_ CIGARETTE MAKERS' TV SPENDING
e eVI s I 0 " THE TREND TOWARDS FILM
HE BUSINESS MAGAZINE OF THE INDUSTRY

Seventh year of publication

RABBIT PUNCH— NBC style

No foul blow this bunny delivers—instead, hlm profams offered to stationgfthrough
he packs a sales punch that’s a boon 1o NBC’s Priggram-to-Profit Plan_,-_;f'#

sponsors and Program Managers alike.

Other sales-ma 'ing.-NBC-TV_"FiIm Featurcs
Known to his fans (he should have asmany .  runthegamutinaudience appeal,andthey’re
carrots) as CRUSADER RABBIT, he the finest sponsor bait you’ve ever seen!

represents only one of many top-drawer , ,
P n y y top Become a partner in NBC'’s Program-to-

. Profit Plan—write, phone or wire toduy:

NBC-TV FILM DEPARTMENT 30 ROCKEFELLER PLAZA, NEW YORK CITY

www americanradiohistorv com


www.americanradiohistory.com

PRY" 654374

Big=-Time Nationally=Tested TV Show ~ All Yours
in Your Own Markeits at a Price You Can Afford

.....

HULLYWUI]I] STARS... at Home, at Work, at Play

26 TH‘MELY exciting 15-minute film fea-
tures presenhng the real lives of the Movie
Cd_plfal s most colorful personalities. Run-
nifg comment by the well-known nationally
syem:dmated Hollywood columnist, Erskine

Johnson.

A MOVIE fan magazine on film, picturing
the hobbies, businesses, amusements of
the stars...glimpses of Hollywood fash-
ions-in-the-making . . . behind-the-scenes
secrets in the shooting of million dollar mo-
tion pictures. Five or six subjects in every
program—something to attract every mem-

ber of the televiewing family.

Rt g S
X 3

.C/_\ Q /Vetworé

OV ADSTY S -
A SERVICE OF THE PARAMOUNT TELEVISION NETWORK

AUDIENCE-TESTED! Captured excellent
Videodex ratings (3 mos. averages) in the
following cities: Buffalo 34.8; Chicago 14;
Cleveland 14.4; Los Angeles 11.4; St. Louis
28; Washington 19.3.

ADVERTISERS! Inquire immediately
respecting sponsorship in your markets.
Selling fast—but many areas still open.
Cost: 50% of Class A live one-time quar-
ter-hour rate for stations used. (Also avail-
able to TV stations for resale locally.)

26 PROGRAMS READY, more in produc-
tion. Running time: 12 minutes without
commercials. Center fadeout permits

insertion of middle commercial.

Audition prints on request—write, wire, telephone

* PARAMOUNT TV NETWORK
g 1501 Broadway, New York 18, N. Y.

BRyant 9-8700
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The
6ne
and,

Onlky...

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

audience

the only tv station located in
this large thriving Pennsylvania
market — Lancaster, York, Leb-
anon, Reading, Harrisburg and
adjacent arcas. In addition 1o
its ability to do a profitable
selling job for you, WGAL-TV
is ideal {or market tests . . . the
area is compact, its industry
diversified, cconomy stabilized,
rates arc reasonable. With top
shows from four networks: NBC,
ABC, CBS and DuMont and
zood local programiming, WGAL-
'Y assures you a consistently
high and growing audienece. It's

important to investigate,

Represented by

ROBERT MEEKER

Associates

San Francisco
Los Angeles

Chicago
New York

TV-APSILIATE
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Owned and Operated by
THE EVENING STAR
BROADCASTING COMPANY
724 Fourteenth Street N.W.
Washington 5, D. C.

Reprosented Nationally by

ABC SPOT SALES

1951 OUTLOOK:

The same uncertainty facing
every business man is now confront-
ing the television industry. Obvi-
ously, the military defense program
will seriously curtail production, not
only of television's products, but of
the television advertisers’ products
as well, There is no indication, how-
ever, that television will be affected
to a greater extent than any of the
other major industries.

CIRCULATION:

The increase in television's audi-
ence will slow down as set produec-
tion slows down, Over 7,000,000 re-
ceivers were produced in 1950. Bar-
ring an all-out war, at least 50%
of this total can be expected for
1951, With no new markets open-
ing, this increase in ctrculation will
not be matched by any other adver-
tising medium. In almost every one
of the 64 television markets, the
advertiser is now getting a cost-
per-thousand result which compares
favorably with other advertising
media. In spite of rising rates and
costs, this added circulation will
mean a lower cost-per-thousand.

ADVERTISING:

With a forecast of shortages in
goods and services, many advertis-
ing campaigns will be shifted:
some budgets will be curtailed,
others enlarged. Television, because
of its proved effectiveness, will suf-
fer less than other advertising me-
dia in any reallocation, and in turn
will benefit most as advertising in-
creases, as it did in the 1941-1945
period. With nighttime television
practically sold out, for every ad-
vertiser that drops out of the pie-
ture, there’s another one waiting
to come in. Moreover, paper short-
age possibilitv favors greater use
of television, just as such shortage
aided radio during World War TI.
1r,

NEW MARKETS—
NEW STATIONS:

Because of the continuance of the
TCC freeze on new stations, which
may be lifted before the year is out,
it is extremely doubtful whether

| any new station c¢an go on the air

during 1951. Whether unforeseen
priorities will stop the manufacture
of transmitters and allied station
equipment is still an uncertainty.
Encouraging, though, is the move
by a number of applicants for sta-
tions. who have placed firm orders
for transmitters. Some have ac-
cepted delivery. This action will at
least take these stations out of the
academic category of the freeze.

COSTS:

Like everything else, they will be
going up. The recently concluded
agreement for the Television Au-
thority has made sure of this. Add
Petrillo’s new negotiations, and the
majior advertiser will be confronted
with higher program costs. The
answer might well be in a more
realistic cost approach in dealing
with the top television stars, talent
agencies and program producers.
This leveling off at the top-heavy
end might compensate for the high-
er charges on the lower-scale level.

PROFITS:

Both the stations and advertising
agencies will do considerably better
in 1951. 1950 saw a changeover into
black from '49’s red operations.
Gone are the days when even the
major agencies relegated supervi-
ston of their TV activities to some
youngster. It is understood that TV
accounts for close to 15% of
BBD&O’s total billings, And while
methods of handling and servicing
programs are still by no means per-
fect. TV agency activity has sim-
mered down to a profitable opera-
tion.

Although a few stations are still
operating in the red, the great
majority (with legitimate book-
keeping practices) are showing a
profit, in some cases a considerable
one. One station will net a million
dollars before taxes and there are
quite a few others not far behind
this figure.

COLOR:

Like =0 many other luxuries, the
requirements of our defense pro-
gam will undoubtedly shelve any
serious attempt at the manufacture
of eolor receivers.

Television Magazine * January 1951
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NETWORK FACILITIES:

Coast to coast connections by
cable and radio relay will become a
reality during 1951. Additional
markets will also be hooked up with
network facilities. At present 42
cities and 72 stations (except Los
Angeles and San Francisco) are
interconnected by AT&T service.
Before the end of the year AT&T
will extend its relay from Omaha
to San Francisco. Other plans in-
clude a line from Binghamton to
Schenectady, N.Y.; from Charlotte
directly to Atlanta, and equipment
facilities from Memphis to Bir-
mingham via Jackson, Miss,

74.8% See 11 P.M. TY

A summary of a survey of 763
New York homes by Advertest Re-
search (December) follows:

A. Three quarters, (74.8¢¢) of
all television families, watch tele-
vision after 11 p.m., at least one
night weekly.

B. Late evening viewers watch
an average of 4.1 nights weekly.

C. Two-thirds of the time now
devoted to late evening televiewing
has come from hours previously
spent sleeping. The other third has
come from such activities as read-
ing, radio, visiting, etc.

The before and after late evening,

distribution follows:

Before TV  Activify Now
TV Viewing 74.8%

63.2% Sleep 15.3%

36.8% Miscellaneous* 9.9%

*includes reading, radio listening, visit-
ing, etc.

D. Late evening viewers gener-
ally appear satisfied with present
programming. They are able to sug-
gest few changes or improvements.
The categories of programs they
believe should be presented coincide
closely with categories of top rated
programs,

E. The programs (after 11 p.m.)
with the highest weekly cumulative
audience follow:

Broadway Open House (WNBT) 43.6%

Stordust Theater (WATY) 23.7%
Night Owl Theater (WPIX) 22.9%
Starlit Playhouse (WOR]} 22,0%
Roller Derby (WJZ) 9.3%
11:00 P.M. News (WPIX) 8.8%
12:00 Midnight News (WNBT} 5.0%
11:00 P.M. News (WCBS) 2.9%
Midnight Snack (WCBS) 2.0%

F. Non-late evening viewers prin-
cipally do not watch because they
retire before 11 p.m. There is little
likelthood that any change in pro-
gramming would induce them to

Television Magazine * January 1951

watch. Those who do stay up after
11 p.m. read or go out.

G. On the average almost one-
half of all television sets are on any
night between 11 and 12 p.m.

Of additional significance in re-
gard to nighttime trends is the re-
port of the Milwaukee Journal on
viewing habits in that one-station
city, whose latest receiver circula-
tion is 189,560. The study is notable
in that Texaco Star Theater drop-
ped 8.9 points between February,
1950 and November, 1950, while
Fireside Theater {a film program)
rose two rating points. The s’cudyi
for Tuesday night reveals:

FEBRUARY, 1950

7:00- B:00 Texaco Star Theater 73.0
8:00- 8:30 Fireside Theater 56.8!
8:30- 9:00 Life of Riley 64.2
9:00-10:00 Original Amat. Hour 57.7/
10:00-10:30 Sq. Dance Jamboree* 48.6
NOVEMBER, 1950

7:00- 8:00 Texaco Star Theater 64.1
8:00- 8:30 Fireside Theater 8.8
8:30- 9:00 Armstrong Circle

Theater 65.4
9:00-10:00 Original Amat. Hour 64.2
10:00-10:30 You & the right &

The Wagners* 53.3

*|rdicates locally produced shows.

THREE OF TOP 25
DRAW HIGHER RATINGS

July-December 1950
From Multi-Market Telepulse

Your Show of Shows, Philco Plav-
house and Martin Kane all in-
creased their average ratings dur-
ing the last six months of 1950, but
all other programs in the top twen-
ty-five  which were  televised
throughout the vear show de-
creased ratings for the latter peri-
od. This is due to increased compe-
tion between name shows aired si-
multaneously as well as to a greater
number of network TV programs.

July-  Jan.-

Dec. June

1950 1950/
Texoco Star Theatre 46.9 54.9
Your Show of Shows 31.2 29.3
Tocast of the Town 304 40.1
Philco TV Playhouse 28.5 25.5
Godfrey's Talent Scouts 27.9 4a1.1
Studio One 25.5 28.3
Fireside Theatre 25.5 30.6
Jack Carter Show 24.8 28.7
Godfrey & His Friends 24.6 39.7
Stop the Music 24,4 33.7
The Goldbergs 244 33.0
Kraft TV Theatre 21.7 29.4
Lights Out 21.4 24.8
Hopalong Cassidy 20.0 21.5 |
Ford Theatre 19.9 24.9
Suspense 19.8 27.3
Fred Waring 19.7 22,6
Man Agadinst Crime 19.5 20.7|
The Lone Ranger 19.4 26.1
Martin Kane 19.3 18.7 1

www americanradiohistorv com

Television's TOP Sales
Opportunity

WILMINGT ON

—first in income per
family among all U.S,
metropolitan centers
of 100.000 or over.

SO S

1950 < Managemen /
urvey of Ryyi
Power uying

purchases’

est pet Cdp“

diture of an¥

a expen'
state.

gureay
U.s cens\JS a 7/2/50.

" {4
yres relens

\/The only
T

eleviston station in

Delaware -— it delivers

you this buying

oudience.

If you're on Television —

WDEL-TV

is a must.

Represented by

ROBERT MEEKER

Associates
New York San Francisco
Los Angeles  Chicago
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Sﬁda’»«ﬁ . heck Gl

PREDICTION TIME is here again. But this year
there’'ll be mighty few predictions that

. . . RADIO: - f hets wh -
don’t start off with a capital “IF. Beware of prophets who for

get the 40,000,000 or so radio homes
in America. In 1951 radio will move
over—not out—as the infant prodigy,
TV, grows up . . . and radio will con-
tinue to be a strong, effective, ac-
cepted media.”

Except these.

Brave as anything, seven Young & Rubicam
departments stick out their necks with “IF-
less’” predictions for 1951.

CONTACT: 1951 will see an increase
in advertising expenditures.

“The last 10 years have proved
that companies that maintainstrong,
steady advertising throughout sell-
ers’ markets and product shortages,
alsomaintain the bestlong-haul com-
petitive positions.

MAIL ROOM: “The Giants will win
the National League pennant.”

“Thislesson hasnot been forgotten.” B .
TELEVISION: “Rising time & talent

costs will sharpen clients’ realization
of total costs—but continuing suc-
cessful results will bring an even
sharper rise in clients’ appreciation
of tremendous TV impact. Both fac-
tors will encourage a rapid expansion
into daytime TV.”

N
)

«
/

COPY: “Don'texpect tosee many ‘pur-
ple prose’ ads due to war or semi-
war conditions.

e

“Copy in 1951 will be less emo-
tional, more factual-—consequently
will do a better job of explaining
problems, policies, and products to
consumers,”’ PLANS BOARD: “The tough, tense
twelve months ahead will put a
] greater-than-ever premium on fresh
current thinking ... the ability to
meet brand-new problems promptly
with sound solutions.

ART: <1951 will show an art trend to-
ward simple, forthright presenta-
tions in layout and illustrations.

“This will hold for every phase of
your business—including your ad-
vertising.”

“But you’ll see fewer stereotyped
approaches —more new, fresh feel-
ing in illustrations, much of which
will come from artists and photog-

raphers new Lo advertising.” YOUNG & RUBICAM, INC,

Advertising ¢ New York Chicago Detroit San Francisco
Hollywood Montreal Toronto Mexico City London

4 Television Magazine * January (951
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TELEVISION Magazine’s Continuous Cost Study

COST PER TEOUSHANID

Here is a second installment which attempts to answer the question: What is the cost per
thousand viewers figure for each commercial? This yardstick is based on time and production
cost, and viewers reached per program, the latter from American Research Bureau first week
in November figures. Program costs is from TELEVISION Magazine's Continuous Cost Study.
Time costs are weekly averages from Publishers Information Bureau October figures, except
for the DuMont and new programs where independent estimates are used.

