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White lies . . . black lies. . . half-tones—
Panhandle Pete tells ‘em all to a tolerant
Jennifer on the television show that
charms 1,370,000-kids each day.

And truth is: Panhandle Pete and Jennifer has
JI just won theé’Mation Picture Daily Award
as the most outstanding children’s TV program.
At what-eest? Ag }_zlﬂ]éieatable four-tenths

of a cent per child viewer . . . lowest in its
time period! That's substantially lower

than a half page in a leading Comic Weekly.

Better throw a rope on it before it

gets away —ask us for full intormation.

for panhandle pete & jennier

RB National, Tuesday and Thursday rating, January, 1951
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Pacific Coast Time...time {or advertisers to sell more
people at less-cost-per-sale via KTTv—newest addition to BLAIR-TV’S rostél
of great outlets. The Los Angeles Times’ KTTv consistently rings the

bell with impressive coverage of America’s second largest television marl*
... immensely popular day-and-night programming beamed {rom atop
Mount Wilson for mighty down-to-earth selling. P. C. T. is your cuc to]
put KTTV’s impact behind your client’s product—now! Start by

contacting BLAIR-TV today.

 EAEVE®T o by )
! Los Angeles 7 ///////?j

New York, Chicego, St. Louis, Dallas, Detrot |
Los Angeles, San Francisco, Jacksonville
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Television’s TOP Sales
Opportunity

WILMINGTON

—first in income per
family among qll U.S,
metropolitqn centers
of 100,000 or over,
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If you're on Television —

WDEL-TV

is a must.
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ROBERT MEEKER
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Los Angeles ’

San Francisce
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Runge Rider can’t miss. This he-man hero is a
dead-center choice as America’s newest television
cowboy star. As distinetly different a Western per-
sonality as ever saved a maiden, a mortgage or the
U.S. Mail, Range Rider towers a lean six feet four ®
lnches, wears fringed buckskin and moccasing

(juvenile fashion editors, please note) and lives P
by his brain and his fists as well as his six-guns. Y

And Range Ridet’s new series of 26 half-hour e

films —made especially for TV.-has everyvthing to o
ropeand tie a huge audience ... Hollvwood featured
players Jack Mahoney as Range Rider and Dick
Jones as his sidekick, Dick West, the All-American ®
Boy ... hard-riding, hair-trigger action scripted
by top movie writers...and the scme production
company (Gene Autry’s Flying-A Pictures), the
sunie camera technigques and seme Sierra Madre
locale that won critics’ cheers for Gene's current

TV scrics ax one of the best of the year.

Straight from the shoulder...bere is one of the

biggest Lonanzas since Sutter’s Mill for a fast- ®
acting advertiser. Just completed, the Range Rider o
series Is not yet identified with any sponsor or
product. You can get into the act with exclusive ®
first-run rights in your area (subject of course

to prior sale). Your nearest Radio Sales repre-

sentative will be pleased to arrange a command

showing —even more pleasced to discuss details

and availabilities.

RADIO SALES

Radio and Television Stations Representative...CBS

RADIO SALES TV PRODUCTIONS: Range Rider, World's Immortal
Operas, Vienna Philharmonic Orchestra, FHollywood an the Line,
Gene Autry Show, Strange Adventure.

www americanradiohistorv com
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Time Clearance Problem

With so many network adver-
tisers unable to get satisfactory
schedules, the swing has already
started to spot programming and
In some cases to completely differ-
ent time segments. For example,
Sealtest dropped Kukla, Fran & Ol-
lie when they couldn’t get into cer-
tain cities like Pittsburgh, Boston,
Jacksonville; and rather than con-
tinue to butt its head against a
stone wall, the company went into
relatively unexplored time . . . Sat-
urday noon, with sponsorship of
“Big Top” on CBS.

Bigelow, by using film programs
on a spot basis has successfully
solved the clearance bottleneck.

Pepsi-Cola is doing the same with
the Faye Emerson show.

Extreme case is Hudson's Billy
Rose show. While ABC has been
able to give the program excellent
production with only 9 stations giv-
ing it live and 45 stations giving it
kinescope, it’s understandable why
this car company isn’t too happy.

TV Investment Fund Portfolio

Interesting is the television in-
dustry’s only open end investment
fund stock portfolio. Investments

by  Television-Electronics  Fund,
Inc., include:
Security shares

Common stocks:
Admiral Corporation . 5,000
Aerovox Corporation . 5,000
American Bosch Corp. ... . .. 9,000
American Broadecasting Co. 6,000
American Phenolic Corp. 2,000
American Telephone & Tele-

graph Company . . 1,000
Bendix Aviation Corp. 3,000
Capitol Records, Inec. .. 3,000
Columbia Broadcasting Sys-

tem “A" . . 6,000
Consolidated Engineering

Corporation . e 2,000
Corning Glass Works 2,000
Cutler-Hammer, Ine. . . ... 4,500
Decca Records, Inc. . 5,000
Disney (Watt) Productions 5,000
DuMont (Allen B.) Labora-

tories, Inc. “A” .. ... 6,000
Eastman Kodak Company 5,000
Emerson Radio & Phono-

graph Corp. . . . ... - 6,000
Fairchild Camera & Instru-

ment Corp. ... .. ... 2,000

Television Magazine * February 1951

Fansteel Metallurgical

Corp. 4,000
Federal Enterprises, Inc. 2,000
General Electric Co. 6,000
Heallicrafters Company 1,000
Hualoid Company 1,000
Hammond Instrument Co. 1,000
Hazeltine Corporation . . 2,000
[I-T-E Circuit Breaker Co. 1,000
International Business Ma-

chines Corp. 1,100
La Pointe Plascomold Corp. 5,000
Loew’s, Incorporated 6,000
P. R. Maltery & Co., Inc. 1,200
John Meck Industries, Inc. 2,000
Minneapolis-Honevwell Reg-

ulator Company 6.500
Motorola Incorporated 5,000
Muter Company 5,000
Oak Manufacturing Co. 6,000
Otis Elevator Company 5.000
Owens-Illinois Glass Co. 3,000
Packard-Bell Company 1.000
Phileco Corporation 6,000
Radio Corp. of Amer. 14,500
Rayvtheon Manufacturing Co. 3,000
Reliance Electric & Engi-

neering Company 2,000
Remington Rand, Inc. 7,000
Sperry Corporation 3,000
Sprague Electric Company 2,000
Standard Coil Products, Inc. 1.000
Svlvania Electric Products 2,000
Tung Sol Lamp Works, Inc.  1.000
Twentieth Century-Fox . 5,000
United Specialties Company 2,500
Warner Bros. Pictures, Inc. 2,000
Wehster-Chicago Corp. 3,000
Westinghouse Electric Corp. 8,000
Zenith Radio Corporation 2,000

Good News For TV Film

Most encouraging arve the recent
developments by the General Pre-
cision Laboratories in TV film
equipment. Demonstrations showed
considerable improvement in qual-
ity of kinescope recordings. And
their professional type 16 mm. pro-
jectors should vastly improve local
telecasts of film programs and com-
mevcials. Along the same lines, re-
cent introduction of a rapid proces-
sor for as low as $2,000 by S.0.5.
Cinema will undoubtedly be a big
help to stations and possibly the
lavger agencies because of the many
situations which need practically
on-the-spot developing.

{continued on next page)
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At Precision today

we’'re processing
the finest

SCIENTIFIC FILMS

for nationwide
showings

For your 16 mm. scientific
film requirements
use Precision. ..

e Over a decade of 16 mm, in-
dustridd film printing in black
and white and color.
o Fine grain developing of all
negatives and prints.

o Scientibc control in sound

track processing.
o 10077 optically printed tracks.
o Ixpert timing for exposure

correction i black & white or
color.

o Step prmting for highest pic-
ture quality.

o Special production cffects.

o [xclusively designed Maurer
crpuipment.

o 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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FOCUS continued

487,275 N. Y. AUDIENCE AT ONE P. M.

Here is conclusive proof that
daytime TV is a major advertis-
ing medium. In addition to the
whopping New York audience avail-
able at 1 pan., a 992,000 audience
watches TV at 4:30 pm. in the
nation’s largest video market. Chi-
cago can muster a 111,000 viewers
at 2 p.m. and 357,000 at 4 p.m,
with more than one in every five
sets tuned in. Philadelphia tallies
218,000 at 1 p.m., and 277,000 at 4
p.m. Los Angeles checks off 105,000
at 12:30 p.m., and goes to a peak
of 271,000 at 4:30 p.m. Cincinnati
pulls down a 68,000 audience at
12:30 and jumps to 124,000 with
almost one of four sets tuned in at
4:30 pm., TELEVISION Maga-
zine’s research figures indicate.

It wasn't too long ago when all
the experts ‘“figured” that TV
would never be able to deliver in
the daytime because the housewife
just wouldn’t have the time to work
and watch. Now even as early as
10 a.m., Cincinnati draws a 9.3
Pulse January sets-in-use rating,
with an audience of over 33,000.
In fact, the city has one of the finest
week-day early hour audiences in
the country. From 9.3 sets-turned-
on at 10 am., the figure jumps
steadily to a hefty 24.9 rating at
4:30 p.m.

In all five markets checked, rat-
ings in most segments have soared

sharply from August and Septem-
ber figures. Set figures have spi-
raled in New York from 1,736,000
to 2,225,000; Chicago from 568,000
to 830,000; Los Angeles from 642, -
000 to 877,000; Philadelphia from
565,000 to 750,000; Cincinnati from
143,000 to 234,000. While part of
the audience increase is attributable
to the larger number of sets, a
still stronger factor is the higher
sets-in-use.

For example, New York in Sep-
tember had 5.0 sets turned on at
12 noon and a 147,000 audience.
January records 8.9 sets, a 3.9 in-
crease, and 297,000 viewers, indi-
cating a 100% increase in number
of televiewers. At 4:30 p.m., a 14.5
set figure, and a 478,000 September
audience has rocketed to 22.3 sets
with a 992,000 audience—again
better than a 1009% boost in four
short months. Chicago’s 38:30 p.m.
time segment has scared from an
8.8 set figure and an 89,000 audi-
ence to a 16.0 figure and a more
than two and-a-half times larger
audience of 225,000, Philadelphia
can show an August .9 set figure
for 11 a.m. with a 7,100 audience;
viewer interest has jumped 800%
to 58,000.

Advertisers haven’t been un-
aware of this phenomenon. On a
local basis, advertisers have been
using davtime segments for some

time, but with the exception of
Sterling Drug and Premier Prod-
ucts—both on DuMont across-the-
board around noon-time for two
years now—the hig boys have just
started to roll, as can be seen from
this list of major advertisers using
daytime TV.

General Foods

American Home Products
Durkee Foods

Hunt Foods

Jergens

Minute Maid

Procter & Gamble
Simmons

Chuckles

Gold Medal Candy
Steriing Drug

Francis H. Leggett
Larders, Frary & Clark
Sun Dial Shoe Co.
Wilbur Suchard Chocolate
Aluminum Cooking Utensil
Bristol-Myers

California Prune & Apricot
California Walnut Assn,
Lever Bros.

Coro, Inc.

Hotpoint, Inc.

General Mills

Hollywood Candy Co.
Hudson Pulp & Paper
international Latex
National Dairy

Quaker City Chocolate
R. J. Reynolds

S. O. S.

International Silver

Sam Smith Shoe Co.
General Shoe Corp.
Maidenform Bras

B. T. Babbitt

Seeman Bros. {Air-Wick)

DAYTIME SETS IN USE—PULSE FIVE-CITY REPORT”

NEW YORK
Time Audience Audience

Sept. Jan.
10:00 AM. | 79512 104,130
10:30 91,540 104,130
11:00 112,928 153,425
11:30 124,992 204,587
12:00 147,560 297,037
12:30 224,291 367,125
1:00 253,803 487,275
1:30 289,217 447,250
2:00 286,092 323,737
2:30 322,201 277,012
3:00 302,064 432,540
3:30 296,850 480.600
4:00 504,455 947,850
4:30 478,260 992,150

'_Audr't-nr.re stalistics are arrived of a1 follows: TELEVISION Ma
figures for aach fima segment, This fotal is then multiplied by the numbes of viewers-per-sef, whi

CHICAGO LOS ANGELES
Audience Audience Audience Audience
Aug. Jan. Aug. Jan.

18,289 36,686 32,549 55,210 1
21,470 43,160 36,622 656,300
34,080 72,210 45,261 67,285
44,304 85,950 46,329 74,106
54,868 90,885 82,178 88,401
54,868 85,950 97,584 105,240
22,208 93,624 130,454 131,111
24.502 89,640 132,498 141,476
60,832 111,137 156,004 158,386
70,488 107,900 169,873 160,341
93,038 229.993 164,095 199,956
89,971 225,760 173,340 206,533
101,784 357,315 211,667 268,620
149,952 549,045 204,926 271,343

PHILADELPHIA CINCINNATI
Audience Audience Audience Audience
Aug. Jan. Aug. Jan,
3672 27,300 33,093
5,141 39,975 8,859 33,4490
7119 58,800 18,818 45,458
6,328 56,700 21,392 44,533
22,543 63,000 32,818 65,239
46,273 70,625 34,763 68,421
118,610 218,400 27,072 56,160
82,490 131,250 25,525 36,030
263,290 105,000 38,610 61,776
251,990 105,000 38,847 58,408
143,068 123,750 43,243 68,387
105,655 145,125 45,027 71,510
145,035 277.950 §3.190 122,522
151,470 263,925 60,060 128,185

garine TV se! Figures for the given month are multiplied by Pulse sels-in-use

vieweri-per-iet figures used in compuling these folals/ Mok ke o oistomd TEINEVICION Sd - - 5 v 1A
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IS A I]UMHNI BUILT AND PRODUCED PROGRAM

Presented Monday through Friday 7:00-7:30 P.M. £5.7.
62 AFFILIATED STATIONS

515 MADISON AVENUE, NEW YORK 22, N. Y

. * Phane: MUrray Hill 8.2600
Copyright 1951. A Division of the Allen B. DuMont Laboratories, Inc
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HBast Coast Blvision
342 Madison Avenue
New Yark 17, New York

Midwes? Divisian
137 Nerth Wabash Avenue
Chicage 2, 1llihois

West Coast Division
6706 Santa Monica Blvd,
Hollywood 38, Califernia

the Eastman Television Recording Camera.

