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FULL ANIMATI(|N !

ECI|NI0UES for TELEI|ISI0N

Ut,E ACTt0t{ !

Tell the TV-STORY ot your product on FILM . . . and when you do . . .

be sure that you selec a producer who can supply the "know.bow' . . . the

"facilities". . . the "creative initiative" that adds aersatility to your pro-

duction . .. aud.ience-intpact rc yovr message. . . and shotumansbip rc
your campaign.

National Screen Service has been adding rhe su;n-toral of these essen-

tial merohandising elements, to short, advertising films, for more than

thity years . . . and our extensive facilities, provide everything from

"live" studio and location shooting . . . to full or simple animation . . .

otiginal art, lettering and even bot-press titles.

Yes, we have eaerytbing YOU need to produce TV-f lm commercials

that pay-off. . . and from our script depanmenr, through our laboratory,

the proper film technique for your special requirements, is at our finger-

tips and ready to go to work for you.

Let us prove it to you with your next TV-f;Jm commercial.
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TITLES !

NATIONAT SCREEN SERVICE. 1600 BROADIIfAY, NEIV YONK Ig. CIRCTE fi.5700

fA 
DECEMBER, 1951 • SEVENTH YEAR • FIFTY CENTS 

•JT 

1 

IN THIS ISSUE 

Censorship & TV 

Quo Vadis TV? 

Directory of TV Stations 

ynm/d of) tdm'm 

Alfrad Rdnan 
835 Riverside Dr. 
Net? York 32, N. Y, 

TECHNIQUES for TELEVISION 

HE!* .'CSh 
S.Y. 

FULL ANIMATION! TITLES! 

r 

II 
4 

ISt'"''ir'ri A*» 

w 

mm - 

/ 

' ** 

»» W 

LIVE ACTION! 
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Tell the TV-STORY of yo//r product on FILM . . . and when you do . . . 
be sure that you select a producer who can supply the "know-how' . . . the 
"fadlities',. . . the "creative initiative" that adds versatility to your pro- 
duction . . . audience-impact to your message . . , and showmanship to 
your campaign. 

National Screen Service has been adding the sum-total of these essen- 
tial merchandising elements, to short, advertising films, for more than 
thirty years . . . and our extensive facilities, provide everything from 
"live" studio and location shooting ... to full or simple animation . . . 
original art, lettering and even hot-press titles. 

Yes, we have everything YOU need to produce TV-film commercials 
that pay-off. . . and from our script department, through our laboratory, 
the proper film technique for your special requirements, is at our finger- 
tips and ready to go to work for you. 

Let us prove it to you with your next TV-film commercial. 
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Geman crowd, part of the 1,250,000 from East and west Berlin, sees a lypical RCA television plograrn.

"Freedom's window in fhe lron Cufiain"
You've read the story of last summer's
TV demonstrations in Berlin. It at-
tracted a million and a quarter Germans

-including thousands who sliPPed
through the Iron Curtain to see West-
ern progress at work.

Behind this is another story: How RCA
engineers and technicians broke all records
in setting up these Berlin facilities. The
project cnlled for n TV station and studic,
a lofty batwing antenna, and the installa.
tion of 110 television receivers at strategic
points. Such a program would normally
take several months to complete. It was

installed an,:l put to work by RCA in a
record-brealcing 85 hours!

Programs rvitnessed by Berliners included
live talent shows, sports events, news com-
mentaries. an.rl dramatizations of the Marshall
Plan, Observers pronounced reception fully
up to Americrrn standards-another impressive
demonstration of democracy's technical in-
genuity and leadership.

xx

See the latest wonders of radi.o, teleai'si'on, anil
electronics at RCA Erhibition HaIl, 36 West
49th. St., Neu Iork. Admission is free. Radio
C orporution of America, RC A Building, Radi,o
City,N.Y.20,N.Y.

Part of the 401 cases of RCA equiP-
ment shipped to Berlin for tele-
vision demonstrations.

RADTO COR'PORAT]Oil of AfrfERtCA
Wor/d Leader in Radrb - Firsf n Te/erkrba

German crowd, part of the 1,250,000 from East and West Berlin, sees a .typical RCA television program. 

' reedom's window in the Iron Curtain 

You've read the story of last summer's 
TV demonstrations in Berlin. It at- 
tracted a million and a quarter Germans 
—including thousands who slipped 
through the Iron Curtain to see West- 
ern progress at work. 

Behind this is another story: How RCA 
engineers and technicians broke all records 
in setting up these Berlin facilities. The 
project called for a TV station and studio, 
a lofty batwing antenna, and the installa- 
tion of 110 television receivers at strategic 
points. Such a program would normally 
take several months to complete. It was 

installed and put to work by RCA in a 
record-breaking 85 hours! 

Programs witnessed by Berliners included 
live talent shows, sports events, news com- 
mentaries, and dramatizations of the Marshall 
Plan. Observers pronounced reception fully 
up to American standards—another impressive 
demonstration of democracy's technical in- 
genuity and leadership. 
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See the latest wonders of radio, television, and 
clectroiftcs at RCA Exhibition Hall, 36 West 
49th St., New York. Admission is free. Radio 
Corporation of America, RCA Building, Radio 
Citu. N. Y. 20, N. Y. 
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Part of the 401 cases of RCA equip- 
ment shipped to Berlin for tele- 
^ncirm rlomrmfionS- 

RJgOMO COnJPOnATfOM o-f JIMEntCJl 

H/or/c/ Leader in 7<tac/io — Tirsf- in le/ei/ision 
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ocTen years ago

America's Business

publications. . ."

JOHN W. SNYDDN
Secretary of the Treasury

"Tenyears ago Arnerica'sbusiness publications) ds aaoluntary public seroice,
presented. Jor the fi.rst time adoertisernents outlining the Payroll Saaings
Plan Jor the regular purchase ol U. S. Satsings Bond's, and urged' its accept.
ance. During the decade which has passed., Americun business has consist'
ently supported the Payroll Saaings PIan and made it a su.ccess. Continttation
oJ this cooperation roith the Treasury is most essential in the present arrr.er-
gency. Expanded sales oJ DeJense Bonils will assist irnportantly in checking
inJlation, in preserr:ing econon ic stability, and in .f urthering the oaet'all
deJense effort."

o In the January-September, 1951, period, 33,418,000

$25 E Bonds were purchased-a gain oI I7/o over

the same period of 1950. 8,966,000 $50 E Bonds

were sold in the first nine months of 1951. $25 and'

$50 denominations are the bon'ds bought by PayroLl
Saaers.

Congratulations to the executives of industry and
the publishers of business papers for their continu-
ing ellort in promoting systematic savings through
the Payroll Savings Plan-the plan that protects
America and Americans.

fn ten brief years:

o From 700,000 in 1941 employee participation went
to 27,000,000 at the peak of the war.

o Companies with Payroll Savings Plans jumped from
10,000 in l94l to more than 175,000 during the war.

o Since January 1, 1951, the number of men and
women on Payroll Savings has grown from 5,000,000

to 6,200,000.

o On September 30, 1951, individuals held Series E
Bonds totaling $34.6 Billion-more than $4.6 Bil-
lion greater than on V-J Day.

The U. S. Goaernment does not pay Jor this aduertising. The Treasury De'
paftment thanks, Jor their patriotic donation, the Aduertising Council anil

TELEVISER
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"Ten years ago 

America's Business 

publications 
55 

JOH\ W. SXYDER 
Secretary of the Treasury 

"Ten years ago America's business publications, as a voluntary public service, 
presented for the first time advertisements outlining the Payroll Savings 
Plan for the regular purchase of V, S. Savings Bonds, and urged its accept- 
ance. During the decade which has passed, American business has consist- 
ently supported the Payroll Savings Plan and made it a success. Continuation 
of this cooperation with the Treasury is most essential in the present emer- 
gency. Expanded sales of Defense Bonds will assist importantly in checking 
inflation, in preserving economic stability, and in furthering the over-all 
defense effort." 

In ten brief years: 

• From 700,000 in 1941 employee participation went 
to 27,000,000 at the peak of the war. 

• Companies with Payroll Savings Plans jumped from 
10,000 in 1941 to more than 175,000 during the war. 

• Since January 1, 1951, the number of men and 
women on Payroll Savings has grown from 5,000,000 
to 6,200,000. 

• On September 30, 1951, individuals held Series E 
Bonds totaling $34.6 Billion—more than $4.6 Bil- 
lion greater than on Y-J Day. 

In the January-September, 1951, period, 33,418,000 
$25 E Bonds were purchased—a gain of 17% over 
the same period of 1950. 8,966,000 $50 E Bonds 
were sold in the first nine months of 1951. $25 and 
$50 denominations are the bonds bought by Payroll 
Savers. 

Congratulations to the executives of industry and 
the publishers of business papers for their continu- 
ing effort in promoting systematic savings through 
the Payroll Savings Plan—the plan that protects 
America and Americans. 

The U. S. Government does not pay for this advertising. The Treasury De- 
partment thanks, for their patriotic donation, the Advertising Council and 

TELEYISER 
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"You're on the cir . . ."STUDIO OPERATIONS

Performer being mode up for o show

"Reody to fude-in titles . . ."
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Performer being made up for a show 
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'Ready to fade-in titles . . 

'Cue the actor . . 

"You're on the air . . 
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"Twominutes..."
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"Cue the commerciol

"Fode-in music . . close floor mikes"

closs in studio Mointenonce. Men prepore for FCC license exsminotions.
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FILM WORK

Shooting o commerciol

"Dolly in for o close-up . . ."

Editing the commerciql

Screening the commerciol

Mointenqnce Closs

Projecting titles with bolopticon

Broadway, New York 19, N." FILM WORK 
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% Editing the commercial 
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Screening the commercial 

Fade-in music . . . close floor mikes" 
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Class in Studio Maintenance. Men prepare for FCC license examinations. 
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New skyway spans nation with words and pictures

On September 4, the Japanese Peace Treaty Confer-
ence at San Francisco was flashed by fr-A.ca:fre/a.y
and coaxial cable facilities to viewers throughout the
nation, and coast-to-coast television was a reality.

This transmission of pictures across the United
States has been made possible by the new transconti-
nental g-/rb:&.@ system of thb Long Lines
Department of the American Telephone and Telegraph
Company.

Behind this system are years of research and millions
of dollars. Special equipment had to be designed and
built. Personnel had to be trained in its special use.

Today, the value of the Bell System's television net-
work stands close to $85,000,000. Yet the charges for
the use of this network are low - averaging about l0
cents a mile for a half-hour program. This includes
both video and audio channels, all station connections,
switching and local channel charges.

HOW fraAb:%l,f WORKS

The microwaves used for telephone and television trans-
mission travel in a straight line. So relay towers, like
those shown, are usually built on hilltops, about 30 miles
apart. Each tower picks up microwaves from its neigh-
bor, amplifies and focuses them like a searchlieht with
electronic equipment, then beams them accurately at the
next tower. Radio and television programs and tele-
phone calls can ride the beams at thi sime time.

Prooiiling transmission channels lor the railio anil teleuision inilustries toilay and tonlorrou.
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HOW gftaeOo rfvl WORKS 

The microwaves used for telephone and television trans- 
mission travel in a straight line. So relay towers, like 
those shown, are usually built on hilltops, about 30 miles 
apart. Each tower picks up microwaves from its neigh- 
bor, amplifies and focuses them like a searchlight with 
electronic equipment, then beams them accurately at the 
next tower. Radio and television programs and tele- 
phone calls can ride the beams at the same time. 

m 

New skyway spans nation ^ith words and pictures 

On September 4, the Japanese Peace Treaty Confer- 
ence at San Francisco was flashed hy ytcu/ic s/ie/ay 
and coaxial cable facilities to viewers throughout the 
nation, and coast-to-coast television was a reality. 

This transmission of pictures across the United 
States has been made possible by the new transconti- 
nental S/tctdu. s/lelaif system of the Long Lines 
Department of the American Telephone and Telegraph 
Company. 

Behind this system are years of research and millions 
of dollars. Special equipment had to be designed and 
built. Personnel had to be trained in its special use. 

Today, the value of the Bell System's television net- 
work stands close to $85,000,000. Yet the charges for 
the use of this network are low — averaging about 10 
cents a mile for a half-hour program. This includes 
both video and audio channels, all station connections, 
switching and local channel charges. 

BELL TELLHHONE SYSTEM 
■C 

Providing transmission channels for the radio and television industries today and tomorrow. 
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an ang,lysis ol the
NARIB television code

and the creation of a favorable atti-
tude toward the sponsor by the pre-
sentation of entertainment. They
include, as well, responsibility for
utilizing television to bring the best
programs, regardless of kind, into
American homes."

The job of drafting this TV Code
was detailed to twelve practical
telecasters with Robert D. Swezey,
WDSU-TV, New Orleans, as chair-
man of the Television Program
Standards Committee. Also on the
committee were James L. Caddigan,
DuMont. Harry Bannister, WWJ-
TV, Detroit; Walter J. Damm,
WTMJ-TV, Milwaukee; Clair R.
McCollough, \4/GAL-TV, Lancaster :
James C. Hanrahan, WEWS-TV,
Cleveland; Harold Hough, WBAP-
TV, Fort Worth; Paul Raibourn,
KTLA-TV, Los Angeles; J. Leon-
ard Reinsch, WSB-TV, Atlanta:
Henry W. Slavick, WMCT-TV.
Memphis; Davidson Taylor, NBC;
Donald W. Thornburgh, WCAU-TV,
Philadelphia.

The group was divided into four
sub-committees, each having its
own assignment and each of which
met personally several times dur-
ing the summer and fall. Their
efforts have resulted in an all-em-
bracing code that accents the posi-
tive. It covers the categories listed
below with the high points of each
briefly stated.

Advancement of Education and
Culture.-This section states that
the broadcaster should seek out edu-
cational and cultural institutions of
the community with a view toward
providing opportunities for the in-
struction and the enlightenment of
the viewers.

Responsibility Towards Chil-
dren.-If no one under'eighteen
were allowed to look at television
there would probably be no need for
the Code. But children do look and
indeed can benefit greaily from the
right type of programs. This sec-
tion of the Code states ". . . violence
and illicit sex shall not be presented
in an attractive manner, nor to an
extent that will lead the child to
b6lieve that they play a greater
part in life than they do."

(Conti.nued on nent page)

A TV stqtion is responsible for its
commerciqls both live ond on film.
The obove commerciol for o bro
compony might not be opproved
under the new code.

