional 14 (%) hours scheduled, bringing the 1959 total to

20 (%) hours.

59Ib:ld., May 6, 1959; June 10, 1959, p. 31; and September 9,
1959’ p’ 230

®0rpid., March L, 1959, p. 22.

SlupBo Crowds the Other 3 Networks," Business Week, #1549 (May 9,
1959), L3.
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TABLE XXXII

THE NUMBER OF QUARTER HOURS OF ABC NIGHTTIME PROGRAM TYPES FCR OCTOBER
1959, AS COMPARED WITH THOSE QUARTER HOURS IN

NOVEMBER 1958
(%) hours in (#) hours in
Program Type November 1958 October 1959
Adult Western 18 26
Mystery Detective 6 20
Adventure Drama 12 1L
Sitvation Comedy 8 10
Sporting Events 3 7
Musical Variety 18 6
Panel, Games 0 6
News and Commentary 10 5
Human Interest 2 2
Talent Variety 0 2
Straight Drama b 2
Sports Features 1 1
Country Music L 0
Classical semi-classical 2 0
Audience Participation 2 0
Polka, Folk Music N 0
Total nighttime (1) hours 9k 101

Data gathered from Variety Magazine, July to October 1959
and information secured from ABC Television.
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Situation comedy followed with 10 (2) hours scheduled in 1959,
an increase of 1 (%) hour over the past season,

In third place were sporting events, with 7 (%) hours scheduled
in 1959. A new Saturday sports program accounted for the 4 (%) hour
increase.

Musical variety and panel shows each had 6 (3) hours listed.
There had been a pronounced reduction of music programming, with the

cancellation of Top Tunes and Talent, Patti Page, and Sammy Kaye., The

6 (%) hours of parel games, however, were all new, introducing a
program type which had been unlisted the past season,

There were no audience participation games and country, classical,
or polka music listed in 1959, though each had appeared in 1958. Two
program types, however--~talent variety and panel games--which had not

been previously scheduled, made their appearance in the fall.

New nighttime program types. ABCt!s emphasis on the "bread and

butter" programming is evident in an analysis of new nighttime program
types for 1959-60. Of the new (%) hours, 69 per cent were in the
western-adventure-mystery category. Mystery drama was the major program
form, with 16 new (%) hours, or 31 per cent of the new nighttime program-
ming,

Bourbon Street Beat

Hawaiian Eye

Phillip Marlowe

Robert Taylor!s Detectives

The Untouchables

Variations on the western and adventure theneé each accounted for

10 new (%) hours, or 19 per cent of the new nighttime programming.

The westerns, easterns and southerns included
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TABLE XXXIII

THE NUMBER OF QUARTER HOURS OF PROGRAM TYPES FOR NEW ABC NIGHTTIME
PROGRAMMING IN OCTOBER 1959

. e

New Weekly ¢ of Total New
Program Type (%) hours weekly (%) hours
Detective Drama 16 31
Adult Western 10 19
Adventure Drama 10 19
Panel, Games 6 12
Sporting Events N 8
Human Interest 2 N
Situation Comedy 2 L
Talent Variety 2 b
New nighttime (%) hours 52

Data gathered from Variety Magazine, July to October 1959 and
information secured from ABC Television,
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Black Saddle

Cheyenne

Man From Black Hawk

The Rebel

The adventure dramas, set in a variety of locales, included

Adventures in Paradise

The Alaskans

Man With a Camera

There were 6 new (%) hours of panel games, or 12 per cent of the
new nighttime programming. Two of the three programs were broadcast in
the late evening "fringe" hours.

Hobby Lobby

Keep Talking

Take A Good Look

Sporting events followed with at least L4 new () hours (dependingv
onthe length of the event), or 8 per cent of the new nighttime program-
ming.

There were only 2 new (%) hours of situation comedy, talent

variety, and human interest shows, or L per cent of the new programming.

Human Interest John Gunther?!s High Road
Situation Comedy Gale Storm Show
Talent Variety Dick Clark?s World of Talent

The Number of (4) Hours of Program Service

ABC Television provided more program service in 1959-60 than in
any other past season. For the first time, the network filled all of

its 10:30-11:00 pm "station option®" periods--Monday, Man With A Camera;

Tuesday, Keep Talking; Wednesday, Fights; Thursday, Take A Good Look;

Friday, Black Saddle; Saturday, Sporting Events; Sunday, World of Talent.

Occupancy of these late evening periods increased nighttime program service

to an all-time high of 105 (%) hours, as compared to only 9L in 1958,
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In September 1959, there were no conclusive figures available for
the number of commercial (%) hours though it can be reasomably assumed
that most of the nighttime programming had been sold, with the possible
exception of Wednesday 7:30-8:00 pm (opposite Wagontrain), portions of
Colt L5, and the Saturday sports schedule., Never before had so many
"blue chip" advertisers (Proctor and Gamble, Liggett and Myers, R. J.
Reynolds, P, Lorillard, and American Home Products) invested millions of
dollars in ABC programming. Their presence reflected a new acceptance in
ABC and a confidence in its audience-building potential,

The daytime situation was also an optimistic one. Though the
extent of network service did not substantially change, the initially
weak "Operation Daybreak" was gathering commercial strength. The "share
of audience" for the daytime line-up had passed the 25.0 per cent mark
in the first August Nielsen report, with an accompanying rise in the
number of advertiser renewals--including General Foods?! Jello, Drackett,
Beech Nut, Johnson and Johnson, Toni, and Armour--for approximately 50

(%) hours.62

By the end of August, "Operation Daybreak" had been 70 per
cent sold, with many prospects in sight for additional s;ales.63 From all
indications, the ABC daytime operation was duplicating the commercial

success of the nighttime.

62"A Preview of Net TV's Fall Lineup," Sponsor Magazine, XIII

(August 29, 1959), L3.
63

Variety, August 26, 1959, p. 23.
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TABLE XXXIV

THE NUMBER OF QUARTER HOURS OF ABC NETWORK SFRVICE AND COMMERCIAL
PROGRAMMING FCR OCTOBER 1959, AS COMPARED
WITH NOVEMBER 1958

e e )

Weekly (%) hours Weekly (3) hours
for 11/58 for 10/59
Total (%) Total (%)
hours of Commercial hours of Commercial
Time Period Program Service (3) hours Program Service (2) hours
8:00 am -~ 1:00 pm L2 Ul 30 Unavailable
1:00 pm - 6:00 pm 98 80 108 Unavailable
105 Unavailable

6:00 pm -11:00 pm 9k 80
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V. THE PROGRAMS IN THE SCHEDULE

Program Cancellations

Ten commercial programs were cancelled after the summer quarter.

Program Nielsen Rating 3/59 (first report)
Bold Journey 13.1 AA
Deadline for Action (Unavailable)
Jubilee, U, S, 4. 12.2
McGraw 9.2
Naked City 22.1

Rin Tin Tin 19.9
Rough Riders 17.1
Tombstone Territory 1h.7 (MNA)
You Asked For It 17.6
Zorro () 26.9

() ABC wanted a family-type situation comedy at Thursday, 8:00

pm--necessitating the withdrawal of Zorro from the Thursday line-up.

The adventure show was too expensive for the low "sets-in-use" at 7:30 pm

or a proposed Sunday 7:00 pm time period. Consequently, the program was

cancelled for 1959-60, though it was attracting a sizeable aur:lirence.6h
Many of these programs were higher rated than cancellations of

past seasons. Naked City, Zorro, Rough Riders, and Rin Tin Tin had all

received respectable ratings, but were nevertheless displaced by stronger
programming-wmore than illustrating the growing concern for a "“powerhouse"
line-up. There was no room (on the strong evenings) for just "average"
programs in 1959-60.

Other shows, either sustaining or cooperative, were pre-empted

in the fall with new programming.

6bStatenent expressed by Leonard Goldenson, President of American
Broadcasting-United Paramount Theatres (personal interview).
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Across the Board

Court of Last Resort
Music For A Summer Night
Ch, Boyl

Top Pro Golf

Program Renewals

——

ABC prepared for 1959-60 with about the same number of program
renewals as in the past seasons, The programs were, however, stronger
and more highly rated-~though the mumber of renewals did not appreciably
change, there had been a qualitative improvement, with the lesser shows

replaced by the Riflemans, Lawmans, and Sunset Strips.

Program Nielsen Rating 3/59 (first report)
Rifleman 35.7
Maverick 31.L
Real McCoys 30.1
Bronco/Sugarfoot 29.9
Wyatt Earp 28.9
Walt Disney Presents 27.0
77 Sunset Strip 25,2
Lawman 2L.8
QOzzie and Harriet 22,2
Pat Boone 21.8
Lawrence Welk 21.1
Colt LS 20.9
Donna Reed 19.1
Dick Clark 15,

Alcoa Presents 1
Wednesday Night Boxing 1

American Bandstand
Beat the Clock
Day In Court

Gale Storm

Music Bingo

Who Do You Trust

(May)

SN wWE i
]
i~ ONO O = ONND

Twelve of the sixteen nighttime programs received March Nielsen
ratings of 20,0 or more; 75 per cent of all the nighttime renewals were

in this category, as compared to only 50 per cent in 1958-59. Seven of
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the twelve programs earned at least 25.0 for this report--from Sunset

Stripts 25.2 to 35.7 for the Rifleman., There had been six highly

rated shows in 1958,
The four programs with lower ratings ranged from Alcoa's 15.6

to Donna Reed's 19.1. Not one nighttime remewal for 1959-60 received

a rating for the first March report of less than 15.0, though there

were six in 1958, Cancellations of Bold Journey, Voice of Firestons,

and You Asked For It, as well as other weak programming, provided ABC

with what might be termed a %“clean house.™

The network was armed with a smaller, more powerful program
foundation for 1959-60. As a result, more new programming had been
prepared--programming which ABC believed to be the strongest it had

ever acquired for a single broadcast season.

