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when it comes to TV film . .,
there qre no people

like show peoPle

That is why Young & Rubicam chose National Screen Service
to produce on film the titles for the opening of the
Pulitzer Prize Playhouse, the distinguished TV program sponsored
by their client, the Schlitz Brewing Company.

Whether it is lavish entertainment, such as the Pulitzer Prize
Playhouse, or a low-budget production, it is smart showmanship
to let National Screen Service enhance your program with a fitting
opening on film . . . an opening that dignifies your
program and the product it sells.

For a TV title opening or a slick selling commercial, National
Screen Service has the staff, the technical know-how, the coast to coast
facilities, and the savvy of show business, learned the hard, long way
during more than 30 years of service to the motion picture industry.

And N.S.S, produces at Low-budget prices!

We are at your service in 31 oflices across the country.
In New York, phone Clrcle 6-5200.

notionol screen seryice
l6OO Broqdwoy, New York 19, N. Y.
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That is why Young & Rubicam chose National Screen Service 
to produce on film the titles for the opening of the 

Pulitzer Prize Playhouse, the distinguished TV program sponsored 
by their client, the Schlitz Brewing Company. 

Whether it is lavish entertainment, such as the Pulitzer Prize 

Playhouse, or a low-budget production, it is smart showmanship 
to let National Screen Service enhance your program with a fitting 

opening on film ... an opening that dignifies your 
program and the product it sells. 
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For a TV title opening or a slick selling commercial, National 

Screen Service has the staff, the technical know-how, the coast to coast 

facilities, and the savvy of show business, learned the hard, long way 
during more than 30 years of service to the motion picture industry. 

And N.S.S. produces at Low-budget prices! 

We are at your service m 31 offices across the country. 
In New York, phone Circle 6-5700. 

national screen service 

1600 Broadway, New York 19, N. Y. 
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ilve witness
a

reports

from a fiery

furnace!
A new lelevision development which

odds lo industry's efficiency

No. ll in q series outlining
high points in lelevision hislory

Photograph ancl painting
Jrom the RCA collection

Compocl industriol television syslem-deDeloped at RCA Laboratories-Iets us
see the unseeable in safetg!

O Something's wrong in a big blast furnace, and it is
too hot for engineers to approach in safety. But now,
with the Vidicon camera of an RCA Industrial Television
System focused on the flames, the furnace can be studied
closelv and carefullv on a television receiver.

Here's RCA's Vidicon syslem qt work beside a steaming rat. N ote
Ircu tlrc compact teleai,sion catnera is getting a safe "close-up"

ol tlrc action.

One of the great advantages of this system-other
than its contributions to industrial safety-is its ability
to save both time and money. No longer need engineers
"shut-down" machines or Drocesses to obselve them.
Normal operations 

"on "ontinr',e 
without waste, while

the Vidicon System gathels information.

Key to the success of Vidicon is a tiny television camela

-small enough to hold in one hand-and inexpensive.
The ctrmera's "eve" is the sensitive Vidicon tube devel-
oped by' scientists at RCA Laboratories. The only other
equipment needed is the Vidicon camera's suitcase-size
portable control cabinet, which operates on ordinary
household current, and anq television receiver-on which
to view the pictures.

Adaptable to n-rany uses, RCA's Vidicon carnera could
be lowered under water to watch divers at work-or
stand watch on atomic piles. secule from ladiation. And
this RCA industrial TJlevision System can also be ar-
ranged for 1-di,mensional pictu.res . . . real as life !

/^\,rt"+ Rodio Corporotion of Americo
\SZ woRr.D TEADER rN RAD,o-FrRslN r'r.Ey,s,oN

Eye witness 

reports 

from a fiery 

funiaee! 

A new television development which 
adds to industry's efficiency 

No. 11 in a series outlining 
high points in television history 

Photograph and painting 
from the RCA collection 
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Compact industrial television system — developed at RCA Lahorafories—lets us 
see the unseeable in safety! 

• Something's wrong in a big blast furnac® and it is 
too hot for engineers to approach in safety. But now, 
with the Vidicon camera of an RCA Industrial Television 
System focused on the flames, lH" Cll'mace can be studied 
closely and carefully on a television receiver. 

" 
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Here's RCA's Vidicon system at work beside a steaming vat. Note 
how the compact television camera is getting a safe "close-up" 
of the action. 

One of the great advantages of this system —other 
than its contributions to industrftrf safety—is its ability 
to save both time and money. No longer need engineers 
"shut-down' machines or procesPb to observe them. 
Normal operations emi cmitinue without waste, while 
the Vidicon System gathers information. 

Key to the success of Vidicon is a tiny television camera 
— small enough to hold in one hand—and inexpensive. 
The camera's "eye" is the sensitive Vidicon tube devel- 
oped by scientists at RCA Laboratories The only other 
equipment needed is the Vidicon camera's suitcase-size 
portable control cabinet, which operates on ordinary 
household current, and any television receiver—on which 
to view the pictures. 

Adaptable to many uses, RCA's Vidicon camera could 
be lowered under watP to watch divers at work--or 
stand watch on atomic piles, secure from radiation. And 
this RCA Industrial Televisilji System can also be ar- 
ranged for S-dimensional pictures . . . real as life! 

Radio Corporation of America 
WORLD LEADER IN RADIO —FIRST IN TELEVISION 

www.americanradiohistory.com
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What's loue got to do with Advertising?
Plenty ! Our business is promoting

sales. Ever stop to think how many things are

bought and sold because somebody loues sorne-

body elsc? Well, it's astronomical. Take all those

nourishing foods and warm clothes Mom and

Pop buy for a couple of kids they love so much.

And, of course, there's young love . . . romantic
love ! Now, you're really getting into big busi-

ness. \\redding rings, trousseaus' honeymoons,

furnished flats, pop-up toasters ! Yes, things

really start perking when Love comes along.

N{aybe it's because Campbell-Ervald Com-

pany has long recognized the importance of the

ILeart department that rve have always tried to
make our clients' advcrtising messages a little
warmer and friendlier and closer to the targct
of Dan Cupid's arrow. \\re found out a long time
ago that Dan is a very handy little fellor'v to have

around in any kind of media. And in teleuiston

(one of our spccialties), he's terrific! You can't
beat a good love story on the video. That's rvhv
Campbell-Ewald TV programs' such as TRIPLE
FEATURE THEATRtr, sponsored bv Chcv-
rolet Dealcrs on Los Angeles Station KECA-
TV, have ahvays been so popular. Pcople lotte

them, and rve lovc producine thcm.
Love may laugh at locksmiths but don't

you laugh at lou.It'syour best saicsman.

-CAMPBEIL -E\ryAtD Commt{Y
H. T. E$/ALD, President

DETROIT . NETV YORK O CHICAGO ' LOS ANGELES O SAN FRANCISCO O ATLANT/

What's love got to do with Advertising? 
Plenty! Our business is promoting 

sales. Ever stop to think how many things are 
bought and sold because somebody loves some- 
body else? Well, it's astronomical. Take all those 
nourishing foods and warm clothes Mdpm and 
Pop buy for a couple of kids they love so much. 
And, of course, there's young love . . . romantic 
love! Now, you're really fbtting into big busi- 
ness. Wedding rings, trousseaus, honeymoons, 
furnished flats, pop-up toasters! Yes, things 
really start perking when Love comes along. 

Maybe it's because Campbell-Ewald Com- 
pany has long recognized the importance of the 

heart department that we ha® always tried to 
make our clients' advertising messages a little 
warmer and friendlier and closer to the target 
of Dan Cupid's arrow. We found out a long time 
ago that Dan is a very handy little fellow to have 
around in any kind of media. And in television 
(one of our specialties), he's terrific! You can't 
beat a good love story on the video. I h»t's why 
Campbell-Ewald TV programs, such as TRIPLE 
FEATURE ^THEATRE, sponsored by Chev- 
rolet Dealers on Los Angeies Station KEGA- 
TV, have always been M popular. People love 
them, and we love producing them. 

Love may laugh at locksmiths . . . but don't 
you laugh at low. ItPyour best salesman. 

Campbell-EmiD Company 
H. T. EWALD, President 

DfTROIT • NEW YORK • CHICAGO • LOS ANGELES • SAN FRANCISCO • ATLANTA 
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FASTEST GROWIlIG IU IUIARKEI

Ownership of TV sets within the WlW-Television area has increased more

than 6007o in the last year. During a recent four-months' period, growth of
set owners mote than doubled the national rate-totaling 297,000

(unduplicated) as of August lst. It's the 2ND LARGEST TV MARKET
IN THE MIDWEST . . . 6TH LARGEST IN THE NATION.

REACHED IhOST EFTECTIUElY
Videodex Reports for August prove that the three micro-wave-linked Crosley

Stations-WLW-T, Cincinnati; WLW-D, Dayton; and WLW-C, Columbus

-offer the best method of reaching this important TV market. WLW-
Television has an average Share of Audience of 40.0Vo frorn 11 A. M. to
11 P. M. seven days aweek, as compared to an average of.36.07o for the

five other stations located in the Wlw-Television area!

AT IOWESI COST

On a cost-per-thousand basis, Wlw-Television reaches this large audience

at lower cost than any other combination of the eight TV stations located

in these three cities. For complete information, contact any of the WLW-TV
Sales Offices in New York, Chicago, Hollywood, Cincinnati, Dayton, or
Columbus.

oll wlw-IElEVlSl0ll o . .

1[ll1[l-I l[lll[l-D l[ll[[l-c
Gllr crl{ il ATt DAYTO l{ C(lTUMBUS

Now oN THE AIR DAIIY FROM 7z3o A. M. UNTIL AFTER M|DNTGHT!

of the Nation's station o crosley Broadcasting corporation

FASTEST GROWING TV MARKET 

Ownership of TV sets within the WLW-Television area has increased more 

than 600% in the last year. During a recent four-months' period, growth of 

set owners more than doubled the national rate—totaling 297,000 

(unduplicated) as of August 1st. It's the 2ND LARGEST TV MARKET 

IN THE MIDWEST . . . 6TH LARGEST IN THE NATION. 

REACHED MOST EFFECTIVELY 

Videodex Reports for August prove that the three micro-wave-linked Crosley 

Stations—WLW-T, Cincinnati; WLW-D, Dayton; and WLW-C, Columbus 

—offer the best method of reaching this important TV market. WLW- 

Television has an average Share of Audience of 40.0% from 11 A. M. to 

11 P. M. seven days a week, as compared to an average of 36.0% for the 

five other stations located in the WLW-Television area! 

AT LOWEST COST 

On a cost-per-thousand basis, WLW-Television reaches this large audience 

at lower cost than any other combination of the eight TV stations located 

in these three cities. For complete information, contact any of the WLW-TV 

Sales Offices in New York, Chicago, Hollywood, Cincinnati, Dayton, or 

Columbus. 

ON WLW-TELEVISION... 

VLW-T WLW-D WLW-C 

CINCINNATI DAYTON COLUMBUS 

NOW JN THE AIR DAILY FROM 7:30 A.M. UNTIL AFTER MIDNIGHT! 

Television Service of the Nation's Station • Crosley Broadcasting Corporation 

www.americanradiohistory.com
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\MSAZ-TVw5
West Virginia's 9&
television station
delivers EXCLUSIVE

coverage of the rich"

market

"THE 27ft MARKET - $eOt ,425,750 in 1949

retoil soles mokes this the equivolent of the 27th

ronking U. S. Morket. Figures direct from Soles

Monogement "Survey of Buying Power" Moy 10,

1950.

ABC-CBs-DTN.NBC

Represented Nationally

THE KATZ AGENCY

OHIO 

PofttSMOUTH 

ONION 
W, VA. 

Ashland 
o 

KY 
H U NTINGTON CHARUSTON 

Logan 
o 

WSAZ-TV 

CAanneS 

West V rginia's only 

television station 

delivers EXCLUSIVE 

coverage of the rich 

HUNTINGTON-CHARLESTON 

market C3 
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m -n 
<rrs. 
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$ 
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Now Interconnected 

*THE 27th MARKET — $601,425,750 in 1949 

retail sales makes this the equivalent of the 27th 

ranking U. S. Market. Figures direct from Sales 

Management "Survey of Buying Power" May 10, 

1950. 

ABC - CBS - DTN - NBC 

Represented Nationally by 

THE KATZ AGENCY 

WSAZ-TV 
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Currently Serving the 

Nation's Leading TV Stations 
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%0 COMPANY 
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GENERAL
A NEW TYPE of image orthicon

camera, smaller and more com-
pact, which provides greater effi-
ciency and speed in studio and re-
mote operations, has been de-
veloped by General Precision Lab-
oratory, Inc., Pleasantville, N. Y.

THE SIMPSON Electric Company,
Chicago, has introduced a Tele-
vision Field Strength Meter
which will measrlre television sig-
nals in any locality and in all
types of installations.

BRIG. GENERAL Telford Taylor,
former FCC general counsel, has
requested the FCC to allocate 20
per cent of the UHF spectrum for
non-commercial educational TV
stations and to revise its present
VHF allocations to permit at least
one educational station in every
metropolitan market and every
major educational center.

TELEVISION HAS caused a loss of
I0 to 75% of the movie attend-
ance in television areas, Charles
Skouras, president of the Na-
tional Theatre Chain, declared.

THE STATE DEPARTMENT is
setting up a television unit within
its International Broadcasting
Division, which operates Voice of
America programs, to furnish TV
film material to foreign TV sta-
tions.

ADDITIONAL compensation for
motion picture actors whose films
are later released for television
use will be sought in the next
Screen Actors Guild contract ne-
gotiations with film producers,
Ronald Reagan, SAG president
announced.

TELEVISION AUTHORITY mem-
bership in New York, Chicago
and Los Angeles have ratified the
contract for wages and working
conditions of live and kinescope
performers hired by networks
and agencies, which was agreed
upon November 19.

A JOINT House-Senate committee
has directed the FCC to make a
study and investigation of the
problem of setting aside TV chan-
nels in each state for "non-profit
educational programming" by
educational institutions.

STATIONS

PLANS TO increase NBC network
television time charges from
$16.000 for a half-hour of eve-
ning time to $21,780 effective
January I have been announced
by George H. Frey, director of
the TV networl: sales.

AN 8lz% WAGE boost for regular
weekty stagehands at ABC-TV,
CBS-TV, NBC-TV, DuMont Tele-
vision Network, WOR-TV, New
York and WPIX (TV) New York
along with other wcge and work-
ing condition adjustments has
been agreed upon by representa-
tives of the companies and the
Theatrical Protective Union. Lo-
cal 1. of IATSE in New York.

OUT OF MORE than forty TV sta-
tions, networks and other groups
who responded to the FCC's pro-
posal for a "temporary" rule gov-
erning the amount of program
time TV stations in one-, two-,
and three-station markets may
take from a singlc network, oniy
ABC and DuMont-whose TV
network programs were shown to
have the least station acceptance
in an informal FCC survey-
came out in favor of such a plan.

THE FCC HAS granted the AT&T
and certain Bell System associ-
ated companies permission to con-
struct a coaxial cable with eight
coaxial units and control pairs
between Detroit and Toledo.

ADVERTISING
NATIONAL ADVERTISER dur-

ing the first nine months of 1950
purchased more than $20,000,000
worth of time at gross rates on
three TV networks, ABC, CBS,
and NBC, according to figures
compiled by Publishers Informa-
tion Bureau.

A PORTABLE screen projector
which simulates a 14 inch televi-
sion receiver, has been perfected
by Bell and Howell for Telefex,
Inc., a Hollywood rear projection
process concern. Telefex will use
the device, which it has named
the Telejector, to show kinescope
films to advertising agencies, so
that account executives can see
how a show will look to the home
audience.
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GENERAL 

A NEW TYPE of image orthicon 
camera, smaller and more com- 
pact, which provides greater effi- 
ciency and speed in studio and re- 
mote operations, has been de- 
veloped by General Precision Lab- 
oratory, Inc., Pleasantville, N. Y. 

THE SIMPSON Electric Company, 
Chicago, has introduced a Tele- 
vision Field Strength Meter 
which will measure television sig- 
nals in any locality and in all 
types of installations. 

BRIG. GENERAL Telford Taylor, 
former FCC general counsel, has 
requested the FCC to allocate 20 
per cent of the UHF spectrum for 
non-commercial educational TV 
stations and to revise its present 
VHF allocations to permit at least 
one educational station in every 
metropolitan market and every 
major educational center. 

TELEVISION HAS caused a loss of 
10 to 15% of the movie attend- 
ance in television areas, Charles 
Skouras, president of the Na- 
tional Theatre Chain, declared. 

THE STATE DEPARTMENT is 
setting up a television unit within 
its International Broadcasting 
Division, which operates Voice of 
America programs, to furnish TV 
film material to foreign TV sta- 
tions. 

ADDITIONAL compensation for 
motion picture actors whose films 
are later released for television 
use will be sought in the next 
Screen Actors Guild contract ne- 
gotiations with film producers, 
Ronald Reagan, SAG president 
announced. 

TELEVISION AUTHORITY mem- 
bership in New York, Chicago 
and Los Angeles have ratified the 
contract for wages and working 
conditions of live and kinescope 
performers hired by networks 
and agencies, which was agreed 
upon November 19. 

A JOINT House-Senate committee 
has directed the FCC to make a 
study and investigation of the 
problem of setting aside TV chan- 
nels in each state for "non-profit 
educational programming" by 
educational institutions. 

STATIONS 

PLANS TO increase NBC network 
television time charges from 
$16,000 for a half-hour of eve- 
ning time to $21,780 effective 
January 1 have been announced 
by George H. Frey, director of 
the TV network sales. 

AN 81/2% WAGE boost for regular 
weekly stagehands at ABC-TV, 
CBS-TV, NBC-TV, DuMont Tele- 
vision Network, WOR-TV, New 
York and WPIX (TV) New York 
along with other wage and work- 
ing condition adjustments has 
been agreed upon by representa- 
tives of the companies and the 
Theatrical Protective Union, Lo- 
cal L of IATSE in New York. 

OUT OF MORE than forty TV sta- 
tions, networks and other groups 
who responded to the FCC's pro- 
posal for a "temporary" rule gov- 
erning the amount of program 
time TV stations in one-, two-, 
and three-station markets may 
take from a single network, only 
ABC and DuMont—whose TV 
network programs were shown to 
have the least station acceptance 
in an informal FCC survey— 
came out in favor of such a plan. 

THE FCC HAS granted the AT&T 
and certain Bell System associ- 
ated companies pe rmission to con- 
struct a coaxial cable with eight 
coaxial units and control pairs 
between Detroit and Toledo. 

ADVERTISING 

NATIONAL ADVERTISER dur- 
ing the first nine months of 1950 
purchased more than $20,000,000 
worth of time at gross rates on 
three TV networks, ABC, CBS, 
and NBC, according to figures 
compiled by Publishers Informa- 
tion Bureau. 

A PORTABLE screen projector 
which simulates a 14 inch televi- 
sion receiver, has been perfected 
by Bell and Howell for Telefex, 
Inc., a Hollywood rear projection 
process concern. Telefex will use 
the device, which it has named 
the Telejector, to show kinescope 
films to advertising agencies, so 
that account executives can see 
how a show will look to the home 
audience. 
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PET MILK CO., through the Gard-
ner Advertising Co. of St. Louis,
has purchased the hour long
comedy program, ,,Follr Star Re-
vue" on NBC-TV starting
lVednesday, January 12. Besides
Pet Milk, Motoroh and another
company will sponsor the show.

COMPTON ADVERTISING. Inc..
has been appointed by M. K.
Goetz Brer,ving Co., of St. Joseph
and Kansas City, Mo., to handle
advertising.

THE TOTAL NU1VIBER of tetevi-
sion advertisers in September
rose to 3,380, a gain of 13b over
the number reported for August.
The largest increase was among
spot advertisers which gained gB

for a September total of 801.

PERSONNEL

DANIEL T. O'SHEA has joined
CBS as vice-president and gen-
eral executive. O'Shea will suner-
vise CBS business affair.s of the
network in both radio and TV
program areas and r,vill be re_
sponsible for various br_rsiness ac-
tivities relating to CBS program
operations.

WALTER I. DUNCAN has re-
signed as sales manager of WPIX
(TV) New York.

GEORGE WALLACH has been ap-
pointed director of news and spe-
cial events for WNBC-WNBT
(TV), while Jay. J. Heitin has
joined the WNBT sales depart-
ment as account executive.

I. E. SHOWERMAN has been
named Television Sales Manager
for Free & Peters, Inc., station
reps. Formerly Showerman was
with NBC as vicc-president in
charge of the central division.

WARREN FREBEL, formerly pur-
chasing agent for Majestic Radio
& Television, has been appointed
purchasing director. W. R. Bobi-
sink and Morris Siegal have been
named as assistant purchasing
directors.

MANUAL SACKS has been named
Staff Vice-President of RCA.
while Elnest B. Gor.in has been
elected Director of RCA Commu-
nications, Inc.

CAMPBELL-EWALD CO. Inc., has
announced several staff realign-
ments in the expansion of its

New York television department.
Ray J. Mauer, writer-director,
has been named director of tele-
vision and radio creative services.
Tom Hanlon has been made su-
pervisor of commercial integra-
tion and programming. Jud Kin-
berg, formerly on the publicity
staff, will take charge of all film
productions.

SAMUEL M. SUTTER has been
appointed vice-president and copy
chief of William Esty Co., Inc.
He was formerly vice-president
and copy chief of Dancer-Fitz-
gerald-Sample, Inc.

GENE RICHEIiT, account execu-
tive and TV manager of G. M.
Basford Co., has been appointed
chairman of the special commit-
tee formed by American Televi-
sion Society to study the problem
of securing staridardized specifi-
cation forms for use by agencies
in ordering film commercials for
television from film producers.

DAVIDSON TAYLOR, former CBS
vice-president and most recently
special consultant to the State De-
partment, will join NBC January
1 as general production execntive
for the TV netrvolk.

r$,.
':1i.1';5 Talk f,bonl

COYERAGE
Omaha TV Fans Know

',The BEST fo SEE Is on KMTV'.
KMTV blankets the rich Omaha market rvith its 30.000-
plus television sets. Mail response also shows that KMTV
reaches into Iowa, Missouri. Ka,lsas and South Dakota.

TWO GREAT NETWORKS
With the top programs of two great networks, CIIS and
ABC. KMTV is recognized by viewers-and acclaimed
by advertisers-as Oiahn's Nurnber I Teleuisiort Station,
When you're in Omaha, tune to Channel 13 for to.p net-
work and locally produced programs. When 1ou. idu".-
tising is in Omaha, place it with KN{TV rvhere Omahans
tune for television entertainment at it-q finest.

For All the Facfs . . . Ask Your KATZ Man
National Reoreseniatives

HmIU't#i:t'
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PET MILK CO., through the Gard- 
ner Advertising Co. of St. Louis, 
has purchased the hour long 
comedy program, "Four Star Re- 
vue" on NBC-TV starting 
Wednesday, January 17. Besides 
Pet Milk, Motorola and another 
company will sponsor the show. 

COMPTON ADVERTISING, Inc., 
has been appointed by M. K. 
Goetz Brewing Co., of St. Joseph 
and Kansas City, Mo., to handle 
advertising. 

