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 KKATE SMITH DOES IT...

...draws a nighttime rating
at daytime cost

This means a quick scllout for Kate Smith

availabilities

This means a far less cost per thousand wonen
viewers than the average tull page ad noted

in leading women’s magazines

This means « product demonstration te a recard

daytime audience inside the home for less than

1:6¢ per viewer

This means congratulations are due to American
Home Products, Minute Muanl, Durkee Famous

Foods—and the sponsors who still can join

them on ...

Nielsen. 31 city network T H E K A T E s M | T H s H o w

rating. October 16-20ih NBC TELEVISION

www americanradiohistorv com


www.americanradiohistory.com

SECOND

Conyiipht 1950, Allen B, Du Mont Laboratories, Inc. Television keceiver Bives

IN A SERIES OF

DU MONT

PRODUCT

How Du Mont’s extra tubes mean
extra sales for you

Like added cylinders in

an automabile, Du Monl's™
odded tubes give greater =
Ij -]“ ! powaer, smoother operafi

Toe Do MonxT Riverre
ouc of the wew I7-inch Dit Mont Telesets.*
FM radia. Plug-in for reeord plaver.

As you know, a television set will work on
13 tubes. But it will work ever so much bet-
ter on 21. And the resulting bectter perform-

ance micans better business for you.

Even the lowest priced DuMont has 21
tubes, plus 2 rectifiers and the CRT. That's
onc reason why the DuMont picture is
the focus sharper;

brighter and steadicr;

the tone valucs more faithful . . . why you
sce no smear, roll-over or distortion . . .

why DuMont owners sfuy satished.

You'll do better with u“Mu

‘,([./( "L

‘l‘L/ /["(n. ‘Jﬂ‘

{

n, Cast Pater

It is DuMont manufacturing policy io use
extra tubes — and oversize parts, finer ma-
terials, better shielding as well. The most
advanced circuitry, the most rigid quality

control in the entire industry are in every

Du Mont.

More models. morec styles, with big 17- and
19-inch screens make up the DuMont line.
DuMont—first with the finest in television—
was always a dealer’s prestige line. Now,

morc than cver, DuMont is a profit line too.

‘ Trade Mork

NT Television’s most coveted franchise

S l[n.u-" L

www americanradiohistorv com
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on, N_J., and the Du Mont Televisiar Nerwork, 515 Madison Ave., N Y, 22, N. Y.
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At Precision today
we're processing
the finest

EDUCATIONAL FILMS

for nationwide
showings

For your 16 mm. educational

film requirements
use Precision...
e Over a decade of 16 mm. in-
dustrial film printing in black
and white and color.
e Fine grain developing of a!l
negatives and prints.
e Scientific control in sound
track processing.
® 1007 optically printedtracks.
e Expert timing for exposurc

correction in black & white or
color.

® Step printing for highest pic-
ture quality.

e Special production effects.
e Exclusively designed Maurcr
equipment.

@ Personal service.

... no wonder more and more
of the best 16 mm. films today
are processed at. .

PRECISION

FILM LABORATORIES, INC.
21 West 46th St.,
New York 19, N. Y.

JU 2-3970
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You can have lwe television

i 61 markets !

The Fred Waring Show. 42.3 Live programs are what make live television.

It’s not half so important how people see a show —
“live” or on television recordings (TVR) —

the vital point is what they see. Some advertisers
today are staying out of television because
they’re afraid they can’t get into enough markets.

Others are accepting inferior programs just because
o o

they are alile to get cable time fov them,

Neither way is very smart.

Because there’s abundant proof a good program

on TVR can do a superh job for an advertiser.

Take the records of four top-rated CBS shows

vou see graphed across the page. These ratings were
won in cable cities, where both “live”™ and TVR

are regularly seen. And in each case listed here. the
TVR broadeasts of the shows not only won hig
ratings, hut actually bigger ratings than the same

shows in cities where they're seen “live™!

(2N THFR
GCODFREY & JTIS FRIFNDS 33.8 56.3
THIS IS SIHHOW BUSINESS 20.7 39.0
TOAST OF THE TOWN 31.3 38.9
THE FRED WARING SIHHOW 1L8.9 2.3

To reach the optimum television market . ..

to pro-rate costs to cover as wide an avea as possible,
the wise advertiser will take his show wherever
there’s a market he wants to hit. He'll do it with

both live and TVR. And the wisest will pick a

CBS show to do it with...on the record, it's a hetter

guarantee his show will really go places.

CBS television

www americanradiohistorv com


www.americanradiohistory.com

WASHINGTON'S MOST POWERFUL and FIRST SEVEN-NIGHT-A-WEEK TELEVISION STATION

Owned and Operated by
THE EVENING STAR

BROADCASTING COMPANY
724 Fourteenth Street N.W.
Washington 5, D. C.

Represented Nationally by

ABC SPOT SALES

SIGNIFICANT INDUSTRY DEVELOPMENTS IN

Color:

The hattle is just getting started.
Eyve witness reports have it that
RCA color is now up to snuff and
compares favorably with CBS’s
color picture. The big question now
is what will FCC do when they ave
confronted with a compatible sys-
tem that measures up to their
standards. Count on a strong Con-
gressional investigation of the com-
mission. Senator Taft, among oth-
ers, is specifically interested,

17.8 U.S. Families Own TV

Nearly 18 of all U.S. families
(or 7,213,700 families) now own
TV sets, a recent study by Indus-
trial Surveys Companv, Chicago,
reveals. More than half (55.3¢ ) of
the sets are in homes located in the
Northeastern states, and 26.5% are
owned by families in the North
Central states.

Other facts revealed by ISC: 11
of every 100 families in the lowest
economic strata, against 24 in every
100 of the top financial strata, own
sets; 24,59, of those owning sets
are craftsmen and skilled laborers;
almost a fourth of all families hav-
ing four or five members, but only
11.29% of families of one or two
members, own sets.

Other recent set ownership fig-
ures are Cunningham & Walsh’s
Videotown (Pop.: 40,000 within
New York signal area), which

shows that while 287, in the upper
bracket bought sets in 1948, only
157 purchased them in 1950. The
middle socic-economic group has
shown a marked increase in the past
12 months; from 637 in "48 to 68,
in '50, while the lower income
bracket jumped from 9. in '4X to
17¢% this year. Report is “must”
reading for those interested in audi-
ence composition, viewing habits,
and other pertinent data.

Toni's Nathanson
Split Sponsorship

One Answer to High Costs

“There is no doubt that a sponsor
sacrifices identification and pro-
gram loyalty by sharing his audi-
ence with another sponsor. But he
gains more advertising impressions
per dollar by splitting his program
costs and that’s important in pres-
ent day TV, where advertising im-

Breakdown of Set Distribution by Industrial Surveys

U.S. TOTAL

REGIONS
N Eost
Soul'h
N. Central
Mo S
Pacific

OCCUPATION
" Prof-Exec.

Grade,

www americanradiohistorv com

U.5.TOTAL
CITY SIZE

Farms
Under 10x
K-100n
100 - 500m
Over 500m

ECONORIC ULASS |
High
Up. Mid.
Low Mid.
Low

FAMILY SIZE
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pressions per dollar are still high.

“Audience research studies show
over and over again that you in-
crease your coverage of radio or TV
homes by having one announcement
on two programs in place of two
announcements on one program
(assuming costs and ratings are
approximately the same on both
programs).

“If split sponsorships were not

available, those companies with a
diversified line of products would
have important competitive advan-
tages. But now, by sharing spon-
sorships, the single product sponsor
can obtain maximum coverage with
every dollar he spends on TV,” and
advertising director Nathanson is
not just theorizing. Toni is now
sharing *“Arthur Godfrey and
Friends” with Pillsbury and Ches-
terfields.

Cincinnati Leads Daytime Sets-In-Use

AVERAGE FROM 2:00 TO 5:00 P.M.
COMPILED FROM VIDEODEX FOR MON. OCT. 2

Time Cincinnati New York Washington Chicago Philadelphia L.A,
2:00 12.0 4.9 1.8 1.5 20.3 8.4
2:15 12.0 5.4 1.8 1.5 20.3 8.4
2:30 13.0 6.5 2.8 1.5 9.0 8.0
2:45 13.0 6.4 2.8 1.5 9.2 8.0
3:00 16.6 8.3 5.4 8.6 9.3 7.9
3:15 16.1 6.2 5.6 8.8 9.3 8.4
3:30 17.4 5.0 6.7 10.2 10.7 12.7
3:45 18.9 4.7 6.4 9.7 10.7 13.2
4:00 22.7 11.5 15.0 10.1 17.5 131
4:15 22.9 12.5 15.2 9.1 17.3 131
4:30 23.7 12.3 18.6 19.7 15.5 104
4:45 23.3 12.3 16.9 19.1 15.7 10.4
5:00 20.8 15.2 14.6 19.3 20.9 13.8
Daily Avg. 17.8 8.4 8.5 9.2 142 10.4

TY and Sports

Bad weather, poor performances,
normal postwar attendance decline
and too many major league sports-
casts—AM and TV—were the prin-
ciple causes unfavorable to baseball
attendance in 1950, a report by
Jerry Jordan reveals. While new,
“novelty-happy”” TV owners also
hurt the gate, “this loss decreased
as the season progressed,” Mr.
Jordan pointed out in his report
for the Radio-Television Manufac-
turers Association.

After outlining the five major
contributive causes to the 10%%-
million audience decline over 1949,
Mr. Jordan stated:

“In eight leagues which drew
more than 1,000,000 paid admis-
sions in 1949, the 29 televised clubs
had a relatively better attendance
performance in 1950 than the 35
non-televised clubs.

“Movies, theater, opera, and oth-
er forms of entertainment started
to decline in 1947 along with the
decline in ‘real dollar’ income.
Sports have been the only major
form of outside entertainment to
run counter to this trend in both
1948 and 1949, and a levelling out
from the high postwar peaks is al-
most inevitable.”

Speaking of “novelty-happy” TV
owners, he said that “Televising
of home games has not proved to
be a permanent danger to the club
televising, If TV’s effect had been
permanent, attendance losses would

have increased, not decreased, as
new sets were pouring into con-
sumption at the rate of 600,000 a
month,”

In order to make up the loss from
TV fees if the sport clubs banned
televising of games, an increased
attendance of three million would be
required, Mr. Jordan points out:

“I do not think that banning TV
could increase the attendance by
three million. In fact, banning it
didn’t even stop the loss last year
in professional football, basketball
and hockey—all of which had poor-
er records in 1949 than the widely
televised sports of baseball and
college football.”
Receiver Production
350
800

250
200
130

==
E e

JJ FMAMIYJJ A S O ND
Black: *48; Line: '49; White: °50.
* In thousandths
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The

One
and,

Only...

the only TV station that
can sell your products
to this prosperous TV

audience

the only tv station located in
this large thriving Pennsylvania
market — Lancaster, York, Leb-
anon, Reading, Harrisburg and
adjacent arcas. In addition to
its ability to do a profitable
sclling job for you, WGAL-TV
is ideal for market tests . . . the
area is cowpact, its industry
diversificd, economy stabilized,
rates are reasonable. With top
shows [rom four networks; NBC,
ABC, CBS and DuMont and
good local programming, WGAL-
TV assures you a consistently
high and growing audicnee. It’s
important to investigate.

Represented by

ROBERT MEEKER

Associales

San Francisco
Los Angeles

Chicago
New York

0)C)

NBC

TY. AT LIATE
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Bell System TV
Network Routes

IN SERVICE
_____ PLANNED FOR 1950
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L} ;-‘s
MONITORING POSITIONS in the new TV netwerk control conter
eadquarters building of the Leng Lines Depl., A.T. & T. Co.,
ork. and sound equipment ot each position provide
finger-tip col 'of the network channels interconnecting Man-
hattan's studios with I'If System's inter-city TV neiworks. The

RCA Picture
Monitor, TM-5A.
Provides complete
supervision of

12 in New York, 8 in Phila-
delphia, 1 in Detroit, 3 in
o i composite picture  Baltimore, 4 in Boston, 5
i E'Ei[iitl :iz’::':,":’i;":' in Chicago, 1 in Buffalo,
L ansmission. 6 in Washington, 2 in
Albany, 1 in Toledo, 1 in Milwaukee.

And the Bell System is moving right ahead. By the
end of 1950, network routes will include 15,000 TV-
channel miles—reach more than 40 cities—provide
TV program facilities to areas with populations add-
ing up to 57,000,000 people!

ﬂ‘o i
L

RCA takes pride in supplying many of the picture

picture monitors are RCA!

~yse 44 RCA Picfure Momifors

monitors for this vast network of coaxial lines and
radio relays—the system that makes network tele-
vision practicable.
When you get ready to expand your operations, look
to RCA for everything in the “specs”’—complete sta-
tion studios, fully-equipped transmitter rooms, film
projector rooms, all field equipment gear, entire con-
trol rooms, “railored” antenna systems.

Your RCA Broadcast Sales Engineer is at your serv-
ice. Call him. Or write Dept. 19-1A, RCA Engineering
Products, Camden, New Jersey.

TELEVISION BROADCAST EQUIPMENT

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT, CAMDEN. N.J.