Program Additions

Adventures In Paradise - Suggested from an idea by James Micherer,
this hour-long series was Set in the South Pacific. The stories concerned
a young skipper who sailed a small schooner through the shoals and
archipelagoes. Featured in the cast were Gardner McKay, Weaver Levy,
and countless mative girls,

The Alaskans - Set along the Yukon and Klondike Trails back in the
NinetieS, the series chronicled the trials of Reno McKee (played by
Jeff York) and Silky Harris (Roger Moore), as they wandered around the
northland., Dorothy Provine was featured as Rocky, a saloon singer with
a heart of gold,

Bourbon Street Beat - With a New Orleans setting, the series
revolved around two private detectives and their adventures in the
French Quarter and elsewhere, The "eyes" were played by Richard Long
and Andy Duggan. Arlene Howell, a former Miss U, S. A., was featured
inte role of their secretary.

Black Saddle - The story of a lawyer on horseback.
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Dick Clark's World of Talent -~ Professional performers visited
the program, performed, then asked advice from the show business panel.
Dick Clark was the host, with Jack E. Leonard serving as the permanent
panrelist.

Gale Storm Show - (No information available.)

Hawaiian Eye - An hour long series set in Hawaii, featuring
Anthony Eisely and Bob Conrad as two private detectives; Poncie Ponce,
as their Hawaiian friend; and Connie Stevens, as Crickett Blake, a
night club singer.

Hobby Lobby - Charlie Weaver introduced various celebrities and
their unpublicized hobbies, including such pleasantries as Zsa Zsa Gabor
demonstrating fencing.

John Guntherts High Road - The well-known reporter narrated a
series O adventures ranging irom skin diving to elephant hunting. Mr.
Gunther promised that "we?!ll give you intimate glimpses into the lives
of people all over the world,"

Keep Talking - Morey Amsterdam, Damny Dayton, and four other
panclistTs were provided with certain phrases which they had to incorporate
into their monologues. The panel, divided into teams, competed for points.

Man From Black Hawk - An insurance company investigator operating
out of Thicago 1n the late 19th century. The series starred Robert
Rockwell.

Man With A Camera - (See page 299, 1958-59 Season.)

Phillip Marlowe ~ Phillip Carey played this Robert Chandler
detective who emabled home viewers to solve the crime along with him,
The television audience, shown the same clues as the detective, were
free to decide who the guilty party was.

The Rebel - Johnny Yuma was an "angry young man" seeking to find
himself in the chaos of the post-Civil War West. Nick Adams was featured
as the Rebel.

Robert Taylor'!s Detectives - Robert Taylor portrayed the chief of
a plainelothes squad. He was described as a brilliant investigator who
solved crimes by deduction, with a minimum of gunplay and physical
violence.

Take A Good Look -~ Ernie Kovacs introduced contestants who were
relatively unknown, but who at ome time in the past were central figures
in front-page news stories. The show featured film clips and sound
recordings of the famous events in which the contestants figured. A
parel had to guess who they were.
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The Untouchables -~ Robert Stack was starred as Elliot Ness, an
arch-ernemy or Al Capone. Federal agent Ness, assisted by his uncorrupt-
able group, were out to smash the Chicago crim machine of Capone, as
well as other crooks and racketeers of that era.

Program Costs. Though 1959-60 program costs were umavailable at

the time of writing, it could be assumed that the new ABC action and
comedy programs were highly priced, in line with the average costs of
these program types. Included in this category were the hour-long

Adventures in Paradise, the Alaskans, Bourbon Street Beat, Hawaiian Eye,

and the Untouchables; and the half-hour Black Saddle, Gale Storm Show,

Man From Black Hawk, Man With A Camera, Phillip Marlowe, the Rebel, and

Robert Taylort!s Detectives,

Panel programs had gererally cost less to produce than the dramas
and comedy shows, For this reason conjecture on the researcher?s part

placed Take A Good Look, Hobby Lobby, and World of Talent in the inex-

pensive bracket. High Road, a newly formated version of Bold Jourrey,

was also included in this category.

Of the eighteen new ABC programs for 1959-60, at least fourteen
were highly-priced additions to the schedule, in comparison to only
nine such shows in 1958-59. Never before had there been as many costly
program additions-.with no more than five to six inexpensive programs

scheduled in the nighttime.

Program and Production Control. ABC Television had varied degrees

of program and production control on the majority of its new series, in

association with their respective producers,



Program

Adventures in Paradise
Alaskans

Bourbon Street Beat

Cheyenne

Dick Clark?®s World of Talent

Gale Storm Show

Hawaiian Eye

Hobby Lobby

Man From Black Hawk

Man With A Camera

Robert Taylort's Detectives

Take A Good Look
The Untouchables
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Producer

Twentieth Century Fox
Warner Bros.

Warner Bros.

Warner Bros.

Irving Mansfield
Drexel Productions
Jack Wrather, Hal Roach
Warner Bros.

Don Fedderson

Screen Gems

ABC Films

Four Star Productions

-Hastings Productions

Irving Mansfield
Desilu Productions

ABC Television had varied degrees of program control on thirteen

of the new series, reflecting not only a growth of the Program Department

and program expenditures (there were only seven such shows in 1958-59),

but also the selection of programming which reflected ABC!s needs in

terms of its audience and what the advertisers would buy. Then the

network was receiving a tailor-made program wardrobe though it was not

engaged in the actual production of the shows.

Only a few ABC programs were produced and controlled by "packagers,"

advertisers and their agencies, and other miscellaneous organizations,

Black Saddle
High Road
Keep Talking

Phillip Marlowe
The Rebel

Evolution of the Schedule

Liggett and Myers
Ralston Purina
Herbert Wolf
Pharmaceuticals
Goodson-Todman
Goodson-Todman

For details of the three-hour action block on Monday evening

(Cheyenne, Bourbon Street Beat, and Adventures in Paradise, see page 333).
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The remaining 10:30-11:00 pm time period was purchased in June
by General Electric--inserting the Mike Kovac program to complete an
evening of action, mystery, and adventure.

The final Monday schedule included

7:30 - 8:30 Cheyenne

8:30 - 9:30 Bourbon Street Beat

9:30 -10:30 Adventures in Paradise

10:30 -11:00 Mike Kovac, Man With A Camera

ABC had also anticipated extensive program revisions for

Wednesday evening. With only two renewals-.0Ozzie and Harriet (8:30-9:00

pm) and the Wednesday Fights (10:00-11:00 pm)--the 7:30-8:30 pm and

9:00-10:00 pm time periods were open., The network had origimally
scheduled the Fat Man for 7:30-8:30 pm, but then transferred it to
another evening, thinking that it was too sophisticated for the early
65

time period. Other programs tentatively inserted at 7:30 pm were

Gale Storm, Where There!s Smokey, and Dick Clark®s World of Talent, There

were no sales, however, because of NBC!s Wagontrain competition,

Hawaiian Eye had definitely been set for 9:00-10:00 pm (for details

see page 333). In August, Mogen David purchased 8:00-8:30 pm for

Masquerade Party.66 The wine company later decided that the panel show

was too expensive, and replaced it with Beat the Cloc:k.67 When the pilot
film for Charley Weaver?!s Hobby Lobby had been completed in August, ABC

and Mogen David withdrew Beat the Clock in favor of the new show.68 At

5Variety, April 22, 1959, p. 26.
66Ib.‘Ld., August 5, 1959, p. 31.

67Ibid., August 12, 1959, p. 29.

68Ib:i.d., August 26, 1959, p. 2L.
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the time of writing, there was no program selected for 7:30-8:00 pm.
ABC had, however, a partially planmned, partially evolved compatible

line~up of programming from 8:00-11:00 pm,

8:00 - 8:30 Hobby Lobby
8:30 - 9:00 Ozzie and Harriet
9:00 ~10:00 Hawaiian Eye

10:00 =11:00 Wednesday Night Fights

There were two program renewals on Thursday evening: The Real

McCoys at 8:30 pm and Pat Boone at 9:00 pm. Zorro had been cancelled
by 7-Up, and was tentatively scheduled at an earlier Sunday time period.
The network hoped to insert a family comedy series in the 8:00-8:30 pm

time period to provide a strong lead-in for the Real McCoys. In April,

Donna Reed was moved by ABC and Campbell!s Soups at 8:00 pm.69 Leave

It To Beaver had been transferred by ABC and Ralston to Saturday, and

another situation comedy, Willie tentatively scheduled at 7:30 pm to
complete a planned ninety minute block of family comedies.

In April, ABC committed for the one~hour Untouchables series, and

scheduled it from 9:30-10:30 pm (for details, see pages 336-337).

In August, Warner Lambert purchased the Gale Storm Show for

7:30 pm, Consolidated Cigars rounded-off the evening with its acquisi-

tion of Take A Good Look fbr 10:30-~11:00 pm, Thursday, an evening which

had undergone unanticipated changes, promised to be a "powerhouse,"

7:30 - 8:00 Gale Storm Show
8:00 - 8:30 Donna Reed Show
8:30 =« 9:00 Real McCoys
9:00 - 9:30 Pat Boone Show
9:30 -10:30 The Untouchables
10:30 =11:00 Take A Good Look
69

Ibid., April 15, 1959, p. 108,
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ABC planned Sunday as an action night, Maverick and Lawman had

been renewed in their respective 7:30-8:30 pm and 8:30-9:00 pm time

periods, The Alaskans had definitely been set for 9:30-10:30 pm, which

left only the vacant 7:00-7:30 pm and the important 9:00-9:30 pm time
periods. In April, Liggett and Myers ordered 9:00 pm and both the
cigarette company and ABC screened every available western property for
the valuable bridge between the early and late evening.7o After much

consideration, the Rebel was selected for 9:00-9:30 pm.71 Zorro had

tentatively been scheduled for 7:00 pm, pre-empting You Asked For It.