Censorship qnd TV

rl-tHE NARTB Television Code is
l- censorship, and no one likes

censorship - including those tele-
casters that wrote the Code. But
television had to have the Code.
Congress has been grumbling about
violations of good taste on TV and
threatened government controls.
Senator William E. Benton wanted
to establish a National Citizens'
Advisory Board. A system of self-
regulation is certainly preferable to
outside interference.

Then too, television being a
medium of mass communication. its
use by broadcasters must be kept in
the public interest. Safeguards are
needed to avoid offending any seg-
ment of television's vast audience,
with particular regard for the im-
pressions made on children.

The preamble to the TV Code,
worked out by a committee of the
National Association of Radio-Tele-
vision Broadcasters, clearly states
its affirmative position in this re-
gard. It reads in part:

"By law, the television broad-
caster is responsible for the pro-
gramming of his station. He. how-
ever, is obligated to bring his posi-
tive responsibility for excellence
and good taste in programming to
bear upon all who have a hand in
the production of programs, includ-
ing networks, sponsors, producers
of film and of live programs, adver-
tising agencies and talent agencies.

"The American businesses which
utilize television for conveying their
advertising messages to the home
by pictures with sound, seen free-
of-charge on the home screen, are
reminded that their responsibilities
are not limited to the sale of goods

DECEMBER, I95I

an analysis of the 
NARTB television code 

Censorship and TV 

THE NARTB Television Code is 
censorship, and no one likes 

censorship — including those tele- 
casters that wrote the Code. But 
television had to have the Code. 
Congress has been grumbling about 
violations of good taste on TV and 
threatened government controls. 
Senator William E. Benton wanted 
to establish a National Citizens' 
Advisory Board. A system of self- 
regulation is certainly preferable to 
outside interference. 

Then too, television being a 
medium of mass communication, its 
use by broadcasters must be kept in 
the public interest. Safeguards are 
needed to avoid offending any seg- 
ment of television's vast audience, 
with particular regard for the im- 
pressions made on children. 

The preamble to the TV Code, 
worked out by a committee of the 
National Association of Radio-Tele- 
vision Broadcasters, clearly states 
its affirmative position in this re- 
gard. It reads in part: 

"By law, the television broad- 
caster is responsible for the pro- 
gramming of his station. He, how- 
ever, is obligated to bring his posi- 
tive responsibility for excellence 
and good taste in programming to 
bear upon all who have a hand in 
the production of programs, includ- 
ing networks, sponsors, producers 
of film and of live programs, adver- 
tising agencies and talent agencies. 

"The American businesses which 
utilize television for conveying their 
advertising messages to the home 
by pictures with sound, seen free- 
of-charge on the home screen, are 
reminded that their responsibilities 
are not limited to the sale of goods 

and the creation of a favorable atti- 
tude toward the sponsor by the pre- 
sentation of entertainment. They 
include, as well, responsibility for 
utilizing television to bring the best 
programs, regardless of kind, into 
American homes." 

The job of drafting this TV Code 
was detailed to twelve practical 
telecasters with Robert D. Swezey, 
WDSU-TV, New Orleans, as chair- 
man of the Television Program 
Standards Committee. Also on the 
committee were James L. Caddigan, 
DuMont. Harry Bannister, WWJ- 
TV, Detroit; Walter J. Damm, 
WTMJ-TV, Milwaukee; Clair R. 
McCollough, WGAL-TV, Lancaster; 
James C. Hanrahan, WEWS-TV, 
Cleveland; Harold Hough, WBAP- 
TV, Fort Worth; Paul Raibourn, 
KTLA-TV, Los Angeles; J. Leon- 
ard Reinsch, WSB-TV, Atlanta; 
Henry W. Slavick, WMCT-TV, 
Memphis; Davidson Taylor, NBC; 
Donald W. Thornburgh, WCAU-TV, 
Philadelphia. 

The group was divided into four 
sub-committees, each having its 
own assignment and each of which 
met personally several times dur- 
ing the summer and fall. Their 
efforts have resulted in an all-em- 
bracing code that accents the posi- 
tive. It covers the categories listed 
below with the high points of each 
briefly stated. 

Advancement of Education and 
Culture.—This section states that 
the broadcaster should seek out edu- 
cational and cultural institutions of 
the community with a view toward 
providing opportunities for the in- 
struction and the enlightenment of 
the viewers. 

Responsibility Towards Chil- 
dren.—If no one under eighteen 
were allowed to look at television 
there would probably be no need for 
the Code. But children do look and 
indeed can benefit greatly from the 
right type of programs. This sec- 
tion of the Code states ". . . violence 
and illicit sex shall not be presented 
in an attractive manner, nor to an 
extent that will lead the child to 
believe that they play a greater 
part in life than they do." 

(Continued on next page) 

A TV station is responsible for its 
commercials both live and on film. 
The above commercial for a bra 
company might not be approved 
under the new code. 

DECEMBER, 1951 7 

www.americanradiohistory.com



Decency and Decorum in Pro-
dusfisn.-'3The costuming of all
performers shall be within the
bounds of propriety and shall avoid
such exposure or such emphasis orr
anatomical detail as would em-
barrass or offend home-viewers."
Another paragraph states "racial or
nationality types shall not be shown
on television in such a manner as to
ridicule the race or nationality."

Community Responsibility. 
-Broadcasters should become ac-

quainted with the needs of the com-
munity in order to better serve the
welfare of its citizens.

Treatment of News and Public
Sysnfs.-"\ews reporting should
be factual, fair and without bias.,'
The importance of public events'coverage in relation to an informed
and enlightened citizenry is also
covered in this sectioh.

Controversial Public Issues. 
-Broadcasters are reminded of their

responsibility to give fair repre-
sentation to opposing sides of is-
sues which affect the life and wel-
fare of substantial segments of the
public.

Political Telecasts. 
- Thev

should be clearly identified u. *u.h.
Religious Programs. - 

,,Religi-
ous programs should place em-
phasis on broad religious truths,
excluding the presentation of con-
troversial or partisan views not di-
rectly or necessarily related to re-
ligion or morality."

The Presentation of Advertis-
ing. 

- "Advertising messages
should be presented with courtesy
and good taste; disturbing or an-
noying material should be avoided:
every effort should be made to keen
the advertising message in harmony
with the content and general tonlof the program in which it ap-
pears."

Acceptability of Advertisers and
Products. 

- The advertising of
hard liquor is prohibited and adver-
tising of beer and wines is accept-
able only when presented with good
taste and discretion. The advertis_
ing of fortune telling, etc. is not
acceptable, nor are publications giv_
ing racing or gambling informa-
tion. "A television broadcaster
should not accept advertising ma-
terial which in his opinion offen_
sively describes or dramatizes dis-
tress or morbid situations involv-
ing ailments, by spoken word, sound
or visual efects."

I

Contests. - "Qsnfssf,s should
offer the opportunity to all con-
testants to win on a basis of ability
and skill rather than chance."

Premiums and Offers. - "Full
details of proposed offers should be
lequired by the television broad-
caster for investigation and ap-
proval before the flrst announce-
ment of the offer is made to the
public."

Time Standards for Advertising
Copy.-As a guide to good adver-
tising practice the following time
standards are suggested (for Class

use of visual or aural efects which
would shock or alarm the viewer,
and the detailed presentation of
brutality or physical agony by
sight or by sound are not permis-
sible."

Enforcement

The most difficult problems that
the Code will have to meet in the
future will undoubtedly involve en-
forcement. Under present plans
stations subscribing to the Code
will be issued a seal of approval
which it may publicize as proof of
its compliance. This seal can be
revoked if, in the judgment of the
NARTB Television Board of Di-
rectors the station has violated the
principles of the Code.

The Code provides for the estab-
lishment of a Television Code Re-
view Board composed of six mem-
bers, five of whom shall be from the
television membership of NARTB,
with the chairman of the Board of
Directors of NARTB serving as an
ex-officio member.

Some stations have already indi-
cated opposition to any penal action
by a board on which competitors
might sit. Some .w'ould also feel in
an awkward position sitting on a
board which dispenses penalties to
a competitor. Also the fact that not
all stations and networks are mem-
bers of NARTB forwarns danger
of non-cooperation by these broad-
casters with a system-controlled by
NARTB.

However, television's history,
perhaps more than any other in-
dustry, has been one of mutual co-
operation and pooling of resources.
Actually it has been the engineers
and technicians that have led the
way in combining both the facili-
ties and know-how of competing
stations for the common good. The
results have been rapid technical
advancements, superb coverage of
major special events and intelligent
planning of new and better studios
such as WOR-TV has just opened
in New York. It now remains for
the programmers, the advertising
people and the chief executives to
show the same degree of trust and
cooperation for the benefit of the
industry as a whole. This trust and
cooperation between broadcasters
could bring with it a new type of
freedom of development for televi-
sion that could never exist in an
atmosphere of belligerent rivalry,

I

"A" time) :

Program
(minutes)

a)

10
15
25
30
45
60

Adaertising
(.min. sec.)

1:00
2:00
2:30
2:50
3:00
4:30
6:00

A controversial subject is covered
in a paragraph that reads, ,,sta-
tionary backdrops or properties in
television presentations showing
the sponsor's name or product, the
name of his product, his trade-mark
or slogan may be used only inci-
dentally. They should not obtrude
on program interest or entertain-
ment."

Dramatized Appeals and Adver-
tising.-"![hen dramatized adver-
tising material involves statements
by doctors, dentists, nurses or
other professional people, the ma-
ierial should be presented by mem-
bers of such profession, reciting
actual experience, or it should be
made apparent from the presenta-
tion itself that the portrayal is
dramatized."

Sponsor Identification.-Identi-
fication bf sponsorship must be
made in all sponsored programs as
required by the FCC.

Acceptability of Program Ma-
terial.-Added as an addenda to
the Code this section deals specific-
ally with words and scenes not to be
allowed on television. It deals with
profanity and vulgarity. It covers
the handling of such subjects as
religion, lotteries, sex, drugs,
liquor, gambling, physical and
mental afilictions, superstition, pro-
fessional advice, crime, horror and
law enforcement. One paragraph
reads, "The use of horror fr:r its
own sake will be eliminated: the

TETEVISER,

Decency and Decorum in Pro- 
duction.—"The costuming' of all 
performers shall be within the 
bounds of propriety and shall avoid 
such exposure or such emphasis on 
anatomical detail as would em- 
barrass or offend home-viewers." 
Another paragraph states "racial or 
nationality types shall not be shown 
on television in such a manner as to 
ridicule the race or nationality." 

Community Responsibility.— 
Broadcasters should become ac- 
quainted with the needs of the com- 
munity in order to better serve the 
welfare of its citizens. 

Treatment of News and Public 
Events.—"News reporting should 
be factual, fair and without bias." 
The importance of public events 
coverage in relation to an informed 
and enlightened citizenry is also 
covered in this section. 

Controversial Public Issues. — 
Broadcasters are reminded of their 
responsibility to give fair repre- 
sentation to opposing sides of is- 
sues which affect the life and wel- 
fare of substantial segments of the 
public. 

Political Telecasts. — They 
should be clearly identified as such. 

Religious Programs. — "Religi- 
ous programs should place em- 
phasis on broad religious truths, 
excluding the presentation of con- 
troversial or partisan views not di- 
rectly or necessarily related to re- 
ligion or morality." 

The Presentation of Advertis- 
ing. - "Advertising messages 
should be presented with courtesy 
and good taste; disturbing or an- 
noying material should be avoided; 
every effort should be made to keep 
the advertising message in harmony 
with the content and general tone 
of the program in which it ap- 
pears." 

Acceptability of Advertisers and 
Products. — The advertising of 
hard liquor is prohibited and adver- 
tising of beer and wines is accept- 
able only when presented with good 
taste and discretion. The advertis- 
ing of fortune telling, etc. is not 
acceptable, nor are publications giv- 
ing racing or gambling informa- 
tion. "A television broadcaster 
should not accept advertising ma- 
terial which in his opinion offen- 
sively describes or dramatizes dis- 
tress or morbid situations involv- 
ing ailments, by spoken word, sound 
or visual effects." 

Contests. — "Contests should 
offer the opportunity to all con- 
testants to win on a basis of ability 
and skill rather than chance." 

Premiums and Offers. — "Full 
details of proposed offers should be 
required by the television broad- 
caster for investigation and ap- 
proval before the first announce- 
ment of the offer is made to the 
public." 

Time Standards for Advertising 
Copy.—As a guide to good adver- 
tising practice the following time 
standards are suggested (for Class 
"A" time) : 

Program Advertising 
(minutes) (min. sec.) 

5 1:00 
10 2:00 
15 2:30 
25 2:50 
30 3:00 
45 4:30 
60 6:00 

A controversial subject is covered 
in a paragraph that reads, "sta- 
tionary backdrops or properties in 
television presentations showing 
the sponsor's name or product, the 
name of his product, his trade-mark 
or slogan may be used only inci- 
dentally. They should not obtrude 
on program interest or entertain- 
ment." 

Dramatized Appeals and Adver- 
tising.—"When dramatized adver- 
tising material involves statements 
by doctors, dentists, nurses or 
other professional people, the ma- 
terial should be presented by mem- 
bers of such profession, reciting 
actual experience, or it should be 
made apparent from the presenta- 
tion itself that the portrayal is 
dramatized." 

Sponsor Identification.—Identi- 
fication of sponsorship must be 
made in all sponsored programs as 
required by the FCC. 

Acceptability of Program Ma- 
terial.—Added as an addenda to 
the Code this section deals specific- 
ally with words and scenes not to be 
allowed on television. It deals with 
profanity and vulgarity. It covers 
the handling of such subjects as 
religion, lotteries, sex, drugs, 
liquor, gambling, physical and 
mental afflictions, superstition, pro- 
fessional advice, crime, horror and 
law enforcement. One paragraph 
reads, "The use of horror for its 
own sake will be eliminated; the 

use of visual or aural effects which 
would shock or alarm the viewer, 
and the detailed presentation of 
brutality or physical agony by 
sight or by sound are not permis- 
sible." 

Enforcement 

The most difficult problems that 
the Code will have to meet in the 
future will undoubtedly involve en- 
forcement. Under present plans 
stations subscribing to the Code 
will be issued a seal of approval 
which it may publicize as proof of 
its compliance. This seal can be 
revoked if, in the judgment of the 
NARTB Television Board of Di- 
rectors the station has violated the 
principles of the Code. 