& i ara JdBaMbaMericannadiahistoryv.com
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CYUTTING ROOM

Frigidaire's commercials, like their star, Bob Hope, just aren't
hitting the bulls-eye. Maybe there is some policy reason why this
giant company does not use strong reason-why copy. The commercial's
quite effective in selling electric ranges or refrigerators but not
necessarily Frigidaires. What a contrast to Philco's TV pitch—
every product advertised by this aggressive company points out some
outstanding exclusive feature.

Hollywood films are often rapped for the slick, superficial qual-
ity of their story material and acting. A similar charge is often
leveled at TV sponsor pitches. A happy exception is one of the
Snow Crop commercials for its new frozen coffee. An elderly mid-
western grandmother talks about the product. While seated in her
simple, serviceable kitchen, she tells how she came to use the new
item. She's obviously nervous (hand shaking), she obviously hasn't
memorized her talk (she fumbles, even repeats part of her talk),
and that's what makes show effective and gives it sincerity (even
if she did rehearse her act).

The big city skeptics who frown on the antics of the daytime
audience participation programs might well take another look. Sit-
ting in the audience and closely watching the reactions of the studio
audience, one's view-point changes. Perhaps, it's small-town life,
or you might even call it fellowship. But shows of this type
definitely fill a void in the life of many a housewife. The adver-
tiser who takes a second look at the audience participation program,
particularly the ones during the daytims aimed at the housewife,
will find not only a receptive audience but an important buying
audience. And one that is loval to the sponsor that has given them
such a good time. Perhaps it's merely the chance to get out of the
house, mingle and laugh with other women and all for nothing, that
makes them appreciative.

Seldom has a man been accorded the ecstatic praise heaped on
Jimmy Durante following his TV debut on the MOTCROLA Four Star Re-
view. The man with the raspy voice, cocky manner, beaming smile
and out-s5ized nose won out where equally talented comedians stubbed
their toes. Part of the success must be attributed to the
"Schiozz's" after-dark trainiung in the bistros. We always hoped
something beneficial would come out of the Roaring Twenties. It
turns out to be the Roaring Durante.

It has long beeu the opinion of fans that broadcasts would
b considerably enhanced if big-name announcers had beside them
articulnte guosts—-a coach, trainer, former star participant or
cipecelally keen sports reporter. Ted Husing made such a gesture
Lately, but he unfortunately selected Joe Louis as his side-kick.
Lowis kuows riphting, but isn't articulate; Husing is not only too
articulnte but, unhappily, mostly 50 when doing commercials.  Al-
Lhoupgt they complomontod each other with their lacks, the result
wihs disappolnting.

Television Magazine * November 1950
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participation program availabilities

AN ADVERTISING DIRECTORY OF STATION PROGRAMS

AUDIENCE PARTICIPATION

EGIHI.S WILL BE GIRLS, 2-2:30 p.m. (M-F). Popular audience-participation

CINCINNATI | WLW-T : $70 per l-minute
: Channel 4 i show with emcee Jim Fair, staff vocalist, pianist and studio guests. Also on: participation
| P WLW-D, Dayton, Channel 5 and WLW-C, Columbus, Channel 3. Available | Less discounts
: ion 3station participation basis only. i Rep: WLW Sales
LOS ANGELES | KTTV {HOLLYWOOD STUDIO PARTY. 1:30-3 p.m. (M-F}. Audience participation show ; $75 per l.minute
Channel 11 Eskill[ully emceed by Jack Wheeler, top pitchman in Los Angeles 1elevision,§ spot
; ! with songs by Benna Bard and pianc by Jack Meakin, An afternoon variety ; Rep: Radio Sales
‘show that's habit forming with Southern California women. :
CHILDREN .
NEW YORK WABD | SMALL FRY CLUB. 66:30 p.m. (M-F). Bob Emery presides over TV's longest- | $300
{Cannel 5 i running kids' show—now delivering an average of 1.400 viewers for each: Rep: Dumont Spot
: i advertising dollar spent! Recent new format has increased rating 28% cmdé Sales
: i still growing.
NEW YORK : WABD { THE MAGIC COTTAGE. with Pat Miekle, 6:30-7 p.m. {M-F). Hard to beal it : 8350
i Cannel § i you sell the parents through the kids. Pulls over 1,000 pieces of mail a day. : Rep: Dumont Spot
; i Increased sales for one sponsor’s product 300% within one-month period. * Sales
COOKING
PHILADELPHIA WPTZ éDEADLlNE FOR DINNER. 2-2:30 p.m. (Mon., Tues., Fri). Host Ernie Kovacs% $75 live
i Channel 3 :and a guest chel solve the eternal problem, “What to have for dinner to-: $85 with film
H i night?”" Guest chef shows his live fastest dishes, short-cuts for gelting dinner ; less frequency
i ready and tells about the most prominent people he has served and the! discounts
: gdishes they ordered. : Rep: NBC Spot Sales
LOS ANGELES | KFLTV i SINGING CHEF, 3-3:.30 p.m. (M-F). Casual, Crosby-ish Larry Cotlon sings as ! $30 per participation
{ Channel 9 i he putters in kitchen preparing “meals men like.” Agency executive name i subject frequency
i band singer Larry sells as he sings. i Rep: Petry
LOS ANGELES : RKNBH ! CHEF MILANI SHOW. 11:30-12 Noon (M-F). Chel Milani's personal recipes: $100 per program
i Channel 4 { incorporating sponsor’s products. On specific day each week Milani demon- ! for 13 weeks
; i strates @ “Dinner for Four—A Dollar No More.” Also guest stars. i Rep: NBC Spot Sales
SAN : KPIX { KPIX KITCHEN. 1:30-2:30 p.m. (Tues.Fri) Stars AM veleran Faye Stewart, : 335 psr participation
FRANCISCO ! Channel 5 i who prepares complele meals for budget-wise housewives in modern Youngs-: Rep: Katz Agency
i town Kitchen. Time also devoled to homemaking and household tips.
TULSA KOTV LOOKIN AT COOKIN’, 3-3:30 p.m. (M-F). Home economists from the Oklahoma{ $40 1.minute
: Channel 6 i Natural Gas Co. feature ideas for practical everyday food preparations along | $60 5-minutes
i i with ideas for special occasions. The program assists Mrs. Homemaker with ! (film or live)
: her day-lo-day meal planning. : Rep: Adam Young
FILM _ .
BALTIMORE EWMAR-TV LEXANDER KORDA FEATURES (Thief of Bagdad, Rembrandi, etc. ending :
i Channel 2 i April 1951) 2-2:30 p.m. Sundays. ARB Survey Oct. 15—Highest local rating i
i “this time segment. i
GENERAL
CLEVELAND WNBK :;IDEA SHOP. 2:30-3:00 p.m. (M-F). Everything from slick tricks for the home—é $40 less frequency
Channel 4 i maker to how to cope with the kids to new party ideas. Good shopping : discounts
ibuys and palate pleasers are discussed and demonsirated. Qutstanding ! Rep: NBC Spot Sales
i guests with ideas to sell are invited in for tea,
NEW YORK WNBT i DATE IN MANHATTAN, 11:00-12.00 noon. With Ed Herlihy as emcee, show | $180 per l-time
: Channel 4 s telecast from Tavern-on-the-Green restaurant. Music by Lee Sullivan & Cy ! participation
i i Coleman Trio, interviews and audience participation. { Rep: NBC Spot Sales
SAN KPIX DEL COURTNEY SHOW, 2:30-5:30 p.m. (Tues.-Fri.). Features ncxlioncﬂly-known? $35 per participation
FRANCISCO { Channel § i bandsman, Del Courtney. in enlertaining three hours of music, variely and | Rep: Katz Agency
nterviews with prominent celebrities. ;
TULSA KOTV HE GLASS SHOWCASE. 4-4:30 p.m. {M-F). A fast-moving show emceed by $40 l-minute
Channel 6 ill Glass, pianist-singer who comes to TV from night club and theater: $60 5-minutes
ircuits. Formal features interviews with prominent guests, news stories, plus: {film or live)
i a pitch for the latest shopping values. i Rep: Adam Young
WASHINGTON : WNBW NANCY 0SGOOD SHOW, 1:30-2 p.m. (Tues., Thurs.). Show, set in an informal | $50 per participation
Channe! 4 ! apartment, features {ashions, household hints, interviews with noted Wash-: Rep: NBC Spot Sales
Eington women, a book section, how lo entertain and kitchen activities.:
* Sponsor’s products are demonstrated by mother-daughter team. i
SHOPPING
NEW YORK Channel § YOUR TELEVISION SHOPPER. 9:30-10 a.m. (M-F) 11:30-12 Noon (Tues., Thurs.) {5100
WABD i Maggie Johnson sells! TV Shopper mail and phone service now pullin ep: Dumont Spot
i better than $1,000 daily in direct orders. Show offers ideal format for addi- ; Sales
tiinal sponsor whose products are used in the home.
SCHENECTADY  WRGB SHOPPING GUIDE. 2:15-2:30 p.m. (M-F). Martha Brooks and Bill Mulvey con- $75 five spols a
Channel 4 i tinuously demonstrate a line of non<competing products. Variety of merchan- | week

! dise gives show a fast-moving, "Christmas Every Day” appeal. One of the

i best quality buys at lowest rates in television.

www americanradiohistorv com
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from our dealers, distributors,
and salesmen on fine quality
of this program...many noting
an increase in sales. Highly
pleased with reports to date”
E.J. BRACH & SONS,
Autry sponsors in 15 markels

like we've got ourselves
hero on the tefevision

western front, and a mighty good

one at that!” RADIO DAILY

“If you don’t believe Westerns
filmed specifically for television
are infinitely superior on video

than those made originally

for theater exhibition, catch the
Gene Autry series on CBS...
very, very go0od”’ THE FILM DAILY

“New angle... Autry and his
associntes have made some long-
needed technical changes”

TIME MAGAZINE

“Should make Autry one of T1s
big guns” BILLBOARD

“Typical Autry eatertainment, a

compound of action and good
humor...far better than
pictures originally created for
showing in theatres”

N. Y. DAILY NEWS

of the hottest film packages
in TV”  TELEVISION MAGAZINE

“Siripped of all unnecessary frou-
frou and complication...
straight and simple and clean”

THE MORNING TELEGRAPH

“Auiry indicates that he can hofd
his own on video. He's trans-
planted his screen personality
to this medium in a manner
that will continue to hold a high
degree of favor” VARIETY

“Wonderful news for TV Western
fans!” TV GUIDE

“Don’t be surprised {f it lands
high up on any list of television
ratings. It’s a show geared
precisely for its mass audience”

TODAY'S ADVERTISING
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[ FRONTIER
PLAYHUUSE

What's New in Television 2
Take a Look at WPTZ !

The Most Watched Playhouses in Television

Last March, you’ll remember, we introduced
“Hollywood Playhouse” to the Philadelphia
television audience. In a few weeks the program
was the highest rated across-the-board local or
network daytime show in all television. Our
six-for-one advertising plan met with favor
among advertisers and availabilities became
scarcer than halfbacks at Vassar.

Now WPTZ is scheduling a Saturday edition
of ""Hollywood Playhouse™.

With “Hollywood Playhouse’” being seen on
Saturday, WPTZ can accommodate four more
clients each week. It's the same show, same
time, the same format that made television and
advertising history. The only difference is that
we believe our Saturday audience will be larger
—1if such a thing is possible,

As an added plus we are scheduling a matinee
edition of our famous "Frontier Playhouse”
program, the most popular across-the-board
western feature in all television, immediately
ahead of Saturday’s “Hollywood Playhouse”
This tandem scheduling of television’s two most
watched playhouses means increased sales for
participation advertisers in the Philadelphia
market.

Give us a call here at WPTZ—or contact
your nearest NBC Spot Sales Representative—
for full details on this double-barrelled package.
The audience is large, the cost is low. It’s the
best buy in Philadelphia television.

Philco Television Broadcasting Corporation
1800 Architects Building Philadelpbia 3, Penna.
Telephone LOcust 4-2244

TV-AFFILIATE

WPTZ FIRST IN TELEVISION IN PHILADELPHIA
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SATURATION BY SPOT

A PROVOCATIVE PLAN FOR THE LINCOLN-MERCURY DEALERS AS
PREPARED BY THE PETRY CO.

ITH “Toast of the Town,”

the Mercury Dealers have
one of the very top shows in tele-
vision. “Toeast” has been a sound
and increasingly profitable invest-
ment, and apparently is doing an
excellent selling job, for Mercury
Dealers. Nevertheless, with all auto-
motive manufacturers jockeying for
better and stronger positions in the
TV network race, Mercury Dealers
might profitably take steps to bol-
ster “Toast of the Town” and mul-
tiply the sales impact it's giving
them.

To accomplish this, we present
the following bold plan—one which
has never before been undertaken
by an automotive manufacturer or
group of automotive dealers . . . one
which would increase “Toast’s”
sales impact five-fold.

This plan is SATURATION BY
SPOT ... SATURATION OF THE
ENTIRE TELEVISION MARKET
IN THE COUNTRY BY SPOT TV.
For less than the total cost of a
full-hour, full-network show, this
plan gives Mercury five ennounce-
ments @ week on every TV station
in the US.A. ... on all 107 stations
in 63 markets.

This means 35 a week in both
New York and Los Angeles (five
spots on each of seven stations).

... 15 a week in Detroit (five each
on three stations)

... 20 a week in Chicago (five
each on four stations)

. and so on.