Lack of advertiser interest in the expensive program, and a one-third
sale of Colt LS put the latter show in the pre-Maverick time period,
rounding out a three-hour block of western-adventure drama. In August,

Dick Clark?!s World of Talent had been moved to 10:30=11:00 pm from its

early Wednesday position.

The fimal Sunday schedule included

7:00 - T7:30 Colt L5

7:30 - 8:30 Maverick

8:30 - 9:00 Lawman

9:00 ~ 9:30 The Rebel

9:30 -10:30 The Alaskans
10:30 -11:00 World of Talent

Friday was also conceived as an acticn night. The two focal

points of the evening, Walt Disney Presents and 77 Sunset Strip, had been

rencwed, though they were to be broadcast in different time periods.

Walt Disney was moved up one half-hour to replace Rin Tin Tin, who was

70

1
7 Variety, May 6, 1959, p. 37.

Interview with Dan Melnick,
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to perform on ABC daytime television. 77 Sunset Strip was also pushed

a half-hour ahead to 9:00 pm to make room for Robert Taylor?!s Detectives

at 10:00 pm, In so doing, Phillip Morris* Tombstone Territory had been

pre-empted for the fall (ABC had the right to pre-empt with stronger

prograunming).72 The network planned to schedule either Doc Holliday

or Cry Fraud at 8:30-9:00 pm, the important bridge between Walt Disney
and the late evening programming, Cry Fraud was purchased by Miles and

Reynolds for 8:30 pm, and later retitled Man From Black Hawk.'> In

April, Liggett and Myers ordered 10:30-11:00 pm, and inserted its

Black Saddle program, which had appeared on NBC in 1958--59.7"L

The final Friday schedule, comprised of western-adventure-mystery

programming, included

7:30 - 8:30 Walt Disney Present

8:30 - 9:00 Man From Black Hawk

9:00 -10:00 77 Sunset Strip

10:00 -10:30 Robert Taylor's Detectives
10:30 ~11:00 Black Saddle

The powerful Tuesday structure underwent few changes, with

Bronco/Sugarfoot, Wyatt Earp, and the Rifleman renewed from 7:30-9:30 pm,

and Alcoa Presents at 10:00-10:30 pm. Only one program was discontinued--

the Naked City, broadcast from 9:30-10:00 pm, was replaced with another

detective series, Phillip Marlowe, which ABC purchased for the advertisers.

Pharmaceuticals completed the evening!s programming with an order for

"21h44., April 1, 1959, p. 18.

ant——

"31bid., May 22, 1959, p. 2.

———

1bia,, May 29, 1959, p. 23.
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10:30-11:00 pm for its Keep Talking program.

The final Tuesday schedule, consisting of three hours of action

programming, included

7:30 - 8:30 Bronco/Sugarfoot
8:30 - 9:00 Wyatt Earp

9:00 - 9:30 Rifleman

9:30 -10:00 Phillip Marlowe
10:00 =10:30 Alcoa Presents
10:30 -11:00 Keep Talking

There were two program renewals on Saturday: Dick Clark and

Lawrence Welk at 7:30-8:00 pm and 9:00-10:00 pm, respectively. Ralston-

Purina, in April, purchased 8:00-9:00 pm for two of its programs--High

Road and Leave It To Beaver., Jubilee U, S, A. was origimally scheduled

for 10:00-11:00 pm, with a one-half order from Massey-Ferguson. ABC,
however, wanted to program sports at 10:00 pm, and pre-empted the
country music with a combimation football, baseball, and spring sports
schedule.75

The final Saturday schedule, ABC!s weakest evening for 1959-60,

included
7:30 - 8:00 Dick Clark Show
8:00 - 8:30 High Road
8:30 - 9:00 Leave It To Beaver
9:00 -10:00 Lawrence Welk Show
10:00 -Conclusion Sports

One significant change in the daytime was the Mickey Mouse Club

cancellation (because it was too expensive and there was not enough

advertiser interest), and its replacement by an adventure "strip."

"5Ibid., June 17, 1959, p. 16.
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General Mills, who had acquired the programming for the Monday through
Friday 5:30-6:00 pm period, purchased L (%) hours a week, leaving the
remaining 6 (%) hours available for other advertisers. The cereal
company?!s share of time and talent costs amounted to approximately
$L4,600,000. Because the advertiser brought the programming to the
network, ABC assumed the responsibility of selling the six (2) hours;
if there were no buyers, the network itself was to pay for the 60 per
cent time and talent charges.75

The General Mills adventure "strip" included

Monday Rin Tin Tin

Tuesday Rin Tin Tin
Wednesday Flicka

Thursday Rocky and His Friends
Friday Rin Tin Tin

VII. AN EVALUATION OF THE SEASON

ABC provided more program service to its affiliates in 1959-60
than in any other season., For the first time, the network programmed
the 10:30-11:00 pm "station option time® on seven nights of the week,
Every time period between 7:30-11:00 pm was in service for 1959-60. The
daytime operation was also gratifying-.with ABC providing about the same
amount of service as it had at the start of "Operation Daybreak." Now,
however, service before 12 noon had been discontinued with a proportionate
increase in afternoon programming. Between 12 noon and 6:00 pm, there
was only one half-hour period (1:30-2:00 pm) which was returned to the

stations,

761bid., April 22, 1959, p. 23.
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ABC revenues were anticipated to be higher than ever before--
with practically all evening time sold by the end of August. Moreover,
the network had attracted the "bluechip" advertisers--Proctor and Gamble,
P, Lorrillard, Liggett and Myers, and American Home Products. Liggett
and Myers alore purchased $8,000,000 of the ABC nighttime schedule,
with~drawing its business from NBC where it had sponsored a mumber of
unsuccessful programs in 1958-59. The presence of these advertisers
reflected a new acceptance of ABC as a competitive network force, and a
confidence in its audience building facilities.

The rising "share of audience" for "Operation Daybreak" was
accompanied by many advertiser renewals for 1959-60. By August, the
daytime schedule had been 70 per cent sold, with many prospects in sight
for the remaining 30 per cent. The afternoon operation, which only
months before had been on the brink of failure, had been revitalized with
new programming, and new audience and advertiser acceptance,

ABC Television now had its firmest grip on the nighttime schedule.
The new additions, the programmers hoped, could give the network late
evening strength on Sunday, Tuesday, Wednesday, and Thursday. On other
nights, questionable shows were pre-empted with stronger programming;
the network believed that its Tuesday and Friday line-ups were now the
strongest in network television., The most sweeping change for 1959-60
was an $11,000,000 realignment of Monday night, with the scheduling of
three one-hour programs, providing ABC with a potentially powerful Monday
schedule for the first time in its history. 1In so doing, the network
relinquished over $10,000,000 in time and talent commitments from

Firestone and Phillip Morris. For 1959-60, ABC believed it had powerhouse
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line~ups on at least five nights of the week--action blocks on Sunday,
Monday, Tuesday, and Friday--and compatible family-type programming
combining comedy, action drama, and sports on Wednesday and Thursday.
Saturday, self admittedly the weak link in the schedule, was to be
reprogrammed for 1960-61. On the other evenings, however, the program-

ming appealed basically to the "get-age" segment--the mass segment of the

avdience. With block, "thematic" programming and compatible program
adjacencies in every corner of its schedule, ABC expected to attract an
audience and retain it.

The new program additions were illustrative of an increased net-
work prosperity. All but three or four of the shows were costly western-
adventure-mystery dramas--five of them one-hour in length. The lower
budgeted panel programs were, for the most part, confined to the fringe
hours., It was estimated that ABC spent $65,000,000 for 1959-60--a stag-
gering amount for any network. Dan Melnick rewvealed that of all the
pilot films which ABC fimanced, only a few were considered poors; all the
others were unscheduled because there was no room for them. The network
wanted the strongest possible programming-—to this end, it committed

ahead of sales and pilot films, for at least three series--the Untouchables,

Adventures in Paradise, and Robert Taylor'!s Detectives,

Important industry personnel had faith in the ABC action line-up.
C. Terrance Clyne, of McCamn Erickson, backed this faith with LO per
cent of his clients! television budgets. According to Mr., Clyne, the
"insertions" or "special" programs did not average as large an audience

as the top eight one-hour regularly schedules television programs.77

77Ibid., August 5, 1959, p. 52.
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McCann, in a special study made for its clients, stated emphatically

that the one hour regulars, mostly the action adventure vein, were

"the key to network programming s‘hrength."78 If this was to be the

case in 1959-60, ABC, with no less than ten hour-shows scheduled, would

be in an excellent position.

For 1959-60, ABC Television acquired what it considered to be
the best in programming and the best of advertisers-~for the best program

structure in network television., Leonard Goldenson seemed confident that

ABC would become the network leader.

So far, welre still lagging on billings. But it takes
about two years to translate ratings into billings and
profits, Now welve got the ratings, and wetre going to
keep them., Five years from now, we!ll be number one in
ratings=.and b:Lllings.79

78Ibid.

whe abe of ABC," Forbes Magazinre, op. cit., p. 18.




CHAPTER XI
EXTERNAL FACTORS AFFECTING ABC PROGRAMMING FROM 1953-59

From the time of the merger, millions of dolhrs had been spent
by ABC to improve the quality and quantity of its program service. The
Program Department had undergone a marked expansion, with persomnel
additions on both coasts. Most important of all, the underlying phil-
osophies governing program plamning, development, and scheduling had
considerably changed through the seven year period. These factors,
reviewed in the past chapters, directly affected ABC programming from
one season to the next.