THE TOTAL NUMBER of televi- 
Vjion advertisers in September 

rose to 3,380, a gain of 135 over 
the number reported for August. 
The largest increase was among 
spot advertisers which gained 83 
for a September total of 801. 

PERSONNEL 

DANIEL T. O'SHEA has joined 
CBS as vice-president and gen- 
eral executive. O'Shea will super- 
vise CBS business affairs of the 
network in both radio and TV 
program areas and will be re- 
sponsible for various business ac- 
tivities relating to CBS program 
operations. 

WALTER I. DUNCAN has re- 
signed as sales manager of WPIX 
(TV) New York. 

GEORGE WALLACH has been ap- 
pointed director of news and spe- 
cial events for WNBC-WNBT 
(TV), while Jay. J. Heitin has 
joined the WNBT sales depart- 
ment as account executive. 

1. E. SHOWERMAN has been 
named Television Sales Manager 
for Free & Peters, Inc., station 
reps. Formerly Showerman was 
with NBC as vice-president in 
charge of the central division. 

WARREN FREBEL, formerly pur- 
chasing agent for Majestic Radio 
& Television, has been appointed 
purchasing director. W. R. Bobi- 
sink and Morris Siegal have been 
named as assistant purchasing 
directors. 

MANUAL SACKS has been named 
Staff Vice-President of RCA, 
while Ernest B. Gorin has been 
elected Director of RCA Commu- 
nications, Inc. 

CAMPBELL-EWALD CO. Inc., has 
announced several staff realign- 
ments in the expansion of its 

New York television department. 
Ray J. Mauer, writer-director, 
has been named director of tele- 
vision and radio creative services. 
Tom Hanlon has been made su- 
pervisor of commercial integra- 
tion and programming. Jud Kin- 
berg, formerly on the publicity 
staff, will take charge of all film 
productions. 

SAMUEL M. SETTER has been 
appointed vice-president and copy 
chief of William Esty Co., Inc. 
He was formerly vice-president 
and copy chief of Dancer-Fitz- 
gerald-Sample, Inc. 

GENE RICHERT, account execu- 
tive and TV manager of G. M. 
Basford Co., has been appointed 
chairman of the special commit- 
tee formed by American Televi- 
sion Society to study the problem 
of securing standardized specifi- 
cation forms for use by agencies 
in ordering film commercials for 
television from film producers. 

DAVIDSON TAYLOR, former CBS 
vice-president and most recently 
special consultant to the State De- 
partment, will join NBC January 
1 as general production executive 
for the TV network. 
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COVERAGE 

Omaha TV Fans Know 
"The BEST to SEE Is On KMTV" 

KMTV blankets the rich Omaha market with its 30,000- 
plus television sets. Mail response also shows that KMTV 
reaches into Iowa, Missouri. Kansas and South Dakota. 

TWO GREAT NETWORKS 
With the top programs of two great networks, tBS and 
ABC, KMTV is recognized by viewers- -and acclaimed 
by advertisers—as Omaha s Number 1 Television Station. 
When you're in Omaha, tune to Channel 3 for top net- 
work and locally produced programs. When your adver- 
tising is in Omaha, place it with KMTV where Omahans 
tune for television entertainment at its finest. 

For All the Facts .. . AsIc Your KATZ Man 
National Representatives 
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Mqil Order Television:

-A i^illion Dollqr A illonth Bqbv!

{ \N A recent Saturday afternoon,
v in New York. a 96-mile-an-
hour hurricane busted loose and
played havoc with the entire city.
Hundreds of thousands of homes
were cut off completely from tele-
phone service and radio-television
entertainment. Despite this, thou-
sands of men and women who still
enjoyed television reception, were
willing to rush out into the teeth
of this paralyzing storm to mail a
postcard or letter. Why? They had
just seen a piastic toy, a magic deck
of cards or a. kitchen gadget adver-
tised over the television screen and
they wanted to order one. Such is
the impact of direct sales adver-
tising through television.

This week, more than L00,000
New Yolkels will reach for their
telephone or mail a postcard, order-
ing one of more items that we will
demonstrate for our clients over the
television screen. They,ll order a
vegetable slicer or an ironing board
cover for 91. They'll order B pairs
of nylon hosiery for 94.47. They,ll
order infra-red broilers for $29.9b
and a famous brand watch for
$39.75. Those televiewers will spend
$250,000 on merchandise they would
not otherwise have bought from ad-
vertisers they would not otherwise
have heard of. 92b0,000 a week.
$1,000,000 a month...with seasonal
adjustments, over $10,000,000 a year.
And that is just in New york. To
get a true picture of this entirely
new and still growing facet of mail
order advertising, you must multi-
ply these iigures tenfold. This is
the tremendous national volume
waiting right now for those alert
manufacturers and retail outlets
who take advantage of television's
amazing ability to by-pass the usual
detours of jobbers, store salesmen,
and other links between the buyer
and the manufacturer . . . a\ amaz-
ing ability to go calling on custom-

DECEMBER, 1950

By Hcrold Koye
Hqrold Koye Advertising

ers right in their own homes and
consummate sales within a few
short minutes.

Television is the Sears, Roebuck
catalog come to life, breathing fire.

But not every advertiser knows
how to use television. Television is
not a billboard on a highway: it is
not a store window; it is not a radio
commercial with a few supporting
pictures tossed in for good meas-
ure. Television is the demonstrat-
ing metier . . . the "show me" me-
dium. Yet, demonstration is ne-
glected by the welter of general
television advertisers, while mail
order, which must go out and get
the business, or go out of business,
proves that the television audience
likes demonstration techniques, and
more important, responds to dem-
onstration techniques. One of the
nation's biggest advertising spend-
ers supports a television commer-
cial which actually shows the door
of a refrigerator swing open-to
reveal an absolutely empty refrig-
erator. The commercial for an in-
ternationally known manufacturer's
electric iron merely shows the prod-
uct surrounded by attractive tinsel:
it makes a pretty picture. As a mail
order pitch, it would have died on

TV PITCHMAN
vegetoble slicer

demonstroting o
to home viewers.

its feet. Our method would be to
demonstrate the iron a dozen dif-
ferent ways, showing the housewife
Iooking on from her living room
chair, how much faster and how
much easier she could do her iron-
ing. When we offqr an infra-red
broiler, the television audience sees
exactly how the product is used.
The demonstrator broils the meat
and then bites into it and you can
just see how delicious it is. The
demonstrator moves the broiler
around very easily, and we do not
have to say the broiler is light; you
see that it is light and easy to han-
dle. If one picture is worth 10,000
words, one moving picture showing
a product in action is easily worth
50,000 words. Perhaps everyone in
the television audience is not inter-
ested in seeing how a broiler works;
perhaps thel' ln'ould be more highly
amused at a singing commercial
with a broiler that dances. But in
that audience are prospective pur-
chasers, and'our job is to over-
whelm them with the mass of facts
about the product and turn them
into immediate customers. Demon-
stration, that is, proper demonstra-
tion does the job. We have tangible
records, in dollars and cents, that
prove it.

Every manufacturer knows the
value of a hot demonstration in a
store. But the usual store demon-
stration is beamed to 20 or 30 peu-
ple at a time. It is not economical
except during intense, but short-
lived, promotions. Now television
gives those manufacturers and the
stores which represent them an op-
portunity to talk to millions of
prospects at once,

One of America's largest depart-
ment stores carried a kitchen
gadget in its bargain basement for
years. It was a slow seller, but it
occupied only a small space, so it
remained on the counter for over
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Mail Order Television: 

—A Million Dollar A Month Babv! 

By Harold Kaye 

Harold Kaye Advertising 

ON A recent Saturday afternoon, 
in New York, a 96-mile-an- 

hour hurricane busted loose and 
played havoc with the entire city. 
Hundreds of thousands of homes 
were cut off completely from tele- 
phone service and radio-television 
entertainment. Despite this, thou- 
sands of men and women who still 
enjoyed television reception, were 
willing to rush out into the teeth 
of this paralyzing storm to mail a 
postcard or letter. Why? They had 
just seen a plastic toy, a magic deck 
of cards or a kitchen gadget adver- 
tised over the television screen and 
they wanted to order one. Such is 
the impact of direct sales adver- 
tising through television. 

This week, more than 100,000 
New Yorkers will reach for their 
telephone or mail a postcard, order- 
ing one of more items that we will 
demonstrate for our clients over the 
television screen. They'll order a 
vegetable slicer or an ironing board 
cover for $1. They'll order 3 pairs 
of nylon hosiery for $4.47. They'll 
order infra-red broilers for $29.95 
and a famous brand watch for 
$39.75. Those televiewers will spend 
$250,000 on merchandise they would 
not otherwise have bought from ad- 
vertisers they would not otherwise 
have heard of. $250,000 a week, 
$1,000,000 a month...with seasonal 
adjustments, over $10,000,000 a year. 
And that is just in New York. To 
get a true picture of this entirely 
new and still growing facet of mail 
order advertising, you must multi- 
ply these figures tenfold. This is 
the tremendous national volume 
waiting right now for those alert 
manufacturers and retail outlets 
who take advantage of television's 
amazing ability to by-pass the usual 
detours of jobbers, store salesmen, 
and other links between the buyer 
and the manufacturer ... an amaz- 
ing ability to go calling on custom- 

ers right in their own homes and 
consummate sales within a few 
short minutes. 

Television is the Sears, Roebuck 
catalog come to life, breathing fire. 

But not every advertiser knows 
how to use television. Television is 
not a billboard on a highway: it is 
not a store window; it is not a radio 
commercial with a few supporting 
pictures tossed in for good meas- 
ure. Television is the demonstrat- 
ing metier ... the "show me" me- 
dium. Yet, demonstration is ne- 
glected by the welter of general 
television advertisers, while mail 
order, which must go out and get 
the business, or go out of business, 
proves that the television audience 
likes demonstration techniques, and 
more important, responds to dem- 
onstration techniques. One of the 
nation's biggest advertising spend- 
ers supports a television commer- 
cial which actually shows the door 
of a refrigerator swing open—to 
reveal an absolutely empty refrig- 
erator. The commercial for an in- 
ternationally known manufacturer's 
electric iron merely shows the prod- 
uct surrounded by attractive tinsel; 
it makes a pretty picture. As a mail 
order pitch, it would have died on 
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TV PITCHMAN demonstrating a 
vegetable slicer to home viewers. 

its feet. Our method would be to 
demonstrate the iron a dozen dif- 
ferent ways, showing the housewife 
looking on from her living room 
chair, how much faster and how 
much easier she could do her iron- 
ing. When we offer an infra-red 
broiler, the television audience sees 
exactly how the product is used. 
The demonstrator broils the meat 
and then bites into it and you can 
just see how delicious it is. The 
demonstrator moves the broiler 
around very easily, and we do not 
have to say the broiler is light; you 
see that it is light and easy to han- 
dle. If one picture is worth 10,000 
words, one moving picture showing 
a product in action is easily worth 
50,000 words. Perhaps everyone in 
the television audience is not inter- 
ested in seeing how a broiler works; 
perhaps they would be more highly 
amused at a singing commercial 
with a broiler that dances. But in 
that audience are prospective pur- 
chasers, and" our job is to over- 
whelm them with the mass of facts 
about the product and turn them 
into immediate customers. Demon- 
stration, that is, 'proper demonstra- 
tion does the job. We have tangible 
records, in dollars and cents, that 
prove it. 

Every manufacturer knows the 
value of a hot demonstration in a 
store. But the usual store demon- 
stration is beamed to 20 or 30 peo- 
ple at a time. It is not economical 
except during intense, but short- 
lived, promotions. Now television 
gives those manufacturers and the 
stores which represent them an op- 
portunity to talk to millions of 
prospects at once. 

One of America's largest depart- 
ment stores carried a kitchen 
gadget in its bargain basement for 
years. It was a slow seller, but it 
occupied only a small space, so it 
remained on the counter for over 
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20 years. That same kitchen gadget
sold at the rate of 50,000 a week in
the New York and Washington
areas alone . . . all direct televisi-on
sales. Why? Proper teleoision dem-
onstration. But as a direct result of
our efforts, that large department
store found it was selling the same
gadget hand over fist, and it had
to dust the item off and bring it to
light with a store demonstrator.

Another item, which had been
"dead" for years, even on the
boardwalk at Atlantic City, came to
Iife again after we advertised it
over television. This was the
MAGIC TOWEL. It was not new.
by any means. It had been dramati-
cally promoted in the newspapers
some years before. But the re-
sponse to proper demonstration
techniques rvas unheard-of. In less
than 6 months, more than 476,588
of these MAGIC TOWELS were
sold. And during the same period,
one large New York department
store found that its sales of this
item had increased 550%. The elec-
tric infra-red broiler, normally a
slow-moving store item. was sold
with success on television. One
store reported its sales increased
tenfold as a direct result, and al-
most every one of their customers
asked if "this was the same broiler
they saw advertised over televi-
sion."

Every product sold over televi-
sion has tremendous repercussions
in the department store. Here is
an amazingly economical way for
the manufacturer of a novel nrod-
uct, or a product which is not get-
ting a "fair shake" to literally force
distribution.

i Success Or Fsilure
Merely because a product is dis-

played on television does not guar-
antee an astonishing sales record.
Of course we have had our share of
flops. But careful study and analy-
sis of successes and failures has
produced rules of thumb whereby
the proportion of failures is con-
stantly being reduced.

We know that for merchandise
to be sold successfully, in quantity,
it must represent a genui,ne o,alue.
You can always fool somebody, but
you cannot fool enough' people
enough of the time. Besides, if you
could, fool them, you are going to
fool yourself right out of business.

Secondly, we know that the prod-
uct must be competitive in price.

Sometimes, people will pay a few
pennies more for the ease and con-
venience of doing their shopping
from the parlor, but generally, the
item should sell for no more than
the same item sells in the store.

Merchandise should be priced, if
possible, in round figures. There is
no limit on the cost of items, it may
be anything from $1 to $50 or
higher; but if the price is low, the
weight of the merchandise should
be under 8 ounces. Otherwise, your
mailing costs may get out of hand
and make the cost of fulfllling or-
ders prohibitive.

Naturally, products should be
demonstrable. The easier it is to
show the product in use, the greater
the sales potential. However, there
are ways and means of taking a
non-demonstrable item and build-
ing it into a fascinating demonstra-
tion. Because so few, if any, other
advertisers have stumbled on this
formula, we keep it under wraps
. . . but. there it is. on the televi-
sion screen, accessible to any alert,
analytical advertiser. We do not
have to guess at the demonstration
technique which any particular
product should use. Hundreds of
case histories, representing mil-
lions of doilars worth of testing,
locked in our files, provide the an-
swer for us.

If merchandise offers a genuine
value, if it is competitive in price,
priced in round figures, and demon-
strable, it has many of the requi-
sites for a successful television
sales record. Next, we want to know
that the available quantity is not
limited; volume, as usual, is the
key to big profits. We also want to
be sure that the advertiser is
equipped to ship within 24 hours on
a cash or COD basis. After our
commercial has whipped the tele-
viewer into a frenzy of action, it is
not desirable to make him wait or
let his ardor cool.

We do not believe that a proper
demonstration can be made in less
than 3 minutes; and four minutes
is preferable. The more you can
say, the more you can show, the
more you will sell. However, if the
commercial is padded or hiqhly
repetitive, the sales story Ioses its
impact and results will flag. Verbal
copy is keyed to the demonstration
and to the particular demonstrator
we are using. For example, take a
rood toy for kiddies. Parents are
keenly interested in the "indestruc-

tibility" of such an item. But how
many words would it take to put
over the idea that a plastic infla-
table toy animal will take plenty
of punishment . . . and would they
tell the story half as well as having
a 200-pound demonstrator bounce
up and down on the toy!

Although the television mail
order pitch is related to the "carny"
pitch . . . it is not a first cousin.
It has its jacket and tie on. The
demonstrator or pitchman must
gain the confidence of the people
who invite him into their living
rooms. The demonstrator. first last
and always, must be completely at
home with his product. He must be
genuinely sold on it. We have found
that an item will succeed with one
type of pitchman, and fail miser-
ably with another. '

Advertising Cost

When it comes to spending money,
the mail order television advertiser
is a different breed than his col-
league who buys space. He does not
buy "small space" . . . he does buy
big blocks of time. He splurges on
hourJong shows, and will often
carcy 74 commercials in one week,
for weeks at a time. Naturally, he
will not buck big name time, and he
will buy fringe time when he can . . .

in the early morning or late eve-
ning. He is willing to buy time that
non-mail orcier advertisers reject.
He does not require a big rating
show, with a Milton Berle or Eddie
Cantor, and a cast of 50 glamorous
dancing girls. We have discovered
that the moving picture film is a
fast way to build a big audience.
And you can even exercise some
pre-selection of your audience by
controlling the type of picture to be
shown. Stalyecoaclt, staning John
Wayne, will bring you in one type of
customer; The 39 Steps, with Rob-
ert Donat, will attract quite an-
other. The history of our Starlit
Playhouse is a case in point. On
\ryOR-TV daily from 11 P.M. until
approximately 12 :30, it consistently
gets high ratine more impor-
tant, it constantly sells products for
our clients. The film is interrupted
at low poinis so as not to annoy
viewers with the old cliffhanger
technique, and the commercial is in-
jected. To ease the break from the
movie to the commercial, we have
pleasant, easy-going masters of cere-
monies who talk to viewers as if

(Continued on Ttage 23)

20 years. That same kitchen gadget 
sold at the rate of 50,000 a week in 
the New York and Washington 
areas alone ... all direct television 
sales. Why? Proper television dem- 
onstration. But as a direct result of 
our efforts, that large department 
store found it was selling the same 
gadget hand over fist, and it had 
to dust the item off and bring it to 
light with a store demonstrator. 

Another item, which had been 
"dead" for years, even on the 
boardwalk at Atlantic City, came to 
life again after we advertised it 
over television. This was the 
MAGIC TOWEL. It was not new, 
by any means. It had been dramati- 
cally promoted in the newspapers 
some years before. But the re- 
sponse to proper demonstration 
techniques was unheard-of. In less 
than 6 months, more than 476,588 
of these MAGIC TOWELS were 
sold. 4nd during the same period, 
one large New York department 
store found that its sales of this 
item had increased 560%. The elec- 
tric infra-red broiler, normally a 
slow-moving store item, was sold 
with success on television. One 
store reported its sales increased 
tenfold as a direct result, and al- 
most every one of their customers 
asked if "this was the same broiler 
they saw advertised over televi- 
sion." 

Every product sold over televi- 
sion has tremendous repercussions 
in the department store. Here is 
an amazingly economical way for 
the manufacturer of a novel prod- 
uct, or a product which is not get- 
ting a "fair shake" to literally force 
distribution. 

l Success Or Failure 
Merely because a product is dis- 

played on television does not guar- 
antee an astonishing sales record. 
Of course we have had our share of 
flops. But careful study and analy- 
sis of successes and failures has 
produced rules of thumb whereby 
the proportion of failures is con- 
stantly being reduced. 

We know that for merchandise 
to be sold successfully, in quantity, 
it must represent a genuine value. 
You can always fool somebody, but 
you cannot fool enough people 
enough of the time. Besides, if you 
could fool them, you are going to 
fool yourself right out of business. 

Secondly, we know that the prod- 
uct must be competitive in price. 

Sometimes, people will pay a few 
pennies more for the ease and con- 
venience of doing their shopping 
from the parlor, but generally, the 
item should sell for no more than 
the same item sells in the store. 

Merchandise should be priced, if 
possible, in round figures. There is 
no limit on the cost of items, it may 
be anything from $1 to $50 or 
higher; but if the price is low, the 
weight of the merchandise should 
be under 8 ounces. Otherwise, your 
mailing costs may get out of hand 
and make the cost of fulfilling or- 
ders prohibitive. 

Naturally, products should be 
demonstrable. The easier it is to 
show the product in use, the greater 
the sales potential. However, there 
are, ways and means of taking a 
non-demonstrable item and build- 
ing it into a fascinating demonstra- 
tion. Because so few, if any, other 
advertisers have stumbled on this 
formula, we keep it under wraps 
. . . but, there it is, on the televi- 
sion screen, accessible to any alert, 
analytical advertiser. We do not 
have to guess at the demonstration 
technique which any particular 
product should use. Hundreds of 
case histories, representing mil- 
lions of dollars worth of testing, 
locked in our files, provide the an- 
swer for us. 

If merchandise offers a genuine 
value, if it is competitive in price, 
priced in round figures, and demon- 
strable, it has many of the requi- 
sites for a successful television 
sales record. Next, we want to know 
that the available quantity is not 
limited; volume, as usual, is the 
key to big profits. We also want to 
be sure that the advertiser is 
equipped to ship within 24 hours on 
a cash or COD basis. After our 
commercial has whipped the tele- 
viewer into a frenzy of action, it is 
not desirable to make him wait or 
let his ardor cool. 

We do not believe that a proper 
demonstration can be made in less 
than 3 minutes; and four minutes 
is preferable. The more you can 
say, the more you can show, the 
more you will sell. However, if the 
commercial is padded or hie-hly 
repetitive, the sales story loses its 
impact and results will flag. Verbal 
copy is keyed to the demonstration 
and to the particular demonstrator 
we are using. For example, take a 
good toy for kiddies. Parents are 
keenly interested in the "indestruc- 

tibility" of such an item. But how 
many words would it take to put 
over the idea that a plastic infla- 
table toy animal will take plenty 
of punishment . . . and would they 
tell the story half as well as having 
a 200-pound demonstrator bounce 
up and down on the toy! 

Although the television mail 
order pitch is related to the "carny" 
pitch ... it is not a first cousin. 
It has its jacket and tie on. The 
demonstrator or pitchman must 
gain the confidence of the people 
who invite him into their living 
rooms. The demonstrator, first last 
and always, must be completely at 
home with his product. He must be 
genuinely sold on it. We have found 
that an item will succeed with one 
type of pitchman, and fail miser- 
ably with another. ■ 

Advertising Cost 
When it comes to spending money, 

the mail order television advertiser 
is a different breed than his col- 
league who buys space. He does not 
buy "small space" ... he does buy 
big blocks of time. He splurges on 
hour-long shows, and will often 
carry 14 commercials in one week, 
for weeks at a time. Naturally, he 
will not buck big name time, ana he 
will buy fringe time when he can .. . 
in the early morning or late eve- 
ning. He is willing to buy time that 
non-mail order advertisers reject. 
He does not require a big rating 
show, with a Milton Berle or Eddie 
Cantor, and a cast of 50 glamorous 
dancing girls. We have discovered 
that the moving picture film is a 
fast way to build a big audience. 
And you can even exercise some 
pre-selection of your audience by 
controlling the type of picture to be 
shown. Stagecoach, starring John 
Wayne, will bring you in one type of 
customer; The 39 Steps, with Rob- 
ert Donat, will attract quite an- 
other. The history of our Starlit 
Playhouse is a case in point. On 
WOR-TV daily from 11 P.M. until 
approximately 12:30, it consistently 
gets high rating . . . more impor- 
tant, it constantly sells products for 
our clients. The film is interrupted 
at low points so as not to annoy 
viewers with the old cliffhanger 
technique, and the commercial is in- 
jected. To ease the break from the 
movie to the commercial, we have 
pleasant, easy-going masters of cere- 
monies who talk to viewers as if 

(Continued on page 23) 
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times and franchises now may
turn out to be an invaluable in-
vestment that may not be avail-
able later.

o The report points out that
only a comparative handful of
TV stations had daytime pro-
gramming in 1948, and not many
more in 1949. But in 19b0 day-
time TV started to grow on an
appreciable basis. (An illustra-
tion of the growth that has oc-
curred in a few months time is
shown on Chart #1).
Not only are more stations sched-

uling daytime television operations
this fall, but the hours of program-
ming are increasing. Some stations
that previously came on only in the
evening have moved their sign-on_
time up to the afternoon. Other
stations that are already doing day_
timing programming are now sign-
ing-on earlier in the day. More than
25/6 of the country's stations now
begin their television programming
in the morning. The hours at
which TV statioqs came on the air
during October are as follows:

Hours

6-6:59 a.m.
7-7:,59 a.m.
8-8:59 a.m.
9-9:59 a.m.
10-10:59 a.m.
11-11 :59 a.m.
72-72:59 p.m.
1-1:59 p.m.
2-2:59 p.m.
3-3:59 p.m.
4-4:59 p.m.
NoJ on air

before 5 p.m.

