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PROCESSING
?BOI'ITA BLE

MODEL 22
AUTOMATIC ™ DEVELOPER

Maodel 22 is a portable developing machine for
1omm hlack and white, negative, positive or
reversal ilm, Operaces in daylighe. Capacityupto
GO feet per minute. Sclf contained, entirely auto- » DEVELOPING MACHINES = PRINTERS = COLOR DEVELOPERS
matie, casy to operate. Complete refrigeration,
re-carculating systems, i compressor and posi- * COLOR PRINTERS = CRANES = DOLLIES = TRIPODS = FRICTION HEADS

tive teniperature controls. Moderutely priced.

HOUSTON
FEARLESS

Cortroraleor

11801 W. OLYMPIC BLVD + LOS ANGELES 64, CALIF.

“World's largest wmainfacturer of

motion picture processing equipment’
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i OF A SERIES FEATURING THE MEN WHO MAKE FREE & PETERS TELEVISION stwvice

Four years, collesc
schools

One year, Los Angeles Times

Two years, General Tire &
Rubber Co.

Four years, CBS

Free & Peters (Hollywood
Oflice} since Fely.. 195]

night

Rhyme it
Sy Now”!—

oy

f EXCLUSIVE NATIONAL
TELEVISION
REPRESENTATIVES

Jouy 1. SErpao!

EW YORK

. ) . . . DAVENPORT WOC-TV*
Radio and journalism by day, college We know e/l the facts about television antral e canting o

. X W WO
by night — that’s the double-duty sched- in any or all the markets we serve. E / _ ;

. ) | FORT WORTH-DALLAS  WBAP-TV* ||

ule that John Serrao followed when In addition to the usual routine data, | STARTELEGRAM)
he first started to work, and which we also have a lot of “non-siatistical” AR m WAVERVL
eventually led him to CBS. Four expe- information about television trends, WS AN WIVJ

rienced-packed years after that, John
had risen to Network Sales Service
Manager of CBS’ Hollywood Office.
That’s where we spotted him, and
quickly signed him up for our F&P

television team.

John, like all our other TV specialists,
is a hard worker who knows the ropes.

CHICAGO DETROIT

B & P

Pioneer Radio and Television Station Representatives Since 1932

regional variations, programming op-
portunities, elc.. etc.. etc. . . .

Smart, aggressive. crealive manpower 1s
F'&P’s long, long suit. It has always
been so. and always will be. because
we know it’s the real “secret” of our
success, here in this pioneer group of

station representatives.

i

ATLANTA FT. WORTH
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HOLLYWOOD

(Wometea Theatres; ri
MINNEAPOLIS—ST. PAUL WTCN-TV

PATEH-PIOMEER PRESSS H
NEW YORK WPIX -
[THE NEWS)
ST. LOUIS KSD-TV# 11|
{(FOST-DISPATCH)

| SAN FRANCISCO KRON-TV*
(TH {RONICLE) i

RS, TINC.

SAN FRANUISCD
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EASTMAN 16mm.
TELEVISION PROJECTOR,
MODEL 250

NEVER before have so many revolutionary new ideas been com-
bined so successfully in one 16mm. projector.

Designed for continuous trouble-free performance ... used for
more than a year in leading key network studios . . . the Eastman
16mm. Model 250 is giving an amazing account of itself . . .

® Precise sprocket-type geneva pulldown assures excep-
tional film steadiness . . .

® Exclusive feature makes possible “still-frame” operation
—permits commentary from "frozen” frame. ..

® Simple, convenient control system includes remote control,
gives maximum over-all operating efficiency ...

® Advanced optical and electronic engineering makes pos-
sible unparalleled sound reproduction . ..

® Improved tungsten illumination—plus “Lumenized’' Kodak
Projection Ektar Lenses—provide unusual mosaic screen
image brilliance.

Write today for detailed information on specifications, prices, and
delivery,

Avatlable upon request: "Theater Quality 16mm.
Projection.” This 16-page book describes features
of Eastman Projector, gives much valvable projec-
tion information. Write for your copy today.
Motion Picture Film Department East Coast Division

Eastmean Kodak Company 342 Madison Avenue
Rochoster 4, N. Y. New York 17, New York

Midwest Division West Coast Division
137 North Wobash Avenue 6706 Santa Monica Blvd,
Chlcago 2, llinois Hollywood 38, California

Record every program on film...

EASTMAN TELEVISION RECO

orf e ) el H ae: uﬁn*

RDING CAMERA
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e BUSINESS MACATING

Volo VI Number 6. June, 1931

content s

WHAT PRICE TELEVISION? 9

Agency opinion by Henry T. Ewald, President,
Campbell-Ewald Co., Inc.

SPOT ... 1"

{s where you find it—and it's only a popular misconception
that there's none to be found . . . !

BUDWEISER SALES DOUBLE IN TV MARKETS 14
With plant capacity increased, Budweiser WGAL -Tv

puts “sell” into its advertising
Channel 4
TV AUDIENCE CHARACTERISTICS 16
Further findings in NBC-Hofstra Study on income, LANCASTER, PENNA-

education, long term viewing and effects on aother medla

WGAL.TV | only i
9,000,000 AUDIENCE — $1.60 PER 1,000 18 sted 1yt P |
Westinghouse is happy with their $2,300,000 LoIts covirag : !
annual TV investment in "Studio One” i IHEL,
TV NEW YORK 23 T
$150 still buys a minute and a half participation : fivg cips

in this—the largest TY market
#U.5. Census figures

BASEBALL 32 WGAL-TY PRODUCES RESULTS!
WCAU-TV coverage set up by pro's
HERE'S A TYPICAL SUCCESS

STORY:
DEPARTMENTS
1] )
FOCUS 7 1 plastic 2o e :
Significant developments \ . lipe
teats wots vl 5
STATUS MAP 20 - 21 11
Natien-wide repert on stations, circulation :
and penetration, and pertinent data
Shoew yecur product — release your
h - - = - sales message in a proven Buying
Market. Let WGAL.TV get resulis
- 1
Freperick AL Kune fer you!
Editor and Publisher
R R R fed b
Norr WyneR Murray Gross KaTHLEEN CircoLa Rt v
Manoging Editor Associate Editor Associate Editor ROBERT MEEKER
Jack Buas Jim CoLeman Micton WYNNE ASSOCIATES
Business Manager Advertising Are Director CHICAGO SAN FRANCISCO
NEW YORK LOCS ANGELES
Published monthly by Frederick Kugel Company. (00 Madison_ A_ve., _New York_ 2, ;‘L Y
PLaza 3-3671, 3672, 3673. Single copy, 30 cents. Yearly subseription in the United Statles. j‘v B C e BT A
its possessions and nations of the Pan American Union, $5.00; in Canada. $5.50; elsewhere. A St
$6.00. Entered as second class matter February 20, 1943, at lhe postoffice al New York, New T AF _—
York under the act of March 3, 1870, Copyright 1951 by Frederick Kuget Company. All rights Clen MeCalloug

reserved. Editorial content may not be reprodueed in any form without permission.
Television Magazine * June 1951
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tlougher the better

S

Eddie Drake likes tough customers. The tougher
the better! And whether television’s newest
private eye is tracking down crime suspects or

sales prospects, he gets his man.

In “The Cases of Eddie Drake,” his series

of 13 half-hour mysteries filmed especially for
television, rough-and-ready Eddie has plenty
of help. With Don Haggerty (“Command
Decision,” “Canadian Pacific”) in the title role,
the cast includes “Kiss Me Kate's” Patricia
Morison, and featured players Hillary Brooke,
Theodore Von Eltz and Angela Greene.
Scripts are written by Jason James, writer for

“Suspense” and other network mysteries.

Sponsors are discovering, in TV as in racdio,
that crime does pay...in jackpot ratings
and results. (Evidence; “Man Against Crime,”

“The Web,” “Danger,” and many others.)

If you've got tough customers on your hands,

put Eddie Drake on the case.

Radio Sales

Radio and Television Stations Repre wntative.. . CBS

Fadio Sales TV Prodicctivns: (L CASES GF EULE DIRART
CENE AUTRY SHOW, RANGE KIHER, S THANCE SLVENTURE, WURLD'S
IMMOKTAL OPERAS, VIENN A VUHARMUNIC ORCHES TEA

HOLLYWOOI) ON I'HE LINK.

&
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Tune in this RCA Victor "Personal” radio
—n6 bigger than a book, Out pour the
full tones of any orchestra- so tall of
“living presence” that it’s like holding
a band v your hand,

This compact instriment grows direetly
RCA

Laboratorics, Scientists and cngincers here

feonn basic rescarcle conduacted  at

porfected Taghly cfficient civenits and elece-

Lron Linlves

powercd by compact RCA
Salteries, My boilt-in antenna gives peak

1 NI ITHIn R ‘my\vh(-r(- at home or "on the

oo S

e
i

roael.” Tts minjature londspeaker offers fine
acoustical performance in a minimum of
space.

Development  of this  handsome  portable
radio, weighing less than 4 pounds, is another
example of BCA rescarch and engineering at
work for you, Result: a totally new satisfaction
fram a smadl “Personal ™ radio,

* * *

See e Tatest wonders of radio, television and clee-
frouicy o BOA Fxbibition Hall, 36 West 4910 Street,
N.YL Adiission is Jree, Radio Corporafion of America,
RCA Building. Radie City, New York 20, N Y,

2 = “Live artist” quality is a characteristic of the new
i RCA Victor “Personal”” radio, one of the most compact ever built,

See the compact new RCA Victor

«

Personal” radio today. Medel
B411-now on display at your local
RCA Victor dealer’s,

RADIO CORPORATION of AMERICA

World [eader in Radio — First 1 Television
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MULTIPLE-BRAND SPONSORSHIP
KEY TO THE FUTURE OF TELEVISION

Most significant research findings
on TV to date are contained in the
new NBC-Hofstra report. These are
the revelation of the success and
effectiveness of the multi-sponsor
and multi-brand programs.

Looking ahead to the day when
the freeze is lifted and a full net-
work becomes a realization, few, if
any, advertisers will be able to foot
the bill for a nation-wide network
program of their own. Therefore,
nothing is more important to the
future of television advertising it-
self than this research finding which
shows that costs can be shared with-
out harming TV’s effectiveness.

Specifically, the NBC survey
shows the average extra customers
per month obtained for each tele-
vision dollar is 15.6. On the mul-
tiple-brand programs, the average
is over 21.

The result of this survey confirms
a special research project under-
taken by Colgate-Palmolive-Peet on
the number of products they could
effectively sell on their program.
Originally, the Colgate Comedy
Hour plugged four products. After
switching to two, a research study
wus done, with the result that four
products are again being pitched.

Bewitched, Bothered, Bewildered

This old song best describes the
present state of the industry. Every
business has its share of problems,
but you'd have to look pretty far to
find one beset with more complica-
tions than television.

Inventories now have the bankers
worried.

There is no one answer. Satura-
tion is high, In New York it’s over
609% and it's pretty close to that
in most of the major cities. Under
normal circumstances chances are
that by September set sales would
pick up sharply, but whether they
can pick up to the tune of 600,000
sets a month is something else.

But the situation isn’t a normal
one; not with the major manufac-

Television Magazine ¢ June 1951

turers determined to fight CBS
color to the bitter end and RCA
scheduling public demonstrations of
its own compatible system at the

same time CBS starts its regulav

commercial color telecasts. Chances
are that the public will be so com-

pletely confused that no sets will be |

sold at all . . . black, white, or red!

And if things aren’t muddled
enough along comes theatre tele-
vision tving up the Louis-Savold
bout exclusively for the movie
houses. This isn’t going to help set
sales, particularly in view of the
fact that so many recelvers ure
bought because of television’s great
coverage of sporting events.

And speaking of extra curricular
TV, the Zenith phonovision test was
by no means a dud. In tact. one of
the major film companies conduct-
ing its own research on the Zenith
project, is getting into pay-as-you-
wo TV as fast as possible. Even
RCA is bevond the exploratory
stage In metered television.

No Clear-cut Answer

Dou't expect anyv clear-cut an-
swers as to just which way it's
woing, As o matter of fact, this
statement can wpply to almost all
of TV, except for the advertising
phase, which is healthier than ever.
But here. too, with the continuation
of the FCC freeze, the problem of
network c¢learances becomes more
difficult every dav as more adver-
tisers want to get in on network
television.

Be that as it may, by the time
the freeze ix actnally lifted. which
might well take until the end of
the vear, industry witl still have to
sit by as the Commission goes into
city-by-city allocations hearings.

In addition, maiterial shortages
will be a problem by that time.