There were, however, other "extermal®" influences which had both
direct and indirect effects on program planning, scheduling, and audience
and advertiser acceptance of the programs., These "external" factors, as
they will be referred to, encompassed areas within and in some cases
beyond ABC's control. Each and every one, however, played a part in the
growth of ‘éhe network and its program structure. Included in this
"external® category were the growth of industry and advertising expendi-
tures; the evolution of television, encompassing the important station
clearance problem; the development of new sales techniques; and the

promotion of audience and advertiser acceptance for the programming.
I. THE GROWTH OF INDUSTRY

An excerpt from a special report to ABC affiliates on April 7,
1957, at the Sheraton Blackstone Hotel in Chicago, clearly details the

growth of American industry and advertising, and their effects on a

367



368
three-network economy.

Just like the king, Uncle Sam counts his money. Seven
short years ago, Sam counted up the gross national product.

It came to 285 billion dollars--a tremendous volume of goods
and services. But Americans are restless and whatts achieved
today is surpassed tomorrow. So, by 1956 the gross mational
product was a record 412 billion dollars, an increase of Ll
per cent in six years,

One of the contributing factors had been advertising . . .
advertising that stimulated the economic boom. In 1950, our
base year, American industry invested 5 and one-half billion
dollars, Last year, advertising hit an all time high--up 7L
per cent--to just under 10 billion dollars. Advertising has
grown at a faster rate than production., Thus, advertising has
taken on a bigger burden of selling. Advertisers have learred
that it is more efficient to sell in mass through advertising
than in less productive ways.” The outlook is that the trend
will contimie, McCann-Erickson estimates that the 1960 adver-
tising investment will be double that of 1950, almost 11 and
one-half billions,

At this point we start talking about facts and figures a
little closer to our own experience. Television has been one
of the great factors in the total advertising boom. In our
good old base year, 1950, all television advertising amounted
to 171 million dollars. Last year the figure was--1.3 billions.
That is a seven-fold increase. And looking to the future, the
1960 outlook for TV advertising investments is two and a half-
billion dollars--twice as large as 1956 and fifteen times
greater than 1950. The television figures include network,
spot, and local billings. They reflect the total investment
by advertisers--time and talent . . . Network accounts for
about half of all television dollars--spot and local the other
half, These two halves of television have climbed hand in
hand, like Jack and Jil1.l

New products and an improved standard of living created a demand
for more advertising, Television, a newly-created, potentially powerful
advertising tool, played a major role in the expanding economy. Network

television, in particular, grew proportiomally in a healthy manner, with

indications that it could definitely support a three network economy.

1ABC Television Research Department, "1957 Mother Goose Rhymes"

(a special report to ABC-TV affiliates, read at the Sheraton-Blackstone
Hotel, Chicago, Illinois, April 7, 1957).



369
II. THE CLEARANCE PROBLEM

"Live" coverage of U, S, television homes was a problem for the
ABC Television Network., This was entirely a function of imadequate
facilities-~-in numbers-.in many markets of the country. The competitive
disadvantage in "live" coverage restricted the advertiser?!s investment
in ABC programming, preventing him from obtaining maximum "amortization
of program costs and an efficient "cost per thousand." The majority of
advertisers were reluctant to spend large amounts of money on ABCls
limited facilities.> |

Back in the year of ABC!s merger with United Paramount Theatres,
the network had "first-call® in about thirty-nine markets, accounting
for about 69 per cent of all U, S, television homes.> Many of these
primary stations were, however, UHF channels in intermixed VHF-UHF
marke ts--Fresno, Bloomington, Battle Creek, Flint, St. Louis, Albany,
Charlotte, and Waco. ABC, as well as the entire industry, discovered
that these UHF chamnnels could not exist side by side with the VHFts,
People were willing to spend the necessary amounts of money for sét
conversion only in complete UHF markets, or in those markets where there
was one station. By 1954, nine or ten of these ABC "basic" UHF?s
discontimued operations.

The coverage map filled with the passage of time. By the end

of 1956, ABC!s "live" coverage was 71 stations-.nearly 76 per cent of

2St.a'l:ement expressed by Don Shaw, ABC-TV Director of Station
Clearance (personmal interview).

31957 Mother Goose Rhymes,® April 7, 1957.
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all U, S, television homes., There had been substantial improvements
over the past seasons, though the network was still confronted with a
disadvantage in selling that stemmed from station scarcity. Among the
twenty-one most important markets of the country, where sales potential
and television audiences were concentrated (Nielsen classifies these as
"A" markets) ABC had no assured "live" clearance in Boston, with its
1,400,000 homes. In New Orleans, with over 400,000 homes, ABC again
had no primary affiliate}* In Pittsburgh, then granted its second VHF
channel, the network did not cover the 1,200,000 homes with facilities
comparable to NBC and CBS. Thus, in three of Nielsent!s twenty-one "A"
markets--markets whose clearance on a "live" basis coﬁld mean the
difference in getting an order--in three markets which included 3,000,000
television homes, ABC was at a serious disadvantage. Other important
markets which were not being served with a complete ABC program service
were San Antonio, St, Louis, Miami, Norfolk, Omaha, and Fort Whyne.s

ABC Television was also handicapped in the Nielsen "B" market
list--second only in importance to the nation?s top twenty-one markets,
Here again, the network had "liwve" clearance ;;roblems, and no foreseeable
solution,

In 1957, however, all the work and plaming of the Federal Commun-
ications Commission to alleviate the facilities shortage bore heavy fruit,
During that year, millions of viewers across the land were given the

opportunity to choose as new stations went on the air in their markets,

“Totd.
5Ibid.

S —————
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TABLE XXXV

MARKETS OFFERED LIVE" ABC TELEVISION COVERAGE
FROM 1953 TO FALL 1958

= . e — ]

Year Markets Per Cent U, S, TV Homes
1953 1k 52%

1954 39 69

1955 57 65

1956 66 72

1957 7L 75

1958 82 83

Fall 1958 85 87

Spring 1959 97 81

Jamuary each year, unless otherwise specified.
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making it possible for them to select from the programming of three
networks, as opposed to the two network choice formerly available .6
Important markets--Boston, Indianapolis, Norfolk, Omaha, San Antonio,
Tucson, Evansville, Dallas, El1 Paso, Stockton, New Haven, Austin,

Durham, and Oak Hill became "live" ABC markets for the first time.
In other equally important cities-~Miami, New Orleans, Sacramento,
and St. Louls, ABC!'s "live" coverage went from "inside" or "outside"

UHF to ™nside the market" VHF.'

These changes afforded more homes in
these markets the opportunity to view ABC programs. By Jamuary 1958, the
ABC Television Network was servicing 82 primary affiliates, with total
U. S. live coverage of 83 per cent-.an increase of 8 per cent over the
past Jamary,

For the start of the 1958-59 season, ABC could boast of additiomal
facilities in Pittsburgh, Chattanooga, Orlando, Las Vegas, Flint,
Amarillo, Cedar Rapids, and many others--increasing its "live" coverage
factor to 87 per cent, with primary affiliates in 85 markets across the
country. ABC could now deliver almost nine out of ten homes "liwve" to
its national advertisers.

By September 1959, the number of ABC primary affiliates had
increased to 97. The network was still, however, frozen out of between
10 to 18 per cent of the total U. S. television market, with no outlets
in half a dozen key areas including Louisville, Grand Rapids, Syracuse,

and Ih'.vcheater.8

6ABC Television Research Department, "ABC.The Value Network"
(New York: Sales Presentation for the 1958-59 Season).

TTbid.

8"’I'he abc of ABC," Forbes Magazine, XII (June 15, 1959), 17.
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There can be little doubt that the growth in number of tele-
vision stations, especially after 1957--resulting in additional three
station markets and the deinter mixture of UHF*s in a handful of
important cities—.made the ABC network a more desirable buy. Adver-
tisers could now spend more money on programming with the assurance of
larger natioml audiences, By Jamary 1957, the natiomal advertiser
could reach at least 80 per' cent of the U, S. television audience through
ABC primary stations--and other segments of the population not directly
serviced by ABC, with good programming and the philosophy that
fcompetitive strength in equal facility markets will make larger
mational audiences, as stations shift their allegiance to stronger ABC
shows . "7

Since 1957-58, the quality and quantity of time clearances in
one and two-station markets had increased, as a direct result of the

up-grading of ABC programming.10 c

ommon sense dictates that a strong
show will get a better clearance than a weak onej this is part of the
story of ABC3s progress in the past few years., In many cases, the net-
work, by virf.ue of the success of its programs in competitive three
station markets, had been able to force its way into a limited market
with research, proving to the NBC or CBS affiliate that "you?tre better
off with a split ABC-CBS, or ABC-NBC schedule, than with an entire CBS

or NBC program 1:Lne-up."]':L

S’"ABC Crowds the Other 3 Networks," Busiress Week, #15L9
(Hay 9, 1959)9 h,-lo

107nterview with Don Shaw.

144,
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If there were weak nights on NBC or CBS in the past, or partic-
ular weak links in an ewvening, there was a better chance for clearance
in one and two-station markets. In 1958-59, the 7:30-8:30 pm time period
was the most vulnerable position in the NBC and CBS schedules. For
1959-60, stations had responded with excellent clearances for Cheyenne
(7:30-8:30 pm Monday) and 77 Sunset Strip (9:00-10:00 pm Friday),

because of the past successes of these shows and the Warrer Bros. trade-

mark.12 Clearances for the Alaskans were also influenced by past Warner

Bros. accomplishments.13

In the past few years, the improved clearance situation in these
ore and two-station markets had resulted in an increased confidence for
program commitments and investments, as well as a new advertiser aware-

1k

ness of ABC as a major advertising force.