Hour programs are credited with six commercial minutes, half-hour programs with three
minutes, etc. In this way programs of different length are compared. [For a fuller explanation
write to TELEVISION Magazine.}

COST TOTAL* PEOPLE . £ COM. ' COST/M/
PROGRAM ADYERTISER PROGRAM TIME* STATIONS (000} COST/M MIN. | COM. MIN.
|Big Town [ Lever Bros. | 11,000 $8,145 24 5,130 $3.73 3 $1.24
(Billy Rose Show Hudson 15,000 11,502 53 1,968 13.47 3 4.49
|Blind Date Gruen 5.000 8,115 24 2,990 4.39 3 1.46
» Camel News Camel 10,000 25,815 33 8,432 4,37 72 58
Mon. to Fri. turnover of 2.1 |
* Captain Video Rosefield 900 8,000 19 2,698 3.30 3 1.10
(est.)
© Cav. of Bands Drug Store Prod. 8,500 8,925 21 3,408 5.11 [ ‘ 85
lest.)
« Cav. of Stars Drug Store Prod. 8,500 14,400 18 4,228 5.42 [ .90
{est.)
¢ Comedy Hour Colgate-Palm.-Peet 30.000 23,575 56 16,478 3.25 6 .54
* Don MeNeil Show Philco 5,500 15,105 37 3,018 6.83 6 1.14
| Garroway Congoleum-Nairn 6,250 11,145 51 3,654 4.76 3 | 1.59
| Godfrey Scouts | Lipton 5.500 6,795 21 7.840 1.57 3 .52
| Goldbergs General Foods 11,000 5,670 20 4,107 4.06 3 1.35
! Hands of Mystery l Bond Stores 5500 (5.3*0;) n 2,336 4.62 3 1.54
est.
* Jack Carter | Johnson's Wax 4,000 3,385 33 7.385 1.00 1 1.00
| Part. ‘
¢ Jack Carter l Campbell Soup 12,000 213 33 7,210 2.93 3 ’ .98
¢ HKukla, Fran, Ollie Ford 3,000 9,082 51 3,683 3.28 3 1.09
Wed.
I KuKa, Fran, Ollie | Sealtest 6,000 | 16,260 39 5,865 3.80 6 .83
Tues. & Thurs. turnover of 1.5
% Kukla, Fran, Ollie RCA Victor 6,000 “ 20,972 57 5,930 4.55 6 .76
Mon. & Fri. turnover of 1.5
b Lux Theater Lever Bros. 12,000 ‘ 8,202 24 4,256 4.76 3 1.59
& Mama General Foods 6,900 7.125 22 7,986 1.76 3 .59
§ Martin Kane | u. s. Tobacco 8.000 12,060 56 7.037 2.85 3 95
" Nash Theater i Nash 15,000 12,630 49 2,600 10.463 3 3.54
One Man's Family Sweeth't Soap 9,500 | 13.830 53 7,105 3.28 3 1.09
; Perry Como Show Chesterfield 8,000 | 21,120 40 5,731 5.08 41/2 1.13
Mon., Wed., Fri. " {urnover of 1.8
n Plainclothesman Harvester 4,500 3.030 7 1,388 5.07 3 1.69
Pulitzer Plays Schlitz 30,000 17.363 40 4,186 11.31 ] 1.89
| Roller Derby Am. Tobaeco 4,200 | 2,520 5 410 16.39 4 4,10
Tues, | (est.)
Show Business Am. Tobaceco 11,000 10,719 52 8,550 2.54 3 .85
Show of Shows Snow Crop** 5,000 3,715 40 12,024 72 1 .72
Showtime, U.S.A. Dodge 20,000 11,198 43 2,797 11.15 3 3.72
Suspense Elec.-Auto-Lite 8,000 7.245 24 6.006 2.54 3 .85
Toast o' Town Line.-Mercury 20,000 15,645 40 12,392 2.88 6 48
Voice Firestone Firestone 6,000 7,440 29 2,598 5.17 3 1.72
What's My Line Stopette 6,500 | 8,514 33 4,500 3.34 3 1.1
You Bet Y'r Life DeSoto-Plymouth 12,000 13125 49 8.060 312 3 1.04
Your Hit Parade Am, Tobaceo 15,000 6,180 17 4,054 5.23 3 1.74
*Bosed on Oclober station figures 1o coincide with time cosis.
®%Benrus, Scoich Tape ond Crosley.
Television Magazine * January 1951
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| OPINIONS

T OUT o NABTY Y

INBUSTRY SENTIMENT FOR ONE ORGANIZATION

Harold Hough

Divector-WRAP, Fort Worth.

“As Chairman of the Committee
to set up the structure on the NAB-
TV, I do not consider that this is
to be a merger with either NAB or
TBA—or any other trade organiza-
tion. Every television operator will
be welcome whether they are mem-
bers of either of these organizations
or other organizations.

“The need for an autonomous sta-
tion TV organization at this time
1s so apparent that discussions of
reasons 18 merely a waste of time.
Two dozen objects could be listed
quickly.

“I feel that this association must
stand on its own feet. If the parent
NAB can supply us with some ser-
vices more economically and more
efficiently than we can create those
same services ourselves, they will
be purchased from NAB. I feel that
NAB is in a position to do this,
which of course will be of great
assistance to the new television
group. Membership in NAB will not
be a requirement for membership
in NAB-TV. .

“The Organization Committee, of
course, will have to pass on all this
finally, and those present at the
meeting will have the final say. The
ideas T have expressed here are my
own. As an operator and as Chair-
man, T will present them to ihe
Committee.”

% %
Robert D. Swezey

General Manager, WDSU, New
Orleans,

“In brief, it is my epinion that a
trade association  for  television
should perform the following func-
Lions:

Y10 Maintain sonud  government
velations for the indnstrey.

"2 Maintain sound public rela-
tions for the industry.

S Pavhicipade inoall activities
caleulated fo serve the best inlerests
of the industry as a0 whole woud pro-
mole il ellicaes oo oadvertising,
enteytainment, and cdocational me-
chiym.

“Che thivd of Ahe Tareeoing oh-
Jeetyoes peeer arily covers oo mulli-
fude o ranging  in
charvacler fyam sippearinee in viri-

ST e,

6

ous hearings and legal proceedings,
to the establishment of technical
and other industry standards, the
maintenance of appropriate statis-
tical records, and the creation and
dissemination of advertising and
promotional material.

“The TBA thus far has not repre-
sented numerically any preponder-
ance of operating TV stations, nor
has it been adequately financed and
staffed. The same thing can be said
of the television department of
NAB.

“It will require a minimum in-
vestment of several hundred thou-
sand dollars on the part of the tele-
vision industry to establish a sep-
arate trade association comparable
in facilities and staff to the NAB.

“The NAB has indicated its will-
ingness to cooperate fully with tele-
vision members in establishing a
separate Television Board with au-
tonomy to consider all television
problems and to work out an equit-
able allocation of the cost of run-
ning a combined trade association,
the facilities and services of which
would be freely available to both
AM broadcasters and TV broad-
casters.

“In the circumstances, it seems

Harold Hough

Paul Adanti

John E. Fetzer

Lee Ruwitch

William Fay

Robert D. Swezey

www americanradiohistonzcom

to me that the television Lkroad-
casters should take advantage of a
situation which will enable them to
deal with their own problems and
to secure adequate and efficient
trade representation at a much
lower figure than they otherwise
could.

“In the final analysis, in propos-
ing this setup all we are suggesting
is that the trade association do the
same thing as the great majority of
television station operators are now
doing—engage in two air media
which, though frankly competitive,
have many common interests and
problems.”

* * *
Lee Ruwitch

Vice President and General Man-
ager of WTVJ, Miami.

“I believe that a television trade
association should follow the excel-
lent pattern laid down by NAB in
the matter of serving the industry.
For instance, the TV member sta-
tions should be able to count on the
association for information as to
operations costs, for case histories
in labor relations, rate structure
analyses, talent fee policies, effec-
tive methods of selling television ad-

{continued on page 30)

Television Magazine * January 1951
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Heads up,
boys, 1Us—

W YORK

E OF A SERIES FEATURING THE MEN who MAKE FREE & PETERS TELEVISION survick

1

Four yeurs, University of linais

Two venrs, 1. S0 Army (Purphe
FHeart, Siber Star)

Twenty-two vears, National Bromd-

casting  Company

Free & Peters, Ine. (New York
Office) sinee Deel, 1950

B Suowenmany!

(Another F& P TELEVISION Specialist)

Yes, “heads up” is the phrase for Chick
Showerman. As you undoubtedly know,
he’s been heading up a lot of things, for
years— including the Central Division
of NBC, as Vice President In Charge
(recently piloting this Division’s tele-
vision sales to an outstanding level in
the industry). Now Chick has joined
F&P, to head up our rapidly-growing
television sales and to help keep us
heads (and shoulders) up on National
Spot Television.

Big man though he is, however, Chick
Showerman is by no means the only
great performer in our team of TV

CHICAGO ATLANTA

Television Magazine * January 1951

specialist=. For years we've been build:
ing a complete line and Dbacklield of
skill and experience in this new and
exciting mediuin — have long since de-
veloped a TV squad that’s of strictly
championship quality. . . .

We of Free & Peters are entirely cou-
vinced that “good men are the secret of
success.”  lyer since our company's
founding in 1932, we have considered
it a bLig part ol our job to dizcover,
develop and acquire good men. We
know you can see the results, here in
this pioneer group of radio and tele-
vision station representatives.

DETROIT FF. WOR'TH

www americanradiohistorv com

( EXCLUSIVE NATIONAL

TELEVISION
REPRESENTATIVES

DAVENPORT WOC-TV#*
Central Broadeasting Co—
WHOWODCH
FORT WORTH-DALLAS WBAP-TV*
[STAR-TELEGRAM)

LOUISYILLE WAVE-TV*
{WAVE, Inc.)
MIAMI WTV)
(We tco Thootres)

MINNEAPOLIS-ST.PAUL WTCN-TV
(DISPATC [-PIONE TR PRESS)

NEW YORK WPIX
(THE NEWS)
i ST. LOUIS KSD-TV*
{POST-OISPATCH)
SAN FRANCISCO KRON-TV*

{THE CHRONICLE]

Priveary NRC A Tt
¢ i pe——

FrEE & PETERS, INC.

Pioneer Radio and Television Station Representatives Since 1932

HOLLY\WYOOD SAN FRANCGISCO
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HOUSTON FEARLESS

EQUIPMENT

pendability that assure perfect, reliable perfor-

For complete camera mobility, smooth pan

mance at all times.

effects, angle shots, running shots, tiles, dolly More and more television stations and film pro-

shots...most television stations rely on Houston- ducers are discovering the many advantages and

Fearless equipment . . . standard of the motion economies in operating their own film process-

picture industry for 20 years. Houston-Fearless ing labs. Whatever your needs, Houston-Fearless

dollies, crancs, camera pedestals, tripods and film processing equipment will do the job faster,
heads combine hrilliant engineering, superb  better, automatically and wicth complete de-

quality, precision craftsmanship and proved de- pendability.

Write for information on specially-built

equiputent for your specific needs,

HOUSTON
FEARLESS
%WMM 11801 W. OLYMPIC BLVD - 10S ANGELES 64, CALIF.

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

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

Television Magazine * January 1951
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. CUTTING ROOM

CAMELS HIT BACK

In a new series of commercials,
Camel does a beautiful job of de-
flating Philip Morris’ exhale test by
asking the TV viewer how he can
possibly judge a cigarette by one or
two puffs, and that rather than rely
on tricky tests——try Camels for 30
days and really find out how kind
they are to your throat,

SAYS NETS RAISE NUT

In reply to Kudner's Jim Ellis’
recent assertion that exorbitant TV
program costs can be laid to net-
work’s ‘“‘bidding up the price of
talent,” talent agencies we checked
on the matter, however, admit big-
name talent is being over-paid, but
say good, young talent is still under-
priced. The talent agencies blame
the advertising agencies for bid-
ding up prices in an effort to get
first use of a big name.

One talent agency executive said:

“Both the ad agency and the pack-
ager is doing bad buying. When the
talent comes high, the client
screams, But talent cost is not all
to blame. Most shows run 'way over
the original budget. That’s because
sets are late in arriving, there’s a
dearth of good writers, and there
are many additional production dif-
ficulties in television. Even a guest
star needs a good writer, one charg-
ing $1,000 a show. Established
shows are competing for ratings,
and need added attractions, which
has caused the guest appearance
trend to increase with consequent
increased program cost.”

One talent agency executive add-
ed, however, that “prices are being
stabilized on talent now.” Another
talent expert said the snonsor gets
what he pays for. “For $300 you get
a $300 actor. An agent can fill al-
most any budget required. One of
the many factors in rising talent
costs is the many buyers who do
not know the field.

They tend to follow the gossip
columns, and bid up prices because
some pretty gal seems to be getting
a lot of publicity, rather than rely-
ing on the agent’s recommenda-
tions.”
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NEWS ITEM

Detroit, Jan. 10 — Harley M.
Grigg charged in a divorece sult to-
day that his wife, Sidonie, stayed
up so late looking at TV programs
she couldn't fix his breakfast.

PASS THE MOUTHWASH
Either we're too sensitive o1 our
eating habits will have to be
changed. Colgate’s bad breath and
tooth decay pitches just don'’t go at
dinner time. It’s bad enough having
to eat out of one’s lap without being
told of the consequences of not
brushing your teeth properly.

KUKLA, FORD & SEALTEST
Kukla, Fran & Ollie seemingly
are at their best these days when
merchandising RCA products. The
reason Ford and Sealtest sessions
are less entertaining is an apparent
contest between the advertising de-
partments of, or agencies for, these
manufacturers to see how much of
the show’s half hour can be taken
over by commercials. Through in-
creasing avidity, Ford hag edged its
“integrated” commercial time up to
about 20-odd minutes. Sealtest is
not far behind them. The other
night Sealtest used almost the en-
fire program to have the puppets
and Fran work on a Sealtest ice
cream treat. Amusing enough in
itself, repetition of this kind of
thing will lose viewers. Even Till-
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strom needs more than a few min-
utes to hold the audience with his
genuine creative skill,

WHO'S WHO, BUT WHY?

The interview show, because of
the opportunity that it affords to
present leading celebrities to TV
audiences, has abways been consid-
ered a video natuval. Unfortunately,
it has a great pitfall. And nowhere
is this better illustrated than on
the Stork Club program. It seems
that the great bulk of interviewers
feel that in presenting a celebrity
they have done all that 1s necessary.
They do not, in most cazes. have
sufficient knowledge of the person
ol the field being interviewed. They
don’t bring the reportering and re-
search qualities of a Mary Margaret
Mc¢Bride to the job. A foreign cor-
respondent was introduced with the
remark: “The man that only last
week was responsible for the front
page story . . .” Rather than going
into the story, the problems of get-
ting it and so forth, the conrrespon-
dent was asked how he was. was he
having any fun in New York . ..

Another time host Billingsley
queried the author of a book that
was just published. Bevond the fact
that mention was made of this,
there was no other reference to his
literarv efforts or how the book was
veceived, except an embarvassing
chuckle with the remark: "I guess
I'd better buy a copy of the book.”

GUEST WITHOUT PORTFOLIO

The old hypo of guest appear-
ances to perk-up a program is being
over-worked as it alwavs has been.
Recent Jerry Lester show on the
Colgate Comedy Hour is a case in
point. If ever there was a waste of
talent this was it. Kukla, Fran &
Ollie came all the wayv in from Chi-
cago—all they did was act out three
or four lines. How Fred Allen al-
Jowed himself to get on the program
in the first place is inconceivable.
His lines didn’t give him a chance.
All screen stars Joan Bennett and
Pat O’Brien did was say “Hello”
and stand uneasily around the stage
for a few minutes.
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Credit shrewd casting in bring- ~
ing ‘“Ellery Queen’’ into TV

betng. Richard Hart in the title i \

role, is alert and forceful, extract- ) |

ing all the suspense qualities \“Q_k

out of the initial script. Du Mont, b

rushing to the front with provocative pro- 4
gramming may have a winner here.