But, in spite of all these compli-
cations and obstacles, the second
half of 1952, barring changes In
the international situation. should
see a flock of naw stations getting
on the air.

www americanradiohistorv com
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Mow Operating from — E‘JEN!NG-S.TAR“..i'.E“I-.EVIS!ONméENTERm—Mﬁnesf TV Studios South of New York

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

Represented Nationally by

The KATZ AGENCY, inc.
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film products of superior quality

8 =
@ )y Lo . i
¥ =]
B 1 : ! |
Py {
3
% - - .
Dependable Du Pont films for television are approved and
g . . ’ . .
widely used throughout the industry. They're especially suit-
able for optimum pictorial and sound results.
CHECK THIS HANDY CHART:
N
551
& FILM PURPOSE 16 MM 35 MM
Picture Type 930—A rapid Type 904 (“'Superior’” 1) A panchromatic film
& A reversal  panchro- for general exterior and process background
iy Production matic film for high- work.
speed processing of Type 926 (*'Superior” 2) A panchromalic film
TV shows, newsreels for general studio interior and exlerior work
and general photog- ... combines fine grain with speed.
raphy. Type 927 (Superior’ 3) A panchromatic
Type 914—A fine- high-speed [lilm for interios and exterior
grain panchromatic work where light is hmited.
negative film of wide
latitude for interior
as well as exterior
work. Suilable for
reversal processing.
Sound Type 802-A—An ex- Type 801* - A posilive-lype emulsionapprox-
R cellent sound record- imately three times the speed of hne.grain
RECOI’dlI‘Ig tag lilmfor eilher var- positive stock Suitable tor variable area
Any Du Pont Photo Products Department iable area or variable o1 variable densily recording.
. . densitv recording.
representotive will gladly give you com-
plete information about these films and Kinescope Type 824-A—A tine- Type 824-B—Has same characteristics as
il . ith V pi . . grain, low - conlrast Type 824-A.
will assist you with any TV pictorial prob- Recording il designed for TV
rocording. ldeal for
lem you may have. E. |. du Pont de Nemours prints inlended for
& Co. (Inc.), Photo Products Department, telecasting.
Wilmington 98, Del. Release Type825-A—An all- Type 825-B—Has same emulsion 25 Type
. round, fine-grain re- 825-A.
P”“ts lease filny.
ATLAMTA S .. Foooen 435 800 Pooycbitreae Bldeg. — R ——
BOSIOM 10 ... .......... A bederal Srcot
CHICAGEO 11 Srag UL aliteaning Ava.
CLEVELAND 14 T Yo © oonner o Blilg.
L% ANGELES 38 L6046 Sty e Blyd,
NEW YOKK 11 248 Wl Tl Glreot FILMS ¢ PAPER o CHEMICALS
PHILADELPHIA 2 oo #2640 15th Strect
LALLAS ) GOt tecdeam Tower 4y,

Pl ont preodueeys smay other film
proclcts particibarly switable fur ¥0a .3 paroff

BETTER THINGS FOR BETTER LIVING . . . THROUGH CHEMISTRY

telersaon s pones. sk et e,
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WHAT PRICE

Dy AOLINRVY L, BEWALD
President, Campbell-Ewald Co., Inc.

TELEVISION?

F industry wants television as an
advertising medium—and tele-

vision wants industry—and they do
want and need each other—then in-
dustry must support it and help it
to develop and both must cultivate a
more sympathetic understanding of
each other’s problems—particularly
as they apply to network program-
ming costs.

The networks should not make the
mistake of believing that industry
has unlimited financial resources to
pour into TV programs. Industry
should realize that, TV delivering
both sight and sound, must, of ne-
cessity, cost more than radio-—that
TV is here to stay—that it will be
used by advertisers and that a TV
user is going to make effective im-
pressions on customers the country
over.

Advertisers must stop thinking
of television in terms of radio or
publications. TV is a new form, a
new medium—different, powerful.
It has tremendous potentialities in
most advertising fields—not as a
substitute for other media, but as
a great ally.

The networks must be realistic
and realize that good businessmen
will evaluate TV coverage and im-
pact with other media and will use
TV only if it can prove its worth.
Industry must realize that TV is a
force which cannot be neglected nor
minimized.

Expensive Process

I remember when the phonograph
was going to ruin music, the motion
picture was going to ruin the the-
atre, and radio was going to ruin
the newspapers. Instead of which
we now have more and better mu-
sic, theatres and newspapers than
we've ever had before.

In making these statements, 1
certainly don’t want to condone the

Television Magazine * June 1951

many wasteful and unnecessarily
expensive production and program-
ming practices that television has
picked up during its adolescence.
There are many economies, short
cuts, techniques that can be used
on television that will bring costs
down. But the development of any
worthwhile new medium is, and al-
wavs has been, an expensive process.

Public Service Side

On programming, [ think that
television can and will make better
use of its public service potentials.
The Kefauver Senate Crime Inves-
tigating Committee’s hearings in
New York are a perfect example of
television's potency in the realm of
public service.

1t is estimated more than 2,000.-
000 persons in the New York area
viewed the proceedings each day,
despite the fact that the meetings
took place during the morning and
early afternoon hours.

There should ke more of this type
programming. The Kefauver meet-
ings prove to me that the American
people are interested in the proces-
ses of American government, and
that is a healthy sign. If move
people become interested, we will
find the quality of government, per-
sonnel and service upgraded rap-
idly.

This interest in publi¢ affaivs by
the people is, I believe, a challenge
to accepted TV programming rou-
tine,

I feel, too, that more and more
TV entertainment. is going to be
presented on film, as soon as studios
learn to control film quality and
projection.

We in television in America can
take some lessons. too, from the
English movie industry. The good
English films—and there ave a lot
of them—are marvels of simplicity.

www americanradiohistorv com

They have unencumbered story
lines, simple and effective sets, and
fine acting, as a rule. That is some-
thing we need badly here—simpii-
city and tight scripts. Of course.
good acting will help too.

Mechanically, TV can make bet-
ter use of the relatively inexpensive
film commercial than it does at pres-
ent. | have been told by experts
that there is no reason why the film
commercial shouldn’t be as sharp
and contrasty as the live commer-
cial. In some cases more so. The
proper lighting of film during pro-
jection is of vital importance, I am
told. and there are not too many
technicians who understand proper
lighting. It has been suggested that
the lighting of films during projec-
tion should be done only by the top
“juicer” or camervaman. Otherwise
we get the washed-out type of film
commercials that makes sponsors
shudder.

Production Economies

Well-made and well-lighted flats
are another area where production
economies can be made in my opin-
ion. A program that makes excel-
lent use of flats is the Sunday Frod
Waring Show.

Ax for film production for TV, 1
feel that the industrial movie mak-
ers understand the limitations of
film, animation and the client’s
pocketbook better than the non-
commercial producer,

The completion of the coaxial
cable and thawing the freeze on
TV stations will be a great help fo
national advertisers,

Move atteniion to public service
tvpe programs, upgrading the qual-
ity of present TV shows, more di
versification and more concern tol
production cests, are in my opinio
the great needs in television todian

9
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how to buy

television . . .

at

mvingf

up to 19%/

This is strictly on the level. It’s strictly a matter of rate-card
quotations. It’s strictly for Spot progran advertisers.

In television, Spot progran advertisers enjoy special rate advan-
tages. They pay a lower rate — for the same time . .. on the
same stations.

How much lower? As much as 199, lower than the rate for the
inter-connected group of one of the major networks. Or, if vou’d
like to look at it the other way, network rates for that group of
stations are 23¢; higher than the Spot advertising rates.

What’s more, as a Spol program advertiser, you're a more profit-
able customer to the station. Despite the lower rates, stations
net more from a time period sold for a Spnt program than for
a network program. They clear time more readily . . . cooperate
wholeheartedly.

And to top it off, you have a completely free choice of markets as
a Spotl progranc advertiser. You're not confronted with any
minimum station requirements. There are no “must” stations
you have to use. With a Spof program campaign, you build your
own coverage pattern to match your specific marketing problem.

That's why we say that if you're planning any television adver-
tising, you should get the full Spot program story. You can get
that story from any Katz representative. Ask him for the facts
and figures. Ask him for ‘“‘case histories.” You’'ll see for your-
self that in television . . .

you can do better with Spot. Much better.

T H E K A T z A G E N c Y, INC. Station Representalives

FLEw

reky

I Aar.()

DIETROTI

1OS ANCGELLS o SAN FRANCISCO o ATLANTA « DALLAS + KANSAS CITY
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OBODY, but nobody has to be
told that Spot is one of the
best buys in television. Not when

an advertiser can buy 4,027.464
New Yorkers at 9 p.m. for $675.%

It's figures like these which ac-
count for Spot being almost sold
out.

We say “‘almost” advisedly be-
cause—in spite of all the talk to the
contrary—alert advertisers and
agencies are still ferreting out good
Spot announcements, good partici-
pations and good Spot programs.

To the time buyer or advertising
manager who sits behind a desk
during his working hours, Spot is
sold out. These executives might
well follow the lesson that depart-
ment store buyers have learned—a
smart store buyer, aware of good
merchandise available “in the mar-
ket,” doesn’t wait for the merchan-
dise to come to him ... he goes out
after it.

Actually, every market has some
good Spots available. A random ex-
ample of this is WBNS-TV, Co-
lumbus, Ohio, which has the Cleve-
land Indians telecasts available on
a package Spot participation basis.
Because of a late cancellation by a
local sponsor plagued with shortage
problems, the station has the re-
maining 1951 Indians' series avail-
able for joint sponsorship.

Pulling a 29.0 Telepulse in Colum-
bus last month, the first-division
Cleveland Indian games still have
40 package Spots available at $150
a unit.

Some arm-chair general is miss-
ing a bet on these highly rated
weekend and holiday games in Co-

*20-second chain-break on WNBT
at 9 p.m. Tuesday, following Texaco
Star Theatre. Ratings and viewers-
per-set for this Spot compiled from
May, 1951, ARB reports.

Television Magazine * June 1951

lumbus as well as similar oppor-
tunities In every other television
market.

Getting good Spot today is not
only a question of getting out from
behind the desk, but also one of
smart buying: many aggressive ad-
vertisers and agencies are already
moving to “pre-empt” next vear's
prime Spots. Thuse who don’t feel
that they can tell their story in
spot announcements, are buying
Spot programs and Spot partici-
pations.

Fuarther, alert advertisers and
agencies have been requesting op-
tions from stations and their reps
for Spots that may be vacated be-
cause of rate increases.

Daytime Next Big Move

Actually, with the limited num-
ber of operating stations (and the
large number of single channel
cities) advertisers and agencies
must reconstitute their Spot buyving
policies along more realistic lines—
lines that will permit time buvers
to buv morning and afternoon Spot
inanticipation of tire networks” big
push into these time segnients dur-
mg the coming year.

To advertisers who cannot grasp
this concept and who cannot project
radio’s davtime payoff to daytime
TV, the new NBC-Hofstra study
offers conclusive proof of daytime
TV’s sales effectiveness.

Demonstrating that the average
nighttime television program in
New York delivers 18.6 extra cus-
tomers per month per dollar it
goes on to prove that a similar 18.7
extra customers are delivered for
every dollar invested In daytime
television.

And, to the advertiser who insists
that he can only sell to a nighttime,
male-and-female audience —- one
wonders whether he turned a weath-
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IS WHERE YOU FIND IT—AND IT’S ONLY
A POPULAR MISCONCEPTION THAT
THERE’S NONE TO BE FOUND...!

er eye towards slots left vacant for
the summer by ‘hiatus-ing’ users:
one wonders whether he offered 52-
week, firm contracts for such vacan-
cies, If he didn’t, he missed a bet.

Assuming that an advertiser is
able to scout out satisfactory &, 20
or 60 second announcements for—
that he’s found a group of geod
locally produced shows or has de-
cided to go into regional sports
events or film presentationsy how
does he handle spot announcements?
How does he select one Spot over
another?

Metwork Adjacencies

Where buving announcements 1s
concerned, many veterans confine
their thinking to Spots tollowing
highly rated network shows. Re-
search, however, confounds this ap-
proach, demonstrating that the AM
pattern ot station loyalty doesn’t
hold in TV-it's the program in
televizion.

The significance of program loy-
alty is demonstrated by a Videodex
analysis which points out that a
great amount of channel changing
takex place among TV viewers, be-
tween programs. In practical terms,
this means that a top rated spot is
“where you find 1t” - - - following
or preceding a local presentation
- - - adjacent to a network show
- - - but never rigidly defined in
advance by adjacencies,

Thus, in a 12 city Videodex zstudy
of 60 top rated Spots, (1) approxi-
mately one-quarter were adjacent to
local shows: (21 about one-third of
the Spot ratings were below the
ratings of bath the preceding and
following programs: and (31 two-
thirds of the Spot rafings were
higher than the figuves for the pre-
ceding shows but below the ratine:
of the following presentations.

A further measure of audience

[l
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flow, of especial interest to those
thinking about vertical saturation
work, is indicated by additional
Videodex data. Frequently, ratings
of adjacent shows are so similar as
to suggest a single, continuously
flowing audience. Yet, on investi-
gating two such situations, with
adjacent shows of equal rating,
Videodex found that only half of
the viewers of the first show watch-
ed the second program and—in an-
other instance—only 40 per cent of
the first show’s audience tuned to
the second program.

Starch Findings

After considering buying tech-
niques, one turns to presentation
methods. Research-wise, only a lim-
ited amount of data is available in
this field. But, from Daniel Starch
& Staff come some interesting
findings. An important point is
made in Starch’s observation that a
commercial’s effectiveness tends to
be in proportion to its integration,
This would seem to favor the par-
ticipating program or the sports
event where participations are
available. If live, these can be in-
tegrated into the show they stem
from—if film, at least a modicum
of integration can be achieved by a
live bridge. The Spot announce-
ment, however, must run its 8, 20
or 60 seconds independent of such
integration possibilities.

Important to those planning new
commercials for spot use are Starch
findings on word counts and musie,
tho these data are not represented
as having a ‘cause and effect’ rela-
tionship. On the average, good spot

commercials have a lower word
count than do poor commercials,
FFurther, most good commercials

average approximately 2 per cent
of their time accompanied by back-
ground or mood music—on the other
hand,  poor  commercials  devote
about 37 per cent of their length
Lo such music.

Also of importance is the element
ol conlusion that is found to be
added to many commercials by too

frequent. panning from  scene  to
seene oy Drom flip-card to flip-cayd.

Thi use of entertainment is an-
other fichl thad Stareh has explored.
The rescaveh lirm Teels that nothing
s added to the effectivencss of
Spol commercials by adding pure
cnterbaimment o abfention-getling
devices Reasoning thal such de-
vices e decigned to o attract the
andicnee the bhuver aiheady  has,
Staveh poindg ol thal theve just

0l cnangh Lime inoa o apol Tor
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STATION IDENTIFIC

ECAUSE the 8 or 10 second

station  identification (or
“ID”) is one of the most problem-
some types of announcement buys,
TELEVISION Magazine presents
here an analysis of the various
video and audio regquirements of
stations.

The listing herein was prepared
with the cooperation of Don Mc-
Clure, manager of production in
the Radio & TV Department of
McCann-Erickson.