No. of Stations

1

1

0

8

10

10

13

13

15

10

,t'
18

daytime TU as an

n UT of the confusion of material
\-t restrictions, governmental de-
lays, court battles and allocation
disputes, one cheerful note has
emerged to brighten the television
picture. Stations and networks are
moving into daytime TV in a major
and permanent fashion. This is
good news for it means add,itioml:.
revenue for Stations; availabilities
for advertisers; commissions for
agencies; business for TV film pro-
ducers; hours of entertainment for
set owners; set sales for manufac-
turers; and employment in all
phases of the field.

What are the facts and figures
on daytime TV's development? Ad-
vertising agency BBDO recently
compiled a comprehensive study of
tkc subject. The project was su-
pervised by John A. Thomas, head
of the agency's Television Account
Service with the help of their TV
research, time buying and program-
ming departments.

The main points indicated by the
report are:

o The trend in daytime pro-
gramming is ap, with more sta-
tions doing more programming
in more markets for longer
hours.

o Network daytime program-
ming will also increase markedly,
and the caliber of programs is
due for improvement, with
"name" talent entering the pic-
ture.

o The potential TV market in
existing TV areas alone repre-
sents more than half of th'e total
U.S. population, more than 6L/6
of total U.S. retail sales-and
TV ownership in this area is
already almost 33/6.

.DECEA,TBER, I95O

o Even with the sketchy pro-
gramming to date, daytime TV
has shown that it can increase
its share of audience each month,
and this trend should increase
strongly with more prograrnming
available to the housewife to
choose from.

o Daytime TV offers the ad-
vertiser flexibility in the type of
commercial treatment, integra-
tion, selection, selection of audi-
ence, and timing of the commer-
cial message to reach the house-
wife during household and shop-
ping hours.

. With the present and fu-
ture scarcity of evening program
time and evening spot availabili-
ties, daytime TV represents a
new and important potential for
any advertiser now considering
TV. The establishment of good

Chart # |

Stotions thal stort leleotinq h mornng
sPRTNG reso f 't
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Total, sldbns not Telefrstinq in doytine
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OUT of the confusion of material 
restrictions, governmental de- 

lays, court battles and allocation 
disputes, one cheerful note has 
emerged to brighten the television 
picture. Stations and networks are 
moving into daytime TV in a major 
and permanent fashion. This is 
good news for it means additional: 
revenue for stations; availabilities 
for advertisers; commissions for 
agencies; business for TV film pro- 
ducers; hours of entertainment for 
set owners; set sales for manufac- 
turers; and employment in all 
phases of the field. 

What are the facts and figures 
on daytime TV's development? Ad- 
vertising agency BBDO recently 
compiled a comprehensive study of 
the subject. The project was su- 
pervised by John A. Thomas, head 
of the agency's Television Account 
Service with the help of their TV 
research, time buying and program- 
ming departments. 

The main points indicated by the 
report are: 

• The trend in daytime pro- 
gramming is zip, with more sta- 
tions doing more programming 
in more markets for longer 
hours. 

• Network daytime program- 
ming will also increase markedly, 
and the caliber of programs is 
due for improvement, with 
"name" talent entering the pic- 
ture. 

• The potential TV market in 
existing TV areas alone repre- 
sents more than half of the total 
U.S. population, more than 61% 
of total U.S. retail sales—and 
TV ownership in this area is 
already almost 33%. 

DECEMBER, 1950 

• Even with the sketchy pro- 
gramming to date, daytime TV 
has shown that it can increase 
its share of audience each month, 
and this trend should increase 
strongly with more programming 
available to the housewife to 
choose from. 

• Daytime TV offers the ad- 
vertiser flexibility in the type of 
commercial treatment, integra- 
tion, selection, selection of audi- 
ence, and timing of the commer- 
cial message to reach the house- 
wife during household and shop- 
ping hours. 

• With the present and fu- 
ture scarcity of evening program 
time and evening spot availabili- 
ties, daytime TV represents a 
new and important potential for 
any advertiser now considering 
TV. The establishment of good 

Chart # 1 

Stations that start Telecasting in morning 
SPRING 1950 17 

Stations that start Telecasting in afternoon 
SPRING 1950 58 

FALL 1950 ——— 

Total stations doing Daytime Telecasting 
1950 75 

Total stations not Telecasting in daytime 
SPRING 1950 75 

times and franchises now may 
turn out to be an invaluable in- 
vestment that may not be avail- 
able later. 

• The report points out that 
only a comparative handful of 
TV stations had daytime pro- 
gramming in 1948, and not many 
more in 1949. But in 1950 day- 
time TV started to grow on an 
appreciable basis. (An illustra- 
tion of the growth that has oc- 
curred in a few months time is 
shown on Chart #1). 
Not only are more stations sched- 

uling daytime television operations 
this fall, but the hours of program- 
ming are increasing. Some stations 
that previously came on only in the 
evening have moved their sign-on- 
time up to the afternoon. Other 
stations that are already doing day- 
timing programming are now sign- 
ing-on earlier in the day. More than 
25% of the country's stations now 
begin their television programming 
in the morning. The hours at 
which TV stations came on the air 
during October are as follows: 

Hours 
6-6:59 a.m. 
7-7:59 a.m. 
8-8:59 a.m. 
9-9:59 a.m. 
10-10:59 a.m. 
11-11:59 a.m. 
12-12:59 p.m. 
1-1:59 p.m. 
2-2:59 p.m. 
3-3:59 p.m. 
4-4:59 p.m. 
Not on air 

before 5 p.m. 

No. of Stations 

1 
1 
0 
8 

10 
10 
13 
13 
15 
10 

18 

11 
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Chart # 2

COMPARATIVE ANNOUNC

DAYTIME A NIGHTTIME-TOP 20 MARKETS

ln daytime TV, all these are avail-
able to the spot advertiser, but in
addition there is considerably more
"live" handling of commercials. In
addition, the commercial timing al-
lowed the advertiser in the daytime
hours is up to 100/6 greater than
that allowed at night (for the same

length program).
Integration of the commercial

into the show is also much more
easily accomplished in manY of the
daytime programs. Since manY of
these shows present home-service
information, domestic science, cook-
ing, fashions, etc., the weaving in
of the commercial message is made

easy and can thus be made more a

part of the program itself.
For an advertiser looking for the

perfect setting in'which to talk to
the housewife about a Product of
interest or service to her, and about
which she can take some action at
that time, daytime TV offers cer-
tain advantages not readily avail-
able in the evening.

Add up the following factors and
you get a sound reason for the cur-
rent development and interest in
daytime TV:

a) The TV market itself is Po-
tentially a big one-accessible to
more than half the countrY's PoPu-
lation, in areas that do three-fifths
of all U.S. retail sales'

b) The number of TV sets with-
in that market is alreadY more than
7r7, million-a coverage of almost
one family in three.

c) The number of advertisers
after this market has increased to
more than 3.700.

d) Good evening time is raPidlY
becoming unavailable.

e) Daytime TV currentlY can
offer time periods, spots, lower ex-
penditures for time, lower expendi-
tures for talent, direct access to a
primary audience of women, a

strong upward trend in both pro-
gramming and audience.

To all intents and purposes, the
opportunity to purchase good night-
time periods on TV is almost a thing
of the past and the advertiser hop-
ing to enter television now, or who
has products of interest to the
woman and housewife audience, had
better start looking at daytime TV
while it is still here to look at.

fliohesl-Cosl One-Mirute

-Da$!c l!iqi!-!i@

Hiohesl -Cost Choinbr.ok

_Dorliqs Xi!!!!joq-Eq!! -Us!|t€!

I New York

2 Chicogo
3 Los Angeles
4 Philodelphio
5 Bosion
6 Deiroii
7 Son Froncisco
8 Pillsburgh
9 Sl Louis

I O Clevelond

| | Woshinglon
l2 Bolfimore
I 3 Minneopolis
| 4 Buffolo
| 5 Cincinnoli
l6 Milwoukee
17 Konsos Cily
l8 Seoffle
I 9 Houslon
20 Providence

r50.00
too.oo
80.o0
70.oo

il o.oo
I to.oo
28.OO

45.OO
54.OO

45.OO

40.oo
40.oo
50.oo
30.o0
37.OO
40.oo
30.oo
27o,0
24.o0
40.oo

525.OO
200.o0
200.o0
r60.00
t50.oo
r60.00

56.OO

75.OO
roooo
roo.@
roooo
80.oo

loo.oo
60.oo

roo.oo
80.oo
60.oo
55.OO
48.OO
50'o0

l50.oo
84.37
63.OO
70.o0

ilo.oo
ilo.oo
28.OO

30.o0
54.OO
45.OO

40.oo
40.oo
50.oo
30.oo
32.OO
40.oo
30.o0
22oo
24.OO
4000

$ 525.OO
t75.OO
| 50.oo
| 60.00
r50.oo
l60.00
56.00
60.oo

loooo
90.o0

roo.oo
80.oo

too.oo
60.oo

roo.oo
80.oo
6000
45.o0
4800
50.oo

I t,t 5l.oo s z,+sgoo $ I,O93.37 $ 2,349.OO

The total daytime station hours
reported by all TV stations in the
spring of 1950 was 2,269 as com-
pared with 3,114 hours in the fall
of 1950. This represents an in-
crease of. 37.2% in daytime tele-
vision.

Doytime Costs

On the budget side, daytime TV
represents a smaller outlay for
time and programming. Here is a
comparison of daytime and night-
time rates for network time costs
on a half-hour segment:

No, of
Network Stati,ons Daytime Nighttime
ABC-TV 59 87,462 $L4,925
DuMont 61 7,290 14,580
NBC-TV 62 7,677 L5,354
CBS-TV 60 7,740 15,480

On a cost basis, daytime TV an-
nouncements cost roughly about
45% as much as nighttime TV
spots. Chart # 2 shows ]row they
compare in the major markets of
the country.

Television's share of the total
U.S. broadcast audience (non-tele-
vision homes as well as television)

t2

is increasing steadily as daytime
programming increases. Audience
viewing (Monday through Friday,
12-6 p.m.) jumped from 13.1 in
July, 1949 to 29.0 in July, 1950. In
Chicago the increase was from 5.6
to 26.0; in Los Angeles, 5.5 to 20.4;
in Philadelphia, 5.6 to 32.8; in Bos-
ton, 2.4 b 2A.7; and in Detroit 4.1
to 17.2.

An Advertest research study of
daytime TV revealed the most con-
venient viewing hours selected by
the housewife. Preferences range
in ascending order from 12:30 p.m.,
the least preferred, lo 4:45 p.m.,
with the last period selected by
55% of the respondents. Times
chosen by the fewest were 10:00 to
11 :00 a.m. and 12 noon to 12:30
p.m.

Commerciol Treqtment
One diference between daytime

and nighttime television lies in the
greater flexibility of daytime TV's
handling of commercials. During
the evening hours, the television
spot advertiser is mainly restricted
to one-minute films, 20-second chain
break films and even briefer station-
identification announcements.

TELEVISER

Chart # 2 

COMPARATIVE ANNOUNCEMENT COST 
DAYTIME S NIGHTTIME-TOP 20 MARKETS  ji — — — 

Highest - Cost One- -Minute Highest -Cost Chainbreak 
Ronk Market Daytime Nighttime Daytime Nighttime 

l New YorK $ 150.00 $ 525.00 $ 150.00 $ 525.00 
2 Chicago 100.00 200.00 84.37 1 75.00 
3 Los Angeles 80.00 200.00 63.00 1 50.00 
4 Philadelphia 70.00 160.00 70.00 1 60.00 
5 Boston 110.00 1 50.00 110.00 150.00 
6 Detroit 110.00 1 60.00 1 10.00 1 60.00 
7 San Francisco 28.00 56.00 28.00 56.00 
8 Pittsburgh 45.00 75.00 30.00 60.00 
9 St Louis 54.00 100.00 54.00 100.00 

10 Cleveland 45.00 100.00 45.00 90.00 
1 1 Washington 40.00 IOQOO 40.00 100.00 
12 Baltimore 40.00 80.00 40.00 80.00 

1 3 Minneapolis 50.00 100.00 50.00 100.00 
14 Buffalo 30.00 60.00 30.00 60.00 
15 Cincinnati 37.00 100.00 32.00 100,00 
16 Milwaukee 40.00 80.00 40.00 80.00 
17 Kansas City 30.00 60.00 30.00 6000 
18 Seattle 27.00 55.00 22.00 45.00 
19 Houston 24.00 48.00 24.00 48.00 
20 Providence 40.00 50.00 40.00 50.00 

$ 1,151.00 $ 2,459.00 $ 1,093.37 $ 2,349.00 

The total daytime station hours 
reported by all TV stations in the 
spring of 1950 was 2,269 as com- 
pared with 3,114 hours in the fall 
of 1950. This represents an in- 
crease of 37^% in daytime tele- 
vision. 

Daytime Costs 
On the budget side, daytime TV 

represents a smaller outlay for 
time and programming. Here is a 
comparison of daytime and night- 
time rates for network time costs 
on a half-hour segment: 

Vo. of 
Network Stations Daytime Nighttime 
ABC-TV 59 $7,462 $14,925 
DuMont 61 7,290 14,580 
NBC-TV 62 7,677 15,354 
CBS-TV 60 7,740 15,480 

On a cost basis, daytime TV an- 
nouncements cost roughly about 
45% as much as nighttime TV 
spots. Chart # 2 shows Jiow they 
compare in the major markets of 
the country. 

Television's share of the total 
U.S. broadcast audience (non-tele- 
vision homes as well as television) 

is increasing steadily as daytime 
programming increases. Audience 
viewing (Monday through Friday, 
12-6 p.m.) jumped from 13.1 in 
July, 1949 to 29.0 in July, 1950. In 
Chicago the increase was from 5.6 
to 26.0; in Los Angeles, 5.5 to 20.4; 
in Philadelphia, 5.6 to 32.8; in Bos- 
ton, 2.4 to 20.7; and in Detroit 4.1 
to 17.2. 

An Advertest research study of 
daytime TV revealed the most con- 
venient viewing hours selected by 
the housewife. Preferences range 
in ascending order from 12:30 p.m., 
the least preferred, to 4:45 p.m., 
with the last period selected by 
55% of the respondents. Times 
chosen by the fewest were 10:00 to 
11:00 a.m. and 12 noon to 12:30 
p.m. 

Commercial Treatment 
One difference between daytime 

and nighttime television lies in the 
greater flexibility of daytime TV's 
handling of commercials. During 
the evening hours, the television 
spot advertiser is mainly restricted 
to one-minute films, 20-second chain 
break films and even briefer station- 
identification announcements. 

In daytime TV, all these are avail- 
able to the spot advertiser, but in 
addition there is considerably more 
"live" handling of commercials. In 
addition, the commercial timing al- 
lowed the advertiser in the daytime 
hours is up to 100% greater than 
that allowed at night (for the same 
length program). 

Integration of the commercial 
into the show is also much more 
easily accomplished in many of the 
daytime programs. Since many of 
these shows present home-service 
information, domestic science, cook- 
ing, fashions, etc., the weaving in 
of the commercial message is made 
easy and can thus be made more a 
part of the program itself. 

For an advertiser looking for the 
perfect setting in' which to talk to 
the housewife about a product of 
interest or service to her, and about 
which she can take some action at 
that time, daytime TV offers cer- 
tain advantages not readily avail- 
able in the evening. 

Add up the following factors and 
you get a sound reason for the cur- 
rent development and interest in 
daytime TV: 

a) The TV market itself is po- 
tentially a big one—accessible to 
more than half the country's popu- 
lation, in areas that do three-fifths 
of all U.S. retail sales. 

b) The number of TV sets with- 
in that market is already more than 
7% million—a coverage of almost 
one family in three. 

cl The number of advertisers 
after this market has increased to 
more than 3,700. 

d) Good evening time is rapidly 
becoming unavailable. 

e) Daytime TV currently can 
offer time periods, spots, lower ex- 
penditures for time, lower expendi- 
tures for talent, direct access to a 
primary audience of women, a 
strong upward trend in both pro- 
gramming and audience. 

To all intents and purposes, the 
opportunity to purchase good night- 
time periods on TV is almost a thing 
of the past and the advertiser hop- 
ing to enter television now, or who 
has products of interest to the 
woman and housewife audience, had 
better start looking at daytime TV 
while it is still here to look at. 
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by lrwin A. Shone

P,q.nr I: LrMrrATroNs rN THE HoME

l. Home Distroctions:

Problem: How to overcome the
usual home distractions so that the
home viewer's attention will be fo-
cussed upon yo,,r program the mo-
ment it hits the air. Among the
oroblems involved are such seem-
ingly insurmountable distractions
as people entering and leavinc the
viewing room, lights being turned
on, talk by one or more "non-watch-
ing" viewers, changing locations
and chairs, discussion of program
just completed, etc.

Solution: Competing with home
distractions for audience attention
is not as difficult as it may first ap-
pear. The solution lies in allowing
time for your audience to get "set-
tled" before the opening scene. This
can be accomplished by following
these three steps: 1) Allowing suffi-
cient time for opening titles (ap-
proximately 40 seconds) by run-
ning full cast and technical credits;
2) Addin.f interest to the titles by
superimposing them over an inter-
esting background, preferable one
of limited action or one with strong
picture symbolism (i.e., scales of
justice for a courtroom drama: 3)
Backing up the titles with suspense-
ful music.

Such titles, when properly han-
dled, will not only "settle" and relax
your audience, and virtually elimi-
nate distraction, but should put
them in a hiehly receptive viewing
mood. Extended titles, musically
backed, often make for a suspense-
ful opening.

Once your viewer's curiosity is
skillfully stimulated, he will want
to get himself and others around
him "settled" as quickly as possible
and eagerly await the opening
scene.

ll. Television's Smsll Screen

Problem: With a majority of the
10,000,000 receiver sets now in use
in this countly possessing screens
of 127/2", 10", and less, the small
screen represents a restrictive limi-
tation to the television producer.

Soluti.on: Shots'tnust be planned
around a maximum use of close-ups,
medium close-ups, and medium
shots. Long shots, other than for
establishing shots and pan shots,
are a strain on the viewer and will
cause him to lost interest in your
program. Nothing ref reshes and,
satisfies a ai,ewer more than good,
close-ups, especially of the f emini.ne
sefr, or good react;cn shots (in
close-up) .

lll. Diol Twisting

Problem: In any community with
more than one television station.
"dial-twisting" represents a leal
threat, a deflnite limitation of the
television medium. (Motion pic-
tures and legitimate drama play to
what is tantamount to "captive" au-
diences. Not so, unfortunately, with
TV). If the program is not imme-
diately appealing, the dial is turned
to the next station and the
next and the next and
thousands of dollars of production
values are instantly lost (as is the
sponsor's precious message !) at the
turn of millions of unseen wrists.

Solution: To prevent dial twist-
ing, the producer must sotzsly his
audience, and keep him coming back
for more.

Dial twisting results from:
1) Boredom with any part of a

program;
2) Eye fatigue due to poor light-

ing, jolting camera move-
ments, too many long shots;

3) "Probram - shopping" habit
("Let's See what's on other
stations" sort of thing).

Overcoming TV Limitotions
. . . lock of q "coptive qudience" presents problems

to be licked by producers

1IELE VISION ha- many basic
I showmanship and technical limi-

tations, which the producer of to-
day's programs must recognize and
learn to compensate through a rea-
listic modiflcation of production
techniques. Some of the technical
"limitations" discussed in this arti-
cle may be eliminated at a later
date through improvements of
equipment, studios, and receivers.
On the other hand, television's se-
verest "limitations" cannot be re-
lieved by technological improve-
ments since they exist at the point
of reception, the home, and in the
millions of individuals who make up
the home-viewing audience. Her,e
improved techniques of television
showmanship are required.

Since it is the home vier,vers we
are straining to reach with our pro-
grams and commercials, it is this
audience which should receive our
first probing attention. It is here
that the limitations of television as
a showmanship medium are most
painfully obvious.

Although the program producer
has complete control of all factors
that go into his production, and the
people who are directly and indi-
rectly responsible for getting the
production on the air, he has no
personal control whatever of his
home viewing audience: its view-
ing habits, size of viewing screen,
home distractions, competition for
attention, and other factors that
result in a staggering loss of audi-
ences nightly.

What are some of these home
"limitations" and how can they be
overcome? How can the producer
"control" the home situation ?

(In addi,tion to being Teleui,ser's
ed,itor and,'publisher, Mr. Shane is
also Erecutiae Director of The
Tel,eoision Workshop of Neu York,
and, a pioneer producer-d,i,rector of
t eleuis i,on pr o grums.)
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Overcoming TV Limitations 

. . . lack of a "captive audience" presents problems 

to be licked by producers 

by Irwin A. Shane 

TELEVISION ha^ many basic 
showmanship and technical limi- 

tations, which the producer of to- 
day's programs must recognize and 
learn to compensate through a rea- 
listic modification of production 
techniques. Some of' the technical 
"limitations" discussed in this arti- 
cle may be eliminated at a later 
date through improvements of 
equipment, studios, and receivers. 
On the other hand, television's se- 
verest "limitations" cannot be re- 
lieved by technological improve- 
ments since they exist at the point 
of reception, the home, and in the 
millions of individuals who make up 
the home-viewing audience. Here 
improved techniques of television 
showmanship are required. 

Since it is the home viewers we 
are straining to reach with our pro- 
grams and commercials, it is this 
audience which should receive our 
first probing attention. It is here 
that the limitations of television as 
a showmanship medium are most 
painfully obvious. 

Although the program producer 
has complete control of all factors 
that go into his production, and the 
people who are directly and indi- 
rectly responsible for getting the 
production on the air, he has no 
personal control whatever of his 
home viewing audience: its view- 
ing habits, size of viewing screen, 
home distractions, competition for 
attention, and other factors that 
result in a staggering loss of audi- 
ences nightly. 

What are some of these home 
"limitations" and how can they be 
overcome? How can the producer 
"control" the home situation? 

{In addition to being Televiser's 
editor and publisher, Mr. Shane is 
also Executive Director of The 
Television Workshop of New York, 
and a pioneer producer-director of 
television programs.) 