TELEVISION DAILY

Too often in those TV crime dramas
these days, the producers are content to
allow a name star to carry too much of

the acting burden. An exception last Thurs-
day night, however, was ““Ellery Queen”’

(Du Mont), in which Richard Hart and Florenz
Ames are the weekly regulars. Outstand-

tng among the support were Joan

Westmore and Richard Purday.

VARIETY

The most notable feature of this show

ts that Ellery Queen is played by Richard

Hart. Just recently Mr. Hart left a role

in *“The Happy Time’’, a current

Broadway play to do the tele-
vision series. His ability as an
actor on the stage and in the
movies has not failed him in

television.

NEW YORK TIMES

LEV s

'l“Mﬂ
N ®
T T w o a

—adapted from the
best-selling detective fiction

of all time
THE ADVENTURES OF
ELLERY QUEEN

are now making exciting
mystery fare for millions

of television fans.

Sponsored by:

KAISER-FRAZER EVERY THURSDAY

at 9:00 P.M.
on the

|°~

62 STATIONS
THE NATION'S WINDOW ON THE WORLD

515 MADISCN AVENUE

NEW YORK 22, N, Y.

PHONE: MURRAY HILL 8-24600

Copyright 1950, Allen B. DuMont Laborataries, Inc.

Television Magazine’ -C‘Uéﬁda‘ry 1951
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by Clarence L. Jordan.

Executive Vice-President. N. W. Aver & Son

Fred Kugel asked a very provoca-
tive question: “What do you think
television’s biggest new job is for
19517”

Not easy, that one. What with
national defense restrictions, color,
the FCC freeze, skyrocketing costs,
and others, you could argue rvight
on through the year—and mavbe
never get an agreement.

But I don't think television’s big-
gest new job is necessarily a techni-
cal problem at all. T think it is a
social problem—to demonstrate the
breadth and depth of TV’: social
usefulness.

All of us have watched television
grow with the greatest speed of anyv
large industry in our history. There
is little guestion but that another
six million or more sets could move
into operation if there were no re-
strictions on markets or production.

Nor is the problem gne of profits,
as it was a year ago. During the
past months, we have seen station
red ink turn into black and huge
nets reported by manufacturers.
Programming, too, has been greatly
improved until there is no longer
any doubt about TV’s entertain-
ment value. Rapidly mounting time
sales testify to video's powerful
selling ability. However, there is
definitely a problem for advertisers
in the skyrocketing costs of video—
and this must have caveful study
in 1951,

TV a 'Whipping Boy'

These early goals have been
reached with almost breathtaking
speed. But they have been achieved
in an atmosphere of worry and fear
rather than all-out cooperation and
support. Many thoughtful people
have predicted that television would
destroy some of our most ¢herished
traditions . . . that it would inter-
fere with education ... curb health-
ful outdoor recreation ... hurt con-
versation and many long-estab-
lished businesses. A great variety

Teleﬁér&l‘;&;z4e + January 1951

of ills, from u decline in the sales
of false teeth to a drop in the num-
ber of street car riders, has been
blamed on TV, The country seldom
has had a more convenient “whip-
ping boy.”

Jerry Jordan, speaking before
the 54th Annual Convention of the
College Physical Education Associ-
ation on December 29th, laid some
of these fears to rest. *Television,”
he said, ““has not hurt newspapers.
magazines, radio, vrecreation, or
sports attendance to the extent
many people expected. All of these
industries are still operating at or
close to the highest levels in theiv
history.”

But it is only a first step to show
that television is not a destructive
force in our society. The next and
most important step is to recognize
its full power as a constructive
force—not only in entertainment
but in the full range of modern
civilization.

An Ally of Education

Because television possesses that
potential. Few people who have stu-
died it carefully doubt that it can
become a powerful ally of education
—a stimulant to clearer thinking—
a builder of many useful phases of
society.

Some progress was made in this
direction during 1950, Television
of the United Nations did much to
awaken the country to the danger
it faces from totalitarian aggres-
sion. Governor Dewey demonstrated
some of ity great potential in politi-
cal issues. John Kieran, Guyv Mari-
ner and others have shown glimpses
of its tremendous educational value.
Several colleges and hospitals have
indicated its tremendous possibili-
ties in teaching., Crusade in Europe
and the CBS year-end round-up
were outstanding contributions in
international understanding.

But there is more, very much
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TV’'S BIG PROBLEM

more to be done before television
even begins to reach its tull con-
struetive stature. That, I think, ix
television’s most challenging job in
1951, How much can it contribute
to the well-being of the nation ax
well as to its entertainment?

I know many of the objections
that will be rdaised to this kind of
thinking. “You can't build audiencex
by educating people—you have to
entertain them.”

Boundless Opportunities

I'm not w0 sure. Qur great publi-
cations reached their commanding
position because theyv combined con-
structive editorial vitality with en-
tertainment. Their articles on
health. national issues, science and
social problems . . . on food, home-
making, sports and entertainment

. often are read with the same
eagerness as their news and fiction.
Isn't there a challenge to television
in the very fact that many of its
critics now contend that it 1s largely
a big wvariety show with little
thought-provoking or helpful edi-
torial matter?

Let's lTook at a few of the many
opportunities that exist. Health ix
one ot the greatest of all =ubjectx
in reader interest. Isn't there a
way in which video could contribute
more to a better understunding of
many public health problems? Soon
three and a halt milhon boys will
be buack in the Armed Forces, Mil-
lions  of parents, relatives and
friends will like to see what thev
are doing and live with them in
some of their tasks in bullding &«
strong America, Cannot television
serve in this important phase of
our national life? Our colleges and
educational institutions face rvockw
dayvs ahead as student enrollment
declines. Instead of arguing bitterly
over a ban on television of college
activities, isn’'t there a more con-
struetive way in which video can aid

([continued on page 28]
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A USE...

Top Hollywood Talent
for Local TV Budgets

SNADER TELE**

JON AND SONDRA STEELE

SNADER TELEscriptions

WHAT THEY ARE Top-quality
motion pictures of well-known singing,
dancing and musical novelty acts
filmed in Hollvwaoed erpressty for tele-
wision. Each nct is complete o btself
and runs for approximately 314 min-
utes. Opening and close of each act is
designed for casy integration inte uny
length program, in combinntion with
live munouncer ar nnster of ceremonies

Cand smooth interlacing ol live or
Dlond rommercinds,

HOW THEY ARE USED In preparing
programs, vach TE] Vseription is used
ax thongh it were an individool “live’
act, They nmy be progrommed in
cither  S-minute. quurter-ho hnlf-
hor, or ane-hone program series. Thay

are wvailable for duily or weckly show-
ings over 13,26, 39 nnd 532 wick periods.

HOW MANY AVAILABLE Approxi-
mutely 100 TELEscripfions ate now
wvailnble . .. snd new nunthers ure be-
ing udded at the rate of ten cach week.

HOW ARE THEY PROGRAMMED
Station or sponsor may build his own
program format or use any of a series of
program format scripts specially prepared
for use with SN/\BER TELEs¢riptions.
including:
HOLLYWOODSPOTLIGHT REVUE
TAKIE ANOTHER LOOK
BEHIND THE FOOTLIGHTS
INTERMISSION TIME
THE MUSIC ALBUM
GUEST BOOK
PARTY TIAIE
HOLLYWOOD DIARY

... and other preat new program
formats being added regularly !

MEL TORME

————

KING COLE TRIO

ptions

o

PATRICIA MORISON

HERB JEFFRIES

DOZENS OF BIG-NAME STARS ...
MORE BEING ADDED EVERY WEEK!

Patricia Morison

Gale Storm

Toni Arden

June Christy

The Pagans

Cab Calloway & Orch.

Charlie Barnet & Orch.
Lionel Hampton & Orch.

Count Basie & Orch.
Miguelito Valdez
Martha Davis

The Starlighters
Carlos Molinas
Mitchell Choirboys
The Harmonicals
Cass County Boys
Marina Koshetz
Peggy Lee

Mel Torme

Tex Ritter

Carl Ravazza

Arthur Lee Simpkins

Diana Lynn

Wesley Tutlle &
The Westerners

Guadalajara Trio

Red Ingle & His
Natural Seven

Page Cavanaugh Trio

Nat “King" Cole

Herb Jeffries

Clark Dennis

The Pied Pipers

Merle Travis

Frank Yankovic &
Polka Band

Red Nichols & His
5 Pennies

The Skylarks

and numerous

dancing stars

and groups

SAN FRANCISCO
affered evelusively orer KRON-TV

PHILAREILPHIA ...

offered exclusively over WFIL-TV
WASHINGTON ..

offered exclusively orer WNBW
CHICAGO...

affered exciusively over WGN-TV

Snader Telescriptions Jales

REUBEN R. NAUFMAN, Preildont
NLW YORN—229 WEST 47MD STREET

INC. MINNEAPOLYS , ..
offered excluxirely orer WTCN-TV
Walch for the announcement of other leading
TV sltations offering SNADER TELEscriplions!

CHICAGO—39 EALT YAN BUNIN
(PHONE, WL . 34480}

ENCIES, STATIONS, SPONSORS:

BIVERLY HILLB—177 SOUTH BEVERLY DRIVE

WRITE, WIRE. OR PHONE OUR CHICAGO OFFICE
FOR COMPLETE DETAILS!
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OPALONG Cassidy and Gene
Autry can each appear twice
on Sunday in Chicago and draw
35.2 and 24.9 ratings for the former,
and 17.9 and 14.7 for the latter . ..
Sealtest can pay approximately
$280 to sponsor a national name
like Autry on WJAR-TV, Provi-
dence . . .

A Salt Lake City sponsor can ob-
tain second-run rights on a 12,000
property like Fireside Theater for
less than $100 . . .

The Vienna Philharmonic can be
acquired in 15-minute segments for
prices ranging from $30 to $125 . . .

TV Fare 25°% Film

And the ability of advertisers to
acquire high quality properties
made expressly for video is becom-
ing Increasingly easier. More than
25% of all programs currently tele-
cast are made up of films and the
percentage of syndicated film is ex-
pected to rise sharply.

That national, local and regional
advertisers are aware of the low
cost and excellent values of such
programming is also recognizable
from the lineup of bankrollers. Such
national names as Carnation, Ford,
Sealtest, Studebaker and Chevro-
let; sponsors like E. J. Brach &
Sons advertising regionally in the
mid-west, and Gioia Macaroni in
up-state New York; local sponsors,
like Philadelphia’s Fidelity Bank &

Television Magazine * January 1951

The Trend Towards Film—Part Il

SPONSORS SWING
TO SYNDICATED FILM

Trust, Dayton’s Anderson Piano
and Seattle’s Olympia Brewing al-
ready are listed as backers of syn-
dicated film programs.

While syndicated film can he com-
pared to transcribed radio pro-
grams, the onus until recently at-
tached to taped programs for many
vears will not be carried over into
TV. Reason: syndicated film can
point to programs now competing
rating-wise with top live programs.

Anticipating this as an extremelyv
important and lucrative field NBC
and CBS have set up special film
syndicate departments; Paramount
and  United Artists are muaking
packages exclusively for TV; impor-
tant Hollywood names like Peter
Rathvon, former head of RKO; Hal
Roach; Walter Wanger, and Crosby
Enterprises are also producing di-
vectly for video: Edward Petry &
Co., largest station rep, has formed
United Television Programs, with
Standard Radio Transcriptions and
Century artists, to furnish stations
and advertisers with a steady source
of programs. Crosby Enterprises,
whose properties include Firveside
Theater, Night Editor and a series
of chimpanzee comedies, has named
United as itg distributor.

One disquieting note arises from
the fact that the networks conceded
to talent unions the right to collect
another round of wages when a film
1s shown for a second time. No tire
as vet has been set to put the plan
into effect, however.

The largest radio packager, Ziv,
has set up Ziv Television Produc-
tions and has taken a five year lease

Peggy Lee sings in Snmader Film.
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on a large slice of Enterprise Stu-
dios to produce 1ts own product.
Plan is to sell to individual stations
and advertisers rather than direct
to a network, with products avail-
able to those advertisers who want
to concentrate in specific markets.

Ziv's most sought-after property
is The Cisco Kid, half-hour western
stories filmed in Technicoler, each
film costing $15,000. Ziv hopes to
re-run them and have an up-to-date
package on its hands when color TV
arrives. Released in May, Cisco Kid
already has been acquired by 35
stations. NBC purchased the prop-
erty for its New York, Washington
and Cleveland outlets. Sponsors
range from banking companies to
macaroni outfits to local bakeries
and include:

New Ergland Banking
WJAR-TY, Providence
Gioia Macaroni
WHAM-TVY, Rochester
Gioia Macaroni
Sealtest
WBEN-TV, Buffalo
WHEN-TV, Syracuse
Interstate Bakeries
KNBH-TY, Los Angeles
KFMB-TV, San Diego
WGCAF-TY, Kansas City
WLAVY.-TV, Grand Rapids
WCPO-TY, Cincinnatti
WOW-TY, Omaha
WENR-TY, Chicago
Packer's Super Markets
WXYZ-TY, Detroit
Kilpatrick Baking
KRON-TY, San Francisco
Johnstown Sanitary Dairy
WJAC-TV, Johnstown
Sealtest
WNBW-TVY, Washington
WAVE-TV, Louisville
Koontz Dairy
Esskay Meat Packing
WBAL-TV, Baltimore
Stroehmann Baking
WNBF, Binghamton
Paige's Dairy
WDTV, Pittsburgh
Huber's Baking
WDEL-TY, Wilmington
Teddy Peanut Butter
WNAC-TY, Boston
Nolde Bres. Baking
WTAR, Norfolk
WTVR, Richmond
Gordon Baking (alt. wks.)
WNBT, New York

The Cisco Kid registers uniform-
ly fine ratings, December Videodex

13
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PARAMOUNT'S
'DIXIE SHOWBOAT'

Jacqueline Fontaine featured as 'Dixie Belle.'

figures indicate. Show rated 22.6 in
Baltimore; 17.3 in Boston; 33.2 in
Buffalo: 29.3 in Detroit; 29.1 in
Pittsburgh and 16.0 in Washington.

Ziv also owns distribution rights
to Story Theater films, a series
made by Grant Realm and which
advertised Lucky Strike during
1949. Half-hour treatment of fa-
mous classics with Hollvwood casts,
Story Theater will be supplemented
by Ziv with 26 additional produc-
tions. Other Ziv items include Easy
Aces, a TV adaptation of the fa-
mous radio show; a Sports Album;
Yesterday's Newsreel, old film clips
with  production and narration
bringing the material up to date.

Capitalizing on the need for local
program material, particularly suit-
able for participation shows, Sna-
der Telescriptions iz making a
strong bid for this field.

First, to make a deal with Pe-
trillo, this outfit hus been able to
produce to date over 400 new three-
minute musical film shorts, Tts plan
I8 to keep production on a current
hasis with the new hits. In some
maurkets 1t s offering stfations an
exclusive  package providing  fov
unlimited use. Within a short period
of time, such advertisers as Owl
Dyrug in Los Angeles. Blatz Beey
in Milwankee and the New Ovleans
tdepavtment store, Maison Blanche,
began  sponsorine programs built
around these musical films.