To see |t...
aga l n For the record. ..

for review ... for future release...

put television pralrarns on 16mm. film with -

Basic design includes 1200-foot double chamber :
magazine, separate synchronous motor i
drives for sprocket-and-shutter and film
transpert mechanisms, unique lens and

shutter features. Camera records =

directly from monitor receiving tube. i
Available in two versions

—for image recording only,’
or image and sound recording. -
For complete information
write to: Motion Picture
Film Department,

Eastman Kodak Com
Rochester 4, N. Y.

Record every program on film
EASTMAN TELEVISION RECORDING CAMER
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What kind of program to use—
sariety or dramatic? What can be
expected in terms of a cost-per-
thousand viewers for a variety pro-
gram versus a dramatic program?

While the cost-per-thousand fig-
ures presented below serve as an
important yardstick, they obviously
cannot reflect the full story of the
effectiveness of a program. Just as
one advertisement in a national
magazine is more effective than an-
other advertisement in the same
magazine, so can one program differ
from another in how effectively the
commercial time is used.

Many sponsors are willing to pay
a higher cost-per-thousand to pre-
sent a program that will increase
company prestige.

Any advertiser could well draw

PROG. COST
TELEVYISION
PROGRAM Magazine
VARIETY
Texaco Star Theater $40,000
Toast of the Town 20,000
Colgate Comedy Hour 30,000
{Contor)
Stop the Music 15,000
189 P.M.)
Show of Shows 45,000
[9-10 P.M.)
Ken Murray 30,000
Jack Carter 24,000
189 P.M.)
Four Star Revue 42,500
Godfrey & Friends 15,000

Television Magazine’s Continuous Cost Study

VARIETY vs DRAMA

some useful conclusions from these
facts:

. . That variety is the lowest

cost-per-thousand, but generally
speaking, the total cost is the
highest.

.. . In both the variety and dra-
matic categories, the programs with
the lower cost-per-thousand are
those that have heen the longest
cn television.

. Variety shows as a category
are brought in at lower cost-per-
thousand figures. However, such
dramatic programs as Philco Play-
house, Studio One and Kraft TV
Theater, indicate that drama shows
can bring in low figures, as well.

Using the technique alveady fa-
miliar in TELEVISION Magazine's

TIME COST # STATIONS
(Nov. PIB) TOTAL (Nov. PIB)
$16.775 $546,775 53
16,350 36,350 40
23,575 53,575 ’ 56
19,404 34,404 54
i {max)

39,420 84,420 56
{max)

17,040 47,040 47

20,295 44,295 33
{max)

22,160 i 64,660 49

24089 | 39.089 49
{max)

continuing cost study, the cost-per-
thousand for each commercial min-
ute for top variety and dra-
matic programs was computed,
Some of television’s long-time fa-
vorite programs will serve as a
zuide to our hypothetical advertiser.

The =ource of the data used in
these computations iz the best and
latest estimates of both cost and
squdience. Therefore, statistics may
differ zlightly from previous stu-
dies. Program cost is from TELE-
VISION Magazine's own cost stu-
dyv: time coxt isx from Publisher's
Information Bureauw. lexcept for
DuMont). November, 1950 gross
time cost studyv: and the viewer's
Agure iz from American Research
Bureau’s December, 1950 report on
the U.S. Televizion Audience.

VIEWERS COST/M
{000) CoranL
(Dec. ARB) PROGRAM MIN.
22,575 $2.51 42
13,838 2.63 .44
16,478 3.25 .54
9.917 3.46 .58
14718 5.74 .64
10,008 4.70 .78
8,793 5.0¢ 84
8.107 8.20 1.37
12,040 3.24 .54

NINE PROGRAM AV. .63

DRAMATIC

Phiico Playhouse 15,000
Studio Ore 17,500
Kraft TV Theater 11,500
Ford Theater 22,000
Lucky Strike Theater 25,000
Pulitzer Playhouse 30,000
Prudential Playhouse 15,020

*Six commercial minutes
to the hour.

Television Magazine ¢« February 195!
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18,890 33,890 58
18,715 1 36,215 50
16,325 28,125 40
12,559 34,550 25
12,525 37,525 29
17,587 47.537 40

9.450 i 24,450 | 12

www americanradiohistorv com

15,263 2.22 37
9,950 3.63 .61
6,912 4.07 .43
5.970 5.79 97
5,143 7.29 1.22
4,833 92.25 1.64
1,608 15.21 2.54

SEVEN PROGRAM AV. 1.15
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WASHINGTON'S MOST POWERFUL and FIRST SEVEN-NIGHT-A-WEEK TELEVISION STATION

Owned and Operated by
THE EVENING STAR
BROADCASTING COMPANY
724 Fourtcenth Street N.W.
Washington 5, D. C.

" Represented Nationally by

ABC SPOT SALES

TELEVISION AUTHORITY'S NETWORK SCALE
PERFORMERS SPEAKING MORE THAN FIVE LINES:

Program Length Total Fee Rehearsal Hours
15 Minutes or Less .. ... ..$ 70 5
16 to 30 Minutes . . 125 12
31 to 60 Minutes . ... . . . 170 22

Extra Rehearsal: $5 per hour

MULTIPLE PERFORMANCES PER WEEK PERFORMERS:

Pert. 15 Mins. 16 Mins. 31 Mins.
Per Wk. or Less to 30 to 60
Fee Hours Fee Hours Fee Hours
2 .. 9130 9 $220 19 $230 28
3 . . 180 14 250 26 290 32
q . 220 19 275 33 345 40
5 — 1.1 24 300 40 400 40

PERFORMERS SPEAKING FIVE LINES OR LESS:

(Contract defines o line as 10 words or more.)

15 Minutes or less. .. . PP 1+ W 1 | ROt 4 hours rehearsal
16-30 Miputes .., 6250 .. ... .6 hours rehearsafl
31-60 Minutes .. ... R 1%/ 1+ I . L. 9 hours rehearsal

ANNOUNCERS-PERFORMERS [N DRAMATIZED COMMERCIALS:

Rates for One Insert Per Show,
More Than Five Lines:

15 Minutes or less............. ... .$60.00. . 3 hours rehearsal
16-30 Minutes . . 7800 ... .....4 hours rehearsatl
31-60 Minutes ... e BOVOOE e 5 hours rehearsal
Five Lines or Less:

15 Minutes or less .$80.00 ... ... _...4 hours rehearsal
16-30 Minutes ersstennsisisiinnsiciioniiiicr @I & hours rehearsal
31-60 Minutes = . 75.00. .9 hours rehearsal

Extra Rehearsal Above Commercial Categories: $5 Per Hour.

ANNOUNCERS: VOICE OVER, OFF CAMERA:

Fee
Program More Than Rehearsal Less Than Rehearsal
Length 10 Lines Hours 10 Lines Hours
15 Minutes or less. R—— 111} 3 $50 2
16-30 Minutes . . 90 4 62.50 3
31-60 Minutes 125 [} 75 2

Multiple Performances: 2 Performances; 1 and % times single rate.
3 performances; 2 and Y4 times single rate,
4 performances; 2 and % times single rate.
5 performances; 3 times single rate.
SPORTSCASTERS:
Class A for football, baseball, major boxing. Class B—all others. .
Fees: Class A—$200 per event, or $550 per week of 7 events of same sport.
Class B—$150 per event, or $350 per week of 7 events of same sport. Assistants
and/or color men.
Class A—$125 per event or $350 per week; Class B—$100 per event or $225
per week.

WALK-ONS AND EXTRAS:

Length of Program Total Fee Rehearsal Hours
15 Minutes or less . R .$20.00 3
16 to 30 minutes . - . 35.00 [
31 to 60 minutes .. ... .. . 45.00 9

Extra rehearsal at the rate of $3 an hour.
Rehearsal on two (2) days or less—one to be show day.

Live signature numbers: $40 per performer including dress rehearsal. Extra re-
hearsal—$3 per hour.

Sustaining netwok rate—=80 per cent of above fees.

CHORUS SINGERS (ON OR OFF CAMERA):

Length of Program Fee Per Performer Rehearsal Hours
Regardless of No.

15 Minutes or less . - $45.00 4

16 ta 30 minutes .. . J— . 60.00 ]

31 to 60 minutes . . 15.00 10

Exira rehearsali $3.5¢ an hour.
Multip'e performances, per week, same show:

2 perf.; 1 and % single rate. 4 perf.; 2 and Y single rate.
3 perf.; 2 and Y4 single rate. 5 perf.: 3 times single rate.
SPECIALTY ACTS:

1 Performer—$200 3 Performers—$375

2 Performers—$275 4 Performers—$475

$100 each additional performer: Rates include 6 hours rehearsal within twe days,
ohe of which will be telecast day. Extra rehearsal, $5 per hour.

Television Magazine * February 195I
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HIGH ATOP A TOWER | OR A Mounmn-_,/flf\ff‘%\:m WIND, RAIN, SNOW AND ICE

. bhés neww Hovslor-Fealoss
MICROWAVE PARABOLA

operates completely by
REMOTE CONTROL!

There’s no need to climb an icy tower
in zero weather, wind or rain to position this
new Houston-Fearless Remote Control Mi-
crowave Parabola. It’s all done from the
remote control panel (shown below) right in
the station,

This Houston-Fearless Parabola can be
mounted anywhere within 1500 ft. (or more,
if required) of the transmitter. It rotates 370°
in azimuth and tilts 157 up and 30° down.
Large dials on the remole control panel, cali-
brated in degrees, show the exact position. It
is driven by 1/6 HP motors producing a
torque of 10,500 inch pounds @ 1 RPM,
sufficient to operate under severe icing condi-
tions. Magnetic brakes prevent overide when
Parabola is stopped at any exact position.
Designed to operate in the open without pro-
tection, it will withstand a wind velocity of
120 mph. Molors and rotating shafts run on
sealed, anti-friction bearings and require no
tubrication during the life of the unit. Here
is complete dependability and [reedom from
servicing where itreally ey
counts. Write for com-
plete information, or
contact your R.C. AL
representative.

Write for information on specially-built
equipment for your specific needs.

The

HOUSTON
FEARLESS

* DEVELOPING MACHINES « COLOR PRINTERS « FRICTION HEADS
* COLOR DEVELOPERS « DOLLIES » TRIPODS » PRINTERS ¢ CRANES

%m/w/ug[m 11801 W. OLYMPIC BLVD - LOS ANGELES 64, CALIF.

““WORLD’'S LARGEST MANUFACTURER OF MOTION PICTURE PROCESSING EQUIPMENT"’

www americanradiohistorv com
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When was
the last
(ime vou
spoke 1o

i woman?
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Was it in the daytime when she was alone These advertisers use WCAU-TV now:

. NP
and could plan her day's shopping? ABEOTI'S DAIRIER, NG,

Was it the time of day when she was open AMERICAN CHICLE

to your marketing suggestions? Did you tell AWERICAN STORES

. . BEAUMONT CO. (4-Way Cold Tablel
your story in the morning or early afternoon, (4-Way Cold Tablets)
BIRDSEYE FROZEN FOODS

while shopping lists were tentative? . .
BOOTH BEVERAGE CO

If you didn’t, you can. Because more BASCO

people watch WCAU-TV at CALIFORNIA LIMA BEANS
CANNGN MILLS. INC (Sheels)

this time of day
CHUNK-E-NUT

than any other Philadelphia station™®.
E-Z STARCH
FRANK & SEDER DEPARTMENT STORE

Advertising impressions are shopping
HORN & HARDART RESTAURANTS & RETAIL SHOPS

reminders, and Mrs. America is the JOHN WANAMAKER DEPARTMENT STORE
household’s daytime purchasing agent. LIT BROTHERS DEPARTMENT STORE

MONTCG COFFEE
Get to the buyer before she gets to MY-TFINE DECSERTS

the store. Remember, the best way to see NATIONAL BAKERS INC. (Hollywuad Bread)

PENNA LAUNDRY CO.

that the lady carries your product out
— PICTSWEET FROZEN [00DS

i ies it in—
is to see that she carries i in QUAKER OATS (Aunt semima)

on her shopping list. QUAKER SUGAR

ROBERTS PACKING CO (frrk Pinducis)
* ARB

WCAL-TY

The Philadelphia Bulletin Television Station

13 CUMPANY

SUNSHINE BISCUITS

SWEL
VICKS CHEMICAL CO

WHEATENA

Send for the brochure,
CBS affiliate “HOW BIG IS TELEVISION IN PHILADELFPHIA?"
Represented by Radio Sales

www americanradiohistorv com
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WHAT THE LR[[I(J

GREAT GODFREY?

JACK MABLEY
Chicago Daily News

Godfresy 's Dwo woeeks with the N
i lorida

“Lide o Febvirs, CBS
Cmdr. Gedres Tove annonneed, t)

commiander will o spemnd fwo weeks
as o member of Gen, Fisenhowe's
taff m Fuvope o0 So T oean talk

an the vadio with some aathenticity
to the people who will Histen to me!
Cmdr. Godfrev anncunced.
Godfrey s 1o be respected for
his sincere effort to make a contri-
bution to the nation’s defense, Dut
he must be humble in his abysmal
lick of knowledge of both military
amd world affairs and he must
guard against cheapening his con-
tribution by obvious publicity and
tawdry exhibitions on the aiv.”

ONE MAN'S CASTLE

MERRILL PANITT
Philadelphia Inquirer

“Avound my neighborhood, One
Man's Family is withont a doubt
one of the mozt popuiar TV pro-
grams= for lititle girls hetween the
ages of 2x and 130 A Trow parents
have finally Tooked in on a few of
the  Barbour epizodes and huve
bhanned it in their homes.

“These parents zeem to feel that
One Man’s Family. which has leen
on radio for umpteen vears and on
telovision too long, i= perhaps not a
vetlection of f\ pical American fam-
iy lite

“To n sponsor. the entertainment
Iw;(r""u.\“\t VIS & Rerun ]11\ matter.
He plunks ont cood money for time
and talent to hold vour attention.

U for him the important part of
the show is imercial,

“Now some =ponsors—Dblesz their
learts—s=eem to think that their
aules messiares ght to be up to

the caliber of the rest of the show

14
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“On the otber hand, there s
companies that make a few =sale
t= on film and run them over and

e oamd over, to the annovance of
VeV
spons=nrs woitkdn't think of using
fthe =ame newspaper or magazine
ad Tor months on end. but appar-
ently they think TV is different.