The Code provides for the estab- 
lishment of a Television Code Re- 
view Board composed of six mem- 
bers, five of whom shall be from the 
television membership of NARTB, 
with the chairman of the Board of 
Directors of NARTB serving as an 
ex-officio member. 

Some stations have already indi- 
cated opposition to any penal action 
by a board on which competitors 
might sit. Some would also feel in 
an awkward position sitting on a 
board which dispenses penalties to 
a competitor. Also the fact that not 
all stations and networks are mem- 
bers of NARTB forwarns danger 
of non-cooperation by these broad- 
casters with a system-controlled by 
NARTB. 

However, television's history, 
perhaps more than any other in- 
dustry, has been one of mutual co- 
operation and pooling of resources. 
Actually it has been the engineers 
and technicians that have led the 
way in combining both the facili- 
ties and know-how of competing 
stations for the common good. The 
results have been rapid technical 
advancements, superb coverage of 
major special events and intelligent 
planning of new and better studios 
such as WOR-TV has just opened 
in New York. It now remains for 
the programmers, the advertising 
people and the chief executives to 
show the same degree of trust and 
cooperation for the benefit of the 
industry as a whole. This trust and 
cooperation between broadcasters 
could bring with it a new type of 
freedom of development for televi- 
sion that could never exist in an 
atmosphere of belligerent rivalry. 
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hov lovish vill TY
studio production get?

itself, depending on the nature of
the shou'.

It is particularly so in comedy
sketches where television follows
the stage form of the essence of fan-
tasy. Broad comedy is difficult in
the movie medium because it has the
additional hurdle of utter realism to
overcome. Granted then, that at
least scenically speaking comedy
sketches in the future will not be
greatly different than the best of

them are today. They are produced
and designed by stage-trained men,
and many of them would be done as
is in a Broadway revue. That's as
far as they ever wanted to get.

Musical production, however, will
attempt to emulate Hollywood and
only the screen size (which, too,
will not greatly differ unless they
also enlarge living rooms) prevents
the more ambitious choreographers

AFTER o certoin point it is more procticol to put lovish productions on
film. The seguence shown oboye is one exomple of the spociousness obtoin-
oble by motion pictures. This method is used to get octing shots thot cover
one or more city blocks without cutting.

I

Quo Vqdis TV?
by Bert Gold

f ET'S FACE IT-the word "ex-L-/ f,vavaganza," popular as it is
in the vocabulary of movies, prob-
ably will not ever be used, officially,
at any rate, in television. It implies
an irregularity of form, and a lav-
ish disregard for economy.

This does not mean that "the
tube" cannot present spectacular
sights. It contains within its realm
of possibility anything that the
movie camera does. The early-day
stunts proved that-remotes of a
cross-country flight from four air-
planes, battle maneuvers at sea, un-
derwater shots and microscopic
shots-the use of twelve cameras
for full coverage of the Met Opera
opening.

How lavish will TV studio pro-
duction get? An apropos commen-
tary was given on the Jimmy Du-
rante show only a few weeks back.
In a fairly elaborate set represent-
ing the'Court of Catherine the
Great, with a half-dozen or so cos-
tumed flunkys, Ethel Barrymore as
th-e Queen delivered the opening
line: "This is television's answer to
Quo Vud,i,s." Besides being a good
gag, it was a perfectly frank admis-
sion that TV imposes limitations on

BERT GOLD, TV sto,tion con-
sultant in programming and, opera-
tions, put four stations on the ai,r;
was producer-d,irector of ooer 700
shows and, pi,oneer of many d,euel-
opments.
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how lavish will TV 
studio production get? 

Quo Vadis TV? 

by Bert Gold 

LET'S FACE IT—the word "ex- 
travaganza," popular as it is 

in the vocabulary of movies, prob- 
ably will not ever be used, officially, 
at any rate, in television. It implies 
an irregularity of form, and a lav- 
ish disregard for economy. 

This does not mean that "the 
tube" cannot present spectacular 
sights. It contains within its realm 
of possibility anything that the 
movie camera does. The early-day 
stunts proved that—remotes of a 
cross-country flight from four air- 
planes, battle maneuvers at sea, un- 
derwater shots and microscopic 
shots—the use of twelve cameras 
for full coverage of the Met Opera 
opening. 

How lavish will TV studio pro- 
duction get? An apropos commen- 
tary was given on the Jimmy Du- 
rante show only a few weeks back. 
In a fairly elaborate set represent- 
ing the Court of Catherine the 
Great, with a half-dozen or so cos- 
tumed flunkys, Ethel Barrymore as 
the Queen delivered the opening 
line: "This is television's answer to 
Quo Vadis." Besides being a good 
gag, it was a perfectly frank admis- 
sion that TV imposes limitations on 

BERT GOLD, TV station con- 
sultant in programming and opera- 
tions, put four stations on the air; 
was producer-director of over 700 
shows and pioneer of many devel- 
opments. 

itself, depending on the nature of 
the show. 

It is particularly so in comedy 
sketches where television follows 
the stage form of the essence of fan- 
tasy. Broad comedy is difficult in 
the movie medium because it has the 
additional hurdle of utter realism to 
overcome. Granted then, that at 
least scenically speaking comedy 
sketches in the future will not be 
greatly different than the best of 

them are today. They are produced 
and designed by stage-trained men, 
and many of them would be done as 
is in a Broadway revue. That's as 
far as they ever wanted to get. 

Musical production, however, will 
attempt to emulate Hollywood and 
only the screen size (which, too, 
will not greatly differ unless they 
also enlarge living rooms) prevents 
the more ambitious choreographers 
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AFTER a certain point it is more practical to put lavish productions on 
film. The sequence shown above is one example of the spaciousness obtain- 
able by motion pictures. This method is used to get acting shots that cover 
one or more city blocks without cutting. 
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from using greater ensembles. If
the added value were clearly demon-
strated, even the extra budget
could be, and in the future no doubt
will be, made available. It will be
largely in the hands of the director.
If a genius were to turn up who
could handle crowds and cameras
with sufficient art and dispatch, and
make them look like people rather
than insects, the studio space would
be made available to him and the
electronic spectable would be born.

However, such a spectacle would
only be in the nature of a tour-de-

force, or a stunt, for it will not con-
tribute much to television's Pure
form. An intimate TV show is like
a good friend as oPPosed to a flashY
new acquaintance, it wears better.
Attention, of course, can be bought;
but the price is increasingly higher
as the public becomes satiated with
noise and spectacle. Kukla, Fran
and Ollie fans, on the other hand,
caused a near riot when their unas-
suming friends had their time cut
in half.

In the field of drama, television
has already approached the produc-

tion calibre of low-budget movies-
on its own terms, which are similar
to those of the legitimate stage.
That is to say, the area of its activ-
ity may be confined, but is comPen-
sated for by tighter-knit drama in
relationships between people. It's
an advantage, for the PlaY, rather
than the chase, is the thing-and
the reason, also, for live drama's
superiority over film.

On certain occasions, live TV
drama has gone far beYond its self-
imposed limitations. The excellent
examples set by Studio One in ibs
re-creations of battleships and sub-
marines (for which the sets cost
five to six thousand dollars out of
a total budget of $22,000) offer an
encouraging foretaste of the future.
When more space is available, which
it will be very shortly, the electronic
stage will bust its seams and run
the cinema a very close race in al-
most every department excePt the
Keystone Chase finish and "heading
them off at Eagle Pass."

Perhaps the most significant com-
parison between "the tube" and film
is the incredibly greater value TV
can get for a dollar in terms of pro-
duction efficiency. Have an exam-
ple: A few weeks ago the Schlitz
Playhouse of Stars presented as its
weekly offering a test preview of a
not-yet-produced movie starring
Rosalind Russell, Neaer Waue at a
Wac. It was a highly creditable job,
an amusing story well acted. When
and if the picture is made it may
have a slightly' greater range of
activity, and possible slicker pro-
duction. But it will cost f ortg ti,mes
as much ! It will not be forty times
as good, or even twice as good.

Here is a prediction: If an elee-
tronic recorder is ever invented to
transcribe television (in place of
kinescopes which fall short of the
necessary fldelity) it could conceiv-
ably make movie-making methods
obsolete. It would be very ironic to
see motion-picture film take its
place in the museum alongside ste-
reopticon slides.

But returning to the realm of the
present, as long as budgets are con-
tinuing to increase (and they will,
for the audience can potentially
triple), television will increase its
physieal scope, for it is capable of
anything.

The only question that remains
is whether the quality of its content
will improve.

No one would dare predict that.

C*p/"t"/r St*//"J
_AND READY TO
We do ONE THING-ond we think
We qre PRODUCERS of high quolity
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SLIDE FILMS
FILM STRIPS

SOUND RECORDINGS
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directors, comeromen, sound technicions ond lighting experts.

IF YOU ARE CONSIDERING A FILM WE WILL BE

GLAD TO EVALUATE THE PROJECT FOR YOU-
qnd odvise on its form, content ond cost.
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from using greater ensembles. If 
the added value were clearly demon- 
strated, even the extra budget 
could be, and in the future no doubt 
will be, made available. It will be 
largely in the hands of the director. 
If a genius were to turn up who 
could handle crowds and cameras 
with sufficient art and dispatch, and 
make them look like people rather 
than insects, the studio space would 
be made available to him and the 
electronic spectable would be born. 

However, such a spectacle would 
only be in the nature of a tour-de- 

force, or a stunt, for it will not con- 
tribute much to television's^ pure 
form. An intimate TV show is like 
a good friend as opposed to a flashy 
new acquaintance, it wears better. 
Attention, of course, can be bought; 
but the price is increasingly higher 
as the public becomes satiated with 
noise and spectacle. Kukla, Fran 
and Ollie fans, on the other hand, 
caused a near riot when their unas- 
suming friends had their time cut 
in half. 

In the field of drama, television 
has already approached the produc- 

tion calibre of low-budget movies— 
on its own terms, which are similar 
to those of the legitimate stage. 
That is to say, the area of its activ- 
ity may be confined, but is compen- 
sated for by tighter-knit drama in 
relationships between people. It's 
an advantage, for the play, rather 
than the chase, is the thing—and 
the reason, also, for live drama's 
superiority over film. 

On certain occasions, live TV 
drama has gone far beyond its self- 
imposed limitations. The excellent 
examples set by Studio One in its 
re-creations of battleships and sub- 
marines (for which the sets cost 
five to six thousand dollars out of 
a total budget of $22,000) offer an 
encouraging foretaste of the future. 
When more space is available, which 
it will be very shortly, the electronic 
stage will bust its seams and run 
the cinema a very close race in al- 
most every department except the 
Keystone Chase finish and "heading 
them off at Eagle Pass." 

Perhaps the most significant com- 
parison between "the tube" and film 
is the incredibly greater value TV 
can get for a dollar in terms of pro- 
duction efficiency. Have an exam- 
ple: A few weeks ago the Schlitz 
Playhouse of Stars presented as its 
weekly offering a test preview of a 
not-yet-produced movie starring 
Rosalind Russell, Never Wave at a 
Wac. It was a highly creditable job, 
an amusing story well acted. When 
and if the picture is made it may 
have a slightly greater range of 
activity, ancj possible slicker pro- 
duction. But it will cost forty times 
as much! It will not be forty times 
as good, or even twice as good. 

Here is a prediction: If an elec- 
tronic recorder is ever invented to 
transcribe television (in place of 
kinescopes which fall short of the 
necessary fidelity) it could conceiv- 
ably make movie-making methods 
obsolete. It would be very ironic to 
see motion-picture film take its 
place in the museum alongside ste- 
reopticon slides. 

But returning to the realm of the 
present, as long as budgets are con- 
tinuing to increase (and they will, 
for the audience can potentially 
triple), television will increase its 
physical scope, for it is capable of 
anything. 

The only question that remains 
is whether the quality of its content 
will improve. 

No one would dare predict that. 
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tv presentation gives
loctssupporting...

drops only 15.3% in summer time

-from 5.04 hours in winter to 4.27
hours in summer.
. The 2.21 hours that the average
individual watches television on a
summer day adds up to virtually as
much time with television as he
spends with radio, newspapers and
magazines combined (2.34 hours).
The figures:

Television ....-- 2.21 hours
Radio -,-.,-,---.--- 1.14 hours
Newspapers ---- .92 hours
Magazines -,-,-, .28 hours

a This year every major CBS
client remained on the air during
July and August. These advertis-
ers found summer a profltable op-
eration for several reasons:

1. Most of them retained all
their stations, and in many cases
picked up additional markets.

2. They maintained audience
viewing habits in their time peri-
ods for the big Fall season.

3. They reached big audienees,
in many cases larger than the aver-
age for the October-April season.

4. They reached these audiences
at low cost-per-thousand-in many
cases lower than they enjoyed dur-
ing the October-April season.
a The comparison of the October
1950-April 1951 ratings with the
July-August 1951 ratings for eleven
top CBS-TV shows reveals; average
ratings dropped only 8%; average
number of homes reached jumped
13.8%; average viewers-per-set
dropped only 6.7/o; and average
number of viewers reached in-
creased 8.9%.
o Staying on the afu 52 weeks,
each advertiser earned a regular
70o/o annual discount on time costs.
Applying this 70% annual discount
to 8 summer weeks it means that

each advertiser got 5.2 weeks (of
the eight) free of time costs or
saved 65% of his time costs.

The presentation was prepared
by Gordon Hellmann. The facts
used are based on U. S. Department
of Commerce Business Reviews,
Advertest Research and American
Research Bureau Reports.

Year-around Advertising

tT'tHE CBS Television Network has
I come out with a new sales pre-

sentation book pointing up the ad-
vantage of year-around advertis-
ing. Entitled, It Takes Four
Quarters to Make a Dollar, it sug-
gests a business year is, and ought
to be, four quarters long.

The presentation places special
emphasis on the fact that there is
no summer vacation in the selling
year and no missing "quarters" in
television's year. Among the facts
given to support the network's
stand are the following:
a Spendable income in summer is
bigger than in winter or spring.
The figures (in billions) :

Winter - 944.3
Spring - $49.3
Summer .--.-, ---.--- $49.4
Fall .--.-.....,.. ....... . $52.b

o Summer is one of the two big
factory payroll seasons.
o Summer is the second biggest
retail selling season. The figures
(in millions) :

Winter $29.342
Spring $33,251
Summer 933,952
Fall -------..,,-- 936,232

a By retail classifications, summer
is: the number one season for dur-
able goods stores, automobile deal-
ers, filling stations; the number
two season for non-durable goods
stores, household appliances, food
retailing; bigger than winter and
approximately the same as spring
for drugstores; a two-and-a-half
billion dollar season for department
stores; the season when installment
credit mounts faster than any time
of the year.
a As for television's job as a sum-
mel salesman, hours of set usage
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Year-around Advertising 

THE CBS Television Network has 
come out with a new sales pre- 

sentation book pointing- up the ad- 
vantage of year-around advertis- 
ing. Entitled, It Takes Four 
Quarters to Make a Dollar, it sug- 
gests a business year is, and ought 
to be, four quarters long. 