Method of Listing Described

Station requirements are listed
below in the following manner:
City — station — a letter indicating
amount of room which must be de-
voted to station call letters, etc.
The 22 letters used to indicate
these layouts each represent one of
the variations in layout acceptable
by particular stations.

Thus, the letter “A” indicates
that the station will accept any lay-
out prepared by the advertiser;
“B”, any 1/3 of the layout should
be devoted to station call letters;
“C”, the bottom 1/3 of the layout;
“D”, the right 1/3; “E”, the left
1/3; “F”, upper left hand corner;
“G”, lower 1/3 and upper left hand
corner 1/6; “H”, any %4; “I”, the
upper 4 ; “J”, bottom % ; “K” up-
per left hand % ; “L”, upper right
hand 14.

“M” indicates any 1/5 of the lay-
out; ‘N”, the top 1/5; “O”, any %;
“P”, top i “Q”, right hand %;
“R”, any 2/5; “8"”, either diagonal
2/5; “T”, a separate slide is re-
guired; “U”, the whole area is us-
able by the advertiser; “V”, no
prepavation required by advertiser
(station supers its own slide, uses
audio only, ete.) and “?"”, meaning
no information is available,

Next—film facilities (16 or 35mm)

slide facilities—aoverall acceptable
slide size—usable area of slide for
advertisers’ messapge—whether sta-
tion can super slide over film —
time adlowable foy commercial —
station [D time rvequired — posi-
tion of station 1D message (before
ar after sponsor’s message, ete.) :

ALBUQUERQUIN — KOB-TV —

A 16— brans, - 2x2 — 11/16/x

24)/32 ves — b 3 — optional.
AMINS WoI-TV - 16

trans, 2x2 and 34xd — ? — no

-8 5 optional,
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ATLANTA — WAGA-TV — K
16 — trans — 2x2 — 23/32x31/32
— yes — 8 — 2 — optional. WSB-
TV — A — 16 — trans — 2x2 —
66% — no — 7 — 3 — optional.

BALTIMORE — WAAM — 8§ —
35 — trans — 2x2 — 35mm -— yes
— 8 — 2 — optional. WBAL-TV —
H — 16 — trans — 2x2 1/16 —
1x1Y% — yes — 8 — handled by
station. WMAR-TV — C — trans
& projectall — 2x2 — 7sx1 3/16 —
yes — 8 — 2 — optional.

BINGHAMTON — WNBF-TV—
K — 16 — trans — & 3bmm — 2x2
—1x1 33/100 — yes — 6 — 2 —
before.

BIRMINGHAM — WAFM-TV—
I — trans & projectall — 2x2 —
32mmx24mm — yes — 8 — 2 — be-
fore. WBRC-TV — ? — 16 — pro-
jectall & balop — 2x215 — 15/16
x1ly — yes — 8 — 3 — 7.

BLOOMINGTON — WTTV — ?
16 — trans — 2x2 — 15/16x1 5/16
— projectall — 3%4x414 — 234x33%
— yes — 8 —2 — 7.

BOSTON — WBZ-TV —H — 35
& 16 — trans — 2x2 — 24mmx
32mm — balop — 2%x3%4 — 1%X
235 — yes — 8 — ? — 7. WNAC-
TV — M — 35 — trans — 2x2 —
1 5/16x% — balop — 3%4xd — 1%
x23% — yes — & — 2 — before.

BUFFALO — WBEN-TV — no
ID’s.

CHARLOTTE — WBTV — ? —
16 — trans — 2x2 — ¥sx1%4 — yes
— 8 — 2 — optional.

CHICAGO — WBKB — C — 35
& 16 — trans — 2x2 — 1%x34
— yes — 4 — 2 — optional. WENK-
TV — V —35 & 16 — trans — 2x2
— 35mm — card — 9x12 — Tisx
10 — ves — 6 — 2 — after.
WGN-TV — C — 356 & 16 — balop

—3%x4 1/16 — ? — 3 — yes — 8
— 2 — after. WNBQ — 1 — 35 &
16 — trans — 2x2 — ? — yes —
film — 4 — 2 — after — slide — 6
— 2 — after.

CINCINNATI — WCPO-TV —
B — 16 — trans —— 2x2 — 1.2x1.53
& 0.8x1.18 — ves — 8 — 2 — op-
tional. WKRC-TV — S — 16 —
balop — 3Vix4 — 244x3 — no — 7
3 — after. WLW-T — E — 16 —

trans — 2x2 — “xx%x — balop —
14x15 — 54 x7Y¥% — yes — lbmm
— 6 4 — after.

CLICVELAND — WEWS —35 &
16 — trans — 2x2 — 1 1/16x% —
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balop — 5x7 1/16 — no — 10 sec-
onds; no ID. WNBK — ? — 6 —
trans — 2x2 — 25mmx18mm — yes
— 8 — 2 — after. WXFEL — A —
35 & 16 — trans — 2x21% — 13/16x
1% — multiscope — 3lyx4ly — 8
— 2 — after,

COLUMBUS — WBNS-TV — A
—16 — slide — 2x2 — 35mm —
telop — 4x5 opaque — yes — 7 — 3
—before. WLW-C — Q -— 16—slide
— 2x2 — Yax% — balop — Tx5 3/
16 — 415x3%: — no — 8 — 2 —
after, WI'VN — B — 16 — trans —

2x2 — 7 — projectall — 25mmx
18mm — ? — yes — 8 — 2 —
optional.

DALLAS — WFAA-TV — H —
16 — telop — 4x51/32 — 4x5 —
24 x3% —no— 10 — 4 — optional.
KRLD — no 1D’s.

DAVENPORT — WHBF-TV -~
—— 35 — trans — 2x2 — 1x1.33 —
no — 6 — 4 — optional. WOC-TV
— ? — 16 — trans — 35mm — 2x2

1Y%%x2 — ng — 8 — 2 —after,

DAYTON — WHIO-TV — 7 —
16 — trans — 2x2 — 1x1.33 — ves
— 7 —3—"?WLW-D —H — 16
— trans — 2x2 — ves — 6 — 2
— optional.

DETROIT — WJ/BK-TV — N —
16 — trans — 2x2 — ", x1 — balop
— 4x4 — 134x2% — yves — 8 — 2

— after. WWJ-TV — ? — 16 —
trans — 2x2 — ? — cards — 14x17
— 7 — yes — 8 — 4 — before.
WXYZ-TV — H — 35 & 16 —

trans — 2x2 — 1 3/16x13/16 —
yes — 4 — 2 — after.

ERIE—WICU — 1 — 16 — trans
— 2x2 — 31/32x1'%4 — yes — 6 —
2 — after,

FT. WORTH — WBAP-TYV — 16
—trans — 2x2 — 1x%), — gray telop
— 4x5 — 3x4 — ves — 10 second
announcements — no 1D,

GRAND RAPIDS — WLAV-TV
— ? — 16 — trans — 2x2 — 35mm
— telop ~— 4x5 — 484x3"x — yes —
7 — 3 — optional.

GREENSBORO — WFMY-TV—
A — 16 — trans — 2x2 3/32 —
Tx13/32 — yes — 6 — 4 — before.

HOUSTON — KPRC-TV — 16
— trans — yes — no ID.

HUNTINGTON — WSAZ-TV —
7 —16 —trans — 2x2 — 1.2x0.9 —
balop — 4%x5 1/16 — 3x4 — yes
— 8 — 2 — after.

INDIANAPOLIS — WFBM-TV
— H — 16 — projectall — 3x4 1/16
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— 2%4x33% — balop — 6x81% —
41%x6Y — yes — 7 — 3 — optional.

JACKSONVILLE — WMBR-TV
— 1 — 16 — trans — 2x2 — 1x1.33
— yes — 8 — 2 — after.

JOHNSTOWN — WJAC-TV —
A — 35 — trans — 2x2 — 35mm —
ves — 8 — 2 — before.

KALAMAZOO — WKZO — 1 or
J — 16 — trans — 2x2 — 35mm —
telop — 4x5 — 3x4 — no 6 — 2
— before.

KANSAS CITY — WDAFP-TV——
M — gray telop — 4x5 — ? — no —
4 — 2 after.

LANCASTER — WGAL-TV —
H— 16 — trans — 2x2 — 17" «x1 —
balop — 3V x4 — 2Lox1%, — yes —-

8 — 2 — after.

LANSING — WJIM-TV — B —
16 — trans — 2x2 — 1Vix7s
— no — 5 — 3 — before except

when on film.
LOS ANGELES — KECA-TV —
M — 35 & 16 — trans — 2x2 —

? — balop — 4x3 1/32 — 7 - -
ves — 6 — 4 — after. KFI-TV —

35 — trans — 2x2 — 8 second an-
nouncement — no ID. KALAC-TV —
7 — 16 — trans — 2x2 — 24dmmx
36mm — ves 10 -—— 2 — optional.
KNBH — M 35 & 16 — trans —

2x2 — 25mm & 13mm — projectall
— 41%x3)s ——yes - — 6 -2 — after.

KTLA — 35 - trans — 2x2 —
13mmx16mm — yes — 10 zeconds
—no ID. KTSL — O — 35 & 16 —
trans — 2x2'x — 7 — vex — b6
— 2 —— 7 KTTV 0O — 16 —
tmm — 2x2 — 7 — yes — 6 —
6 — 7

LOUISVILLE — WAVE-TV—B
— 16 — trans — 2x2 — 1%:x1 —

ves — 6 — 4 - after. WHAS-TV
7 — 16 —tranx — 31y x4 — 7 —
balop — 3'uxd — 3x2'w — ves —

7 — 3 — before.
MEMPHIS — WAMCT — ? — 35

& 16 — trans — 2x2 — 35mm —
no — 8 — 2 — before.

MIAMI - WTVJ — 7 — 16 —
trans — 2x2— 25mmx18mm -— ba-
lop — 344xd- 214x2T5 — yes — 8

— 2 — optional.
MILWAUKEE — WTMJ-TV —
?— 77— (,ﬂld5 — 12x12 — 6 2:3x5
— Blhxd — 7 — 12 word\ commet-
cial — 8 \VOldb ID —
MINNEAPOLIS — KSTP TV —
P35 & 16 — trans - -2x2 — 7 —
balop — 5x6%h — 4% x5% — no —
{continued on page 34|
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anything but straight selling.

On the other hand, Starch en-
courages the use of entertaining-
type people or situations to hundle
the sales piteh.

These findings tie in with the
conviction of one of the most pro-
lific 20-second users. This firm,
broadcasting about a Spot a day in
all TV markets, has found that an
announcement coupling an enter-
taining personality into the sales
pitch is most effective.

Having almost two dozen differ-
ent films on hand, this bankrolier
uses each film for a week at a time,
rotating the entire group about
three times a vear.

Several of the films now in use
are two vears old—uretailer and
consumer reaction and reports from
the sales force arve generally the
basis for scrapping or continuing
with a commercial.

That 20-second Spots bought on
this basis are paving off is best
demonstrated by the fact that re-
tailer purchazing patterns follow,
almost exactly, the =pot schedules
for thiz firm’s various products.
Further proof 1s to be found in this
advertizer’s opening of a consider-
able number of new retail outlets,
ax a divect result of this activity.

Kool Sells in 8 Seconds

Another well-satisfied Spot user
iz Brown & Williamson, whase Kool
sales continue to climb in TV mav-
kets at a steady pace.

While many regard the 8-second
tool as solely a trade mark and or
package identification  tool, Kool
Cigarettex look to their announce-
ments as . good, hard selling
spots . . .7, according to William 3.
Cutching, Brown & Williamson vice-
president in charge of advertising.

Pointing up Kool's great advan-
tage. Courtlandt Dixon, Ted Bates’

account execntive for Kool's and
Viceroy, notes tnelr vears of 15
second announcement experience.

“Selling Kools in 15 AM seconds.”
says Mr. Dixon, “thoroughly pre-
pared us to sell in &-xecond LD.s:
it’s ax easy as saving, ‘Gotta o cold

Smoke Kools, for that clean. cool
taste!”

In addition, both Willie the Pen-
guin and the Kool package gain
trade mavk identification—what is
usually thought of ax the sole tunc-
tion of the 3-second spot.

Now in their third yvear of TV

spot activity, Kools originully en-

tered the medium with weather

<lides on station I.D's. Thus, the
{continued on page 34]
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R. E. Krings, director of advertising for Anheuser-Busch; Roland Krebs, vice-president of D'Arcy Agency and
Frank Gay, D'Arcy St. Louis co-ordinator of television, discuss an advertising poster for The Ken Murray Show.

BUDWEISER SALES DOUBLE
IN TV MARKETS

HILE it is difficult to say
just how much the Ken

Murray Show has increased sales
of Budweiser beer, R. E. Krings,
director of advertising for An-
heuser-Busch, points out that “we
do know that our rate of sales in-
crease in television markets is about
double that of other parts of the
country.”

Last  season, Anheuser-Busch
ranked as the second largest pro-
ducer of beer. This year, however,
they feel confident that their pre-
mium product will forge ahead and
will hecome the largest selling beer
in the country.

Within a few weeks, they will he
turning out over five million barrels
from the St. Louis hrewery, with
an additional output of several hun-
dred thousand barrels from the re-
cently opened Newark, New Jersey,
plant.

New Capacity Calls For Sales
Rather Than Reminder Copy

Prior to its TV entry, Budweiser

advertising had largely  centerod
wround outdoor  posters,  sapple-
moented by e sehednle in Jeading
national magazines. The prineipal
Munetion ol these campaigns was

4

to serve as reminder advertising,
since Budweiser has been rationed
to its wholesalers each summer for
the past 12 years. Primarily, Bud-
welser was concerned with main-
taining its market, rather than at-
tempting to acquire new Budweiser
users they could not accommodate.
With the erection of the new $28,-
000,000 Newark plant and the com-
pletion of a §66,000,000 expansion
program in 3t. Louis, it became evi-
dent that more aggressive adver-
tising was necessary.