That comes to 535 commeretals @

week . .. or approximately five times

Television Magazine * November 1950

the number which "“Toast” gets to-
day on its 33 stations.

That’s a lot of spots, and an awful
lot of SELL.

Let's compare this with network,
and what TV network offers . . .
197% MORE IMPACTS PER WEEK WITH

SPOT THAN WITH FULL-HOUR,

FULL-NETWORK

Commercials

Stations Commerclals per week
Network 1 hr. 60 3 per prog. 1BO
Spots 107 5 a week 535

.. . WITH EACH NETWORK
COMMERCIAL COSTING 303%
MORE THAN EACH SPOT COM-
MERCIAL.

Cost per
Per week 52 weeks Commercial
Net 1 hr.* 60 stations
$44,335.00 $2,305,420.00 $246.00

Spots — 5 a week —107 stations
$32,742.40 $1,702,604.80 $ 61.00

*Approximate cost of full-hour,
full-network program on NBC.

Total 60 Stations
(July 1, 1950 — Rate Card #3)
$25,040 Time—Gross 60 sta. per hr.
3,130 12V2%—52 weeks discount

21,910  Net per hour
2,250 Rehearsal—10 hrs. live

24,160
175 Dry Rehearsal—35 hrs. at
$5.00 per hr.
24,335
20,000 Talent: One hr. drama prog.
$44,335 TOTAL

Let’s analyze how a top-flight
program like Toast rates, audience-
wise, in the two largest TV mar-
kets—New York and Los Angeles.

www americanradiohistorv com

NEW YORK HOOPERATINGS
MARCH-APRIL, 1950

(Automobile Sponsors)

Program Sets in use Ratings

CBS-TV News 43.6 6.8
Oldsmobile Dealers}
Chevrolet Tele-Theatre 56.8 19.6
(Chevrolet)
Ford Theatre 56.3 21.8
(Ford)
llay Kyser 61.3 15.0
(Ford)
Toast-of-the-Town 59.6 486.7
¢(Lincoln-Mercury)

AVERAGE 55.5 22.0

In New York, “Toast’” last sea-
son did a tremendous job, reaching
over 75% of its potential in terms
of sets in use, while the average
automotive TV network program
received only 40%.

But only with simultaneous an-
nouncements on all stations in this
market could an advertiser be sure
of 1009 of his potential, and only
Spot TV permits an advertiser to
build toward that goal.

And how is Toast doing in the
Los Angeles area, the second largest.
TV market in the U.S.A.?

8:30 to 9:00 P.M.

KTLA-TY The Movies 44.7
KECA-TY Crusade in Europe 4.9
KTTY Toast-of-the-Town 7.4
KLAC-TV Western Film 3.9

Percentage of sets in use . . .
60.9%.

. or Toast is reaching 127% of
all sets in use.

In terms of viewers ... from 8:30
to 9:00 P.M. Sunday on the basis
of 3.5 viewers-per-set, there were
1,277,500 viewers. Only 155,400
were watching Toast-of-the-Town.

In terms of money for time . . .

(continued on page 32)


www.americanradiohistory.com

'ELEVISION Magazine's Continuous Cost Study

WERIAT ADWVERITISERS

00 0000000000000008000000000000000000000000000000000000000000000000000000000280000000000000000000004¢

ADVERTISER PROGRAM NETWORK AGENCY PROGRAM COST | TIME COST
Number of Based on PIB
Stations estimates
dmiral Stop the Music ABC (30) Kudner $ 7,500 $ 7.840
{30-min. segment)
nchor Hocking Breadway Open House NBC (28) Wm. Weintraub $11,500 $29,928
(5 krs. weellly)
wheuser-Busch Ken Murray Show CBS (52} D'Arcy $30.000 $35,350
rmsirong Co. Circle Theater NBC (35) BEBD&O 3 8,000 $ 8,715
efirus Show of Skows NBC (41) Tarcher $ 5,000 $ 3,298
| (10-min. segment)
atz Roller Derby ABC (14) Kostor, Farrell, $ 4.200 $ 4,867
‘ {(Thurs. Eve.) Chesley & Clifford
ond Stores Haerds of Mysiery Dumont (11) Grey $ 5,500 $ 5,300
ristol-Myers Breal the Bank NBC (45) Poherty, Clifford $ 6.000 $10,665
‘ & Shenfield
amel Came! News Caravan NBC (21) William Esty $ 8,500 $22,880
amel Man Against Crime CBS (33) William Esty ‘$ 9,000 $ 6,356
amel Yaughn Monroe Show CBS (30} ' William Esty $15.000*
ampbell Jack Carter Show NBC (33) 'Ward Wheelock ($12,000 $ 9,131
| {30-min. segmen?)
arnation Burns & Allen CBS (45) | Erwin, Wasey $25,000*
arter Products Saturday Might at Garden | Pumoct (9) Sullivan, Stauffer, $ 1,600 | 3,200
| Colwell & Bayles (15-min. segment) |
hesebrough Saturday Night at Garden Dumont (9) i Cayton % 3,200 $ 6,000
‘ {30-min. segment} |
hesterteld Godfrey & Friends CBS (52) Cunningham & Walsh $7.500 . $10,755
| {30-min. segment)
|
hesterfeld Perry Como Show CBS (41} | Cunningham & Walsh "5 5,000
hrysier Treasury Men in Action ABC (35) | McCann, Erickson $10,000 $ 9,410
olgate-Pulmolive-Peet Comedy Theater ‘NBC {43) | Skerman, Marquette $50,000 1$19,525
ongoleum-Nairn Garroway at Large MBC (51) McCann, Erickson $ 6,250 $11,047
rosley Show of Shows NBC (48) Benton & Bowles f$'|5.000 1$12,540
‘ (30-min, segment) !
|
eSoto-Plymouth Dealers | You Bet Your Life NBC (61) BBD&O $12,000*
odge Dealers Showtime, U.S.A. ABC (45) :Rufhrauﬁ & Ryon $20,000*
rug Store TY Products Cavalcade of Bands l ‘@Mmonf (21) |Product Advertising $ 8,500 $ 8,925
rug Store TV Products Cavoicade of Siars |9uﬁon+ {18) $ 8,500 $14.440
(sold as one pacliage) ‘ |
wment Recciver Saturday Might ot Garden |Dumont (9) | Campbell, Ewald ($ 9.500 $11.000
| (Y2 hr. segment)
lectric Auto-Lite Suspense (CBS (23} Cecil & Presbrey 3 8,000 $ 7.035
wershkarp Saturdoy Might at Garden | Dumont (9) Biow $ 1,600 i'$ 3,200
| {15-min. segment) ‘
irestore ‘Voice of Firestore NBC (24) Sweeney & Jones $ 6,000 $ 6,750
ood Stores Prod. Corp. Star Time Dumont (30} Franklin, Bruck $20,000 ‘5518.000
ord Ford Theater | ¢BS (20) Kenyon & Eckhardt $ 3.000 ‘S 9,532
=rd Kukla, Fran & Ollie NBC (54) J. Walter Thompson |$ 3,000
| (30-min. segment) } $ 9,532
rigidaire Comedy Theafer NBC (43) Foote, Cone & Belding $50,000 $19,525
sencral Electric Fred Waring Show CBS (47) Young & Rubicam $30.000 $16,725
«ereral Foods iAldrich Family NBC (19) Young & Rubicam $ 7.500 $ 5.730
enerci Faods Goldbergs CcBS (14) Young & Rubicam $11,000 $ 5670
encral Foods Mama lcBs (21) Benton & Bowles $ 6,900 $ 6,945
. F. Goodrich Celebrity Time CBS (38) BBD&O $ 7.000 15 6,230
rusa Bliind Dote ABC (24) Stockton, West & $ 5,000 $ 8,055
| Burkhart
wulf  We, The People | NBC (38) ‘Young & Rubicam $12,000 |'$ 7.720

* New show. Cost figure not yet available.
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ARE SPENDING

ADVERTISER

Harvesfer
Johnson Cordy

Johnsoa's Wax

Kaiser-Frazer
Kraft

Lever Bros.
Lever Bros.
Lincoln-Mercury
Lipion

Old Gold

Lucky Strike
Lucky Strike

Lucky Strike
Lucky Strike
Minn, Mining & M¢fq.

Mokawk Mills

Motorola
Aritur Murray
Nash

Packard

Pall Mall
Pepsi-Cola

Philco
Phiico
Pilisbury

Procter & Gamble
Procter & Gamble
RCA Victor

Regent

Rosefield Co.

Schlitz
Sealtest

Snow Crop

$.0.8.

Stopette
Sweetheart
Texas Co.

Tani

U. S. Tobacco

Westinghouse
Whitiman

190000000000000000080000000000000000000000000000000000000000000600000000060000060

PROGRAM COST | TIME C/

PROGRAM NETWORK AGENCY
Number of
Stations
Plainclothesman Dumont (15) Erwin, Wasey $ 4,000
Captain Video Dumont (19) Franklin Bruck ‘S 1,800
NBC (33) Needham $ 4,000

| Jack Carter Show

Eilery Queen

Dumont (10)

(10-min. segment)

Wm. Weintraub ‘ $ 7,500

Kra?t TV Theater NBC (37} J. Walter Thompson 1$11,500
Big Town CBS (23} Ruthrauff & Ryan ’sn.ooo*
| Lux Video Theater CBS (24) 1J. Walter Thompson 1 $12,000*
Toast of the Town CBS (37) | Kenyon & Eckiordt ‘su.ooo
Tolent Scouts CBS (18) Young & Rubicam $ 5500
Stop the Music ABC (56} Lennen & Mitchell $ 7,500

(30-min, segment)
' Lucky Strike Theater NBC (23) BBD&O 525,000
Roller Derby | ABC (5) BBD&O $ 4,200
| {Tues. Eve.) '
This Is Show Business ’CBS (49] BBD&O $11.000
Your Hit Parade NBC (17} ' RBD&O $15,000
! Show of Shows 'NBC (41) B8D&O $ 5,000
| ‘ {10-min, segment)
|Mohuwk Showroom NBC (44) George R. Nelson $ 7.500

{weekly)
Four Star Review NBC (48) Ruthrauff & Ryan 345,000
| Arthur Murray’s Party Time | pumont (31)  Ruthrauf & Ryan $12,000
Nash Airflyte Theater CBS (39) Geyer, Newell & Ganger  $15,000
Holiday Hotel ABC (35) Young & Rubicem $10,000
Stop the Music ABC (30) Kudner $ 7,500
Faye Emerson Show CBS (40) Bicw Co. $12,000*
[ [{weekly)
Don McNeil Show ABC (31) Hutchins $ 5,500
Philco TY Playhouse NBC (60) Hutchins $15,000
| Godfrey & Friends CBS (44) Leo Burnett $ 7.500
| (30-min. segment)
' Fireside Theater MBC (26) | Compton /510,000
Musical Comedy Time MBC (31) {Pellar & Ryan $32,700*
Kukla, Fran & Ollie NBC (58} J. Walter Thompson $ 6.000
‘ ' {2 hr. twice weekly)
Leave it to the Girls | NBC (9) Brooke, Smith '$ 5000

Captain Video

| Pulitzer Prize Playhouse ABC
|Kukla, Fran & Ollie NBC
iShow of Shows NEC
| Show of Shows MBS
[What's My Line CBS
‘One Man’s Family NEC
Texaco Star Theater NBC
Godfrey & Friends CBS
| Martin Kane, Private Eye | NBC
‘Sfudio One  CBS

|Jack Carter Show ’ NBC
: i

Pumont (19)

French & Dorrance
Campbell, Ewald

{40} ‘Young & Rubicam
(43) N. W. Ayer

(53) ‘ Maxon

(41} ’BBD&O

(26) Ecrl Ludgin & Co.
[(41) Duane Jones

{45) Kudner

(44) ‘Foofe. Cone & Belding
(55) Kudner

(50) McCann, Erickson
(33) Ward Wheelock
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$ 900

(/2 hr. once a week)
‘ $30,000*
'% 6,000

(V2 hr. twice weekly]

| $15,000
| {30-min, segment)
$ 5.000

{10-min. segqment)

% 6,500
$ 9,500
$40,000

I'$s 7,500
(30-min. segment)

$ 8,000

$17,500

$ 4,000
| {15-min. segment)

Based on
estimat

$ 9.000
$16,000
$ 2,819

!
' 7,500
$15,525

1 $15,025
$ 5.100
1$11,400

$10,775
$ 2,520

$10,269
| $ 5.647

3 3,308
\

$18.,723

$18,723
$14,000
$ 5,355
l$ 8.454
$ 7.840
|

| $12,758
‘ $19,990
$ 8.600

$ 7.080

' $20,110

$ 3,705

$ 8,000

$17.883

$11,906
$ 3.298

$ 7.329
$17,784
$14,995
$ 8,560

$11,820

$17,650
$ 2,B64
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OPERATING
STATIONS

{Network affiliation
in parentheses; %'s
Indicate Depth of

Penetration of Area)

Albuquerque—14.4
KOB-TY (A, C, D, N)
Ames—17.5
WOI-TY (A, C, D, Nj
Atlanta—25.7
WSB-TY (A, N, P}
WAGA-TY (C, D}
Baltimore—29.8