“Whn Siid That 2 s a4 fine tele-
vision program. and we're all in-
debted to the Schmidt’s Beer people
for bringing it to us, but the golf
club quartet =mging the commer-
cial is becoming o bit wearing, and
T wish that dancing tiger wanld
break a leg’

mneerneill. These  simi

BUD AND LOU THE SAME

HARRY MacARTHUR
Washington, D. C. Stor

“Lou Coxtello and his straight
man, Bud Abbutt, have travelled far
since the time when they <nent their
cavs and nights on the <.d, tawdry
burlesque wheel, They have, at the
same time. remained in  «ne
plave © 07

LIKES KEN MURRAY

HERSCHELL HART
Detroit Times

“There have been times when we
felf Ken Murray was not doing well
in TV. Some of hi: d‘ aws nave left

=o'd. but his . .. st stitution for
the vacationing Mil iul. Belle proved
to uz that Ken can do a topflight
show. He can bs funny, interesting
and guite charming. He has one
virtue that others would do well to
emulate—he doesn’t louse up the
top acts by interfering with them.
and he doesn’t burlesk what thev've
done. We liked him . . .”

www americanradiohistorv com

NEVER ANOTHER ALLEN?

AMDY WILSON
Detroit Times

A 1 mil of the folks whi

r I 1Mt n Talent

I vith thi

} - t alwiut

d ! Progran

ARRY WOLTER
Chicage Tribune

| T thi | I i litl
i § L Jrr K1 nilar b
EENRL 1l ituntion
[ ! [utile t write bt
! il Lasr 0 Yo'y i
tor = and hear him. Like Fred
Allen, Steve ulso is o master witl
the cod Lile soned hee has a0 fine sensq
| min

HARRIET VAN HORNE
N. Y. Weorld Telegrom & Sun
“Getting back to Mr, Allen, |
think he displavs his charms to a
far better wlvantage on the Talent
Seonts than on his own little 7
a'clock =how, But T <till think =aid
vhirmsz nieed =easoning. Lacking is
that fizz that comes only with the
ferment of vears and experience
But T dare sav 1t will come.”

SLANT ON DURANTE

TERENCE O'FLAHERTY
San Francisca Chronicle

(O’ Flaherty dug into his memor
to unearth a nuote that might help
explain why Jimmy Durante’s per-
sonaiity outshines his comic field
rivals” on TV

‘T don’t have time to be unhap-

v, Jimmv once said. ‘Especially to
be unhappy becau=e¢ I ain’t some
place else. New York, Chicago, Hol-
lywand, any place makes no differ-
ence. They all got people there, and
wherever thev got people I'm happy.
Just =0’= T can bang my piano, tell
jckes and sing songs and make
other people laugh. T don't need
nathin’ else. T ain’t dreaming of
vesterday or tomorri. I'm happy
today.’

“Apparently he was a happy bov
when he faced the NBC-TV cam-
eras, for his debut was a noticeable
improvement over the first-night
cortributions of his comrades-in-
arms. This includes Allen, Cantor,
Hope and Sinatra—all of whom
came on with an apology and the
promise to do better next time.”

Television Magazine * February 1951
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film products of supertor quality

Dependable Du Pont films for televisicn are approved and

widely used throughout the industry. They're especially suit-
able for cptimum pictorial and scund results.

FILM PURPOSE 16 MM 35 MM
Picture Type 330—a iapid Type 104 (Superior 1) a panchromatc llm
. reversal - panchio- tur general exteri and procest background
Prﬂductlﬂn matie fitin for high- wirke
speed processing of Type 126 (Supeiior 2) o panchromalic dim
TV shows. newsreels, for general studiomlercr aud 2etenor work
documentary .. combanes fhing grain with speed.
iects Type 127 (Superior 3) a panchromal tdm
ol excophonal wpeed {or mlenar soil ex-
tetd work where Irghl e lomited.
Sﬂund Type 802-A—anex- Type 201°~ 1 | vi-type el doble
. .ellent ound record- the speed ol 1egular posabive ook
Recﬁrdmg 1 i for ali-round
wurk,
Te[e_ Type 824-4- 1 - Type 824-B—hu~ dmie chira ferchies as
. - grain, low - contrast Type B29-A
transc”ptlon Lt dezigred for TV
recerdong amid mgster
ensitives
RE|EBSE Type 825-A—an ali- Type 825-B—h - same emulsion 25 Type
. ruund, fine-grata re- 7d)-Al
P”nts lease film

FILMS « PAPER ¢ CHEMICALS

@
1
&
&
&
&
@
&
&
&
@ 2
[
Any Du Pont Photo Products Department
representative will gladly give you com-
plete information about these films and
will assist you with any TV pictorial prob-
lem you may have. E. |. du Pont de Nemours
& Co. {Inc.), Photo Products Department,
Wilmington 98, Del.
ATLANTA 3. ............. 1115 Candler Bldg.
BOSTON IO . .............. 140 Federol Street
CHICAGO18. .. ....... 3289 N. Colilornia Ave,
CLEVELAND 14 . .. .. 2012 Union Commerce Bldg.
LOS ANGELES 38. .. ... 6656 Santa Monica Blvd,
NEW YORK 1)........... 248 West [8th Street
PHILADELPHIA 2 . . . ....... .. 225 5. 15th Street
DALLAST ... ...... 506 Petroleum Tower 8ldg.

*Du Pont produces many other film
products particularly suitable for
television purposes. Ask about ihem.

REG y s paT O

BETTER THINGS FOR BETTER LIVING . ..

www americanradiohistorv com
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into Detroit’s TV picture

. Wy
throug fha

NBC Television
Network

With over 400,000 TV sets now in the Detroit
market, advertisers have a golden opportunity to
reach the most lucrative half of this fabulously
wealthy market in 1951.

FIRST television station in the market has
ALWAYS been WWJ.TV, now in its 4th year
of undisputed local leadership.

WWIJ-TV leads in practically every phase of
programming . . . in sports, with Detroit Tigers’
ballgames and Red Wing hockey . . . in network
shows through its NBC affiliation. WW]J-TV’s
preflerence in the Detroit market is verified by its
higher ratings listener-wise, and its greater results
advertising-wise.

To get into the Detroit TV picture, get on
WwJ-TvV ...

FIRST IN MICHIGAN ... Qwned and Operated by THE DETROIT NEWS
National Representatives: THE GEORGE P. HOLLINGBERY COMPANY
ASSOCIATE AM-FM STATION WWJ

www americanradiohistorv com
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EDITORIAL COMMENT

PUBLIC INTEREST?

OW that the educators have had their swing at TV,

the good old reliable FCC has announced its intention

of holding hearings on TV programming. As if things weren't

tough enough for them with the freeze still continuing and
the color mess!

It would be very interesting to analyze programming in
terms of public interest. Who is to decide whether opera
or light classics, Zane Grey or lbsen, is more in the public
interest—whether it's better for the working man to take
off his shoes and be thoroughly relaxed by a variety show
or old Hollywood film—or "educated.” How many will
watch a science lecture?

Such hearings can't possibly get any place, except per-
haps to act as a sounding board and publicity vehicle for
members of the commission. Certainly we are not to have
a handful of people defining what is in the public interest
and what is not. That kind of thinking seems to be a bit
against the very reason this country was founded.

If a station programs unwisely, it's just a matter of time
before its audience falls off—and when that happens it
must change its programming concept to stay in business.
If the audience continues to remain high, it is obvious what
kind of programming is wanted. After all, the much be-
labored crime program might be well in the public interest.
Many people need escape . . . need relaxation. As a
matter of fact, some of our recent presidents were great
crime story followers, It took their minds off their work.
Is that against the public interest?

Dr. Horton, in his testimony on behalf of the educators
before the FCC pointed out that during the week of their
now famed program survey, there was no time whatsoever
devoted to architecture, sculpture, medicine, etc., etc. Is
it in the public interest to put on programs with such
narrow interests, programs that could not possibly interest
more than a fraction of 19, of the available audience?
Aren't they asking too much?

To devote a channel completely to such extremely
limited-interest programming in the face of the shortage
of stations available—even with the opening cf the ultra-
high frequencies—cannot be in the public interest!

Television needs the educators. There's an important job
for them to do. They should be helping, rather than fighting
the telecasters. There's plenty of material on TV that can
use their guidance. Perhaps here is where the telecasters

Television Magazine « February 195!

have fallen down, by not encouraging sufficiently this type
of cooperation.

Perhaps it's a good thing for the FCC to let the industry
know it's concerned about programming. It might perk up
a few of the stations who can see no further than their
balance sheet. But that's about all it can accomplish. Let's
hope we don't have another case of "fussing and fuming”
that makes good headlines, accomplishes little and wastes
much va'uable time of the FCC, which at present is sadly
understaffed.

“SCIENTIFIC"” TESTS ARE
PULLING DOWN

TV ADVERTISING

The claims and counter-claims, the profusion of "scien-
tific’' tests, seeking to prove that this or that cigaret is
milder than all others [or is sweeter, more full-bodied,
firmer or cooler), do nothing but lessen the reliability of
all advertising.

A case in point is Philip Morris’ puff-through-the-nose
experiment. We made a test among our office personnel.
They found the second exhalation not as pleasant as the
first—of any brand!

This would seem to be a foregone conclusion to any
intelligent person and a result that most viewers must
cynically regard as obvious. Such pseudo-science ap-
proaches not only insult the general intelligence, but befog
the advertising picture.

Television more than any other medium, reveals truth
and exposes insincerity. The viewing audience is bound to
become hardened to all advertising if sponsors continue
to saturate them with shal'ow, spurious or incredible adver-
tising. Many larger department stores make a serious effort
to check on the claims of their suppliers. It's about time
the networks adapt a similar policy and exercise more
rigid control of advertising.

17
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ONE OF A SERIES PEATURING THE MEN WHO MAKE PREE & PETERS TELEVISION SERVICE

Four vyears, Northwestern
University (B.S.)

Three years, U. S. Navy

One year, Mars, Incorporated

Free & Peters (Chicago
Office) since June, 1950

“Candy 18
dandy,” says— -

Rienary FKignivg!

’ EXCLUSIVE NATIONAL

TELEVISION
REPRESENTATIVES
(Another F& P TELEVISION Specialist)
DAVENPORT WOC-TV*
. . - . (Central Broadcasting Co—
Yes, before joining I'&P. Dick was seasoned TV Colonels got their start. WHO-WOC)

darned near up to his esophagus in
Mars, Inc.

as a Field Sales Supervisor in charge

candy bars! He was with
of a promotional erew calling on whole-
sale and retail candy outlets. This taste
ol promotional waork settled it — Dick
decided it was his dish for keeps. And
once we’d met him, we immediately
knew we wanted him to hring his dish

10 our “ahle of organization!”
Actually Dick’s coming 1o F&P s
typical of the way most of our well-

f\w 'REE

Enthusiastic and ambitious. they came
from all sorts of businesses — news-
papers, radio stations. advertising agen-
cies, soap companies, insurance firms
and other sales organizations. As a
team we think you'll find us about as
versatile, well-informed and sincerely
interested in being helpful as any group

you've ever met. Or maybe more so!

That’s how we operate, here in this
pioneer wroup of radio and television
slalion representatives,

| SAN FRANCISCO

FORT WORTH-DALLAS
{STAR TELEGRAM)

LOUISVILLE
(WAVE, Inc.)

MIAMI
{Wometco Theatres}

MINNEAPOLIS-ST. PAUL
1 (DISPATCH-PICNEER PRESS)

(THE NEWS)

ST. LOUIS
(POST-DISPATCH)

(THE CHRONIGCLE)

“Primary NB8C Alfiliates

|
(\J' —
- (PSRN .

& PETERS, INC.

Pioneer Radio and Television Station Representatives Since 1932

WBAP-TV*

WAVE-TV*

WTVJ

WTCN-TV

NEW YORK WPIX

KSD-TV*

KRON-TV*

VEW YORK CHICAGO ATLANTA DETROIT FT. WORTH HOLLYWOOD SAN FRANCISCC

www americanradiohistorv com i


www.americanradiohistory.com

SATURDAY
NOON IS

High Ratings and Large Audience

]:? OUR out of five families ave at

home between 11 a.m. and 1
p.m. on Saturday, a fact sponsors
are starting to exploit.

A Weintraub survey on CBS rva-
dio listening between 11 and 1 p.m.
shows an average of 94 women, 25
men and 47 children watching the
shows, or a total of 178 people for
every 100 sets. Average Monday-
Friday 6-10 p.m. listeners indicate
105 women, 73 men, and 47 chil-
dren, or a total of 225 people for
every 100 sets. Therefore, a Satur-
day advertiser can reach 80% as
many people and 90% as many wo-
men as on a weekday evening at a
509 lower time rate.

And with television having a con-
siderably higher sets-in-use-per-
centage than AM, this time hasz
proved to be one of TV’s best buys.

Mid-Saturday programs in Chi-
cago, Buffalo and Pittsburgh al-
ready have come up with ratings
of over 15.

28.8 Rating at 11:15 A.M,

Highest rated Saturday morning
show in December was WBEN-Buf-
falo’s Hopalong Cassidy movie at
11:15 a.m. Preceding a football
game, the film pulled down a stun-
ning 28.8 Videodex rating and
gathered in over 46,000 sets, ov
better than one out of every four
TV homes. Second highest is Movies
for Kiddies at 10 a.m. on WBKDB,
Chicago, with a 20.4 rating and a
homes reached figure of over 154,-
000. Third and fourth places go to
two WDTYV, Pittsburgh, programs.
Acrobatic Ranch at 11:30 am.
elicks off an 18.8 figure, and Movies

Television Magazine * February 1951

HOT

Start Advertiser Buying Spree

for Kids, at 10 a.m,. flashes 16.5,
with respective audiences of almost
34,000 and 30,000,

And network-wise the influx hax
started. William Weintraub Agency.
which opened up late-hour network
TV with its strikingly successful
Broadway Open House, iz blazing
new ground by purchasing the two-
hour, 11-1 p.m. strip on ABC for a
national hook-up. The agency, thor-
oughly versed in Saturday early
afterncon radio programming.
thinks It has acquived a valuable
time property for its clients.