Part I: Limitations in the Home 

I. Home Distractions: 

Problem: How to overcome the 
usual home distractions so that the 
home viewer's attention will be fo- 
cussed upon yo'^r program the mo- 
ment it hits the air. Among the 
nroblems involved are such seem- 
ingly insurmountable distractions 
as people entering and leaving the 
viewing room, lights being turned 
on, talk by one or more "non-watch- 
ing" viewers, changing locations 
and chairs, discussion of program 
just completed, etc. 

Solution: Competing with home 
distractions for audience attention 
is not as difficult as it may first ap- 
pear. The solution lies in allowing 
time for your audience to get "set- 
tled" before the opening scene. This 
can be accomplished by following 
these three steps: 1) Allowing suffi- 
cient time for opening titles (ap- 
proximately 40 seconds) by run- 
ning full cast and technical credits; 
2) Adding interest to the titles by 
superimposing them over an inter- 
esting background, preferable one 
of limited action or one with strong 
picture symbolism (i.e., scales of 
justice for a courtroom drama; 3) 
Backing up the titles with suspense- 
ful music. 

Such titles, when properly han- 
dled, will not only "settle" and relax 
your audience, and virtually elimi- 
nate distraction, but should put 
them in a highly receptive viewing 
mood. Extended titles, musically 
backed, often make for a suspense- 
ful opening. 

Once your viewer's curiosity is 
skillfully stimulated, he will want 
to get himself and others around 
him "settled" as quickly as possible 
and eagerly await the opening 
scene. 

II. Television's Small Screen 

Problem: With a majority of the 
10,000,000 receiver sets now in use 
in this country possessing screens 
of 12%", 10", and less, the small 
screen represents a restrictive limi- 
tation to the television producer. 

Solution: Shots'must be planned 
around a maximum use of close-ups, 
medium close-ups, and medium 
shots. Long shots, other than for 
establishing shots and pan shots, 
are a strain on the viewer and will 
cause him to lost interest in your 
program. Nothing refreshes and 
satisfies a viewer more than good 
close-ups, especially of the feminine 
sex, or good reaction shots {in 
close-up). 

III. Dial Twisting 

Problem: In any community with 
more than one television station, 
"dial-twisting" represents a real 
threat, a definite limitation of the 
television medium. ("Motion pic- 
tures and legitimate drama play to 
what is tantamount to "captive" au- 
diences. Not so, unfortunately, with 
TV). If the program is not imme- 
diately appealing, the dial is turned 
to the next station . . . and the 
next . . . and the next . . . and 
thousands of dollars of production 
values are instantly lost (as is the 
sponsor's precious message!) at the 
turn of millions of unseen wrists. 

Solution: To prevent dial twist- 
ing, the producer must satisfy his 
audience, and keep him coming back 
for more. 

Dial twisting results from: 
1) Boredom with any part of a 

program; 
2) Eye fatigue due to poor light- 

ing, jolting camera move- 
ments, too many long shots; 

3) "Brogram - shopping" habit 
("Let's see what's on other 
stations" sort of thing). 
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Boredom is produced by: 1) poor
story content;2) lack of pace;3)
inadequate acting; 4) lack of good
visual qualities; 5) lack of inter-
pretive camera work; 6) poor direc-
tion.

The solution lies in planning
shows which are dynamic in con-
tent, visually appealing to the eye
and tightly paced; directed wjth
verve and imagination; and abound-
ing in meaningful, attention-arrest-
ing close-ups.

Combine this with dramatically
lighted stage sets, smooth camera
work, skilful musical integration,
and good visual continuity-and
you have a show which will canture
and hold attention fol the full dura-
tion of the program.

Dial twisting results in the loss
of millions of viewers nightly. It is
a symptom of poor television show-
manship. Improue Eour showman-
shi.p-keep your aud,ience, and raise
your Hooper!

lV. Voried Audience:

Problem: America's 10,000,000
TV set "owners represent a wide
cross-section of population, of all
age groups, varied education and
cultural interests, and varied eco-
nomic status (from very poor to
very rich). How can you reach the
widest number in any special
group ?

Solution: Through surveys, it
has been shown that women can
best be reached during the after-
noon hours; children during the
late afternoon and early evening;
a general male audience from
eight p.m. to eleven p.m. Variety
shows rate highest in general ap-
peal, dance programs rate lowest.
Among films, Westerns rate high-
est. Important sports events, espe-
cially prize flghts, attain the largest
of all viewing audiences, of which
80/6 are male.

Mr. Shane will continue this
three part series in the next issue.
Limitations in the Studio, Limita-
tions in the Control Room and
General TV Limitations will be
covered. Readers are invited to
send in various television prob-
lems they have encountered and
explain how they were solved.

t4

by John DeMott

John DeMott is the Monoger of Speciol Effects for CBS-TV. Drowing on his extensive
motion picture bockground, he wos the first to estoblish o greot mony production techniques
in television.

We lwae had letters inquiri'ng about t'ear scree% proiection known
in teleuision as RP system, There are seoeral cctmpani,es that make rear
screens, and reor proiection equipment, slide mach,ines, etc. As Eou know,
these screens and projectors 'are used for proiecting background effects
belti,nd action or scenes in any dratnati,c or uariety show. This i's not a

new idea at aLL. It has been u,sed f or years in the making of maior motion
pi.ctures. Motion picture projection is used to si'mulate a mouing back-
grounil suclt as a bo,ckground behind 'a train, or looking. out the back
toind,ow of a tari-cab, or a scene out a window oaerlooki'ng a New York
skyline. Teleai.si.on, to d,ate, has not erplored the unlimited possibili'ti'es
of RP projection.

Because of the present system of lighting on most television shows
rear screen projection has suffered. The lack of controllable light in th'e
general screen area is responsible. In motion pictur"es, tirne is taken to
properly light the action in front of an RF screen so that no spill light or
stray light ever touches the surface of the screen, other than the projec-
tion machine itself. If it were possible for the lighting departmenfs of the
separate networks and studios to concentrate on proper lighting' they
would find that the use of RP would save them fortunes scenically, not
to mention more realistic effects.

In the eaent you /ind, that you do not haue ample space f or a Legiti'ma'te
projection, trE pl,aci,ng a 5" r 7" or 3" fr 5" mirror behi,nd' the screen at
approrimately a lt| degree angle. You wi.Ll th,en be able to project to thi,s
mi,rror on a parallel base u;i,th the set Line. You can count on at leost
12 to 15 percent loss of liglLt in projection ushen u,sing a mi,rror. The
most im:portant factor in any rear projection in teleaisi,on i,s that the
lowest possi.bl,e key of front li.ght i,s touching the RP screen and' the area
in front of the screen. It is uitally important that practical set pi,eces

and, action are not placed in the darkened arett in front of the screen but
in a ligh.ted (rrea so that true aicleo information is equal,ly balanced, in
foreground a,nd proiecteil background. They must also be in the proper
perspectioe to the RP scene.

There is an appreciable fall-off of existing light readings from the
center of the screen to the outer edges, therefore we suggest that you try
and plot action so that camera-wise you can be straight on with your
shots; in other words a 90 degree angle to the screen. However, the proper
slides for projection will allow you to wander off this 90 degree vertical
position to some fairly good angle shots. This column suggests that you
consult either "Background Engineers" or the "Bodde Screen Company,"
both of Los Angeles, for accurate information as to quality of slides
and screen densities-

We wish to take thi.s spaci'e to thank our read,ers for their mail and,
inquiries into special effects and, hope we caTL be of seroice to gou'in the
futut'e. Please address wII requests for i,nformntion to t'Tel,eaiser Maga-
zi.ne," 7780 BroadwaE, New Yorlc 19. See Aou nefit month!
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Boredom is produced by: 1) poor 
story content; 2) lack of pace; 3) 
inadequate acting; 4) lack of good 
visual qualities; 5) lack of inter- 
pretive camera work; 6) poor direc- 
tion. 

The solution lies in planning 
shows which are dynamic in con- 
tent, visually appealing to the eye 
and tightly paced; directed with 
verve and imagination; and abound- 
ing in meaningful, attention-arrest- 
ing close-ups. 

Combine this with dramatically 
lighted stage sets, smooth camera 
work, skilful musical integration, 
and good visual continuity—and 
you have a show which will capture 
and hold attention for the full dura- 
tion of the program. 

Dial twisting results in the loss 
of millions of viewers nightly. It is 
a symptom of poor television show- 
manship. Improve your showman- 
ship—keep your audience, and raise 
your Hooper! 

IV. Varied Audience: 
Problem: America's 10,000,000 

TV set owners represent a wide 
cross-section of population, of all 
age groups, varied education and 
cultural interests, and varied eco- 
nomic status (from very poor to 
very rich). How can you reach the 
widest number in any special 
group ? 

Solution: Through surveys, it 
has been shown that women can 
best be reached during the after- 
noon hours; children during the 
late afternoon and early evening; 
a general male audience from 
eight p.m. to eleven p.m. Variety 
shows rate highest in general ap- 
peal, dance programs rate lowest. 
Among films, Westerns rate high- 
est. Important sports events, espe- 
cially prize fights, attain the largest 
of all viewing audiences, of which 
80% are male. 

Mr Shane will continue this 
three part series in the next issue. 
Limitations in the Studio, Limita- 
tions in the Control Room and 
General TV Limitations will he 
covered. Readers are invited to 
send in various television prob- 
lems they have encountered and 
explain bow they were solved. 
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by John DeMott 

John DeMott is the Manager of Special Effects for CBS-TV. Drawing on his extensive 
motion picture background, he was the first to establish a great many production techniques 
in television. 

* * * 

We have had letters inquiring about rear screen projection known 
in television as RP system. There are several companies that make rear 
screens, and rear projection equipment, slide machines, etc. As you know, 
these screens and projectors are used for projecting background effects 
behind action or scenes in any dramatic or variety show. This is not a 
new idea at all. It has been used for years in the making of major motion 
pictures. Motion picture projection is used to simidate. a moving hack- 
ground such as a background behind a train, or looking out the back 
window of a taxi-cab, or a scene out a window overlooking a New York 
skyline. Television, to date, has not explored the unlimited possibilities 
of RP projection. 

Because of the present system of lighting on most television shows 
rear screen projection has suffered. The lack of controllable light in the 
general screen area is responsible. In motion pictures, time is taken to 
properly light the action in front of an RP screen so that no spill light or 
stray light ever touches the surface of the screen, other than the projec- 
tion machine itself. If it were possible for the lighting departments of the 
separate networks and studios to concentrate on proper lighting, they 
would find that the use of RP would save them fortunes scenically, not 
to mention more realistic effects. 

In the event you find that you do not have ample space for a legitimate 
projection, try placing a 5" x 7" or 3" x 5" mirror behind the screen at 
approximately a U5 degree angle. You will then he able to project to this 
mirror on a parallel base with the set line. You can count on at least 
12 to 15 percent loss of light in projection when using a mirror. The 
most important factor in any rear projection in television is that the 
loivest possible key of front light is touching the RP screen and the area 
in front of the screen. It is vitally important that practical set pieces 
and action are not placed in the darkened area in front of the screen but 
in a lighted area so that true video information is equally balanced in 
foreground and projected background. They must also be in the proper 
perspective to the RP scene. 

There is an appreciable fall-off of existing light readings from the 
center of the screen to the outer edges, therefore we suggest that you try 
and plot action so that camera-wise you can be straight on with your 
shots; in other words a 90 degree angle to the screen. However, the proper 
slides for projection will allow you to wander off this 90 degree vertical 
position to some fairly good angle shots. This column suggests that you 
consult either "Background Engineers" or the "Bodde Screen Company," 
both of Los Angeles, for accurate information as to quality of slides 
and screen densities. 

We wish to take this space to thank our readers for their mail and 
inquiries into special effects and hope we can be of service to you in the 
future. Please address all requests for information to "Televisor Maga- 
zine," 1780 Broadway, New York 19. See you next month! 
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Video Comedy
.nOP comedians and television
I have finally gotten together.

NBC-TV has the corner on these
high priced comics with their com-
edy hour and Four Star Revue.

The Comedy Hour alternates Ed-
die Cantor, Dean Martin & Jerry
Lewis, Fred Allen, Bobby Clark
and Bob Hope, all making their TV
debut as stars of a regular series.

Four Star Revue presents Ed
Wynn, Danny Thomas, Jack Car-
son and Jimmy Durante on alter-
nating Wednesdays.

With other names in the picture
like Garry Moore, Burns & Allen,
Groucho Marx, Sid Caesar, Milton
Berle, Jerry Lester, Allan Young,
Jack Carter and Jack Benny, TV is
certainly not suffering from any
lack of comic talent.

How to make the best use of these
showmen is still a major problem
for NBC and other televisers. So
far most of their TV efforts have
presented modiflcations of material
originally done in another medium

-vaudeville, 
butlesque, night clubs

and radio. Routines needed either
new timing, visual additions, clean-
ing up, or a combination of all of
these. At the rate which television
eats up material, it is evident that
this backlog of routines will not
last forever.

Not only is new and fresh humor
needed, but it must be really top
notch. It is considerably more diffi-
cult to make two or three individu-
als sitting at home laugh than it is
to get favorable mass reaction from
the theater, night club or studio au-
dience. An example of how the hu-
mor on theatrical comedy films fails
to come through on television serves
to prove this point.

Then, too, while comic material
can not be expected to please all
viewers, it must not offend any seg-
ment of a wide and diversified au-
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dience. This will put no small crimp
in the style of many gag writers.

Three different approaches to
comedy have thus far met with
great success on television are:

Vi.sual antics 
-The modern

slapstick styles of Dean Martin
& Jerry Lewis have made their
segment an instantaneous success
on TV. The viewer hesitates to
turn his eye from the screen for
fear of missing a Jerry Lewis
contortion.

Fri,endly u)arnLness - Jimmy
Durante doesn't have to make
his fans laugh out loud. They are
content to bask in his sunny per-
sonality.

Inf ormali,ty-Jerry Lester isn't
always funny on Broadway Open
House, but viewers don't expect
him to be. They are satisfied with
the unrehearsed and spontaneous
quality of the humor.
The shortage of comedy material

will have to be met by the develop-
ment of new writers. A theatrical
or fllm background is the best train-
ing for writing for the TV medium.
Radio writers frequently find it
difficult to make the jump since
there is a deflnite difference in writ-
ing for the ear and in writing for
the ear and eye. However, the be-
ginning writer is more likely to flnd
his flrst opening in the AM field, as
perhaps a junior writer. The tele-
vision writer's salary may range
from $75 to $2,500 depending on
the nature of the program and his
experience.

Television shows are generally
broken into spots, with a different
writer usually assigned a particular
spot. Prior to the writing there is
usually a rough agreement on ideas.

On a Friday show, for example, the
first meeting between the writers
and the comic takes place on Tues-
day. Usually 30% of. the material is
outrightly rejected'; with minor
changes being made in the remain-
ing portion. On Wednesday about
70% of this material is given ap-
proval by the comic. Unless major
changes are still required (in which
case the writers and the comic will
meet on Thursday) the next meet-
ing is on Friday, when the first full
rehearsal takes place. Any re-writ-
ing necessary at this time has to be
done on the spot.

Should the problem of securing
adequate comedy material be sue-
cessfully met, one more problem
might still exist. Will the TV audi-
ence get tired. of laughing?
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Video Comedy 

TOP comedians and television 
have finally gotten together. 

NBC-TV has the corner on these 
high priced comics with their com- 
edy hour and Four Star Eevue. 

The Comedy Hour alternates Ed- 
die Cantor, Dean Martin & Jerry 
Lewis, Fred Allen, Bobby Clark 
and Bob Hope, all making their TV 
debut as stars of a regular series. 

Four Star Revue presents Ed 
Wynn, Danny Thomas, Jack Car- 
son and Jimmy Durante on alter- 
nating Wednesdays. 

With other names in the picture 
like Garry Moore, Burns & Allen, 
Groucho Marx, Sid Caesar, Milton 
Berle, Jerry Lester, Allan Young, 
Jack Carter and Jack Benny, TV is 
certainly not suffering from any 
lack of comic talent. 

How to make the best use of these 
showmen is still a major problem 
for NBC and other televisers. So 
far most of their TV efforts have 
presented modifications of material 
originally done in another medium 
—vaudeville, burlesque, night clubs 
and radio. Routines needed either 
new timing, visual additions, clean- 
ing up, or a combination of all of 
these. At the rate which television 
eats up material, It is evident that 
this backlog of routines will not 
last forever. 

Not only is new and fresh humor 
needed, but it must be really top 
notch. It is considerably more diffi- 
cult to make two or three individu- 
als sitting at home laugh than it is 
to get favorable mass reaction from 
the theater, night club or studio au- 
dience. An example of how the hu- 
mor on theatrical comedy films fails 
to come through on televisioh serves 
to prove this point. 

Then, too, while comic material 
can not be expected to please all 
viewers, it must not offend any seg- 
ment of a wide and diversified au- 

dience. This will put no small crimp 
in the style of many gag writers. 

Three different approaches to 
comedy have thus far met with 
great success on television are: 

Visual antics—The modern 
slapstick styles of Dean Martin 
& Jerry Lewis have made their 
segment an instantaneous success 
on TV. The viewer hesitates to 
turn his eye from the screen for 
fear of missing a Jerry Lewis 
contortion. 

Friendly warmness — Jimmy 
Durante doesn't have to make 
his fans laugh out loud. They are 
content to bask in his sunny per- 
sonality. 

Informality—Jerry Lester isn't 
always funny on Broadway Open 
House, but viewers don't expect 
him to be. They are satisfied with 
the unrehearsed and spontaneous 
quality of the humor. 
The shortage of comedy material 

will have to be met by the develop- 
ment of new writers. A theatrical 
or film background is the best train- 
ing for writing for the TV medium. 
Radio writers frequently find it 
difficult to make the jump since 
there is a definite difference in writ- 
ing for the ear and in writing for 
the ear and eye. However, the be- 
ginning writer is more likely to find 
his first opening in the AM field, as 
perhaps a junior writer. The tele- 
vision writer's salary may range 
from $75 to $2,500 depending on 
the nature of the program and his 
experience. 

Television shows are generally 
broken into spots, with a different 
writer usually assigned a particular 
spot. Prior to the writing there is 
usually a rough agreement on ideas. 

On a Friday show, for example, the 
first meeting between the writers 
and the comic takes place on Tues- 
day. Usually 30% of the material is 
outrightly rejected',, with minor 
changes being made in the remain- 
ing portion. On Wednesday about 
70% of this material is given ap- 
proval by the comic. Unless major 
changes are still required (in which 
case the writers and the comic will 
meet on Thursday) the next meet- 
ing is on Friday, when the first full 
rehearsal takes place. Any re-writ- 
ing necessary at this time has to be 
done on the spot. 

Should the problem of securing 
adequate comedy material be suc- 
cessfully met, one more problem 
might still exist. Will the TV audi- 
ence get tired of laughing? 
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This arti,cle is an analysis ol ttoo
typical teleoisi,on progranxs and
their commercials in relation to the
uaryi,ng tastes of the tsiewing aud,i,
ence. The inf ormation i,s encerpted,

from a special teleaision report just
Ttublished by Social Research, Inc.,
Clti,cago, a priaate researclt, firm of
psg chologi,sts and, sociolo g i,sts.

A MERICAN society can be di-
ll vided into six groups or classes,
which are different from each other
in their ways of life. The people
rvithin any socio-economic group
tend to show similar personality
traits, molded by meeting identical
problems in job, depression, com-
munity affairs, homemaking and
self-realization - and having the
same resources and obstacles to
achievement of their goals.

The two largest groups, both
numerically and in terms of recep-
tivity to "mass advertising," are
the Upper-Middle Class and the
Middle Majority. The Upper-Mid-
dle Class makes up about 12/6 of
the population, and forms the mar-
ket for "quality goods." The Mid-
dle Majority is much larger-about
65% of the population-and is the
group whose consumer activities
constitute the backbone of our eco-
nomic body. Moreover, these two
groups make up the total television
audience to an even greater extent
than their absolute numbers would
indicate-as they also do in movies
and reading.

Advertising addressed to one of
these groups is sometimes regarded
with indifference or dislike by the
other: appeals which activate the
Upper-Middles may be unheard or
rejected by those of the Common
Man level, the Middle Majority-
and vice versa. While they use

t5

nt
many of the same products and
brands - automobiles, Rinso, car-
pets, and Kodaks-they frequently
regard them in diffcrent ways and
they are stimulated to buy them by
different reasons. From the point
of view of the advertiser on televi-
sion, this difference begins at home
with the TV set itself.

Viewing Hqbits

In entertainment, as in travel,
education, and intellectual interest,
Upper-middle class people are eager
to acquire a broad experience of the
world. They look for sophistication,
cosmopolitan poise, individuality in
character and taste.

In the upper-middle class home,
TV is a medium for relaxing, even
"killing time" when there is nothing
else to do. Except for very special
programs-as Kukla, Fran & Ollie,
and intellectual discussions-a TV
program will not set off a rear-
rangement of activities, dinner
times, social affairs and bed times,
but will be watched largely in "idle
time" . . . and even there, TV must
compete with other media on the
basis of "varied interests" which
are carefully protected in the upper-
middle class person.

The middle majority people, on
the other hand, spend a large part
of their free time watching televi-
sion-and with sufficient devotion
to "make time for it." It is not at
all uncommon to flnd a middle ma-
jority family watching television
from five to six hours a night al-
most daily, and also Sunday after-
noon. Middle majority viewers tend
to become more involved in the pro-
grams they watch than upper-mid-
dle class people; they are less de-
tached and critical. They are also
more enthusiastic about television-
per-se, and it is regarded as a great
boon to the family. Their other
entertainment activities have been
curtailed to a greater extent; watch-

ing television is the enTtected thing
to do wrlen the ciay's work is
finished.

The middle majority couple has
largely been confined to radio, mag-
azine, neighborhood movies, corner
tavern, and small social groups.
Now television can be substituted
for most of these, and in such a
way as to reduce their worries
(such as "Who will take care of the
children?"). In short, TV relieves
them of the effort they feel in per-
sonal contact with real and semi-
strangers.

Two analyses are given in order
to demonstrate how different TV
programs attract and build par-
ticular audiences. The appeal of a
show is created out of the Iiving
patterns and needs of the audience

-their actualities and their dreams.
We chose Kukla, Fran & Ollie and
Kate Smith because they clearly
and obviously represent different
worlds, and deal with different
hopes in their viewers. Their audi-
ences appropriately enough are dif-
ferent.

Kote Smith Show

The show has an audience com-
posed primarily of Middle Majority
housewives, as do all Kate Smith
shows. The growth of an audience
will be aided by her status as a "be-
loved national institution" and es-
peciaily by the established popular-
ity of her morning radio show.
Kate Smith does not appeal to up-
per-middle clbss women because of
her lack of, indeed, rejection of,
"sophistication," and the simple and
blatant way she caters to the in-
clinations of the Middle Majority.

Kate Smith, for middle majority
women, has the following character-
istics:

L She is Sincere.
2. She's Ju,st Plnin, Stottt, Kate

Smi.th^

3. She is Real, Motherly.
4. She's Successful, But Not

Snootg.

In short, Kate Smith is a person
who in herself represents all of the
highly-valued, moral qualities dear
to the Middle Majority, and at the
same time appeals to them as a
friendly equal. Her public person-
ality is designed to make Mrs. Mid-
dle Majority feel comfortable, se-
cure, and worthwhile in her pres-
ence.
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Viewers 

with a 

Viewpoint 

This article is an analysis of ttvo 
typical television programs and 
their commercials in relation to the 
varying tastes of the viewing audi- 
ence. The information is excerpted 
from a special television report just 
published by Social Research, Inc., 
Chicago, a private research firm of 
psychologists and sociologists. 