WMAR-TY [C)
Binghamton—11.5

WNBF-TY (A, C, D, N}
Birmingham—11.%

WAFM-TV (A, C, P}

WSBRC-TY (D, N]
Bloomingtan—4.5

WTTY (A, C, D, N)
Boston—38.4

WBZ-TY (N}

Buffalo—37.9

WBEN-TV {A, C, D, N}
Charlotte—12.4

WBTY {A, C, D, N)
Chicago—43.4

Cincinnati—43.6

WCPO-TY (A, D, P)
Cleveland-Akron—3%.2

WXEL (A, D, P)
Columbus—45.1

WBNS-TY (C, P)
Dallas-Ft. Worth—25.2

|C): WBAP-TY (A, N)

WOC-TY (N, P)
WHBF-TY (A, C, D}):
Dayton—16.7

WLW-D (N}
Detroit—38.5

WXYZ-TY (A, P)
Erie—49.9

WICU (A, C, D, N}
Ft. Worth-Dallas—25.2

(C): WBAP-TY {A, N)
*Grand Rapids—24.1
WLAY-TY [A, C, D, N|
Greensboro—10.6
WFMY-TY (A, C, D, N}
Houston—15.5
KPRC (A, C, D, N, P}
Huntington—21.0
WSAZ-TV (A, C, D, N)
Indianapolis—29.2
WEFBM-TY (A, C, D, N}
Jacksonville—19.9
WMBR-TY (A, C, D, N)
Johnstown—11.4
WJAC-TY (A, C, D, N)
*Kalamazoo—33.8
WKZO |A, C. D, NJ
Kansas City—19.0
WDAF-TY (A, C, D, N}
Lancaster—32.6

WNAC-TY (A, C, D, P}

WHIO-TY (A, C, D, P);

Raceiver
Circula-
tion
(Oct. 1)

5,000
21,346

62,300

222,186

WAAM (A, D);: WBAL-TY [N, PJ:

24,650

24,400

11,000
525,130

134,667
28,783
679,417

WBKB (C. P); WENR-TV {A);
WGN-TV [D); WNBQ (N)

192,000

WKRC-TY (C): WLW-T [N};

315,024

WEWS [A, C); WNBK (N);

95,000

WLW-C [N); WTVN (A, D):

76,839

WFAA-TY (A, D, N, P}; KRLD-TY

Davenport-Rock Isl.—20.6 23,529

95,000

331,000

WIBK-TV [C, D): WWJI-TY ([N);

32,857

76,839

WFAA-TY (A, D, N, P}: KRLD-TY

56.211
25,000
42,640
30,000
78,089
20,000
39.400
88,416
61,613

63,743

WGAL-TY (A C, D, N P|

o SEATTLE 1

SAN FRANCISCO 3

08§ ANGELES 7

TV cities.

o

and company

OPENING DATE:
Spring, 1951.

pioneer

® SALT LAKE CITY 2

\u.n DIEGO 1 ® PHOENIX 1

NOVEMBER 1950

Receivers as of Oct. 1

Operating Stations:
Market Areas:

CP's issued:
Applications Pending:
4 Construction Permit

*As i3 the cose in many markets where there
i+ duplication of television coverage, part of
the «circulation claimed for this <¢ity falls
within the signal area of ilations of other
cities a» well. Research is now underway to
determine the extent of duplication in these

WIAX-TV, Jacksonville,

New York

8,527,271

* ALBUQUIRQUE 1
—_——

Boston

LY

TELEVISION MAG.

s 0 8 0 o =

LI I
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ZINE'S STATUS MAP

SYRACUSE

1. PA INMAPOI.IS 2 BUFFALO 1

® BINGHAMT(

GRAMND RAPID
MILWAUKEL 3 ERIE 1
—_— —

LANCASTER 1

EVELAND 3

CHICAGO PH
ey

L]
JOHNSTOWN 1}

® PITTSBURGH )

INDIANAPOLIS * COLUMBUS 3

® o DAYTON 2
(- chewian 3 \

. '-'-"M'NGTON 1 & HUNTINGTON 1
/ L ]
LOUISVILLE 2 /

= LREENSBORO 1

® KANSAS GTy
- 5T, LOUIS 1

& NASHYILLE 1

® LHARLOTTE 1
——ern —_—

* MEMPMHIS T

¢ DALLAS 2
DRT WORTH 1

television

Detroit San Francisco Atlanta

station representatives

Hollywood

*Lansing—30.8 32,500
WIIM-TY (A, C. D. N)

Los Angeles—51.4 747,867
KFI-TV; KLAC-TV: KNBH [N};
KTLA (P): KTSL (D}; KTTV [C):
KECA-TV (A

Louisville—26.2 52,399
WAVE.TV (A, D, N, P};
WHAS-TV (C]

Memphis—28.9 54,593
WMCT (A, C, D, N|

Miami—23.0 36,400
WITVJ (A, C, D, N)

Milwaukee—50.7
WTMJ-TY (A, C, D, N)

Minn'polis-St. Paul—36.5 141,100
KSTP-TV (N):

WTCN-TV (A, C, D, P)

Nashville— 8.500
WSM-TY (N}

New Haven—27.5 102,300
WNHC-TV (A, C, D, N, P)

New Orleans—17.7 37,371
WDSU-TY [A, C, D, N}

New York—46.3 1,796,128
WABD (D]): WATY; WCBS-TV (C};
WJZ.TY (A): WNBT (N}; WOR-TV
{P}: WPIX (P)

Norfolk—20.2 34939
WTAR-TV {A, C, N, P}

Oklahomu City—25.6 48,203
WKY.TV (A, C, D, N}

Omaha—25.9 36,671
KMTV (A, C, D);: WOW.TV (N, P)

Philadelphia—51.0 600,000
WPTZ (N]: WCAU-TY (C};
WFIL-TV (A, D, P)

Phoenix—17.1 16,900
KPHO (A, C, D, N}

Pittsburqh—20.6
WDTY (A, C, D, N)

Providence—7.8 86,900
WIAR.TV [C, N, P)

Richmond—40.8 42,534
WTVR (C, D, N, P)

Rochester-—28.7 51,088
WHAM.TV (A C, D, N)

Rock Island—20.6 23,529
WHBF-TV (A, C, D, P)

St. Louis—36.2
KSD-TV (A, C, D, N, P)

Salt Lake City—20.2 27.400
KDYL-TY [N, P): KSL-TV (A, C, D)

San Aatonio—19.9 27,545
WOAI-TV (C, NJ;

KEYL-TY (A, D, P}

San Diego—31.7 58,000
KFMB-TV (A, C, N, P)

San Francisco—11.2 99.022
KPIX [C, D, P}; KGO-TV {A];
KRON-TV (N}

Schenectady-Albany-Troy
—39.5 106,800
WRGB (C, D, NJ

Seattle—12.0 43,200
KING-TY (A, C, D. N, P)

Syracuse—34.4 71,295
WHEN [A,C,D}; WSYR-TV [N, P)

Toledo—21.1 55,000
WSPD-TV (A, C, D, N, P)

Tulsa—37.5 43,875
KOTY (A, C, D, N, P)

Utica-Rome—11.3 27,900
WKTY (A, C, N)

Washington—38.3 174,485
WMAL-TV (A]; WNBW (N):
WTOP-TY (C, P); WTTG (D]

Wilmington—41.1 46,749
WDEL-TV (D, N)

160,665

142,000

184,500
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RESENTED here are the ten

highest rated programs* aired
before five p.m. They aren’t neces-
sarily the best for obviously ratings
aren’t everything. To many daytime
advertisers who are more concerned
with a particular segment of the
audience or the most effective ve-
hicle for their specialized product,
ratings are definitely secondary in

importance. But with the move on
to daytime, the top rated shows
described here do give some indica-
tion of program popularity. Of
course, this does not take into con-
sideraticn the many excellent shows
in the markets without rating ser-
vices.

* Videodex reports for October 2, covering 17
cities.

MATINEE THEATRE

WDTY, Pittsburgh, 2:30 to 3:45 P.M,,
Monday thru Friday RATING: 26.6

HOLLYWOOD PLAYHOUSE
WPTZ, 1 to 2:30 P.M., Mon. thru Fri.

RATING: 17.4

MOVIE GEMS
KTTV, Los Angeles, 3:30 to 4:30 P.M.,
Monday thru Friday RATING: 8.3
0ld movies rack up the highest
ratings with three of them among
the top ten. The three shows have
a total of 39 sponsors, ranging from
local accounts like Barnot Cleaners
to giant accounts like Celanese and

KATE SMITH SHOW
NBC, 4 to 5 P.M., Monday thru Friday,
49 markets
RATING: St. Louis, KSD-TY 20.7
National Nielsen 18.5
SPONSORS:
Minute Maid
American Home
Boyle-Midway, Inc.
American Home Foods
Durkee Foods
Kate Smith Show comprises dif-
ferent rotated features so no one
feature occurs in the same time
segment on succeeding days. News
of interest to women is handled by
Miss Smith, while Ted Collins takes

FIFTY CLUB

WLW-T, D, €, Cincinnati, Dayton, Co-
lumbus, 12 to 1 P.M., Mon. thru Fri.

RATING: 13.0
22 SPONSORS include:
Coca-Cola Worthmore
Reddi-Whip Eagle Brand Milk
Keliogg Albers Markets
Nabisco Heublin

Johnston Paint Robin Hood Flour
Nu-Maid MargarineStar Kist Tuna
Stariac Seal Wrap

Ruth Lyons and her co-emcee,
Willie Thall, play host to 50 guests
for lunch and festivities which in-

RUSS DAYID'S TUNE SHOP
KSD-TY. St. Louis, 4 to 4:30 P.M., Tues.,
Thurs., Fri. RATING: 12.4
14 SPONSORS include:
Pontiac Dealers Attantic & Pacific
Chevrolet Dealers A. B. Rice Sausage
Ideal Dog Feood Powderene
Brondt Eleciric Armour & Co.
Esquire lce Cream Tums
Knapp-Monarch Grove's Labs

Russ David’s Tune Shop has a
seb built to resemble o sheet-music
store. Russ, the proprictor, is as-
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A & P. Categories cover every field
whether it be Mayer Meat Products
to Anthracite Coal. “Hollywood
Playvhouse” names all sponsors at
the beginning of the program,
showing slides as each brand name
is called. Then each participant has
a4 separate announcement at 12-
minute intervals during the rest of
the hour. “Movie Gems’ uses some
live and some film announcements
at 10-minute intervals. “Matinee
Theater” allows five one-minute par-
ticipations.

over the general news of the day.
There are variety acts, celebrity
interviews, a domestic comedy
series, excerpts from Broadway
shows, fashion and cooking hints
and a community sing. The program
has presented Luise Rainer in a
scene from “The Great Ziegfeld,”
Peter Ilton, the noted archaeologist,
the Three Stooges, and Ethel &
Albert. Kate Smith starts off each
participating commercial with a
comment or illustration, such as
pouring and drinking some orange
juice, after which an announcer
takes over fuvther selling.

clude group singing and party
games like musical chairs, for which
prizes are given. The ladies share
their household hints, tell Ruth
about their birthdays and anniver-
saries and accept prizes ranging
from candy to new hats.

Miss Lyons, the area’s First Lady
of Radio and Television, is heard
over the three-city WLW-Television
network, and is widely known for
her genuine sincerity and interest
in all things that concern her audi-

sisted by Dottye Bennet, who pro-
vides some of the entertainment
with songs. Piano solos are used and
also records, accompanied by mi-
micry. Each day a contest is staged
in which viewers who have written

in are called on the telephone and -

asked musical guestions. Prizes are
awarded for correct answers. Russ
David works the commercials right
into the program by means of film,
slides and some live messages.
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HOMEMAKER'S EXCHANGE

CBS-TVY, 4 to 4:30 P.M., Mon. thru Fri,,
18 markets

RATING: Pitisburgh, WDTV  12.7
13 SPONSORS include:
Knox Gelatine Wilbur Suckard Co.

Lewit Corp. Hoipoint Co.
Reruzit Co. United Fruit Co.
SOS Swift & Co.

As with most cooking programs,
this show is built around a woman
who has a long record in home
economics and really knows her way

FEMININE VIEWPOINT
WTMJ-TY, Milwaukee, 4 to 4:30 P.M.,
Monday, Wednesday, Friday
RATING: 11.4
SPONSOR:
Schuster's Department Store
A typical shopping program. Two
gals demonstrate and display new,
unusual items to be found in Schus-
ter’'s. Their set is a living room,
dining room and kitchen, furnished
by Schuster’s. Listeners write in
and ask that a particular item be
demonstrated. Each show has a dif-

PAUL DIXON'S MUSIC SHOP

WCPO-TY, Cincinnati, 3 to 5 P.M., Mon.
thru Fri. RATING: 10.4
SPONSORS:
Kitchen Klerser Rubel Doughnuts
Grip-tite Corp. Wiedemann Brewing
Yenta Hood Streitman Biscuits
Dri-Cool Pipes Mullanos Candy
Gilsey Shoes Crestview Garden
Fry Ryte Community Florists
Hires Roocibeer Celanese Rayon
Rent A Tool Handy Window Shades
Bell Furniture Raleigh Cigarettes
Aunt Jemima Gordon's Potato Chips
Paul Dixon, a veteran among air
jockeys, and two girl assistants on
a set that looks like a typical record

SHOPPERS GUIDE

WBEN-TY, Buffalo, 12:30-1 P.M., Mon-
day, Wednesday, Friday
RATING: 7.2

22 SPONSORS include:
Seven Up
First National Bank
Owens-Corning Fibreglas
Schulers Potato Chips
Wilbur Suchard Chocolate Co,
Hygeia Nursing Bottle
Lustrous Products Co.