Weintraub’s ABC video line-up.
which started January 20th. sched-
ules four adult programs: a Faith
Baldwin dramatic series at 11 a.m.,
hankrolled alternate weeks by Maid-
enform Bras over 38 stations: the
11:30-12 noon segment has not been
finalized; Bab-O picks up the tab
for Two Girls Named Smith, star-
ring Peggy Ann Garner, in the 12
noon-12:30 slot, and carriez the
program over 51 stations; Alr-
Wick’s I Cover Times Square
(moved from Thursdav, 10:30
p.m.), takes over the 12:30 p.m.
segment on a 48 station network.
Both the Faith Baldwin and the
Two Girls shows have been favor-
ably received by the press.

Audience Holder

By tying-in with a “blocking”
schedule of four good programs,
Weintraub feels an advertiser has
a measure of pguarantee that his
audience will continue to watch the
bulk of the schedule, rather than
shop around on other stations.

Leaning heavily on its radio suc-

www americanradiohistorv com

cess, Weintraub points to its AM
Saturday leadership on CBS with a
record of long-time sponsor satis-
faction-——advertisers such as Cream
of Wheat, sponsoring the 11-11:30
am. spot from September, 1943:
Armstrong, bankrolling the segment
from October, 1941, and Pillsbury,
backing the 12:30-1 p.m., =tanze
from Mayv, 1941.

Since these programs were pio-
neer network efforts, sponsors were
able to solidify their positions and
have dominated those time segments
over the vears. In fact, no other
network pregrams have been able
to muxter even half the good vat-
ings. Nielsen October-to-April fig-
ures give the radio programs a 10.4
six-month average.

Sealtest Switches to Noon

Also a strong believer in this
time segment is Sealtest, with its
recentlv-acquived  sponsorship  of
The Big Top on CBS at noon. An
houtr circus show picked up from
the Camden. N.J., Armory, Big Top
represents Sealtest's latest effort to
capture a large family audience.

The company  formerly was a
twice-weekly sponsor of the Kukla,
Fran & Ollie show. but dropped the
tie-in because of its Inability to
clear enough live fime to capture a
famjly audience and a feeling that
alternating sponsorship loses prod-
uet identification impact.

Big Top, formerly carvied over
CBS at 6:30 p.m.. Saturday, racked
up a tidv vating of 244 in itz eavlies
spot.

{continued on page 22|
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OPERATING
STATIONS

(Network aoffiliations Receiver
in parentheses; %'s Circula-
indicate Depth of tion

(Jan. 1]
7,000

Penetration of Area)

Albuquerque—20.2
KOB-TV (A, C, D, NJ

Ames—27.6 33,700
WOI.TV {A, C, D, N)
Atlanta—35.6 86,225

WAGA-TV [C, D)

WSB-TV (A, N, P)
Ba'*more—35.5 264,865

WAAM (A, D); WBAL-TV (N, P):

WMAR-TY (C)
Binghamton—14.6 31,270

WNBF-TV (A, C, D, N)
Birmingham—17.2 35,000

WAFM-TV (A, C, P)

WBRC-TV (D, N}

Bloomir.gton—5.3 13,000
WTTV (A, C, D, N]
Boston—47.0 642,302
WBZ-TY (N}
WNAC-TV (A, C, D, P)
Buffalo—48.2 171,211
WBEN.TV (A, C, D, N)
Charlotte—21.7 50,400
WBTV (A, C, D, N}
Chicago—53.0 830,000

WBKB (C, P}: WENR-TV (A)
WGN.TV (D); WNBO [N)

Cincinnati—53.2 234,000
WCPO-TV (A, D, P); WKRC-TV
[C}: WLW.T [N}

Cleveland-Akron—49.3 396,082
WEWS (A, C); WNBK [N}
WXEL (A, D, P}

Columbus—57.4 122,000
WBNS-TV (C, P}); WLW.C [N):
WTVN (A, D)

Da'las-Ft. Worth—33.3 100,544
KRLD-TV (C): WBAP-TV [A, N};
WFAA-TV {A D, N, P)

Daverport-Rock Isl.—33.7 33,444
WHEBE.TV [A, C, DJ:

WOC.TV [N, P)

Daytorn—28.9 154,000
WHIO-TV (A, C, D, P}
WLW.D [N)

Detroit—a7.} 404,672

WUJBK-TV (C, D): WWITV [N):
WXYZ.TV (A, P

Erie—60.9 39,957
WICU [A, C, D, N}

Ft. Worth-Dallas—33.3 100,514
KRLD-TV (C); WBAP-TV (A NJ):
WEAA-TY A, D, N, P)

*Grand Rapids—43.4 101,124
WLAV.TV (A, C, D, N}

Greensboro—17.9 41,9468
WFMY-TV (A, C, D, N)
Houstor—21.8 60,158
KP"C [A, C, D. N, P)
Huntirgton—23.1 33,000
WSAZ TV [A C, D, N)
Indianapolis—33.3 89,000
WEBM.TV [A, C, D, N}
Jachksonvi'le—27 .4 27,775
WMBTTY A, C, D, N}
Johnstown—17.7 61,250
WJAC TV (A, C. D, NJ
*Halamaozoo0—39.5 103,290
WKZIO A, C, D, M)
Karsas City-—28.8 923,170
WDAF.TV (A, C, D, N)
Larcaster—35.3 76,487

WEALTY A, €, D, N, P)

® SAN FRANCISCO 3

& SEATTLE )

® SALT LAKE CITY 2

LOS ANGELES 7

® SAN DIEGO 1 & PHOENIX 1

FEBRUARY, 1951
Receivers as of Jan. 1: 10,678,030

Operating Stations: 107
Market Areas: 63
Applications Pending: 351

*As is lhe case in many markels where there
is duplication of television coverage, part of
the circulation claimed for this city falls
within the signal area of stations of other
cities as well. Research is now under way to
determine the extent of duplication in these
TV cities.

TELEVISION MA(

® ALBUQUERQUE 1

e

pioneer

and company NEW YORK
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IE'S STATUS MAP
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SATURDAY NOON IS HOT!

[continued from page [9)

That the Sealtest and Weintranb
move to Saturday noon has strong
possibiilties Tor audience growth is
reflected in ratings registered by
local programs throughout the
country. While the ratings are not
spectacular, high-sets-in-use figures
can be spotted in various markets,
and, as with Broadway Open House,
they should move forward as better
programming becomes available.

12.3 Average Before Noon
WDTV registers one of the finest
davtime ratings during this time
segment, which strongly indicates
the possibilities available to ven-
turesome advertisers. From 9:30
am. to 1 p.m., the average rating
per half-hour is better than 12.3.
WDTV’s line-up is as follows:

Boys Railroad Club R.2
9:30 a.m.

Streamlined Fairy Tales R.2
9:45 a.m.

Movies for Kids 16.5
10:00 a.m.

Family Playvhouse 9.7
11:00 a.m,

Acrobatic Ranch 18.8
11:30 a.m.

Chester the Pup 6.4
12 noon

Joe DiMaggio 6.1
12:15 p.m.

Telesport Digest 10.3
12:30 p.m.

Average 123

Other standout ratings are re-
corded by Kousin Kav, WXEL, Co-
lumbus, at 11 a.m., with a 13.8 fip-

ure: Haystack Hullabaloo, WLW-D,
Dayton, with a 11.3 figure at 11:30
am. Also a strong block of three
programs on WEWS, Cleveland,
with its Block Party, clearing 11.2
at 11 a.m.; Chester the Pup, 101
at 12 noon, and Animal Klinic, 8.3
at 12:15 p.m. WPTZ, Philadelphia,
carries Frontier Playvhouse Matinee
at 11 a.m. and racks up a 14 ARB
rating and an over 100,000 audience.

The advantages of this time seg-
ment are readily apparent.

1. Potential advertisers need pay
only half the regular evening rate,
since stations classify all time up
to 1 p.m. in the Class C category.

2. Since there is little network
activity so far at this time, initial
programs have an excellent chance
to amass a hefty audience before
competition gets tighter.

3. Inexpensive packages are ac-
ceptable at early or late hours, as
shown by Broadway Open House,
whereas the public expects high-
priced, quality entertainment dur-
ing regular evening hours.

4. The traffic jam in clearing net-
work time at night can be avoided.

It is ohvious from the ratings
presented here and from the num-
ber of listeners that radio programs
deliver during this time segment,
that there is a large television audi-
ence available. In fact, it is wide
open for the right programs and it
won't be long before this relatively
unexploved period hangs up the
SRO sign,

Jaek Sterling wnnd cast prepare [or Sealtest’s Big Toep originating on WCAU.
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auto companies

|
EVEN major
‘ are reaching a weekly audience

of over 13 million viewers via 10
evening network TV programs,
TELEVISION Magazine research
figures indicate.* Total weekly net-
work tab is over $297,000.
Strongest drawing power is reg-
istered by Lincoln-Mercury’s Toast
of the Town, starring Ed Sullivan,
with a homes-reached figure of
2,597,000, Runner up is DeSoto-
Plymouth’s You Bet Your Life, pre-
sided over by Groucho Marx, with
a 2,371,000 audience, followed by
the alternate-week Ford Theater
with 1,514,000 and the Ford-spon-
sored Wednesday segment of Kukla,
Fran & Ollie, with 1,273,000,

“Toast” also cops the rating
sweepstakes, clicking off at 31.5
December Videodex rating. Second
place again goes to You Bet Your
Life, recording a 26.4 figure and
third spot to the Ford Theater with
23.2.

Ford Top TV Spender

Top TV network spender is the
Ford Motor Company, bankrolling
the Ford Theater, the Jack Haley
Show, Kukla, and Lincoln-Mer-
cury's hour variety show. Toast
of the Town. Total weekly expendi-
ture is over $110,000. Second high-
est is Chrysler Corp., spending an
estimated $58,000 for You Bet Your
Life, eredited to DeSoto-Plvmouth,
and Showtime, U.S.A., credited to
Dodge. Chrysler failed to renew its
Treasury Men In Action and GM’s
Buick division hasn’t ventured into
network TV since the Olsen & John-
son series. GM’s Chevrolet current-
ly is a heavy local dealer association
sponsor and last fall bankrolled the
Notre Dame football games on Du-
Mont. Pontiae, since dropping the
All-American Game of the Week at
the close of the football season, has
remained away from national pro-
gramming.

Although cut-backs are expected
to curtail civilian production 25-

Television Magazine * February 195I
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309% —a percentage likely to be
upped at any time——most network
shows remain unaffected, but some
local dealer shows are being cur-
tailed. Chevrolet, one of the Madi-
son Square Garden sponsors on
WPIX, New York, for example, will
not renew because of a drop in
production. Since each dealer con-
tributed $14 per car to the adver-
tising fund with the company
matching that figure, the advertis-
ing budget must be trimmed dne to
the smaller number of cars allocated
to New York.

Strong Sponsorship
on Local Level

Numerous shows, however, thru-
out the nation. continue to be spon-
sored by Jocal dealer associations.
Typical are Ford dealer sponsor-
ships in New York with a 3-hour
Ford Movie Night on WOR-TV and
Tales of the Black Cat. re-runs of
19 Fireside Theater film stories.
on WCBS. Other examples include
Pontiac and Chevrolet dealers pur-
chasing spots on Russ David’s Tune
Shop on KSD-TV, St. Louis: De-

IE AUTO MAKERS ARE SPENDING

Soto-Plymouth outlets sponsorving in
Los Angeles via the March of Time
“Crusade in Europe:” Ford dealers
backing »a man-in-the-street pro-
gram in Chicago, and Chrysler ty-
ing in with dealer associations In
such cittex as Norfolk and Los
Angeles.

Almost all these manufacturers
have heavy spot campaigns in addi-
tion to their network programs,
which brings up the total anto firm
expenditure in TV considerably,

SHhe Jda s
Jdevieay

Hatey aod Sam Levenson shoua,
culeants, wee pot decladed e the

tdiener kit

COSTS RATINGS
PROGRAM PRODUCTION TIME* (Dec. Videodex) STATIONS HOMES REACHFD
CHRYSLER CORP.
Total Expenditure: $58,323
DE SOTO-PLYMOUTH
You Bet Your Life $12,000 $15.,810 26.4 61 (NBC)** 2,371,300 (59)***
DODGE
Showtime, U.S. A, 20,000 11.513 9.2 44 (ABC) 763,000 (47)
FORD MOTOR
Total Expenditure: $110,350
FORD
Ford Theater 22,000 12,550 23.2 24 (CBS) 1,514,000 (19)
(alternate weeks)
Jack Haley Show 23,000 21,300 started Jan. 4 48 (NBC)
{estimated)
Kukla, Fran & Ollie 3,000 9.428 16.7 52 {NBC) 1,273,000 (55)
(V2 hr., Wed.)
LINCOLN-MERCURY
Toast of the Town 20,000 16,350 31.5 40 (CBS) 2,597,100 (41
GENERAL MOTORS
Total Expenditure: $40,700
OLDSMOBILE
CBS News 8,500 14,200 13.8 11 (CBS) 688,800 (17)
(M to F)
Sam Levenson Show 8,000 10,000 started Jan. 27 24 (CBS)
lestimated) {exp. to 50)
HUDSON MOTOR
Total Expenditure: $26,610
Billy Rose Show 15,000 1,610 9.2 53 (ABC) 722,800 (52)
KAISER-FRAZER
Total Expenditure: $12,700
Ellery F;Queen 7.500 5,400 21.2 10 {DuMont) 1,027,600
(estimated)
NASH MOTOR
Total Expenditure: $28,290
Airflyte Theater 15,000 13,290 14.1 51 (CBS) 1,038,500 (45}
PACKARD MOTOR
Total Expenditure: $19.,417
Holidapy Hotel 10,000 9,417 | 13.5 40 (ABC) 1,171,900(55)
*Based on Publishers lnformation Bureou November figures, excepl where estimotes ore indicoted for DuMont or new shows
5 i i ine-up, ta nsistent. is given for th me month. Some progroms now hove larger line-ups )
':'&Z:Z h::;i:’;’::;sprleao&:; ’}"z:{r:! f‘:’iqusx::’oghz !c'i?f’i:rlr:r :ur:be'r ct;ecfloie,: sl’rorr: v;egszen?lr:er efi:\ae-up ocf, stotions, the bracketed numbers ndicats the stations -overv:
by the Videadex homes reoched figures.
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At last

a complete

television
program...