Gene Autry a Favorite

CBS Radio Sales TV Productions
his avaried bateh of films available,
ranging from Gene Autry {o the
Vienna Philhzormonic, Most sought-
aller package I8 the Gene Autry 52
half-hour sevies currently playing
i 2% mavkets, Wrigley Gam takes
an cight station GBS hookup, The
hitlanee i bought. on o loea) hasis
wit' firsl run virhts availible af
I55%  of cach  fation’s hall-hour
network Class “A” vate. P oavidence

14

and Houston sponsors pay an esti-
mated $200: major markets like
Chicago, around $1,500. The series,
made in Hollywood for direct TV
usage, is budgeted at $17,000 per
half-hour show. Local sponsors in-
clude Borden, Studebaker, Sealtest,
Royal Baking, E. J. Brach and Oak
Cliff Bread.

Videodex’s December national
rating for the show is 19.9 in 28
markets, with homes reached figure
of 1,514,000. Shown twice in Chi-
cago, the program gets a 14.7 rat-
ing at 6 pm. on WBKDB and a 17.9
rating at 1:30 p.m. on WENR-TV.
Other ratings include: New York,
16.4; Cincinnati, 15.6; Cleveland,
25.4; Detroit, 28.6; Pittsburgh,
20.0 and St. Louis, 31.7.

New CBS Series

CBS' new series, Range Rider, a
half-hour Western show budgeted
at $17,000 per program, will sell for
$650 in major outlets (New York
will be $1,300) to $175 for outlets
like Salt Lake City, Nashville and
Charlotte. The Vienna Philharmon-
ic series, 13 symphonic quavter-

hours, already has acquired six
sponsors: Potter, McCune, Pitts-
burgh: TFidelity Bank & Trust,

Philadelphia; Oak Park Reserve
Savings, Chicago; Anderson Piano,
Dayton; Tevis Music Stores, Ro-
chester, and Olympia Brewing,
Seattle. Cost ranges from $30 to
$125. Carried on WDTYV, Pitts-
burgh, Sunday at 4:30 p.m., show
rates 6.6, has a 2.7 viewers-per-set
and an audience of over 28,000—a
good showing for this type of pro-
2ram,

Strange Adventure films, another
CBS property. ave re-runs of the
1949 Fiveside Theater films made
originally Tor Procter & Gamble.
Usable as 52 quarter-hour or 26
Falf-hour segments, the filmy were
riated in the top ten shows on the
firdl run, The films orviginally were
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made for $12,000 per half-hour, but
P&G, which had only first-run
rights, paid about $6,000 each. Ford
dealers currently sponsor the series
in New York under the title, Tales
of the Black Cat, which has an 11.4
rating. Shown in 25 markets,
Strange Adventure lists such spon-
sors as Sinelair Dealers, Admiral
Radio, Snider Drug, Cella Wine,
Hudson Dealers, Sterling Brewer-
ies and Columbus Bank & Loan.
Sronsored at 11 p.m.. Tuesday on
WPTZ, Philadelphia, the program
garners an 8.0 rating. Since Cella
Wine only pays half the regular
time rate due to the late hour, the
rating gains added value.

On a quarter-hour basis, costs
range from $50 to $250; on a half-
hour basis prices vary from $90
to $450.

Other CBS packages include Hol-
lywood on the Line, a quarter-hour
of simulated interviews with film
stars, and World’s Immortal Ope-
ras, a half-hour musical series
sereened in Rome.

Convinced of the growing im-
portance of film syndication, NBC
last August set up a special depart-
ment and evolved a Program-to-
Profit Plan, based on the belief that
the hest kind of sale is one that
produces revenue for the station,
the advertiser, the agency and the
network. To back up its plan, NBC
is producing a variety of packages
that may fit into various time slots.

Properties inctude: Public Prose-
cutor, a 20-minute ¢rime program;
Jackson & Jill, a 30-minute situa-
tion comedy; Going Places with
Uncle George, a 26-part, 10-minute
adventure-explorer series; 100 Va-
riety Musicals, made up of three-
minute films ranging from wvocal
talent to the Vienna Symphony;
Crusader Rabbit, four-minute car-
toon episodes for children; and
Hopalong Cassidy films originally
made for regular movie runs, now
fashioned into one-hour shows.

Hopalong Costs $1,000

Cost of films is based on the
houtly class “A” rate of the sta-
tion. Hoppy, for example, will range
from $1,000 in a large city to $200
in a smaller one. Public Prosecutor
and Jackson & Jill ¢can be had for
$750 down to $100. Since Uncle
George does not always fit into
Class “A” time slots, it can be pur-
chased for $145 to $46. Both Public
Prosecutor and Jackson & Jill each
cost $8,000-$10,000 to produce per
sepment. The budget for Uncle
Georpe is $1,600 to $2,250.

(continued on page 18)
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STABILITY

enters the television film picture!?

The time has come for a stabilizing force that will

put the rapidly expanding television film program

To assure proper selling and
distribution service to all levels
of program buying, local as
well as regional and national,
UNITED has created this nation-
wide organization employing
the established, experienced
facilities of THREE MAJOR
COMPANIES:

UNITE

TELEVISION
PROG RAMS inc.

has now been formed to achieve this goal.

EDWARD
PETRY & €O.,
INC.

STANDARD
RADIO
TRANSCRIPTION
SERVICES, INC.

Stations, agencies and advertisers can now depend on UNITED for

top quality films made by reputable producers expressly for television.
Films carefully selected and pre-tested for high audience ratings.
Offered on a firm and equitable price basis to all. With

delivery of the full number of films guaranteed per contract.

CENTURY
ARTISTS

FIRST of the top-drawer producers to ally
themselves exclusively with UNITED is

BING CROSBY
ENTERPRISES

whose film properties include

The leadership of these three companies in their
“ESI respective fields is widely recognized, They

‘\ 0[ were pioneer factors in bringing stability into

TH EATER the radio time and program field. They were

chosen to represent UNITED because their

combined experience, resources and manpower

offer TV program buyers a service now

unequaled in television—all from

one central, dependable source.

The 2nd highest rated TV show by current
surveys, Here is the only show among the
top ten which can now be bought on tilm
for regional and local re-showings. Other
Crosby programs now in the makinginclude
“Night Editor’’ witk Hal Burdick, and a rol-
licking series of chimpanzee comedies
without equal for universal-appeal.

For further information on availabilities of
*'Fireside Theater' and other current
offerings, get in touch with

UNITED TELEVISION PROGRAMS, INC.
360 N. Michigan Avenue, Chicago 1, I

488 Modison Avenue, New Yark 22, N.Y.

8619 Sunset Boulevord, Las Angeles 46, Calif,

The future of top-flight

Watch for important announcements
of other leading producers who have
appointed United exclusive distribu-
tor for more outstanding film programs.

TV programming is in

film!

ar call any Petry or Stondard Office in Chicago,
New York, Detroit, St. Louis, Dallas,
Oklahoma City, Los Angeles, San Froncisco

Television Magazine + January 1951 15
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TELEVISION MA

OPERATING
STATIONS

{Nelwork afiliations Receiver

in parentheses; %’s Circula- S SEATTIE )
indicate Depth of tion

Penetraiion of Area) {Dec. 1]

Albuquerque—17.4 6,100
KOB-TY (A, C, D, N)

Ames—27.4 33,224
WOI-TY (A, C, D, N)

Atlanta—33.7 81,750
WAGA-TV (C, D)

WSB-TV (A N, P

Baltimore—33.3 252,226
WAAM (A, D): WBALTY (N, P);

WMAR-TV [C]

Binghamton—13.3 28,629
WNBF-TV (A, C, D, N)

Birmingham—15.5 32,600 )
WAFM-TV (A, C, P} ® SALT LAKE CITY 2
WBRC-TV (D, N}

Bloomington—5.4 13,000
WTTY (A, C, D, NJ ® SAN FRANCISCO 3

Boston—44.6 609,388
WBZ-TV (N)

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

Buffalo—45.1 160,180
WBEN-TV (A, C, D, N)

Charlotte-—18.8 43,504
WBTV (A, C, D, N)

Chicago—48.4 757,407
WBKB (C, P); WENRTYV [A)

WGN-TV {D]; WNBQ [N} LOS ANGELES 7

Cincinnati—50.8 223,000 ® ALBUGUERQUE 1
WCPO-TY (A, D, P); WKRC-TV \
[C}; WLW.T [N) SAN DIEGO 1

Cleveland-Akron—46.4 372,213
WEWS (A, C); WNBK [N];
WXEL (A, D, P}

Columbus—51.8 111,000
WBNS.TV (C, P|; WLW.C [N]:
WTVN [ A, D)

Dallas-Ft. Worth—30.2 91,000
KRLD-TV (C); WBAP-TY (A, NJ:
WFAA-TY (A, D, N, P)

Davenport-Rock Is).—28.9 33,000
WHEBF.TV (A, C, DJ:

WOC-TV [N, P)
Dayton—17.9 101,000

® PHOENIX 1

JANUARY 1951

WHIO.TY (A, C, D, P|
WLW.D (N}

Detroit—44.3 379,018
WIBK-TY (C, Dj; WWU.TV (N);
WXYZ-TY (A, P)

Erie—56.9 37,369
WICU (A, C, D, N)

Ft. Worth-Ballas—30.2 921,000
KRLD-TV (C): WBAP-TV {A, NJ;
WFAATY (A, D, N, P}

*Grond Rapids—41.7 97.166
WLAV.TV (A, C, D, N)

Greensboro—15.3 35,901
WEMY-TV (A, C, D, NJ

Houston—19.6 53,751
KPRC (A, C, D, N, P}

Huntington—22.4 32,000
WSAZ.TY (A, C, D, N)

Indianapolis—31.8 85,143
WFBM-TV {A, C, D, N}j

Jacksonville—22.8 23,000
WMBR-TY [A, C, D, N)

Johnstown—15.7 54,200
WIAC-TV (A, C, D, N)

*Kalamazoo—36.7 95.860
WKZO (A, C, D, N)

Kansos City—25.8 83,450
WDAF-TV (A, C, D, N)

Lancaster—36.9 71,951

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

Receivers as of Dec. 1: 10,025,832

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

A Construction Parmit

*As is the cose in many markets where there
is duplication of television caverage, part af
the circulation claimed far this city folls
within the signel area of stations af other
cities as well, Research is now under way ta
determine the extent af duplication in these
TV cities.

. »n0€
Weed has exPe”e” Weed has
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E'S STATUS MAP

e & SYRACUSE

-
o PA INNEAPOLIS 2
: % BUFFALO 1
il ]

MILWAUKEE ¢ BINGHAM

\ LEVELAND 3
CHICA
=

[ ]
: S " ® JOHNSTOWN 1

DAVENFORY 1 @ PITTSBURGH 1

QEKASLAND 1 5 anapoLd

® ERIE 1

LANCASTER 1

® COLUMBUS 3
DAYTON 2

. IA" 3
k!
* BAOOMINGTON 1 ¢ HUNTINGTON 1
SHIANSAS CITY 1 R
ST, LOUIS 1 LOUISVILLE 2

GREENSBORO 1

& NASHVILLE !

CHARLOTTE 1

® MEMPHIS 1

ATLANTA 2

and company

New York
Detroit

Atlanta

Boston Chicago

San Francisco

Hollywood

Pioneer Radio and Television Station Representatives

*Lansing—30.8 32,500
JIMTV (A, C, D, N)

Las Angeles—57.0
KECA-TV {A): KFI-TY
KLAC-TV; KNBH [N}; KTLA (P}
KTSL (D); KTTV {C)

Louisville—33.1
WAVE-TY (A D, N, P)
WHAS.TV {C)

Memphis—34.7
WMCT [A, C, D, Nj

Miami—29.5
WTVJ (A, C, D, NJ

Milwaukee—59.9
WTMJ-TV (A, C, D, N)

Minn.-S¢. Paul—48.7
KSTP-TV [N)

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

Nashville—10.8
WSM-TV (N]

New Haven—30.7
WHNHC.TV A, C, D, N, P]

New Orleans—20.7
WDSU-TV (A, C, D, Nj

New York—53.3 2,067,030
WABD (D) WATY; WCBS-TV (C):
WIJZ-TY {A); WNBT (N};
WOR-TV (P): WPIX (P)

Norfolk—25.8
WTAR-TV (A, C, N, P}

Oklahoma City—32.8
WKY-TY (A, C, D, N}

Omaha—35.3 49,908
KMTV (A, C, D];: WOW.-TV [N, P)

Philadelphia—561.7 725,500
WCAU-TV (C]; WFIL-TV (A, D, P)
WPTZ (N]

Phoenix—23.2
KPHO-TY [A C, D, N)

Pittsburgh—26.2
WDTY (A, C, D. N|

Providence—9.5
WJAR-TY (C, N, P}

Richmond—49.6
WTVR (C, D, N, P}

Rochester—30.7
WHAM-TY (A C, D, N)

Rock Isl.-Davenport—28.9 33,000
WHBF-TV (A, C, D)
WOC-TV (N, P)

S¢. Louis—43.5
KDS-TY [A, C, D, N, P)

Salt Lake City—25.1
KDYL-TV (N, P)

KSL-TV (A, C, D)

San Antonio—24.0
KEYL-TY (A, D, P}
WOALTV (C, N)

San Diego—36.8
KFMB-TV (A, C, N, P}

San Francisco—13.4 118,275
KGO-TY (A); KPIX (C, D, P)
KRON-TY {N)

Schenectady-Albany-Troy
—46.6
WRGB (C, D, NJ

Seattle—15.4
KING-TV (A, C, D, N, P}

Syracuse—42.8
WHEN (A, C, D)
WSYR-TV (N, P)

Toledo—23.1
WSPD-TV (A, C, D, N, P

Tulsa—48.8
KOTY (A, C, D, N, P)

Utica-Rome—16.4
WKTY (A, C, N)

Washington—45.2 205,835
WMAL-TV [A); WNBW (N}
WTOP.TV (C, P); WTTG (D]

Wilmington—47.0 53,466
WDEL-TV (D, N)

831,222

66,000

64,424
45,600
189,560

188,100

19.590
121,000

43,593

44,545

61,745

22,900
180,000
107,000

51,710

61,117

221,500

34,000

34,167

67,000

125,000
55,600

88.116

60,000
57.425

30,200
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SYNDICATED FILMS
(continued from page 14]

Currently Carnation sponsors
Crusader Rabbit in Los Angeles,
San Francisco, Seattle and San Di-
ego for its Friskies Dog Food.
While the majority of Hopalong
Cassidy programs are sponsored on
a network basis by General Mills,
Silvercup bankrolls bi-weekly on a
Iocal basis in New York. Stewart
Department Store underwrites Hop-
py on WAVE-TV, Louisville and the
Wasser, Kay & Phillips agency has
contracted for 26 weeks of Public
Prosecutor on WDTV, Pittsburgh.

United Artists has five properties
specifically produced for TV, with
each sold in 30 to 40 markets. Two
major ones are Top Views in Sports,
and John Kieran’s Kaleidoscope, a
nature show. The latter show com-
prises the largest syndicated deal
available, with 104 qguarter-hours
already canned. It has registered as
high as 32.8 on WTMJ, Milwaukee.

U.A. quarter-hour shows range
from $50 in small markets, to $75-
$175 in middle-sized localities and
$270-3400 in large arveas. Half-hour
shows start at 3$80-3100 in small
localities, range from $100 to $250
in middle-size markets and rise to
$1,000 in top cities. Quarter-hour
packages are produced for $1,000-
$3,000; half-hour, $2,000-$6,000.