The presentation places special 
emphasis on the fact that there is 
no summer vacation in the selling 
year and no missing "quarters" in 
television's year. Among the facts 
given to support the network's 
stand are the following: 
• Spendable income in summer is 
bigger than in winter or spring. 
The figures (in billions) : 

Winter   $44.3 
Spring   $49.3 
Summer   $49.4 
Fall $52.5 

• Summer is one of the two big 
factory payroll seasons. 
• Summer is the second biggest 
retail selling season. The figures 
(in millions) : 

Winter   $29,342 
Spring   $33,251 
Summer .... $33,952 
Fall   $36,232 

• By retail classifications, summer 
is: the number one season for dur- 
able goods stores, automobile deal- 
ers, filling stations; the number 
two season for non-durable goods 
stores, household appliances, food 
retailing; bigger than winter and 
approximately the same as spring 
for drugstores; a two-and-a-half 
billion dollar season for department 
stores; the season when installment 
credit mounts faster than any time 
of the year. 
• As for television's job as a sum- 
mer salesman, hours of set usage 

drops only 15.3% in summer time 
—from 5.04 hours in winter to 4.27 
hours in summer. 
• The 2.21 hours that the average 
individual watches television on a 
summer day adds up to virtually as 
much time with television as he 
spends with radio, newspapers and 
magazines combined (2.34 hours). 
The figures: 

Television . ... 2.21 hours 
Eadio    1.14 hours 
Newspapers 92 hours 
Magazines 28 hours 

• This year every major CBS 
client remained on the air during 
July and August. These advertis- 
ers found summer a profitable op- 
eration for several reasons: 

1. Most of them retained all 
their stations, and in many cases 
picked up additional markets. 

2. They maintained audience 
viewing habits in their time peri- 
ods for the big Fall season. 

3. They reached big audiences, 
in many cases larger than the aver- 
age for the October-April season. 

4. They reached these audiences 
at low cost-per-thousand—in many 
cases lower than they enjoyed dur- 
ing the October-April season. 
• The comparison of the October 
1950-April 1951 ratings with the 
July-August 1951 ratings for eleven 
top CBS-TV shows reveals: average 
ratings dropped only 8%; average 
number of homes reached jumped 
13.8%; average viewers-per-set 
dropped only 6.7%; and average 
number of viewers reached in- 
creased 8.9%. 
• Staying on the air 52 weeks, 
each advertiser earned a regular 
10% annual discount on time costs. 
Applying this 10% annual discount 
to 8 summer weeks it means that 

each advertiser got 5.2 weeks (of 
the eight) free of time costs or 
saved 65% of his time costs. 

The presentation was prepared 
by Gordon Hellmann. The facts 
used are based on U. S. Department 
of Commerce Business Reviews, 
Advertest Research and American 
Research Bureau Reports. 

BM1 

Music in Television 
Musis is heard and 
This simple point of view is 
the reason BMI makes no 
distinction between the use 
of its music by an audi 
station or television station. 
The BMI license with tele- 
vision nations —in effert 
since 1940 — covers all per 
formances, both , 
mechanical and whether by 
means of records, transcrip- 
tions or film soundtracK. 
It provides for the perform- 
ance o) BMI-licensed com- 
positions without special 
clearance hcadachea 
An ever-increasing BMI cata 
log—widely diversified from 
classics to rhythm and blues 
Igives television broad- 
casters a complete service of 
music for every type of 
program. 

BROADCAST MUSIC, INC. 
580 FIFTH AVE., NEW YORK 19 
NEW YORK • CHICAGO • HOLLYWOOD 

DECEMBER, 1951 11 
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DIRECTORY OF TELEVISION STATIONS
ADDRESS GENERAL MANAGER STATION REP. NETWORK STATUS
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ALBUQUERQUq N.
KOB-TV

AMES, IOWA
WOI-TV.

ATLANTA, GA.
WAGA-TV
WLTV
wsB-Tv

BALTIMORE, MD.
WAAM-TV
WBAL.TV
WMAR-TV

BINGIIAMTON. N. Y.
WNBF-TV

BIRMINGHAM, ALA.
WAFM.TV
WBRC-TV

BLOOMINGTON. IND.

MEX.
234 S. Fifth Ave.

Iowa State College

1032 W. Peachtree
15 Forsyth St., S.W.
Biltmore Hotel

3725 Malden Ave.
2610 N. Charles St.
Sun Building

Arlington Hotel

Radio Park, Red Mt.
Red Mountain

535 S. Walnut St.

1170 Soldiers Field
21 Brookline Ave.

Hotel Statlel

514 Wilder Building

190 North State St.
400 W. Madison St.
441 N. Michigan Ave.
Merchandise Mart

2345 Symmes St.
800 Broadway
140 W. gth St.

1816 E. 13th St.
815 Superior Ave.
Pleasant Valley & State Rds,

T. M. Pepperday

Richard Hull

Geo. B. Storer
William T. Lane
John Outler, Jr.

Ken Carter
Leslie H. Peard Jr.
E. K. Jett

Cecil D. Mastin

Thad Holt
G. P. Hamann

Glenn Van Horn

W. C. Swartley
Linus Travers

C. R. Thompson

C. Crutchfield

J. H. Mitchell
James Stirton
Frank Schreiber
Perry C. Kopf 

^

M. C. Watters
Herman Fast
R. E. Dunville

J. Hanrahan
J. McCormick
F. Snyder

Branham

Weed

Katz
Harrington, R & P
Edward Petry

Harrington, R & P
Edward Petry
Katz

Boliing

CBS Sales
Blair TV

Robert Meeker

NBC Spot Sales
Edward Petry

Harrington, R & P

CBS Sales

Weed
ABC Spot Sales
WGN Sales
NBC Spot Sales

Branham
Katz
WLW Sales

Branham
NBC Spot Sales
Katz

WTTV
BOSTON, MASS.

WBZ-TV
WNAC-TV

BUFFALO, N. Y.
WBEN-TV

crrARLoTTq N. C.
WBTV

CHICAGO, ILL.
WBKB
WENR-TV
WGN-TV
wNBQ

CINCINNATI, OHIO
wcPo-Tv
WKRC-TV
WLW-T

CLEYELAND, OHIO
wEws
WNBK
WXEL

Non-Inter.

Inter.

Inter.
Inter.
Inter.

Inter.
Inter.
Inter.

Inter.

Inter.
Inter.

Non-Inter.

Inter.
Inter,

Inter.

Inter.

Inter.
Inter.
Inter.
Inter.

Inter.
Inter.
Inter.

Inter.
Inter.
Inter,

A,CrD,N

ArC,D,N

C,D
A
N

A,D
N
c

A,C,D,N

A'C
D,N

A,CrDrN

N
A,C,D

A, C, D, N.

ArC,D,N

c
ABCO&O
D
NBCO&O

A,D
c
N

A'C
NBCO&O
A,C,D

DIRECTORY OF TELEVISION STATIONS 

CITY ADDRESS GENERAL MANAGER STATION REP. NETWORK STATUS 

ALBUQUERQUE, N. MBX. 
KOB-TV 234 S. Fifth Ave. 
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AMES, IOWA 
WOI-TV 

ATLANT4, GA. 
WAGAtTV 
WLTV 
WSB-TV 

BALTIMORE, MD. 
WAAM-TV 
WBAL-TV 
WMAR-TV 

BINGHAMTON, N. Y. 
WNBF-TV 

BIRMINGHAM, ALA. 
WAFM-TV 
WBRC-TV 

BLOOMINGTON, IND 
WTTV 

BOSTON, MASS. 
WBZ-TV 
WNAC-TV 

BUFFALO, N. Y. 
WBEN-TV 

CHARLOTTE, N. C. 
WBTV 

CHICAGO, ILL. 
WBKB 

. WENR-TV 
WGN-TV 
WN JQ 

CINCINNATI, OHIO 
WCPO-TV 
WKRC-TV 
WLW-T 

CLEVELAND, OHIO 
WEWS 
WNBK 
WXEL 

Iowa State College 

1032 W. Peachtree 
15 Forsyth St., S.W. 
Biltmore Hotel 

3725 Maiden Ave. 
2610 N. Charles St. 
Sun Building- 

Arlington Hotel 

Radio Park, Red Mt. 
Red Mountain 

535 S. Walnut St. 

1170 Soldiers Field 
21 Brookline Ave. 

Hotel Statler 

514 Wilder Building 

190 North State St. 
400 W. Madison St. 
441 N. Michigan Ave. 
Merchandise Mart 

2345 Symmes St. 
800 Broadway 
140 W. 9th St. 

1816 E. 13th St. 
815 Superior Ave. 
Pleasant Valley & State Rds, 

T. M. Pepperday 

Richard Hull 

Geo. B. Storer 
William T. Lane 
John Outler, Jr. 

Ken Carter 
Leslie H. Peard Jr. 
E. K. Jett 

Cecil D. Mastin 

Thad Holt 
G. P. Hamann 

Glenn Van Horn 

W. C. Swartley 
Linus Travers 

C. R. Thompson 

C. Crutchfield 

J. H. Mitchell 
James Stirton 
Frank Schreiber 
Perry C. Kopf 

M. C. Watters 
Herman Fast 
R. E. Dunville 

J. Hanrahan 
J. McCormick 
F. Snyder 

Branham 

Weed 

Katz 
Harrington, R & P 
Edward Petry 

Harrington, R & P 
Edward Petry 
Katz 

Boiling 

CBS Sales 
Blair TV 

Robert Meeker 

NBC Spot Sales 
Edward Petry 

Harrington, R & P 

CBS Sales 

Weed 
ABC Spot Sales 
WGN Sales 
NBC Spot Sales 

Branham 
Katz 
WLW Sales 

Branham 
NBC Spot Sales 
Katz 

Non-Inter. 

Inter. 

Inter. 
Inter. 
Inter. 

Inter. 
Inter. 
Inter. 

A, C, D, N 

A, C, D, N 

C, D 
A 
N 

Inter. 

Inter. 
Inter. 

A, D 
N 
C 

A, C, D, N 

A, C 
D, N 

Non-Inter. A, C, D, N 

Inter. 
Inter. 

Inter-. 

Inter. 

Inter. 
Inter. 
Inter. 
Inter. 

Inter. 
Inter. 
Inter. 

Inter. 
Inter. 
Inter, 

N 
A, C, D 

A, C, D, N 

A, C, D, N 

ABC O & O 
D 
NBC O & O 

A, D 
C 
N 

A, C 
NBC O & O 
A, C, D www.americanradiohistory.com



Richard Borel
James Leonard
John Rossiter

R. Nimmors
C. W. Rembert

Ernie Sanders

Robert Moody
H. P. Lasker

R. E. Jones
Wm. Walbridge
James Riddell

Herbert Stewart

George Cranston

H. M. Steed

Gaines Kelley

Jack Harris

L. H. Rogers

Harry Bitner

G. Marshall

A. D. Schrott

John Fetzer

William Bates

Harold Miller

H. F. Gross

D. B. Tatum
John Bradley
D. J. Fedderson
T. B. McFadden
Wilbur Edwards
K. LandsberE
H. I{. Dunhdm

Blair TV
WLW Sales
Headley-Read

Edward Petry
Branham

Free & .Peters

Hollingberry
WLW Sales

Katz
G. P. Hollingberry
ABC Spot Sales

Headley-Read

Free & Peters

John Pearson

Harrington, R & P

Edward Petry

Katz

Katz

Avery-Knodel

Headley-Read

Avery-Knodel

Harrington, R & P

Robert Meeker

Headley-Read

ABC Spot Sales
Edward Petrv
Katz
NBC Spot Sales
CBS Spot Sales
John Pearson
Blair TV

Inter.
Inter.
Inter.

Non-Inter.
Non-Inter.

Non-Inter.

Inter.
Inter.

Inter.
Inter.
Inter.

Inter.

Non-Inter.

Inter.

Inter.

Non-Inter.

Inter.

Inter.

Inter.

Inter.

Inter.

Inter.

Inter.

Inter.

Inter.
Non-Inter.
Non-Inter.
Inter.
Inter,
Inter.
Ilter.

c
N
A,D

D'P
c

N

A,C,D
N

C,D
N
ABCO&O

A,C,D,N

A,N

A,CrD,N

A,C,D,N

A,C,D,N

A,C,D,N

A,C,D,N

A,C,D,N

ArC,DrN

ArC,DrN

ArC,D,N

ArC,D,N

A,C,DrN

ABCO&O
Inde.
Inde.
NBCO&O
cBso&o
Paramount
Inds.
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COLUMBUS, OHIO
WBNS-TV 495 Olentangy BIvd.WLW-C 3165 Olentanly River RoadWTVN 50 W. Broad St.

DALLAS, TEXAS
WFAA-TV 3000 Harry Hines Blvd.KRLD-TV Herald Square

DAVENPORT, IOWA
WOC-TV 1000 Brody St.

DAYTON. OIIIO
WHIO-TV 1414 Wilmington Ave.WLW-D 4595 S. Dixie Highway

DETROIT, MICII.
WJBK-TV 500 Temple Ave.WWJ-TV The Detroit News

McCabees Building

3514 State St.
FORT WORTII. TEXAS

WBAP.TV 3900 Barnett
GRAND RAPIDS, MICH.

WLAV-TV 6 Fountain St.. N.E.
GREENSBORO. N. C.WFMY-TV 212 N. Davie St.

IIOUSTON, TEXAS
KPRC-TV Post Oak Road

IIUNTINGTON, W. YA.WSAZ-TV W. Vir.ginia Building
INDIANAPOLIS, IND.WFBM-TV 1330 N. Meridian St.

JACKSONYILL& FLA.
WMBR-TV P.O. Box 5187

JOHNSTOWN, PA.
WJAC-TV 329 Main St.

KALAMAZOO, MICII.
WKZO-TV 124 W. Michigan Ave.