UNITED
Creation
Production
Distribution

servi

"NYOA maAN*

FIRESIDE THEATER

for Procter and Gamble

ROYAL PLAYHOUSE

Fireside’s new name
for regional sponsors

NIGHT EDITOR

The famous Hal Burdick radio series
brought o television

PROFESSOR LIGHTSKULL,
THE MIGHTY CHIMP

Mpmrie solved by Prfesas Congratulations, United Television Programs, Inc.

Lighukull, the grear chimpanzee
deteetive, his assistani
Doc Twiddle, snd his al! chimp cast In particular, congratulations for vour speed in setting a record volume
p g ) g
. o of sales for our Royal Playhouse, America’s great television dramatic
Several wddivonal filn, packages . 5

wnder preparitiion program.

Yours is truly more than a name. In Petry, Standard Radio Transcrip-
tions, and Century Artists yvou have united the skill and the background
of three top Hight successful organizations in the radio, recording and
ralent fields.

This combination of creative. production, and selling know-how with
service oflices in strategic markets is bound to prove of inestimable help
to agencies and their clients alike.

Croshby Enterprises is happy to place the distribution of its television
him produciions in your experienced hands.

6 ; & g ﬂc

my ed, o
TELEVISION DiIVISI|ION

2028 SUNSET BOULEVARD, HOLLYWOOD 46, CALIFORNIA = 8822 WEST WASHINGTON BOULEVARD, CULVER CITY, CALIFORNIA
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14 ITH good network time

practically impossible to
get today on a ‘live’ basis, what iz
an advertiser—whose budget does
not allow for super colossal attrac-
tions, but whose sales are in most
television cities—to do?”

Bill  Gillett, vice-president and
television department chief, Young
& Rubicam, asked the question last
fall. His agency’s solution of that
problem for its client, Bigelow-
Sanford Carpet Co., is the best an-
swer possible. Put the show on film
and do a spot program job.

The Bigelow Theater made its
debut December 4th in 30 cities.
Time s'ots were selected by the
agency. While all the times avail-
able are not exactly the best, the
flexibility of the campaign allows
for changes when better times are
available, Meanwhile, four cities
have been added to the schedule.

In discussing the move, Mr. Gil-
lett said:

“With the entire show on film,
premium local station time has been
purchased in 34 cities. By this me-
thod each station gets first-class
picture ouality, and the sales mes-
sage, where it is topical, reaches
every home within a span of a few
days instead of delayed telecasts
which may be three to four weeks
behind the initial telecast date.

“Why is Bigelow Theater differ-
ent from any other dramatic TV
program? Bigelow Theater with
original, specially selected scripts
is put on film in Hollywood through
the Jerry Fairbanks' Multicam

Television Magazine * February 1951

BIGELOW BEATS
CLEARANCE PROBLEM

process, which allows for a half-
hour show to be whot in one day.
By this method motion picture stars
are willing to perform within Bige-
low’s budget because, with rehear-
aul, the whole operation takes but
three days.

“Such stars as Wanda Hendrix,
Diana Lynn, Vivginia Bruee, Nancey
Kelly, Chico Marx, Lee Bowman,
ete., have appeaved to date, with
many more to follow.

“There 1s one other advantage to
an advertiser in this type of opera-
tion. He ix able to hit the exact
markets he desires without having
to telecast in cities in which he may
not be <elling.

“Thus, to sum up, Bigelow The-
ater, by the nature of its operation,
is done on film at the same price
that o ‘live' telecast would be done
and hits the marvkets that ave de-
sired in premium aiv time.”

$18,000 Weekly Tab

The flms cost  approximately
$8,000 each to produce. With lacal
time costs averaging $300, Bige-
low’s weekly expenditure is around
$18,000 for the program. Total
gross billings in 1950 were $106,-
500,000, a fAgure itz president,
Jumes De Camp Wise, reported to
Bigelow’s 1,200 dealers at a recent
meeting.

As to how well Bigelow has got-
ten around the clearance bottle-
neck can be determined from the
following table, which also provides
some of the local ratings for the

www americanradiohistorv com

shows according to Pulse for De-
cember:

Ratings from Videodex Decem-
ber for some of the Bigelow pre-
sentations range from 5.6 to 10.8,
and in Milwaukee at 11 p.m., 12.5,
figures which the company believes
are satisfactory.

Station Line-up

At present, Bigelow Theater 1s
telecast over the following stations:
Atlanta—WAGA-TV—Tues., 10:30 p.m.
Baltimore—WBAL-TV—Mon., 10:30 p.m.
Boston—WBZ-TV—Sun,, 12:30 p.m.
Buffalo—WBEN-T¥—Sun., 2:30 p.m.
Chicago—WENR-TV—Fri., 7:00 p.m.
Cincinnati—WCPQO-TY—Fri., 8:30 p.m.
Cleveland—WEWS—Tues., 10:00 p.m.
Columbus—WBNS-TY—Woed., 7:30 p.m.
Dallas—WBAP-TY—Fri., 9:30 p.m.
Dayton—WHIO-TY—35at., 7:30 p.m.
Detroit—WWJ.TV—Wed., 10:30 p.m.
Indianapolis—WFBM-TY—Thurs., 7:30

p-m.
Houston—KPRC-TY—Sat., 8:00 p.m.
Kansas City—WDAF-TV-—Thurs., 10:00
p.m.
Louisvile—WHAS-TV—Sun., 5:00 p.m.
Los Angeles—KTTV—Sat., 9:00 p.m.
Memphis—WMCT—Thurs., 10:00 p.m.
Miami—WTVJ—Fri., 8:30 p.m.
Milwaukee—WTMJ—Thurs., 11:15 p.m.
Minneapalis—KSTP—Sat., 9:30 p.m.
Omaha—WOW-TV—Man,, 10:30 p.m.
New Haven—WNHC—Sun,, 10:30 p.m.
New York—WCBS-TV—Sun, 6:00 p.m.
New Orleans—WDSU-TY—Mon., 9:30

p.m.
Phila.—WCAU-TV—Sun., 6:00 p.m.
Rochester—WHAM.TY—Fri., 9:00 p.m.
San F'cisco—KRON-TV—Sun_, 10:00 p.m.
Seattle—KING-TV—Tues., 7:00 p.m.
Schenectady—WRGB—Sat., 4:00 p.m.
Salt Lake City—KDYL-TV—Sat., 8:30

p.m.
St. Louis—KSD-TV—Fri., 10:30 p.m.

Toleda—WSPD-TY—Sat., 7:00 p.m.
Washington—WTOP-.TY—Sun., 6:00 p.m.
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arger audiences
Many daytime feature Glma defiver sudicnoes larger

nighttirne local programmirg. For crample: }
RATING

In Philadelphia—WITZLs Hollywood Playhouse
(12530130 PM Monday —Friday s oo 1667
In Clrveland—WNBK's Stageroach Theater
(4-5:15 PM Saturday oo v ooooeee e
In Chivago—WKBQ's Motinre Playhouss

112 PM Monday ~Frideybe . oreoa e
*laten Amrrren A

Why you shoul
use feature films

N ko

" in daytime spot
Scheduling y our commercials during a deytinee lealure Blm
pusranices complete sudience atiention, umaurpaserd impect

on viewers.

television

Increased product Identification

Many stations {noiably WPTZ. Philadelphia. WNBQ. Chi-
rago and WNBW, Washinglon! offer in sddition to one-
piinute commerciale, product and sponsor identifications in
wiher purtions of the feature Blms . .. all for the price of a
sRe-minule anNOUNEEmKNL

Lowest cast
Farticipations in daytime leature flrn are invariably lower
Vususlly hall the caat) ul nighttime annuouncenients,

Whers to buy

The hewt glace Lo start your lelevisian ~chedule in daylime
feature flm programs is on onc or more vf the stations
repreented by NRC Npot Sales. Call your NBE Spor Sabesr
mati 1uday and start reaping the benefin of Ieleviaiua’s moat
ccenomical buy .. . Daytime Featsre Films.

WHBT New York

WHBO Chicage

KNBH Hollywood

WPTZ  Phifodslphia

WBZ.TV Boton

WNBK Cleveland
“WNBW Washington

“WRGB Schenectudy—Albany—Trey

Parercipatsany o oy tims Fo
NBU" Mpot Salevman Aur

NBC SPOT SALES

HEtw YORK CHicacO CLEYELAND MOLLYWOOD + %aH 'PRANCISICO

as advertised by NBC Spol Scles in Broadcasting, Advertising Age, Sponsor, Variely

SUCCESSFULLY used by N B C
stations for these programs are
a great number of films selected
from the library of Associated
Artists Productions Ltd.*

THE LARGEST awo FINEST TELEVISION FILM LIBRARY

including over 500 Features and Westerns

Realizing the vital role that film must play in television, Associated
Artists some time ago started and has continued to build the largest

and finest library of available feature motion pictures.

Careful and continued study of the use of film in television has proven
the answer to better programming which can — and, indeed, has —
delivered to sponsors ready-made audiences and highly rated programs

almost from their inception.

We will be glad to work with you on your own television program.

AssocioJrecJ Ar ISTS Produc ions,|_ .

444 MADISON AVENUE =  NEW YORK 22, N Y.

TELEPHONE MURRAY HILL 8- 4754
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THE TREND TOWARDS FILM-—-PART I[I

HOLLYWOOD MOVIES
STILL GOING STRONG

OR low-cost, high-rating pro-

grams,  the old  Hollvweod
theatrical films are still the smart-
exst buy.

Few programs can match Holly-
wood film on a cost and rating basis,
To the advertizer, the =ponsorship
of these old films means a sure
audience plus o flexibility in ad-
vertising whereby he can buy par-
ticipations for as low as $50.00, to
full night’s sponsorship such as the
Ford Movie Night over WOR-TV.
New York.

In gpite of the tact that the sup-
ply of these films isx somewhat
limited and that it is not unusual
for many ot these pictures to have
been run in the same market for
five times. the use of film is still on
the increuse. Last August approxi-
mately 257, of all programming
was on film. The figure is closer to
3047 now.

LA Number Ore TV Movie City

Some inkling as to why these
Hollvwoaod movies ave going over so
well ix contained in thisx statement
by Puramount TV Film Buver,
Burt Balaban. “In the last two
months we have contracted tor more
than 500 different films. Los Ango-
les is the big theatvical film market,
and our station there (KTLA) ix
successtol in that type of program-
ming. The people theve are home-
spun; thex prefer theiy own live
<hows= hut dislike Kinescopes of the
manv-thousand-dollarr live shows.
They are primarily a movie audi-
ence, representing small town and
village-folk attitudes. They don't
like Tast Coast productions. Even
when the TV network brings them
live Broadwav-format shews, it is
doubtful thev will approve of them.
L.A. probably will remain the big
theatrical fitm user for TV, payving
higher rates for films. and using
more, than New York.”

www americanradiohistorv com

As for the future of theatrical
tlms, Mr. Balaban said an eventual
compromize may be worked out by
the major producers, Petrillo and
others involved, whereby no-star.
cloge-up, 26-minute moviex will be
made by the majors especially for
televizion. Meanwhile, it 1s not eco-
nomically sound for them to foster
TV films against the interests of
the exhibitors.

Chicago Ratings High

How successful films can be ix
shown by the following WGN-TV
schecdule and Videodex ratings:

Monday, 9:30 p.m., Academy The-
ater. Fvans Furs, 11.0.

Tuesday, 10:00 p.m., Theater of
Romance, Wm. A. lewis, women’s
apparel, 143

Wednesdav, 9:30 ponn, Family
Circle Theater. Hauser-Nash, Nash
dealer, 14,4,

Fricdav, 10:00 p.m., Community
Theuter, Community Builders, con-
tractors, 12.1.

Sundav, 930 pm., Courtesy The-
ater.  Couwrvtesy Motors,  Hudson
dealer, 22.7.

And these rittings have been built
up against top netwoerk competition,
WOGN-TV's Charles Wilson points
out though, “The ratings fluctuate
oreatly and are only as good, in
most cases, ax the fiims which are
shown.”

And this statement hichlights the
all important problem of supply.
The number of select thealrvieal
flms now available to sponsors is
about 1300, There isx more product.
However. the major TV film dis-
tributors claim that the prices now
being asked for TV rights by the
Alm owners makes it practically im-
possible to make anv substantial
additions to their libravies. One
block of 20 movie films, which were
mace gince 1948, went on the market

(continued on page 30)
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C. E. HOOPER
January Network Ratings

1. Cavalcade of Sports 1.9
2. Texace Star Theater 49.9
3. Godfrey's Talent Scouts 46.9
4. Fireside Theater 40.3
5. Show of Shows 38.3
6. Cactus Jim 35.3
7. Comedy Hour 35.1
8. Philco TV Playhouse 34.1
9. Mama 34
10. Your Hit Parade 334
A. C. NIELSEN
2 Weeks Ending Dec. 9
1. Texaco Star Theater 61.2
2. Comedy Hour (Hope) 57.2
3. Fireside Theater 55.7
4. Philco TY Playhouse 46.8
5. Your Show of Shows 42.0
(participaling)

4. Comedy Hour (Cantor! 41.7
7. Your Show of Shows 40.3
(Snow Crop)

8. Lone Ranger 38.6
9. Aldrich Family 38.2
10. Armstrong Theater 38.1
PULSE MULTI-MARKET
Week of Jan. 2-8
1. Texaco Star Theater 44.8
2. Godfrey's Talent Scouts 32.6
3. Your Show of Shows 31.9
4. Toast of the Town 31.6
5. Comedy Hour 311
{Abbolt & Costello)

6. Louis-Beshore Fight 29.7
(CBS., Wed.)

7. Fireside Theater 29.4
8. Philco TY Playhouse 28.8
9. Goldbergs 27.3
10. Hopalong Cassidy 27.2
TRENDEX
Jaruary National Ratings
1. Texaco Star Theater 57.9
2. Godfrey's Talent Scouts 50.1
3. Fight of the Week—Joe Louis 50.0
4. Fireside Theater 43.6
5. Comedy Hour 39.3
(Abbait & Costello)

6. Your Show of Shows 381
7. Philco TV Playhouse 35.4
8. Circte Theater 34.0
9. Godfrey & Friends 33.3
10. Your Hit Parade 30.7
VIDEODEX
Januory Nationai Rotings
1. Texace Star Theater 57.6
2. Comedy Hour 42.3
(Abbotl & (ostillo)