Another soccessful film supplier
is Paramount. The company offers
Wrestling in Hollvwood. edited to
half-hour  features: Time For
Beanv, a 15-minute. five-times-
weekly  puppet adventure series:
Dixie Showhoat, 1 30-minute musi-
cal variety package, and Hollvwood
Reel, a fan magazine an film. The
wrestling show and Beany have he-
tween 20 and 25 outlets each and
Showhoat has eight Jocal takers.
Tvpical advertisers include: H. P.
Hood & Sons, banlaroelling Beanv in
Baston, Providence and New Ha-
ven Son Dread in San Diego, and
Yukon Bread in Seattle. National
Bohemian Beer carries the wres-
iy show in Laneaster, Richmond,
Norlfolk and Cleveland,

Cost Half Class 'A’ Rate

Beany  pulls down i 268 on
KTILLA-TV, Los Angeles: 13.2 on
WINACTVY, Baston, Hollywood

Wreatling vales o 12.7 in Boston.
Programes can bhe hought for hall
the elass “A” yade of the slation

I8

purchasing the particular product.
So successful has the March of
Time’s Crusade In Kurope proven
that the American Broadcasting
Co. has offered it to stations for a
third run, with many takers. Sta-
tions pay 25% of the evening rate.
New York, for example, would pay
$250 per half-hour segment; Ames,
Towa, would get the program for
$50. More than 15 stations have
taken the 26 half-hour series on a
third-run basis with Motorola, Gen-
eral Electrie and De Soto-Plymouth
dealers in Los Angeles represented
in the line-up. Show rates 29.8 on
third run in Milwaukee; 11.5 in
Baltimore; 5.0 in Detroit; 2.9 in
Los Angeles, and 8.8 in Chicago.

March of Time Plan

Following a nation-wide trip,
Arthur Tourtellot, of March of
Time Television, found strong in-
terest in programs of a serious na-
ture, but little material available
from which the stations can draw.
As a result, March of Time has em-
barked on two new film packages,
Crusade in the Pacific and March
of the Years. “Crusade” will detail
America’s fight in the Pacific and
“Years” will open with a panel dis-
cussion by three experts. Material
then will be blended in from old
Mavch of Time issues. An agency
representing a national advertiser
has taken an option on the latter
seriex. “Years” will be sponsored
in Februnary by Chase National
Bank in the New York area.

News Reel Strong

In the newsreel department, In-
ternational News Service Telenews
hotds a virtual monopoly over the
local field. Stnce January ’48, INS
has put out eight-minute newsreels,
datly Monday through Friday. Car-
ried over 46 stations, Telenews also
furnishes its service (o CBS for its
Doug Fdwards Reviews the News,
sponsored by Oldsmobile over 17
stations. Telenews  prices range
from $125 in small markets to sev-
cral thousands in large markets,

Other INS Telenews properties
include o weekly 12%4-minute news
review costing $60 in small mar-
kets, $200-3360 in large ones; This

www americanradiohistorv com
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CBS’ 'Hollywood on the Line'

Ziv's 'Yesterday's Newsreel'

Week in Sports, a 12-minute weekly
show costing from $60 to several
hundred.

Making its first venture outside
the news field, INS has obtained dis-
tribution rights to a series of 12-
minute symphonic films, narrated
by Milton Cross, regular Met Opera
announcer. Called the All-Nation
Symphonies’ series, films can be
purchased based on the Class “A”
15-minute rate of the particular
station, as of July 1, 1950.

Other films available include the
twice-weekly 15-minute Jonathan
Storv, a soap opéra series produced
by Wilken-Goodens TV Produc-
tions, Hollywood, and carried over
KLAC, Los Angeles; WMAR, Balti-
more; WNAC, Boston; WBNS, Co-
lumbus; WPTZ, Philadelphia, and
WEWS, Cleveland. Regional spon-
sors  are Youngstown Kitchens,
Utica Woolen Mills, My-T-Fine
Foods and Philco Dealers.

Film Sports Events

Winik Films Corp. recently sign-
ed an exclusive deal to film a weekly
program of sports events taking
place at Madison Square Garden.
Nineteen stations already have

{continued on page 28)
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THE CASE OF THE TINTAIR COMMERCIAL

PROBLEM:

ANSWER:

RESULTS:

s
-
-
=
.
-
[
-

To deliver to Bymart's agency Cecil & Presbrey a complete production with an
extremely short schedule . . . a production which invelved a top Hollywood star
whose time permitted shooting on Monday and Tuesday . . . sets of a penthouse
interior and elaborate dressing room, had to be designed, constructed, and ready
for shooting within two days . . . exceptional skill in lighting and camera work to
capture the quality and texture of a woman's hair. Because of the time element and
the use of the Hollywood star, it was essential to use a producer who had complete
facilities and personnel in a readily accessible location.

The use of Seaboard in New York City conveniently located on 69th Street, with
three studios, highly skilled and creative personnel and complete equipment.*

Job completed on schedule. Check Somerset Maugham Theater Wednesdays, 9 p.m.
over CBS.

*FOR FINER SERVICE AMD OPERATION SEABOARD ANNOUNCES THE SOUND.
PROOFING OF THE LARGEST INDEPENDENT MOVIE STAGE IN N. Y. C.

Each advertiser has his own problem, whether it be stop motion, slide film, a one
minute drama, or a two reel institutional film, Seaboard’s creative and production
facilities are fully equipped to serve you.

Seaboard is proud to have produced films for such clients as BBD&O, Cecil & Presbrey,
J. Walter Thompson, Young & Rubicam, C.A.R.E., U. S. Rubber, New York Times,
Sinclair Refining, NBC, etc., etc.

SEABOARD STUDIOS, INC.

157 EAST 69th STREET, NEW YORK 21, NEW YORK

www americanradiohistorv com
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COMMONWEALTH

Currently Serving the
Nation's Leading TV Stations
Offers the Followin

TV FILM PACKAGES

Barbara
$TANWYCK

Robert
YOUNG

Jimmy
DURANTIE
Claudette

COLBERT

Jack
BENNY

: S ?WET..'-‘?I'PERNS

featuring

THE RANGE BUSTERS

GoDDARD
Jimmy
STEWART
Merle
OBERON
Melvyn
DOUGLAS
Raymond
MASSEY

KERMIT MAYNARD S8

MUSICAL
VARIETIES

12'/3 min each + featuring
MOREY
AMSTERDAM 111N

W0 P

For further inferm-

atlon and cemplate
lisy, write 1o 1
iy et = INCORPORATED

LommonuweALT

Sl ard FJelevisien, Frnc.

723 Seventh Avenue, New York 19, N. Y,

20

WHAT THE CIGARETTE
COMPANIES ARE SPENDING

IGARETTE  companies  are
C spending over 255,000 weekly
on TV shows. R, J. Revnolds rates
top spender with about $495.000 o
three Camel and one Cavalier pro
grams. Runner-up is American To-
bacco with $77.000 allocated for
four lacky Strike shows uand one
Pall Mall 30-minute segment.

Reyvnolds for Camel spends high-
est amount on an individual brand.
$76,000 weekly for its News Cara-
van, Man  Against  Crime and
Vaughn Monroe shows, In second
place is American Tobacco with
about $6K8,000 bankvolling This Is
Show Business, Your Hit Parade,
Roller Derby ( Tues.)r and the Lucky
Strike Theater.

Top rated show is Liggett & My-
ers’ Godfrey & Friends, for Ches-
ferfield, with a 32.4 for Videodex
December; runnerv-up is Pall Mall’s
Big Story with a 32.2 Nielsen Oc-
tober rating: third place goes to
P. Lorvillard’s Original Amateur
Hour for Old Gold with a 30.5 Vid-
eodex December rating.

Godfrev & Friends also draws the
largest audience, 2,693.000, on a
49 station CBS hookup. Close be-
hind is the Original Amateur Hour
with 2,639,000 in 53 markets. On
cost-per-thousand impressions, Old
Gold’s Stop the Music rates $1.91;
Camel's Man Acgainst Crime, $2.15;
Chesterfield’s Godfrev & Friends,
$2.28 and Luckyv’s This Is Show
Business, $2.54. Excellent cost-per-
thousand-per-commercial-minute fi-
sures are recorded by Camel News
Caravan, 56 cents; Stop the Music,
64 cents: Man Against Crime, 72
cents, Godfrey & Friends, 76 cents.

Wooton Notes Changes

Of the five top brands, Harry M.
Wooton, consultant to the tobacco
industry, notes the following
changes in sales figures based on
his annual survey of the industry:
Camel shows a 0.5 increase; Luck-
ies, a 9.7 drop; Chesterfield, a 2.2
drop with Philip Morris up 19.5
and Pall Mall rising 38.2.

Domination by the top three, Mr.
Wooten notes, is dropping sharply.
Camels, Luckies and Chesterfields

www americanradiohistorv com

are down to 777 of all sales with
Philip Morris, Pall Mall and Old
Gold pgrubbing off bigger chunks.

Other trends include: a decided
move toward king-size brands with
the regular-size producers giving
increased expenditures for adver-
tising the longer cigarettes, Rey-
nolds is plugging for Cavalier and
recently purchased three 15-minute
portions of the Garry Moore show
for its TV campaign and allocated
$1,000,000 for 52 weeks on video.
Liggett & Myers is working on Fa-
tima wvia its recently purchased
twice-weeklv Stork Club. Lorillard
uses The Web to pitch for Embasay.

Spots Not Overlooked

Spot campaigns are carried on
quite extensively by the big outfits.
Revnolds has 20-second and one-
minute Camel commercials in 17
markets, with Cavalier dropping
most and retaining some spots fol-
lowing acquisition of segments of
the Garry Moore show. American
Tobacco goes in for a huge Lucky
campaign on a network basis but
only concentrates on The Big Story
for Pall Mall. Liggett & Myers does
seasonal tie-in spots, but has no
regular campaign. The company
also spensors the Giants and Sen-
ators during the baseball season.

Lorillard purchases spots on a
full network basis for Old Gold,
with Philip Morris striving for a
national network spot campaign.
With the right program, Philip
Morris would follow Camel into day-
time TV programming. Regent, at
present, is concentrating on enlarg-
ing the station line-up for Leave It
to the Girls. Brown & Williamson
is spot-testing TV in one market
for Raleigh, carrying on extensive
20- and 10-second animated jobs for
Kools and has some 20-second spots
for its filter tipped Viceroys. Amer-
ican Tobacco, also, bankrolls Jack
Benny’s occasional TV entries and
in March will change Big Story
from a bi-weekly to a weekly show.

Television Magazine * January 1951
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PROGRAM

AMERICAN TOBACCO
LUCKY STRIKE
Total Expenditure: $67,644
This is Show Business
Lucky Strike Theater
talternate weeks)
Your Hit Parade
Roiler Derby
{Tues. Eve.)
PALL MALL
Total Expenditure: $19,669
Big Story
(alternative weeks)

LIGGETT & MYERS
CHESTERFIELD
Total Expenditure: $44,135
Godfrey & Friends

Perry Como Show
(M, W, F)
FATIMA
Tota! Expenditure: $16,550
Stork Club -
(Tues., Thurs.)

P. LORILLARD
OLD GOLD
Total Expenditure: $47.593
Stop The Music

Origina! Amoteur Hour
EMBASSY

Total Expenditure: $14,821

The Web

PHILIP MORRIS
PHILIP MORRIS
Total Expenditvre: $49,984
Horace Heidt Show
Truth or Consequences

R. J. REYNOLDS

CAMELS
Total Expenditure: $76,603
News Caraovan
Man Agoinst Crime
Vaughn Monroe Show

CAVALIER
Total Expenditure: $19,230
Garry Moore Show
{15 min., M, W, F)

RIGGIO
REGENT
Total Expenditure: $8,705
Leave It to the Girls

TURKISH & DOMESTIC
CIGARETTES

RATINGS

(Dec. Videodex)

32.2
{(Oct. Nielsen)

324

started Jan. 2

29.3

30.5

started Jan, 3

19.0 |

Tt

4
:
7

NS

STATIONS

52
31

22

42

50

40

32

56

53

17

38
25

33
33
27

37

9

(CBS)**
{NBC)

(NBC)
[ABC)

(NBC}

{CBS)

{CBS)

{CBS)

{ABC)

(NBC)

(CBS)

(CBS)
(CBS)

(NBC}
(CBS)
(CBS)

(CBS)

{NBC)

COSTS
PRODUCTION TIME*
$11,000 $10,71¢9
25,000 13,050
15,000 6,180
4,200 2.520
10,000 9,649
7,500 10,515
{72 hour)
8,000 21,120
6.000 10,550
{estimated)
7.500 11,803
(Y2 hour)
10,000 18,290
8.000 6,812
15,000 10,029
15,000 8,955
$10.000 $26.815
9,000 8,475
15,000 7.313
5,100 14,500
[estimated)
5,000 3,705 |

®Based an Publishers infarmotion Bureou Oclober figures. excepl where estimotes ore indicoled for naw shows.
**Since Oclober PIB time figures ore used, the stolion line-up, to be consislent, is given for the some month. Same progroms now hove lorger ling-ups

***When the hames recched figure is bosed on a different number of cilies from the October line-up of storions. rhe brackated numbers indicote the srations

B
(avalier

AnsrTES

by the Videodex hamas reached figures.

. L el
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P PP

g

fotnr M

2,197,200
1,897,500

1,215,400
252,600

2,237,000

2,693,500

1,033,600

2,499,500

2,639,400

1,098,300

1.876,900
215,000

1,655,900
2,039.000
844,400

704,700

;}\
/l.ﬂ-’\
gATIMA

9

l
| HOMES REACHED

(29)**>

(23}

(33)

(49)

(42)

(53)

(55)

(36}
(24)

(37)

(29)

tovered
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DAYTIME IS PAYING OFF

ITH a variety of formats, a
diversity  of personalities

and a practically unlimited list of
procuets, sponsors are becoming in-
creasingly awnre of the sales effec-
{iveness of television's daytime =eg-
ments. North and South, coast to
coast, TV stations report an active
andience vesponse to morning and
afternoon selling efforts.

Hardware and Furs

In Davton, 0., WLW-D has had
several davtime shows on since the
station opened, one of them the suc-
cessful Virginia Paiterson Shops.
Household hints, interviews with
visiting celebrities, civic authovities
and other interesting people, and
songs and chatter provide the back-
ground for the commevrcials deliv-
ered on this program. Of the show.
Rov Cooper, president of Cooper
Hardwarve, said:

“Everything that has been shown
on the program has been requested
by customers. In addition, we have
had several sell-onts.”

Sam Bartles of Vandalis Furni-
ture (12 miles from Dayton) re-
ports:

“Virginia Patterson is not only
doing a good job of selling our mer-
chandise, but she is selling our
stores. Drawing traffic from a large
area is quite an accomplishment
for a store which is not centrally
located.”

Sol Fishman
exclaimed:

“We traced 43 divect =ales of la-
dies’ spits, coats and furs to ownr
first four afternoon commercials.”
Other sponsors (Miller Florists and
Anne MeLean Dress Shop among
them arve equally “sold,” the latter
adding: “We have many new ac-
counts as a result of the show.”