Mary Jane and Seymour Abeles’
program which doesn’t feature en-
tertainment, is conducted as the
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DAYTIVE PROGRAMS

around the kitchen. In this case it’s
Louise Leslie. Her approach makes
cooking easier and less mysterious,
by her going through each step and
explaining clearly what she is doing.
She stresses the importance of
making food look attractive when it
is served. Booklets of her recipes
are offered for 25¢ each, and in the
first week the book was offered,
10,000 requests were received. Lis-
teners send in favorite recipes and
these are used on the program if
they pass a test.

ferent theme, such as fashions,
kitchen hints, etc. On one average
program, ten categories of mer-
chandise were mentioned, including
Grosset & Dunlap Treasure hooks,
demonstrating jump-up animals;
the Effanbee Doll, showing how
much like a real baby it is, and an
RCA Record Player, on which a
record was plaved. All were slanted
at gift giving. Price and depart-
ment where each can be obtained
are always mentioned after the item
is shown.

store. The show has no set format,
but consists of Paul mugging, ad-
libbing and making the whole affair
seem like a neighborhood party.
Viewers call right into the studio
and request records which Dixon
pantomimes while they are being
plaved. Top guests like Henry Mor-
gan (in picture) appear on show.
The commercials are realistic to
the point of having Paul and his
assistants cook a chicken and feed
it to the studio crew and to one
another before the cameras, accom-
panied by a mug of sponsored beer.

name of the program indicates—as
a Shopper’s Guide. They chat about
shoes and sealing wax, ties or
taxis, bikes, bowling balls or
brooches. Their stock in trade is
all merchandising and services.
Mary Jane wears furs, models hats,
runs vacuum cleaners and demon-
strates other products, while Sey-
mour has on oeccasion poured one
of the beverages, ridden a bicycle
around the studio or worn a spon-
sor’s tie.
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ITH practically evervone in
the industry crying for an

accurate national rating system,
Richard Paige, NBC Supervisor of
TV Ratings, agreed to formulate a
10-point program useful in reach-
ing such a goal.

In presenting his program, Mr.
Paige pointed out that:

“A rating is still the only way by
which networks, agencies, adver-
tisers and talent can measure the
success of a program simply and
continuously.”

Mr. Paige added, “In the short
period of time that television has
been on the scene, those interested
in ratings have had the choice of
at least five different techniques
of obtaining ratings:

1. Audimeter ({exclusive

Nielsen).

2. Coincidental Telephone (used

by Hooper and Trendex).

3. Coincidental Radox (exclusive

with Sindlinger).

4. Recall Roster (used by Pulse).

5. Diary (used by a number of

services—American Research
Bureau, Videodex, and Tele-
Que),

“The validity and relative mer-
its of each of these techniques as a
method of getting viewing infor-

with
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mation is a story in itself. Valuable
as such a story might be, this par-
ticular article is not concerned with
techniques, but rather with specific
considerations that anv rating ser-
vice must cover in order to be con-
sidered an adequate National Tele-
vision Rating.”

Ten Point Program
Mr, Paige points out, also, that
although the primary concern of his
program is with a national rating,
some of the points outlined are ap-
plicable to individual city ratings.
1. The technique must be able to
adapt itself quickly to the

changing television picture.

“Television is growing, and this
growth must be reflected with rea-
sonable speed in ratings. As sta-
tions begin to operate in new mar-
kets, these markets should be in-
cluded in the geographic coverage
of the rating service. The relative
importance of each market, based
on set installations, must be taken
into account; and the sample of TV
homes should be changed as often
as necessary to give a realistic na-
tional coverage. Various studies
have shown that there are great
differences in both the amount and
tvpe of viewing based on length of
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ownership, so that any sample of
TV homes must he properly ‘aged’
with respect to this fact, If the lim
itations of the technique are such
that It
changed quickly enough, then this
factor alone would severely limit
it2 usefulness""

cannot  he  expanded  or

Total Home Figure

2. The rating for cacl program
should be based on the aclual
coverage of Hhat program,

"“This does not mean that ratings
based on a total 1.8, sample would
not be useful, buf that such a rat-
ing alone would severely limit its
usefulness. It should he pointed out
that a rating based on the actual
coverage of a program can be easily
converted into a rating based on
total U.S. TV homes—but the pro-
cess 18 not easy, or alwavs possible
in reverse.

“In loose terms, the rating hased
on the actual coverage could be
called a ‘popularity’ rating. A strict
‘popularity’ rating such as was
given by Hooper in his old radio
report fcoincidental telephone sys-
tem: also used by Trendex), is not
possible in todav’s television struc-
ture, since the ‘equal opportunity’
criterion can not be satisfied.”

3. The rating nust be projection-
able—able to mensure number
of homes wiewing a program.

“This means that all kinds of
homes should be included in the
sample, telephone and non-tele-
phone, high and low income, urban
and rural. In addition, the homes
selected must adequatelv represent
the entire coverage area in each
TV market.

Large Sample Size

“The sample size must be large
enough within certain broad areas
(See #7 below) so that a program
with a Iimited amount of coverage,
sayv as low as 159 of all TV homes,
will have a statistically reliable
rating within reasonable limits.

“These three criteria must be
satisfied before a rating can be
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RATINGS

considered projectionable. All kinds
of TV homes, adequate representa-
tion of coverage area, and sufficient
sample size.”
4. Must measure composition of
the audience and viewers per
set to each program.

Audience Composition

“Quantitative TV research has
passed the point where the number
of TV homes alone is sufficient.
Audience composition and viewers
per set add a necessary dimension.
An example is the composition of
the Kukla, Fran and Ollie program
audience, a show presumably for
children, but with twice as many
adult viewers as children.

“One of the plus factors of tele-
vision is its higher viewers per set
than radio’s listeners per set. Fur-
ther, among TV programs, viewers
per set vary widely, and the total
audience in terms of numbers and
kinds of people must be measured
so that programs can be properly
evaluated by both advertisers and
networks. This audience composi-
tion information should be given
program by program. When given
by time periods only, it is mislead-
ing and can easily lead to incorrect
decisions by averaging two pro-
grams with opposite appeals.”

5. Must give individuel city rat-
ngs in a number of major TV
markets.

“This is possible, fortunately,
due to the restricted nature of the
television signal and to television’s
concentration in a limited number
of markets.

“Exactly which markets should
be rated is open to question. One
possible criterion, for the present,
might bhe to cover local ratings in
cities with a set population of 100,-
000 or over. In September, 1950,
there were 15 cities in this category
according to NBC estimates of TV
get installations. Not all of these
cities need necessarily he rated
geparately, but it is my opinion that
all but a few are necessary to give
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a good idea of the differential ap-
peal of a program. Even two cities
as close together as New York and
Philadelphia show startlingly dif-
ferent ratings for the same show.

“The cities which have 100,000
or more sets as of May, 1950, are:

Baltimore New York
Boston Philadelphia
Chicago Pittsburgh
Cincinnati St. Louis
Cleveland Washington
Detroit Buffalo

Los Angeles Minneapolis-
Milwaukee St. Paul

“In this group, Los Angeles is
the only non-interconnected city,
and Milwaukee, St. Louis, Pitts-
burgh, Buffalo and Minneapolis
are single station cities.”

6. Must adequately measure all
TV wmarkets—it must not be
merely a compilation of a lim-
ited number of TV markets.

“This requirement is necessary
to arrive at a true network rating.
It is meant to highlight the fact
that no compilation of a number of
ndwidual markets gives an accur-
ate picture of the network audience
of a program. Indeed, such a figure
can be highly deceiving. It means
that the national sample used to
arrive at the national rating should
be correctly distributed among all
kinds of TV markets. These can be
roughly broken down as:

Interconnected, Multi-Station
Markets.

Interconnected, Single Station
Markets.

Non - Interconnected, Multi-Sta-
tion Markets.
Non - Interconnected, Single Sta-
tion Markets.

“This does not mean, necessarily,
that each TV market has to be cov-
ered. For example, a national
sample of even 2,500 TV homes
might or might not include Albu-
querque, New Mexico. A probabil-
ity sample of TV homes adequately
selected from all TV homes would
well satisfy this particular condi-
tion.”

7. The sample size must be large
enough to insure reliable rat-
ings.

“This condition is usually satis-
fied by all rating services within
the financial limits imposed by
their individual technigues. Two
factors should be kept in mind: a)
The statistical accuracy of the rat-
ing increases only as the square
root of the sample size; and, b)
The sample size should be deter-
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mined by the coverage of the pro-
gram. This means that a program
seen in 10 cities representing 30%
of all sets in the U.S. has a sample
size of only 309% of the total U.S.
sample, and that the reliability
should be computed on this reduced
number.

“Since the average sponsored
network program has a coverage
factor of 60% to 70%, a total U.S.
sample size of some 2500 TV
homes should be large enough for
practical purposes. This would give
a program with 609% coverage and
a rating of 20%, a range of plus or
minus 2 rating points (2 standard
errors). In the case of a program
with a 15% coverage factor and a
rating of 209%, the range becomes
around plus or minus 4 rating
points.”

8. Must measure both sustaining

and sponsored programs.

“This is an important considera-
tion, especially for the TV networks
which are vitally interested in net-
work sustaining programs. The in-
dustry generaliy is also interested
in the ratings of such tvvically sus-
taining programs as U.N. proceed-
ings, presidential talks, etc.

Urges Sustainer Ratings

“If network sponsored program
ratings are based on their full cov-
erage, then these network sustain-
ers should be rated on a full cover-
age basls also. Since the acceptance
of network sustainers bv individual
stations is not always certain, there
is usually a delay of two or three
weeks before an exact station line-
up can be obtained.

“Even though the rating service
cannot be supplied with the exact
station line-up, it should be the job
of the rating service to determine
this line-up by reference to what-
ever local schedules are available.
Although 1 have no data to support
this point, I am sure that well over
half the network sponsored pro-
grams today were once network
sustainers or co-ops.”

9. Must measure Programming

at all hours of the telecast day.

“One example will il'ustrate the
necessity for this requirement. For
the past four months, NBC has had
a network sponsored program,
‘Broadway Open Honse’ telecast
from 11 p.m. to midnight, Monday
through Fridav. This has repre-
sented a radical denarture from
previous network nrogramming
practice. Due to the limitations im-
posed by its particular technique,
some ratine services would never

(continued on page 29)
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SEE DIRECT RESULTS

FROM TV ADVERTISING

MIEN'S STORES

ELEVISION advertising *‘pro-

duced sales upward against
the basic trend of the industry last
summer, and sales since are 6%
to 107 better than were pre-tele-
vision monthly averages,” accord-
ing to Herbert J. Stiefel of Peck
Advertising Agency, New York,
which handles the Howard Clothes
account.

“At the same time,” Mr. Stiefel
said, “‘our client’s competitors’ sales
are down between 40% to b0%
against last year.”

Typical of the attitude of the
clothing merchant toward TV is
that reported by Ralph Kaufman
of Kircher, Helton & Collett, Day-
ton, agency for the local Metropoli-
tun Clothing Company. Mr. Kauf-
man points out that his client has
been one of the largest users of
newspaper space for stores in its
category, and last year was the lav-
gest user of newspaper for a men’s
store in the country.

“They have now altered both
their thinking and their newspaper
budget to allow @ sizeable chunk of
the hudget for television.,” Mr.
Kiaufman told TISLIEVISION Mag-
azine,

Morris B, Sachs, vetevan Chicago
merchant whao has long been a heavy
advertiser on the air, is espectally

Talking puppets explain fashions for
Haggarty's over HKTTV, Los Angeles.

22

well satisfied with the results of
his simulcast, “Sachs Amateur
Hour,” over WENR-TV and WENR,
Chicago. Recently Sachs showed a
bridal outfit on the program, pre-
sented Sundays, 12:30-1:30 p.m.
The next morning 75 complete bri-
dal outfits were ordered, “and that’s
equal to 1,000 items,” Mr. Sachs
said. He added that it is not un-
usual to receive 500 orders on items
shown once over television.

So far as the clothiers are con-
cerned, it apparently matters little
whether the ratings of their shows
are low, high or medium. Compared

News Editor Stuart Strand of Station
WHIO-TV, Dayton, also delivers pitches.

{o some ratings, many of theirs arve
low—averaging about 3.0—but they
can see mmmediate resalts in mer-
chandise maoved.

An example is “Jimmy Powers’
Powcerhouse,” sponsored by the 19-
store Howard  chain over WPIX,
New York, The program covers 30
Howard slores loeated in the New
York metropolitim,  Long  Tsland,
Westchester and New Jersey areas.
Despile the et thal “Powerhouse”
obfains only a0 3.3 to A5 raling
(IMalsey ), Howard’s  October sales
are 9270 higher than those of the
same month o vear age, when TV
wid not nsed.
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Regarding this, Mr. Stiefel re-
ports:
“We feel it’s better to have a

three rating from potential cus-
tomers than a 20 rating that sells
only the three anyway. We reach
the people we want to reach.”