Through its agency, the D’Arcy
Advertising Co., a complete re-
evaluation of advertising tactics
was made. Although the company
had by-passed radio, except for
hrief sponsorship of a program for
malt syrup shortly before repeal,
TV was given the nod for condi-
tioning the Fastern states, in anti-
cipation of the beer coming out of
their new plant,

Although TV stretched from
coast to coast, the bulk of the sets
were in the Fastern states. Of the
company's 1,000 wholesalers, be-
tween 250 and 300 were already
located in video markets, account-
ing for about 509 of Budweiser’s
sales,
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Principally responsible for An-
heuser-Busch’s entry into the new
medium were D’Arcy vice-presi-
dent, Roland Krebs, who writes all
copy for Anheuser-Busch and P. J.
Orthwein, vice president and ac-
count executive. Along with Frank
Gay, co-ordinator of television for
the agency’s St. Louis office, they
checked every conceivable type of
program to get the one that would
best fit Budweiser’s needs.

Variety For Broad Appeal

What was required was some-
thing that would have the broadest
possible appeal, and would also
give the product a strong backbone
of prestige. The Ken Murray for-
mat, (TELEVISION Magazine,
May, 1951) a smoothly-paced vari-
ety hour, seemed to have the poten-
tial winning combination.

While a dramatic format of high
calibre offers excellent prestige,
they concluded that it would not
garner a large enough audience.
Such would be the case with a pure-
ly musical program also. It was felt
that news programs and sporting
events should likewise be avoided
since these two fields were already
pretty thoroughly developed by lo-
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cal advertisers in all markets.

A mystery show for Budweiser
was also ruled out. It was felt that
the public views criminal types that
would be presented on a mystery
show as beer users and they did not
want to lend encouragement to that
feeling.

Current ratings for the Ken Mur-
ray Show bear out their views that
it is a prestige show with mass ap-
peal. Videodex May figures record
a 31.3 rating for the Murray show.
Thus, Murray reaches 3,608,000
homes on a 48 city line-up. Based
on 5.4 viewers per set, the Ken Mux-
ray variety show corners a 12,200,-
000 audience weekly.

Originally, one of the weakest
links in the Murray ratings was the
important New York area, with the
program drawing 20.3 Videodex
rating, in October. However, the
show has climbed steadily in the
past few months, checking off a
352.0 during May.

To D'Arcy, which has handled
the account for the past 34 years,
Budweiser’s TV entry was their
first experience in the new medium
with a network program, Due to the
close relationship between sponsor
and agency—as Frank Gay puts it,
“We almost think of ourselves as
one company—we were able to iron
out many of the rough spots that
plague all advertisers embarking
on a campaign in a new medium.”

When the show was launched in
January, 1950, very little choice
network time was available without
strong competition. Saturday night,

Ken Murray, Veronica Lake,

however, offered no such strong
opposition, and a large number of
stations could be cleared without
difficulty. As a matter of fact,
D’Arcy succeeded in clearing a sta-
tion line-up for the show only a slim
week ahead of NBC, clearing for
the Safirday Night Revire; both
shows started at approximately the
same time,

48-Station Line-up

At present, the program, which
is channeled into 48 markets, is
telecast in all but three cities on «a
Saturday evening. This iz one of
the largest station clearances on a
single night.

A second reason for picking Sat-
urday evening wax the beliet that
it was a night particulavly condu-
cive to party entertainment. A vari-
etv format, it wus felt, would be
decidedlv appropriate at such time,
and would probably draw a very
high viewers-per-set figure (latest
Videodex figures 3.4 viewers-pet-
set, as noted, as against the na-
tional average of 2.8 viewers-per-
set).

Initially, the program was on a
bi-weekly status, to give Budweiser,
as well as Ken Murray, a period ot
time in which to perfect the format.
Budweiser, convinced it would lose
much of its audience if a weaker
package weve placed in the alternate
week slotting, when returning with
the show in October, 1950, placed
it on a weekly basis.

In addition to its doubled increase

in TV markets over non-TV unes,
D'Arcy feels the program hasz pro
vided other benefits: us o movale-
huilder, it has given great impetus
to the sales organization of An-
heuser-Busch. Second. the company
can point to itx record asx the first,
and one ot the most =uccessful
hrewers to use the new medium on
a network basis. Thivd, the company
believes thet more people are now
aware of Budweizer as a leading
brewery of a quality heer than at
any  other previeus time in  the
firm’s history.

“For o new product,” Mr. Gay
feelx, *that vequires demonziration,
TV 1s the greatest =alex medium
othei than =ending o personal rep-
resentative into the home. Garro-
wav h:as proved that by installing
linoleum during his program, and
Ford has been able to demonstrate
how the inside of its engine wovks,
In our case, the TV show has prov-
en our best medivm for increasing
Budweiser sales in a short periad
of time.”

Recognizing the importance of
women purehazers, particularly in
view of the great amount of bottled
heer purchased at the supermarkets
by housewives, Budweizer has pre-
sented several commercials pavticu-
jarly aimed at Mrs. Housewife. One
of them started off with, “Good
evening ladies . ..”

With this objective in mind, sev-
eral well known actvesses have ap-
peared on the show in recent weeks.

(continued on page 37]

announcer Nelson Case and Tom Drake plugging for Budweiser.
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TV AUDIENCE CHARACTERISTICS

Futher findings in NBC-Hofstra Study on income, education,

long term viewing and effects on other media.

Based on 5,067 completed interviews with mele and
female heads of households in the 16 counties of the
New York metropolitan area in a two-nionth period
ending January 23, 1951.

HE average income of TV owners is $644 higher
than that of non-owners: 16.7% higher. This
indicates an appreciably greater buying power; the
average TV family has over $50 a month more to spend
than the average non-owning family.
As an indication of their possession of greater
amounts of worldly goods, the following figures are
interesting :

Items % of group who own each item  Relative
TV owners Non-owners Difference
Telephone 74.9 56.0 33.8%
Refrigerator 86.6 77.7 11.5%
Automobile 61.0 39.4 54.8%

Thus, telephone ownership is one-third higher among
TV owners, refrigerator ownership is one-tenth higher
and car ownership is half again as high,

Not only do TV owners possess more of these goods
but they are a more active market for such goods:
over twice as many TV owners than non-owners have
bought cars in the last six months.

% of group who have bought each

ftem item in last & months Relative
TV owners Non-owners Difference

Refrigerators 8.1 6.8 19.1%

Automobiles 12.6 4.8 162.3%

TV families average a half-person larger in size
and are half again as likely to contain young chil-
dren . . . TV owners are slightly younger than non-
owners and tend to concentrate more in the 30’s and
40’s, the active buying years . .. The TV group con-
tains fewer people at the educational extremes, and
is more concentrated in the middle educational range.

TV owners are markedly highey in income than non-
owners. Iixactly twice as many non-owners as set-
owners [all in the lowest income group. It is true that
maure low-income people are buying TV now than
formerly, hut this trend has not been sufficient to
overcome the strong tendency for the upper income
levels Lo buy TV Arst and In greatest numbers.

%o of group who fall into

Total Family Income each Income category

TV-Owners Non-Owners
Under $3,000 18.7% 37.5%
1-4,000 28.2 26.2
4-5.000 24.4 14.9
Over $5,000 28.7 214
Mean Family Income $4490. $3846.

Amount of Time Spent Watching TV
Ihe average set owner elsims to wateh TV 23 hours
per weel, the average non-owner 3 hours per week.

16

"

Four out of 10 TV owners are “Heavy Viewers,” who
claim to spend nearly 1 out of 4 of their waking hours
watching their sets. Nearly half of the non-owners
claim to wateh TV an hour or more a week—thus
making 72.6% of the total population regular TV
viewers,

There is no “novelty effect” apparent in the amount
of time spent on TV: long-time owners actually watch
more than new owners; this i{s true for both rich
and poor.

Old owners spend about an hour and a half (7.3%)
more per week in watching TV than do new owners.
The trend is slightly stronger for women than for
men, due probably to the influence of daytime TV.

TY-Owners
Hours per week watch TV

Length of time owned TV Men Women Totai

0-5 mo. 203 221 21.2 hrs.
611 mo. 22.5 23.4 23.0 hrs.
12-23 me. 22,5 24.6 23.6 bhrs.
24 mo. plus 22.8 24.9 23.9 hrs,
New Owners (Under 1 yr.} 21.4 22,7 22.1 hrs.
Old Owners (Over 1 yr,) 22.6 247 23.7 hrs.

TV viewing is heaviest among those of low educa-
tion and low income. Young people and large families
also tend to be heavier viewers.

TV-Owners
% in each group who are

Education Heavy Viewers
Grammar school 47.0%
Some high school 45.6
Complefed high 38.2
College 23.1
TY-Owners Non-Owners
Income % who are % who are regq.
Heavy Viewers Guest-Yiewers
Under $3,000 48.1% 21.9%
3-4,000 42.1 21.2
4-5,000 40.9 204
Over $5.000 29.1 12.9

Over-All Opinion of Television

TV owners are very favorable in their general opin-
ion of TV. Long-time owners are even more favor-
able than new owners.

Opinion % who hold each opinion
Very good 64.9%

Good 20.9

Fair 10.7

Poor 1.9

No opinion 1.6

100.0

Peaple who have owned sets a long time do not
show a cooler attitude toward TV than the recent
owners. This may mean that the more ardent fans of
TV tended to buy sets sooner, but it also shows that
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their enthusiasm continues to remain high.

Time Owned TV % Highly Favorable % Favorable

Less than & mo. 58.9 82.4
6-11 menths 62.3 85.5
1-2 years 66.6 87.2
2 years and over 69.9 88.0

Favorable opinion increases as we descend the eco-
nomic ladder. This is one of several items of evidence
which point out that TV is destined to be a truly “mass
medium,” with its impact being strongest among the
classes who are most numerous.

Family Income % Favorable to TV

Cver $5,000 80.5
4-5,000 87.1
3-4,000 86.1
Under $3,000 91.4

Favorable opinion increases as we descend the edu-
cational scale. Education shows the same trend as
income, but even more sharply.

Education % Favorable
Some college or more 75.4
Completed High School 88.7
Some High School 86.0
Grammar School 90.0

Again, this is true for both men and women.

TV's Long-Term Effects on Other Media

During recent years, there have been many surveys
showing television’s long term effects on other media.

Principal error in these findings has been using as a
base the people who bought television two or three
years ago. They were quite different from the people
who have bought sets recently. We know they were
higher in income and different in other regards as well.

Though ne control could be worked out for some
of the other factors, NBC researchers, who were able
to control for income by splitting each length of owner-
ship group into above average and below average in-
come groups, and these were analyzed separately. The
trends are almost exactly opposite for the high and
low income groups.

Relation Between Length of TV Ownership and Time Spent
Per Day on TY and Other Media Among TV Owners

Minutes Per Person Per Day

News- Maga-
TV Radio papers zines
LOW INCOME
1st year of ownership 139.5 63 46 8
2nd year of ownership 144.5 &7 44 8
3rd year of ownership 150 70 43 8
HIGH INCOME
1st year of ownership 130 57 47 12
2nd year of ownership 129.5 57 49.5 14
3rd year of ownership 129 57 52 16

In the higher-income group, time spent on TV and
radio show almost no change with length of owner-
ship, while newspapers and magazines show a definite
upward trend.

In the low-income group, magazines show no change,
newspapers a downward trend and TV and racio, a
sharp upward trend with long ownership. Thus, among
the higher income groups, printed media go up and
broadcast media stay constant; among the poor, broad-
cast media go up and printed media stay constant.

How The Public Divides lts Time

The average time- spent watching television “yes-
terday” by all (TV and non-TV) the heads of families
in New York was 72.8 minutes.
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Of all the tinie the average family-head spends on
the “Big Four’” media, nearly one-third consistz of
exposure to television. The average family-head spends
499 more time per day on television than on news.
papers. The average familv-head spends five and a half
times as much time on TV as on magazines.

Minutes per person spent
yesterday on each medium

Media TV-Owners Non-Owners Total market
Newspapers 456.8 50.4 48.6
Mogazines 10.8 15.1 12.9
Radio 60.8 119.4 90.1
Television 1353 10.2 72.8
Tot. spent on all media 253.7 195.1 224.4

This is one of the most interesting tables to come
out of the entire surveyv. It reveals that ... TV owners
spend more time on television than on all other major
media put together (18.3% more) . Radio is still
the second-ranking medium among TV owners: and
perhaps most significant is the fact that in spite of
TV’'s high set saturation more time is spent on radio
by New Yorkers than any other medium. TV owners
spend only 10 minutes a day on magazines (this means
any and all magazines, not 10 minutes on each maga-
zine)

The average for everyone (all family-heads in the
entire market) is an hour and thirteen minutes spent
on television every day. Thus the average family-head,
non-owner as well as TV-owner, spends more time per
day on TV than on newspapers and magazines put
together.

What Advertising Medium is "Most Convincing”
in The Eyes of The Public?

One of the most interesting single questions in this
study is the public’s report on which advertising
medium it considers “most convincing.” These answers,
of course. do not necessarily prove that a certain me-
dium actually is the most eftfective—but they do show
that the consumers think it is.

In the minds of set-owners, TV iz far and away
the most convineing advertising medium, outranking
the next highest medium by 4 to 1. Even non-owners
consider TV the most convincing. Thus, among the
total population at large over 507 regard TV as the
most convincing medium.

TV's convincingness is felt most stvongly by those
of lower income and especially of lower education.

Long-time owners, despite their higher education
and income, feel just ax convinced by TV as short-
time owners.

The more people watch TV the move they feel con-
vinced by it: this is true of non-owners as well as
owners. Increased exposure enhances vather than de-
tracts from the feeling of the medium’s power.

% who think TV is
“most convincing' medium
63.6
65.5

Length of Ownership:
Under one year
Over one year

Research project coordinated by Dr. Thomas Cofiin
of NBC; conducted by Dr. Matthew Chnppc)ll for
Hofstra College; sampling design supervised by 1Vil-
lard Simmons: control study by N Y. U. Ad Club.