Huntington, W. Va., station
WSAZ, through its manager, L. H.
Rogers, proudly tells of its 4 p.m.

of Ludlow Furs
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daytimer, a home economisf show
featuring  Maida  Shumaker. My,
Rogers reports:

100 $26.95 Cookers

“Two weeks prior to Christmas 2
local appliance =tore, Frankel’s, ran
three 15-minute demonstrations of
the Fryryvte, an electric deep-fat
fryver that sells for $26.95. The de-
monstration was jointly sponsored
by Frankel's and one of the Frv-
ryte distributors, West Virginia
Electric & Supply Co. In direct
telephone orders and store calls,
Frankel's sold 100 of these items
during the week of the program,
representing a retail sale of 10
times the gross cost of all the pro-
grams. In addition, West Virginia
Electric sold out its entire stock to
other dealers, and at least four other
dealers veported selling out their
entire stock after Frankel's supply
was exhausted. The payoff is that
still another distributor, Foster
Thornburg Hardware, alse moved
its entire stock of Fryrvtes.”

If the moral of that, as Mr. Ro-
gers points ownt, is that “television
promotes traffic of the advertised
item wherever the item happens to
be <old,” the following proves tele-
vision 1s an in-the-store traffic
builder.

Department Store Traffic Builder

On WDSU-TV, New Orleans,
D. H. Holmes Store sponsors its
At Holines Show daily at 2:30 p.m.
Recently it offered a G.E. Circns
set for kiddies whose mothers were
among the first 200 women to try
out the new G.E. Ironer in the
store’s appliance department. More
than 200 women appeared within
24 hours. In addition, this store re-
ports that ever since Westinghouse
has taken a portion of the show to
demonstrate its $39.95 electric
roaster, the store’s appliance de-
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Top: Judy King of WHIO-TV's "World
of Fashion’ program.

Bottom: Barbara Barkley of WGN-TY's
popular kitchen show.

partment “shows greater increase
in sales than ever before, including
previous heavy Christmas months.”

TV Builds Appliance Firm

On WGN-TV, Chicago, a firm
new in the electric cooking equip-
ment field began advertising via
Spell With Isbell, a show one vear
old in TV but with a 26-year radio
following, When this firm started,
January, 1949, its monthly sales of
a $14.95 item totalled 117. In Sep-
tember, 1949, using no other media,
sales jumped to 500 a month; Oc-
tober, 1,000; December, 1,500, and
currently, 4,000 a month.

Kelvinator 9,363 Pull on
Cookbooks

Another successful daytime pro-
gram on WGN-TV is that genially
conducted by Paul Fogarty, whose
Your Figure, Ladies is telecast
mornings Monday through Friday.
After one week on the air, Fogarty
offered women a booklet of exercises
they could get by writing him. More
than 6,000 requests poured in. On
the same station, the kitchen hints
show, Chicago Cooks with Barbara
Barkley, two announcements for an
E-Z Cooker booklet pulled 1,376 re-
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-"f'rom any ather ad\rert'lsmg we have

used.”

Fashion Gets Followers

Another strong mail pull i
ported by WHIO-TV, Dayton,
where Judy King's World of -
ton show, telecast five days a wio
from 1-1:30 p.m., combines cookin
sewing, home service, pnblic sarvic
and demonstrations. A Christng
Day and New Year’s Day menu,
instance, brought a total of
letters.

1,500 %1 to $9.95 Orders Dai

WZXYZ, Detroit, tells of its M
Matinee, weekdays, 12-1:30 p
sponsored by Home Test Prod
Co. A mall order firm, Hom« |
sells many items via a TV-telepl
service. The average number ol
ders per day on items ranging 11
$1 to $9.95 “has far exceeded 1. 501
the company states,

2,000 Respond to K. P. Show
Another popular daytime
telecast over WKY-TV, Oklal

City, is Kitchen Close-Ups,
days, 3-3:30 p.m. It features
Prissy Thomas, who on thies
cessive shows offered meni-
those who would write for 1l
As a result, 2,200 requests
mailed by viewers.

Three Lit Spots Sell 11,584 Iten
WCAU-TV, Philadelphia, ha= - .
eral successful daytimers. I
Have Fun, its audience parti
tion show sponsored by Lit Il
ers Department Store, is ftel-
Tuesdays and Thursdays from |
10:30 a.m. On this show thres o0
time announcements of three
ticles on three different provio
“were direetly responsible for |
586 sales of hosiery, lamp=

frozen foods!”

display, und belossadiaiter pic-
tures of ancther swslowho: osed
Vitrex, u reducing ouet, brought
in 108 orders—uue. ith $3 or §6
enclosed — for mited-appeal
item. Second, ~minute par-
ticipation spot show on the
construction lures of a
LV New cus-

ittress Co

mattress, resul

Htuire wa=
".l'.—; H'prise
21, Fisht-

as 1 bEG,

anny's Pitch

Penny | chen Show
COP-TV, 11, has been
time sud Cits debut
the station il year and

JIf apo. Pem “n now has

I aponsors. The rof her day-
programs—mw va, 1-2 pr.am.

hown i [or French
Brothers BRI airy’'s  new

Speedy-Whip devic The only way
to get one of theoew items was

Moves 25c-$6.95 Items Easily
Three Detroit firms are happy

with their participation on WJBK’s

Ladies Day show, telecast weekdays
from 12:30-1:30 p.m. House of
Quality offering 30-piece sets of
stainless steel cutlery at $6.95
apiece, sold 41 sets on its first com-
mercial, 45 on the second; Nu-Age
Products, selling Rug-Clean-Dry,
nsed six spot announcements with
the result that every department
ind chain store in Detroit now
«tocks the product; Weaver Prod-
nets, selling Spoolie Hair Curlers,

used  two  commercial announce-
ments, and sold $2,400 worth of 25¢
carvids of curlers in a week.

Show Teaches, Selis, Too

A new and unusual show with a
rowing following i1s TV Baby Sit-
! telecast over WBNS-TV, Co-
Tumbus, 0., weekday afternoons. In
plilition to stovy telling, its main

ctormer, Frances Norrix, holds
her voungster avdience with crafts-
man=hip, having them make things,
d=¢ cravons, paints and clay, simul-
with her instructions,
Tust before Christmas Aunt Fran
offered a metallic tree ornament
pickage at 25¢. Move than 600 sales
resulted in the week’s offer, with
requests coming in from all parts
of the 17-county WBNS-TV area.

These, then, ave tvpical of the
hundreds of davtime programs that
are doing well for sponsors in all
parts of the country. It proves that
davtime iz not only here as an
important time-segment on TV, but
ix already reaching a select and
growing auadience.

Fanenisly
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DAYTIME IS PAYING OFF

ITH a variety of formats, a

diversity of personalities
and a practically unlimited list of
products, sponsors are becoming in-
creasingly aware of the sales effec-
tiveness of television’s daytime seg-
ments. North and South, coast to
coast, TV stations veport an active
andience response to morning and
afternoon selling efforts.

Hardware and Furs

In Dayton, O., WLW-D has had
several daytime shows on since the
station opened, one of them the suc-
cessful Virginia Patterson Shops.
Household hints, interviews with
visiting celebrities, civic authorities
and other interesting people, and
songs and chatter provide the back-
ground for the commercials deliv-
ered on this program. Of the show,
Roy Cooper, president of Cooper
Hardware, said:

“Everything that has been shown
on the program has been requested
by customers. In addition, we have
had several sell-outs.”

Sam Bartles of Vandalis Furni-
ture (12 miles from Dayton) re-
ports:

“Virginia Patterson is not only
doing a good job of selling our mer-
chandise, but she is =selling our
stores. Drawing traffic from a large
area 1s guite an accomplishment
for a store which is not centrally
located.”

Sol Fishman
exclaimed:

“We traced 43 divect sales of la-
dies’ suits, coats and furs to our
first four afternoon commercials.”
Other spansors (Miller Florvists and
Anne McLean Dress Shop among
them are equally “sold,” the latter
adding: “We have many new ac-
counts as a result of the show.”

Huntington, W. Va., station
WSAZ, through its manager, L. H.
Rogers, proudly tells of its 4 p.m.

of Ludlow Furs
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daytimer, a home economist show
featuring Maida Shumaker. Mr.
Rogers reports:

100 $26.95 Cookers

“Two weeks prior to Christmas a
local appliance store, Frankel's, ran
three 15-minute demonstrations of
the Fryryte, an electric deep-fat
fryer that sells for $26.95, The de-
monstration was jointly sponsored
by Frankel's and one of the Fry-
rvte distributors, West Virginia
Electric & Supply Co. In direct
telephone orders and store calls,
Frankel’s sold 100 of these items
during the week of the program,
representing a retail sale of 10
times the gross cost of all the pro-
grams. In addition, West Virginia
Electric sold out its entire stock to
other dealers, and at least four other
dealers reported selling out their
entire stock after Frankel's supply
was exhausted. The payoff is that
still another distributor, Foster
Thornburg Hardware, also moved
its entire stock of Fryrytes.”

If the moral of that, as Mr. Ro-
gers points out, is that “television
promotes traffic of the advertised
item wherever the item happens to
be =0ld,” the following proves tele-
vision is an in-the-store traffic
builder.

Department Store Traffic Builder

On WDSU-TV, New Orleans,
D. H. Holmes Store sponsors its
At Holmes Show daily at 2:30 p.m.
Recently it offered a G.E. Circus
set for kiddies whose mothers were
among the first 200 women to try
vut the new G.E. Troner in the
store’s appliance department. More
than 200 women appeared within
24 hours. In addition, this store re-
ports that ever since Westinghouse
has taken a portion of the show to
demonstrate its  $39.95 electric
roaster, the store’s appliance de-
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Top: Judy King of WHIO-TV's "World
of Fashion' program.

Bottom: Barbara Barkley of WGN-TV's
popular kitchen show.

partment “shows greater increase
in sales than ever before, including
previous heavy Christmas months.”

TV Builds Appliance Firm

On WGN-TV, Chicago, a firm
new in the electric cooking equip-
ment field began advertising via
Spell With Isbell, a show one year
old in TV but with a 26-year radio
following. When this firm started,
January, 1949, its monthly sales of
a $14.95 item totalled 117. In Sep-
tember, 1949, using no other media,
sales jumped to 500 a month; Oc-
tober, 1,000; December, 1,500, and
currently, 4,000 a month.

Kelvinator 9,363 Pull on
Cookbooks

Another successful daytime pro-
gram on WGN-TV is that genially
conducted by Paul Fogarty, whose
Your Figure, Ladies is telecast
mornings Monday through Friday.
After one week on the air, Fogarty
offered women a booklet of exercises
they could get by writing him, More
than 6,000 requests poured in. On
the same station, the kitchen hints
show, Chicago Cooks with Barbara
Barkley, two announcements for an
E-Z Cooker booklet pulled 1,376 re-
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plies; two announcements for Unit-
ed Fruit booklets received 4,663 re-
quests and a seven-week total of re-
quests for Barkley Cook Books
reached 9,363. Of this show, A. G.
Whitmer, advertising manager,
Nash-Kelvinator, said:

“We have received more direct
returns from this program than
from any other advertising we have
used.”

Fashion Gets Followers

Another strong mail pull is re-
ported by WHIO-TV, Dayton, O,
where Judy King’s World of Fash-
1on show, telecast five days a week
from 1-1:30 p.m., combines cooking,
sewing, home service, public service
and demonstrations. A Christmas
Day and New Year’s Day menu, for
instance, brought a total of 5,000
letters.

1,500 $1 to $9.95 Orders Daily

WXYZ, Detroit, tells of its Movie
Matinee, weekdays, 12-1:30 p.m.,
sponsored by Home Test Products
Co. A mail order firm, Home Test
sells many items via a TV-telephone
service. The average number of or-
ders per day on items ranging from
%1 to $9.95 “has far exceeded 1.500,"
the company states.

2,000 Respond to K. P. Show

Another popular daytime show,
telecast over WKY-TV, Oklahoma
City, is Kitchen Close-Ups, week-
days, 3-3:30 p.m. It features Mrs.
Prissy Thomas, who on three suc-
cessive shows offered menus to
those who would write for them.
As a result, 2,200 requests were
mailed by viewers.

Three Lit Spots Sell 11,586 Items

WCAU-TV, Philadelphia, has sev-
eral successful daytimers. Lit's
Have Fun, its audience participa-
tion show sponsored by Lit Broth-
ers Department Store, is telecast
Tuesdays and Thursdays from 10-
10:30 a.m. On this show three one-
time announcements of three ar-
ticles on three different programs
“were directly responsible for 11,-
586 sales of hosiery, lamps and
frozen foods!”

Unusual, Show '‘Em Formats
KDYL-TV, Salt Lake City, Utah,
reports two afternoon programs
that exemplify unique format and
proper demonstration technique.
First, eight two-minute demonstra-
tions with a live model and package
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display, and before and after pic-
tures of another model who used
Vitrex, a reducing product, brought
in 108 orders—each with $3 or $5
enclosed — for this limited-appeal
item. Second, one two-minute par-
ticipation spot in a live show on the
construction and features of a
mattress, resulted in many new cus-
tomers at Overman Mattress Co.

100% Sales Increase

Daytime shows on WBKB, Chi-
cago, are interesting, especially the
Bill Evans Show, 1-2 p.m., Monday
through Friday, Fun and Featiires,
10-12 noon weekdavs. On the Evans’
show a psychologist guest repre-
senting a paint company mentioned
a booklet available on request. The
vesult: 1,600 requests. A one-minute
announcement for a cabbage shred-
der got 751 orders; the announce-
ment was repeated and drew 863
additional ovdervs. Fun and Featnres,
sponsored by The Fair, large de-
partment store, provides a telephone
service fov ordering items demon-
strated on the show. One sponsor,
John Oster Manufacturing Co., at
the end of its first six weeks on the
show reported appliance sales had
increased over 1009, at the consu-
mer level.

$1,980 Budget; $8,735 Sales

On WDTV, Pittsburgh, W. R.
Feemster Co., Michigan, manufac-
turers of kitchen tools, used a five-
minute film three times—twice in
Class “C” time, once in Class “A.”
Its total weekly TV expenditure was
$247.50 to advertise an all-purpose
slicer which retailed at $1. Eight-
week cost of air time was $1,980.
Eight-week total of cash income, ac-
cepting only cazh and returning
C.0.D. orders with letters of ex-
planation, was $8,735.

Switch Milkmen for Penny's Pitch

The Penny Pruden Kitchen Show
on WCOP-TV, Cincinnati, has been
a4 daytime success since its debut
when the station opened a year and
a half ago. Penny Pruden now has
11 sponsors. The power of her day-
time programs—weekdayvs, 1-2 p.m.
—is shown in results for French
Brothers Bauer Dairy’s new
Speedy-Whip device. The only way
to get one of the new items was
through a French Bauer milkman.
Within a week 4,500 sales traceable
to the Pruden show were reported,
many of them from persons who
had dealt with another dairy.
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Moves 25¢-$6.95 Items Easily

Three Detroit firms are happy
with their participation on WJBK’s
Ladies Day show, telecast weekdays
from 12:30-1:30 p.m. House of
Quality offering 30-piece sets of
stainless steel cutlery at $6.95
apiece, sold 41 sets on its first com-
mercial, 45 on the second; Nu-Age
Products, selling Rug-Ciean-Dry,
used six spot announcements with
the result that every department
and chain store in Detroit now
stocks the product; Weaver Prod-
ucts, selling Spoolie Hair Curlers,
used two commercial announce-
ments, and sold $2,400 worth of 25¢
cards of curlers in a week.