But Mr. Sachs of Chicago is not
unhappy about ratings. His “Ama-
teur Hour” simulcast rates con-
sistently around the 27.0 mark. The
show’s total cost is $3,000 a week,
$1,200 of which is for the telecast.

Of the chains using TV, Bond
Stores is among the heaviest, with
its “Hands of Mystery” currently
televised live over WARBD, New
York:; WTTG, Washington, D.C.;
WDTV, Pittshurgh; WGN-TV, Chi-
cago; WICU, Erie and WTVN,
Columbus, and kinescoped over
WCPO-TV, Cincinnati; WXEL,
Cleveland; KTSL, Los Angeles;
WAVE, Louisville, and WHAM-TV,
Rochester. In addition, Bond uses
WABD, New York, on Monday
nights Tor wrestling bouts. Weekly
cost of its “Hands of Mystery” 1is
approximately $5,500, with a 9.2
rating in New York,

The tvpes of programs the cloth-
iers are using appear irrelevant,
some finding one-minute spots effec-
tive, many asing sports films or
sport celebrity interviews; others,
straight news or melodrama films,
and still others, live participations
and station breaks.

Powers, the New York Daily
News' sports editor and recently
named the nation’s outstanding
sports announcer for 1950, is a de-
ctded asset to Howard’s TV adver-
tising.

Signed by Howard in April as a
package Including Jack McCarthy
and station costs, Powers reports
sports news and interviews ath-
letex. The sales portions of the
shows are handled by MeCarthy,
who has a sparts following of his
own as a writer and anmouncer and
ix also a salesman in one of How-
ard’s stores. While other Howard
TV coverape includes Minneapolis,
wilh five-a-weelk spots over WTCN-

(continued on page 30)
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HOW THE

NEW SEIOWS

ARE DOING

N spite of the different objectives,

competition and problems, al-
most all of television’s big time
sponsors should be pleased with
their new shows.

In attempting an evaluation of
how the new shows are doing, it’s
obviously essential to know what
the objective of the sponsor is. For
some, it's how many impressions
and the cost per thousand; for oth-
ers, it's prestige, and for many, it's
distribution and dealer promotion.

Motorola's Four Star Review:

This top comedy show is doing
okay for Motorola. To another spon-
sor the cost-per-thousand of the
345,000 talent budget program
might be on the high side, but
Motorola had a specific objective in
mind. According to company offi-
cials, principle factor in Motorola’s
sponsorship of the “Four Star Re-
view” is a desire to get stronger
identification for its product. For
too long, the public has looked on
Motorola as primarily an auto radio
manufacturer. How, company offi-
cials pondered, can we make the
public Motorola TV-set conscious?
“The Four Star Review,” offering
big names and class entertainment,
it was hoped, would provide needed
stimulus.

Director of Advertising, Ellis L.
Redden told TELEVISION Maga-
zine “the impact on our distributor
and dealer organizations has been
very remarkable and has helped
build up future prestige for Motor-
ola as an important factor in the
television business.”

“In choosing the “Four Star Re-
view,” Motorola took a considerable
gamble in view of the high cost of
the program. Could four comedians,
only one of whom had previously
appeared on TV, successfully make
the transition to the new medium?
Everyone now knows the sensation
Jimmy Durante caused as a result
of his premiere performance. Even
video’s toughest critic, John Crosby,
was loud in his plaudits, calling it
“the best show I ever saw on tele-
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Ed Wynn pitches in French for Motorola on "Four Star Review.”

vision.” Ed Wynn also has been
favorably received, with Jack Car-
son and Danny Thomas showing
promise, but needing more time be-
fore a definite decision can be forth-
coming on their video stature.

Second big hurdle for Motorola
was show’s ability to attract a suffi-
ciently large following, since it
bucks one of TV’s top drawing
cards, “Godfrey & Friends.” The
show jumped from a 23.7 Trendex
13-city rating for its premiere
against Godfrey’s 34.7, to a Novem-
ber rating of 40.3 for the Durante
kickoff against Godfrey’s 18.2. Only
other in-between rating, a second-
week Telepulse figure, gives God-
frey a 23.4 figure to a 19.7 for the
Danny Thomas initial offering,

And Motorola isn’t complaining
about its $5.58 cost-per-thousand
figure, with the company feeling it
is getting a good buy for its trail
blazing activities. Costing $65,000
for time and production, the show
draws an audience of 9,543,000 in
48 markets, based on 3.5 viewers
per set.

Lever's Big Town and
Lux Video Theatre:

The problem facing the major
soap company is cone confronting
most network AM advertisers, i.e.—
the conversion of valuable radio
properties to television. “The Lux
Theatre,” for many years and still
one of radio’s top rating programs,
will have a tough time in duplicat-
ing its number one AM position in
TV. It would be difficult to surpass

Westinghouse’s “Studioc One,’’
“Ford Theatre,”” “The Pulitzer
Prize Playhouse,” ‘“Philco Play-

house” and a host of other excellent
shows in this category. If leader-
ship in the dramatic field isn't the
principal objective, then the ‘“Lux
Theatre” is doing all right for
Lever Brothers. It's a well-rounded
program and comes in on a favor-
able cost-per-thousand.

Opening with a 25.5 Videodex
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network rating, the show continues
to lead its competition in the Mon-
day, 8-8:30 p.m., time slot. Video-
dex Oct.-Nov. ratings are:

OCT. NOV.
Lux Videa Theater 25.5 26,2
(CBS)
Winchell, Mahoney 22.4 17.6
(NBC)
Treas. Men in Action 159
(ABC)
Metropolitan Opera 13.2
(ABC)

Commercially, they are doing well
too. In fact, the commercial out-
strips the program in effectiveuess
in carrying over from another me-
dia the “Lux Girl” theme. At the
close of the show, the star of that
evening’s production usually will be
at her dressing table. As the camera
moves in, she turns and tells why
she uses Lux soap, and the soap,
believe it or not, comes across beau-
tifully on television. Great stress
is placed on getting right into the
story, rather than devoting opening
minutes to a sponsor pitch. “We
want to get to the entertainment
first,”” Producer Cal Kuhl indicated.
“Only 46 seconds elapse from the
time we sign on to the time the
play begins.”
“Big Town,” Lever's other en-
trant, registered a solid 30.7 rating
for its first show. “Big Town' is a
fine example of a dramatic format
catching on without benefit of a
high production cost or expensively-
priced guest stars. The show’s rat-
ing takes on added impact consider-
ing the stiff double competition it
receives from “The Kay Kyser
Show' and “Blind Date.” Trendex
ratings for “Big Town” and ifs
competition is as follows:

OCT. NOV.
Big Town 30.7 24.4
(CBS) (12 cilies) (1L eities}
Kay Kyser Show 20.3 20.0
(NBC) (15 eities) (16 eities)
Blind Date 153 17.3
(ABC) (11 cities) (9 ecities)

A good reasen for the program’s
continued success is its careful
avoidance of a Hollywood-tinting
of the fourth estate. This is brought
about by employing only former

(continued on page 31)
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C. E. HOOPER, INC.
November Network Ratings

1. Texaco Star Theater 55.9
2. Fireside Theater 44.4
3. Philco TY Playhouse 39.6
4. Cactus Jim 38.3
5. Comedy Hour 353
6. Godfrey's Talent Scouts 34.8
7. Toast of the Town 344
8. Kraft TV Theater 34.0
9. Hopalong Cassidy 32.8
10. Lights Out 31.8

AMERICAN RESEARCH BUREAU
Week of Nov. 1-8

1. Texaco Star Theater 60.3
2. Fireside Theater 43.6
3. Philco TV Playhouse 41.8
4. Godfrey's Talent Scouts 40.5
5. Your Show of Shows 38.8
6. Toast of the Town 37.5
7. Comedy Hour (Eddie Cantor) 37.1
8. Lone Ranger 364
9. Hopalong Cassidy 36.0
10. Four Star Review (Duronte} 34.4
TRENDEX
November National Ratings
1. Texaco Star Theater 63.9
2. Your Show of Shows 44,0
3. Kraft TV Theater 42.0
4. Fireside Theater 41.9
5. Toast of the Town 40.8
6. Four Star Review (Durante) 40.3
7. Philco TV Playhouse 40.2
8. Godfrey's Talent Scouts 39.8
9. Mama 37.8
10. Armstrong Circle Theater 341
A. C. NIELSEN CO.
National—2 wk.—Oct, 7
1. Texaco Star Theater 64,4
2, Fireside Theater 54.5
3. Blue Ribbon Bouts 51.0
4. Godfrey & Friends 47.2
(Liggett & Myers)
5. Godfrey & Friends 46.0
(Pillsbury)
6. Lone Ranger 44.9
7. Lucky Strike Theater 429
8. Godfrey & Friends 41.9
{Toni)

9. Philcoe TV Ployhouse 415
10. Man Against Crime 40.9
PULSE N.Y.C. RATING
For October
1. Texaco Star Theater 55.6
2. Phillies-Dodgers 51.6
3. Studio One 35.8
4. Goldbergs 34.6
5. Toast of the Town 34.1
6. Your Show of Shows 32.4
7. Philco TV Playhouse 30.9
8. Godfrey's Talent Scouts 30.0
9. Jack Carter Show 28.1
10. Burns & Allen 26.4
C. E. HOOPER, INC.

Los Angeles (Sept.-Oct.)

1. Hopalong Cassidy 37.3
2. Movies 33.7
KTLA—Sun., 7146 p.m.

3. Texaco Star Theater 32.7
4. Spade Cooley Show s
5. Wrestling 25.5
KTLA--Thurx,, #:30 p.m.

6. Football 24.2
KNBH—Sun., Oct, I
7. Foolball 229
KT'TrV—Hat., Sept. 30 & O, 11
8. Lone Ranger 22,6
9. Chevrolet Feature Theater 219
10. Alan Young Show 201
KEY
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AN ADVERTISING
DIRECTORY QF PRODUCERS
AMD THEIR WORK

ADVERTISER
Pepsi-Cola Company

) AGENCY
More Bounce To The Qunce in Pepsi” is The Bi c In
symbolized through skilliul stop-motion of e Bow Lo, Inc
doncing toy banks plus o live foble sequence. PRODUCED BY
All action is precisely synchronited fo the
popular rhythm of the Pepsi-Cola jingle. This CARAVEL FILMS, INC.
commercial is currently being used on The 730 FIFTH AVENUE. NEW YORK 19, N Y,
Faye Emerson Show. Clrgly 7-6110
ADVERTISER
Airline Foods Corp.
AGENCY
Utilizing a "tempo track’ with the identical Gardner Advertising Co.
sound on four different live action Flms, Five
Star's new series for Qld Judge Coffee repre- PRODUCED 8Y
senfs a striking use of o new technique in FIVE STAR PRODUCTIONS
television commercials, This same track s 6526 SUNSET BOULEYARD. HOLLYWOOD 28, CALIF
also serving for rodio usoge. HEmpzre-ud 4807 '
ADVERTISER
Breyer Ice Cream Co.
AGENCY

McKee & Albright, Inc.

Eoch of these 20 second spots feotures o
porticular flavor of ice cream. Skillful pho-

PRODUCED BY

tography and lighting contribute maximum GRAY-O'REILLY STUDIOS
appetite appeol ond tosteful toble settings 180 LEXINGTON AVEMUE, NEW YORK 17, N 7
ubtly suggest top quality. Ploza 3-1534

ADVERTISER

Revere Copper & Brass, Inc.

AGENCY
St. Goeorges & Keyes, Inc.

PRODUCED BY

QOne of o series of combined live action GRAY-O'REILLY STUDIOS
aond animation | minute spots which empho- 480 LEXINGTOM AVENUE, NEW YORK 17, ~N. Y.
site superiority and beauty of Revere Ware. Plaza 3-1531

ADVERTISER
Philco Corp.
AGENCY

The Philco Balanced Beam TY campaign Hutchins Advertising Company, Inc.

has been enlivened by o series of 60 and 20

second ftelevision spofs. Featured on the Don PROOUCED BY

McMNeil TY show over the ABC MNetwork, these MURPHY-LILLIS PRODUCTIONS, INC.
animated jingles happily combine the essen- 59 PARK AVENUE, NEW YORK 16, N, Y,
tiols of scles impact and enterfainment. MUrray Hill 6-2142
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currenit film commercials

The opening and closing titles filmed for
the Pulitzer Prize Ployhouse reflect the dis-
finguished characfer of the program. More
than 30 years of mofion picture “title" ex-
perience adds to NSS produced TY fitles the
afmosphere and ‘'feeling” that only expert
craftsmanship can provide,

This economical Yan Heusen commercial
is being used in both 60 and 20 second
versians and also in 50 and 15 second lengths
fo accommodate dealer tie-ins. !} combines
live action and motion slide.

A magazine layaul cames ta life in a new
series of spols tor Fiberglas. Close producer-
agency lioisan makes possible an elfective
tie-in of space and TV campaign.

These commercials show mouth-wolering
shots of the product in use, accompanied by
a tuneful jingle and strong close-ups of the
Hellmon's Mayonnoise jar. Pop-ons and
opticol 100mina etfects provide extro visual
interest. Clever repeal use of the beginning
and end of this series of one-minute commer-
ciols etlects comideroble econamy, in addi-
fion.

Friple tic-up of TV, magozine odverlising
and store display is ochieved in this live
aclion I-minute cammerciol which carries
infense butl dignified soles appeal tor eleciric
blankets. One of a series on G.E. otectricol
appliances.