KANSAS CITY. MO.
WDAF-TV 3030 Summit

LANCASTER" PA.
WGAL-TV 24 South Queen St.

LANSING. MICH.
WJIM-TV Bank of Lansing Bldg.

LOS ANGELES, CAL.KECA-TV 4151 Prospect Ave.KHJ-TV 1313 N. Vlne St.KLAC-TV 1000 N. Cahuensa Blvd.KNBII Sunset & Vine -KNXT 1313 N. Vine St.KTLA 5451 Marathon St.KTTV 5746 Sunset Btvd,

wxYz-Tv
ERIE, PA.

WICU
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495 Olentangy Blvd. 
3165 Olentangy River Road 
50 W. Broad St. 

3000 Harry Hines Blvd. 
Herald Square 

1000 Brody St. 

1414 Wilmington Ave. 
4595 S. Dixie Highway 

500 Temple Ave. 
The Detroit News 
McCabees Building 

COLUMBUS, OHIO 
WBNS-TV 
WLW-C 
WTVN 

DALLAS, TEXAS 
WFAA-TV 
KRLD-TV 

DAVENPORT, IOWA 
WOC-TV 

DAYTON, OHIO 
WHIO-TV 
WLW-D 

DETROIT, MICH. 
WJBK-TV 
WWJ-TV 
WXYZ-TV 

ERIE, PA. 
WICU 3514 State St. 

FORT WORTH, TEXAS 
WBAP-TV 3900 Barnett 

GRAND RAPIDS, MICH. 
WLAV-TV 6 Fountain St., N.E. 

GREENSBMRO, N. C. 
WFMY-TV 212 N. Davie St. 

HOUSTON, TEXAS 
KPRC-TV Post Oak Road 

HUNTINGTON, W. VA. 
WSAZ-TV W. Virginia Building 

INDIANAPOLIS, IND. 
WFBM-TV 1330 N. Meridian St. 

JACKSONVILLE, FLA. 
WMBR-TV P.O. Box 5187 

JOHNSTOWN, PA. 
WJ AC-TV 329 Main St. 

KALAMAZOO, MICH. 
WKZO-TV 124 W. Michigan Ave. 

KANSAS CITY, MO. 
WDAF-TV 

LANCASTER, PA. 
WGAL-TV 

LANSING, MICH. 
WJIM-TV 

3030 Summit 

24 South Queen St. 

Bank of Lansing Bldg. 

W 

LOS ANGELES, CAL. 
KECA-TV 4151 Prospect Ave 
KHJ-TV 1313 N. Vine St. 
KLAC-TV 1000 N. Cahuenga Blvd. 
KNBH Sunset & Vine 
KNXT 1313 N. Vine St. 
KTLA 5451 Marathon St. 
KTTV 5746 Sunset Blvd. 

Richard Borel 
James Leonard 
John Rossiter 

R. Nimmors 
C. W. Rembert 

Ernie Sanders 

Robert Moody 
H. P. Lasker 

R. E. Jones 
Wm. Walbridge 
James Riddell 

Herbert Stewart 

George Cranston 

H. M. Steed 

Gaines Kelley 

Jack Harris 

L. H. Rogers 

Harry Bitner 

G. Marshall 

A. D. Schrott 

John Fetzer 

William Bates 

Harold Miller 

H. F. Gross 

D. B. Tatum 
John Bradley 
D. J. Fedderson 
T. B. McFadden 
Wilbur Edwards 
K. Landsberg 
H, M- Dunham 

Blair TV Inter. C 
WLW Sales Inter. N 
Headley-Read Inter. A, D 

Edward Petry Non-Inter. D, P 
Branham Non-Inter. C 

Free & Peters Non-Inter. N 

Hollingberry Inter. A, C, D 
WLW Sales Inter. N 

Katz Inter. C, D 
G. P. Hollingberry Inter. N 
ABC Spot Sales Inter. ABC O & O 

Headley-Read Inter. A, C, D, N 

Free & Peters Non-Inter. A, N 

John Pearson Inter. A, C, D, N 

Harrington, R & P Inter. A, C, D, N 

Edward Petry Non-Inter. A, C, D, N 

Katz Inter. A, C, D, N 

Katz Inter. A, C, D, N 

Avery-Knodel Inter. A, C, D, N 

Headley-Read Inter. A, C, D, N 

Avery-Knodel Inter. A, C, D, N 

Harrington, R & P Inter. A, C, D, N 

Robert Meeker Inter. A, C, D, N 

Headley-Read Inter. A, C, D, N 

ABC Spot Sales Inter. ABC O & O 
Edward Petry Non-Inter. Inde. 
Katz Non-Inter. Inde. 
NBC Spot Sales Inter. NBC O & O 
CBS Spot Sales Inter. CBS O & O 
John Pearson Inter. Paramount 
Blair TV Inter. Inde. 

www.americanradiohistory.com



5 CITY ADDRESS GENERAL MANAGER STATION REP. NETWORK STATUS

LOUISVILLE, KY.
WAVE-TV 334 E. Bloadway
WHAS-TV

MEMPIIIS, TENN.
WMCT

MIAMI, FLA.
WTVJ

MILWAUKEE, WIS.
WTMJ-TV

KSTP-TV
WTCN-TV

NASIIVILLE, TENN.
WSM.TV

NEWARK, N. J.,
WATV

MINNEAPOLIS-ST. PAUL, MINN.

6th & Broadwav

P.O. Box 311

17 N.W. Third St.

720 E. Capitol Drive

3415 University Ave., S.E.
Radio City-s0 S. gth St.

301-7th Ave.

Television Center

520 Royal St.

515 Madison Ave.
485 Madison Ave.
7 w. 66th st.
30 Rockefeller Plaza
1440 Broadway
220 E.42nd St.

NEW IIAVEN, CONN.
WNHC-TV 1110 ChaPel St.

NEW ORLEANS, LA.

Nathan Lord
Victor Sholis

H. W. Slavick

Lee Ruwitch

Walter Damm

Stan Hubbard
F. Van Konynenberg

John DeWitt, Jr.

I. R. Rosenhaus

.Iames T. Milne

Robert Swezey

Chris Witting
Richard Swift
Clarence Doty
Ted Cott
J. F. Seebach
G. B. Larson

Fred Lowe

P. A. Sugg

Owen Saddler
F. P. Fogarty

l). Thornbulgh
Roger W. Clipp
Ernest Loveman

Harry Stone

Harold C. Lund

John J. Boyle

Free & Petcrs
Edward Petry

Branham

Free & Peters

Harrington, R & P

Edward Petry
Free & Peters

Edward Petry

Weed

Katz

Blair TV

DuMont Sales
CBS Spot Sales
ABC Spot Sales
NBC Spot Sales
WOR Spot Sales
Free & Peters

Edward Petry

Katz

CBS Spot Sales
Katz
NBC Spot Sales

Edward.Petry

DuMont Sales

Weed

Inter.
Inter.

Inter.

Non-Inter,

Inter.

Inter.
Inter.

Inter.

Non-Inter,

Inter.

Non-Inter.

Inter.
Inter.
Inter.
Inter.
Non-Inter.
Non-Inter.

Inter.

Inter.

Inter.
Inter.

Inter.
Inter.
Inter.

Non-Inter.

Inter.

Inter.

A,D,N
C

A,CrD,N

A,C,D,N

A,C,D,N

N
A,C,D

A,C,D,N

Inde.

A,C,D,N

A,C,D,N

DuMont O & O
cBSO&O
ABCO&O
NBCO&O
Inde.
Inde.

A,C,D,N

A,C,D,N

A,C,D
N

WDSU-TV
NEW YORK, N. Y.

WABD
WCBS-TV
WJZ-TV
WNBT
woR-Tv
WPIX

NORFOLK, VA.
WTAR-TV 720 Bousch St'

OKLAIIOMA CITY, OKLA.
WKY-TV Box 8668, 1300 E. Britton Rd.

OMAHA, NEB.
KMTV 2615 Farnam St.
WOW-TV 3509 Farnam St.

PI{ILADELPIIIA, PA.
WCAU-TV 1622 Chestnut St.
WFIL-TV 46th & Malket Streets
WPTZ 1800 Architects Buildins

PHOENIX, ARIZ.
KPHO-TV 631 N. 1st St.

PITTSBURGII, PA.
WDTV Chamber of Commerce BIdg.

PROVIDENCE, R. I,
WJAR-TV 176 Weybosset St'

Katz
Blair TV

c
A,D
N

{
tl|l
F
Irl

vr
FI
F

A,C,D,N

ArC,D,N

A,C,D,N

CITY ADDKESS GENEKAL MANAGER 

334 E. Broadway 
6th & Broadway 

P.O. Box 311 

17 N.W. Third St. 

LOUISVILLE, KY. 
WAVE-TV 
WHAS-TV 

MEMPHIS, TENN. 
WMCT 

MIAMI, FLA. 
WTVJ 

MILWAUKEE, WIS. 
WTMJ-TV 720 E. Capitol Drive 

MINNEAPOLIS-ST. PAUL, MINN. 
KSTP-TV 3415 University Ave., S.E. 
WTCN-TV Radio City—50 S. 9th St. 

NASHVILLE, TENN. 
WSM-TV 301—7th Ave. 

NEWARK, N. J. , 
WATV Television Center 

NEW HAVEN, CONN. 
WNHC-TV 1110 Chapel St. 

NEW ORLEANS, LA. 
520 Royal St. WDSU-TV 

NEW YORK, N. Y. 
WABD 
WCBS-TV 
WJZ-TV 
WNBT 
WOR-TV 
WPIX 

NORFOLK, VA. 
WTAR-TV 

OKLAHOMA CITY, OKLA. 
WKY-TV Box 8668, 1300 E. Britton Ed. 

515 Madison Ave. 
485 Madison Ave. 
7 W. 66th St. 
30 Rockefeller Plaza 
1440 Broadway 
220 E. 42nd St. 

720 Bousch St. 

OMAHA, NEB. 
KMTV 
WOW-TV 

PHILADELPHIA, PA. 

2615 Farnam St. 
3509 Farnam St. 

C 
(7t 
m 
ya 

WCAU-TV 
WFIL-TV 
WPTZ 

PHOENIX, ARIZ. 
KPHO-TV 

PITTSBURGH, PA. 
WDTV 

PROVIDENCE, R. 1. 
W JAR-TV 

1622 Chestnut St. 
46th & Market Streets 
1800 Architects Building' 

631 N. 1st St. 

Chamber of Commerce Bldg. 

176 Weybosset St. 

Nathan Lord 
Victor Sholis 

H. W. Slavick 

Lee Ruwitch 

Walter Damm 

Stan Huhhard 
F. Van Konynenberg 

John DeWitt, Jr. 

I. R. Rosenhaus 

James T. Milne 

Robert Swezey 

Chris Witting 
Richard Swift 
Clarence Doty 
Ted Cott 
J. F. Seebach 
G. B. Larson 

Fred Lowe 

P. A. Sugg 

Owen Saddler 
F. P. P ogarty 

D. Thornburgh 
Roger W. Clipp 
Ernest Loveman 

Harry Stone 

Harold C. Lund 

John J. Boyle 

* 

STATION REP. NETWORK STATUS 

Free & Peters 
Edward Petry 

Branham 

Free & Peters 

Harrington, R & P 

Edward Petry 
Free & Peters 

Edward Petry 

Weed 

Katz 

Blair TV 

DuMont Sales 
CBS Spot Sales 
ABC Spot Sales 
NBC Spot Sales 
WOR Spot Sales 
Free & Peters 

Inter. 
Inter. 

Inter. 

Non-Inter. 

Inter. 

Inter. 
Inter. 

Inter. 

Non-Inter. 

Inter. 

Non-Inter. 

Inter. 
Inter. 
Inter. 
Inter. 
Non-Inter. 
Non-Inter. 

A, D, N 
C 

A, C, D, N 

A, C, D, N 

A, C, D, N 

N 
A, C, D 

A, C, D, N 

Inde. 

A, C, D, N 

A, C, D, N 

DuMont O <& O 
CBS O & O 
ABC O & O 
NBC O & O 
Inde. 
Inde. 

Edward Petry 

Katz 

Inter. 

Inter. 

A, C, D, N 

A, C, D, N 

Katz 
Blair TV 

Inter. 
Inter. 

A, C, D 
N 

CBS Spot Sales 
Katz 
NBC Spot Sales 

Inter. 
Inter. 
Inter. 

C 
A, D 
N 

Edward Petry 

DuMont Sales 

Non-Inter. A, C, D, N 

Inter. A, C, D, N 

Weed Inter. A, C, D, N 
www.americanradiohistory.com
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RICIIMOND. VA.
WTVR 3301 W. Broad St.

ROCIIESTER, N. Y.
WHAM-TV 201 Humboldt St.

ROCK ISLAND. ILL.
WHBF-TV Telco Building

SALT LAKE CITY, UTAH

Wilbur Havens

William Fay

L. C. Johnson

S. S. Fox
C. R. Evans

W. D. Rogers
A. X. Pangborn

Jack O. Gross

Gayle Grubb
P. G. Lasky
Charles Thieriot

R. W. Hanna

Otto P. Brandt

George Burbach

Paul Adarrti
F. R. Vadebonceur

E. Y. Flanigan

Maria Alvalez

Michael Fusco

K. H. Belkeley
Eugene Juster
John S. Hayes
Walter Compton

J. Gorrnan Walsh

Blair TV

Hollingbeny

Avery-Knodel

Blair TV
CBS Spot Sales

Blair TV
Edward Petry

Branham

ABC Spot Sales
Katz
Free & Peters

NBC Spot Sales

Blair TV

Free & Peters

Katz
Headley-Read

Katz

Edward Petry

Cooke

Katz
NBC Spot Sales
CBS Spot Sales
DuMont Spot Sales

Meeker

Inter.

Inter.

Inter.

Inter.
Inter.

Non-Inter.
Non-Inter.

Inter.

Inter.
Inter.
Inter.

Inter.

Non-Inter.

Inter.

Inter.
Inter.

Inter.

Non-Inter.

Inter.

Inter.
Inter.
Inter.
Inter.

Inter.

N

A,C,D,N

A,C,D

N
A,C,D

A,D,P
A,C,N

A,C,N

ABCO&O
C,D
N

A,C,D,N

A,C,DrN

A,C,D,N

A,C,D
N

ArC,D,N

A,C,D,N

A,C,D,N

A
NBCO&O
c
DuMont O & O

D,N

WRGB

S!)ATTLE, WASH.
KING-TV

ST. LOUIS, MO.
KSD-TV

SYRACUSE, N. Y.
WHEN
WSYR-TV

]'OLEDO, OHIO
WSPD-TV

'r'uLSA, 0KLA.
KOTV

UTICA, N. Y.
WKTV

WASHINGTON, D. C.