17
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Costs go up—but with circulation increase—cost per thousand goes down Westinghouse's Baird

WESTINGHOUSE IS HAPPY WITH THEIR $2,300,000

ANNUAL TV

$2,300,000 — 53 — $43,000 —
3 — $%14,466 9,000,000 — $1.60.

Not the formula for winning a
[nttery, but Westinghouse's winning
TV combination, these are the fig-
ures that cause J. Gilbert Baird of
Westinghouse  to comment  that,
“We have never spent an advertis-
g dollar that has caused =0 much
conversalion or hrought so many
divect and  speclacular results in
cvery divection s Lhe dollars we
are spending on television today.”

Unraveling the figures in West-
inghouse’s “hox score,” we find that
Lthe firm budgets o total of $2,300,-
000 for  Studio Owne  (including
newspaper audicence build-up adver-
Lising, dealer promotion, publicity,
etes), and, with 53 shows this year,
al o cout-per-show of $43,400. Iix-
amining these data further, Mr.

18

INVESTMENT IN

"STUDIO ONE"

Baird, sales promotion manager of
Westinghouse’s  electric appliance
division, reports that, with three
commercials per show, each on a
different product, the cost-per-
product-per-commercial-per-show is
$14,466. Playing to 9,000,000 people
per week, Studio One comes up with
a figure of $1.60 per-thousand-per-
product commercial,

Iiven willing to arbitrarily reduce
the size of the Studio One audience,
on the basis of families seeing the
pitch, and thereby increase the cost-
per-thousand figure to $4.80, Mr.
Baird points out that, . . . anyway
yvou slice it, our TV show pays off
at a low cost-per-thousand.”

Deseribing the purchasing pat-
tern that he feels Studio One in-
spires, Mr. Baird humorously notes
that, “Ordinarily a wife who needs

www americanradiohistorv com

a new washing machine must put
on quite a campaign while her dear-
ly beloved is gulping his breakfast
and reading the morning paper. If
she comes home with the story of a
beautiful automatic washer she saw
that costs only $299-—all she gets
is a lecture on economy and a mat-
tered promise to look at it. Or, the
old wise acre sounds off with re-
marks about one he saw advertised
for $149. It’s a long battle.

“But—on Studio One it's a per-
fect demonstration by Betty Fur-
ness. She speaks the housewife’s
language—and  her  personality
charms old tightwad. Boy—there
just ain’t no argument. Mother gets
the green light to go ahead and
make the purchase.”

Talking in terms of specific sales
results from the show, Mr. Baird
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recalls an amazing demonstration
of Betty Furness’' ‘“sell-ability” on
$70 Mobilaire fans a year ago.
A big 16-inch unit, this fan is not
regarded as an impulse item. With
no other advertising but a Betty
Furness solo on Studio One, 872
fans—§$60,000 worth—were sold in
one week.

WHAT IS A SPONSOR?

A sponsor is a client — and a client
is a company — and a company is
made up of a lot of people—including
a treasurer with a big fat checkbook.

But all of these people are usually
represented by one person on a pro-
ject—such as @ TV show. This person
is laughingly referred to as The Spon-
sor. And this is a very enviable position
to be in.

He is the fellow that has to explain
all the bills. He must give the agency
hell for the home office and also explain
the agency's problems to his manage-
ment. He finds that, each week, there
are two opinions about any show. One
is that it is great—the other that it
stinks. Both people are sure they are
right. Of course, when either opinion is
expressed by the boss’ wife it is really
important. The fact that the wife was
playing bridge at the time that her
opinion was formed maokes no differ-
ence.

He is the fellow they refer to when
the agency goes to the network and
says "This we got to change because
our client won't stand for it.”” Of course,
the fact that the client never heard of
it doesn't make any difference.

He's the fellow that all the actors
and the stage hands look up with that
familiar question—'""Can you get it for
me wholesale?"

And for all his efforts—hell is the
place he is told most often to go to.

This is a sponsor.
—from a recent speech by Mr. Baird

Tracing the growth of the show—
which represents 11.6% of the ap-
pliance division’s budget—we find
that, from a modest $400,000 outlay
for nine stations, in May, 1949,
Studio One has expanded into a
multi-million-dollar proposition, us-
ing 51 stations.

Amortization of the show over an
additional 42 markets has reduced
the original cost-per-thousand-
homes figure from $10.00 to the
$4.80 sum.

“Beyond the simple arithmetic
of the picture,” Mr. Baird contin-
ues, “there are other reasons why
we like TV as an advertising me-
dium. The biggest,” he says, “is
that we can actually trace a lot of
sales directly to the demonstrations
on the show.”
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Pointing out that the company
has a steady flow of correspondence
from distributors, telling of dealer
reaction and actual sales, Mr. Baird
also notes that Westinghouse sue-
ceeded in getting one of the coun-
try’s largest department stores to
carry their major appliances as a
direct result of the store president’s
wife being sold on the Laundromat
by Betty Furness.

One of the most difficult things
for major appliance makers to ac-
complish is the creation of enthusi-
asm about its advertising work
among dealers. “Now,” Mr. Baird
points out, “for the first time in our
experience, we get a steady flow of
dealer correspondence telling us of
their enthusiasm for the show and
the sales they have made as a vesult
of Studio One commercials.”

And—where it probably counts
the most—Westinghouse gets a
great deal of fan mail from home-
makers who have bought Westing-
house products as a result of the
show and Betty Furness’ commer-
cials. One enthusiastic consumer
went so far as to wire the company,
telling of his purchase.

Another gauge of the public’s
careful observation of the commer-
cials are the sevvice calls that house-
wives, who incorrectly loaded laun-
dromats after watching a careless
loading demonstration on Studio
One, put through to the firm.

$75,000 for Newspaper
Promotion Backs Program
While the show is budgeted at
the $2,300,000 figure, this amount
includes $75,000 for newspaper ad-

vertising, $50,000 for dealer pro-

motions, and additional sums for
publicity. “We found out early in
our experience,” Mr. Baird says,
“that simply having the show is
not enough—we had to do a com-
plete merchandising job on it to
make sure that we got full value
out of the investment.”

This ties in with the firm’s con-
tinuing investment in newspapers,
magazines, billboards, radio, ete.
All media are appavently believed
te do a good job in their own way.

And, as Mr. Baird puts it—talk-
ing about Studio One's cost— ...
we find ourselves right in the cus-
tomer’s own home, with their un-
divided attention, and we are de-
monstrating our product . . . with
the husband and wife together...
where the buying decisions are
made.” Who could ask for anything
more?
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TELEVISION MAGALZINE'S STA

® SEATTLE 1|

® SALT LAKE CITY 2

& SAN ERANCISCO 3

LOS ANGELES 7

& ALBUQUERQUE |

® SAN DIEGO 1 ® PHOENIX )

PRODUCTION AND CIRCULATION

Increase in circulation f‘or April .
Total sets in circulation as of May st 12,
Source: TELEVISION Magozine

Receiver production for April, 1951 . .
Receiver production for April, 1950 .

Total receiver production for 1950 .. . T,

Sourco: Redie-Televition Manufacturars Associalion

327,848
620,088

469,157
542,600
463,800

ST. PAUL-MINNEAPOLIS 2

GRAND RAPIDS | b4
LANSING ¢
DETROIT 3

MILWAUKEE |

KALAMAZOO |8
CHICAGO -

AMES

DAVENPORT |
ROCK ISLAND 1

OMAHA 2

INDIANAPOLIS |

BLOOMINGTON 1 @
KANSAS CITY |

§T. LOUIS 1 LOUISVILLE ?
e TULSA 1 ® NASHVYILLE 1
o OKLAHOMA CITY | MEMPHIS 1
® BIRMINGH;
* DALLAS 2
¢ FORT WORTH |
® HOUSTON | ® NEW ORLEANS 1

® SAN ANTONIO 2

~
STATIONS AND MARKETS

Number of | station markets ... ... 39 POPULATION |
Number of 2 . 12
Number of 3.~ L 8
Number of 4 or over ... 4

FAMILIES '
Total markets ...
Operating stations ... POPULATION
Number of connected cities .............
Number of non-connected cities . RETAIL SALES |
Applications pending ... .
Source: TELEVISION Magazine Sourca: NBC-Sales hf

Souten. Vidoodors

*Hot adjuriod {on arva whore there may be no TV service at speciflod hour.

Wﬂﬂd pioneer

and CcO mpany NEW YORK BOSTON

CHICAGO DETROIT SAN FRANCISCO

5

SETS IN USE: NATIONAL AVERAGE*—MAY, 1951 AYERAGE NUMBER OF VIEWERS—MAY, 1951 '

SUNDAY MONDAY-FRIDAY SATURDAY SUNDAY MONDAY-FRIDAY SATIE

Y00 om- 14 noon 2.8 2.0 3.8 9:00 am-12 naon 2.84 1.68 25

J 4, eonLun o 24.) 111 15.2 12 noon-6:30 pm 3.00 2.02 2
& 1 o pm

A AL 423 415 43.8 30 pm-11:30 pm 3.06 2.54 2|

Source: Videodex \

and television

ATLANTA
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MAP

UTICA-ROME | SCHENECTADY It
BOSTON 2

PHILADELPHIA 3

[OHNSTOWN |

BURGH | ILMINGTON |

BALTIMORE 3
WASHINGTON &

ICHMOND |
NORFOLK |

IlARLOTTE 1

i
LACKSONV[LLE §

& MIAM! |

NITHIN TELEVISION SIGNAL AREA

CITY BY CITY RECEIVER CIRCULATION

STATIONS' NETWORK AFFILIATIONS — DEPTH OF PENETRATION

AS OF MAY 1st MEMPHIS—31.9 86,221

ALBUQUERQUE—23.6 8,600 WHMCT 1A, G, D, N)
KOB-TY (A, C. D, NJ MIAMI—42.0 65,000

AMES—29.9 58,400 WIVI{A. €, D, M)
WOI-TV (A, C, D, N} MILWAUKEE—63.8 238,524

ATLANTA—35.1 109,500 WIMITV (A, C D, N
WAGA-TV (C, D}, WSB-TV [A, N, P) MINNEAPOLIS-ST. PAUL

BALTIMORE—é4, —57.4 260,400
WAkMIx’ Dﬁ;Ewaﬁf-?v N, P: 297.368 KSTP-TV [N); WTCN-TV (A, C, D, P)

SYRACUSE 1 O T [ WMAR-TY (C) NASHVILLE—14.1 29,062
3 BINGHAMTON—-46.3 38,150 WSM-TV (N)
Aemmou | A NEW HAVEN | WNBF-TV (A, C, D, N) NEW HAVEN—29.7 153,100
BIRMINGHAM—19.8 50,000 WNHCTV (A, C. DN P)
NCASTER | NEW YORK 7 WAFM-TV (A, C, P); WBRC-TV (D, N) NEW ORLEANS—21.8 56,364

BLOOMINGTON—33.1 16,400 WDSU-TV {A, C, D, N)
WITV (A, C, D, N) NEW YORK—65.5 2,646,610

BOSTON—48.2 731,638 WABD [D); WATY: WCBS-TV (C);

WOLTY I WRAGTY (8. €., 7 AL e

BUFFALO—64.9 201,972
WBEN-TV (A, C, D, N} ugg_ﬁ?%:??'?m 67.309

CHARLOTTE—22.7 75,307
e a e Dt OKLAHOMA CITY—37.9 87,636

CHICAGO_ 55 ) WKY-TY (A, C, D, N)
—55.1 920,470

' OMAHA-—35.4 77,050
WBKE (C, P); . ; .
WGN_T(V (E],; \:VE,ATQRQTYN()A)’ . KMTV (A, C, D); WOW.TY (N, P)
CINCINNATI—62. PHILADELPHIA—63.4 852,348
WCPO.TV (A, D, P);b\f'l(qRC»TV (Cl;272.000 WCAY.TV [C]; WFIL-TV [A. O. P);
WLW-T (N} WPTZ (N]
CLEVELAND-AKRON+ PHOENIX—42.3 37,900

584 470,487 KPHO.TV (A, €, D, N}
WEWS [A, CI; WNBK [N); PITTSBURGH—35.9 260,000
WXEL (A, D, P) wDTV (A, C, D, N)

COLUMBUS—49.1 161,000 PROVIDENCE—36.6 149,000
WEBNS.TV (C, P); WIW.C (N); WIARTV (C, N, P)

WIVR {4, D) RICHMOND—53.8 78,647
DALLAS-FT. WORTH WIVR (C, D, N, P)

—31.6 117,068 _
KRLD-TV (C); WBAP-TV (A, N); &?EMHTES(IEE 0,334')5 81.417

WFAA.TV (A, D, N, P
ROCK IS.-DAVENPORT
DAVENPORT-ROCK IS, 274 56,384

—27.4 56,384 WHBF-TY (A, C, D); WOC.TV (N, P)

WHBF.TV (A, C, D}; WOC-TV (N, P)
DAYTON-—49.9 183,000 v e T, 287,911

T D e ) SALT LAKE CITY—S5 100
—53.8 45,

aﬁ;’_‘s"{—;]dwj_w ). 464,135 KDYL-TV (N, P); KSI-TY (A, C, D)
WXYZ-TV (A, P) ’ SAN ANTONIO—27.4 44,127
ERIE—55.4 47.000 KEYL-TY (A, D, P); WOAI-TY (C, N}
WICU (A, C, D, N) ' SAN DIEGO—53.5 97.500
FT. WORTH-DALLAS KEMB-TV (A, €, N, F]

—31.6 117.068 SAN FRANCISCO-—19.4 188,780
KRLD-TY (C); WBAP-TV (A, N); KGO-TY (A); KPIX (C. D, P);
WFAA-TV [A, D, N, P) KRON-TV (N]
GRAND RAPIDS* 115,600 SCHENECTADY-ALBANY-
WLAV-TV (A, C, D, N) TROY—48.0 155,100

GREENSBORO—41.3 66,972 WRGB (C, D. N

WEMY.TV (A, C, D, N) SEATTLE—19.0 80,900
° TOTAL
"TOTAL > OF USA HOUSTON—24.7 76.000 KING-TY (A, C, D, N, P}
2495,700 41.8 KPRC.TV (A, C, D, N, P) SYRACUSE—58.8 120,671
N HUNTINGTON—24.0 45,000 WHEN (4, C. DI, WSYR-TV (N, 7)
590,900 60.8 WSAZ.TV (A, C, D, N) TOLEDO—30.3 91,000
INDIANAPOLIS—33.8 132,000 WSPD-TV (A, C, D, N. F)
#38,000 663 WEBM.TV (A, C, D. N) TULSA—41.9 72,432

JACKSONVILLE—238.1 32,000 KOTV (A, €. D, N, P)
WMBR-TV (A, C, D, N) UTICA-ROME—33.8 42,000

'i JOHNSTOWN—23.1 87,275 W"T‘;“' Cé:’_; 261,300
s WIACTV (A, €, D, N) WASHIN N—57.9 .