Show Teaches, Sells, Too

A new and unusual show with a
growing following is TV Baby Sit-
ter, telecast over WBNS-TV, Co-
lumbus, O., weekday afternoons. In
addition to story telling, its main
performer, Frances Norris, holds
her voungster avdience with crafts-
manship, having them muke things,
use cravons, paints and clay, simul-
taneously with her instructions.
Just before Christmas Aunt Fran
offered a metallic tree ornament
package at 25¢. More than 600 sales
rexulted in the week’s offer, with
requests coming in from all parts
of the 17-county WBNS-TV area.

These, then. are tvpical of the
hundreds of daytime programs that
are doing well for sponsors in all
parts of the country. It proves that
davtime 1s not onlv here as an
important time-segment on TV, but
i alreadyv reaching a select and
growing audience.

f
A
KSTP's Bernice Hulin has large audience.
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C. E. HOOPER
December Network Ratings

1. Texaco Star Theater 55.5
2. Godfrey's Talent Scouts 45.6
3. Fireside Theater 44.7
4. Toast of the Town 38.4
5. Cactus Jim 38.3
6. Man Against Crime 34.6
7. Mama 34.5
8. Philco TV Playhouse 333
9. Lights Out 324
10. Your Show of Shows 31.9
, PULSE
Week of Dec. 1-
1. Texaco Star Theater 47.1
2. Your Show of Shows 33.7
3. Godfrey's Talent Scouts 32.8
4. Toast of the Town 29.0
5. Fireside Theater 29.0
6. Comedy Hour (Cantor) 28.9
7. Philco TV Playhouse 28.5
8. Studio One 27.3
9. The Goldbergs 26.8
10. Hopalong Cassidy 26.0
VIDEODEX
December National Report
1. Texaco Star Theater 55.8
2. Gadfrey's Talent Scouts 43.3
3. Phileo TV Playhouse 41.3
4. Fireside Theater 40.8
5. Comedy Hour (Cantor) 38.2
6. Hopalong Cassidy 35.8
7. Your Show of Shows 34.8
8. Lights Out 32.7
9. Godfrey & Friends 324
10. Toast of the Town 315
TRENDEX
January 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
(Abbolt & Costello)
6. Your Show of Shows 38.1
7. Philco TV Playhouse 354
8. Circle Theater 34.0
9. Godfrey & Friends 333
10. Your Hit Parade 30.7
PULSE N.Y.C. RATINGS
For December
1. Texaco Star Theater 50.0
2. The Goldbergs 38.4
3. Studio COne 37.4
4. Show of Shows 36.8
5. Comedy Hour (Cantor) 35.5
6. Godfrey's Talent Scouts 35.2
7. Philco TV Playhouse 32.6
8. Toast of the Town 32,4
9. 8ig Town 28.4
10. Jack Carter Show 26.9
HOOPER L A. RATINGS
Movember-December
1. Hopalong Cassidy 35.9
2. Texaco Star Theater 34.1
3. Movies 28.2
(KTLA, Sun,, 7:15 p.m.)
4. Spade Cooley Show 27
5. Alan Young Show 24.2
6. Wrestling 24.2
(KTLA, Thurs., %:30 p.m.)

7. Lone Ranger 24.1
8. Football 24.0
(KTTV, Sul)

9. Rams Football 225
(KNEBH, Sun.)

10. Chevrolet Feature Theater 22.2

KEY
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current film commercials

To the skirl of bag-pipes goes the happy
jingling Reed's Candy commercial just com-
pleted by Five Star in Hollywood. The pro-
duction is in full color for thaaircial release,
with black-and-white TV prinfs. Written by
Chorles F. Choplin with Howard Swift as

onimotion director.

Second series of TV film commercials for
the National Brewing Co., creoted and pro-
duced by N.S.S. ... comprised of six 1-minute
and six 20-second spofs . . . combining clever
use of sfop motion, carfoon animation and
live photography . . . packed with Showman-
ship and cusfomer appeal . . . ot low budget
prices. Typical of National Sereen’s contribu-
tion 1o TV film commerciols, mode possible by
more than 30 years of fow cost film produc-
tion for the motion picture industry.

Kate Smith narrates four Voseline Hair
Tonic spofs showing a new pre-shampoo and
touch-up oil treatment, Films were designed
to match smoothly with Kate Smith's live
introduction on her NBC-TV ofternoon show.
Produced in live action of Pathescope Studias
in New York.

Hudson's smart styling, Hudson's efficiency
and all of Hudson's comforts and new feq:
tures are stressed in a series of 90-Second
Middle Commerciols on the Billy Rose Show.
Combined live action and animotion put the
points across. 15-Second ‘glamor’ shots open
and close the show.

When o television character reaches out of
the screen for the product, that's news! And
it's one of the interesting freatments in this
one-minute commercial for Rockwood Choco-
late Wafers. "Fine for oli the Family” is the
theme of the spat.
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AN ADYERTISING
DIRECTORY OF PRODUCERS
AND THEIR WORK

ADVERTISER
Reed's Candy

AGENCY
Grant Advertising, Inc.

PRODUCED BY
FIVE STAR PRODUCTIONS

6526 SUNSET BLVD., HOLLYWOOQD 28, CALIF.
HE-4807

ADVYERTISER
National Brewing Co.

AGENCY
Mesal, Inc.

PRODUCED BY
NATIONAL SCREEN SERVICE

1600 BROADWAY, NEW YQRK, N. Y,
Clrele 6-57Q0

ADVERTISER
Chasebrough Manufacturing Ca.

AGENCY
McCann-Erickson Inc.

PRODUCED BY
PATHESCOPE PRODUCTIONS

580 FIFTH AVENUE, NEW YORK, N. Y.

ADVERTISER
Hudsan Motor Car Company

AGENCY

Brooke, Smith, French & Dorrance, Inc.

PRODUCED BY
SARRA, INC.

NEW YORK ¢ CHICAGC ¢ HOLLYWOOD

ADVYERTISER
Rockwood & Company

AGENCY
Platt-Forbes, Inc.

PRODUCED BY
SARRA, INC.

NEW YORK s CHICAGO = HOLLYWOOD
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AN ADYERTISING
DIRECTORY OF PRODUCERS
AND THEIR WORK

current Film commeoercials

| ADVERTISER
I Jos. Schlitz Brewing Company
| AGENCY
b Young & Rubicam, Inc.
| One of the most progressive TV film plans
yet is that of fthe Schlitr Brewing Company PRODUCED BY
and their advertising agency, Young & Rubi-
com, who use impressively produced film SCREEN GEMS, INC.
commercials on a live show, the Pulitzer Prize 729 SEVENTH AVENUE, NEW YORK, N. Y.
Playhouse. Clrcle 5-5044
ADVERTISER
Jos. Schlitz Brewing Company
The Schlitr films ore particularly notoble AGENCY
for their high professional quality of per- .
K . Young & Rubicam, Inc.
formance, physical mounting, and photog-
raphy, and they are characterized by meticu-
lous offention to detail. Screen Gems, Inc. PRODUCED BY
gives careful production fo maony of these SCREEN GEMS, INC.
commercials on which fhe creative work is 729 SEVENTH AVENUE, NEW YORK, N. Y.
done by Sylvia Dowling of Young & Rubicam. Clrcte 5-5044
ADVERTISER
Jos. Schlitz Brewing Co.
A commercial of unusual imagination and AGENCY
impact, in which o dreaming man's spirit seeks Young & Rubicam
fhe solace of @ gloss of Schlitz—and when
appeased reloxes again in sleep. One of the PRODUCED BY
most tolked-cbout hlm commercials on fele- SCREEN GEMS, INC.
yrsion. 720 SEVENTH AVEMUE, NEW YORK, N. Y.
Clrele 5.5044
ADVERTISER
Product identification, tough to do, wos Royel Lace Paper Works, Inc.
tHy handled in thi ] f
expertly handled in this series of paper AGENCY

products commerciols—featuring Royal Lace's

shelf-edging, doilies and foncy shelf and Kiesewetter Associates, Inc.

wrapping paper. The series combined multiple

product demonstration with o close-up presen- PRODUCED BY

tation of the many fiatricate details of SPECIAL PURPOSE FILMS, INC.

designs and patteras. 44 WEST 56th STREET, NEW YORK, N. Y.
1Udson 6-0020

ADVERTISER
P. Lorillard Company

Tel-lew:sion's mqsf gfut.norous [egs, {ilmed_ in AGENCY
bewitching ond intriguing action by mation
pictures, make the Old Gold dancing pack a
living, thrilling television commerciol—a fine
example of enfertainrent that really sells the

Lennen & Mitchell, Inc.

PRODUCED BY

praduct. Five one minufe and five 20-second SPECIAL PURPOSE FILMS, INC.
commercials were produced for a national 44 WEST 56th STREET, NEW YORK, N. Y.
spot campaign. JUdsen 6-0020
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TV'S BIG PROBLEM

{continued from page 11]

the colleges far and beyond the sale
of a few football tickets?

These are only a few in a long
list of examples. I do not agree that
a program has to be a commercial
failure just because it contains edu-
cational or informative material. I
believe that the gkill and ingenuity
of our writers and producers can
make many constructive themes of
fascinating interest. The need right
now is to get rid of the defeatist
attitude that a “message can’t build
an audience.”

Urges Broader Concepts

Muany people have believed that
television some day will become one
of our greatest forces in informa-
tion. Some have even placed this
possibility cqual to or ahead of its
enfertainment vahie, [ do not expect
-—o1 even desive—a radieal change.

But I do helieve that a hroadening
of {clevision's program content to
realize more of ils socia) nsefulness
will help to bhulld its stature with
both daytime and nightiime audi-
cnees. That s certainly one of the
biggerl if net the higpest  jobh
ahead of felevision i 1951,

18

FILM TREND
(continued from page 8)

signed for the half-hour packages,
and five for the 15-minute group.
Jimmy Powers and Marty Glickman
act as commentators, with especially
edited additions made for localities
that have a greater interest in a
particular event, i.e., Philadelphia
would get more material on a bas-
ketball game involving a local team.
Prices range from $750 to $100 for
the half-hour package, $500 to $80
for the 15-minute series. Winik also
has three-minute musical films, with
personalities like Rudy Vallee and
Gertrude Niesen to be used individ-
ually or as part of a larger pro-
gram, Prices are based on amount
of film used or through leasing the
films on a yearly basis.

1,660 Musical Films

Official Films has a collection of
over 1,000 3-minute musicals orig-
inally made for coin machines. The
films are leased to « station or agen-
cy, with rates based on the number
of TV sets in the market. Prices are
praduated from $15,000 for sta-
tions with markets of less than
10,000 to $100,000 for New York.
Also Cafe Continentlal, 13 quarter-
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One of America's TEN TOP DAYTIME PROGRAMS . . .
reported in the November issue of TELEVISION . . .

PAUL DIXON'S MUSIC SHOP. This "tops-in-the nation™ program
is seen Monday through Saturday ... WCPO-TY, 3 to 5 P.M.

CPO-TV

CHANNEL 7 CINCINNATI

WEWS Cieveland under same general management
is also one of the country’s top TV stations.

SEE YOUR BRANHAM MAN!

hour musical variety items made by
John Nash Productions and cur-
rently under sponsorship by Con-
mar Zippers in 10 markets. Show
also is being repeated in Philadel-
phia over WPTZ for a new sponsor.

Jerry Fairbanks, Inc., has a se-
ries of 26 half-hour western films;
Paradise Island, 26 quarter-hour
musical films and a Hollywood
Wrestling series.

Louis Weiss & Co. has 13 half-
hour Western stories titled Trigger
Tales, and Craig Kennedy, Crimi-
nologist, a half-hour series. Sterling
Films has a sports series, What’s
the Record. Dynamic Films has a
five-minute series of Funny Bunny
cartoons, and G-L Enterprises will
offer shortly a half-hour series star-
ring folk-singer Burl Ives.

New Firms Spring Up

Every day a new syndicating
package firm announces its entry in
the field, so this report is not a com-
plete listing of such programming.

With production costs skyrocket-
ing on live shows, limited facilities
and scarcity of Hollywood movies, it
iz evident that more and more spon-
sors will turn to syndicated film
programs.

Television Magazine * January 1954



www.americanradiohistory.com

MOHAWK’S ALL-OUT TV EFFORT

SPONSOR GAINS BRAND NAME,
PRODUCT IDENTIFICATION,
INCREASES DEALER PRESTIGE

ROBERTA AND BOB STANTON

Television Magazine * January 1951

A a direct result of television
the name “Mohawk is better
known today than ever before,” ac-
cording to Howard P. Hildreth, ad-
vertising manager, Mohawk Carpet
Mills, Inc. The Amsterdam, N.Y.
carpet  manufacturing company
spends virtually its entire advertis-
ing budget for network TV pro-
motion.

“We of Mohawk ask of any adver-
tising medium that it go to the
limits of its ability, commensurate
with the amount of our expenditure
in putting across our brand name.
A secondary requirement is that it
build desire for our product,” Mr.
Hildreth said. “Our Mohawk Show-
room has done both for us.”

No Impulse Buyers

In regard to carpets, Mr. Hildreth
added: “Ours ig a product com-
pletely divorced from impulse buy-
ing. Surveys have shown that two
vears elapse between the consumer’s
decision to buy carpet and the ac-
tual purchase. Because of this and
because carpet is purchased theo-
retically twice in the lifetime of
the family, establishing the brand
name and measuring the results of
the advertising is difficult. It is
made more difficult through the fact
that the entire industry has been
producing at capacitv for some
vears, so that relative carpet sales
by individual manufacturers due to
thetr advertising is impossible to
trace.

At current talent and time rates
Mohawk Showroom. telecast over
NBC thrice weeklv at 7:30 p.m.,
EST, costs $26,223 a week. The
small balance of Mohawk's budget
gzoes for dealer kits, including spe-
cial television merchandising cam-
paign literature, posters, advertis-
ing mats and counter material.

According to company officials,
Mohawk is well aware of the value
of its multi-use of television time,
and that this has built its cumula-
tive audience. Joseph Daniels, pub-
lic relations director of Mohawk,
pointed out that while carpets aren’t
in the impulse-purchase category,
dealers constantlv comment that
“customers come in and ask to see
the carpet they've seen on televi-
sion. Furthermore, we know that
Mohawk Showroom ranked first in
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a4 recent sponsor identification sur-
vey made of TV homes in the Chi-
cago area.”

Featuring singer-pianist Roberta
Quinlan, Mohawk Showroom blends
its talents and commercials grace-
fully. The telegenic singer, using a
living-room set, often alludes to the
sponsors’ products between num-
bers, and brings commercial an-
nouncer Bob Stanton into her own
acts. He sings, too, and following
an occasional duet with Miss Quin-
lan, Stanton will fervidly describe
features of the Mill's latest prod-
ucts, tastefully exhibited underfoot
during the show, The “sculptured”
carpeting televises well, and Stan-
ton’s complete conviction about
its quality impresses the viewer.

The show opens and closes with
an American Indian-head silhouette,
back of which designed carpets
move upward to a tom-tom theme
singing commercial that every kid
in the neighborhood now knows bw
heart.