WMAL-TV
WNBW
WTOP-TV
WTTG

WILMINGTON. DEL.
; wDEL-Tv

KDYL-TV
I(SL-TV

SAN ANTONIO. TEXAS

SAN

SAN

KEYL
WOAI-TV

DIEGO, CAL.
KFMB-TV

FRANCISCO. CAL.
KGO-TV
KPIX
KRON-TV

SCHENECTADY, N. Y.

Tribune-Telegram Bldg.
10 S. Main St.

Transit Tower
1031 Navarro St.

1375 Pacific Highway

155 Montgomery
1 Nob HiIl Circle
5th & Mission St.

60 Washington St.

301 Galer St.

1111 Olive St.

101 Court St.
Syracuse Kemper BIdg.

136 Huron St.

3rd & Frankfort Sts.

P.O. Box 386

4461 Connecticut Ave., N.W.
724-t4th St., N.W.
Warner Building
Izth & E. Sts., N.W.

10th & King Sts.
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o RICHMOND, VA. 
O WTVR 3301 W. Broad St. 

£ ROCHESTER, N. Y. 
w WHAM-TV 201 Humboldt St. 

in 

ROCK ISLAND, ILL. 
WHBF-TV Telco Building 

SALT LAKE CITY, UTAH 
KDYL-TV Tribune-Telegram Bldg. 
KSL-TV 10 S. Main St. 

SAN ANTONIO, TEXAS 
KEYL Transit Tower 
WOAI-TV 1031 Navarro St. 

SAN DIEGO, CAL. 
KFMB-TV 1375 Pacific Highway 

SAN FRANCISCO, CAL. 
KGO-TV 155 Montgomery 
KPIX 1 Nob Hill Circle 
KRON-TV 5th & Mission St. 

SCHENECTADY, N. Y. 
WRGB 60 Washington St. 

SEATTLE, WASH. 
KING-TV 301 Galer St. 

ST. LOUIS, MO. 
KSD-TV 1111 Olive St. 

SYRACUSE, N. Y. 
WHEN 101 Court St. 
WSYR-TV Syracuse Kemper Bldg. 

TOLEDO, OHIO 
WSPD-TV 136 Huron St. 

TULSA, OKLA. 
KOTV 3rd & Frankfort Sts. 

UTICA, N. Y. 
WKTV P.O. Box 386 

WASHINGTON, D. C. 
WMAL-TV 4461 Connecticut Ave., N.W, 
WNBW 724—14th St., N.W. 
WTOP-TV Warner Building 
WTTG 12th & E. Sts., N.W. 

WILMINGTON, DEL. 
U WDEL-TV 10th & King Sts. 

Wilbur Havens 

William Fay 

L. C. Johnson 

S. S. Fox 
C. R. Evans 

W. D. Rogers 
A. X. Pangborn 

Jack O. Gross 

Gayle Grubb 
P. G. Lasky 
Charles Thieriot 

R. W. Hanna 

Otto P. Brandt 

George Burbach 

Paul Adanti 
F. R. Vadebonceur 

E. Y. Flanigan 

Maria Alvarez 

Michael Fusco 

K. H. Berkeley 
Eugene Juster 
John S. Hayes 
Walter Compton 

J. Gorman Walsh 

Blair TV Inter. N 

Hollingberry 

Avery-Knodel 

Inter. A, C, D, N 

Inter. A, C, D 
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CBS Spot Sales 

Inter. 
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Biair TV 
P:dward Petry 
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Non-Inter. A, C, N 

Branham Inter. A, C, N 

ABC Spot Sales 
Katz. 
Free & Peters 

Inter. 
Inter. 
Inter. 

ABC O & O 
C, D 
N 

NBC Spot Sales Inter. A, C, D, N 

Blair TV Non-Inter. A, C, D, N 

Free & Peters Inter. A, C, D, N 

Katz 
Headley-Read 

Inter. A, C, D 
Inter. N 

Katz Inter. A, C, D, N 

Edward Petry Non-Inter. A, C, D, N 

Cooke Inter. A, C, D, N 

Katz 
NBC Spot Sales 
CBS Spot Sales 
DuMont Spot Sales 

Inter. 
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o picturc story ol TY's
,rewest ond most modern plont

I[/OR-TV has completed con-
W struction of the first building

in New York to be built exclusively
for television. The two-story, re-in-
forced concrete and brick structure
covers almost an entire square block
at 67th Street and' Columbus
Avenue.

Full of innovations in design the
building contains three studios or
production rooms, five rehearsal
halls, extensive facilities for handl-
ing, storing and showing of fllm,
and set storage space which per-
mits off-street loading and unload-
ing. Grouped with each production
room is the rehearsal hall, an an-
nouncer's booth, a sponsor's room
and a control room.

There are "four-star" dressing
rooms complete with shower, script
consultation rooms, large make-up
and dressing rooms, locker rooms
for engineers and musicians and
many individual lockers for stor-
age of clothes and other personal
belongings.

When WOR-TV opened in Oc-
tober 1949 they had only the roof
of the Amsterdam Theater. Need-
ing more space they rented the
south side of the ABC-TV studio
building. They could only take this
on a two-year lease as ABC-TV had
projected plans to use this space.
Therefore, R. H. Macy Co., owners
of WOR-TV continued its search
for a permanent location,

One big ploblem was the fact
that artists grumble at travelling
long distances to the studio. The-
aters and film studios were studied
for possible conversion to TV.
Finally a conveniently located park-
ing lot was decided upon as the best
place to construct an entirely new-
TV buildine. Engineers of CBS,
NBC and DuMont were consulted
regarding their suggestions for the
best possible layout for such a plant.
Charles Singer, assistant chief-en-
gineer of WOR-TV, supervised the
construction of the building, which,
together with its electronic equip-
ment, is valued at about one-and-a-
half million dollars.

CHARLES SINGER, ossistont chief
engineer, Theodore Streibert, presi-
dent of WOR-TV, ond Jock Poppele,
VP in chorge of engineering, huddle
over blueprints of their new building.

W0R-TU's l{ew Studios

ru
*;t

HAROLD HADDEN (obove), supervisor of projection, tolks into on over-
heod intercom os he gets set to operote the 35mm RCA cold light projector.
Also grouped oround the multiplexer is o 2 x 2 gloss slide projector ond q
l6mm mochine. Mr. Hqdden (right), checks the Grey Telop which tokes
opoque slides, tronsporencies, ticker tope, scroll ond o clock. The instrument
con perform superimpositions ond cross fodes.
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a picture story of TV's 
newest and most modern plant 

WOR-TV's New Studios 

WOR-TV has completed con- 
struction of the first building 

in New York to be built exclusively 
for television. The two-story, re-in- 
forced concrete and brick structure 
covers almost an entire square block 
at 67th Street and" Columbus 
Avenue. 

Full of innovations in design the 
building contains three studios or 
production rooms, five rehearsal 
halls, extensive facilities for handl- 
ing, storing and showing of film, 
and set storage space which per- 
mits off-street loading and unload- 
ing. Grouped with each production 
room is the rehearsal hall, an an- 
nouncer's booth, a sponsor's room 
and a control room. 

There are "four-star" dressing 
rooms complete with shower, script 
consultation rooms, large make-up 
and dressing rooms, locker rooms 
for engineers and musicians and 
many individual lockers for stor- 
age of clothes and other personal 
belongings. 

When WOR-TV opened in Oc- 
tober 1949 they had only the roof 
of the Amsterdam Theater. Need- 
ing more space they rented the 
south side of the ABC-TV studio 
building. They could only take this 
on a two-year lease as ABC-TV had 
projected plans to use this space. 
Therefore, R. H. Macy Co., owners 
of WOR-TV continued its search 
for a permanent location. 
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HAROLD HADDEN (obovel, supervisor of projection, talks into an over- 
head intercom as he gets set to operate the 35mm RCA cold light projector. 
Also grouped around the multiplexer is a 2 x 2 glass slide projector and a 
16mm machine. Mr. Hadden (right), checks the Grey Telop which takes 
opaque slides, transparencies, ticker tape, scroll and a clock. The instrument 
can perform superimpositions and cross fades. 

One big problem was the fact 
that artists grumble at travelling 
long distances to the studio. The- 
aters and film studios were studied 
for possible conversion to TV. 
Finally a conveniently located park- 
ing lot was decided upon as the best 
place to construct an entirely new 
TV building. Engineers of CBS, 
NBC and DuMont were consulted 
regarding their suggestions for the 
best possible layout for such a plant. 
Charles Singer, assistant chief-en- 
gineer of WOR-TV, supervised the 
construction of the building, which, 
together with its electronic equip- 
ment, is valued at about one-and-a- 
half million dollars. 

V 

CHARLES SINGER, assistant chief 
engineer, Theodore Streibert, presi- 
dent of WOR-TV, and Jack Poppele, 
VP in charge of engineering, huddle 
over blueprints of their new building. 
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THE CONTROLS on the light selector switch ponel qnd the dimmer boqrd
ore exploined to feleviser editor, Robert Horris by Chorles Singer. This
set-up permits the selection ond regulotion of eoch lomp. The ponel is

copoble of producing 200 kilowotts of light.

A MAJOR innovqtion of the new

building permits off-street looding
ond unlooding with direct occess to
the three production rooms. Port of
the spoce shown will olso be used

for set storoge.

FINAL TOUCHES ore being mode to reody this studio for the December 27th opening of WOR-TV's new plont,
cqlled "Television Squore." The long oir conditioning ducts seen in this photo ore retroctoble. They ore lowered for
utmost efficiency, but con be pulled up to moke room for sets. Eoch bonk of lights is counterweighted ond con eosily
be lowered for odjusting ond positioning individuol lomps. Additionol counterweights ore instolled to fly oll scenery.

5 : 

. 

f W1* W'4 
m 

♦ ''VvM 
%* 

m 

~ ■ 

i 

THE CONTROLS on the light selector switch panel and the dimmer board 
are explained to Televlser editor, Robert Harris by Charles Singer. This 
set-up permits the selection and regulation of each lamp. The panel is 
capable of producing 200 kilowatts of light. 

A MAJOR innovation of the new 
building permits off-street loading 
and unloading with direct access to 
the three production rooms. Part of 
the space shown will also be used 
for set storage. 
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FINAL TOUCHES are being made to ready this studio for the December 27th opening of WOR-TV's new plant, 
called "Television Square." The long air conditioning ducts seen in this photo are retractable. They are lowered for 
utmost efficiency, but can be pulled up to make room for sets. Each bank of lights is counterweighted and can easily 
be lowered for adjusting and positioning individual lamps. Additional counterweights are installed to fly all scenery. 
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a new electtonic device

gives tv the process sfiot

Gizmo With

A N ELECTRONIC device has
fl been constructed for television
which duplicates the costly Holly-
wood "process shot" simply and
with no additional expense. The in-
strument called the "Gizmo" was de-
veloped and built by TV director,
George Gould and ABC video en-
gineers, David Fee and Rolph
Drucker.

The Gizmo is a small box with
four or five controls that looks like
an ordinary amplifier. It is con-
nected to the camera control units.
In simplest terms - the image
picked up by one camera is punched
out of the picture from the other
camera. Both pictures can then be
combined without any indication of
transparency. By combining live
and miniature sets a great variety

THE PHOTOGRAPHS obove were tqken off the comerq monitors ond cleorly illustrote the oction of the Gizmo.

The picture on the first monitor shows the scene being picked up by thot comero with the electronic cut-out of the
imoge from comero two. The imoge on thot csmero's monitor is shown in the center. The figure is tilted with o
prism. The combined picture is shown to the right. The imperfect picture is due to improper lighting ond odiust-

ment of the Gizmo. The finished product wos much shorper.

A Capital ttG"

of effects can be achieved. For ex-
ample, an underwater scene can be
achieved by combining the live
players with a shot of a small fish
tank with its flora and fauna.

On a commercial for Kellogg, a
cereal box was animated through
the use of the Gizmo. In this case,
the cereal box, a pitcher of milk
and a bowl of sugar were on one
set against a black background. On
the other set a young boy was shown
at the breakfast table with a cereal
bowl in front of him. By combin-
ing the two scenes all the objects
nppeared to be resting on his table.
Suddenly the box apparently began
to talk. The boy, unbelievingly,
says "whoever heard of a talking
cereal box." The Kellogg box re-
plies that it cannot only talk but

dance a jig and proceeds to do so-
This is achieved with the helP of
a stage hand, wearing black gloves,
who puts the box through its mo-
tions. The cereal box then appa-
rently pours itself into the bowl on
the table. The cream pitcher does
the same. A flying spoon sprinkles
the sugar. The stage hand, seeing
the combined picture on a floor
monitor, is able to apparently empty
the contents into the bowl with com-
plete accuracy. Such a commercial
would heretofore have had to be
animated on film at considerable
expense.

The Gizmo still has a few minor
kinks to be worked out. A major
objective of its owners is to build
and design a switching unit for the
instrument. At present they can-
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o new electronic device 

gives tv the process shot 

Gizmo With 

A Capital "G" 

AN ELECTRONIC device has 
been constructed for television 

which duplicates the costly Holly- 
wood "process shot" simply and 
with no additional expense. The in- 
strument called the "Gizmo" was de- 
veloped and built by TV director, 
George Gould and ABC video en- 
gineers, David Fee and Rolph 
Drucker. 

The Gizmo is a small box with 
four or five controls that looks like 
an ordinary amplifier. It is con- 
nected to the camera control units. 
In simplest terms — the image 
picked up by one camera is punched 
out of the picture from the other 
camera. Both pictures can then be 
combined without any indication of 
transparency. By combining live 
and miniature sets a great variety 

of effects can be achieved. For ex- 
ample, an underwater scene can be 
achieved by combining the live 
players with a shot of a small fish 
tank with its flora and fauna. 