SPOSITION OF TELEVISION HOUSEHOLD KALAMAZOO 133122 WALV (AL WNBW (NI

‘b,, of Adults 2.54 WKZO-TY (A, €. D, N) . WTOP-TV (C, P); WTTG (D)

Mr of Teen-ogers .32 KANSAS CITY—25.1 118,523 w{)l;ﬂs/N(gTﬁﬁN—E"ﬂ 65,804

hr of Children—13 & under 94

8 TV Homes 3.80
: Yideodex

WOAF-TV (A, C, D, N)
LANCASTER—45.0 ?7.105
WGAL-TV (A, €, D, N, P}

LANSING* 50.000
WIIM-TV (A, €, D, N)

*Duplicated circulotion: A pari of the circu-
lotion cloimed for this city ftalls within the
signal orea of enother station. No occeploble
mathod to determine the extent of duplico-
tion in these cities has been advonced by the
stations concernad. Consequently, ir is i
LOS ANGELES—é8.1 1,048,039 possible 1o report unduplicoted circuls
KECA-TV (A); KFI-TV; KLAC-TV; estimates or depth of penefration for t
KNBH (N); KTLA (P}; oreas.

KTSL (C); KTTV (0] fMarch T35t figure. Western Reserve Univ

LOUISVYILLE—34.9 89,500 sity wh_ich compiles these figures s mak
WAVE-TV (A, D, N, P); WHAS-TY (C) on audit

representatives

These Circulation Estimates Are Compiled by TELEVISION Magarine's Research Department.

s Indicate Depth of Penetration of Area.

Network, Affliations in: Parentheses. Percentage


www.americanradiohistory.com

ZERO FROZEN DESSERTS

THROWSTERS GROUP - GNOME BAKERIES - MILANI -

BEST FOODS - RUPPERT BREWING

LIBBY, McNEILL & LIBBY - STAHL-MEYER - KNOX GELATIN

FLORIDA CITRUS . BOVRIL - UNITED FRUIT . CANADA DRY

PERSONAL PRODUCTS ("YES')

GRAND UNION - CONTINENTAL BAKING - ARMOUR & COMPANY

McILHENNY CO..TAYLOR POTATOES . J. COLONNA BROS. . ZIPPY PRODUCTS

+ RONZONI MACARONI -

JOHN DULANEY CO. - KREY PACKING . GEM OIL
BATTER RICH - NESCO ROASTER - HAMBRO TRADING - OLD DUTCH COFFEE & TEA
N. Y. JOURNAL-AMERICAN . ZONITE (LARVEX) - STROHMEYER & ARPE

E. L. BRUCE -« BROOKLYN UNION GAS + HOLLAND HOUSE COFFEE

POWDERENE RUG CLEANER - WISE POTATO CHIPS

BERNHARD ULLMAN (KNITTING YARNS) . SULFOAM SHAMPOO

_a.._-..f“*c'-"
N e e

LaCHOY PRODUCTS

MINWAX

They all agree on WJZ-TV

for the best daytime television buys in New York!

Participating spots are still available on these WJZ-TV weekday shows:

KITCHEN KAPERS

Monday-Friday, 11:30-noon

Recipes, telephone calls, prizes . . . and
TTINYT RUFENER, nationally famous radio
and TV quizmauster as “Master of Recipes.”
There are great spots here for a food ad-
vertiser 1o be in!

WOODY and VIRGINIA
KLOSE

Monday-Friday, 12-12:30 p.m,

The Kloses have six kids and 100 acres!
City folks love their firsthand account of
llc in the country ! Never were commer-
cials more authentic, more believable!

DIONE LUCAS

Monday, Tuesday, Wednesday,
Friday, 12:30-1 p.m.

By populur demand, Mrs. Lucas’ clear, con-
cise cooking shows have been increased
from one day a week to four! Each show
demonstrates the preparation of a mouth-

watering main course and dessert—with
audiences duplicating every move! [Ideal
for integrated commercials!

MARKET MELODIES

Monday, 1-2:15 p.m.
Tuesday, 1:15-2:30
Wednesday, 1-2:30
Thursday, 12:30-1, 1:15-2:30
Friday, 1-2

Pulled 2,000 replies with a single offer for
one participating sponsor! Here's the show
that has set the daytime TV pattern: fash-
ions, home furnishings, cooking, beauty
advice, dancing lessons . . . EVERYTHING
(including 5,000 letters a week !).

The FITZGERALDS

Monday-Friday, 2:30-3 p.m.

Ed.. Pegeen.. and thai special ‘' Fitzgerald
sefl”” 1Cs what they call the “interrupted
commercial,” and it packs all the wallop
of a one-two punch. The format, the guests
are famous and fascinating!

NANCY CRAIG TIME

Monday, Wednesday, Friday, 4-4:45 p.m,
Tuesday, Thursday, 4-4:30 p.m.

Here's a women’s service program by the
gal who invented the formula! Every com-
mercial message carries with it the weight
of Nancy’s personal endorsement—a lot
of weight with a lot of women!

For full details call ABC Television Spot Sales: TRafalgar 3-7000

W]Z- TV crame

American Broadcasting Company

www americanradiohistorv com
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NEW YORK METROPOLITAN AREA* TV MARKET DATA
MEDIA COMPARISON

TY Homes: 2,546,810

(Source: Television Mogozine Moy 1, 1951 flgures) TOTAL FAM"'IES: 3'387'000
Radio H : 3,645,97

e o Tase oS, 970 POPULATION: 13,431,900
N York Ti @ 391,814

(Sourcer ABC <ireslorion 6/3by 5074+ RETAIL SALES: $12,499,852,000
New York Daily News: 2,023,390

(Source: ABC circulotion 9/30/50) . FOOD SALES: $3,406,857,000

N. Y. World-Telegram & Sun: 581.826
{Source: ABC circutation 9/30/50)

ALES: $286,805,000
New York Journal-American: 703,892 DRUG SALE $
(Source: ABC circulation %/30/50) . $23.588.845.000
Life Magazine: 627,368 EFFECTIVE BUYING INCOME: $23,588, '
(Source: BAB figures for March, 1949)
jion: —N8C
*The Metropolitan Arsa covers 21 counties in New Market Informotion: Sales Management 8
York ond MNew Jersey, which represents an approxi- >
mate 60 mile radius.
**Newspapsr figures are based on a Monday-Friday
average.
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To a huge posse of television youngsters in
New York, WCBS-TV’s Sheriff Bob Dixon” is
the law in these parts. What he says goes.

Sheriff Boly’s deputies are ready for action
any time. When he mentioned he wanted a
nante for hiz new pet skunk. for instance. they
suggested 32.000 names! And when he con-
ducted 2 “Why I Like the West” contest in
TV Guide magazine. they gave him four times
as many replies as a long-established neticork
Western star pulled in a similar contest.

His deputies bring in sefes. too. One spon-
sor reports his customers axk for the tooth
paste “Sherift Boh Dixon mentions on hix pro-
eram’” because their children demand it. And
this advertiser attributes his success to “the
convincing way in which conunercials are inte-
grated with the program.”

... Al because Sheriff Bobh handles his
viewers fiis oien unique way, He talks 1o them,
man-to-man. .. passes on Western stories. cow-
boy tricks and outdoor tips inan easy. straight-
forward manner. With no shootin™ and hol-
lerin’. He's high-caliber, but not high pressure.

You can make your product the most
wanted in town. Just ask WCBS-TV or Radio

Salex about Sheriff Bob Dixon todav.

*The Shertf Bob Diven S Mondiy throusl Friduy, 515000 p.n

and Nounduy, TEo00-LE 580 wom.

WCBS-TV chomns -

Columbia Quned « New York

Rv[;rvw*ulml by Radio sale

www americanradiohistorv com
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People... People ‘oo

People...

and only People make markets!

Advertisers and their agencies know {profit picture) that to sell a market you must
reach the people in it. To protect your profit margin, you must reach these people
at the lowest possible cost . .. and WPIX charges less per hour to reach the people
in the Metropolitan New York Market than do any of the Key Network Stations.

Look at this list of successful WPIX advertisers who
have found out how to get customers economically

COMPANY

AnC'\crican Cigar & Cigarcute

o.
The American Tobacco Co.
Arnold Bakers. inc
Arustic Foundations, Inc,
P. Ballantinc & Sons
Barney's Clothes. Inc.
Bayuk Cigars. Inc.
Birds Eve—Snider Div,
of Gen. Foods Corp.
The Borden Co.
The Borden Co
Pioncer Tce Cream Div,
Bristol-Mvyers Co.
C. H. Brown Co.
Brown & Williamson
Tobacco Corp.
The D. L. Clark Co.
Colgate-Palmolive-Peet Co.

Colgate-Paimolive-Peet Co.
Conxsolidated Edison Co.
of N Y

Continenia) Baking Company
Eastern Wine Corp.
Eversharp. Inc.

Florida Citrus Commission
Foot Form Shoc Shops. Inc.
R. T. French Co.
The Gruen Wartch Co.
Hoftman Beverage Co.
Hood Rubber Co.—Div. of
B. F. Goodrich Co.
Howard Clothes, Inc,
INlinois Mcat Co.

Jamaica Refrigerations
Serviee Corp,

Kuiser-Frazer Corp,

Wm. Knabe & Co.

G. Krucger Brewing Co.

Libby, McNeill & Libby

Liebmann Brewcries, Inc

Liggett & Myers Tobacco Co,

Local Chevrolet Dealers Ass'n

MacLevy Salons

Mastic AcTes

The Mclville Shoe Corp.

The Miller Brewing Co.

Montauk Beach Co

Phalip Morris & Co . Lid.. Inc.

Irersonal Products Corp,
Plintition Estites

I'he Procier & Guamble Co.
Purity Bakers Corp.

Caryl Richards, Inc,
Kichardsan & Robhins Co.

Rome Distribuong Coo, Tae.
Scarsn, Roclmck & Co.

RO Semler, Inc
Socony-Yacunm Qil Co.

1 he Sun Qif Cis

Sunser Applianoe Stores

Sunshine Biseoin In

Voscnn Prodlucts Corp

Winacheior Racing
Ao tilion

Zipye Mg Co.

PRODUCT
Pall Mall Cigarettes

Lucky Strike Cigarcries
Arnold Bakcrs Cookies
Bathing Suirts

Ballantinc Beer

Men's & Boys' Cloihing
Phillics’ Cigars

Birds Eye Frozen Foods

Dairy Products
Reid’s Ice Crcam

Bufferin
Rug Cleaning & Storage
Kool Cigareties

Clark Candy

New Patmolive After-Shave
Lotion

Colgate Lather and
Brushlcss Shaving Creams

Public Utilitics

Wonder Bread

Chatcau Martin Wine

Eversharp-Schick Tnjector
Razor

Oranges

Indian Walk Shocs

French's Bird Sced

Grucn Watch

Beverages

Rubber & Canvas Footwcar

Clothing Storcs

*'Broadcast Brand™”
Corned Beef Hash

Appliances

““Henry ) Automobiles
lanos

Beuer & Ale

Pincapple Juice

Rheingold Beer

Chesterfield Cigarcttes

Chevrolet Automobiles

Slenderizing & Dance Studios

Recal Estate

Thom McAn Shocs

Miller High Life Beer

Golden Key Homes

Philip Morrix Cigarcues

Yes Tissucs

Real Fsrate

Ivory Snow

Taysice Bread

Rocket Wave

Boned Chicken and
other food produgts

Roux Color Shainpoo

Genera) Rerail Mdse

Kreml Haor Tonie

I"ctraleuny Products

New Sunoco Dynalube
Motor Ol

General Appliances

Krispy Crackers

Windshichd Wishers

Nelmont Racetrack

*Zipno' Clunirete Lighlers

AGENCY

Sullivan. S:auflcr, Colwell & Bayles. Inc.

Batten, Barton, Dursiine & Osborn, Inc.
Benon & Bowles, Inc.

Thomas Detahamy. Inc.

J. Walter Thompson Company

Emii Mogul Co.. Inc.

Neal D. Ivey Company

Young & Rubicam, Inc.

Young & Rubicam. Enc.
Doherty, Clifford & Shenfield. Tre.

Young & Rubicam, Inc.
Charles W. Hoyt Company. In¢.
Ted Bates & Company

Batten, Barton, Durstine & Osborn. Inc.
Ted Bates & Company

Sherman & Marqucette

Batten. Barton. Dursune & Osborn. Inc.
Ted Batcs & Company

Sid Rebbins Adverusing Agency

The Biow Co.. Inc.

J. Walter Thompson Co.
Walter Wiley Advertising

Richard A, Foley Adveruising Ageney, Inc,

Srockion. West & Burkhart. Inc.
Warwick & Legler, Inc,
McCann-Erickson. Inc.

Peck Adv. Agency, Inc.
Arthur Mcyerhofl & Co.