1. Godfrey's Talent Scouts 41.6
4. Fireside Theater 40.2
5. Your Show of Shows 38.2
&. Godfrey & Friends 36.9
7. Phileo TV Piayhouse 36.8
8. Hopalong Cassidy 35.0
?. Your Hit Parode 134
10. Mama 33.2
11. international Boxing Club 31.2
AMERICAN RESEARCH BUREAU
January Top-Rated Shows
1. Texaco Star Theater 711
2. Covalcade of Sports 58.0
Uharbes Gana Fight)

1. Comedy Hour 54.6
(ALl & Costelin)

4. Godfrey's Talent Scouts 531.9
5. Fircside Theater 52.0
6. Show of Shows 1.5
7. Godfrey & Fricads 50.8
8. Philco TV Playhouse 48.8
¥. Greatest Fights 46.1
10. Grouche Marx Show 44.5

KEY TEAG—F6 In e gagaal
frhe Taltewlng e lbeinafing pigeains
Basy Sbary ot Tl @ fock
oo B Allon b iian v Siarlighe Thaalre
{amily T4 ¢ # il Rurw b Firia
Paed Thaatar  witic Cluahio Wild R Guopsral Mill
Tucky Stk wibh Mool amedy Tigia
Farl with Pitbbiy
sntiianlin, Hlagie ond Fal 80k oo o, 6ll. apansars
*Stsnmaisind Uy Celibinira svaly baurll wadk
A R A e Avicly A imllin Fooemdl
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00 0 il 0
5 0 00 U
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Hour Hour Hour Hour Review Review U.S. AL U.s.
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o Bigelaw Bigelow Mr. I, Mr. I, Gene Autry [pGene Autry Business Businen
Theatar Theater Magination  Mogination
|
I
Gen. Foods [Gen. Foods on. Foods en. Foods egent Lig, egent Cig. Jolla Jello
: Hopelong Hopalang Hopaleng opalong Leave It to  Reave It ta Aldrich Aldrich
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BETTER FILM MEANS BETTER RATINGS
let these stations tell you why—

KTLA

Los Angeles

WXYZ-TV

Detroit

WBNS-TV

Columbus

WHIL-TV

Philadelphia

Yaur Masterpioce film pack-
oge is currently receiving the
highest Heoper telerating in
Lot Angeles during the peried
it is running on Sunday even-

ings.

This program sponsered by
Downtown Hudsen hos the
highest TY rating ot thot

howr.

Excetlent reaction to these
pictures, with an averoge
Videodex af 25.1 . . . sched-
vled ogainst some heavy

competition.

Averoge ratings of 18 1a 22
excellen!. We are presenting
the films at the same time
anather stotian s televising
mojor leogue boseboll gomes
fram Shibe Pork.

LET THESE TOP FEATURES

WORK FOR YOU

Long Voyaqge Home
John Wayne
Barry Fitzgerald

Sundown
Gene Tierney
George Sanders

House Across the Bay
George Raft
Walter Pidgeon

Winter Carnival
Ann Sheridan
Robert Armstreng

Stagecooch
John Wayne
Claire Trevor

Crystal Ball

Paulette Goddard

Ray Milland

Histery ls Made at Night

Charles Boyer
Jean Acthur

To Be or Not To Be

Jack Benny

PARTIAL LIST
OF SPONSORS

AUTOMOTIVE
FORD DEALERS
HUDSON
CHRYSLER

BEVERAGE
HUDEPOHL
CERTELL
FALSTAFF
SCHLITZ

FOOD
MILANI FOODS
TRUPAK

MISCELLANEOUS

J. AL WILLIAMS,
HARDW ARE

GENERAL ELECTRIC
CO.

BROMO-QUININE
TENA ROTER

UTAH POWER & LIGHT
CO.

You Only Live Once
Henry Fonda
Sylvia Sidney

Foreign Correspondent
Laraine Day
Herbert Marshall
George Sanders

Young and Willing
Susan Hayward
William Helden

Eternally Yours
Loretta Young
Brod. Crawford

Write, wire or phone for 1st and/or 2nd run franchises

MASTERPIECE PRODUCTIONS, INC.

30

JULES B. WEILL, President
45 WEST 45th STREET. NEW YORK 19

* TELEPHONE: LUXEMBURG 2-4717
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HOLLYWOOD FILM
STILL GOING
STRONG

{continued from page 27)

for $75,000 several months ago. To-
day the asking price for these twen-
ty films is $250,000 . . . and there
are no takers. The distributors feel
that because of the freeze limiting
the number of TV stations, they
could not get their money back
within a reasonable period of time
unless they charged exorbitant
rates,

New York is the marketplace for
theatrical films, with such firms as
Associated  Artists  Productions,
Commonwealth, Film-Vision Cor-
poration, Masterpiece Productions,
Paramount Film Distributing Cor-
poration, Screen Guild and Telecast
Films, standard among the many
leaders in the growing field.

Films up to $1,000.

Jules B. Weill, president of Mas-
terpiece, said his company has at
least 25 “A’ films. These films are
purchasable for from between $100
and $1,000, depending on the sta-
tion and whether the films are used
for commercial or sustaining pro-
grams.

“Most people don’t consult news-
paper listings or read magazines
that list programs,” Mr. Weill said,
adding that once people become
movie-TV watchers they are loyal
adherents to the channel that pre-
sents films.

Speaking of theatrical film's ap-
peal to viewers, WATV’'s Robert
Paskow pointed out: “The wider
scope of action in Hollywood film,
plus the lavish productions of
able performances, make this type
of programming very attractive to
a viewer, and hence, to a sponsor.”

Associated  Artists’ Paul Dia-
mond, whose distribution company
owns some 500 features and West-
erns, mostly of recent vintage, said
the sponsor can be accommodated
with film “to fit his budget.” As for
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first use and re-run material, Mr.
Diamond said an axiom of the trade
is:

“If you haven’t seen it befcre its
first run,” adding that “a good pic-
ture can be seen many times with
enjoyment. If it's truly good, it's
worth a repeat.”

His company, he said, can protect
a sponsor in one market “if neces-
sary for as long as a year,” because
of the wide number of pictures
Associated Artists owns.

Asked what reaction people in
his business had to Caesar Petrillo’s
recent wire to stations, urging them
not to use film, Mr. Diamond voiced
the sentiments of other distributors
when he said:

“Mr. Petrillo’s wire has no bear-
ing on us. With all due respect to
Petrillo, we have no agreements
with him. His agreements are with
the film producers.”

In spite of the problem of supply
and the great many times the avail-
able product has been re-run, no
matter what markets you turn to,
films still rack up high ratings.

Hopalong Hits 28.8

Videodex December ratings give
Hopalong Cassidy on WBEN, Buf-
falo, at 11:15 a.m. a 28.8; Movies
for Kids on WBKB, Chicago, 20.4.

The Ford Dealers’ Ford Movie
Night, telecast each Monday, from
7:30 to 11-11:30 p.m., over WOR-
TV, has earned ratings like (Pulse,
January 8th) 5.6 at 7:30 p.m., and
6.4 at 7:45 p.m. This, in the face
of network competition as Kukla,
Fran & Ollie, Mohawk Showroom,
Lights Out, Capt. Video, Oldsmo-
bile News, Perry Como, etc., etc.

The program has offered such
feature-length shows as “Pygmal-
ion,” “Major Barbara,” “My Sister
and 1,” among others, including
many English-made films of recent
vintage, and in addition provides a
comedy, a Western and a newsreel.

$3,600 per Night for Ford

Ford Movie Night uses three
films per night, at a time cost of
$3,600. The show pulls a January
Pulse rating of 5.6, with a turnover
factor of 2. Thus the single sponsor
reaches two audience groups, each
composed of 250,000 viewers. If
the film and live narrator cost an-
other $2,000 a performance, the
cost-per-thousand figure 1is still
attractive.

Typical of the range of sponsors
is those carried on WATV film
programs,

Among its national sponsors par-
ticipating are: Alliance Antenna
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Rotor, Cavalier cigarets, Chevrolet,
Charms candy, Chrysler, Cocomalt,

Hi-V, Hudson, Kirkland Soap
Flakes, Mission Bell Wine, Pall
Mall, Philadelphia Cigars, Post’s

Sugar Crisp, RDX, Sedagel, Seru-
tan, Spuds and Sunshine Biscuit.

Its regional and local sponsors
include: Abelson’s Jewelry, Auster
Furniture, Barney's Furniture, Ca-
nadian Furs, Fisher Baking Co.,
Holiday Motors, Leader Novelties,
Prince Range, Paul’s Furniture and
Sunrise Dairy.

WATV’s Junior Frolic program,
an across-the-board series of car-
toons, has been sponsored since its
inception on the Newark station in
May of 19483. Its December Video-
dex is 9.5.

An unusual feature of the Frolies
is that the film’s sound is scrapped,
and a live announcer narrates ac-
tion and provides the moral of each
episode. Sponsors Monday through
Saturday ave, respectively: Leader
Novelty Co.; Cocomalt; Ronzoni:
Weston Biscuit: Costa’s ice cream
and Charms candy. Cost to the indi-
vidual sponsor is $600 a program
for time, talent and film.

In Chicago an average of 60 films
are telecast weeklv over the four
channels there, WGN-TV recently
signed through Flamingo Film Co.
for 19 Eagle-Lion releases made
between 1946-49, WBKB, through
Axsociated Artists, bought 63 films,
50 of which are Monogram and the
bhalance Secreen  Guild releases.
WGN-TV airs nearly 20 films a
week: WBKBEB is using about 18;
WNBQ and WENR-TV use about
10 films each a week. The films ave
sold to sponsors under various deals.,
from full-coverage sponsorship to
participations,

Better Prices Predicted

And so. while it iz obvipous that
Hollywood films, even though old,
play an important part in TV ad-
vertising, the question of supply is
serious. If the owners of film prop-
erties take a more realistic approach
in their asking price for TV use,
the distributors will undoubtedly
put the moneyv on the line. If thev
don’t, they might lose cut to the
syndicated film program made ex-
pressly for TV. In this category, as
we pointed out last month, even
with only 64 markets to split the
costs, producers are getting their
money back and are delivering top
ouality material. In the meantime
though, the vintage Hollvwood prod-
uct that thrilled moviegoers vears
ago is doing the same for the tele-
vision audience today.
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COMMONWEALTH

Currently Serving the
Nation’s Leading TV Stations
Offers the Following

TV FILM PACKAGES

260

FEATURE PROGRAMS

with such stars as

Barbara
STANWYCK
Robert
YOUNG
Jimmy

DURANTHE
Claudette
COLBERT
Jack
BENNY

GODDARD
Jimmy
STEWART
Merle
OBERON
Melvyn
DOUGLAS
Raymond
MASSEY

nggSQI'IERNS

featuring

MUSICAL
VARIETIES

12'/2 min edch » teaturing

gOUND
RTOONS

For further inform-
. atlon ond complete
list, write 1o

Lommonwentr
e et

31
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How THE NEW SHOWS
ARE DOING

Sinatra, Marx, Moore Climbing; Rose Show Hits Boftleneck

S a result of its attaining 100%
A sponsorship and the high
ratings registered by the Kate
Smith hour, the flurry to capture
cholce daytime network segments
continues. Chief benefactor, so far,
is the Garry Moore show, second
strongest TV daytimer. . . .

Filming Groucho Marx's You Bet
Your Life has proven a boon to
DeSoto-Plvmouth  Dealers, while
kine and tough competition is large-
lv responsible for the weak Billy
Rose ratings, . ..

Sweetheart soap credits the sue-
cess of One Man’s Family to a for-
mat that reguires continnous, week-
ly viewing. .

A Twrther study of the new shows
by TELEVISION  Mavazine dis-

closes:

GARRY MOORE SHOW

Sponsors conrrently are
towanrds the DS
(;:l' I._I'. \I' 'lF'|"
| Do T

vartety hone offering many sulvan-

furninge
davtimer, the
howe 01 :30-2:30 pom.,
across-the-asosy, with the
Prepress Starting and guile weakly
P - w e, {he show's December
AL g has sonred Lo 115, with

tha 1002050 perviol howing:
G Tewunine aodivnes, a5 aproinst
e b Toweer die T finee Tor Tatey
b when yonngsters make up o
HE AR birge of the }|Il¢|-l'||l'l'_ I
BRI e dpewine in viewer
tlered, thie cotacin-use-pare for
Prevesnhior b puanped feonn 790 1o
Io e chaige Vhg Fiteie sosprrmend.,
Pl Tor Cavalier  eivarels

(TR ||I1|] vl e

AL SR 1 T T 1
s Mooy, Waodneaday a1y

dow, mnekrie the Grdl enfey of o

cigaret outfit into daytime program-
ming. Quaker Oats bankrolls the
Tuesday-Thursday segments and
Procter & Gamble has signed for the
2-2:15 p.m. spot, Monday through
Friday, for Duz and Ivory Socap.

In allocating $1,000,000 for a
year’s tie-in, Cavalier is banking
heavily on the show with its large
feminine following, which should
be a major market for king-sized
cigarets. Second sponsor, P&G, ex-
pecting a repetition of the evening
time snafu. operatex on the enlight-
cned theory that it had best get
into ax many choice davtime avail-
abilities as possible. The company
already  sponsors the soap opera,
The IPirst Hundred Years, and parts
of the Kiate Smirth hour.

Weeklv production cost forr the
Muoore stanza is $32,000: 15-minute
peviods can be purchased for $1.700
with the progiram beamed over a
41 CBS stadion line-up.

BILLY ROSE SHOW

Sponsored by Hndson Motors, the
Billv lose Show s an example of
A fine dramatic pregram  which
stavted comparatively fate, and as
aoresult, hax been pushed all over
Phe ot timewize. The onfeome: its
wenle 9 December Videodex ratine:
inoohooawny reladive
el af the bed f-hour sweesde dra-
mathie sepries.

mdteales the

The proseam s earvied over an
extensive, bl ostation ARC hookup,
yel, due Lo the holtlences in elewr-
ity Lime, the show can only mustor
nine live cities. Such top markels
as Cleveland, Cincinnnti, SE Louis
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and Washington are forced to take
the show on kine—never a help in
building up an audience. Secondly,
the program is slotted at the oddest
of times: Cleveland, 6 p.m., Sun-
day; Milwaukee, 11:15 p.m., Tues-
day: St. Louis, 11 p.m., Monday;
Dayvton, 11 p.m., Monday.