On a commercial for Kellogg, a 
cereal box was animated through 
the use of the Gizmo. In this case, 
the cereal box, a pitcher of milk 
and a bowl of sugar were on one 
set against a black background. On 
the other set a young boy was shown 
at the breakfast table with a cereal 
bowl in front of him. By combin- 
ing the two scenes all the objects 
appeared to be resting on his table. 
Suddenly the box apparently began 
to talk. The boy, unbelievingly, 
says "whoever heard of a talking 
cereal box." The Kellogg box re- 
plies that it cannot only talk but 

dance a jig and proceeds to ao so. 
This is achieved with the help of 
a stage hand, wearing black gloves, 
who puts the box through its mo- 
tions. The cereal box then appa- 
rently pours itself into the bowl on 
the table. The cream pitcher does 
the same. A flying spoon sprinkles 
the sugar. The stage hand, seeing 
the combined picture on a floor 
monitor, is able to apparently empty 
the contents into the bowl with com- 
plete accuracy. Such a commercial 
would heretofore have had to be 
animated on film at considerable 
expense. 

The Gizmo still has a few minor 
kinks to be worked out. A major 
objective of its owners is to build 
and design a switching unit for the 
instrument. At present they can- 
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THE PHOTOGRAPHS above were taken off the camera monitors and clearly illustrate the action of the Gizmo. 
The picture on the first monitor shows the scene being picked up by that camera vffh the electronic cut-out of the 
image from camera two. The image on that camera's monitor is shown in the center. The figure is tilted with a 
prism. The combined picture is shown to the right. The imperfect picture is due to improper lighting and adjust- 

ment of the Gizmo. The finished product was much sharper. 
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not previe\4/ the levels before put-
ting the "Gizmoed" picture on the
air. The Gizmo is getting its major
workout on Tom Corbett, Space
Cailet, directed by George Gould.
This show is a Rockhill Productions
package and is televised over
ABC-TV. In one scene recently the

the lacts and ligures to determine
production costs

A GREAT many factors must be
fL taken into consideration when
estimating a budget for a TV pro-
gram. The three basic course fac-
tors are time, talent and produc-
tion. TsLovIsER presents here the
basic and extra charges for serv-
ices provided by a typical TV sta-
tion. While such charges do vary,
the information provided here may
serve as useful guidance.

l. Bosic Focilities Avoiloble With o

Commerciol Progrom Are:
A. Two cameras. associated

equipment, and engineers necessary
to do two-camera show.

B. One microphone boom and
operator.

C. One stagehand.
D. One director.
E. One floor manager.
F. One setting, ten feet wide or

smaller. Draperies, flats, furniture,
and props in stock are available at
no extra cost. (Certain items of
scenery are restricted to specific
shows and are not available.)
Larger, or more sets require more
stagehands. See paragraph on
stagehands for cost.

G. Telecine facilities; including
one projectionist.

Scale of Charges for Basic
Facilities:

Y4

J

o

Yz
3
5

1

hour --

weekly
weekly
hour --

weekly
weekly
hour -.

Facilities Charges

t

t

3 weekly $150.00
5 weekly ----:--------- $225.00

Minimum charge for Basic Fa-
cilities unit $25.00.

Basic Rehearsal Time Allowed;
On Liae Programs for each hour,

or fraction thereof, an equivalent
amount of camera rehearsal will be
allowed. Also, an equivalent amount
of "dry" rehearsal will be allowed.

On Fil,m Programs one viewing
of the filmed program content will
be allowed. Commercial or film pro-
grams will be allowed rehearsal
time (with live cameras if neces-
sary) at the ratio of five minutes
rehearsal for each minute of com-
mercial air time.

2. Extro Chorges For Additionol
Focilities And Services

Camera Rehearsals. - Camera
rehearsals desired in addition to
the basic allowed rehearsal will be
charged for at the rate of:

$100.00 per hour. Lesser seg-
ments pro-rated.

(Continued on page 22)

THE underwoter scene is ochieved
from q bore block studio, o smoll
fish tonk, ond, of course, the Gizmo.

Space Cadets were seen jumping
over rocks to avoid falling into a
boiling mud flat. Actually they were
jumping onto marked areas in an
empty black-draped set. The bub-
bling mud flat was in reality a pot
of boiling cereal with several small
stones placed in it.

Another effect has shown the
actors being lifted off the floor and
being turned in mid-air at various
startling angles in relation to the
set. Baby alligators have appeared
to be pre-historic monsters menac-
ing the lives of the comparatively
small and helpless Space Cadets.
Such effects as men falling from
heights or rocket ships taking off
in the direction of the moon are
simple matters for the Gizmo.

The instrument may well have a
marked effect on TV productions of
the future. It will also leave its
mark on the language of the televi-
sion technician. Heretofore "giz-
mo" has been used by TV people
to refer to most any instrument
for which they had no better name
at the time. But now Gizmo will be
spelled with a capital "G" and will
refer to this specific instrument.
Televisers will either have to learn
the names of all those gadgets they
have been calling gizmos or come
up with a substitute for this con-
venient word.

DECEMBER, I95I

$ 30.00
$ 75.00
$100.00
$ 50.00
$100.00
$150.00
$ 75.00
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not preview the levels before put- the tacts and figures to determine 
ting the "Gizmoed" picture on the production costs 
air. The Gizmo is getting its major 
workout on Tom Corbett, Space 
Cadet, directed by George Gould. 
This show is a Rockhill Productions 
package and is televised over 
ABC-TV. In one scene recently the 

i? 

Facilities Charges 

THE underwater scene is achieved 
from a bare black studio, a small 
f«eh tank, and, of course, the Gizmo. 

Space Cadets were seen jumping 
over rocks to avoid falling into a 
boiling mud flat. Actually they were 
jumping onto marked areas in an 
empty black-draped set. The bub- 
bling mud flat was in reality a pot 
of boiling cereal with several small 
stones placed in it. 

Another effect has shown the 
actors being lifted off the floor and 
being turned in mid-air at various 
startling angles in relation to the 
set. Baby alligators have appeared 
to be pre-historic monsters menac- 
ing the lives of the comparatively 
small and helpless Space Cadets. 
Such effects as men falling from 
heights or rocket ships taking off 
in the direction of the moon are 
simple matters for the Gizmo. 

The instrument may well have a 
marked effect on TV productions of 
the future. It will also leave its 
mark on the language of the televi- 
sion technician. Heretofore "giz- 
mo" has been used by TV people 
to refer to most any instrument 
for which they had no better name 
at the time. But now Gizmo will be 
spelled with a capital "G" and will 
refer to this specific instrument. 
Televisers will either have to learn 
the names of all those gadgets they 
have been calling gizmos or come 
up with a substitute for this con- 
venient word. 

A GREAT many factors must be 
taken into consideration when 

estimating a budget for a TV pro- 
gram. The three basic course fac- 
tors are time, talent and produc- 
tion. Televiser presents here the 
basic and extra charges for serv- 
ices provided by a typical TV sta- 
tion. While such charges do vary, 
the information provided here may 
serve as useful guidance. 

1. Basic Facilities Available With a 
Commercial Program Are; 

A. Two cameras, associated 
equipment, and engineers necessary 
to do two-camera show. 

B. One microphone boom and 
operator. 

C. One stagehand. 
D. One director. 
E. One floor manager. 
F. One setting, ten feet wide or 

smaller. Draperies, flats, furniture, 
and props in stock are available at 
no extra cost. (Certain items of 
scenery are restricted to specific 
shows and are not available.) 
Larger, or more sets require more 
stagehands. See paragraph on 
stagehands for cost. 

G. Telecine facilities; including 
one projectionist. 

Scale of Charges for Basic 
Facilities: 

% hour   $ 30.00 
3 weekly   $ 75.00 
5 weekly   $100.00 

% hour   $ 50.00 
3 weekly   $100.00 
5 weekly   $150.00 
1 hour   $ 75.00 

3 weekly   $150.00 
5 weekly   $225.00 

Minimum charge for Basic Fa- 
cilities unit $25.00. 

Basic Rehearsal Time Allowed: 
On Live Programs for each hour, 

or fraction thereof, an equivalent 
amount of camera rehearsal will be 
allowed. Also, an equivalent amount 
of "dry" rehearsal will be allowed. 

On Film Programs one viewing 
of the filmed program content will 
be allowed. Commercial or film pro- 
grams will be allowed rehearsal 
time (with live cameras if neces- 
sary) at the ratio of five minutes 
rehearsal for each minute of com- 
mercial air time. 

2. Extra Charges For Additional 
Facilities And Services 

Camera Rehearsals. — Camera 
rehearsals desired in addition to 
the basic allowed rehearsal will be 
charged for at the rate of: 

$100.00 per hour. Lesser seg- 
ments pro-rated. 

{Continued on page 22) 
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Commerciols of the Month
qn odvertising directory of filn commerciols

'Groy-O'Reil ly Studios
480 Lexington Avenue
New York, N. Y.
PLaza 3-1531-2
James Gray, Vice-President in
charge of sales.
Producers of rtIm cornmerci,als, both
.ani.mation and liae; complete facili-
ties f or complete producti,on under
one roof.

One of a series for Campbell's
Tomato Ketchup. It combines live
action and animation and was
made for Dancer-Fitzgerald and
Sample.

Groy-O'Reilly Studios
480 Lexington Avenue
New York, N. Y.
PLaza 3-1531-2

James Gray, Vice-President in
charge of sales.
Prod,ucers of fi,Im commerci,als, both
animation aniX lioe; complete faci,Ii-
ties for complete producti,on und'er
one roof.

Four commercials were made
introducing a new product,
Franco-American Spaghetti Sauce.
Featuring appetite appeal, they
utilize live action and animation.
Agency: Dancer-Fitzgerald &
Sample.

Sorrq, Inc.
New York
200 East 56 Street

Chicago
16 East Ontario Street

Specialists in ai,sual selling.

And still they come, these ani-
mated, pleasantly hard-selling
20-Second spots for Sunoco. Ani-
mated gas pump dropping coins in
piggy bank stresses high-test gas
at low cost.

Sorro, Inc.

New York
200 East 56 Street
Chicago
16 East Ontario Street

Specinl,ists in ai,stu,I selli,ng.

"How To Do It" is the title of
a series of 60-Second spots for
Mystik Tape. Live action in each
spot shows several practical uses
for this washable cloth tapg. Its
availability in thirteen colors and
easy handling are features of each
how-to-do-it spot.
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an advertising directory of film commercials 
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Gray-O'Reilly Studios 
480 Lexington Avenue 
New York, N. Y. 
PLaza 3-1531-2 
James Gray, Vice-President in 
charge of sales. 
Producers of film commercials, both 
animation and live; complete facili- 
ties for complete production under 
one roof. 

4 

I 

One of a series for Campbell's 
Tomato Ketchup. It combines live 
action and animation and was 
made for Dancer-Fitzgerald and 
Sample. 

    

Gray-O'Reilly Studios 

480 Lexington Avenue 
New York, N. Y. 
PLaza 3-1531-2 
James Gray, Vice-President in 
charge of sales. 
Producers of film commercials, both 

■animation and live; complete facili- 
ties for complete production under 
one roof. 

Four commercials were made 
introducing a new product, 
Franco-American Spaghetti Sauce. 
Featuring appetite appeal, they 
utilize live action and animation. 
Agency: Dancer-Fitzgerald & 
Sample. 
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Sarra, Inc. 
New York 
200 East 56 Street 
Chicago 
16 East Ontario Street 

Specialists in visual selling. 

. 
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And still they come, these ani- 
mated, pleasantly hard-selling 
20-Second spots for Sunoco. Ani- 
mated gas pump dropping coins in 
piggy bank stresses high-test gas 
at low cost. 
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Sarra, Inc. 

New York 
'200 East 56 Street 

Chicago 
16 East Ontario Street 

Specialists in visual selling 

S 

g 

"How To Do It" is the title of 
a series of 60-Second spots for 
Mystik Tape. Live action in each 
spot shows several practical uses 
for this washable cloth tape. Its 
availability in thirteen colors and 
easy handling are features of each 
how-to-do-it spot. 

20 TELEYISER 

www.americanradiohistory.com



Commercisls of the Month (continued)

Sorro, Inc.

New York
200 East 56 Street

Chicago
16 East Ontario Street

Special,ists in aisual selli,ng.

Ease in opening the specialty
package, nine-minute baking time
and appetizing finished baked
products simply presented, make
these 20-Second Ballard Biscuit
spots easy to take, easy to remem-
ber. Each spot emphasizes another
use for these "Oven Ready"
biscuits.

I

I

I
I

I

Science Pictures, Inc.
5 East 57th Street.
New York 22, N. Y.
PLaza 9-8532. JUdson 6-1945

Francis C. .Thayer, President
Two studios prod,ucing lioe action,
composite and, cartoon animation
for TV commerc'i.o,Is.

The opening and closing film for
"Twenty Questions," achieves
maximum identity for Ronson with
the famed actiiin.device of the
lighter. Stop-motion animation is
followed by outstandingly-photo-
graphed films of selected Ronson
models. Brilliant control of light-
ing and optical skill in combining
animation, live action and copy
characterize these commercials.

Recent Television Publications
The Television Program, by Ed-
ward Stasheff and Rudy Bretz,
A. A. Wyn, 355 pages, $4.95.

There have been several fine
books dealing with television
program production written in
the earlier days of video. TV's
rapid progress has made it ap-
parent, however, that a new
up-to-date publication would be
needed by current students of
TV. Here it is and it's prob-
ably the most thorough and
practical book of its kind yet
published.

Part One is devoted to an
explanation of the nature of
,the television program and how
it differs from other mediums.
It also explores program for-
mats and fundamental shots
in TV carnera work.

Part Two and Three contain
a thorough explanation of tele-
vision writing. There are chap-
tet's on a semi-scripted show,
formats, limitations arrd tech-
nicalities of TV writing, expo-
sition, transitions, and proced-
ures in marketing the script.
Part tr'our deals in detail with

DECEMBER, I95I

the duties of the TV director
on the various types of shows.
' Perhaps the most valuable

part of the book is the appendix
rvhich contains a complete di-
rector's script for a TV variety
show-Garroway at Large.
The original script with the di-
rector's marginal notes and
camera cues is reproduced. In
addition to this the authors
have made it possible to visual-
izethe television script by plac-
ing kinescope stills of every
shot in the margin of the ori-
ginal script.

Ross Reports on Television Pro-
gramming, Wallace A. Ross, Pub-
lisher, 49 pages, $7.50.

This is the November 1951
mimeographed directory of
lirms connected with TV. It
contains in handy form ad-
dresses and telephones for ad
agencies, agents, film produc-
ers, labor unions, program
packagers, networks and sta-
tions, production services, pub-
licity outlets, research organi-
zations, station t'eps, etc. A

nerv feature of the directory is
:r list of 250 top advertisers
rvith their addresses and their
advertising managers given.