AMEKICAN society can be di- 
vided into six groups or classes, 

which are different from each other 
in their ways of life. The people 
within any socio-economic group 
tend to show similar personality 
traits, molded by meeting identical 
problems in job, depression, com- 
munity affairs, homemaking and 
self-realization — and having the 
same resources and obstacles to 
achievement of their goals. 

The two largest groups, both 
numerically and in terms of recep- 
tivity to "mass advertising," are 
the Upper-Middle Class and the 
Middle Majority. The Upper-Mid- 
dle Class makes up about 12% of 
the population, and forms the mar- 
ket for "quality goods." The Mid- 
dle Majority is much larger—about 
65% of the population—and is the 
group whose consumer activities 
constitute the backbone of our eco- 
nomic body. Moreover, these two 
groups make up the total television 
audience to an even greater extent 
than their absolute numbers would 
indicate—as they also do in movies 
and reading. 

Advertising addressed to one of 
these groups is sometimes regarded 
with indifference or dislike by the 
other: appeals which activate the 
Upper-Middles may be unheard or 
rejected by those of the Common 
Man level, the Middle Majority— 
and vice versa. While they use 

many of the same products and 
brands — automobiles, Rinso, car- 
pets, and Kodaks—they frequently 
regard them in different ways and 
they are stimulated to buy them by 
different reasons. From the point 
of view of the advertiser on televi- 
sion, this difference begins at home 
with the TV set itself. 

Viewing Habits 
In entertainment, as in travel, 

education, and intellectual interest-, 
Upper-middle class people are eager 
to acquire a broad experience of the 
world. They look for sophistication, 
cosmopolitan poise, individuality in 
character and taste. 

In the upper-middle class home, 
TV is a medium for relaxing, even 
"killing time" when there is nothing 
else to do. Except for very special 
programs—as Kukla, Fran & Ollie, 
and intellectual discussions—a TV 
program will not set off a rear- 
rangement of activities, dinner 
times, social affairs and bed times, 
but will be watched largely in "idle 
time" . . . and even there, TV must 
compete with other media on the 
basis of "varied interests" which 
are carefully protected in the upper- 
middle class person. 

The middle majority people, on 
the other hand, spend a large part 
of their free time watching televi- 
sion—and with sufficient devotion 
to "make time for it." It is not at 
all uncommon to find a middle ma- 
jority family watching television 
from five to six hours a night al- 
most daily, and also Sunday after- 
noon. Middle majority viewers tend 
to become more involved in the pro- 
grams they watch than upper-mid- 
dle class people; they are less de- 
tached and critical. They are also 
more enthusiastic about television- 
per-se, and it is regarded as a great 
boon to the family. Their other 
entertainment activities have been 
curtailed to a greater extent; watch- 

ing television is the expected thing 
to do wnen the day's work is 
finished. 

The middle majority couple has 
largely been confined to radio, mag- 
azine, neighborhood movies, corner 
tavern, and small social groups. 
Now television can be substituted 
for most of these, and in such a 
way as to reduce their worries 
(such as "Who will take care of the 
children?"). In short, TV relieves 
them of the effort they feel in per- 
sonal contact with real and semi- 
strangers. 

Two analyses are given in order 
to demonstrate how different TV 
programs attract and build par- 
ticular audiences. The appeal of a 
show is created out of the living 
patterns and needs of the audience 
—their actualities and their dreams. 
We chose Kukla, Fran & Ollie and 
Kate Smith because they clearly 
and obviously represent different 
worlds, and deal with different 
hopes in their viewers. Their audi- 
ences appropriately enough are dif- 
ferent. 

Kate Smith Show 
The show has an audience com- 

posed primarily of Middle Majority 
housewives, as do all Kate Smith 
shows. The growth of an audience 
will be aided by her status as a "be- 
loved national institution" and es- 
pecially by the established popular- 
ity of her morning radio show. 
Kate Smith does not appeal to up- 
per-middle class women because of 
her lack of, indeed, rejection of, 
"sophistication," and the simple and 
blatant way she caters to the in- 
clinations of the Middle Majority. 

Kate Smith, for middle majority 
women, has the following character- 
istics : 

1. She is Sincere. 
2. She's Just Plain, Stout, Kate 

Smith. 
3. She is Real Motherly. 
4. She's Successful, But Not 

Snooty. 
In short, Kate Smith is a person 

who in herself represents all of the 
highly-valued, moral qualities dear 
to the Middle Majority, and at the 
same time appeals to them as a 
friendly equal. Her public person- 
ality is designed to make Mrs. Mid- 
dle Majority feel comfortable, se- 
cure, and worthwhile in her pres- 
ence. 
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A viewing of the Kate Smith
Show reveals the following as some
of the symbolic charactetizations of
Kate Smith's behavior:

l. She is the Co'mplete Mistress
of Her World.

2. She Emphasizes Strongly
Middle Majority Familial Vq,lues.

3. She Telk the Midd,Ie Majority
Howsewi,fe How to Keep Her Man.

4. She Tells The Middle Major-
ity Housewi,f e Hou; to Enltance Her
Status as Homemaker.

Audience Reoctions

The busy housewife feels she can-
not usually watch the TV sereen for
a full hour. Neither the exigencies
of her work nor the dictates of her
conscience will allow it. She may
be able to watch off and on without
getting behind or losing the sense
of being busily occupied, but even
that makes her somewhat anxious
lest she be_ seduced to immobility
before the TV set.

In view of such expressed feel-
ings of most middle majority house-
wives concerning daytime TV pro-
grams-"I don't have time," "They
aren't interesting enough yet,"-
their willingness to listen to Kate
Smith in the first month and a half
the show was on is rather striking.
In contrast to night programs,
which middle majority watchers
may view almost automatically, a
daytime program must be regarded
as really worthwhile to justify the
housewife taking the time to watch
it.

The Kate Smith Show is one
which she does not feel constrained
to watch throughout, nor every day,
as she feels she would "have to
watch" a televised soap opera. Few
of the housewives interviewed had
watched the whole show on any one
day; most of them had watched only
parts of the show on two or three
afternoons out of the week. They
move back and forth from the kit-
chen to the TV set in the parlor.
They sit for awhile watching what-
ever is on the screen and then leave
to do some more work.

The hour of the show is one when
most daily chores are done, an hour
when the housewife has time to
watch for 15 or 20 minutes. Actu-
ally, she may have time to watch
the whole program, but to do so is
to admit to herself that her job is
not as exacting and important as
she conceives it. It is a problem of
the producers of the show to make
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it interesting and "educational"
enough for housewives to forget
they should be working (even if
there is in reality only "busy work"
to be done.)

Commerciols

The commercials introduced by
Kate Smith during the show may be
expected to have a good chance for
success because of the good will
which the Middle Majority feels for
her. This means that such commer-
cials will be successful as long as
they are not irritating to the view-
ers and are not made completely de-
pendent on Kate Smith's prestige,
in which case a reaction against her
"sincerity" would start.

The Minute Maid commercial, for
instance, is handled rather well in
that Kate Smith gives her blessing
to the product and to the sales line
(Minute Maid is vitamin rich, easy
to prepare, and is cheaper than or-
anges) and the sales line itself is
appealing to the practical and diet-
ary concerns of the housewife.

One danger inherent in the way
commercials are presented on the
show lies in the overloading of a
given show with commercials so
that the housewife is quite likely to
decide that she should get back to
work. In general, the appearance
of commercials is a perfect stimulus
for getting the housewife out of
her chair and sending her back to
the kitchen. Unless the commercials
are spaced well, the housewife will
watch the non-commercial part of
the show and then leave as soon as
the commercials come on, perhaps
to return later.

Kuklo Fron & Ollie
The audience of the show is sig-

nificantly weighted with upper-mid-
dle class adults; children constitute
another group which cuts across
class lines; it is possible that a
third audience of lower class adults
is quite large. The meaning of the
show for the different groups is
quite different:-this discussion
deals mainly with the appeals of
the show to upper-middle class
adults. Two of the sponsors aim at
adults-RCA and Ford; Sealtest
probably capitalizes on the child au-
dience. Lower-miCdle class adults
seem to be significantly disinter-
ested in Kukla, Fran, and Ollie.

The popularity of Kukla, Fran,
and Ollie among many groups which

reject variety shows and amateur
hours indicates that there are basic
symboiic appeals which operate to
create its fans, appeals which do not
appear on many other shows, Some
of the appeals lie in these symbols
and characteristics:

7. It is fanciful.
2. Tlte, World, of Kukla, Fran,

and, Ollie is sophi,sticated,.
3. It is a world, without hostility.
4. The characters e,re adults, in-

dependent, but intimate friends.
5. OIIie is the problem chi,ld.
6. Kukla i,s the failure in al,l of

us.
7. Fran i,s an id,ealizeil mother

figure.
The symbolic analysis, the emo-

tional appeals of Kukla, Fran, and
Ollie are closely gebred to the values
and needs of the upper-middle class,
insuring considerable impact in
that group.

The audience is not "compelled"
in any sense-thus people respond
to it as "amusing," "delightful,"
"fun"-f,hsf, is, with pleasant but
not intense feelings. The world of
action is very small, but the audi-
ence feels that the wit and conver-
sational range more than makes up
for that-it is more accurate to say
that the viewers like the substitu-
tion of personableness for dramatic
experiences.

In sharp contrast, many middle
majority adults have relatively little
use for the show. The mixture of
phantasy arid reality is not their
dish. The emphasis on subtlety of
allusion and feeling leaves them un-
certain as to what is going on; they
regard the antics of the puppets as
just childish.

In the lower class, the Kukla,
Fran, and Ollie show seems to pick
up another audience, which feels
that it is "good entertainment,"
"very funny," "silly! you know. . ."
and enjoyable. This group certainly
does not approach it with the aesth-
etic taste of the Upper-Middles, but
does not have any barriers to pro-
jecting themselves into ridiculous
phantasies, nor any axes to grind
for being continually realistic, am-
bitious, and untouched by the fea-
thers of autistic fun. The lower
class audience is not particularly
gratified, either, to know that they
Iike something which the artistic
critic tells them is likeable-but
they like it just the same.

rf

A viewing of the Kate Smith 
Show reveals the following as some 
of the symbolic characterizations of 
Kate Smith's behavior; 

1. She is the Complete Mistress 
of Her World. 

2. She Emphasizes Strongly 
Middle Majority Familial Values. 

3. She Tells the Middle Majority 
Housewife How to Keep Her Man. 

4. She Tells The Middle Major- 
ity Housewife How to Enhance Her 
Status as Homemaker. 

Audience Reactions 
The busy housewife feels she can- 

not usually watch the TV screen for 
a full hour. Neither the exigencies 
of her work nor the dictates of her 
conscience will allow it. She may 
be able to watch off and on without 
getting behind or losing the sense 
of being busily occupied, but even 
that makes her somewhat anxious 
lest she be seduced to immobility 
before the TV set. 

In view of such expressed feel- 
ings of most middle majority house- 
wives concerning daytime TV pro- 
grams—"I don't have time," "They 
aren't interesting enough yet,"— 
their willingness to listen to Kate 
Smith in the first month and a half 
the show was on is rather striking. 
In contrast to night programs, 
which middle majority watchers 
may view almost automatically, a 
daytime program must be regarded 
as really worthwhile to justify the 
housewife taking the time to watch 
it. 

The Kate Smith Show is one 
which she does not feel constrained 
to watch throughout, nor every day, 
as she feels she would "have to 
watch" a televised soap opera. Few 
of the housewives interviewed had 
watched the whole show on any one 
day; most of them had watched only 
parts of the show on two or three 
afternoons out of the week. They 
move back and forth from the kit- 
chen to the TV set in the parlor. 
They sit for awhile watching what- 
ever is on the screen and then leave 
to do some more work. 

The hour of the show is one when 
most daily chores are done, an hour 
when the housewife has time to 
watch for 15 or 20 minutes. Actu- 
ally, she may have time to watch 
the whole program, but to do so is 
to admit to herself that her job is 
not as exacting and important as 
she conceives it. It is a problem of 
the producers of the show to make 

it interesting and "educational" 
enough for housewives to forget 
they should be working (even if 
there is in reality only "busy work" 
to be done.) 

Commercials 
The commercials introduced by 

Kate Smith during the show may be 
expected to have a good chance for 
success because of the good will 
which the Middle Majority feels for 
her. This means that such commer- 
cials will be successful as long as 
they are not irritating to the view- 
ers and are not made completely de- 
pendent on Kate Smith's prestige, 
in which case a reaction against her 
"sincerity" would start. 

The Minute Maid commercial, for 
instance, is handled rather well in 
that Kate Smith gives her blessing 
to the product and to the sales line 
(Minute Maid is vitamin rich, easy 
to prepare, and is cheaper than or- 
anges) and the sales line itself is 
appealing to the practical and diet- 
ary concerns of the housewife. 

One danger inherent in the way 
commercials are presented on the 
show lies in the overloading of a 
given show with commercials so 
that the housewife is quite likely to 
decide that she should get back to 
work. In general, the appearance 
of commercials is a perfect stimulus 
for getting the housewife out of 
her chair and sending her back to 
the kitchen. Unless the commercials 
are spaced well, the housewife will 
watch the non-commercial part of 
the show and then leave as soon as 
the commercials come on, perhaps 
to return later. 

Kukla Fran & Ollie 
The audience of the show is sig- 

nificantly weighted with upper-mid- 
dle class adults; children constitute 
another group which cuts across 
class lines; it is possible that a 
third audience of lower class adults 
is quite large. The meaning of the 
show for the different groups is 
quite different:—this discussion 
deals mainly with the appeals of 
the show to upper-middle class 
adults. Two of the sponsors aim at 
adults—RCA and Ford; Sealtest 
probably capitalizes on the child au- 
dience. Lower-middle class adults 
seem to be significantly disinter- 
ested in Kukla, Fran, and Ollie. 

The popularity of Kukla, Fran, 
and Ollie among many groups which 

reject variety shows and amateur 
hours indicates that there are basic 
symbolic appeals which operate to 
create its fans, appeals which do not 
appear on many other shows. Some 
of the appeals lie in these symbols 
and characteristics: 

1. It is fanciful. 
2. The. World of Kukla, Fran, 

and Ollie is sophisticated. 
3. It is a world without hostility. 
4. The characters are adults, in- 

dependent, but intimate friends. 
5. Ollie is the problem child. 
6. Kukla is the failure in all of 

us. 
7. Fran is an idealized mother 

figure. 

The symbolic analysis, the emo- 
tional appeals of Kukla, Fran, and 
Ollie are closely geared to the values 
and needs of the upper-middle class, 
insuring considerable impact in 
that group. 

The audience is not "compelled" 
in any sense—thus people respond 
to it as "amusing^ "delightful," 
"fun"-—that is, with pleasant but 
not intense feelings. The world of 
action is very small, but the audi- 
ence feels that the wit and conver- 
sational range more than makes up 
for that—it is more accurate to say 
that the viewers like the substitu- 
tion of personableness for dramatic 
experiences. 

In sharp contrast, many middle 
majority adults have relatively little 
use for the show. The mixture of 
phantasy and reality is not their 
dish. The emphasis on subtlety of 
allusion and feeling leaves them un- 
certain as to what is going on; they 
regard the antics of the puppets as 
just childish. 

In the lower class, the Kukla, 
Fran, and Ollie show seems to pick 
up another audience, which feels 
that it is "good entertainment," 
"very funny," "silly! you know. . ." 
and enjoyable. This group certainly 
does not approach it with the aesth- 
etic taste of the Upper-Middles, but 
does not have any barriers to pro- 
jecting themselves into ridiculous 
phantasies, nor any axes to grind 
for being continually realistic, am- 
bitious, and untouched by the fea- 
thers of autistic fun. The lower 
class audience is not particularly 
gratified, either, to know that they 
like something which the artistic 
critic tells them is likeable—but 
they like it just the same. 
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' Commerciols

The use of Kukla, Fran and Ollie
as a veh'icle for commercials is
strongly influenced by its unusually-
composed audience.

Material objects are too imPort-
ant to the Middle MajoritY to be
endeared by such slighting, and a

"ribbing the product" aPProach
needs to be quite broad-sided
humor for them to get the Point
of that.

At the upper-middle class level,
almost the reverse is true. UPPer-
Middles feel it genteel to devaluate
their possessions, and further are
likely to become hostile when ex-
posed to long sales talks. TheY are
likely to bear advertising-per-se
some slight grudge, and their sales
resistance drops when the selling is
done in a discomfited ri'ay.

At all levels, the inforrnality of
the advertising on Kukla, Fran and
Ollie is a strong point. It is perti-
nent here not only that the products
are discussed by the actors, but that
they are handled in a line which
merges with the drama. Fun about
phonographs, Fords, and food serve
to fixate these products with very
positive feelings in the minds of
the viewers, and the Upper-Middle
sales resistance almost disappears.

One flnal point on the current
commercials should be made. re-
garding the uncertainty with which
the RCA phonograph and the Ford
model are handled by the puppets.
Neither of these products gains any-
thing, from being fumbled - a
phonograph because it is conceived
as a "precision" instrument, only
too breakable when stably settled
on a table, the Ford because of its
long tradition as a flivver. Our in-
terviews are not conclusive, but
comments that "We don't have a
phonograph-the kids would tear it
to pieces" and "Oh, yes, they adver-
tise Fords. That station wagon is
cute . . . of course, everyone knows
that Ford is a light car" suggest

. that there may accrue some unde-
sirable learning from the present
commercials. It is the more signifi-
cant because neither of these spon-
sors uses the (probably necessary)
awkwardness to advantage-for 6x-
ample, RCA might well thrpw in a
line about the demonstrated sturdi-
pess of their phonograph. On their
second thoughts, many respondents
"forgive" the puppets by comment-
ing that 'lthose are only models,"

't8

thus underlining their uneasiness
on this score.

More than any other medium,
television is experienced as a pri-
vate thing, and a television program
is likely to be literally gulped dorvn
with a cocktail or cup of coffee bY
its viewers. This intimacy makes
possible a degree of raPPort and
agreement between advertiser and
audience, that has not PreviouslY
been attainable. BUT it carries too

the potential boomerang that in in-
timate circumstances distaste and
revulsion are also heightened. In
radio and magazine, the indifferent
audience simply waits-in televi-
sion, they get up for another errand,
unless both the visual and the audi-
tory senses are pleased. It seems
certain that "irritant advertising"
will not get the results in television
that it gets when confined to a
single bodily sense.

Recent Television Puhlications

Television Prograrnming and Pro-
duction, by Richard Hubbell, Pub-
lished by Rinehart and ComPanY,
254 pages. College text edition,
$3.25, Trade edition, $4.50.

This is the latest, revised and
enlarged edition of the book
which has had an important in-
fluence on the development of
the television art. Many basic
theories and techniques of mod-
ern program production were
formulated for the first time in
the orisinal (1945) edition of
this important book.

Treated in detail are such es-
sentials as: camera techniques,
montage, picture composition,
subjective camera handling'
shooting scripts, video and
sound effects, acoustic perspec-
tive, music, ballet, how a pro-
gram is produced and directed.
A novel feature is the inclusion
of a new, original television play
in complete shooting script form,
ready for use by stations and
student groups.

Since this book provided the
foundation upon which much of
modern television practice has
been built. this new edition
should be of great interest to
professional television people as
well as for students of television
and related arts and sciences.

Movies for TV, by John H. Batti-
son, MacMillan Co., 376 pages,

$4.25.
Here is a comprehensive guide

to techniques of TV broadcast-
ing involving the use of, film,
providing information on' both

technical equipment and Pro-
gram planning.

The material covered in the
book includes characteristics
and operation of all leading film
projectors and cameras, methods
and equipment for sound and
kinescope recording, lighting
and lighting accessories, lenses
and filters, still and'moving ti-
tles, and making fades, dis-
solves, etc.

The book also discusses the
basic characteristics of movies
that make them suitable or un-
suitable for use on TV, gives
practical suggestions for the
use of film clips, discusses the
production of news reels and
commercials, deals with the use
of good artd bad scenery, and
gives speciflc examples of suc-
successful and unsuccessful
commercials.

Your Career in Television, by Wil-
liam I. Kaufman and Robert S.

Colodzin, Merlin Press, Inc., 206
pages, $3.50.

Written in a lively and inter-
esting style, this book examines
the requirements necessary for
a careet in television. Acting,
directing, producing, writing,
stage-managing, studio oper-
ating, scene designing, lighting
and other phases of television
are all discussed in some detail.
The book may prove of consider-
able use to vocational guidance
counselors as well as those in-
terested in developing a career
in television.
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Commercials 

The use of Kukla, Fran and Ollie 
as a vehicle for commercials is 
strongly influenced by its unusually- 
composed audience. 

Material objects are too import- 
ant to the Middle Majority to be 
endeared by such slighting, and a 
"ribbing the product" approach 
needs to be quite broad-sided 
humor for them to get the point 
of that. 

At the upper-middle class level, 
almost the reverse is true. Upper- 
Middles feel it genteel to devaluate 
their possessions, and further are 
likely to become hostile when ex- 
posed to long sales talks. They are 
likely to bear advertising-per-se 
some slight grudge, and their sales 
resistance drops when the selling is 
done in a discomfited way. 

At all levels, the informality of 
the advertising on Kukla, Fran and 
Ollie is a strong point. It is perti- 
nent here not only that the products 
are discussed by the actors, but that 
they are handled in a line which 
merges with the drama. Fun about 
phonographs, Fords, and food serve 
to fixate these products with very 
positive feelings in the minds of 
the viewers, and the Upper-Middle 
sales resistance almost disappears. 

One final point on the current 
commercials should be made, re- 
garding the uncertainty with which 
the EGA phonograph and the Ford 
model are handled by the puppets. 
Neither of these products gains any- 
thing, from being fumbled — a 
phonograph because it is conceived 
as a "precision" instrument, only 
too breakable when stably settled 
on a table, the Ford because of its 
long tradition as a flivver. Our in- 
terviews are not conclusive, but 
comments that "We don't have a 
phonograph—the kids would tear it 
to pieces" and "Oh, yes, they adver- 
tise Fords. That station wagon is 
cute ... of course, everyone knows 
that Ford is a light car" suggest 
that there may accrue some unde- 
sirable learning from the present 
commercials. It is the more signifi- 
cant because neither of these spon- 
sors uses the (probably necessary) 
awkwardness to advantage—for ex- 
ample, EGA might well thrpw in a 
line about the demonstrated sturdi- 
ness of their phonograph. On their 
second thoughts, many respondents 
"forgive" the puppets by comment- 
ing that "those are only models," 

thus underlining their uneasiness 
on this score. 

More than any other medium, 
television is experienced as a pri- 
vate thing, and a television program 
is likely to be literally gulped down 
with a cocktail or cup of coffee by 
its viewers. This intimacy makes 
possible a degree of rapport and 
agreement between advertiser and 
audience, that has not previously 
been attainable. BUT it carries too 

Television Programming and Pro- 
duction, by Eichard Hubbell, pub- 
lished by Einehart and Company, 
254 pages. College text edition, 
$3.25, Trade edition, $4.50. 