AN ADYERTISING
DIRECTORY OF PRODUCERS
AND THEIR WORK

ADVERTISER
Jos. Schlitz Brewing Company
AGENCY
Young & Rubicam, Inc.
PRODUCED BY
NATIONAL SCREEN SERVICE

1600 BROADWAY, NEW YORK 19, N. Y,
Clrele 6-5700
OFFICES IN 30 OTHER CITIES

ADVYERTISER
Phillips-Jones Corp.

AGENCY
Grey Advertising Agency, Inc.

PRODUCED BY

PATHESCOPE PRODUCTIONS, INC.

580 FIFTH AVENUE, NEW YORK 17, N. Y.
Ploza 7-5200

ADVERTISER
Owens-Carning Fiberglas Corp.

AGENCY
Fuller & Smith & Ross, Inc.

PRODUCED BY
RKO-PATHE. INC.

625 MADISON AVENUE, NEw YORK 22, N. Y.
Ploza 9-3600

ADVERTISER
The Best Foods, Inc.

AGENCY

Benton & Bowles, Inc.

PRODUCED BY

UNITED WORLD FILMS, INC.
{Television Dept.)
445 PARK AVENUE, NEW YORK 22, N. Y.
TRafalgor 6.5200

ADVERTISER

Appliance Division

General Electric Co., Bridgeport
AGENCY

Young & Rubicam, Inc.

PRODUCED BY
VIDEO VARIETIES CORPORATION

41 EAST 50th STREET, NEW YORK 22, N, Y,
Studlay- Wost Coast Sound Studios
510 WLST 5/th STREET, NI'W YORK 19, N. Y,
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A ONE-STATION MARKET

SOLD SOLID

YPICAL of what is happening throughout the country in one-station
markets is the case in Richmond, Va., where WTVR has had to turn
down the following sponsored programs:

This Is Show Business—Am. Tobacco
Perry Como—Chesterfield

Big Town—Lever Bros. ‘
Fred Waring—General Electric

Mystery Playhouse—Ammident

Variety Show—General Motors

Nestle Prog.—Nestle Choc.

Buster Brown Gang—Buster Brown Shoes

COMMONWEALTH

Currently Ser\ring the
Nation's Leading TV Stations
Offers the Followin :

TV FILM PACKAGES

B. Furness—Best Foods

Burns & Allen—Carnation

Don McNeil—Philco, Swift

Ford Theater—Ford Motor

Faye Emerson—Pepsi-Cola
Bigelow Theater—Bigelow Carpet
Airflyte Theater—Nash
Whiteman—Goodyear Tire
Holiday Hotel—Packard Motor Bert Parks—Hunt Foods 3
Children’s Show—Derby Foods Can You Top This?—Wine Co., Amer. | %
Horace Heidt—Phillip Morris {

Printed below ig schedule of the advertisers WTVR could accommodate:

Borbarac“
Time Sunday Monday Tuesday | Wednesday [ Thursday Friday Saturday Robert 1
CTY: CT ARTHUN GO
STAR TIME 0B CACTUS MM CACTUS MM cacTus m4 GRCTUS IO P mnhr'n_&?u'n"f" YOUNG STE WAR
6:00- 6:30 | roon sToREs. e, | NASH, BOND MASH. B0 SORBIAM & oM AND NASH AND MASH CHisToon, Merle
TESTEADATS f
STORY BOQKL LADY | gonpAN NEWS M | VIDIO JOURNAL  (GROUCHO WMART NEWSAERL Jimmy
6:30- 6:45 i MOLEL & RHOADS CARLIKGS ALL CLAAK CANDY brsota SOUTHERN BLSCUTTIN BERON
VIS A.Quiz ATLI Dy RAN Te ° 1 n
ATLIGNT N SPORTLIGHT SPORTLIGHT v
6:45- 7:.00 1 WER IR NG ROCKGHAM HOWE BRIWING l HOME BRIWING I dette Melvy
CLOTRES av Dpou GLAS
LEAVE IT_TO THE |KUTLA, FAAN & OLLIE| KUKLA FRAN 8 OLLIE| EUILA, TRAN & OLLIZ| RUKLA TRAN & OLLIE| EUKLA. FRAN 8 OLLIE| [ COLBERT
7:00- 7:30 GIRLS () n-ECA (1) Hy SHOW (0 d
2 RGGIO TORACCD Fationd) Dairy Products ORD Nationsh Dairy Prodiucts CA PETER PAUL Jack Raymon
ALDKICH TAMTLY MOHAWE JOHN CONTE o0 HORAWK fORN_CONTE 00 MOHAWE ONE MANS TAMLT ac Y
. £ ALD FAMILY ORLET SHOWROOM SHOWROOM M) 00 E
7:30- 7:45 | RGN | ctiSO ey | R | shifSen | HOEE," | ONPELN | martin sorr BENNY MASS
CAMEIL. NKITWS AMEL NIWS CAMEL NEWS EL K] S CAME NEWS
. - CARAV. EARAVAN CARAVAN CARAVAN ¢ EARAVAN 00 I |
7-45'_ 8:00 1 n L RENOLDS O ReTNOLDS K P REOLDS A 1 RETNBLDS A I RETNOLDS
TEXACO STAR MOTCROLA - JACK CARTIR
i : COMIDT KOUR o | LUX THEATRE a0 STOP THE MUSIC 10| OULZ KIDS 0D = I 0 P
8:00- 8:30 COLAATE LUX il R SToRtLA. ADMIRAL MILES LAB CAMPBELL SOU?
VOICE OF FIAE. STOP THE HUSIC (i) | WE THE PEQPLE (M) PSS WES ERNS
8:30- 9:00 1 STONT 00 ¥, LOALLARD GULr OIL Wimen, Wi 8 I
T ELEVISION THEATRE TELEVISION EAT ITSER 0 | BONNT MAID VERSA-| TOUR $HOW OF f i .
’ : LIGKTS QUT 0 | FIAESIDE THEATRE VARIET o eaturin
9:00 930 | "I T N B R R S L R , 8 o
- — e HE RANGE BUSTERS &2
o THEATER DJERSGH (ALl W) | SO, uilieo 8 T E :
P. 8 G. (Al Whsy
CTRCLT_THEZATRE () I I ‘ i
§ - ANHSTRONG CORP. :
9:30-10:00 l UL BIG STOMY 00 TOUR SHOW OF i <
PRESINTS 0 rican Tobaceo SHOWS 09 |
Luchy Sunhe (A1) Wio.)| Company Al Wia} |CROSLET WIG. CO. 1
GARROWATY AT ORGINAL AMATEUR CALYACADL OF
- - BREAX THI BANT PRIVATE EYX (W) TOUR HIT PARADE ()
10001030 | S EEERL. ] SRERT musn e Tvngey | CEERT onmemne
STARS QvEM WRESTLING. TROK
. . TTUDIO ONE WHO SAID THAT } 09 -
10301045 | TESSmm (wewemme | LSRG | TR l ]
CTie CBUM By | ALLAX YOUNO 00
10:45.11:00 ] 1 ! ] ] iR SBOVAL T, | A iy
CALYACADE OF BOLT 1OST TOAST OF THE MRLEARST
H B LI "WH ROMA CLuB
11:00-11:30 ! O a0 R T e T A
THE SHOW GOES OF OV MURAT TACE_LDaon
: : ANREUSTR.5U o cowruet
11301145 | ootos ! e { ™ e l
11:45.12:00 ] ! I 1 ] nommy
P SCORDBOAKD
-00-12: o MCHERAY 1 S CORBOARD HOMU BREWING sERIBOARD ROBRALS AN
12 ul 205 LTl SCOMBOAND HOME BRIWING Homs Brewiag Co. SaN on
TOHOROW S TOMORRO W S TOMORIOW S TOMORAOW'S
; : PROGRAMS AND RAMS |
12'05‘;12'30 Orr Aln SIGK OfF I SIGN OFF SIGN orF e ot orm A | g
12:30;\;412;45 Oft A OFF Am ,um"‘m"l m orr am Orr am o ax OFF Amm
. - NCHBRAY .
12:45-12:50 om am om am SCORE BOAND om am orr am o am o am
A HOML BAEWING CO MUS AL
12:50- TOMOROW S I c
: om an o am OGRAMS orr am om an ar Az o A
= — VARIETIES
RATINGS hould b ilabl h 121/2 min each » featuring UND
shou e available, at the latest, S0

{continued from page 21}

give a rating for this program. In
this particular case the network
has had to fall back on conclusions
drawn from individual city reports
to get an idea of the success of this
new programming concept.”

10. Reports must be issued quick-
ly enough to be of practical
use.

“This requirement is necessarily

a function of the particular tech-
nique used. Since this is the case, it
becomes difficult to set up arbitrary
time limits. Generally speaking,
rating services meagure either the
first week or the first two weeks
of each calendar month. This rating

Television Magazine * November 950

by the end of the same month,

“All who have had experience
with ratings realize, ‘the sooner,
the better.” Ratings should be pub-
lished <(even Iif in abbreviated
form) soon enough to be of some
use other than merely as historical
information,

“It should be noted that there
has been no attempt to evaluate the
validity of the various techniques
used in measuring viewing. Dr. Ken
Baker of NAB heads a committee
of industry research men that is
working on just this subject. The
formation of this committee was
precipitated by the controversy in
San Francisco between Hooper and
Pulse.

www americanradiohistorv com
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ARTOONS

urther inform-
alien and complete
List, write to

LommonueALTH

Sl and Jelevision, Ine.
723 Seventh Avenue, New York 19, N, ¥.
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MEN'S STORES
{continued from page 22)

TV: Philadelphia, with two-a-week
shows over WCAU-TV: Chicago,
with two-a-week spots over WENR-
TV, and Providence, with three-a-
week spots over WJAR-TV, Howard
uses radio in Boston, New York
City, Philadelphia and Providence.
The agency reparts, however, that
Howard is planning to drop all AM
advertising and buy 5-, 10- and
15-minute two-a-week TV shows on
stations in Boston, Chicago, Detroit.
Minneapolis, Philadelphia and Syia-
cuse.

The 10-vear-old  $75,000,000-a-
vear Robert Hall company, in 70
AM markets now, is using one-min-
ute fitm spots on New York, Chicago
and Cincinnati TV stations. It will,
however, substitute TV for radio
ax the television market enlarges.
Its annual TV and AM budget is
satd to be about $1.500,000. Plans
are now in process, it was learned,
to add the first batch of 10 TV sta-
tions to start for Hall the first of
the yvear. Richard Bennett (custom
clothes c¢hain), is sponsoring news
shews and spot film commercials
over WBAP-TV, Ft. Worth, and
KRON-TV, 8an Francisco, but has
plans to extend its TV coverage to
a large number of cities soon.

- CONSULTING

TELEVISION
ENGINEERS

A children's film is used by the
3randies Store; a weekly quarter-
hour sports film by Wilkinson's: a
iive half-hour charades
Nebraska  Clothing,  and
events and =pots by Kilpatrick's, all
in Omaha over WOW-TV,

Of special interest is the approach
of Ward & Ward, Philadelphia
men's clothier., Among the newer
TV users. this store has a woman
m.c. on its “For Men Only™ show, a
I5-minute, twice-weekly program
over WPTZ. On the theory that
women advise on men’s buving and
themselves purchase men’s acces-
sories as gifts, the entire program
is slanted to a feminine aundience.
Weightman  Advertising  Agency
handles the account.

Another of the more unusual {for-
mats on TV is the spot campaign
sponsored hy Haggarty's, Los An-
geles, over KTTV. This women's
store presentation features one-
minute spot skits in which puppets,
gowned in the latest creation, dis-
cuss fashions a la Haggarty,

Among the many other clothiers
nationally using TV at present are:
Angel’'s (localy, Huntington, W.
Va.; Baxter’'s (chainy and Bryvant-
Wentz tlocaly, Charlotte, N.C.;
Bell's (local), Oklahoma City; Ben-
son & Rixon (chain); Clarke’s (lo-

game by

special

calt, Oklahoma Citv: Dunhill’s (lo-
cal ', Huntington, W. Va.: Gordon's
i local Karroll's i local

Chicago: Lewis's Chicago:
Livingston's (loecalt, San Francis-
cor May Brothers tlocal Okla
homa City: Modern Clothiers (lo-
cal 1 and Metrapolitan (locali, Day-
ton: Rosenblum’s  ilocal, Cleve-
land: Ripley Clothes (c¢haini; Ru-
hin's  local Chicago, and Waorth
Clothes loealr, Detroit,

Others include Boyvstown loeal s,
and Colonial Family  loealy Mil-
wankee: Kerr's localr, Oklahoma
City: Lyon tchain i,
Schmidt-Orlow ehant o, SRilver
stone’s loceal ., ‘\Ejl\\'.'llll}'ll"‘: r]‘l-'”_\"u
tlocal o, and Union Outfitters o
cal . Om:ha.

In San Francisco, Hirsch & Price
sponsors o 153-minute =ports show
over KGO-TV, produced by the stu-
tion's program department. Living-
ston Brothers, largest women's ap
parel shop in San Francisco, has
“Looking at Fashions™ 15 minates
weekly, and also on KGO-TV, Hast-
ing's, men's store, sponsors five-
minute thrice-weekly,
with Lee Hats as co-sponsor of the
latter.