The Improved Image of the ABC Affiliate

The stature of many ABC affiliates across the country had improwed,
& a direct result of an upgraded network program service, These stations
were attracting larger audiences, and were generally more accepted than
in past years. As ABC improved its programming, its stations directly
benefited by obtaining increased amounts of local and natiomal spot
business, emabling them to purchase more syndicated and feature film

15

material and better serve their respective communities. Increased
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revenmues, from both the network and matiomal spot and local sales,
resulted in a corresponding improvement in the local program service.
This supplementary programming, both live and film, could create a total
audience-flow from one segment of the broadcast day to a.noi:her.:L6 With
a strengthened local schedule, an ABC affiliate could assist in building
audiences for the nighttime programs. The result of this “give and
take" process was an improved daily schedule, and an accompanying
audience acceptance of both the network and local origimations on many

an ABC affiliate across the country.

III. NEW SALES TECHNIQUES

Oliver Treyz had brought with him, from the Television Bureau of
Advertising, mass selling techniques which he had of:lginated while
president of that organization. The use of lavish hotel ballrooms,
"Ce1l-O-Matic" widescreen projection units, and $1.25 coffee and roll
breakfasts for hundreds of advertisers and industry personnel brought
showmanship-into-selling ABC for 1957-58, 1958-59, and 1959-60., The mass
presentations, usually held in mid March, aroused considerable interest
in the trade. There is, however, no way of determining the direct
effects of these hotel presentations on subsequent sales. Suffice it to
say that the Cellomatic, arrays of ABC persomalities, beautiful girls,
magicians, breakfasts, attendants, and the presence of key members of the
network staff, may have had persuasive effects in the area of program

sales.

161p14.
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Supplementary written presentations were prepared and distributed
from 1956-57 through 1959-60. This material, forwarded primarily to
advertisers and their agencies, documented not only ABC!'s past accom-
plishments, but also future plans, programs, and highlights of the
coming season. As the network gained a stronger competitive position--
as its program structure improved--these presentations became more
elaborate--with more facts and figures to work with and more information
to herald. The "Value Network," prepared for 1958-59, was the most
elaborate of this material, printed in seven colors at a cost of ten
dollars a copy. Though there is no way of tracing the direct effects of
these presentations, their distribution nevertheless illustrates ABC!s
willingness to spend several thousands of dollars in order to pre-sell

itself and mote its prospective program line-up.

Back in 1956, ABC had closed-eircuited an elaborate sales
presentation of the Jim Bowie program to the president of Cheesebrough
Pom:ls.17 No further reports of this selling technique were recorded
in the trade papers until, April 1959. At that time, there was a
resurgence of the "just for you" presentations, For the 1959-60 season,
the network made arrangements with William T, Orr at Warner Bros. and
Martin Mamlis at 20th Century Fox, for closed-circuiting of the Alaskans

and Bourbon Street Beat, and Adventures in Paradise, respect:i.vely.18

Fach presentation had the producer making a taped talk about the show,

with integrated film from the pilot or initial episodes woven in,

17Variety _/‘New Yor:E_z Hay 17, 1956, P. 90,

18Ib:l.d.

————tm
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The network then purchased long-line circuits from American
Telephone and Telegraph in Chicago to its affiliate in the town where
the potential advertiser headquartered, The affiliate arranged the
local loops right into the advertisert®s board room. There was an ABC
sales representative on hand to introduce the closed-circuit, sponsor-
tailored broedcast.19

The board then made its decision to buy the series or look else-
where, with the ABC representative available for the contractual wrap-.up
in an affirmtive decision., If the specific sponsor passed~up the show,
the presentation could be used for another advertiser,

The network employed “just-for~-you" telecasts for last stage
negotiations on many major properties, Most buys required board of
directorst approval, since they involved millions of dollars in expen-
ditures, Through tape and the available phone lines, ABC had taken the
decision right to the directors in a personalized approach to program

sale’o
IV, PROMOTION OF THE PROGRAMS

The first concerted ABC effort to promote a season®s program
line-up was in preparation for 1953-54., At that time the network spent
over half a million dollars to familiarize the television audience with
its new "star-power" programming. This first advertising campaign

promoted individual shows and personalitie's: Danny Thomas in Make Roonm

For Daddy; Ray Bolger in Where!s Raymond; Paul Hartman in Pride of the
20

Family; and George Jessel in his variety hour.

19Ibid.

ZO"ABC.TV Sets §1 Million Fall Campaign," Broadcasting Magazine,
XLVII (September 13, 195L), 86. —
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Preparation for the 1954-55 season involved expenditures of one
million dollars for advertising-promotion.publicity, to convert the
“chammel hopper™ to a regular ABC viewer, In contrast to the past

season, entire evenings and blocks of programs were publicized,

Monday Voice of Firestone, Jamie

Tuesday U. S. Steel Hour, Danny Thomas

Wedne sday Disneyland, 8tu Erwin, Masquerade Party
Thursday T-Men In Action, Kraft Television Theatre
Friday Ozzie and Harriet, Ray Bolger, Dollar A Second
Saturday Programs following the NCAA games

Sunday Walter Winchell, Martha Wright, Break the Bank

The campaign utilized newspapers, billboards, transit cards, and
on-the-air promotion for the five owned-and-operated stations. ABC
affiliates were provided with promotion kits distributed by the network.22

One particular program, Disneyland, was more widely publicized than
other individual shows, Motion picture trailers were broadcast by the
network and its affiliates from July 15th until well after the show?s

23 The spot amnouncements incorporated cuts and film "clips"®

premiere.
from old Disney cartoons and motion picture features. In addition, the
American Dairy Assoclation, one of the sponsors, promoted the show through
a campaign of its own.

For 1955-56, the ABC Publicity-Promotion-Advertising Department
was enlarged--especially in the area of exploitation. A new unit was
created, geared to highlight the Warmer Bros., MGM, and Walt Disney

pro;jem:.as.z,“l Increased promotiomal activities necessitated an additional

2lTbid,

221p44,
23Variaty, September 27, 1954, p. L8.
2hVariety, July 6, 1955, Pe. 23,
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25
eleven staff members by September 1955.
Subsequent seasons marked the network?s entrance into the area
of merchandising, with units created to arrange for food, clothing, and
game tie-ups for many ABC programs and persomalities-.among them

Maverick, Wyatt Earp, the Real McCoys, and the Rifleman. Similar units

had been initiated by Walt Disney for the Mickey Mouse Club, Zorro, and

Disneyland; and the Pat Boone production unit, Cooga Mooga, for a score
of articles bearing the singer?s name,

For the 1958-59 season, ABC produced a series of one-minute
animated amouncements, promoting the network institutionally and its
programs individually. Over 1500 prints were distributed to affiliates

26 pBoth ABC and the stations

across the country for a saturation campaign.
used them a% all opportunities, whenever a sustaining spot was available,
The five animated amnouncements, highlighting all of the old and new
shows, represented ABCYs firat major attempt to promote its entire
evening schedule.

During the 1958 season, the network also arranged a promotional
tie-up with 8,000 grocery stores in the east and mid-west to promote its
waning "Operation lhybreak."z? Over 90 per cent of all the paper sacks
used by the super-markets carried plugs for the daytime operation which,

according to Supermarket Affiliates of New York, covered over twelve

251b4d.,

26Variety, October 8, 1958, p. L9.

2T1h3d., December 24, 1958, p. 22.
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million family trips (one family per shopping trip).28
The most unique promotionmal idea was conceived by ABC Press
Vice Preéident Mike Foster, and implemented by the Wester Division

publicity chief, Ernie Stern.>

For the 1959-60 season, the network
brought to Hollywood, on an individual basis, about forty of the key
columnists and television persomalities from the Trendex cities, for a
four-or«five day expenses-paid period. The guests were shown the Hollywood
sights, brought onto the studio lots, and treated to extensiwe interview
sesgions with producers and talent in the ABC line-up.z'o

They received poolside rooms at the Hollywood Roosevelt Hotel,
and were never combined with more than two other reporters in keeping
with the individusl aﬁd Rexclusive® nature of the arrangements, Similar
tours were conducted for local television perscnalities from the ABC
Trendex cities, with on-the-spot interviews recorded on videotape or
sound-on-film,3!

Costs for the entire plan were estimted at $50,000, though these
were considered reasonable in terms of promotion for the Trendex cities,
The publicity acerued from the visits, and the anticipated lineage in
the radio-television columns could mean the difference between one or

two rating points-.the one or two rating points which might determine

renewal or cancellation of a questiomable program.

2B1p14,

% 1pid., October 8, 1958, p. LO.
301144,

N 1pid.
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For 1959-60, regiomal promotion conclaves were held in the north,
south, east, and west, as in the season before. Promotion mamagers for
the respective affiliates in the region met with ABC officials for a
preview of the fall programming, and an exchange of ideas for publicizing

the shows.32

During past seasons, ABC had increased these joint activi-
ties with its affiliates, fimancing a percentage of the campaigns which
were executed by the stations themselves, In many instances, cash
prizes were offered to the affiliate(s) that did the best job of
publicizing certain programs or portion of the schedule, as was the

cagse of Maverick and "Operation Daybreak.®

V. SUMMARY AND CONCLUSIONS

ABC!s increased program strength was the direct result of millions
of dollars in expenditures, an expansion of the Program Department, the
influx of new administrative and programming personnel, and modifications
of basic philosophies underlying program plamning, development, and
scheduling., There were, however, certain "external" factors which also
played important parts in the growth of ABC and its program structure.

The total gross national product had increased Ll per cent by
1956-=showing no signs of subsiding. One of the contributing factors
had been advertising, and the desire of the manufacturers to move their
goods and services, Television was recogniged as an important force and
shared a heavy burden in the sales efforts. By 1956, television expendi-

tures had increased seven-fold over the 1950 total, and the prediction

32yariety, August 8, 1959, p. 52.
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for 1960 was twice the amount. With network television accounting for
half of all television dollars, it was evident that three networks could
exist side by side in the most thriving economy in the nation's history.