The company’s policy iz to show
a3 much carpet as possible, and de-
monstrate it with live, hard-hitting
commercials. It accomplishes its
aim. Even without color, company
officials declare that TV is a better
medium than consumer magazines.
To reach markets not available
through television, and to supple-
ment its present coverage. Mohawk
this spring will buy time on 27 AM
stations to broadeast Roberta Quin-
lan’s presentations on a transcribed
spot basis for 15 minutes three
times a week. It has not decided as
vet whether it will enlarge its TV
coverage with film or kinescope.

At present Mohawk Showroom is
in 49 cities, via NB('s interconnect-
ed network, on which it received a
December Videodex rating of 12.3,
with an estimated audience of
1.059.000. Its television merchandis-
ing campaign iz carried on in 50
cities, through its nearly 9.0600
dealers.

The dealers are enthusiastic about
the tie-up material, as well as about
the program, and the company is
satisfied the show is repaving them
in that respect. And with a cost-
per-thousand of $4.97 and a cost-
per-commercial-minute of $1.10,
Mohawk has 2a solid basis for its
conviction that TV is paying off
for them costwise.

29
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The Station
With More
Know How

NBC NETWORK
CHANNEL 4
Salt Lake City, Utah

National Representative: Blair-TV, In¢.

WEED NEW YORK
anp CHICAGO

COMPANY HOLLYWCOD
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:
WJAR-TV — Channel 11

Owned and Operated by

The Outlet Company

Providence, Rhode Island

THE ONLY TELEVISION
STATION IN
RHODE ISLAND

See your WEED moan for the whole

story. And for the whole story

nationwide, see the Stotus Map on
pages 16 & 17.
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(continued from page 6]
vertising and other related factual
data.

“T believe this can be more effec-
tively done by a trade association
devoted exclusively to television
than by one whose efforts are divid-
ed between broadcasting and video.”

* * *
Victor A. Sholis

Vice President and Director—
WHAS, Louisville.

“There is sufficient community
of interest between AM broadcast-
ers and telecasters to justify work-
ing together under the same roof
of the NAB. I do feel strongly that
the TV department must enjoy a
certain amount of autonomy within
NAB and an adequate share of dues
paid the parent association.”

* * *
Martin B. Campbell

WFAA, Dallas.

“If television can come into NAB
as an active, live part of the organi-
zation, with separate personnel,
separate dues to make it self-sup-
porting, then I think it would be a
good thing. If it simply becomes
another department of NAB, like
legal, engineering, etc., then I think
it should stay out.”

* * *
John E. Fetzer

President WKZO, Kalamazoo.

“It is my feeling that a divided
group in the fields of television and
broadeasting is a weakening force
and portends of the divisions that
invite assault from without. The
NAB has demonstrated through the
years, particularly under the lead-
ership of Justin Miller, that it has
the capacity to do the great over-all
industry job when we remain
united.

“The plan offered by the NAB
Board to permit television to come
in under its own autonomy is
sound.”

% % %
L. H. Rogers

Station Manager-WSAZ. Hunt-
ington, W. Vu.

“We at WSAZ-TV feel that a
merger of NAB and TBA would
probably work to the advantage of
the industrv in general. However,
this opinion is predicated wupon
maintaining complete autonomy of
the television authority. In other
words, if TBA were to be brought
into the NAB fold, it should be
separated entirely from NAB radio
authority under an overall NAB
direction.

“The strong competitive element
existing between radio and televi-
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sion is such that we do not believe

the same directors, the same com-

mittees, and the same central divi-

sions can handle both assignments

without detriment to each other.”
* * *

Les Johnson

WHBF, Rock Island.

“I believe in one over-all indus-
try trade organization. It would
seem NAB should be the umbrella
and its setup should be such that
TV, if its owners and operators be-
lieve it would thus be best served,
should be an active, aggressive divi-
sion of NAB.”

e

* *

William Fay

Vice President—WHAM, Roch-
ester.

“The majority feels that there is
a distinct advantage in establishing
one strong organization rather than
to permit the development of two
associations which could possibly
compete. The purposes of the two
existing groups seem synonymous.”

* * *

Paul Adanti

General Manager—WHEN, Syra-
cuse.

“T favor a single strong television
association, preferablv a merger
between NAB and TBA. The gen-
eral objectives of this trade asso-
ciation should be:

“1. Standardization of television
with regard to:—

“a. Mechanics - requirement of

slides, films, etc.

“h, Commercial content and ren-
dition for 20 and 10 second
spots, just to mention two of
the more non-standard items.
I'm sure there are many hun-
dreds more.

“2. To provide a unified group to
transmit the problems and desires
of the stations to the FCC for the
purpose of effectine rule making.

“3. To provide TV stations with
information and assistance on both
general and specific operating prob-
lems.

“4. To set up operating standards
which would correct the abuses
which are currently perpetrated by
both  stations and advertising
people.

“5. To evolve a sensible code of
ethics with regard to program con-
tent which can be acceptable to the
majority of the people interested in
keeping program content whole-
some, and which can be used as a
vardstick for acceptability.

“6. To explore the explosive sub-
jeets of standardization of rates and
wages, and to establish standard
job requirements.”

Television Magazine * January 1951
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;What
The
Gritics

NOT ON THE LEVEL
JOHN CROSBY
N. Y. Heraid Tribune

“One of radio’s most irritating
mannerisms has been bequeathed to
television. I refer to the sudden vio-
lent increase in volume when the
commercial comes on. Man has his
set tuned to a level not inimical to
his eardrums. Then comes the sing-
g commercial pitched at a volume
not much lower than a subway
whistle or a woman's scream, (You
must have heard one of those
noises.) Man has to Jeap across the
room and turn it down. When Mar-
tin Kane comes back, he has to leap
up again, turn it back up. Three
commercials mean six separate
leaps, which is too much leaping.”

“It also means a gross violation
of FCC regulations which holds
that radio and television stations
should maintain a reasonable uni-
formity of volume. Let’s, for heav-
en’s sake, cut it out, fellows. You
can sell me the Benrus just as easily
—in fact, easier—at three decibels
as at ten. My sales resistance
mounts with the volume. One thing
has so far eluded even the brainiest
of TV engineers. There doesn't
seem to be any way to turn up the
brightness of the picture when the
Dreft pitch comes on, If it were
possible, the sponsor would beam a
searchlight right into your eyes
while clawing away at your ears.
We’d be blinded and deafened at
the same time.”

HALEY STILL HEARTY
JACK O'BRIAN
N. Y. Journal-American

“Jack Haley was known as a
‘$4.40 comedian’ away back when
that amount of money was consid-
ered fairly fabulous at the musical
comedy box-offices.

“His sales points, to reduce the

Television Magazine * January 1951

esthetics to cash values, were a
great deal of charm, personally and
professionally a nice voice, a hand-
some face and a thorough ground-
ing in his trade. They all combined
in one of the most popular gents of
his field and made him wealthy.

“Jack has remained consistently
at or near the top for a longer pe-
riod than his youngish face sug-
gests and last night on Channel 4
he returned to show business after
only a few months lapse, and fairly
triumphantly. His show was swell.

“If anything, Jack Haley’s fault
was, and is, that he is a ‘light’ co-
median in an era where generally
the hokey, strident copycat comics
catch the gravy. There isn’t any-
thing much he can do to change it,
and Jet’s pause here a moment to
give sincere thanks.”

PLOTS WITHOUT MYSTERY
BEN GROSS
N. Y. News

“Where's the Mystery? ... That’s
what Lawrence E. Spivak would
like to know about the whodunits
seen on television. ‘“With one or two
exceptions,” comments Larry, who,
in addition to his video activities,
publishes a series of popular mys-
tery magazines and books, ‘the plots
of these TV stories are so trans-
parent that their endings are about
as difficult to anticipate as a No

roay

from Vishinsky’.

COMICS CAN'T TAKE IT
LARRY WOLTERS
Chicage Tribune

“Allen recently said that the
critics ‘expected too much’ of his
first show, hence most of them were
disappointed. Danny Thomas says
the critics look too harshly at what
they see on the TV screen, without
talzing into consideration the short
time allowed for preparvation or the
rough conditions under which a tele-
vision proesram is put together.

“Critics actually are fully aware
of the complications of putting an
elaborate show together. They know
it’s an ordeal. However, they also
know that getting up a TV show
once a month, as Allen and Danny
do, is not the equivalent of getting a
Broadway show or a feature movie
produced. They further know that
Burr Tillstrom and Ransom Sher-
man, to mention just a couple of
guys, manage to do a pretty good
TV show once each weekday. They
know Jerry Lester does three hour-
long hilarious shows a week, that
Groucho Marx does a slick job once
a weelk and that Burns and Allen
do a polished job once in two
weeks.”
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BILLY ROSE'S PEOPLE
ANDY WILSON

Detroit Times

“Billy Rose is a showman who
apparently fears no medium.

“He has put on Broadway plays,
outdoor spectacles, night-club floor
shows, and, since October 3rd, has
been responsible for a weekly tele-
vision show,

“From the first his series of vig-
nettes of cosmopolitan life has sus-
tained audience interest,

“Many were based on funny, or
brutal, or ironic events seen in the
strange, half-lighted, unmoral world
of the clip joints and their wise,
sharp people.

“Occasionally Rose departs from
his Broadwav locales.

“Such a show was ‘The Benefit
of the Doubt,” several weeks ago,
which was set in the courtroom of
a Belgian village.

“In ‘Yogi Your Way, and I'll Go
Mine,” he kicked around the New
Thought sects with great glee, and
told a good storv as well.

“The Rose feeling for the Broad-
way character makes his shows
about them the best of the lot.”

LIFE'S LITTLE PROBLEMS
BILL IRVIN

Chicago Sun-Times

“There is a4 great deal to be said
for the right vitamin tablets. A re-
cent television commercial we were
fortunate enough to see left little
doubt as to which brand that was.
In this instance the wife apparently
has been leading the life of a her-
mit, going near her husband onlyv
to ask him for money.

“The plain truth was she simply
didn’t have the enevey to drae her-
self to wherever her husband was,
and he, thoughtless lout, seeminegly
hadn’t even missed her.

“Then one happy dav the wile
came across the vitamin pills that
were to change evervthine for her.
Gulping « couple. she turned forth-
with and walked straight into the
next room where her husband wasg
unconcernediy tving his tie. She
seemed steady enough on her feet.
we thought, for someone who had
been pretty rundown and listless a
few minutes before. The husband
saw her coming and he immediately
noticed the fresh, new smile on her
face, the spring in her step. He wel-
comed her with open arms. It was a
happy reunion.

“The thing we like about TV
commercials is the wav they =o
graphically illustrate life’s little
problems. And we do mean little.”
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“We don’t want jokes to stand
out by themselves. A mild joke in a
really humorous situation contrib-
utes to the overall tone of the show.
A big joke in an unreal situation
destroys the comedy mood. And it’s
tough enough sustaining a comedy
mood when the show is broken up
with commercials. We don’t go in
for gags. My writers don't even own
a gag file or joke book.”

That last iz the key to why Sid
Caesar ts such a standout performer
in television, and whyv the $45,000
weekly Show of Shows is one of
NBC’s proudest boasts.

Talent Shouldn't Sell

Sid bhelieves that the talent should
not be called on for any selling
effort. “We try to give entertain-
ment. If they like us they’ll pay
altention to the commercial,” And
people <o pay attention to the
Show's five commercial backers- -
Snowcrop,  S.0.8.,  Scotch  Tape,
("rosley and Benrus.

Sid o credits his  writers, Mel
Brooks and Mel Tolkin, and his
on-stage fellows, Tmogene Coea and
Carl Reiner, with much of the Show
of Shows” comedy. He himself, how-
ever, contributes many of the best
ideas, Rt in addition, he offers a
facile voice thal can be everything
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“If a guy can’t get a laugh without dropping his pants

he’s not much of a comedian.”

SID
CAESAR

from a dive bomber to a precocious
baby, a mobile face, an instinet for
comedy and ability to project his
ideas. For those reasons almost
everything his alert associates sug-
gest can be given the Caesar treat-
ment, after which it usually emerg-
es as an original bit.

Sid Caesar in another era would
be a star in musical comedy, vaude-
ville or motion pictures. TV viewers

are grateful that his unique talent.

coincided with the new medium.

The majority of big name enter-
tainers, after test solos in TV. com-
plain that an hour or even half-hour
program once a month drains them
of vitality, stunts and stories. Sid
Caesar, however, said that he “nev-
er felt better. And, as far as the
show goes, it gets easier to do every
week. But maybe we're getting
more confidence,” he added. Caesar
is only 29 years old, however, which
has much to do with the fact that
full-day rehearsals six days a week
don’t tire him, and his weekly hour-
and-a-half show exhilarates him.

As for feeding the TV maw with
good material, Sid and his writers
and co-talent don’t let the fact
worry them: “We take our material
from everyday things, from human
foibles. We work on situations, es-
pecially those in which viewers can
identify their neighbors or selves.”

It isn’t obvious, but those who
watch and enjoy this brief 90 min-
utes of entertainment, are often
laughing at themselves. Like all
good humorists, Sid Caesar turns
the mirror on nature, so that we see
ourselves in satirical, ridiculous or
pompous situations.

There is seldom hysterical or
bawdy laughter for this show, nor
is there an effort to achieve either.
Those who want custard-pie comedy
can watch others work. Sid had
enough of that type of humor
when playing Catskill resorts as a
straight man to a seltzer-bottle
squirter. Nor does he approve off-
color material. “If a guy can’t get a

www americanradiohistorv com

laugh without dropping his pants,
he’s not much of a comedian.”

Sid and his staff don’t deliver
mere jokes, and they restrain them-
selves in using tag-lines just be-
cause they might get a laugh.

Although now able to carry a
show alone, Sid deoesn’t demand the
center of the stage. He treats his
co-workers off-stage and on with
consideration unusual in the busi-
ness. “If I get the laugh, okay,” he
said, with his now-famous manner-
ism—a slight, humble bow of the
head and a serious, sad expression.
Then, brightening: “If Imogene
gets the laugh, that’s just as good.
She’s a fine girl, a fine actress,” he
adds, as if it just came to him. “You
ought to do an interview of her.
I'll ix it up, eh?” Happy at the
thought of Miss Coca’s extraordin-
ary ability, he takes a sip of his
favorite drink—straight ginger ale.

'I'd like to have seen Edison ad
lib the electric light.’

Sid doesn’'t believe in comic ge-
nius, even though many say he’s got
it. Regarding this caliber of talent,
Sid said, “I'd like to have seen Edi-
son ad lib the electric light. To get
any place you have to know what
vou're doing all the time. That takes
work, rehearsal, planning and more
work.” Then, in his typical way, he
grows expansive. “We work all the
time! When do I rest? Sundays I'm
home all day.” At the thought he
relaxes on his chair, and adds, *I
just sit around.” Actually he visits
art galleries and looks for unusual
guns to add to his collection.

In Yonkers, Sid kept busy boune-
ing obstreperous customers out of
his father’'s beanery. Most of the
customers were foreigners who
didn’t appreciate American musie,
Caesar-style. From their remarks,
however, he learned the gibberish
he now employs in his skits. Actu-
ally Sid can’t speak anything but
English, although he does that with
diction others in TV could well
emulate. Mel Brocks tells, though,
how one of his Polish neighbors
said after a show, “You know, that
Sad Scissor, he don’t speak Russki
at all.”” “That’s right,” Mel agreed.
“You bet,” the other replied confi-
dentially, “he speak Polski.”

—J. McG.

Television Magazine * January 1951
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