Metropolitan  Clothing  Store,
Dayton, the big newspaper user, is

{continued on page 32}

. Chicago;
lacanl ),

Tailors

newscasts

McNARY & WRATHALL
Consulting Radio Engincers
National Press Bldg. DI. 1205
WASBINGTON, D. C.

1407 Pacific Ave. Santa Cruz, Calii.
Phone 5040

WELDON & CARR

WASHINGTON, D. C.
1605 Connecticut Ave.
Dallax. Texas
1728 Wood St.

4742 W, Ruffner Street
Seattle, Washington

JOHN CREUTZ
Consulting Radio Engineer

319 Bond Bldg. REpublic 2151
WASHINGTON. D. C.

A. D. RING & CO.
25 Years’ Experience in Radio
Engineering
MUNSEY BLDG. REPUBLIC 2347
WASHINGTON 4. D. C.

GEORGE C. DAVIS

Consulting Radio Engineer
Munsey Bldg. Sterling 0111

WASHINCTON. D. C.

A. EARL CULLUM, JR.

Consulting Radio Engineer
HIGHLZND PARK VILLAGE
DALLAS 5, TEXAS
JUSTIN 8-6108

JANSKY & BAILEY

An Organization of
Qualified Radio Engineers
DEDICATED TO THE

Service of Broadcasting
Narinnal Press Blde.. Wash. D C

PAUL GODLEY CO.
Comuln'ug Radio F ngineers

Upper Montclair, N. J.
Labs: Great Notch, N. J.

Phones: Montclair 3-3000
Founded 1926

BERNARD ASSOCIATES

Consulting
Rarlio and Television Engineers

5010 Sunset Blvd, Normandy 2-6715

Nollvwood 27. California

E. C. PAGE
CONSULTING RADIO
ENGINEERS

Bond Bldg. EXecutive 5670
WASHINGTON 5. D. C.
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NEW SHOWS
(continued from page 23]

newspapermen in writing and pro-
duction capacities.

Dodge Showtime U.S.A.

One of the most promising of all
the new formats, with an unlimited
backlog of Broadway story material

and stars, is the Dodge-backed
ANTA production, “Showtime,
U.S.A.” (Sunday evening, 7:30-8

p.m., over 45 ABC outlets). Al-
though the program started with a
tepid 9.6 Trendex 10-city rating
against a 17.9 rating for “This Is
Show Business” and a 22,7 figure
for the “Aldrich Family,” the No-
vember picture shows a healthy for-
ward stride. “Showtime” tallied a
19.1, “This Is Show Business" reg-
istered 22.5 and the “Aldrich Fam-
ily” pulled down 17.8.

Initial reports indicate Dodge
dealers are very pleased with the
show and most critics have written
highly favorable reviews, singling
out the excerpts from top past and
present Broadway hits for special
comment. While there is no doubt
of the quality of this program, hov-
ering overhead is the old belief
that legit theatre names are not
strong drawing cards on the na-
tional scene. Show is so good,
though, it must get to the top.

Colgate's Comedy Hour:

Sponsored three out of four
weeks by the Colgate-Palmolive-
Peet Co., the program alternates
Eddie Cantor, Fred Allen and Dean
Martin & Jerry Lewis, meanwhile
providing a sounding board for four
products—Halo Shampoo, Ajax
Cleanser, Palmolive soap and Col-
gate toothpaste. Frigidaire picks up
the check every fourth week and
alternates Bobby Clark and Bob
Hope. And here again, as in the
case of Motorola’s “IFour Star Re-
view,” we have a group of outstand-
ing comedians largely untried in
TV and placed in competition with
high rating “Toast ¢f the Town,”

Carried over a 55-NBC-station
hookup, the program has passed its
first hurdle. Both sponsors, who
took the plunge with much appre-
hension, were in a positicn to drop
out had they so desired. Both appear
to be satisfied since they are con-
tinuing to underwrite the weekly
$50,000 production cost. Audience
response so far has varied, based
on the particular “Comedy Hour”
star against the pulling power of
Ed Sullivan’s guests. “Toast” sag-
ged somewhat during the Cantor
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and Martin & Lewis premieres.
Cantor won over a 35.7 to “Toast’s”
22,5, Martin & Lewis drew a 32.8
to “Toast’s” 23.3.

The Sullivan show, sponsored by
Lincoln-Mercury, has been regain-
ing ground, thanks to such strong
drawing cards as Margaret Tru-
man and Milton Berle. In a further
effort to fight back, Sullivan has
instituted a new series showcasing
scenes from top Broadway theatre
productions. Week-by-week Trendex
ratings of the “Comedy Hour” vs.
“Toast of the Town” is as follows:

September 10

Eddie Cantor 35.7
Toast of the Town 225
September 17
Martin & Lewis 32.8
Toast of the Town 23.3
September 24
Fred Allen 26.3
Toast of the Town 26.9
Ociober 1
Bebby Clark 23.0
Toast of the Town 39.2
Qctober 8
Eddie Cantor 334
Toast of the Town 30.0
October 15
Maréin & Lewis 35.4
Toast of the Town 26.6
October 22
Fred Allen 21
Toast of the Town 38.7
QOctober 29
Bobby Clark 11.8
Toast of the Town 48.4

{Guest: Margaret Truman)

November 5
Eddie Cantor 29.2
Toast of the Town 40.2
(Guest: Milton Berle)

“Comedy Hour" has proven, how-
ever, that it can gain a respectable,
if unsteady audience, with all but
Bobby Clark being well liked. Clark,
a top theatre comedian, has heen
bogged down by poor material and
formidable competition in one ap-
pearance. The see-saw ratings of
the two shows furthev reveal that
the public will switch its prefer-
ences——at least where variety shows
are concerned-—depending on who
offers the best prospective enter-
tainment each Sunday evening.
Schiitz Pulitzer Prize Playhouse:

Prestige is the big factor in
Schlitz Brewing Co.’s sponsorship
of the “Pulitzer Prize Playhouse,”
Friday evening, 9-10 p.m., over a
40 station ABC line-up. Schlitz’ con-
fidence in the show must have been
exceptionaly strong to allow it to
be slotted against one of TV’s very
best dramatic offerings, “The Ford
Theater.” The program started
strongly with a 29.6 Trendex rat-
ing, but dipped somewhat for a 19.0
November figure. Thanks to its
painstaking productions and stellar
talent, however, the show should
carve a solid niche fov itself. The
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rating picture shapes up as follows:

OCT. NOV.
Pulitzer Playhouse 29.6 19.0
(ABC) (10 cliies) (10 cities)
Ford Theater 13.6 29.1
(CBS) (11 cities) (12 cities)
Yersatile Yarieties 15.6 22.2
(NBC 9-9:30 p.m.) (10 cities) (1L cities)
The Clock 15.0 12.5
(NBC 9:30-10:30 p.m.) (11 cities) (11 citics)

Prestige-wise, Schlitz has done
okay with the program.

Audience-wise, the great name of
Pulitzer alone cannot do the trick.
It did carve a considerable chunk
out of the “Ford Theatre” on its
opening night, but the second time
round, as the ratings show, “Ford
Theatre” came back strong.

Outstanding commercials

Outstanding, though, are the beer
commercials. The brewery allocated
$100,000 to the Columbia School of
Journalism fov the right to drama-
tize all Pulitzer prize properties,
and in line with this concession, the
commercials are presented with con-
siderable restraint.

Schlitz infers that it’s the best
beer to buy, but in no wayv does the
company plead with viewers to go
out and purchase the product. Re-
viewers have lauded the company
for its refreshing handling of com-
mercials, citing the messages as a
welcome change from the usual fer-
vent appeals that becloud video
screens. Typical is the Clicago
Daily News, which complimented
Schlitz for i1ty “‘quiet, tasteful and
short” messages, The Washington
Tinres-Herald chimed in with a sim-
ilar pat on the back, saying much
of the viewer’s pleasure was derived
from the “intelligent commercials
which punctuated the three acts.”

Summing Up:

Other bright spots in the recently
Jaunched sweepstakes include the
Burns & Allen show, warmly praised
for its lack of pretentiousness; the
Jack Benny premiere, a credit to
its star who, nonetheless, needs
fresher material; the emergence of
Sam Levenson, a new comedian; the
Billy Rose program, giving clear
evidence of finished craftsmanship
in every department; the “Somerset
Maugham Theatre,” punchy stories
weighed down by drum-pounding
commercials.

The progress of these shows, plus
many others, will be reported in
subsequent issues. Obviously, while
the ratings of the older programs
will in most cases drop because of
the new competition, the overall
result from the addition of so many
new good programs will be advan-
tageous to all factors in increased
sets-in-use.
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SPOT SATURATION

(continued from page 13)
Los Angeles Mercury dealers for
“Touast” {One hour, Class “A™") ...
§$1,200.00. Thix could buy 13 one-
minute Spots,

And in terms of money for net-
work talent Los Angelex hus
109, of the total U.S. sets. Talent
cost for “Toast” was approximately
$12,000. (now approx. $16,0007. Ten
percent of this, allocated as Los
Angeles’ share, would be $1,200.

Combining cost of time and talent
for “Toast” in Los Angeles . . .
KTTV—One hour, Class A" _..$1,200.00

Los Angeles’ share of the tal-

ent cost I 1,200.00

$2,400.00

With spot, this could have bought

27  one-minute annonncenients a
week in Los Angeles.

Budget Boost

It now appears, however, that the
Mercury Dealers are boosting their
budget to compete with NBC’s
“Comedy Theatre.” We maintain
that a more effective and expedient
way of meeting this competition
would be to implement “Toast’” with
this plan of Saturation Spot. For
with the spot TV Saturation Plan,
Mercury’s only competition on the
air would be ifself—in the form of
other Mercury advertising messages
on other stations.

But about the mechanics of Sat-
uration Spot TV buying “Can
these spots be purchased?” Sure, it
would be difficult and take time for
Mercury to build up to five good
spots a week on every TV station.
But it can be done.

Five spots a week on a vear’s con-
tract will open many doors adjacent
to the best programs in the country.
And the attendant publicity to such
a trade-shaking campaign would
open them even faster and wider.
Furthermore, for the regular spot
user, there are many opportunities
to get on established, highly rated
shows with one-minute announce-
ments—thereby attaining the sta-
ture for Mercury's message that
goes with program association.
Increasing Spots

Flexibility of emphasis. If and
when a market softens for Mer-
cury, spots can be quickly added
to intensify the campaign. (p.s.
We doubt, however, whether any
TV market would soften while un-
der the impact of the Saturation
campaign.)

Flexibility of contracts. Where-
as a network program is usually
scheduled for 13 or 26 weeks non-
cancellable, spot TV is cancellable
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on two weeks” notice, A factor in
Spot’s favor during these pre-
carious times.

Then, once these spots were nailed
down, Mercury dealers would have
an audience on every TV station in
every TV markel in the country.,

CLOTHIERS
{continued from page 30}

now scheduling a five-a-week news-
cast at <Ix p.m., and a five-a-week
commentary at 11 p.m. on WHIO-
TV. In addition. on the same sta-
tion, the store sponsors a sporis
review Sundayvs prior to profes-
sional football and basketball games,
using maps, charts and films, with
the station’s news editor, Stuart
Strand, handling both the commen-
tary and the live selling pitches.

The agency explains Strand’s
dual vole thus:

“He best signifies the standards
of Metropolitan in the way his pro-
gram is put on and the way he gives
the commercial; and it is very dif-
ficult to find a suitable fellow to do
the commercials the way we would
like them done.”

But many advertisers on TV don’t
feel that way about having their
sports man sell their product too.

“Our first consideration to the
viewer is to entertain and inform,”
Mr. Stiefel of Peck Advertising told
TELEVISION  Magazine. “We
bring the talent and the product
into the homes, and we feel that
calls for good taste at all times. It
isn’t good taste for the sports an-
nouncer suddenly to become a sales-
man. In fact, the only use we make
of Powers in the commercials is a
light pun, when he says at the close,
‘This is Jimmy Powers, saying: For
more buying power for your cloth-
ing dollar, visit a Howard store’.”

In Minneapolis-St. Paul, four
clothiers have TV shows on KSTP-
TV; Newman's, with a five-minute
live show weekly; Juster’s, with a
15-minute style show Saturdays;
Rothschild-Young Quinlan, with 20-
second and one-minute spots five
days a week, and the Dayton Com-
pany, with a similar spot program.

On WGN-TV, Chicago, Videodex
gives these ratings to the following
programs sponsored by men’s eloth-
ing stores. 6.7 Bond’s “Hands of
Mystery”; 5.9, Karroll's “Sid Luck-
man Show”; 18.2, Lewis’s “Feature
Films”; 8.3, Rubin’s “Stars of To-
morrow,” with no ratings for the
newly scheduled Gordon’s audience
participation and National Credit's
feature films.

Generally clothiers have been
alert to TV’s advantages, tying it
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in with the telephone-order tech-
nigue developed by radio, but find-
g it even more effective sales-
wise. But most clothiers apparently
u=e their programs weighted on the
institutional <ide, and shy from spe-
clal =ales in TV advertising, Some
products lend themselves best  to

visual presentation, and the nation’s
clothing men arve finding that wear-

ing apparel is in that category,
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Sworn to and subscribed before me this 27th
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ISEAL) My commission explres March 30,
1952,
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