The television industry itself had evolved in the seven year
period from 1953. The F.C.C. had licensed additional television chammels
in a number of markets, giving all three networks equal facilities. The
majority of the poor UHF®s had discontinued operations--many of them
being replaced by VHF facilities in the intermixed markets. By Jamary
1959, this growth process had provided ABC Television with “live"
coverage of 87 per cent of the United States television homes, with new
facilities in key cities including Boston, Pittsburgh, San Antonio, and
Chattanooga, and converted UHF to VHF channels in Miami, New Orleans,

St. Louis, and Sacramento. With improved coverage, advertisers were
less reluctant to spend larpge sums of money on ABC programming., In

those markets where ABC did not have comparable facilities, the network
had often secured clearances for lts shows on NBC or CBS affiliates. In
the past few years, such clearances have considerably improved in both
quality and quantity, as a direct result of the upgrading of ABC program-
ming and its success in the competitive markets.

Better network programming also changed the images of many ABC
affiliates, making them better buys for mationmal spot and local adver-
tisers--resulting in more station revenues, and in turn, a superior local
program service to supplement the network shows and provide a total
audience flow from one segment of the broadcast day to another.

New methods had been devised to sell the programs and each

seasonl!s line~-up, The appointment of Oliver Treyz brought to ABC an era
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of mass sales presentations in plush hotel ballrooms--with Cell-O-matic
projection, beautiful girls, breakfasts and luncheons, and an aura of
showmanship and excitement into a statistical array of facts and
figures. In addition, elaborate written presentations and brochures
were prepared for the trade to pre-sell and supplement the activities
of the ABC sales force--presentations which cost as much as ten dollars
a copy. Technological advances also brought into play closed-circuit
sales presentations, whereby a prospective advertiser could view a
program pilot film or audition tape in the comfort of his board room.
While there is no accurate gauge in determining the effectiveness of
these techniques, they were nevertheless part of a streamlined, new
sales process--in line with a new, streamlined ABC program structure.

Promotion of the season-by-season programming changed during the
seven year period to meet the network?s growing needs, At first,
individual programs were publicized--then entire evenings; and fimally,
in 1958-59, the complete ABC program schedule, Additional staff members
were added in 1955 for program and talent exploitation; a merchandising
unit was established in 1957; costly press tours were initiated for
1959-60., Throughout the seven year period, ABC assumed part of the
task of local station advertising and promotion, often financing
publicity campaigns, providing promotion kits (slides, film trailers,
on-the-air copy), and conducting national and regional conclaves to
preview the seasonts line-up, and offer suggestions and ideas for
publicizing the programs. During the past few seasons, ABC has even
established contests (and prizes) for the best promotional efforts of

its affiliates. Through all of these efforts, ABC had shown an
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increased awareness in promoting its programming among the television
audience; of putting its persomalities and programs in the public eye;
and in the potential of advertising for building audiences and retaining

them.



CHAPTER XII
SUMMARY AND CONCLUSIONS

At a 1957 affiliates meeting, an ABC programmer explained the
difficult and time-consuming task of building a network program schedule.
Building takes time., You don?t build a station overnight.
Programs take time to build, too--and program schedules even
longer.
Before you tuild you must plan., ., . plan with a basic
viewpoint, detailed cost estimates, . . calculate sales
potential and formulate a practical sales approach.
It has to be right. You can?t quite have an ending as
in a famous cartoon--the one in which there has been a
disastrous crash of an experimsntal plane, and two aviation
engineers are turning from the scene, as one casually says:
Well, back to the old drawing board.t In network TV, if
your plan doesn®{ fly, there may not be a drawing board to
go back to--the bank may have reclaimed it 1
In 1953, the newly formed ABC.UPT organization recognized the
need for carefﬁl, organized, and cautious plamming., ABC was faced with
a severe facilities disadvantage from the outset-.it was considered an
undesirable buy and a last place to go'to for those sponsors who had been
turned away from the other networks, or who overlooked low audience
returns in favor of economic rates.

For this reason, ABC had to limit its program and talent develop-
ment activities, keeping them commensurate with relatively low earnings.
Even if the network had been able to reprogram its entire schedule (and

this would have been an impossibility), it would not have done so. As

LB Television Research Department, *1957 Mother Goose Rhymes"

(a special report to ABC-TV affiliates, read at the Sheraton-Blackstone
Hotel, Chicago, Illinois, April 7, 1957).
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Robert Lewine explained, "You have to have sponsor interest first,

before spending exorbitant sums of money."2

ABC chose to develop
and/or acquire some program properties each season, supplementing this
micleus with advertiser controlled programming. Lesat the reader be
deceived, this was not an inexpensive task-.as evidenced by the millions
of dollars spent on the Disney, Warner Bros., and MGM properties,
Perhaps the growth of ABC Television might have proceedsd at a

faster pace if all the new shows had been Disneylands or Mavericks, It

would have been wonderful, but this was not the case. Television, like
any other form of show business, involves risks-.millions of dollars
worth of risks. There 1s no sure formula for success, ABC hoped that
all of its new program and talent properties for each season would be
audience wimners, and financially backed its dreams of success with large
program and development expenditures--in 1953-5k, there were Danny Thomas,
Ray Bolger, Paul Hartman, and George Jessel, the “star-power®" group; in
1954-55, Disneyland, NCAA Football, T-Men In Action, and Mail Story;

1955-56, Warner Bros. Presents, MGM Parade, Mickey Mouse Club; 1956-57,

Jim Bowie, Wire Service, Bishop Sheen; 1957-58, Guy Mitchell, Frank

Sinatra, Mike Wallace, Pat Boone, Zorro, Real McCoys, Maverick, and Dick

Clark; and 1958-59, 77 Sunset Strip, Lawman, Colt 45, and Donna Reed.

Less than half of these lived up to the network's hopes--Dammy Thomas,

Disneyland, Warmer Bros. Presents (Cheyenne), Wyatt Earp, Mickey Mouse

Club, Jim Bowie, Zorro, Real McCoys, Pat Boone, Maverick, Dick Clark,

77 Sunset Strip, Lawman, and Donna Reed. This group of network developed,

2Statement expressed by Robert E. Lewine, former ABC-TV Vice
President of the Program Department (personal interview).
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co-produced, and/or acquired progr#ming comprised only a small per-
centage of the network'!s seasonal schedules., These were the cream-.-
the gilt-edged offerings--of ABC Television. The surzfounding programs--
the lifeblood of the network until the Treyz administration--were brought
to ABC by advertisers, agencies, and other diverse organizations,

These outside programs were for the most part inexpensive audience
participation gares and dramas--many of which would probably have been
rejected by NBC or CBS.3 ABC, however, was primarily concerned with
selling time and providing some type of program service to its affiliates.
Though the network realized that these programs would o little to improve
or upgrade the schedule, it could not turn the advertisers (and their
programs) away. Every commercial period represented additioml revemues
in the ABC coffers. With sales a primary consideration, the network
could not control the quality of most of the programming and its logical
placement in the schedule, As Slocum Chapin explained, "The results of
audience research couldn't be put into practice. The schedule was wide
open and completely flexible. It was a buyers market on ABC . - they
took anything they could get, to the detriment of a total, balanced
schedule ,®

Consequently, of the scores of shows brought to ABC, there were

only a few shich attracted appreciable audiences--U, S, Steel Hour,

Rin Tin Tin, Wednesday Night Fights, Lawrence Welk, Top Tures and Talent,

Broken Arrow, Rifleman, Naked City, and Alcoa Presents.

By 1956-57, ABC Television, under the leadership of Robert Kintner

3bid.
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and ABC.UPT President Leonard Goldenson, had built a solid foundation
for Oliver Treyz and his new program staff., Though there was room for
improvement in every corner of the schedule, there had nevertheless been
much progress made in the three years since the merger--.especially when
viewed in the light of ABC?s clearance problems and its "bottom of the
barrel" position in 1953,

The network could now bocast of early evening dominance on three
nights of the week-.Tuesday (7:30-9:00), Wednesday (7:30-8:30), and
Friday (7:30-8:30). A solid program mucleus had evolved over the three
year period, around which other portions of the schedule could be built--

Broken Arrow, Cheyenne/Conflict, Disneyland, Lawrence Welk, Top Tunes

and Talent, Wednesday Night Fights, Rin Tin Tin, Wyatt Earp, Jim Bowie,

Ozzie and Harriet, Lone Ranger, and the Mickey Mouse Club.

Important relationships had been established with the major
Hollywood studios, with ABC exclusivity for all Walt Disney and Warner
Bros, television product. Similar agreements had been made with many
independent producers as well.

The "adult western® had been introduced with Cheyemne and Wyatt

Earp in 1955-56--the success of the Davy Crockett episodes on Disneyland

had influenced the development of other ABC programs of this type. By
1956-57, the programmers (with the success of Jim Bowie) realized the
potential inherent in action programming, and began experimenting with

other updated forms (Wire Service, Intermatiomal Theatre). These efforts

led to the realization that the action vehicle was capable of developing
a rew breed of television personmality--the young, virile, rugged leading

mn, Unlike comedy variety, where the featured star made the program,
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the adult western and adventure shows were capable of developing star
mterial, as evidenced by the rise of Clint Walker, Hugh O!Brien, and
Fess Parker. The inception of the western-adventure programming and a
new type of leading man was to assume an important role in program
plaming for the Oliver Treyz administration.

Synonombus with the development of "bread and butter®" programming
was the network's recognition of the young, post-war families with
sml]l children. With Disneyland in 1954, ABC first aimed at this
important consumer group--the group with the most buying power, whose
viewing habits were more dynamic and more subject to change than their

older counterparts. Wyatt Earp, Cheyenne, Jim Bowie, Wire Service, and

many properties which were never broadcast were plotted and conceived
with the "get-age" families in mind. In fact, practically all of the
programs developed and/or acquired by ABC between 195k and 1956 were
geared to these families. Until 1957-58, the budgetary limitations of
program development and acquisition prevented programming of this type
from playing a greater part in each seasonts schedule.