This is the latest, revised and 
enlarged edition of the book 
which has had an important in- 
fluence on the development of 
the television art. Many basic 
theories and techniques of mod- 
ern program production were 
formulated for the first time in 
the original (1945) edition of 
this important book. 

Treated in detail are such es- 
sentials as: camera techniques, 
montage, picture composition, 
subjective camera handling, 
shooting scripts, video and 
sound effects, acoustic perspec- 
tive, music, ballet, how a pro- 
gram is produced and directed. 
A novel feature is the inclusion 
of a new, original television play 
in complete shooting script form, 
ready for use by stations and 
student groups. 

Since this book provided the 
foundation upon which much of 
modern television practice has 
been built, this new edition 
should be of great interest to 
professional television people as 
well as for students of television 
and related arts and sciences. 

Movies for TV, by John H. Batti- 
son, MacMillan Co., 376 pages, 
$4.25. 

Here is a comprehensive guide 
to techniques of TV broadcast- 
ing involving the use of film, 
providing information on both 

the potential boomerang that in in- 
timate circumstances distaste and 
revulsion are also heightened. In 
radio and magazine, the indifferent 
audience simply waits—in televi- 
sion, they get up for another errand, 
unless both the visual and the audi- 
tory senses are pleased. It seems 
certain that "irritant advertising" 
will not get the results in television 
that it gets when confined to a 
single bodily sense. 

technical equipment and pro- 
gram planning. 

The material covered in the 
book includes characteristics 
and operation of all leading film 
projectors and cameras, methods 
and equipment for sound and 
kinescope recording, lighting 
and lighting accessories, lenses 
and filters, still and moving ti- 
tles, and making fades, dis- 
solves, etc. 

The book also discusses the 
basic characteristics of movies 
that make them suitable or un- 
suitable for use on TV, gives 
practical suggestions for the 
use of film clips, discusses the 
production of news reels and 
commercials, deals with the use 
of good arid bad scenery, and 
gives specific examples of suc- 
successful and unsuccessful 
commercials. 

Your Career in Television, by Wil- 
liam I. Kaufman and Eobert S. 
Colodzin, Merlin Press, Inc., 206 
pages, $3.50. 

Written in a lively and inter- 
esting style, this book examines 
the requirements necessary for 
a career in television. Acting, 
directing, producing, writing, 
stage-managing, studio oper- 
ating, scene designing, lighting 
and other phases of television 
are all discussed in some detail. 
The book may prove of consider- 
able use to vocational guidance 
counselors as well as those in- 
terested in developing a career 
in television. 

Recent Television Publications 
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Comrnercial of the Month

rf\HE goal of the television film
I producer is to give the manufac-

turer's product the same look that
the shopper sees at the point of
sale. And this can only be accom-
plished by extensive pre-testing of
the product for its telegenic quali-
ties.

A case in point is the way Gray-
O'Reilly handled the Revere-Ware
commercial. . Before it went into
production at all, it worked on the
lighting and filter problems. It
studied Revere Ware's advertising
as seen in the magazines and news-
papers and worked to capture this
feeling on the motion picture nega-
tive.

After this had been done, Gray-
O'Reilly had a fair idea of the prob-
i:ms inherent in transfering Revere

"Ah! Kitchen mogic."

Ware to film. It also knew how to
solve them.

For example, the picture of the
girl holding the Revere Ware skillet
meant setting up over 100 square
feet of white paper so that the nec-
essary overall stainless steel and
copper bottom effect could be ob-
tained. When this paper was set in
place to avoid the ugly and massive
blacks that destroy the satin finish,
Gray-O'Reilly's sound problems in-
creased. The mike directed by the
sound engineer had to be placed at
different angles to avoid the bounce
created by the "tenting process."

At the same time, Gray-O'Reilly
had to cut holes in the paper in
various places and lights were poked
through to give the picture neces-
sary highlights and third dimen-

sional effects. No matter how diffi-
cult the problem may be, good light-
ing is a prime requisite.

Revere Ware posed other photo-
graphic problems. In another in-
stance, for example, it was neces-
sary to somewhat reverse the "tent-
ing process." Certain blacks had to
be carefully allowed to enter into
the picture in order to give the
product roundness and depth.

The important point to remember
is that the most visually appealing
product rn'hether it be a salad, ice
cream, beer, kitchen utensils, etc.,
may not appear so on film. It must
be tested as caref'rlly as any star
in a major motion picture because
in a television film commercial the
advertiser's oroduct is the star.

ls Your Pan Telegenic?

"Or, it ccn be used os
o cosserole so sporkling
ond ottroctive thot you
con serYe from it right
ot the toble."

"And it's just the thing
for storing foods sofely
in the refrigerotor."

"When hung on this
Revere Rqck they give
your kitchen new sporkle
ond life. Join the hoppy
millions of women who
hove brightened their
kitchens, lightened their
chores with Revere Wore."

"This trode mork in the
copper bottom identifies
genuine Revere Wore.
Insist on it."

"You think thot's mogic.
Just see vhot this Revere
Wore Double Boiler with
six lives con do."

The Revere Wore Spot

"First, you see it os c
double boiler. Now you
see it os o mixing bowl."

"How's thot for kitchen
mogic! The double boiler
is only one of o com-
plete line of 23 Revere
Copper-Clod Stoinless
Steel Cooking Utensils."

"Now you see it used os
on ice bowl."

"Now it's o souce pot,"
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Is Your Pan Telegenic? mm 
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THE goal of the television film 
producer is to give the manufac- 

turer's product the same look that 
the shopper sees at the point of 
sale. And this can only be accom- 
plished by extensive pre-testing of 
the product for its telegenic quali- 
ties. 

A case in point is the way Gray- 
O'Reilly handled the Revere-Ware 
commercial. Before it went into 
production at all, it worked on the 
lighting and filter problems. It 
studied Revere Ware's advertising 
as seen in the magazines and news- 
papers and worked to capture this 
feeling on the motion picture nega- 
tive. 

After this had been done, Gray- 
O'Reilly had a fair idea of the prob- 
l„ms inherent in transfering Revere 

Ware to film. It also knew how to 
solve them. 

For example, the picture of the 
girl holding the Revere Ware skillet 
meant setting up over 100 square 
feet of white paper so that the nec- 
essary overall stainless steel and 
copper bottom effect could be ob- 
tained. When this paper was set in 
place to avoid the ugly and massive 
blacks that destroy the satin finish, 
Gray-O'Reilly's sound problems in- 
creased. The mike directed by the 
sound engineer had to be placed at 
different angles to avoid the bounce 
created by the "tenting process." 

At the same time, Gray-O'Reilly 
had to cut holes in the paper in 
various places and lights were poked 
through to give the picture neces- 
sary highlights and third dimen- 

sional effects. No matter how diffi- 
cult the problem may be, good light- 
ing is a prime requisite. 

Revere Ware posed other photo- 
graphic problems. In another in- 
stance, for example, it was neces- 
sary to somewhat reverse the "tent- 
ing process." Certain blacks had to 
be carefully allowed to enter into 
the picture in order to give the 
product roundness and depth. 

The important point to remember 
is that the most visually appealing 
product whether it be a salad, ice 
cream, beer, kitchen utensils, etc., 
may not appear so on film. It must 
be tested as carefully as any star 
in a major motion picture because 
in a television film commercial the 
advertiser's product is the star. 

The Revere Ware Spot 
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Ah! Kitchen magic." "You think that's magic. "First, ynu -ee it as a "Now you see it used as 
just see what this Revere double boiler Now you an ice bowl." 
Ware Double Boiler with see it as a mixing bowl." 
six lives can do." 

Now It's a sauce pot." 

lyM 1 | 
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"Or, it can be use as "And it's just the thing "How's that for kitchen "When . ng on this "This trade mark in the 
a casserole so sparkling for storing foods safely magic' The double boiler Revere Rack they give copper bottom identifies 
and attractive that you in the refrigerator." is only one of a com- your kitchen new sparkle genuine Revere Ware, 
can serve from it right plete line of 23 Revere and life. Join the happy Insist on it." 
at the table." Copper-Clad Stainless millions of women who 

Steel Cooking Utensils." have brightened their 
kitchens, lightened their 
chores with Revere Ware." 
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Port I
by Milton E. Schwafiz

| 0 cost factors
aln TV film production

The author has acted, as the tele-
aisi,on director of an adoerti.sing
d,gencA. He has written and d,i,-

rected scores of fi,lm commercials
lor seueral moti,on picture prod,u,c-
ers as weIL as yrodtuced comtnercials
ind,e'pendently. He has euperiment-
ed, in pioneering low cost fiIm pro-
d,uction methods. In additi.on to his
fiIm actin;ities he has acted as pro-
ducti,on superui,sor of liae programs.
He i,s compl,etely ind,ependent of anE
film production company and is tele-
oi,sion aduisor to seueral adaerti,s-
ing agenci,es.

Tf-fHAT are the actual costs in-
W volved in producing a film for

television ? What are the factors
which determine costs, and are
there any specific techniques which
can redtice the cost factors?

The answers to these questions
vitally affect three groups within
the television industry. The first
of these is the advertising agencies
who are subject to a bewildering
variance in the bid prices submitted
by different producers for the very
same script. Group two consists of
the motion picture producers. Re-
putable concerns have suffered
greatly from the malpractices of
some members of the industry. Ad-
vertising agencies, once stung by
these unscrupulous concerns, are
reticient about further dealings
with the fllm industry. The final
group is made up of the television
writers. Their greatest problem is
not the creation of decent scrints
for television, but the creation of
effective scripts that can be pro-
duced with limited funds.

Film can still be the safest, most
effective and most economical
method of presenling a message.
An agency's understanding of the
problems which the honest producer
must face will not only encourage
that agency's use of film, but will
ease considerably the misunder-
standings which might arise be-
tween both parties.

2A

There are ten major factors af-
fecting the production of films for
TV use. They are:

l. Scripts qnd Directors

Writing on "spec" rarely pays off.
Amateur scripts usually lose con-
tracts and make the producer Iook
shoddy as well. Proper script costs
should be 10/6 of the production
costs. Staff writers of some organ-
izations receive salaries of $125 and
up per week. However, such pay-
ment,'in the absence of union scales,
is often out of the question for the
writer. $25 per script is not an un-
common remuneration for the
script writer. Sometimes the writer
is the director and this is included
in his fee price. A director's fee
varies from 5/6 to 20% of the cost
of production depending on whether
or not he has made client contact
and rendered other services. Some
directors have a base pay of $125
per week.

The present tendency is for the
agency to supply the script to the
motion picture producer for the fol-
lowing reasons: It has been found
that only those writers who are
fully acquainted with agency policy,
copy, confi dential production budget
considerations, and the clients
whims and psychology, can turn out
acceptable scripts in a normal
amount of time. When the film
producer sends a writer to the
agency, research consumes valuable
time-all of which the agency must
consider as a part of the producer's
production cost estimate.

Agencies which hire television
writers with film production expe-
rience have found their commer-
cials more effective and cheaper in
the long run. Efforts to convert ra-
dio writers to television have proven
very costly to many agencies. Be-
cause a few agencies "borrow"
script ideas submitted by fllm Pro-
ducers, a charge of $25 to $350 may
be made for the submission of orig-

inal scripts by the Producer. This
cost is absorbed should the Pro-
ducer obtain the contract'

Finished story boards contain lit-
tle pictures which adjourn the
script and cost a minimum of $.50
per picture. A minimum of eight
pictures and not more than twice
that number are needed to visuallY
give the reader an idea of how the
sequence will appear on film. Finer
story boards costing $1.00 per pic-
ture not only help the client get a
pictorial idea of the plot, but later
serve as a guide to the director,
cameraman and propman in the
actual filming. Photostatic copies
of story boards can run about $.75
to $1.00 per page. Some concerns
have staff story board artists,
whose salaries may start as low as

$40 per week.

2. The Solesman

Film commercial or live package
salesmen generally receive l0% of
production costs from which ex-
penses may or may not be deducted.
Industrial film salesmen may re-
ceive 15/6 of production costs. Some
very large organizations pay their
salesmen a base pay of, say, $150
per week and give a small initiative
percentage as well. Others pay
salesmen only $10 expenses a week
and give a higher commission.
Some salesmen have stock in the
parent company and work on a
profit-salarly percentage deal. The
function of a salesma&;.is an im-
portant one. Every saiesman is a
walking advertisement of the com-
pany, and it is surprising to see
how much free advertisinE some
companies receive.

3. Actors

Every silent actor written into
the script adds $22.15 to the cost of
production. Every actor with lines
adds a minimum cost of $55 to the
script. Crowds cost $15.50 Fter
member. The actor receives this
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cost factors in 7 \ Htm production 

The author has acted as the tele- 
vision director of an advertising 
agency. He has written and di- 
rected scores of film commercials 
for several motion picture produc- 
ers as well as produced commercials 
independently. He has experiment- 
ed in pioneering low cost film pro- 
duction methods. In addition to his 
film activities he has acted as pro- 
duction supervisor of live programs. 
He is completely independent of any 
film production company and is tele- 
vision advisor to several advertis- 
ing agencies. 

WHAT are the actual costs in- 
volved in producing a film for 

television? What are the factors 
which determine costs, and are 
there any specific techniques which 
can reduce the cost factors? 

The answers to these questions 
vitally affect three groups within 
the television industry. The first 
of these is the advertising agencies 
who are subject to a bewildering 
variance in the bid prices submitted 
by different producers for the very 
same script. Group two consists of 
the motion picture producers. Re- 
putable concerns have suffered 
greatly from the malpractices of 
some members of the industry. Ad- 
vertising agencies, once stung by 
these unscrupulous concerns, are 
reticient about further dealings 
with the film industry. The final 
group is made up of the television 
writers. Their greatest problem is 
not the creation of decent scripts 
for television, but the creation of 
effective scripts that can be pro- 
duced with limited funds. 

Film can still be the safest, most 
effective and most economical 
method of presenting a message. 
An agency's understanding of the 
problems which the honest producer 
must face will not only encourage 
that agency's use of film, but will 
ease considerably the misunder- 
standings which might arise be- 
tween both parties. 

There are ten major factors af- 
fecting the production of films for 
TV use. They are: 

1. Scripts and Directors 

Writing on "spec" rarely pays off. 
Amateur scripts usually lose con- 
tracts and make the producer look 
shoddy as well. Proper script costs 
should be 10% of the production 
costs. Staff writers of some organ- 
izations receive salaries ot $125 and 
up per week. However, such pay- 
ment,'in the absence of union scales, 
is often out of the question for the 
writer. $25 per script is not an un- 
common remuneration for the 
script writer. Sometimes the writer 
is the director and this is included 
in his fee price. A director's fee 
varies from 5% to 20% of the cost 
of production depending on whether 
or not he has made client contact 
and rendered other services. Some 
directors have a base pay of $125 
per week. 

The present tendency is for the 
agency to supply the script to the 
motion picture producer for the fol- 
lowing reasons: It has been found 
that only those writers who are 
fully acquainted with agency policy, 
copy, confidential production budget 
considerations, and the clients 
whims and psychology, can turn out 
acceptable scripts in a normal 
amount of time. When the film 
producer sends a writer to the 
agency, research consumes valuable 
time—all of which the agency must 
consider as a part of the producer's 
production cost estimate. 

Agencies which hire television 
writers with film production expe- 
rience have found their commer- 
cials more effective and cheaper in 
the long run. Efforts to convert ra- 
dio writers to television have proven 
very costly to many agencies. Be- 
cause a few agencies "borrow" 
script ideas submitted by film pro- 
ducers, a charge of $25 to $350 may 
be made for the submission of orig- 

inal scripts by the producer. This 
cost is absorbed should the pro- 
ducer obtain the contract. 

Finished story boards contain lit- 
tle pictures which adjourn the 
script and cost a minimum of $.50 
per picture. A minimum of eight 
pictures and not more than twice 
that number are needed to visually 
give the reader an idea of how the 
sequence will appear on film. Finer 
story boards costing $1.00 per pic- 
ture not only help the client get a 
pictorial idea of the plot, but later 
serve as a guide to the director, 
cameraman and propman in the 
actual filming. Photostatic copies 
of story boards can run about $.75 
to $1.00 per page. Some concerns 
have staff story board artists, 
whose salaries may start as low as 
$40 per week. 

2. The Salesman 
Film commercial or live package 

salesmen generally receive 10% of 
production costs from which ex- 
penses may or may not be deducted. 
Industrial film salesmen may re- 
ceive 15% of production costs. Some 
very large organizations pay their 
salesmen a base pay of, say, $150 
per week and give a small initiative 
percentage as well. Others pay 
salesmen only $10 expenses a week 
and give a higher commission. 
Some salesmen have stock in the 
parent company and work on a 
profit-salary percentage deal. The 
function of a salesman, is an im- 
portant one. Every salesman is a 
walking advertisement of the com- 
pany, and it is surprising to see 
how much free advertising some 
companies receive. 

3. Actors 
Every silent actor written into 

the script adds $22.15 to the cost of 
production. Every actor with lines 
adds a minimum cost of $55 to the 
script. Crowds cost $15.50 per 
member. The actor receives this 
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payment whether he works for 15
minutes or eight hours of the day,
although for work above eight hours
per day, he receives standard SAG
rates which are time and one-half
for the next two hours and double
time thereafter. Silent actors who
are featured in the script and who
are an integral and repeated part of
the story receive the same rates as
actors with lines.

All rates are minimum-with
even the best actors rarely receiv-
ing more. Sometimes model rates
are paid the performers. These
model rates lun from $10 to $40 an
horir. However, if the model is
needed for just a short scene, this
might be cheaper than paying the
daily SAG rate. Models receive half
their hourly pay if they must go
out and be fitted for costume. Re-
hearsal time is included in all these
rates.

Up to the present time it has not
been uncommon for actors and pro-
ducers to co-ciperatively ignore these
low minimum rates. Performers
have accepted as low as $5 per job
just because they needed the work
desperately. Film producers, forced
to accept low payment from low
budget agencies, have found them-
selves losing money on the film be-
cause of unforeseen emergencies or
the necessary reshooting of scenes.
The actors have usually suffered as
a result. The problem is one which
cannot be remedied solely by closer
union supervision-it can be reme-
died only by more careful agency
appropriations and more careful
bids from the film producer.

For featurettes and a series of
commercials which may require
production schedules well over a
week's duration, actors are per-
mitted to work with a 9175 weekly
minimum salary. Hiring an actor
on such a basis would not only give
steadier employment to the actor,
but would enable some savings on
the part of the producer. At the
present time, film salaries for actors
are less than they would receive for
eqtiivalent work on a live commer-
cial or program.

4. Music

Up to now, Petrillo's require-
ments for the use of musicians on
television films or commercials have
been prohibitive; nor has ASCAP
come to terms with the film produc-
ers for the rights to music not in
the public domain. However
"cleared" records and recordings
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are available for background music
at costs of $25 to $35 and up per
recorded selection. Original music
or jingles may be used provided
that they are not accompanied by a
musical instrument. "Human in-
struments" are permitted. One per-
former makes a very good living
imitating two base fiddles; another
a saxaphone. Jingles set to public
domain music (music which has
been copyrighted more than 56
years. ago) cost less than original
jingles for which a composer must
be paid. 9300 is a fafu charge for
the creation and recording of a
jingle. As much as 91,000 per jin-
gle is asked by a firm noted for its
outstanding work. The value of a
good jingle to a company may prove
to be incalculable.

5. Titles
Titles can be obtained for as low

as $3 each. Titles printed on glass
cost $15 each. Titles on glass are
used when we wish to superimpose
a name price or a slogan over an-
other scene. Ornate artwork on
glass can cost $25. Good art houses
produce lettering that will compen-
sate for television distortions.
Slides can be made for as low as g1
each. For $2.50 many concerns will
reduce a photograph to size and
make a slide of it. 35mm film strips
are available for $10 and up per
frame.

NEXT MONTH Mr. Schwartz
will, conclud,e this article with a d,is-
anssion of cost factors relating to:
Studi.o, Equipment and Crew; FiIm,
Deaeloping and, Ed,i,ti,ng; Specinl
Effects; Sound, ftecordi.ng; and
Profits.

San Francisco .-- 115,000
Neu' Haven 110,000
Columbus 104,000
Dayton 98,000
Providence 95,600
Indianapolis 84,000
Syracuse 80,900
Kansas City .-.--- .---- 73,600
Lancaster 68,500
Atlanta 66,700
Grand Rapids 65,400
San Diego 62,000
Louisville 60,300
Memphis 60,200
Toledo 57,000
Rochester 56.200 Total -.-------- -.-.---. --,9.169.300

-NBC estimates.

50,100
49,700
48,900
48,200
47,400
46,600
45,000
42,000
41,100
40,000
38,700
36,200
36,000
35,000
32,200
31,500
30,500
30,000
28,700
28,000
27,900
27,500
27,500
26,100
24,500
21,000
21,000
12,600
11,000

5,400

RECEIVER DISTRIBUTION . . .
November 1, 1950

New York .--"-1,825,000
Los Angeles --- 735,000
Chicago .-. 710,000
Philadelphia 695,000
Boston 580,000
Detroit 356,000
Cleveland ------- 349,000
Baltimore ---.--- 240,000
St. Louis ----... 207,000
Cincinnati 196.000
Washington 189,000
Pittsburgh - 180,000
Milwaukee ----- 177,000
Minn.-St. Paul ---------.-----.---- 163,000
Buffalo 149,000
Schenectady 116,000

Seattle
Houston
Wilmin

Richmo
Dallas
Johnsto
Omaha
New O
Miami
Norfolk
Charlot
Foft W
Erie
San An
Salt Lake
Greensbo
Lansing
Birmingha
Davenport-
Utica
Huntington
Kalamazoo
Binghamton
Ames
Jacksonville
Phoenix -"-.-

Nashville .--

Bloomington
Albuquerque

Oklahoma City 54,600
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payment whether he works for 15 
minutes or eight hours of the day, 
although for work above eight hours 
per day, he receives standard SAG 
rates which are time and one-half 
for the next two hours and double 
time thereafter. Silent actors who 
are featured in the script and who 
are an integral and repeated part of 
the story receive the same rates as 
actors with lines. 

All rates are minimum—with 
even the best actors rarely receiv- 
ing more. Sometimes model rates 
are paid the performers. These 
model rates run from $10 to $40 an 
hour. However, if the model is 
needed for just a short scene, this 
might be cheaper than paying the 
daily SAG rate. Models receive half 
their hourly pay if they must go 
out and be fitted for costume. Re- 
hearsal time is included in all these 
rates. 

Up to the present time it has not 
been uncommon for actors and pro- 
ducers to co-operatively ignore these 
low minimum rates. Performers 
have accepted as low as $5 per job 
just because they needed the work 
desperately. Film producers, forced 
to accept low payment from low 
budget agencies, have found them- 
selves losing money on the film be- 
cause of unforeseen emergencies or 
the necessary reshooting of scenes. 
The actors have usually suffered as 
a result. The problem is one which 
cannot be remedied solely by closer 
union supervision—it can be reme- 
died only by more careful agency 
appropriations and more careful 
bids from the film producer. 