\Wm., Warren, Jackson & Delancy

Wm. H. Weintraub & Co.. lnc.
Chas. MacKenzic Advertising
Chas. Dallas Reach Co., Ing.
Foole, Cone & Belding

I'oote. Cone & Belding
Cunningham & Walsh, Inc.
Comphcll-Ewald Co.. Tnc,
Associated Ad Service

Tlint Advertising Associates
Ncff-Rogow, Inc.

Mathisson & Assoc.. Ine.

Flint Advcertising Associates

The Biow Co., Inc.

Compron Advertising, Inc.
Robert Conahay & Associates. Ine.
Benton & Bowles. Inc.

Young & Rubicam. Inc.
Emcerson-Rogers. Ine.

Charles W. Hoyt Co., Inc.

iJundcs & Frank, Inc.

Kewstone Advertising Ageney, Inc.
LErwin. Wasey & Co.. [ne.

Compion Adverusing, Inc,

Hewitt, Ogilvy, Benson & Mather., Inc.

Arnold Cahan Corp.

Cuonningham & Walsh, Inc.
Ratdwin, Bowers & Strachan, Ine.
Al Paul Lefton Co.. Tne.

Geyer, Newell & Ganger, Inc.

—and many, many others.

www americanradiohistorv com

Compare WPIX’'s potential set cov-
erage with that of any of the other
stations that will be telecasting
from atop the Empire State Building.

Total TV
Sets in
Metropolitan
area®

2,350,000
2,350,000
2,350,000
2,350,000
2,350,000

WPIX
WABD
WJZ-TV
WCBS-TV
WNBT

1-hour

Class A
hase
rate

$1,200.
2,200.
3.100.
3,250,
3,250,

*Source: Rorabaugh TV Report’s estimate 3/1/51

work advertiser.

Advertisers and their agencies
know that once they buy time
on WPIX to cover the New
York market (which represents
nearly 10% of national retail
sales) they will not he asked
to release their time to a net-

America’s TOP Independent

America’s TOP Market
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WNBT's Colt WIZ-TV's Doly

HE single most encouraging

factor about the New York
market is that it's wide open for
the alert, program-conscious adver-
tiser—wide open, for it is in local
programming that the big city is
found lacking.

The rating picture further em-
phasizes the low state of local New
York programming. In almost every
TV city there ave at least one or
two local programs in the top 10.
In New York not one makes the top
20. With the exception of major
league baseball and a few children’s
programs, the ratings are way
down,

One finds what almost appears
to be a reluctance on the part of
station management to gamble ov
deviate from the tried and true disc
jockey, forum, interview and film
programs.

True, there are a few programs
that are trying to capture the flavor
of New York—Ilike WNBT’s Trea-
sures of New York, consisting of
visits to museums, and WPIX’s
newsreel operation, but most of the
other attempts at New York pro-
gramming are as exciting as a wake.

Undoubtedly the problem of the
limited budget will be advanced as
the reason for the mediocre pro-
gramming efforts. One of these
days, though, a smart programmer,
possibly somebody who has worked
on a New York newspaper, will
come up with a good New York pro-
gram and still be within the budget
restrictions.

WPIX's Ted Steele interviews heavy-
weight Ezzard Charles.

T
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WPIX's Larson

YO RK continued

WATV's Rosenhaus

Given a good program, though,
the advertizer out after the New
York market will still have a tough
time bucking fthe high-rated net-
work shows. Circulation-wise, it is
almost tmpossible to compete locat-
lv against a Milton Berle or an
Arthur Godfrey,

However, to the advertiser satix-
fied with a smaller share of the

TOP 20 LOCAL N. Y. SHOWS
MAY-—VIDEODEX

1. Baseball—Bklyn & St. Louis

.. . WOR Monday eve 8:30 155
2. Children's Hour . . . WNBT 15.2
. Magic Cottage . .. WABD 11.2
4, Tales of the Black Cat . . .

WCBS 10.4

w

5. 11 O'clock News ... WCBS 9.6
6. Baseball—Bklyn & Cincinnati

... WOR Thurs. 8:30 p.m. 9.3
7. Baseball—Bklyn & St. Leuis

WOR Sun. 2:00 p.m, bR
8. Front Page Detective . . .

WABD 9.0
9. Baseball—Chicago & Giants

... WPIX Tues. 8:15 7.5

10. Baseball—Cincinnati & Bklyn

... WOR Sat. 1:30 p.m. 7.3
11. The Early Show ... WCBS 7.2
12. Lilli Palmer ... WCBS 7.1
13. The Late Shaw ... WCBS 7.0
14. First Run Theatre . . . WABD 5.9

15. Baseball—Giants & Pittsburgh
... WPIX Thurs. 8:15

16. Cisco Kid ... WNBT

17. Junior Frolics . . . WATY

18. Wrestling ... WOR Fri. 9:30-
10 p.m. 5.6

19. News ... WNBT Sat. 11 p.m. 5.1

20. Film Theatre of the Air . ..
WCBS Tues. 9-10 p.m. 5.1

oo o
b o~ o

audience but a still favorable cost-
per-thousand, New York TV can
be one of the best advertising buys
in the country.

WATY's Junior Frolics, a daily kiddy
show, boasts six 2 hour bankrallers.

www americanradiohistorv com
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WCBS s Swift

T
WOR's Thomas WABD = Witling

For example, at 12:30 pm. an
advertizer buving a =pob announce-
ment on WPIX's Murie Mafinee
v reach aver 96,300 viewers for
an outlav of $200.

A Fridav evening sponsor on
WCBS-TV's The Late Show can
garner an 11.9 May Videodex figure
at 11 p.m. and come up with an
amazing dd-cent cost-per-thousand-
persons veached.

Startling Success

An advertizer such ax Premier
Foods, which hax been uxing day-
time in New York for more than
two years, hus been garnering over
99,200 dailv Gotham viewers on its
Runpus Room over WABD. For an
estimated $5,000 weekly budget for
time and talent, Premier puls on a
30-minute five times weekly show
that iz now beamed into four othev
large cities. Originally « local pro-
gram, Rwuwpns Room has helped
Premier’s Sauce Arturo to sell in
two months what normally was =old
in an entire vear. David K. Kiviat,
divector of sales, creditz 3857 of
the firm's Sauce Arturo =ales to the
TV show.

As to why Premier tried fivst to
capture New York, account execun-
tive Sidney G. Alexander of the
Peck Agency summed up company
poliev suceinetly: "New York pro-
vides the biggest impact, but it has
the toughest competition. I[f von
get into the New York market with
its 12 to 157, of the nation’s buy-
ing power. it means you can crack

Commercial on WABD's Rumpus Room
sponsored by Premier Foods.

[
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WNBT’s
Hour, top rated local show.

Horn & Hardart Chiidren's

anv other city. We proved that by
later expanding to four other TV
cities.”

Another satisfied local TV user
i1s the Brooklyn Union Gas Co.,
which started with a half-hour
cooking demonstration on WJZ-
TV's Market Melodies. Getting a
“very good” mail response, Brook-
lyn Union added a half-hour weekly
sponsorship on WNBT’s Tex and
Jinx program.

“We've found TV especially effec-
tive institutional-wise,” Fred Rider,
advertising manager, revealed. “We
also think it has done very well for
our appliance sales, although it is
harder than newspaper advertising
to prove the exact effect.” As one
of the largest gas company users of
TV in the country, Brooklyn Unilon
will add a second half-hour cooking
demonstration on Market Melodies.

With the Tex and Jinx show,
WNBT, for $2,500 a half hour (time
and talent), an advertiser can reach
some 130,000 homes and an audi-
ence of 418,000 at a respectable
$6.00 cost-per-thousand figure.

Inexpensive Buys Obtainable

In the matter of costs, it is pos-
sible for an advertiser to get a story
across in the largest of all markets
for as little as $150. A sponsor can
purchase « 1% minute participa-

4

WCBS-TV's smart use of live emcee on
re-run film series Tales of the Black Cat.

28

tion, for example, on a WJZ-TV
daytime show for approximately
that sum. A 15-minute daytime pro-
gram on the same station averages
%400 for production and $370 for
time. This is about 1/3 of the even-
ing cost.

WCBS-TV daytime participations
vange from $200 for a Margaret
Arlen entry to $350 for Sheriff Bob
Dizon and The Real McKay. The
Late Show, a nightly film program
starting after 11:00 p.m., offers
one-minute participations for $300.
The show has a few availabilities
and lists 20 sponsors, such as Spud
cigarettes, Marlboro cigarettes,
American Tobacco, Philip Morris,
Jantzen bathing suits, Chevrolet
and Muriel cigars. A similar for-
mat, The Early Show, (Mon.-Fri.,
6:30-7:30 p.m.) charges $550 per
participation.

WNBT follows a similar pattern.
Daytime participations sell for
$200. Half-hour early-evening time
rates (5-7 p.m., Mon.-Sat.) are
$1500, with Class A rates (7-11
p.m.) tabbed at $1950 per half hour,
Eight and twenty-second evening
station breaks run for $675.

Daytime film participations on
WPIX cost $125 for time and $75
for program costs (film and pro-
duction charges). Evening film par-
ticipations are $225 for time and
$75-85 for program costs.

Management Thinking

To the agency or advertiser grop-
ing for the right type of program
to hit the New York public with, the
opinions of New York station man-
agers will prove illuminating.

Interesting is the observation of
Ben Larson, general manager of the
Daily News station, WPIX. Con-
fronted with stiff competition from
the four network stations, Mr. Lar-
son states that “we continually
keep in mind that we can’t broad-
cast for too broad an audience. We
try to keep abreast of Gotham
tastes. A strong emphasis, there-
fore, is placed on sports.

“WPIX maintains,” he continues,
“the most extensive local newsreel
operation, because we think people
are as interested in community
news as they are in world events.
To us, the New York Yankees and
the Giants are as Iimportant as
MGM and 20th Century-Fox pic-
tures are to a theater exhibitor.
Madison Squave Garden events are
like adding the resources and facili-
ties of Paramount Studios.”

www americanradiohistorv com

While the station has been very
guccessful in programming west-
erns and feature films across the
boards, Mr. Larson strongly favors
live shows for the station’s small
fry programs, to give them a strict-
ly local flavor. Film-wise, the sta-
tion has been ‘“‘exceptionally suec-
cessful,” to quote Anthony Azato,
WPIX’s film director. “Basically,”
he says, “we’re going to stay with
film fare more and more. There’s
no use kidding ourselves. An inde-
pendent can’'t put on $10,000 shows
to compete with the networks.”

The views of Ted Cott, station
manager of WNBT, key station of

NEW YORK CITY PROGRAMMING
BREAKDOWN BY HOURS
MAY 1.7 PULSE

Feature Film ... - 101
Women's Interest . ... 63.75
Children . ... ... — 57
Western & Serials ... ... 3925
Baseball . .. i 38.75
Quiz & Aud. Part. .. 35.50

Musical-Variety .
Comedy-Variety ...
News ...
Interviews ..o
Drama & Mystery ..
Film Shorts ...
Wrestling ..
Boxing ...
Forums, Disc
Education & Science .
Test Pattern & Music/News
Racing ... ... .. 5.50
Comedy Situation

Sports News ..
Roller Derby ..
Serial Stories
Religion
Talent . -
Mr. & Mrs. Shows .
Miscellaneous Sports
Pres. Truman ...
Miscellaneous
Total .o,

AN

oo [Nt N

PRO~WwwAWaANnS
Ny

o
~0

the NBC network, are strongly in-
dividualistic. A dynamic young man
who was identified for some years
with WNEW, one of the most suc-
cessful independent radio stations
in the country, Mr. Cott strongly
opposes the use of film for local
packaging; this in spite of the fact
that film is one of the safest buys
in TV. He believes that most films
have been seen and re-seen so many
times that they must be considered
fill-ins.

Such practices, Mr. Cott feels,
fail to lay a permanent founda-
tion for building a stirong local fol-
lowing. Instead, he says a station
must be prepared to make a capital

Television Magazine * June 1951
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investment for programming, with
the investment amortized over a
period of time. When the Kathi
Norris Show was launched, the sta-
tion spent $180,000 on merchandis-
ing and promotion. “Within three
months the program showed a pro-
fit,”_ he said. “And currently we
have 20 sponsors, inciuding Colgate,
A&P Stores and Standard Brands.”

Uppermost in the minds of all
management 1s to show that TV
can do a bang-up job in New York
and do it inexpensively. G. Richard
Smith, general manager of WCBS-
TV, feels it is essential that costs
be kept to an absolute minimum
if TV is to be brought within reach
of the local advertiser,

“We have been able to provide
good television programs at com-
paratively low costs,” he points
out, “by building our shows around
experienced veterans of radio and

Walter Herlihy and Sydney Smith of
WJZ-TY's daytimer, Market Melodies.

promising young talent from else-
where in the entertainment field.
We have demonstrated that local
programs with a high degree of
audience acceptance result when
emphasis is placed on strong, attrac-
tive personalities in uncluttered and
inexpensive backgrounds.

“Further economies,” Mr. Smith
notes, ‘““have been brought about by
strip programming which, together
with our policy of participating
sponsorships, results in the widest
possible distribution of costs for
the advertiser.”