Audience research had been used for the scheduling of certain key

shows-. the positioning of Disneyland and Warner Bros. Presents at 7:30 pm,

a half-hour before the formidable competition, and opposite music and

news on NBC and CBS; the Broken Arrow and Jim Bowie adjacencies to Wyatt

Earp and Rin Tin Tin, capitaligzing on an anticipated audience flow from

both shows; the counterprogramming of Famous Film Festival against

Ed Sullivan and Colgate Comedy Hour--were all signposts of an increased

dependence on audience research,

During these initial years, ABC had also set the stage for an
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extensive daytime operation, with the powerful Mickey Mouse Club in the
5:00-6:00 pm time period. After many unsuccessful attempts to enter the
late afternoon, the network finally had a strong anchor, from which it
could build earlier portions of the day.

Robert Kintner, under the new United Paramount management, had
taken an impoverished network, and injected signs of life into it. While
ABC was not a fully competitive network when Mr, Treyz assumed control,
it was nevertheless recognized as an %up-and-coming" organization. Not
only was there a strong program foundation and a 300 per cent increa.'sé'
in revenues, but most important of all, there was also a new audience
avareness of a "third television network,®

In October 1956, with Oliver Treyz% appointment as the new Vice
President of the autonomous Television Nefwork, the time had come for
increased program expenditures. The network would have 80 per cent
ulive" clearance of the United States by 1957; there was a healthy
mtiomal economy and signs of growing advertising budgets; and there was
a solid program foundation upon which to build a strengthened schedule.
Mr, Treyz and an expanded Program Department on both coasts were to
elaborate upon, but nevertheless follow, many of Mr, Kintner?s past
policies.

With an increased program budget, ABC developed, acquired, and
committed for many more program and/or talent proper'ties than it had in
the past, The network did not, however, deviate from its past co-production
policy with independent producers and the Hollywood studios. For 1957-58
and the following seasons, extensive arrangements were made with Warner
Bros., Twentieth Century Fox, Walt Disney Productions, Four Star Films,

Goodson-Todman, Screen Gems, ITC, and almost every important studio in
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America. As in the past, ABC created and produced little of its own
programming, in line with the philosophy of not placing all the creative
talent under one bammer.
The network committed for more program properties than it had in
previous seasons--many times ahead of sales-.as was the case with the

Real McCoys, Zorro, Lawman, and the Untouchables. Moreover, through its

new Program Devebpment Division, ABC had more of a say in program control
and supervision in line with 1ts needs and those of its advertisers. For
the first time since the "star-power® of 1953.5kL, ABC had signed talent
to exclusive contracts-~Frank Sinatra, Bing Crosby, Pat Boone, Mike
Wallace, and Elvis Presley., The network realized that it had to spend
substantially more on programming and talent to obtain the consistency
of good programming which it had lacked in past seasons-=it had to think
of the programs first, and then consider the all-important sales,

Mr, Treyz and his staff decided that ABC had to have a point of
view-.that it should concentrate on a specific audience and gear the
majority of its new programming toward that audience. The networkl!s
past success in reaching the young, “"get-age" families, and the
desirability of the group, in terms of mumber, viewing habits, and buying
pover, made this portion of the television audience the ABC target. From
1957-58,the network aimed for the younger-larger families with "bread and
butter® action shows, complimented with situation comedies and young
vocalists; from 1958-59, the emphasis was on action..with only a few

variety programs scheduled., The ratings of Cheyenne, Wyatt Earp, Broken

Arrow, and Jim Bowie proved to the programmers that the way to reach the

mass "get-age! gudience was with the "bread and butter® western-adventure
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fare. In 1958-59, with the success of 77 Sunset Strip and the rise of

Efrem Zimbalist as a major television personality, it was apparent that
an action show, with the proper star, did not have to be confined to a
western--that a mystery drama also provided an excellent vehicle for the
Zimbalists, Walkers, OfBriens, and Garners.

Another important consideration was the scheduling of the programs,
Now, there was a rencwed emphasis on audience research, with the use of
two tactics--counterprogramming and compatible “thémtic“ programming.,
The key to these concepts was the audience appeal of the various shows--
determined for the most part by the findings of research. Though many
instances of program scheduling had been partially determined by sales,
it was the new ABC policy to permit such placement only when compatible
with adjacent programming. There were instances (on week evenings, or
weak portions of evenings) where this careful plamming was overlooked.
On important evenings or in key time periods, however, the network
attempted to assemble the most compatible, desirable line-up of
pr;:graming. By 1959-60, the theory of planned programming had become
a reality--with at least four evenings of action blocks from 7:30-10:30 pm,
and another two evenings of compatible situation comedies and “bread and
butter" programming.

The transformation of ABC to a more competitive network was not
accomplished overnight, with the appointment of Mr. Treyz and a stream-
lined program philosophy. In 1957-58 and 1956-59, there were many draw-
backs--Frank Sinatra, Ouy Mitchell, Mike Wallace, Patrice Munsel, Betty
White, Rough Riders, and Walter Winchell, to mention a few. There were,

however, more program successes than ever before--the fruits of an
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expanded development and acquisition policy in the form of Mawerick,

Real McCoys, Zorro, Pat Boone, 77 Sunset Strip, Lawman, Colt L5,

Rifleman, Naked City, and Donna Reed. By the end of the 1958-59 season,

strong blocks of programming had evolved on Tuesday (7:30-9:30), Thursday
(8:00-9:30), Friday (7:30-10:30), and Sunday (7:30-9:00). In addition,
the network could boast of dominance on four evenings of the week, and
as many as four programs in the Nielsen "top ten" listings. In 1958-59,
ABC had also begun an extehsive daytime operation with a full line-up

of programs (70 new (%) hours) prepared in association with Young and
Rubicam. Though ®Operation Daybreak® got off to a somewhat shaky start,
by August 1959 its Nielsen audience share had increased from 11 per cent
the past October to over 25 per cent.

In six short yéars, ABC had improved its programming to the extent
that in August 1959, the Nielsen MNA reports placed the network in first
position for the average rating of all programs from 7:30-10:30 pm. In
the national listings, ABC received ratings equaling, and at times,
surpassing those of all NBC nighttime programs. The network had also
become a full-time operation, with a complete line-up of both nighttime
and daytime programming. These improvements in the quantity and quality
of program service manifested themselwves in ABC billings, which had
climbed from $21,000,000 in 1953 to $103,017,000 in 1958-.a rise of over
500 per cent. Examining these figures in another light, ABC Television
accounted for 9.3 per cent of total network gross billings in 1953, as
compared to 18.2 per cent in 1958. ABC had almost equaled the other
notworks in ratings, though it still lagged behind in the important

commercial billings, and its goal of a full 30 per cent of its network
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potential,

The 1959-60 season was to be a crucial point in ABCts history--
the network could surge ahead of the other networks in ratings, and
narrow the gap in gross billings, E it could successfully strengthen
certain portions of its daytime and nighttime schedule.

In past seasons, ABC had made the most gains with action program-
ming. The public, especially the audience which ABC was aiming for
favored these shows.-the Nielsens and Tréndexes confirmed this. Operating
on the theory of giving the public what it wants, Messrs. Goldenson and
Treyz decided to go all out on the "bread and butter" programs for
1959-60--in the form of westerns, southerns, easterns, adventure shows,
and mystery dramas, Eleven of the sixteen new programs were in the
action category,

Many people in the industry voiced criticism against the network,
contending that there was no program balance in the schedule, and no
#totality of program service®" to which NBC and CBS had subscribed--that
ABC had made no attempt to uplift the standards of the public. In reply
to these comments, Leonard Goldenson had this to say

People like what wefre giving them. First we build a

habit factor, get them used to watching us. Then we can

do something about ul?grading programming, Wefre not

interested in the critics.

Oliver Treyz added

We study public taste hard and carefully. We gear
ourselves entirely to what the public wants. And the

public wants cowboys. The proof: wetre getting the
audiences and we¥re getting the sponsors. The big two

h"The abc of ABC," Forbes Magazine, XII (June 15, 1959), 30.
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is now the big three-.and in a lot gf places wetre already
number two. and crowding number ore,

At this point, one important question arises-..is ABC fulfilling
its public obligations as a television network by presenting so many
of these action programs? The researcher would have to say yes, and
agree with ABC programmers. This answer, however, is tempered by the
present circumstances of the network and its relationship to NMC and
CBS., As was stated earlier, ABC's gross billings have shown a marked
increase, as compared to the base year 1953. When they are compared with
present NBC or CBS earnings, however, they are still sewveral millions
of dollars behind--evidenced by the 19568 total of 18,2 per cent of
all network billings--a bull 11.8 per cent less than a full third,
Television critics and pasteboard programmers have all the answers (on
paper) though they fail to realize that network television is basically
a business, with profit and loss columns, stockholders meetings, and
amual reports, In 1958-59, ABC received its highest ratings, with the
"bread and butter" programming which was so often criticized. Ratings,
however, take a few years to translate into actuval billings, so that ABC
is still not in the comfortable finmancial position of its older brothers,
It must maintain its rating position, and then some, in order to realize
that 30 per cent share of billings which it has set as a goal. In the
past few seasons, the action programs-~.the westerns, adventures and
mysteries—.have attracted large audiences, and have domimated the "top

ten" listings., Without searching for psychological motivations, suffice

5Ibid.
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it to say that the mass audience--the "get-age'" audience--liked these

programs. They enjoy watching Cheyenne/Sugarfoot, Maverick, the

Rifleman and the scores of others, and have come back week after week
for more of the same. There has been a demand for this type of program-

ming, which all of the networks have supplied in varying degrees.