In markets where it gets a satis-
factory time slotting, it is placed
against long-established top-rated
shows. In Baltimore it bucks
against Godfrey & Friends' 52.6
rating and comes up with a 6.9 fig-
ure. Shown live in New York, where
it originates and checks off a 6.7
rating, the program’s top opposition
is Fireside Theater which carries a
36.0 rating. “Fireside” gets strong
impetus from the tremendous audi-
ence Luilt up on the earlier Berle
show. Other competition includes
the Vauehn Monvoe show on WCBS
with a1 9.4 rating and Cavaleade of
Bands with a 10.4 ficure. Cincin-
nati, Columbrs and Philadelphia
carry the Rose show at 9 p.m., Sun-
dav, throwing it smack against the
high-rated Philco TV Plavhouse on
NBC and the strong Fred Waring
hour on CRS. Cincinnati tallies a 6.5
fipure for the stanza, Columbus,
3.0, and Philadelphia 2.7, Boasting
some of the finest camera work,
actine amd dirvection. the half-hour
show ix budgeted at $15,000 weekly,

DE SOTO-PLYMOUTH'S
YOU BET YOUR LIFE
Grovucho Marx's You Bet Your
Life vepresenls a successful attempt
Ly Desolo-Plymouth to transfer a
well-liked radio property to video
[continued on page 34]
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AN ADVERTISING

current Film commorcials

DIRECTORY OF PRODUCERS
AND THEIR WORK

A new trademark character was designed ADVERTISER
by Five Stor Productions for the new "three- Lucky Tiger Hair Tonic
purpose” Lucky Tiger TV spots. Previous film
wos done by Haol Roach. Animafion director AGENCY
of the new series is Five Star's Howard Swif, Grant Advertising, Inc.
who direcied the "Dance of the Hours” se-
quence r'n‘ ""F;nfcsic,” the "'Pink Elephanf” PRODUCED BY
sequence in umbg” o
quence bo™ and more thon 30 "Fox FIVE STAR PRODUCTIONS

and Crow'' corfoons.
6526 SUNSET BLVD., HOLLYWOOD 28, CALIF,

HEmpstead 4807

Animation, combined with live photog- ADVERTISER
raphy, puts sock ond sell into this 60 second Netional Brewing Company
pr NSS commerciol, one of o new series pro-
A:- duced for Bohemiagn Besr. Acfion has plﬁnfy AGENCY
= of sparkle and showmanship 1o interest viewer Owen and Chappell. Inc.
= and copitalize on product identification.
= Backed by 30 years experience in trick pho- PRODUCED BY
-~ tagraphy ond animation for motion piclure NATIONAL SCREEN SERVYICE
_ trailers, NSS is brightening TV commercials 1600 BROADWAY, NEW YORK, N. ¥
with its tricks of the frade . . . on film. Clrcl; 6-5700 T

OTFICES IN 30 OTHER CITIES

ADVERTISER

Bymart, Inc.

AGENCY
Cecil & Presbrey
Experts experienced in filming hair and
Hollywood stars, Seaboord created for Tinfair PRODUCED BY
fhe commercial with Signe Hasso demon- SEABOARD STUDIOS, INC.
strating the product and its effectiveness. |57 EAST 49th STREET. MEW YORK 21, N. ¥
PEneni 7.9200
ADVERTISER
P. Lorillard Company
Telfew:sion’s molsf g_fc:r_norous {egs, Hﬂmedl in AGENCY
bewitching and intriguing action by mofion .
pictures, make the Old Gold dancing pock o Lennen & Mitchell Inc.
living, thrilling television commercial—a fine
example of entertoinent that really sells the PRODUCED BY
product. Five one minute ond five 20-second SPECIAL PURPOSE FILMS, INC.
commercials were produced for o national 44 WEST foth STREET, MEW YORK, M. Y.
spot campaign. JUdion 6-THHD
ADYERTISER
Benrus Watch Co.
This currenf Benrus minule commercial, AGENCY

starring Dean Martin & Jerry Lewis, appeared
on Television timed to coincide with the J. D. Tarcher & Co., Inc.

theatrical release of the comics' hit-picture
PRODUCED BY
At War With The Army.” A 30-second spot
v thi it g VIDEO VARIETIES CORPORATION

following this commercial was purchased by

many locol theatre exhibitors to feature the 41 EAST 501h STREET, NEW YORK 23, ™ ¥

thowing of the movie. STUDIOS . — WEST COAST SOUND STUDIOS
510 WEST 57th STREET, NEW YORK 19, N. 7.
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NEW SHOWS

(continued from page 32)

via film. The company was faced
with the dilemma of building a TV
show around Groucho, but could not
budge the comedian from his desive
to live in California. How, company
oflicials pondered, can we ccet oa
weekly TV show. keep up the vadio
program, avoid the use of kine,
placate Groucho, yet work out a
formula to et him through @ bacle-
breaking weekly =chedule?

Decision reached was to throw
three camer:s on a [ull hour run-
through. Best visual parts now are
edited for the weekly halt-hour
film; best auditory parts ave blend-
ed together for the 30-minute AM
show. Of course, the procedure is
not without its disadvantages.
While the method is less arduous
for the star, the film is not as good
as studio shooting. In tribute to
Groucho, although the show still is
basicallv audio, Marx's stinging wit
makes it a TV favorite. Company
executives also feel film helps to
route the show into tight markets
at varying times, especially when
the 9 p.m. E.8.T. period is unavail-
able.

As a result of this policv, the
program is beamed over 61 NBC
outlets and checks off a 17.9 rating
in New York, 23.5 in Chicago and
15.0 in Philadelphia. Program cost
is approximately $12,000, time cost

s over $13,000 weekly. January
Trendex ratings are:

You Bet Your Life 20.8
(NBC) (13 cities)
Stop the Music 29.3
{ABC) (15 cilies)
Burns & Allen 26.2

(CBS, allernate weceks!? (11 cities)

BULOVYA'S
FRANK SINATRA SHOW

Bulova Watches, currently spon-
soring the first half of the Frank
Sinatra Show, oviginally bought
into the program for a Christ-
mas season promotional campaign.
“We’re continuing with the show.,”
4 company executive revealed, “for
the following reasons: The show
has proven that it can draw a big
andience. We've gotten a very nice
reaction from jewelers; so much so,
that we're continuing for 52 weeks,
although we usually cut down our
advertising budget during the dull
watch season following the holidays.
We can get much stronger impact
with 2-minuic¢ commercials, instead
of our v=ual 20-second spots.”

Ag star of the show, Frank Si-

34

natra faced one of the toughest jobs
accorded to a TV newcomer. He
was handed a full-hour variety pro-
sram opposite one of videdo's finest
formats, Sid Caesar's Your Show
of Shows. While many production
and cost changes have tuken place,
the program currently shapes up
as one of video’s bright lights.

Althourh the company has heen o
heavy AM and video spot advertiser,
the program represents Bulova's
first sponsored radio or TV effort.
A velativelv inexpensive hour-pack-
age 1$12,5001, the show garners a
21.6 December Videodex rating, is
carried over a Hd-station CBS hook-
up and has a homes-reached figure
of over 1,823,000. Since rounding
into top-flight entertainment, the
show definitely will not be chopped
to a half hour, as had been rumored
earlier. In fact, Kaywoodie Pipes
and Burlington Mills are reportedly
dickering for sponsorship of the
balance of the program.

While Sinatra’s chief competitor,
Your Show of Shows, has a higher
rating, the Saturday evening 9-10
p.m. segment, like its Sunday even-
ing 8-9 and 9-10 counterparts, has
shown that two opposing programs
can click off good ratings, thanks to
the high sets-in-use-figures at such

hours. The December Videodex
rating figure shapes up as follows:
Frank Sinatro Show 21.6
(CBS) (54 cities)
Your Show of Shows 34.8B
(NBC) (36 citics)
Sat. Night at the Garden 7.1
(DuMont) (8 citles)
Roller Derby 6.9
(ABC) (5 cities)
CAMEL'S

YAUGHN MONROE SHOW

Vaughn Monroe has been a Rey-
nold’s Tobacco property on radio
for almost 10 yeavs. Company brass
thought, “Why not use that associa-
tion as the basis for a TV show?”
What came out was an informal,
relaxed half-hour strongly pratsed
by TV editors as a refreshing
change from the usual stage-show
type of extravaganza that belonged
in a theater rather than on a video
screen. The show started impres-
sively with a 25 rating, dropped
sharply over the months, but cur-
rently has started to move forward
again, The Camel people, however,
may do some tinkering with the
program in an effort to build up a
stronger following.

Again, the old bogey of tough
time glotting rears its ugly head.
In New York, for example, Fireside
Theater, which follows the Berle
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hour, has a top rating. DuMont’s
Cavalcade of Bands and ABC’s Billy
Rose Show are strong competitors.
Production outlay is $15,000 week-
lv, time cost is $7.500 for a 29-
station CBS network, December Vi-
deodex figures are:

VYaughn Monroe Show 12.0
(CBS) (29 clties)
Fireside Theoter 40.8
INBC) (29 cities)
Cavalcade of Bands 121
(DuMont) (20 clties)
Billy Rose Show 9.2
{ABC) (H2 cities?
SWEETHEART'S
ONE MAN'S FAMILY
Sweetheart officials  are fumly
convinced that a program which

“clif f hangs,” that is, one that hus a
suspense ending, hut continues its
story the following week, is a sure-
fire method of building a loyal, reg-
ular viewership. A 30-minute dra-
matic series, with a weekly 39,500
production budget, the show departs
sharply from many of its drama
competitors. While programs like
The Aldrich Family, Mama, and
The Goldbergs tell a complete story
in each installment, One Man's
Family builds its story week after
week., When the program was picked
up last August, after being kicked
all over the lot time-wise, it carried
2 5 rating. As of December, the
rating has jumped to 23.7. Signed
oviginally for 13 weeks, the com-
pany has renewed for the balance
of the season. Representing Sweet-
heart’s first major TV entry, the
program now has been channeled
into every market available and has
built up a 60-station NBC line-up.
Tts homes-reached figure has climb-
ed to over 2,190.000, December Vid-
eodex figures (Faye Emerson, CBS
competitor, has moved to another
time segment on ABC) give One
Man’s Familv a 23.7. against an
11.3 for ABC’s The Erwins.

Other interesting newcomers in-
clude the Lilli Palmer Show, a 15-
minute, twice-weekly chit-chat, in-
terview program that received the
greatest round of collective applause
since Jimmy Durante’s video debut.
Palmer’s biggest selling point:
treating her listeners as highly in-
telligent people and giving them an
adult program. The Peter & Mary
Show, starring two able night-club
artists, Peter Lind Hayes and wife,
Mary Healy, is a loose situation
comedy, still striving for the right
formula, Also recently launched is
the highly-touted Sam Levenson for
Oldsmobile and the brittle comedy
and pianistic shenanigans of Victor
Borge for Kellogg.
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15°, Sales Increase Attributed To U. S. Tobaceo's

“TELEVISION has been re-
sponsible in great part for
the substantial increase we have felt
in our tobacco product sales this
year,” said L. H. Bantle, advertising
manager, U.3. Tobacco Co. Pointing
out that “the tobacco market is off
considerably since the war,” he
added :

“Our product sales have increas-
ed, in the present stagnant market
conditions, and we concede that TV
has substantially served its pur-
pose.” His reference is to Martin
Kane, Private Eve, a weekly mys-
tery drama featuring William Gar-
gan and Horace MacMahon, which
his company sponsors on NBC-TV,

And it is likely that this pro-
gram has done much to raise com-
pany sales over 159 this last year.

Outstanding Commercial

Considered by advertising men
one of television’s outstanding mer-
chandising programs, because a to-
bacco shop plastered with product
point-of-sale material is the scene
for frequent meetings of the lead-
ing characters, Private Eve despite
this has had a consistently high
rating, Videodex in December reg-
istered a 28.7 national rating for
the show. In St. Louis, a one-station
market, it attained a whopping 53.5
rating the same month.

Telecast live over a 36-station
hook-up, 10-10:30 p.m., EST, Thurs-
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“Martin Kane. Private Eve”

days, 25 NBC stations carry the
show via kinescope to suit market
availabilities. At a weekly cost of
$19,000 the show attracts an esti-
mated audience of 2,576,500 for a
cost-per-thousand of $2.24.

Aimed at 2 male audience, private
detective Martin Kane's suspenseful
episodes provide pipe-smoking men
the chance to reflect on the pessible
solution to a crime. The plot ix
pointed up in scenes that occur in
the tobacco shop, where easyv-going
but alert salesman Happy McMann
lets no chance pass to laud the to-
bacco and the self-sealing container
being purchased.

Merchandised to the Hilt

The company provides a strong
merchandising campaign to back up
its TV show, with counter displavs,
streamers and point-of-sale mate-
rial boasting about Martin Kane,
Private Eve. That this material is
hitting the customer is evidenced by
the fact that dealers report people
asking for Martin Kane's tobacco.
although the company is anything
but shy about aggressively pushing
its brand names—Dill’s Best, Model.
Tweed and Old Briar.

“That in itself is unusual,” Mr.
Bantle said, ‘“merchandising four
different products ¢n a program.
But one preduct is given a stronger
push each show than another.” In
that way, he said, each product gets

(continued on next page}
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1. Screen star W illiem Curgan. 777
Muartin Kane. discusses case twith pro-
prietor [retired cop) in tobacco shop.
2. Anxious female tries to learn his wwhere-
ubouts at shop. 3. Same actress in scene ni
plav. 4. Crime solved. Gurgan with her-
oine stops in shop before saying good-
night and. of course. buvs a package of
his favorite tobaceo,
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NEW YORK
CHICAGO
HCLLYWOOD
DETROIT
BOSTON

SAN FRANCISCO
ATLANTA

OVER 125,000 TELEVISION
HOMES IN THE STATE OF
RHODE ISLAND
... plus ...

BROCKTON

NEW BEDFORD

FALL RIVER

and TAUNTON,

Massachusetts

are served by:
WJIAR-TY — Channel 11

Owned and Operated by

The Outlet Company

Providence, Rhode Island

THE OMNLY TELEVISION
STATION IN
RHODE ISLAND

See your WEED man for the whole

story. And for the whole story

nationwide, see the Status Map on
pages 16 & 17.