For featurettes and a series of 
commercials which may require 
production schedules well over a 
week's duration, actors are per- 
mitted to work with a $175 weekly 
minimum salary. Hiring an actor 
on such a basis would not only give 
steadier employment to the actor, 
but would enable some savings on 
the part of the producer. At the 
present time, film salaries for actors 
are less than they would receive for 
equivalent work on a live commer- 
cial or program. 

4. Music 
Up to now, Petnllo's require- 

ments for the use of musicians on 
television films or commercials have 
been prohibitive; nor has ASCAP 
come to terms with the film produc- 
ers for the rights to music not in 
the public domain. However 
"cleared" records and recordings 

are available for background music 
at costs of $25 to $35 and up per 
recorded selection. Original music 
or jingles may be used provided 
that they are not accompanied by a 
musical instrument. "Human in- 
struments" are permitted. One per- 
former makes a very good living 
imitating two base fiddles; another 
a saxaphone. Jingles set to public 
domain music (music which has 
been copyrighted more than 56 
years, ago) cost less than original 
jingles for which a composer must 
be paid. $300 is a fair charge for 
the creation and recording of a 
jingle. As much as $1,000 per jin- 
gle is asked by a firm noted for its 
outstanding work. The value of a 
good jingle to a company may prove 
to be incalculable. 

5. Titles 
Titles can be obtained for as low 

New York  1,825,000 
Los Angeles   735,000 
Chicago    710,000 
Philadelphia     695,000 
Boston   580,000 
Detroit   356,000 
Cleveland    349,000 
Baltimore   240,000 
St. Louis   207,000 
Cincinnati    196,000 
Washington   189,000 
Pittsburgh    180,000 
Milwaukee     177,000 
Minn.-St. Paul  163,000 
Buffalo     149,000 
Schenectady    116,000 
San Francisco   115,000 
New Haven   110,000 
Columbus     104,000 
Dayton     98,000 
Providence    95,600 
Indianapolis   84,000 
Syracuse      80,900 
Kansas City  73,600 
Lancaster     68,500 
Atlanta   66,700 
Grand Rapids   65,400 
San Diego  62,000 
Louisville    60,300 
Memphis   60,200 
Toledo     57,000 
Rochester     56,200 
Oklahoma City   54,600 

as $3 each. Titles printed on glass 
cost $15 each. Titles on glass are 
used when we wish to superimpose 
a name price or a slogan over an- 
other scene. Ornate artwork on 
glass can cost $25. Good art houses 
produce lettering that will compen- 
sate for television distortions. 
Slides can be made for as low as $1 
each. For $2.50 many concerns will 
reduce a photograph to size and 
make a slide of it. 35mm film strips 
are available for $10 and up per 
frame. 

NEXT MONTH Mr. Schwartz 
will conclude this article, with a dis- 
cussion of cost factors relating to: 
Studio, Equipment and Crew; Film, 
Developing and Editing; Special 
Effects; Sound Recording; and 
Profits. 

Seattle   50,100 
Houston   49,700 
Wilmington   48,900 
Tulsa  48,200 
Richmond   47,400 
Dallas   46,600 
Johnston   45,000 
Omaha      42,000 
New Orleans   41,100 
Miami     40,000 
Norfolk   38,700 
Charlotte     36,200 
Fort Worth     36,000 
Erie     35,000 
San Antonio —  32,200 
Salt Lake City   31,500 
Greensboro    30,500 
Lansing   30,000 
Birmingham   28,700 
Davenport-Rock Island .. .. 28,000 
Utica      27,900 
Huntington   27,500 
Kalamazoo   27,500 
Binghamton     26,100 
Ames 24,500 
Jacksonville   21,000 
Phoenix    21,000 
Nashville   12,600 
Bloomington   11,000 
Albuquerque   5,400 

Total  9,169,300 
—NBC estimates. 

RECEIVER DISTRIBUTION ... 
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-Programs Availahle to Sponsors-
lnlormotion concerning these programs, now being mode ovoiloble to sponsors by the

respective stdtions, is published os o seryrce to stdtions, ogencies ond odvertisers. Stotions
desiring listings should mail the required inlormotion to TELEYISER hy the twentieth ol each

month, previous to tfie month ol publicotion.

WAGA-TV, Atlanta
Show: "Memo for Milady"
Description: Homemakers show
featuring Shirley Krayble. Miss
Krayble demonstrates new ideas
in home decoration, sketching,
sewing, cooking and associated
home pursuits. Foimat also in-
cludes interviews with outstand-
ing Atlanta visitors, artists.
DaAs: Monday, Wednesday, Fri-
day
Time: 3:30 to 4:00 p.m.
Time & Program Cost: On request

WBKB, Chicago
Show: "INS Telenews"
Descri,Tttion: A complete Interna-
tional News Service-Telenews
newsreel with sound, with Ulmer
Ttirner. The commentator opens
the show on Camera in Studio
"C" with a hilite resume of news
to be shown. The commentator
then leads into the commercial
which can be done live or on film.
From the commercial directly into
INS news reel for eight minutes
of national and international news
events, together with locally inte-
grated late wire flashes. Second
commercial and back to commen-
tator on camera for more local
news and short closing commer-
cial.
Dags: Monday through Friday
Time: L2:00 noon to 12:15 p.m.;
12:00 midnight to L2:15 a.m.
Total Cost: 91878 (Commission-
able)

WCPO-TV, Cincinnati
Show: "Coco the Clown"
Description: A show for children,
played by Ed Weston, program di-
rector and chief newscaster for
WCPO-TV in Cincinnati. Coco
stresses the important precepts of
religion, cleanliness, politeness

22

and educatior:.. He teaches his
young audience to tell time, the
days of the week, the months of
the year, and to count. He stresses
important dates in history. Al-
though he points out no particular
religion, he recommends his young
listeners follow the Golden Rule.
Days 1 Monday through Saturday
Ti.me: 7:00 to 8:00 a.m.

Time Cost: $250 per hour, $37.50
per spot.
Program Cosl: Talent: 9100 per
week, $5 per spot. (Commission-
able )

WBNS-TV, Colurnbus
Show: "Crazy Quilt"
Description: Johnny Winters
serves as master of ceremonies for:
both sections of the "Ctazy Quilt,"
an afternoon variety feature.
Mary Teichert is Winters' youth-
ful assistant, and Edna S. Saum
creates a nostalgic mood through
her piano-organ interludes. "Crazy
Quilt" is everything the name im-
plies, with contests, fashion tips,
news highlights, and a bit of Win-
ters philosophy, all backed by
music of today and yesteryear.
Days: Monday through Friday
Time: 3:00 to 3:30 p.m.; 4:30 to
4;45 p.m.

Time & Progrom Cost: On request

WLW-C, Columbus
Show: "Your Shopping Guide"
Descriptionz A lively one-half
hour of exciting shopping news
for the ladies, featuring Jeanne
Shea, director of Women's activi-
ties at WLW-C.
Days: Monday through Friday
Time: I:00 to 1:30 p.m.

Time Cost: $20 per participation.
$75 per r/+ hour segments.

WFAA-TV, Dallas
Show: "Teen Canteen"

Description: Teen-Age talent
show with emcee.

Dny: Thursday

Time; 7:00 to 7:30 p.m.

Time Cost: $180 (Subject to fre-
quency discount)

Program Cost: $100 (Commis-
sionable)

WICU-TY, Erie
Show: "Hy-Lights"
Descri,ption: Happenings in and
around Erie by Hy Yople, Society
Editor, Erie Dispatch. She is ex-
tremely popular and has a large
audience. Outstanding guests
(Margaret Truman, Melvyn Doug-
las, etc.) and also local guests with
human interest appeal.

Doy: Tuesday

Ti.mez 5:00'to 5:30 p.m.

Ti.me Cost: $210

Program Cost: $10

WBAP-TV, Fort Worth
Show: "Time for Terry"
Descri,ption.: T err y telephones
viewers (who have sent him a card
for his flle) and asks that they
identify pictures, musical num-
bers, styles in dress, authors of
songs, and other items. Prizes to
the winners. Terry is assisted by
Songsters Ted Norman and Betty
Brockwell and Organist William
Barclay.

Da,y: Tuesday

Time: 9:30 to 10:00 p.m.

Time Cost: $L80
Program Cost: $90 (Commission-
able)

TELEVISER

-Programs AvaiBable to Sponsors- 

Information concerning these programs, now being made available to sponsors by the 
respective stations, is published as a service to stations, agencies and advertisers. Stations 
desiring listings should mail the required information to TELEVISER by the twentieth of each 
month, previous to the month of publication. 

W \GA-T\, Atlanta 
Shotu: "Memo for Milady" 
Description: Homemakers show 
featuring Shirley Krayble. Miss 
Krayble demonstrates new ideas 
in home decoration, sketching, 
sewing, cooking and associated 
home pursuits. Format also in- 
cludes interviews with outstand- 
ing Atlanta visitors, artists. 
Days: Monday, Wednesday, Fri- 
day 
Time: 3:30 to 4:00 p.m. 
Time & Program Cost: On request 

WBKB. Chicago 
Show: "INS Telenews" 
Description: A complete Interna- 
tional News Service—Telenews 
newsreel with sound, with Ulmer 
Turner. The commentator opens 
the show on Camera in Studio 
"C" with a hi-lite resume of news 
to be shown. The commentator 
then leads into the commercial 
which can be done live or on film. 
From the commercial directly into 
INS news reel for eight minutes 
of national and international news 
events, together with locally inte- 
grated late wire flashes. Second 
commercial and back to commen- 
tator on camera for more local 
news and short closing commer- 
cial. 
Days: Monday through Friday 
Time: 12:00 noon to 12:15 p.m.; 
12:00 midnight to 12:15 a.m. 
Total Cost: $1878 (Commission- 
able) 

WCPO-TV, Cincinnati 
Shoto: "Coco the Clown" 
Description: A show for children, 
played by Ed Weston, program di- 
rector and chief newscaster for 
WCPO-TV in Cincinnati. Coco 
stresses the important precepts of 
religion, cleanliness, politeness 

and education. He teaches his 
young audience to tell time, the 
days of the week, the months of 
the year, and to count. He stresses 
important dates in history. Al- 
though he points out no particular 
religion, he recommends his young 
listeners follow the Golden Rule. 
Days: Monday through Saturday 
Time: 7:00 to 8:00 a.m. 
Time Cost: $250 per hour, $37.50 
per spot. 
Program Cost: Talent: $100 per 
week, $5 per spot. (Commission- 
able) 

WBNS-TV, Columbus 
Show: "Crazy Quilt" 
Description: Johnny Winters 
serves as master of ceremonies for 
both sections of the "Crazy Quilt," 
an afternoon variety feature. 
Mary Teichert is Winters' youth- 
ful assistant, and Edna S. Saum 
creates a nostalgic mood through 
her piano-organ interludes. "Crazy 
Quilt" is everything the name im- 
plies, with contests, fashion tips, 
news highlights, and a bit of Win- 
ters philosophy, all backed by 
music of today and yesteryear. 
Days: Monday through Friday 
Time: 3:00 to 3:30 p.m.; 4:30 to 
4 :45 p.m. 
Time & Program Cost: On request 

\\ LW-C, Columbus 
Show: "Your Shopping Guide" 
Description: A lively one-half 
hour of exciting shopping news 
for the ladies, featuring Jeanne 
Shea, director of Women's activi- 
ties at WLW-C. 
Days: Monday through Friday 
Time: 1:00 to 1:30 p.m. 
Time Cost: $20 per participation. 
$75 per Vt hour segments. 

WF 4A-TV, Dallas 

Show: "Teen Canteen" 

Description: Teen-Age talent 
show with emcee. 
Day: Thursday 

Time: 7:00 to 7:30 p.m. 

Time Cost: $180 (Subject to fre- 
quency discount) 

Program Cost: $100 (Commis- 
sionable) 

WICU-TV, Erie 

Show: "Hy-Lights" 

Description: Happenings in and 
around Erie by Hy Yople, Society 
Editor, Erie Dispatch. She is ex- 
tremely popular and has a large 
audience. Outstanding guests 
(Margaret Truman, Melvyn Doug- 
las, etc.) and also local guests with 
human interest appeal. 

Day: Tuesday 

Time: 5:00 to 5:30 p.m. 

Time Cost: $210 
Program Cost: $10 

WBAP-TV, Fort ^ or lb 

Show: "Time for Terry" 
Description: Terry telephones 
viewers (who have sent him a card 
for his file) and asks that they 
identify pictures, musical num- 
bers, styles in dress, authors of 
songs, and other items. Prizes to 
the winners. Terry is assisted by 
Songsters Ted Norman and Betty 
Brockwell and Organist William 
Barclay. 
Day: Tuesday 

Time: 9:30 to 10:00 p.m. 

Time Cost: $180 

Program Cost: $90 (Commission- 
able) 
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_ (Continued from page l0)
they were both sitting in the same
parlor. With a deft sentence or two,
they pave the way for the commer-
cial.

By using the same demonstrators
or pitchmen again and again, the
audience gains a friendly familiar_
ity with them, and they refer to
these "announcers" by their first
names.

At the plesent time, we are su_
pervising the production of as much
as 139 hours of television program_
ming a week for our clients. That
is more time than companies like
Camel Cigarettes or Colgate palm_
olive Peet may use in the course of
an entire year. That is more time
per tveek that any one television
station is on the air!

The history of all advertising, by
and large, is the history of the mail
order pionee::. He must develop new
methods when old methods wear
thin. When he finds the formula, he
hits it with everything he has. Fi_
nally, the general advertiser follows
suit. When the non-mail order ad_
vertiser was showing, in publication
advertising, a pretty illustration.
and a fancy slogan the maii
order advertiser was in the back
pages of the same magazine with a
hard-hitting ad that had a strong,
selective headline and copy that was
informative, packed with the pro_
duct details. It took years for the
general advertiser to catch up. In
television again, the mail brder
t-echnique is proving that the proper
denzonstration technique is the best
way to get impact-and results !

Be Tele.Wiser

Read Televiser

Subscribe Now!

$5.00 per yeor

Televieer

l7B0 Bwayo New York 19

FtI_"Y.S-hrye long been the poor relation in TV programming . . . in spiteI oI the fact that. in .some cases they represent up to g4gi, of staiionprogram material ! Ancient relics of Hollywood glory . . . u.ruu.r, produc-tions from other countries... cast-offs fiom the-ho;";""i; market. . .these have, until lately, formed the bulk of the film fare seen on our TV
screens.

Gradually, however, we have seen a change effected, and today theproduction of fllms made especially for TV is in a *tug" oi'roorrring eipan-sion, with such stalwarts as Bing irosby, Jerry Fairia"r.* u"J Hal RoachJr. leading the field.

!t film techniques have improved swif,y, with the stress now on acombination of quality and economy. compleie harf hour ;h;;. are beingfilmed in as Iittle as one day's time. To etrect this, Jerry Fai"runrrs uses amultiple camera system, with three units operating simultaneously, inmuch the same rray as T\r cameras on a live telecast. trre finat productionis made up of the best scenes edited from each camera version. while
I3:j,"^f_rl:lfilm, this method offers tremendous savings in time and pro_ouctlon costs.

cameras have recently been developed with electronic viewers that
fransyi-t -the Iens pick-up to a monito* sc"ee.r, enabling the flrm directorto. pick his shots as the video director does, with considerable film econ-omy as a result.

. Latest development is _cinemascope photography. After a completeshow is rehearsed as thou_gh for live presentation,^the actual performance
takes place in front of rv cameras instead of firm units. ract set-up ismade separately, as in a standard film production, with inJividuar light-ing arrangements and.camera pracemeni-but an i.o"o."of" i. used, nota movie camera. The image is carried over a crosed circuii to a receivertube, from which it is filmed in standard kinescope style. 

-- - --

And the new video recorder announced by Generar precision Labora-torv should do much to imp-rove the picture quality ano.aJivlie cinema-scope method. This .recorder provides an electroni" .orrt"oi"*hich turnsthe cathode tube of the receivei off and on in perfect ,yr.t *iir, trru move_ment of the firm in the recording camera, t^hus erimina;i";;;" surprusIines of the TV image which u.raily degrade the filmed ;i;i;r;.
Also relevant to the question of rv fllm economics is the recent setile-ment between the terevision networks and the talent ;i;;- i.Lpresenteoby the Television Authority. since the n"* pry scales may increase riveshow charges as much. asZb/s or 50/o, fllm makers ur".ro# irL *up"rior'competitive cost position vis-a-vis live show producers . . . and they areexpected to take full advantage of this turn o? events.

PRACTICAL-SUGGESTIoN DEpr.-with rv availabilities e'er morescarce' and the clamor of advertisers ever more urgent, station and net-work officials might well consider the radicat step orlesl;i.;;;'.p"nsoredtime.to a half hour (or even 1b minutes) per advertiser. This would makepossible the admission of many additionar 
"ug". .porr.o"., ,i'ttu ,u*"time providing the stations wiih increased ,elven*J, ;i;;;'slorter timeperiods command higher unit rates than larger segments.

such a course need do no injury to programming. participating, rotat-ing and split-sponsor programs have 
-already 

proied ilr. -i"i."uirity ofsuch an arrangement.
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I^ILMS have long1 been the poor relation in TV programming ... in spite 
A of the fact that in some cases they represent up to 84% of station 
program material! Ancient relics of Hollywood glory . . . uneven produc- 
tions from other countries . . . cast-offs from the home movie market 
these have, until lately, formed the bulk of the film fare seen on our TV 
screens. 

Gradually, however, we have seen a change effected, and today the 
production of films made especially for TV is in a stage of zooming expan- 
sion, with such stalwarts as Bing Crosby, Jerry Fairbanks and Hal Roach 
Jr. leading the field. 

TV film techniques have improved swiftly, with the stress now on a 
combination of quality and economy. Complete half hour shows are being 
filmed in as little as one day^s time. To effect this, Jerry Fairbanks uses a 
multiple camera system, vith three units operating simultaneously in 
much the same way as TV cameras on a live telecast. The final production 
is made up of the best scenes edited from each camera version. While 
wasteful of film, this method offers tremendous savings in time and pro- 
duction costs. 

Cameras have recently been developed with electronic viewers that 
transmit the lens pick-up to a monitor screen, enabling the film director 
to pick his shots as the video director does, with considerable film econ- 
omy as a result. 

Latest development is cinemascope photography. After a complete 
show is rehearsed as though for live presentation, the actual performance 
takes place in front of TV cameras instead of film units. Each set-up is 
made separately, as in a standard film production, with individual light- 
ing arrangements and camera placement—but an iconoscope is used, not 
a movie camera. Jte image is carried over a closed circuit to a receiver 
tube, from which it is filmed in standard kinescope style. 

And the new video recorder announced by General Precision Labora- 
tory should do much to improve the picture quality afforded by the cinema- 
scope method. This recorder provides an electronic control which turns 
the cathode tube of the receiver off and on in perfect synch with the move- 

r1 rrTr™ ln the recordin^ camera, thus eliminating the surplus lines of the TV image which usually degrade the filmed picture, 

Al.^io relevant to the question of TV film economics is the recent settle- 
ment between the television networks and the talent unions represented 
by the Television Authority. Since the new pay scales may increase live 
show cha; ges as much as 25% or 50%, film makers are now in a superior 
competitive cost position vis-a-vis live show producers . . . and thev are 
expected to take full advantage of this turn of events. 

PRAGTICAL-SHGGESTfGN DEPT.-With TV availabilities ever more 
scarce and the clamor of advertisers ever more urgent, station and net- 
work officials might well consider the radical step of restricting sponsored 
time to a half hour (or even 15 mlnutes,) per advertiser. This would make 
possible the admission of many additional eager sponsor , at the same 
ime providing the stations with increased revenue, since shorter time 

periods command higher unit rates than larger segments. 

5uch a course need do no injury to programming. Participating, rotat- 
ing and split-sponsor programs have already proved the workabilitv of 
such an arrangement. 

(Continued from page 10) 
they were both sitting in the same 
parlor. With a deft sentence or two, 
they pave the way for the commer- 
cial. 

By using the same demonstrators 
or pitchmen again and again, the 
audience gains a friendly familiar- 
ity with them, and they refer to 
these "announcers" by their first 
names. 

At the present time, we are su- 
pervising the production of as much 
as 139 hours of television program- 
ming a week for our clients. That 
is more time than companies like 
Camel Cigarettes or Colgate Palm- 
olive Peet may use in the course of 
an entire year. Tnat is mure time 
per week that any one television 
station is on the air!' ■ 

The history of all advertising, by 
and large, is the history of the mail 
order pioneer. He must develop new 
methods when old methods wear 
Hiin. When he finds the formula, he 
hits it with everything he has. Fi- 
nally, the general advertiser follows 
suit. When the non-mail order ad- 
vertiser was showing, in publication 
advertising, a pretty illustration, 
and a fancy slogan ... the mail 
order advertiser was in the back 
pages of the same magazine with a 
hard-hitting ad that had a strong, 
selective headline and copy that was 
informative, packed with the pro- 
duct details. It took years for the 
general advertiser to catch up. In 
television again, the mail order 
technique is proving that the proper 
demonstration technique is the best 
way to get impact—and results! 

Be Tele-Wiser 

Read Televiser 

Subscribe Now! 

$5.00 per year 

Televiser 

1780 llway, New York 19 
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Wqshington Locql

r|-IHERE are a lot of busy people
I in Washington, D. C., these days.

The busiest one on television, how-
ever, is Ruth Crane. Miss Crane is
on seven half-hour TV programs Per
week in addition to a heavy radio
schedule.

She is doing an important job in
furthering local programming for
station WMAL-TV. Her ShoP bg
Teleaision is on Tuesday and Satur-
day evenings and Modern Woman on
Teleui,sion is seen Monday through
Friday 3:00 to 3:30 in the after-
noon. The lltter shorv is the coun-
terpart of her morning AM stint
Modern Woman on Radi,o, also on
five days a week.

Shop by Teleuisi,on, sponsored bY
the Hecht Company, Washington de-
partment store, had its beginnings
in November of 1949. It started as
a fifteen minute Christmas shopping
program. The immediate response
Hecht derived prompted it to expand
the program to an all year round
half-hour show.

Shop bg Teleoision, a demonstra-
tion type ,program with no conven-
tional entertainment features, sells
merchandise because it gives cus-
tomers a knowledge of the store's
products and services and creates
impressions that bring more busi-
ness into the store.

The Hecht Company's experience
with the program has proven that
the best way to get results from this
type of television advertising is to
select and feature merchandise that
is, a) best in value, b) most in de-
mand, and c) backed by sufficient
depth of stock.

As quoted in a BAB report on
this program, James Rotto, sales
and publicity director of the Hecht
Company, states, "Buyers who have
many items featured on one pro-
gram, or have several items fea-
tured regularly on all programs, see

such a substantial increase in their
sales that they are enthusiastic in
their endorsement and analysis of
television as a sales force."

24

Ruth Crane's newest venture,
Moilern Womun on Teleaision,
started October 16, 1950. This day-
time show is currently sponsored on
a participation basis by United
Fruit Co., General Electric, Miss
Filbert's Mayonnaise, Vicks Vapo-
lub, and William E. Miller, a local
furniture store. An indication of
the pull of this new program is
shown by the fact that 304 requests
were received for a banana cook
booklet mentioned on only two
United Fruit participations.