Show Biz, by Abel Green and Joe
Lauri€, Jr.,'Henry Holt & Co., 613
pages, $5.00.

This publication traces the
highlights of show business
from vaude to video. Starting
back in 1905 and bringing the
reader up to the present, the
book is packed with facts, fig-
ures, names and anecdotes. For
example, it says that in 1925
"Secretary of the Navy, Wil-
bur, watched a movie trans-
mitted via radio by C. Francis
Jenkins, who had broadcast
still pictures as early as two
1'ears before." (We'll bet the
same movie is still being shown
on TV). Also, in 1929, televi-
sion was already being given
public demonstrations in South
Africa by the Baird Telephone
Company and the African
Broadcasting Company. (It
doesn't say whether or not it
was color TV).
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Sarra, Inc. 

New York 
200 East 56 Street 

Chicago 
16 East Ontario Street 

Specialists in visual selling. 
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Ease in opening the specialty 
package, nine-minute baking time 
and appetizing finished baked 
products simply presented, make 
these 20-Second Ballard Biscuit 
spots easy to take, easy to remem- 
ber. Each spot emphasizes another 
use for these "Oven Ready" 
biscuits. 

Science Pictures, Inc. 
5 East 57th Street. 
New York 22, N. Y. 
PLaza 9-8532. JUdson 6-1945 

Francis C. Thayer, President 
Two studios producing live action, 
composite and cartoon animation 
for TV commercials. 

0 
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The opening and closing film for 
"Twenty Questions," achieves 
maximum identity for Ronson with 
the famed action-device of the 
lighter. Stop-motion animation is 
followed by outstandingly-photo- 
graphed films of selected Ronson 
models. Brilliant control of light- 
ing and optical skill in combining 
animation, live action and copy 
characterize these commercials. 

Recent Television Publ cations 

The Television Program, by Ed- 
ward Stasheff and Rudy Bretz, 
A. A. Wyn, 355 pages, $4.95. 

There have been several fins 
books dealing with television 
program production written in 
the earlier days of video. TV's 
rapid progress has made it ap- 
parent, however, that a new 
up-to-date publication would be 
needed by current students of 
TV. Here it is and it's prob- 
ably the most thorough and 
practical book of its kind yet 
published. 

Part One is devoted to an 
explanation of the nature of 

<the television program and how 
it differs from other mediums. 
It also explores program for- 
mats and fundamental shots 
in TV camera work. 

Part Two and Three contain 
a thorough explanation of tele- 
vision writing. There are chap- 
ters on a semi-scripted show, 
formats, limitations and tech- 
nicalities of TV writing, expo- 
sition, transitions, and proced- 
ures in marketing the script. 
Part Four deals in detail with 

the duties of the TV director 
on the various types of shows. 

' Perhaps the most valuable 
part of the book is the appendix 

• which contains a complete di- 
rector's script for a TV variety 
show — Garroway at Large. 
The original script with the di- 
rector's marginal notes and 
camera cues is reproduc'ed. In 
addition to this the authors 
have made it possible to visual- 
ize the television script by plac- 
ing kinescope stills of every 
shot in the margin of the ori- 
ginal script. 1 

Ross Reports on Television Pro- 
gramming, Wallace A. Ross, Pub- 
lisher, 49 pages, $7.50. 

This is the November 1951 
mimeographed directory of 
firms connected with TV. It 
contains in handy form ad- 
dresses and telephones for ad 
agencies, agents, film produc- 
ers, labor unions, program 
packagers, networks and sta- 
tions, production services, pub- 
licity outlets, research organi- 
zations, station reps, etc. A 

new feature of the directory is 
a list of 250 top advertisers 
with their addresses and their 
advertising managers given. 

Show Biz, by Abel Green and Joe 
Laurie, Jr., Henry Holt & Co., 613 
pages, $5.00. 

This publication traces the 
highlights of show business 
from vaude to video. Starting 
back m 1905 and bringing the 
reader up to the present, the 
book is packed with facts, fig- 
ures, names and anecdotes. For 
example, it says that in 1925 
"Secretary of the Navy, Wil- 
bur, watched a movie trans- 
mitted via radio by C. Francis 
Jenkins, who had broadcast 
still pictures as early as two 
years before." (We'll bet the 
same movie is still being shown 
on TV). Also, in 1929, televi- 
sion was already being given 
public demonstrations in South 
Africa by the Baird Telephone 
Company and the African 
Broadcasting Company. (It 
doesn't say whether or not it 
was color TV). 
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FACILITIES

(Continued from page t9)
Additional Cameras. - $25.00

per hour per extra camera. This
rate applies to rehearsal as well as
show time. Certain restrictions as
to numbers of camelas available
will prevail at certain times.

Additional "Dry" Rehearsal (in
studio).-$50.00 per hour. This
includes services of director, floor
manager, and stagehand.

Dry Rehearsals (off studio
floor).-$10.00 per hour. Please
check before issuing call of cast for
rehearsal. Rehearsing can not be
conducted in offices of the station.
Piano is available in almost every
instance.

Set-Up Time.-Set-up time will
be allowed before rehearsal not to
exceed thirty minutes and must be
practicable with the stagehands
normally assigned to show. Set-up
time over and above thirty minutes
will be charged for at the rate of
$10.00 per hour. If studio is avail-

able. Additional set-up time must
be requested 48 hours in advance.
Blanket requests for contract-life
additional set-up time cannot be
accepted.

Art Work. - $8.00 per hour if
done by staff artist. This includes
basic materials. If it becomes nec-
essary for the station to have the
work done outside, the charges will
be the cost plus 20lo to cover
handling.

Photo Work. - $5.00 per hour
plus cost of materials. (including
travel time) Certain often used TV
photo work is set at the following
prices:

Mounted 2 x 2 slides from clients
card or copy-$2.00 each.

Cutout movie-title letter set-ups
(per card)-$2.50 each.

Film strips-$l.5O per frame.

Stage Hands.-Each stagehand
more than the one basically as-
signed per show will be charged for
at the rate of $10.00 per man per
show; providing the time put in on
the show by the stagehand does not
exceed three hours.

Telecine (film) Facilities. -$10.00 per 15-minute segment.
$25.00 if jeeped through control
room. For rehearsal or audition of
film over and above allotted re-
hearsal time in connection with a
commercial show.

Cutting & Editing of Film. -$25.00 per occasion. This includes
use of Telecine room and services
of director and projectionist.

Rear-Screen Projection.-$10.00
per occasion. This charge is for
use of the equipment only. Extra
stage hands necessary will be
charged for at $10.00 per three-
hour call.

Note:
Special slides must be made fol

lear screen projection use. These
can be made from client's photos at
a cost of $12.50 each. Because of
program scheduling conflicts, r'ear
screen protection facilities are not
always available.

Props.-When props not avail-
able in stock are requested, a charge
of $3.00 per hour plus travel ex-
penses will be made for the services
of a staff member engaged as "prop
flnder." Costs of purchasing and,for
renting props or costumes will be
borne by the advertiser.

Auditorium Charges on Audi-

ence Shows. - $25.00 per show.
This is when audiences are invited
to witness programs, and is to cover
cost of preparing auditorium for
audience show, reception services,
and extra cleaning, public address
system, tickets, etc.

Casting.-If station is required
to cast free lance talent, charges
will be actual cost of talent plus
20%. The additional charge is to
cover talent search expenses, inter-
views, etc.

Stafr Announcers. 
- Staff an-

nouncers on shift will read an-
nouncements "off camera" at no
charge. However, when required to
appear on camera, announcers will
be charged for. Amount to be ne-
gotiated in each case.

Camera Auditions of Talent.-
$25.00 per half hout; This includes
engineering crew, director, stage-
hand, floor manager, and "jeep"
facilities for viewing.

Auditions of Programs. 
- Same

charges prevail as for rehearsals
and air shows except that there are
no air time charges.

Live qction?

Sync-sound?

Semi-qnimotion?
Mechonicol onimotion?

Full onimo-tion?

Stop-motion?
Slidefilm?

Animotic strip?
Slides?

Telops?

Let us help you toke the question-morks out of
ony TY commerciol problem you hove.

We invite you to inspect our complete focilities
ond see o somple reel of our film spots.

Z"a"n/:%n,,n,
254 l,v. 54Tx ST., NEW YORK 19. N Y.

COlumbus 5-7621

Another Prod,uctton
Head.uche Eliminated

COMPLETE
GRAPHIC ART

SERVICE
Custom-done to the indi-
viduol chorocter of your
show. Hond-done or type.
Titles, flips, credit crovls,
every style of tronsition ort
work of the best quolity.
Round-the-clock service in-
cluding o stcff mon stond-

,. ing by ot reheorsols.

Monoged by o lormer TV
Producer-Director.

Television

Graphie Arts
853 7th Ave., New York 19, N. Y.

PLszo 7-5469
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FACILITIES 

(Continued from page 19) 

Additional Cameras. — $25.00 
per hour per extra camera. This 
rate applies to rehearsal as well as 
show time. Certain restrictions as 
to numbers of cameras available 
will prevail at certain times. 

Additional "Dry" Rehearsal (in 
studio). — $50.00 per hour. This 
includes services of director, floor 
manager, and stagehand. 

Dry Rehearsals (off studio 
floor). — $10.00 per hour. Please 
check before issuing call of cast for 
rehearsal. Rehearsing can not be 
conducted in offices of the station. 
Piano is available in almost every 
instance. 

Set-Up Time.—Set-up time will 
be allowed before rehearsal not to 
exceed thirty minutes and must be 
practicable with the stagehands 
normally assigned to show. Set-up 
time over and above thirty minutes 
will be charged for at the rate of 
$10.00 per hour. If studio is avail- 

Another Production 

Headache Eliminated 

COMPLETE 

GRAPHIC ART 

SERVICE 

Custom done to the indi- 
vidual character of your 
show Hand-done or type. 
Titles, flips, credit crawls, 
every style of transition art 
work of the best quality. 
Round-the-clock service in- 
cluding a staff man stand- 
ing by at rehearsals 

Managed by a former TV 
Producer-Director. 

Television 

(iraphic Arts 

853 7th Ave., New York 19, N. Y. 
PLozo 7-5469 

able. Additional set-up time must 
be requested 48 hours in advance. 
Blanket requests for contract-life 
additional set-up time cannot be 
accepted. 

Art Work. — $8.00 per hour if 
done by staff artist. This includes 
basic materials. If it becomes nec- 
essary for the station to have the 
work done outside, the charges will 
be the cost plus 20% to cover 
handling. 

Photo Work. — $5.00 per hour 
plus cost of materials, (including 
travel time) Certain often used TV 
photo work is set at the following 
prices: 

Mounted 2x2 slides from clients 
card or copy—$2.00 each. 

Cutout movie-title letter set-ups 
(per card)^—$2.50 each. 

Film strips—$1.50 per frame. 

Stage Hands.—Each stagehand 
more than the one basically as- 
signed per show will be charged for 
at the rate of $10.00 per man per 
show; providing the time put in on 
the show by the stagehand does not 
exceed three hours. 

Telecine (film) Facilities.— 
$10.00 per 15-minute segment. 
$25.00 if jeeped through control 
room. For rehearsal or audition of 
fl'm over and above allotted re- 
hearsal time in connection with a 
commercial show. 

Cutting & Editing of Film. — 
$25.00 per occasion. This includes 
use of Telecine room and services 
of director and projectionist. 

Rear-Screen Projection.—$10.00 
per occasion. This charge is for 
use of the equipment only. Extra 
stage hands necessary will be 
charged for at $10.00 per three- 
hour call. 

Note: 
Special slides must be made for 

rear screen projection use. These 
can be made from client's photos at 
a cost of $12.50 each. Because of 
program scheduling conflicts, rear 
screen protection facilities are not 
always available. 

Props.—When props not avail- 
able in stock are requested, a charge 
of $3.00 per hour plus travel ex- 
penses will be made for the services 
of a staff member engaged as "prop 
finder." Costs of purchasing and/or 
renting props or costumes will be 
borne by the advertiser. 

Auditorium Charges on Audi- 

ence Shows. — $25.00 per show. 
This is when audiences are invited 
to witness programs, and is to cover 
cost of preparing auditorium for 
audience show, reception services, 
and extra cleaning, public address 
system, tickets, etc. 

Casting.—If station is required 
to cast free lance talent, charges 
will be actual cost of talent plus 
20%. The additional charge is to 
cover talent search expenses, inter- 
views, etc. 

Staff Announcers. — Staff an- 
nouncers on shift will read an- 
nouncements "off camera" at no 
charge. However, when required to 
appear on camera, announcers will 
be charged for. Amount to be ne- 
gotiated in each case. 

Camera Auditions of Talent.— 
$25.00 per half houi1;. This includes 
engineering crew, director, stage- 
hand, floor manager, and "jeep" 
facilities for viewing. 

Auditions of Programs. — Same 
charges prevail as for rehearsals 
and air shows except that there are 
no air time charges. 

Live action? 

Sync-sound? 

Semi-animation? 

Mechanical animation? 

Full animation? 
Stop-motion? 

Slidefilm? 

Animatic strip? 

Slides? 

Telops? 

Let us help you take the question-marks out of 
any TV commercial problem you have. 

We invite you to inspect our complete facilities 
and see a sample reel of our film spots. 

254 W. 54th ST. NEW YORK 19, N Y. 
COIumbus 5-7621 
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TEIEUISER has always presented the FACT$.

l{ow here are some FACTS ahout TEIEUISER.

a

l

I.?
I

0nly fiELEVISER offers yoar advertisenent these result prodacing feotures.

CREAM READERSHIP-TELEVTSER reoches executives who pur-

chose time, services, equipment.

LOWEST RATES-TELEVISER's odvertising rotes ore the lowest per

thousond of ony television mogozine.

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

TELEVISER's informotion-pocked ond historicolly voluoble orticles beor

constont re-exqminotion.

REPUTATION-TELEVISER wos rhe firsr stondord size mogozine in

the field qnd 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.

Televiser monthly journol of television

New York 19, N. Y.1780 Broodwoy,
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TELEVISER has always presented the FACT S. 

Now here are some I A JS about TELEVISER. 

Only TELEVISER offers your advertisement 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. 

TELEVISER's information-packed and historically valuable articles bear 

constant re-examination. 

• REPUTATION — TELEVISER was the first standard size 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. 

• • • 

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

' I O I monthly journal of television 

1780 Broadway, New York 19, N. Y. 
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