WEED

AND

COMPANY

TV programs

This new book
shows you how to
use movies most

effectively

MOVIES FOR TV

by J. H. Batrison is a complete, how-to-do-
ic guide to the production and transmission
of movies on television. It gives practical
information on all cameras, projectors, re-
cording equipment, ecc., showing how each
piece operates and how to use it most effi-
ciencly. It tells how to produce tirles and
special effects, newsreels, all types of com-
mercials: how to ¢dit and splice film; how
0 light scenes for best results on TV, how
to combine movies with live scenes. Here is
a wealth of useful information together
with much experienced advice on what is
good and whar bad in movies for relevi-
sion. and why.

SEE IT ON APPROVAL

l The Macmillan Co., 80 Fifth Ave., New York 11

| Please send me a copy of Movies for TV. 1 will
cither remic the full price of $4.25 or rerurn the

‘ book in 10 days
l Signed._

PRIVATE EYE
PAYS OFF

(continued from page 35)

rotating as well as cumulative ad-
vertising on the program.

In addition to merchandising
material, U.S. Tobacco backs up the
progiram with newspaper advertis-
ing for the show and the products
it features,

In reference to the show's appeal.
Ed Hoos, account executive, Kudner
Agency, said;

“We believe television Is supervior
ta any other medium for tobacco
advertising.”

In regard to the integration of
the commercials with the dramatic
portions of the program, Mrv, Hoos
added, “We tryv not to over-empha-
size the commercials, but we're
quite proud of the many compli-
ments we receive for integrating
the sales pitch with top-level enter-
tainment.”

Regarding future plans of the
company, Mr. Bantle denied vecent
reports that the U.S. Tobacco Com-
pany plans to simulcast the program
or broadcast it over a network other
than NBC. “We studied the mat-
ter,” he admitted, “‘but have drop-
ped the idea because we don’t think
it i« feasible. Meanwhile, we are
perfectlv satisfied with our present
efforts.”

NEWS RELEASE

“A good television program can
disrupt the family dinner and pre-
gent a challenge to the housewife.

“To help her, Watertown Manu-
facturing Co., Watertown, Conn.,
is molding a 144 inch partitioned
plate for viewer diners . . .”

To help ki, TELEVISION Mag-
azine offers the television cup.

. "1“'|'|

e ()609
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CONSULTING TELEVISION |
ENGINEERS

GEORGE C. DAVIS

Consuliing Radio Engineer
Munsey Bldeg. Sterling 0111

WASTHINCTON )

PAUL GODLEY CO.
Consulting Radjo Engineers

Upper Montclair, N. J.
Labs: Great Notch, N, J.
Phones: Montclair 3-3000

Founded 1926
McNARY & WRATHALL
Consulting Radio Engineers
National Press Bldg. DI. 1205
WASHINGTON, D. C.

1107 Pacific Ave. Santa Cruz, Calif.
Phone 5040

JOHN CREUTZ
Consulting Radio Engineer

319 Bond Bldg. REpublic 2151
WASHINGTON, . (. l

A. EARL CULLUM, JR.

Consulting Radio Engineer i
HIGHLAND PARK VILLAGE
DALLAS 5, TEXAS
JUSTIN 8-4108

. BERNARD ASSOCIATES

Consulting
Radio and Television Engineers

5010 Sunset Blvd.

Normandy 2.6715

Mollvwood 27, California

WELDON & CARR
WASHINGTON, D. C.

1605 Connecticut Ave.

Dallas. Texas
1728 Wood St

4742 W, Ruffner Street
Seattle, Washington

JANSKY & BATEY

An Organization of
Qualified Radio Engineers
DEDICATLED TO THE

Service of Broadeasiing
Narional Press Bldg.. Wash., D. .

E. C. PAGE
CONSULTING RADIO
ENGINEERS

Bond Bldeg. EXecative 5670
WASITINGTON 5. D. C.
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MIN.

BENTON & BOWLES TV COMMERCIAL SET-UP

HAT television is doing to

the advertising agency busi-
ness is exemplified at Benton &
Bowles, New York. In many agen-
cies the responsibility for television
commercials 18 divided among sev-
eral departments, which also work
an AM material, and print adver-
tising. But Benton & Bowles on
January 1lst, this vear, established
a full television commercial depart-
ment, staffed from top to hottom
with those in the agency best
equipped through experience and
skill to handle work in the new
mediumn.

As one of the B&B men exagger-
ated, “If television keeps on grow-
ing at the present rate, eventually
there’ll be more people behind the
cameras than viewers.” His refer-
ence was to the growing list of
B&B and film studio personnel re-
quired to handle production of even
a one-minute film commercial.

150 Peopie = 1 Commercial

Tracing the job disclosed that
nearly 100 people actively partici-
pated in the development of a new
commercial for use in the client's
TV program, with perhaps 50 other
people called on as incidental help-
ers. This includes client and agency
brass, writers, artists, studio and
laboratory technicians, cameramen.
producers and divectors. The opera-
tion may be responsible in part for
the recently published satire, “The
Hound of Channel One,” by Shep-
herd Mead, the agency's vice presi-
dent in charge of TV copy.

When B&B established its TV
commercial department this year it

Television Magazine « February 95|

named Hoyt Allen, priov to the war
2 B&B radio director, and since, a
dirvector of both AM and TV efforts,
its 2upervizor of television commer-
cial production.

Allen ix present at the heginning
of the commercial process involved
in developing & new commercial,
first meeting with writers and ar-
tists, then interpreting various as-
pects of the production to the com-
mercial director of the program
assigned by the television program
department. in ovder that in the
actual telecast the commercial ideas
ave fullv carried out as conceiverd,

Here's My, Allen's own explana-
tion of the new B&BR TV commer-
cial mechanics:

“When a new commercial is need-
ec. client meets with the ageney's
executives, including client depart-
ment chiefs. Account supervisors,
account executives and assistants
then are drawn into the discussions.
As the new commevrcial develops.
the over-all copyv chief and TV
copy chief meet, bringing in an
artist-writer team or teams to wnrk
up story boards and scripts.

“Story boards-—a seriez of pic-
tures showing the vavious camera
shots called for by the zeript-—fol-
Jow the seript all the way through
to actual telecasting. These help
everyone from client to divector to
stagehand tn visualize the script
quickly, saving much expensive
time.

“Recently we discovered another
time and money saver. A simple
five-minute floor plan sketch of the
sets called for by the commercial.
These help prevent an ervor in set-
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up. which, if undizscovered hefore
camera rehearsal, can cost avound
$5 a4 minute for stagehands to re-
et while camera stands idle. Now a
Hoor plan sceompanies every new
seript.

“The commercials cost varving
amounts, depending on type-—semi-
animated one-minute films costing
From $1.250 to $2.250: animated,
$2.000-23.000,  and  cartoon-type,
abont $4,500,

“AR oo as enpyoand artwork are
prepaved thev arve then routed for
approval up the line to the two
copy chiets.  Sometimes  we  gn
thirough as many as 100 commercials
and story hoarvds before one is ap-
proved by the agency’'s top-most
hrass for presentation to the chent.

“For the final presentation the
camera shots are often put on slide
film and the copy recorded.”

In spite of the fact that B&BR
handles completely a major pro-
duction, TV's first live soap opera,
The First Hundred Yeavs, spon-
sored by Procter & Gamble for Tide,
Allen believes that the agencies’ big
job will be in the TV commercial
end of the business.

“As it s, even in this formative
stage of the game, producing com-
mercials for television calls on an
ever-increasing number of agency
people devoting an increasing num-
ber of man-hours to creative and
production details. That hardly
leaves time for an agency to develop
and produce programs. Besidesx, -
day most programs come in pachawe

foymat, calling on the agency o
utilize them for the hest type of
snmmeveial it ocan produce.”
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%
MAGAZINES 00
B“'LBOARDS ¢

Cross-section of an advertising
man’s gray matter reading a
business publication covering

more than one medium.

TELEVISION

Cross-section of the same
brain reading
TELEVISION Magazine

Your television advertising gets its best reception
when your prospect's ottention is directed 100%
to television—without any competing media bidding
for his attention. Only Television Magazine con

offer you the opportunity to reach your prospect
at the precise fime he is seeking television
information,

TELEVISION MAGAZINE - 600 MADISON AVENUE - NEW YORK, NEW YORK
SEVENTH YEAR OF PUBLICATION
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Tvpical of demands made on producers is 1o whip up seis Hke this within o few duys.

THE PRODUCER TAKES OVER

cial producars are showing
during this period of increasing TV
advertising, is Seaboard Studios’
completion of a recent job for Tin-
tair, a Cecil & Presbey client. In
fact, under unusual ecircumstances,
a back-breaking shooting schedule
was finished in one dayv.

TYPICAL of the hustle commer-

Notified on Thursday to prepare
to shoot four different commercials
the following Monday, Seaboard’s
production manager, Frank Walsh.
learned what sets were requived
and that the “star” was to be Signe
Hasso. Meanwhile Seaboard re-
ceived the script from the agency,
and with no time for a story board,
Walsh broke the script down to
determine how best to approach the
problem in the shortest time.

Calls went out to scene designers
with explanations on the script,
from which the designers made
sketches. Seaboard’s own set de-
signers then took over, making the
scenes right on the premises.

In the interim, consultations
were going on between Walsh of
Seaboard and Joe Lamneck and
Adrian Kuhn, the latter pair, re-
spectively production manager and
TV script department chief of C&P.

These conterences coordinated
the agency’s changes of script re-
quirements with technical details,
especially in regard to wardrobe, a
hair dresser, mukeup and other ne-
cessaries for the star, as well as
props for the shots.
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SAANW

A crew was being assembled b
Walsh during this period; the cam-
eruman, for example, was one espe-
cially noted for his work on women
models. This crew was given the
details of lighting, of set structure.
hair lighting and star lightirg.

Monday morning at six, the star,
divector, camera crew, a female
choral group, agency brass, =ound
recovders, lighting  experts and
about 14 other skilled technicians
were on the zet ready to go.

The order called for two 2-minute
commercials, one 1-minute and one
minute-and-15-xecond commercial.

Midway in the first dav's shoot-
ing, however, word came thuat the
star had to fill an unscheduled prior
ohligation, necessitating shooting in
one day what had been planned for
two. After a conference to evaluate
physical and mechanical limitations,
it was decided to wind up the work
that day. The star agreed and pro-
duction continued-——until 3:30 the
following morning.

Becuuse of short time elenrent und neec
for quality seis. first thing 1o be done is
to get seenic work undericiy,

Skifled technicions turn owt tieo Zaninnie

commerciuls. one l-minate commercial

unned ane minatewmnd-1a-second commercial
wll in one duv,

Hurdacorking stars Iike Signe Hosso can
be wonderfully cooperative.
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____________ TYPE TM-2B

Low-cost, high-quality

TV Picture Monitfor

—with a dozen wuses

Here i oa professional 12 -inch
Piciuee monitor you can o sct ufy any
place in vour station —control rooms

antonncers” boothis — o licnts” view-
i roorms —olbces, Ieois complerely
selfcnnuined with power supply.
is readily alaprabide for porrablie sers
foe Pacrure qualiny meets the reguire-

ey Gl the mose criteeal direcior

Foothe TTM-21, o-Me Bamdwidth
periity use ol closed-ciroun signals

ey the sipgnal froom o control

cont, Thighoampedance video mmpa

piakes b possabile ro weropate the

st ol o e jnanator —ar 1o loon”

the signal through several monitors.
Vertical scanotng can be switched
fise “mmirror Removahble
controls make it casy 1o operate the
unit Cremote control” (from a [Pro-
pram console, for eximple).

vicwing.”

Aspecial version of the TM-213 .
using a 10-mch picture tube L L s
available for rack-mouniing, or as a
WL b program console.

e of the bandiest video units a
statreeny can own, Order yours from
ot HEA TV Fquipment Represen-
fattve O from Depr. N87, RCA En-
gincenmy Produces, Camden, N, ),

-

TELEVISION BROADCAST EQUIPMENT

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENY. CAMDEN. N. J.
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LETTER TO THE EDITOR
Sir:

We have studied with interest your net-
work program cost-per-thousand analysis
published in the issue of December, 1950;
in at least one market, Los Angeles, which
represents nearly 10% of the total tele-
vision circulation, the figures differ con-
siderably from national averages.

We have limited our analysis to five
national programs—those with the lowest
national cost-per-thousand which are tele-
cast on network stations in Los Angeles,
It is interesting to note that the average
cost-per-thousand of these five programs
nationally is $1.94 per program, $0.65 per
commercial minute. In Los Angeles, the
average is $9.49 per program, $3.17 per
commercial minute.

For purposes of comparison we have
taken the five highest rated programs on
Paramount’s Station KTLA, which, inci-
dentally, are in the top seven rated shows
in the market over this three month period.
By comparison to the network program
averages, these five programs have an aver-
age cost-per-thousand of $1.80 per program,
$£0.32 per commercial minute,

Cordially,
Cris Rashbaum
Paramount Television Productions

LOS COST PER
NAT'L. ANGELES COMM.
PROGRAMS* VIEWERS MIN.
COST/M
Godfrey and Friends 205,314 $6.70 $2.23
{3 min.)
Godfrey and Friends 207,475 $6.45 $2.15
(3 min.)
Man Against Crime 114,711 $13.97 $4.68
(3 min.)
Stop The Music 145,382 $7.77 $2.59
{3 min.}
Show of Shows 138,317 s12.58 $4.19
(3 min.)
*pro rated to arrive of L.A. share of cost. "
KTLA PROGRAMS
Hopalong Cassidy 1,437,202 st $0.14
{8 min.}
The Movies 960,905 $1.72 $0.21
{8 min.)
Harry Owens Show 930,979 $1.93 $0.84
(3 min.)
Spade Cooley 954,918 $2.62 $0.44
(6 min.)
Tim McCoy 748,723 $1.83 $0.18
(¢ min.)
Sire:

In an arctiele carvied in vour December
“Brand Names, Food Chains in TV
Drive™ —vou reported that a client, Van
Camp, cooperated in the sponsorship of
Dolkos Derby on WEW-D. The fact is that
the  program  is sponsorad by Tiberal
Markets

IRRUe

Cordially,

Neal Hathaway
Cadlkins & olden Carlock-
McClinton & Smith, Tne.
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