Unlike the evening telecasts,
Moilern Woman on Teleaision has
basically an entertainment format.
Miss Crane secures interesting
guests for each show who have a
definite specialty which they per-
form. She is very much against the
straight type of talking interview.
Typical of her guests is Maurice
Dreicer, a voice analyst, who dem-
onstrated his ability to determine
the background and activities of
various ladies, simply by listening
to them speak. Viewers can see

both Mr. Dreicer and his subjects,
vrho are seated side by side, but are
separated by a partition.

RUTH CRANE ond Jockson Weover,
with the help of o locol gendorme,
grophicclly coution viewers of

modern pickpocketing techniques.

The fact that the program orig-
inates in Washington enables Miss
Crane to secure guests of interna-
tional prominence who reside in the
city. However, a great many peo-
ple have come in from various parts
of the country specifically to be her
guest. The fact that they can ap-
pear on more than one of her shows
is a special inducement for making
the long trip. Miss Crane and her
staff constantly seareh the press for
interesting and different personali-
ties, not necessarily well-known,
who are invited to appear on the
show,

To add additional variety to the
format, three speciflc features have
been incorporated. The first "That's
My Baby," features children under
four years of age utilizing their
natural visual appeal. The children
are chosen from the letters and
snap-shots sent in by mothers. The
second feature is "The Invention of
the Week," which is put on with the
co-operation of the National Society
of Inventors. Such things as a heel
guard that prevents splashed stock-
ings, and a turkey turner for brown-
ing the holiday bird may soon ap-
pear in the nation's stores due to
the fortuitous meeting of inventor
with capital via the TV show. The
third feature is the AAA award to
the most courteous driver of the
week, who is selected by an AAA
committee and receives a special
plaque. Ruth Crane is assisted on
both her radio and television broad-
casts by Jackson Weaver, who
doubles both as announcer and
comic.

Miss Crane not only presents her
AM and TV shows, but does the
overall planning for them, and in
addition is working on a new pro-
gram for TV that she insists is a
sure fire success. "On this one
though, I'll get someone else to ap-
pear," she says. "It wouldn't be too
much for me to do from a physical
standpoint with my other programs,
but it might be too much Ruth
Crane for the public to stand."

TETEVISER

Washington Local 

THERE are a lot of busy people 
in Washington, D. C., these days. 

The busiest one on television, how- 
ever, is Ruth Crane. Miss Crane is 
on seven half-hour TV programs per 
week in addition to a heavy radio 
schedule. 

She is doing an important job in 
furthering local programming for 
station M MAL-TV. Her Shop by 
Television is on Tuesday and Satur- 
day evenings and Modern Woman on 
Television is seen Monday through 
Friday 3:00 to 3:30 in the after- 
noon. The latter show is the coun- 
terpart of her morning AM stint 
Modern Woman on Radio, also on 
five days a week. 

Shop by Television, sponsored by 
the Hecht Company, Washington de- 
partment store, had its beginnings 
in November of 1949. It started as 
a fifteen minute Christmas shopping 
program. The immediate response 
Hecht derived prompted it to expand 
the program to an all year round 
half-hour show. 

Shop by Television, a demonstra- 
tion type program with no conven- 
tional entertainment features, sells 
merchandise because it gives cus- 
tomers a knowledge of the store's 
products and services and creates 
impressions that bring more busi- 
ness into the store. 

The Hecht Company's experience 
with the program has proven that 
the best way to get results from this 
type of television advertising is to 
select and feature merchandise that 
is, a) best in value, b) most in de- 
mand, and c) backed by sufficient 
depth of stock. 

As quoted in a BAB report on 
this program, James Rotto, sales 
and publicity director of the Hecht 
Company, states, "Buyers who have 
many items featured on one pro- 
gram, or have several items fea- 
tured regularly on all programs, see 
such a substantial increase in their 
sales that they are enthusiastic in 
their endorsement and analysis of 
television as a sales force." 

Ruth Crane's newest venture, 
Modern Woman on Television, 
started October 16, 1950. This day- 
time show is currently sponsored on 
a participation basis by United 
Fruit Co., General Electric, Miss 
Filbert's Mayonnaise, Vicks Vapo- 
rub, and William E. Miller, a local 
furniture store. An indication of 
the pull of this new program is 
shown by the fact that 304 requests 
were received for a banana cook 
booklet mentioned on only two 
United Fruit participations. 

Unlike the evening telecasts, 
Modern Woman on Television has 
basically an entertainment format. 
Miss Crane secures interesting 
guests for each show who have a 
definite specialty which they per- 
form. She is very much against the 
straight type of talking interview. 
Typical of her guests is Maurice 
Dreicer, a voice analyst, who dem- 
onstrated his ability to determine 
the background and activities of 
various ladies, simply by listening 
to them speak. Viewers can see 
both Mr. Dreicer and his subjects, 
who are seated side by side, but are 
separated by a partition. 

, 
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RUTH CRANE and Jackson Weaver, 
with the help of a local gendarme, 
graphically caution viewers of 

modern pickpocketing techniques. 

The fact that the program orig- 
inates in Washington enables Miss 
Crane to secure guests of interna- 
tional prominence who reside in the 
city. However, a great many peo- 
ple have come in from various parts 
of the country specifically to be her 
guest. The fact that they can ap- 
pear on more than one of her shows 
is a special inducement for making 
the long trip. Miss Crane and her 
staff constantly search the press for 
interesting and different personali- 
ties, not necessarily well-known, 
who are invited to appear on the 
show. 

To add additional variety to the 
format, three specific features have 
been incorporated. The first "That's 
My Baby," features children under 
four years of age utilizing their 
natural visual appeal. The children 
are chosen from the letters and 
snap-shots sent in by mothers. The 
second feature is "The Invention of 
the Week," which is put on with the 
co-operation of the National Society 
of Inventors. Such things as a heel 
guard that prevents splashed stock- 
ings, and a turkey turner for brown- 
ing the holiday bird may soon ap- 
pear in the nation's stores due to 
the fortuitous meeting of inventor 
with capital via the TV show. The 
third feature is the AAA award to 
the most courteous driver of the 
week, who is selected by an AAA 
committee and receives a special 
plaque. Ruth Crane is assisted on 
both her radio and television broad- 
casts by Jackson Weaver, who 
doubles both as announcer and 
comic. 

Mirs Crane not only presents her 
AM and TV shows, but does the 
overall planning for them, and in 
addition is working on a new pro- 
gram for TV that she insists is a 
sure fire success. "On this one 
though, I'll get someone else to ap- 
pear," she says. "It wouldn't be too 
much for me to do from a physical 
standpoint with my other programs, 
but it might be too much Ruth 
Crane for the public to stand." 
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ABC of the FCC

.ff HE Federal Communications
r Commission is probably the

most powerful single force affect-
ing the television industry today.
Yet many aspects of its operations,
make-up and functions are not gen-
erally known. Here are the answers
to some of the most common ques-
tions asked about the FCC:

Wkat is the FCC?
It is the Federal agency charged

with regulating interstate and for-
eign communication by means of
electrical energy, including radio,
television, wlre and cable services.

How is the FCC administered,?
By seven Commissioners ap-

pointed by the President, subject to
confirmation by the Senate. One of
the Commissioners is designated
Chairman by the President. Not
more than four Commissioners may
be members of the same political
party.

Wlmt is th,e term of o. Com,mis-
sioner ?

Appointment is for seven years,
except in filling an unexpired term.
The salary of a Commissioner is
$15,000 a year.

Who are the seuen FCC Comm,i,s-
sioners?

They are Wayne Coy, Chairman;
Edward M. Webster. Robert F.
Jones, George E. Sterling, Frieda
B. Hennock, Rosel H. Hyde, and
Paul A. Walker.

Wayne Coy-Coy vvas appointed
by President Truman on December
26, 1947 to fill out the unexpired
term of Charles R. Denny, resigned
as of November 1, 1947, which ex-
pires June 30, 1951.

Edward M. Webster-Appointed
by President Truman in 1947 to fill
a vacancy, Webster was reappointed
in July, 1949 and confirmed for a
full term of seven years.

Robert F. Jones-Jones was
sworn in as a member of the FCC
on September 5, 7947.

DECEMBER,, I95O

George E. Sterling - Sterling
was appointed an FCC commission-
er in 1948 to fill a vacancy. In July,
1950 he was re-appointed for a full
seven-year term,

Fri,eda B. Hennock-The only
woman on the FCC, Miss Hennock
was sworn in June 20, 1948.

Rosel H. Hyde-Hyde was ap-
pointed to fill out the term of the
late Governor William H. Willis,
who died on March 6, 1946. His
term expires June 30, 1952.

Paul A. Walker-Walker has
served longest with the FCC. and
now holds the position of vice-chair-
man. He was appointed to the Com-
mission at its formation in 1934 by
President Roosevelt and reappointed
in 1940 and 1946. His term of office
expires in 1953.

Wlrat is the object of FCC regu-
lation?

To provide for orderly develop-
ment and operation of radio broad-
casting and telecasting service, to
make available a rapid, efficient, na-
tion-wide and world-wide v,rire and
radio communication service with
adequate facilities at reasonable
charges; to promote the safety of
life and property through improved
communications systems; and by
such means to strengthen the na-
tional defense.

Is the FCC under anE Gotsern-
ment department?

No. It is an independent Federal
establishment created by Congress
and, as such, reports directly to
Congress.

Und,er what authority does the
FCC operate?

The Communications Act of 1934.
as amended.

How dtd the FCC conle into
being ?

Jurisdiction over electrical com-
munications was formerly shared by
the Commerce Department, Post
Office Department, and Interstate
Commerce Cornmission, and, later,

by the Federal Radio Commission.
Developments necessitated consoli-
dation of supervisory and regula-
tory functions in a single agency.
The Communications Act, signed
June 19, 1934, created the FCC for
this purpose.

To what does the Comrtuunicutions
Act apply ?

To all interstate and foreign
communication by wire or radiated
signals and all interstate and for-
eign transmission of energy by fa-
dio, which originates and/or is re-
ceived within the U.S., and to all
persons engaged within the U.S. in
such communication or such trans-
missions of energy by radio, and to
the licensing and regulation of all
radio and television stations.

Are intnastate commun'ications
included?

The Commission does not regu-
late purely intrastate wire service.
However, the commission does li-
cense all radio and television opera-
tion since it has been demonstrated,
and courts have held, that radio and
television transmission has effects
beyond state borders.

Is the Communi,cations Act lim-
ited, to the !t8 States?

No. It applies also to Alaska.
Hawaii, Puerto Rico, and other pos-
sessions, but not to the canal zone.

What are the mnjor actioities of
the FCC?

Allocating frequencies for all li-
censed radio and television sta-
tions; licensing and regulating ra-
dio and television services and radio
and television operators ; regulating
common carriers engaged in inter-
state and foreign communication by
wire, cable, radio or television.

How d,oes the FCC functi,on?
The Commission functions as a

unit, directly supervising all activi-
ties, with delegations of responsi-
bilities to boards and committees of
Commissioners, individual Commis-
sioners, and staff units. The Chair-

ooo
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THE Federal Communications 
Commission is probably the 

most powerful single force affect- 
ing the television industry today. 
Yet many aspects of its operations, 
make-up and functions are not gen- 
erally known. Here are the answers 
to some of the most common ques- 
tions asked about the FCC: 

What is the FCC? 
It is the Federal agency charged 

with regulating interstate and for- 
eign communication by means of 
electrical energy, including radio, 
television, wire and cable services. 

Hoiv is the FCC administered? 
By seven Commissioners ap- 

pointed by the President, subject to 
confirmation by the Senate. One of 
the Commissioners is designated 
Chairman by the President. Not 
more than four Commissioners may 
be members of the same political 
party. 

What is the term of a Commis- 
sioner ? 

Appointment is for seven years, 
except in filling an unexpired term. 
The salary of a Commissioner is 
$15,000 a year. 

Who are the seven FCC Commis- 
sioners ? 

They are Wayne Coy, Chairman; 
Edward M. Webster, Robert F. 
Jones, George E. Sterling, Frieda 
B. Hennock, Rosel H. Hyde, and 
Paul A. Walker. 

Wajne Coy—Coy was appointed 
by President Truman on December 
26, 1947 to fill out the unexpired 
term of Charles R. Denny, resigned 
as of November 1, 1947, which ex- 
pires June 30, 1951. 

Edward M. Webster—Appointed 
by President Truman in 1947 to fill 
a vacancy, Webster was reappointed 
in July, 1949 and confirmed for a 
full term of seven years. 

Robert F. Jones—Jones was 
sworn in as a member of the FCC 
on September 5, 1947. 

George E. Sterling — Sterling 
was appointed an FCC commission- 
er in 1948 to fill a vacancy. In July, 
1950 he was re-appointed for a full 
seven-year term. 

Frieda B. Hennock—Yhe only 
woman on the FCC, Miss Hennock 
was sworn in June 20, 1948. 

Rosel H. Hyde—Hyde was ap- 
pointed to fill out the term of the 
late Governor William H. Willis, 
who died on March 6, 1946. His 
term expires June 30, 1952. 

Paul A. Walker—Walker has 
served longest with the FCC, and 
now holds the position of vice-chair- 
man. He was appointed to the Com- 
mission at its formation in 1934 by 
President Roosevelt and reappointed 
in 1940 and 1946. His term of office 
expires in 1953. 

What is the object of FCC regu- 
lation ? 

To provide for orderly develop- 
ment and operation of radio broad- 
casting and telecasting service, to 
make available a rapid, efficient, na- 
tion-wide and world-wide wire and 
radio communication service with 
adequate facilities at reasonable 
charges; to promote the safety of 
life and property through improved 
communications systems; and by 
such means to strengthen the na- 
tional defense. 

Is the FCC under any Govern- 
ment department? 

No. It is an independent Federal 
establishment created by Congress 
and, as such, reports directly to 
Congi-ess. 

Under tvhat authority does the 
FCC operate? 

The Communications Act of 1934, 
as amended. 

How did the FCC come into 
being? 

Jurisdiction over electrical com- 
munications was formerly shared by 
the Commerce Department, Post 
Office Department, and Interstate 
Commerce Commission, and, later, 

by the Federal Radio Commission. 
Developments necessitated consoli- 
dation of supervisory and regula- 
tory functions in a single agency. 
The Communications Act, signed 
June 19, 1934, created the FCC for 
this purpose. 

To what does the Communications 
Act apply? 

To all interstate and foreign 
communication by wire or radiated 
signals and all interstate and for- 
eign transmission of energy by ra- 
dio, which originates and/or is re- 
ceived within the U.S., and to all 
persons engaged within the U.S. in 
such communication or such trans- 
missions of energy by radio, and to 
the licensing and regulation of all 
radio and television stations. 

Are intrustate communications 
included? 

The Commission does not regu- 
late purely intrastate wire service. 
However, the commission does li- 
cense all radio and television opera- 
tion since it has been demonstrated, 
and courts have held, that radio and 
television transmission has effects 
beyond state borders. 

Is the Communications Act lim- 
ited to the 48 States? 

No. It applies also to Alaska, 
Hawaii, Puerto Rico, and other pos- 
sessions, but not to the canal zone. 

What are the major activities of 
the FCC? 

Allocating frequencies for all li- 
censed radio and television sta- 
tions; licensing and regulating ra- 
dio and television services and radio 
and television operators; regulating 
common carriers engaged in inter- 
state and foreign communication by 
wire, cable, radio or television. 

How does the FCC function? 
The Commission functions as a 

unit, directly supervising all activi- 
ties, with delegations of responsi- 
bilities to boards and committees of 
Commissioners, individual Commis- 
sioners, and staff units. The Chair- 
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man is responsible for the general
administration of the internal af-
fairs of the Commission. PolicY
determinations are made by the
Commission as a whole. Its rule-
making is in conformance with the
Administrative Procedure Act.

How mana persons does the FCC
employ?

About 1,300, of which number
some 450 are in the field.

.Is FCC personnel under Ciuil
Serai.ce?

Yes, with the few exceptions pro-
vided in the Communications Act.

How manE field offices has the
FCC?

Including territories and posses-
sions, there are 23 engineering dis-
trict offices, 6 sub offices and 3 ship
offices, 20 fixed monitoring stations,
and a field engineering laboratory.
Field duties include monitoring and
inspecting all classes of radio and
television stations for technical
compliance. In addition, there are
4 accounting, 1 law, and 3 common
caruier engineering field offices.

How are FCC ord,ers enforced?

By administrative sanction, such
as action on licenses, and by court
action, through any United States
District Court.

Are broad,cast stations com.nton
carri,ers ?

.A broadcast station is not deemed
a common carrier by the Communi-
cations Act; hence the FCC does
not regulate charges for program
time.

TE lEUISIOT
Laboratory and theorerical instruc.
tion undei the cuidance of experts.
covering all tdchnical phases of
Radio, Frequency Moduhrion and
Television. ?repares for opportuni'
ties in Broadcasting. Ess'cntial In'
dustry or Own Business.

rorAl tulilor $450. ll0 EXTRAS,

lllorn., Aft., or Evc. lnoll WeeklY Poynertt.
frcr Plocemenl Setyi.e. Stote Iicenied.

APPROVED FQR VETERANS.
EI{ROLL XOW FOR NEW CLASSES

APPIY DailY 9-9; sat' 9'2
VlSlT. WRITE or PHoNE

RADt0-TEtEVlSt0ll
I1{STITUTE

?ionccr il Tclcyirion lroining Sir<e l93E
480 Lerington Ave., l{. Y. t7 (46th st.)
?Loro 9.56e1 2 blorlr lrom G,cnd Cett,ol

What d,oes FCC regulation of tele-
uision embrace?

Consideration of applications for
construction permits and licenses;
assignment of frequencies, power
and call letters; authorization of
communication circuits; modifica-
tion or revocation of licenses; in-
spection of equipment and regula-
tion of its use; guarding against
interference; reviewing service;
licensing television operators; regu-
Iating television common carriers,
and otherwise carrying out provi-
sions of the Communications Act.

Does the FCC charge for licens-
ing ?

It exacts no fee or charge of any
kind in connection with its licens-
ing and regulatory functions.

Must all teleuision transmissions
be licensed?

Since only a limited number of
television transmissions can be on
t,he air at the same time without
causing interference, the Communi-
crations Act requires all nongovern-
ment radio operation to be licensed.
Courts have held that television
transmission anywhere within the
United States or its possessions nec-
essitates licensing both the trans-
mitter and its operator.

How does the FCC poli.ce the
eth.er?

By means of fleld stations. Trans-
missions are monitored to see that
they are in accordance with treat-
ies, law and regulations. Ten pri-
mary and 10 secondary stations
comprise a monitoring network for
this purpose. If necessary, mobile
equipment can trace illegal opera-
tion or sources of interference.

On wlnt basis are broad,cast sta-
tions licensed.?

To serve the "public interest, con-
venience and necessity." Because
television channels are ]imited and
are a part of the public domain, it
is important that they be entrusted
to licensees who have a high sense
of public responsibility. Hence,
broadcast stations are licensed for
limited periods.

Wlnt qualificati,ons must broad-
cast appli,cants possess?

The Communications Act sets up
certain basic requirements. In gen-
eral, applicants must be legally,

technically and financially qualified,
and show that operation of the pro-
posed station will be in the public
interest.

Are ali,ens denied teleai,sion sta-
tion licenses?

The license privilege is limited by
the Communications Act to citizens
of the United States. It is denied
to corporations wherein any officer
or director is an alien or of which
more than one-fifth of the capital
stock is owned of record or voted by
aliens or their representatives or by
any foreign corporation or govern-
ment or their representatives.

What is the broadcast application
proceilure?

Application is made in triplicate
on forms furnished by the Commis-
sion. These forms require informa-
tion as to the citizenship and char-
acter of the applicant, as well as
his financial. technical and other
qualifications to construct and op-
erate a station, plus details about
his proposed service. The current
"freeze" prohibits construction of
all television stations.

Can the FCC censor radio pro-
grams?

No; the Communications Aet pro-
hibits this.

What has th.e FCC said, about free
speech on tlte air?

The Commission has held that
freedom of speech on the air must
be broad enough to provide full and
equal opportunity for the presenta-
tion of all sides of public issues.

What matter is barrcil from the
air?

The United States Code prohibits
broadcast of information concern-
ing lotteries and similar schemes,
and utterance of obscene, indecent
or profane language. The Commu-
nications Act specifically bans trans-
mission of false distress signals.

Does the FCC License networks as
such?

No; it licenses stations individu-
ally, putting responsibility for their
operation directly upon the person,
corporation or other group obtain-
ing the license. Certain regulations
govern these individual licensees in
their network operations.
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It exacts no fee or charge of any 
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be licensed? 
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the air at the same time without 
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"freeze" prohibits construction of 
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freedom of speech on the air must 
be broad enough to provide full and 
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What matter is barred from the 
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The United States Code prohibits 
broadcast of information concern- 
ing lotteries and similar schemes, 
and utterance of obscene, indecent 
or profane language. The Commu- 
nications Act specifically bans trans- 
mission of false distress signals. 

Does the FCC license networks as 
such? 
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operation directly upon the person, 
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TEIEUISER has always presented the FAGT$.

llow here are some FAGTS about TELEUISER.

0nly fiEIEVISER offers yoar adyertisenent these result pro&tcing features.

o CREAM READERSHIP-relEVlSER reoches execurives who pur-

chose time, seryices, equipment.

o LOWEST RATES-TELEVISER's odvertising rotes ore the towest per

thousond of ony television mogozine.

O LONG LIFE-Your od works for you 12 months out of the yeor.

TELEVISER's informotion-pocked ond historicolly voluoble articles beor

constont re-exominotion.

REPUTATION-TEIEV|SER wos the first stondord size mogozine in

the field ond hos grown with the industry.

LOYAL READERSHIP-Mony of our subscribers hove been with us

since our first issue in 1944. They hove leorned thot TELEVISER is the one

television mogozine they con believe in.

TeleViSef i?ilT1",i"";:ifi* ?ilii:'l-':ll
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Deor Sirs:

Yes, we ore interested in leorning more obout the woy odvertising in
TELEVISER con work for us.

! Send rote cord ond more detoiled informotion.

D Hove spoce representotive phone for on oppointment. 
..i

NAME TITLE

FIRM-.-
ADDRESS

TELEVISER has always presented the FACTS 

Now here are some FACTS about TELEVISER, 

Only TELEVISER offers your adverthement these result producing features, 

• CREAM READERSHIP —TELEVISER reaches executives who pur- 

chase time, services, equipment. 

• LOWEST RATES —TELEVISER's advertising rates are the lowest per 

thousand of any television magazine. 

• LONG LIFE —Your ad works for you 12 months out of the year. 

TELEVISER's information-packed and historically valuable articles bear 

constant re-examination. 

• REPUTATION —TELEVISER was the first standard s. e magazine in 

the field and has grown with the industry. 

• LOYAL READERSHIP—Many of our subscribers have been with us 

since our first issue in 1944. They have learned that TELEVISER is the one 

television magazine they can believe in. 

Act- now! 

Fill out- th u; form. 

Return it to us. 

Televiser 

monthly journal of television 
1780 Broadway, New York 19, N. Y. 

PLaza 7-3723 

Dear Sirs: 

Yes, we are interested in learning more about the way advertising in 
TELEVISER can work for us. 

□ Send rate card and more detailed information. 

□ Have space representative phone for an appointment. 
ft 

name. title  

FIRM   

ADDRESS- 

PHONE  
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