There was a time not too long ago when ABC had a completely

balanced schedule-.with something for everyone. There were Omnibus,

Press Conference, quality English films, outstanding dramas, anthologies,

audience quizzes and panel games, and a nmumber of public affairs
features-.all scheduled in prime evening time. Discounting the clear-
ance problem and examining the competitive market reports for the larger,
urbane, more sophisticated cities with three chamnels or more, there was
not a single program which attracted a large audience. Perhaps the low
audience returns of Omnibus and Firestone are an indictment against the
American television audience--the masses may not be ready for a Patrice
Munsel or a Lawrence Olivier feature film. Viewed in any light, ABC

did not attract sizeable audiences with this "something for everyone
philosophy--that only when the network aimed for a specific group of
viewers and attempted to satisfy their preferences and tastes did it

succeed in establishing popular programs., The Mavericks, Sunset Strips,

and Riflemans of 1958-59 were indications that the public wanted action
in every conceivable shape and form. In early 1959, when the network
wag in the midst of planning for the fall, this trend became most
pronounced. Therefore, ABC's entrenchment in the action form was quite
explainable-~it would have been sheer foolishness to attempt a totality

of program service comparable to the CBS or NBC schedules; not with
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blue-chip advertisers Liggett and Myers, P, Lorillard, Proctor and
Gamble, American Home Products, and several others willing and eager
to join the ABC ranks with purchases of the action-adventure programming.
When a Liggett and Myers takes $8,000,000 of NBC business and transfers
it to the ABC coffers, it would take a Julius Caesar to convince Messrs.
Goldenson and Treyz to tamper with a formula which, up to the present
time, had brought success.

Looking intc the future, however-~to 1960.61 and the seasons
beyond--the researcher believes that ABC will, by necessity, change the
complexion of its programming. In October 1959,there are some signs
that the western trend is waning; that audlence interest in the program
type has been reduced, due to overexposure and the limited rumber of
plot situations available for the many series. Mystery drama, which has
mushroomed into a prominent position in 1959-60, is faced with a similar
dilemma. On the basis of the new ABC mysteries, there seems to be little
or no originality or novelty ingredients to make them stand apart from

their predecessors., Two programs in particular--Hawaiian Eye and Bourbon

Street Beat..-have been plotted like carbon coplies of 77 Sunset Strip.

The weekly murder, fighting, beautiful women, more fighting, and a
handsome pair of private detectives (portrayed by rather incompetent
thespians)--all of which add up to rather uninspired imitations of an

established success, Adventures in Paradise, Man From Black Hawk, and

The Alaskans could also be included among this uneventful programming--

programming which lacks any spark of creativity, There are, however,

some new programs which rise above the others. Robert Taylor starring

in the Detectives, Phillip Marlowe, the Rebel, the Untmchables-_these'
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have the potential for possible ABC successes and long television life-
times, if the initial shows are any indication of what lies ahead for
the rest of the season. For one thing, each of the three has a leading
rman with whom the audience can easily identify. They are all distinct
personalities~.flesh and blood characters who possess an intangible
quality which makes them see real and believable. Though this
characteristic is impossible to describe, it is immediately evident
upon watching Robert Taylor, Phil Carey, Nick Adams, or Robert Stack
in their respective series-.the viewer cares for them far more than he
does the Anthony Eisleys, Richard Longs, or Gardner McKays, who seem to
be stiff, pasteboard figures, Without this audience identification, the
most elaborately produced television program would be a spectacular
failure,

At this point, an important question arises--~how long will the
television audience, even the "get-age' audience, endure hour upon hour
of ABC action programming, much of which is not up to the qualitative
standards of a Rifleman and a Maverick~-~in addition to the many other
repetitious offerings on the other networks? With the temptations of

Ford Startime, the Revlon Party, and an array of “star-power," motion

picture adaptations, and dramatic presentations the likes of which
television has never before presented,the audience’s preferences will

have to change if they have not already, A sampling of Ingrid Bergman,

Alec Guimmess, Art Carney, and the many exciting varlety offerings will
broaden the viewerfs tastes-.he will begin to look for more in television
entertainment than the westerns and private eyes. This will not, however,

be an overnight transformation; the action shows will not be written off
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that easily. Several new ABC programs should receive sizeable ratings
for most of the season, though none of them (withthe possible exception

of the Untouchables) are likely to overrun the Nielsen "top-tens.,* The

good shows should receive audience shares somewhere between 30 and 35
per cent; the bad ones, on the other hand, have all the signs of being
the seasont!s disasters-.unless they are quickly reformatede.and recast--
and rewritten, By the end of the season, the mysteries, adventures, and
westerns will probably have worn out their welcome mats-.ushering out a
program trend which had lasted for three or four years.

By 1960-61, ABC should have filled any rating gaps which might
have existed between itself and NBC or CBS. Though there is no informa-
tion available at the present time concerning gross billings for 1959-60,
it can be assumed that ABC will have made advances in this area as well.
If ABC has become a fully competitive network force by then (and it
should be), many program changes will probably be made, The network is
almost certain to provide more of a balance between film and “*live®
programming, Ted Fetter believes that ABC will do this once an audience
is definitely gained.6 An increased "live" output is the broad network
goal set by Thomas Moore, Programming Vice President, who feels the
“pendulum has just got to swing back toward tlive! because it?s from
livet television that the freshest ideas come and because tlive! is the

only way to go for programming to $counterpoint®t the abundance of film 7

6Statement expressed by Ted Fetter, ABC.TV Vice President of
the Program Department (personal interview).

7Variety /Rew YorF/, February 11, 1959, p. 27.
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In anticipation of a retrenchment in film, ABC has modernized its New
York and Hollywood studio plants, and has cox;structed new facilities
in Chicago, Detroit, and San Francisco. In all but the New York
studios, installations have been provided for rapid color conversion,
at a cost of several millions of dollars-windicating that ABC will
definitely begin color-casting when a sufficient number of receivers
has been sold. The modernization of these facilities is also an
indication of more "gpecial" programming in the seasons to follow. For
1960-61, Dan Melnick predicts that there will be a comedy variety
program in a "new, vitalic form, " with, perhaps, a c¢omedian like Mort
Sahl emceeing, in keeping with the image of a young vitalic neimorl;c.8

The researcher believes that this phrase, "a young vitalic
network," is the key to the future for ABC. When the é.ction programming
declines, whether it be at the end of 1959-60, or two or three seasons
from now, the network will have to find new program forms to suit the
publicts changing tastes and preferences, This does not necessarily
mean that the ABC will change its "get-age" approach. On the contrary,
ABC should continue to program for the younger-larger families that it
is reaching now. Research will determine their new program tastes..
whether they be a Mort Sahl hour or an off-beat situation comedy, and
the network should, as it has in the past, comply with them. For
future seasons, ABC should provide an up~dated youthful version of a

1953-5k NBC or CBS schedule--with a balance of all program types

BStatement expressed by Dan Melnick, ABC.TV Vice President of

Program Development (personal interview).
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specially conceived and plotted for the younger-larger family groups-=
a "'something for everybody" schedule conce_i#ed within a "get-age"
framework.,

In line with this program balance, ABC could also schedule more
public service programming. Up to 1958-59, the considerations of
building an audience and obtaining a competitive evening position have
limited public service programming in prime evening time. As Fritsz
Littlejohn, ABC News Director, explained, “"These programs can do vast
damage if they are placed in a poor position, affecting the surrounding
adjacencies and the contimuity of an entire evening.“9 With the success
of the entertainment portion of the schedule and the growth of ABC
audiences, Mr, Littlejohn believes that there will be a proportionmate
rise in public service programing.lo More money will be allocatéd for
these programs and "as we go along, public service shows will become

11 The researcher belie.v'és,ﬂas does Mr, Littlejohn,

more and more saleable.®
that "you have to have a clean lobby." Drawing an analogy to the theatre
business, a motion picture can be shown at the Music Hall and a 42nd
Street theatre and appear to be two different movies because of the
surroundings., This principle applies to network television programs-»

a framework and a public image of cleanliness can be established by a
balanced schedule including public service programming. Within the next

two or three seasons, a broadening of the program schedule and the

9St.atemnt expressed by Fritz Littlejohn, ABC..TV Director of
News and Public Affairs (persomal interview),

101p14.

1l1piq,



102
inclusion of public service shows should improve the ABC image and the
cowboy stigms attached to the network by industry persommel.

Looking back over the past six-and-a-half years, it is evident
that ABC has fulfilled its promises that, "New programs will be develcped.
New stars will be attracted. New techniqhes will be introduced." The
network was first to reach an agreemnt with a major motion picture
studio; first to broadcast feature films on a network basis; first to

program the "“adult western" in sizable numbers; first to originate a
one-hour mystery program with continuing characters; first to recognigze
the value of the 7:30 pm time period; and first to origimate a new breed
of young, virile television personalities,

ABC's development process, and its intentions ®"to grow like an
oak, not a mushroom," have also been detailed in the past pages. There
is 1little doubt in the researcherts mind that in six-.and-a-half years
(instead of Mr. Kintner®s proposed five years), ABC had succeeded for
the most part in its long-range objectives of (1) filling seven nights
a week (7:30-10:30) with strong programming; and (2) initiation of a
succegsful daytime operation,

In the past few seasons, ABC has been forced by necessity to
narrow its sights and program for the mass audience. As the up-and-
coming network still lagging behind NBC and CBS in billings, it needed
guaranteed audiences with "sure-fire" programming, It was not in the
position to experiment with new program forms, and tamper with an
audience which it had already gaired. In other words, Mr, Treyz and
his staff have used their present programming as a means to an endew

to accomplish the gigantic task of making ABC a competitive television
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network. Once they have done this--once both audiences and billings
are on a par with the "big two"--the researcher believes that new
programming concepts, forms, and persomalities should be introduced
to the schedule--more "special" entertaimment and public affairs
programming, more drama, more comedy, more variety. In short, for
1960-61 and the seasons which follow, ABC should provide a balanced
schedule, within the "get-age" framework, to give American the most

vitalic image in network television,
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