Clarence Doty, station manager
of WJZ-TV, key station of the
American Broadcasting Co., thinks
a network station is placed in a
unique position to develop new pro-
grams. If proven effective, such
shows can later be shifted to the
network., At present WJZ-TV con-
centrates largely on daytime wo-

Television Magazine ¢ June 1951

NEW YORK TV AUDIENCE

from NBC-Hofstra Study

TV owners are more likely to be suburbanites

MANHATTAN, with 28, TV saturation, has the lowest percentuge
of set-owning families of any of the 16 counties studied (the other
4 boros are over 507, in saturation), Likewise only 1 out of every 10
New York TV owners lives in Manhattan, while 3 out of everv 10 non-
owners live there. TV owners are more likely to abound in the “semi-
suburban” aveas of Brooklyn, Bronx, Queens and the nearby New Jersey
counties—and the species especially favors as its habitat the truly suburhan
counties fringing the Metropolitan area on the New York and New Jersey
sides. (Nassau, Westchester, Bergen, Pussaic, Union, Monmouth, Morvvis,
Middlesex and Rockland).
% of each group living
in each area

Area TV-Owners Non-Owners
|. Manhatton (most Urban) 10.4% 30.1%
Il. Brooklyn . . . ) ‘ 20.9 17.5
IIl. Bronx & Queens . . . 25.1 231
IV. Neorby N. J. counties .. 16.2 13.8
V. Fringe N. Y. & N. J. counties (most suburban) 27.4 15.5
100% 100%
Urbon (I, I, Il — N.Y.C. proper] . 56.4% 70.7%
Suburban (1V, V¥ -—— Qutside N.Y.C.) _ . . 43.6 29.3
100% 100%

The 16 counties in this study have been divided into 5 major area group-
ings along the dimension of urbanization, ranging from most urbanized
to least urbanized. The most urban area contains the smallest proportion
of TV sets (far less than its proportion of populationy, while the least
urban area contains the greatest proportion of sets.

The low proportion of sets in Manhattan may be due to: 1) the relatively
low income of this area, with its large slum and foreign language districts,
2) the poorer reception resulting from interference from tall buildings
and inability of many apartment dwellers to obtain outside antennas, and
3) among those who could afford TV if they would, the presence of so
many counter-attractions competing for leisure hours.

TV families are larger

Over half the TV families have 4 or more persons, while less than a
third of the non-owner families are this large. The average TV family
contains & half-person move than the nen-owning families, making it 207¢
larger, and is half again as likelv to contain young children.

This, too, makes these families an unusually promising market: they
generate a larger demand, and they have the greater wherewithal to satisfy
that demand.

% of group faliling inlo
each cotegory

Number in Family TV-Owners Non-Owaers

1or2. . . . 19.9% 44,0%

3 ) 27.9 231

4 or more L . 52.2 32.9
100% 100%

Mean Family Size (persons) 3.68 3.06
55.0% 34.5%

% having children under 13

TV owners are younhger
TV owners are concentrated in the "age of acquisition” group. the 307-.
There are fewer very voung or very old among the heads of TV house-
holds, as compared with non-owner households.
% of group falling into
each category

TV-Owners Non-Owrers
;489?29 " T — 21,2% 23.8°%0
30-39 . 345 25.9
40 - 49 26.9 24.2
or 17.4 26.1
50 or aver O 2 |
39.0 40.6 yrs

Mean Age . . " — L . ,
Diﬁerenge in average ages: about o year and @ half, or 3.9%.

Additional date on the Neiv York audicnee reported
in NBC-Hofstra story on page 10

S

3
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For your 16 mm. scientific

30

At Precision today

we're processing
the finest

SCIENTIFIC FILMS

for nationwide
showings

film requirements
use Precision...

e Over a decade of 16 mm., in-
dustrial film printing in black
and white and color.

o Fine grain developing of all
negatives and prints,

o Scientific coontrol In sound
track processing.

o 1007z optically printed tracks.

o Lxpert timing for exposure
correcrion in black & white or
color.

o Step printing for highest pic-
ture quabhty.
o Special production effects.

o Ixclusively designed Maurer
cqquipment.

n Personal service.

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

PRECISION
FILM LABORATORIES, INC.
21 West 46th St.,

New York 19, N.Y.
JU 2-3970

men’s programs. The station aiso
has inaugurated a film service de-
partment to advise on, and if neces-
sary, to produce film commercials
at low cost for its advertisers.

As an independent station, WOR-
TV places strong emphasis on
sports, New York happenings and
the development of successful TV
personalities with former radio
backgrounds, station manager Eu-
gene Thomas, says. ““We think we
can match the success of radio sta-
tion WOR, which was a top inde-
pendent for 15 years before join-
ing the Mutual network.”
Rosenhaus Criticizes
Dept. Stores’ Approach

And touching on perhaps the lar-
gest single source of local advertis-
ing, the department store, (which
has been singularly unsuccessful in
New York on TV) WATV’s presi-
dent, Irving R. Rosenhaus attrib-
utes the failure to a “hesitancy of
department stores to adequately test
the television medium. For vears,”
he pointed out, “department stores
have utilized newspapers as their
prime medium. Quite naturally, ad-
vertising managers are reluctant to
take on the added responsibility of
experimenting in a new medium—
even though the medium could do a
far better job.”

In conclusion, the smart adver-
tiser pitching for the New York
market will sponsor the major
sporting events; will use the par-
ticipating program for low budget
but gooed cost-per-thousand results;
he’ll buy carefully during network
originating hours and, if he’s going
after the children’s market, he’ll be
fortunate in having a number of
well rated children’s programs
available. And, above all, he’ll get
his agency to find or ¢reate a pro-
gram especially geared for New
Yorkers.

Such a show might well be built
on some of the newspaper circula-
tion-building features, rather than
the tried (and lack-luster) formats
which have been pulled out of the
AM moth-balls. It would yield rat-
ings ’way above anything yet ob-
tained locally and firmly establish
the advertiser and station as an in-
tegral part of the New York scene.

But in spite of programming in-
adequacies, the statistics show that
—if only average judgment is used
in time buying—the New York TV
audience can be bought at a cost-
per-thousand comparing favorably
with newspapers or any of the high-
rated network shows, and well with-
in the reach of even the small bud-
get advertiser,
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""CREATIVE
COOKERY"

CONDUCTED BY
FRANCOIS POPE
Director of the World Famous
ANTOINETTE POPE SCHOOL

OF FANCY COOKERY

11 A.M. to 12 Noon Daily

L]
WEKE
CBS IN CHICAGO

CHANNEL 4—CHICAGO

"CREATIVE
COOKERY"

CHICAGO'S REMARKABLE
COOKING PROGRAM
IS AVAILABLE FOR
YOUR CLIENT'S
PRODUCT

The famous Pope family of the
Antoinette

Pope School of
Fancy Cookery is renowned for
its ability to teach basic cook-
ing, in addition fo preparing

attractive, delicious food and
serving it properly. Francois

Pope, Sr. will conduct the hour

long program assisted by his
equally adept sons, Francois, Jr.
and Robert,

This show is a must for clients
of importance.

Contact your local Weed rep-

resentative for further informa-

tion.

NEW YORK
CHICAGO
HOLLYWOOD

WEED
AND
COMPANY

DETROIT

BOSTON

SAN FRANCISCO
ATLANTA
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AN ADYERTISING

current film commercials

DIRECTORY OF PRODUCERS
AND THEIR WORK

ADVERTISER
Procter & Gamble

AGENCY

Benton & Bowles, Inc.

PRODUCED BY

A series of live-action commercials demon-

strating the mildness and efficiency of Ivor CARAYEL FILMS, INC.
. > 4 4
Snow—"for everything you wash with special FAORIFTH AVENUL  HEW YORK 19 MY
core.”’ "
ADVERTISER
The Coca-Cola Company

Three series of 20-second commerciols on
“The Pouse Thaot Refreshes” fheme—work, AGENCY
play and drive refreshed. D'Arcy Advertising Company, [ro.

These TV commercials utilize Pathescope's PRODUCED BY
specially-construcied projecior for ortwork
backgrounds. They cover o wide variety of PATHESCOPE PRODPCTIONS
subjects suifed to oll segsons ond every lo- SATCEIFTH  AVERUE, SHEW "ORK, o ¥
colity. Rlges: 7 3|

ADVERTISER

. . ibb B8

Cleun, defingble trademark iHentification Gibbons Beer
is accomplished for the Gibbons Beer Tele- AGENCY
vision film commerciol, by MNationol Screen H W G Adverbiing Adane
Service . . . through coreful consideration of o Y. zenn vertisthe; Sgghey
tone gradafions, simplicity and emphasis on
controsts most suitoble for felevising. Quolify PRODUCED 8Y
craffsmanship and “know-how'" has earned on MATIONAL SCREEN SERVICE CORP.
enviehle reputation for NSS-produced films 1400 BROADWAY, MEW YDRK 12 N ¥
for mare than thirty yeors! f & 370D

A proud feather in Sarro’s cap is this well
integroted, fast-poced spot produced for

Swift ond Company through J. Walfer ADVERTISER

Thompson, their ogency. A prite winner— L i )

voted four awords and two honorable men- Swiff: & ampany

tions at the 9th Apnual Awards Compelition AGENCY

of the Chicago Federoted Advertising Club. JSWaliert THompash

It proceeds from o novel and imaginotive ' '

introduction through product-in-use shots that PRODUCED BY

play up a novel service angle. Brand ideafi- RRA. INC.

fication is done with finesse and the whole - SWA '\ e ERaEe

minute sparkles with fhe distinctive fouch (foiv“.y : .rl.xls" § \1';;2--' '_.”'_r

ossociated with Sorro, Inc. productions. pELEL) Lo -
ADVERTISER

Paper Mate Pen

AGENCY

inci d trots
Convincing, smooth poced demonstration The Edwards Agency

techniques perform an effective selling job

in this one minufe award winning spo? pro-

duced for Paper Mate Pen. TV Ads, Inc. PRODUCED BY

expert in precise closeup camera work, has TV ADS, INC.

completed two of a contemplated series. 3839 WILSHIRE BOULEVARD LDS AMGELES.
Dynhifk A.1321
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Producer Bergman briefing crew chief Hartman on field conditions and potential trouble spots.

baseball

WCAU-TY COVERAGE SET UP BY PRO'S

HARGED for the first time
C with mapping out camera posi-
tions for Philadelphia’s entire base-
ball season this year (for all three
stations in the Quaker City),
WCAU-TV—before moving a cam-
era or a cable into Shibe Park—
sought the counsel of the local men
who know baseball best: the players
and management of both Philadel-
phia clubs.

This thoroughness is paying off
in audience, with WCAU-TV’s cov-
erage this year expected to capture
an audience of over 500,000,

The station decided, after con-
sultation with the baseball men, to
use three cameras, placing them in
such positions that the number of
cumera changes could be held down
lo o minimum. This gives the whole
coverage o smooth flowing ceffect,
rither tham sov erratic hop-scoteh-
g view,

The haseball set-
up of this kind is to avoeid widely-

problem in oa

32

varied shots that are confusing,
while giving the fans a better show
than two-camera positions provide.

Camera positions at Shibe Park
are as follows:

CAMERA ONE: Behind home
plate, about 20 feet above the play-
ing surface in a plexiglass-fronted
cage suspended from the second
tier.

CAMERA TWO: Slightly to the
right of home plate, approximately
70 feet high in the pressbox where
the announcer is seated.

CAMERA THREE: (Zoomar)
Sixteen feet above the ground and
slightly to the right of first base,
in back of the right fleld box seats.

The positioning of the Zoomar is
another example of the simplicity
and thoroughness of the WCAU-
TV camera set-up. The Zoomar, be-
cause of its low position and loca-
tton behind the box seats, some-
timesx finds itself focused for an
instant on the bacz of an excited

www americanradiohistorv com

fan, jumping up to cheer at a cru-
cial moment. After allowing the
Zoomar to remain on the fan for
just a second for effect, the pro-
ducer flips to camera one or camera
two, to capture the play. Thus, the
fan at home gets the real effect
of a grandstand seat.

Another advantage of the Zoom-
ar’'s position is evident in double
plays. WCAU-TV believes its cov-
erage of double plays is unique, in
that both the play at second and at
first are caught on one camera.

Shibe Park officials were so en-
thusiastic about this positioning
that they built a special stand be-
hind first base for the Zoomar.

To handle WCAU-TV’s coverage
Charles Vanda, WCAU-TV v.p,
producer-director Alan Bergman,
who had played varsity baseball.
Before the teams went into train-
ing camps, producer Bergman con-
sulted with Ed Pollock, sports edi-
tor of the Philadelphia Bulletin;
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with managers Jimmy Dykes of the
A’s and Eddie Sawyer of the Phil-
lies; with Bill Campbell, sports
director of the WCAU stations, and
with every baseball executive, play-
er and writer he could coiner.

In addition, he read everything
available on baseball strategy and
compiled data on players of every
team, Before the start of the regu-
lar season, Mr. Bergman flew to
California for four days where he
observed baseball telecasting tech-
niques.

Producer Bergman supplements
this background by spending nearly
two hours every Sunday covering
every inch of Shibe Park.

If it has rained the night before
and left fleld is slippery, he will
keep careful watch of every play
originating in left field, wary of
fumbled balls and alert to the
chance of the fielder slipping and
losing the play. He knows every
spot in the park where a ball could

Television Magazine * June 1951

lodge or bound avound for precious
seconds before it can be recovered.

Following his inspection of the
grounds, Mr. Bergman visits both
dressing rooms, talking to the man-
agers and players. If, for example,
the third baseman of the Phillies
has a strained leg muscle, Producer
Bergman knows the opposing team
will try to lay down a greater num-
ber of third-base line bunts. If one
of the playvers is in a batting slump
and is changing his stance or swing,
My, Bergman will bear this in mind
as the man steps up to the plate—
his cameras will cheat just a little
towards the anticipated play.

After his visit to the dressing
rooms, he holds a conference with
his crew, imparting incidental in-
telligence and prepping them for
possible eventualities accordingly.

This briefing on possible plays
continues right on through the
games. As each new situation arises,
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Camera One suspended beneath upper
stands, gets basic shot of pitcher,
catcher, batter, home, umpire, some
infield plays.

Camera Two, perched above the upper
grandstand, picks up commercials ond
play-by-play commentory originating in
the TV booth.

Camera Three, Zoomar, located on plat-
form behind right field foul line, enables
fans to catch both parts of second-to-
first double plays.

the producer explains what jrossible
plavs can result and the
cameras to bases, vunnevs, Aelders
or areas of the field in anticipation
of what will ocenr.

Thix iz a feat made more remark-
able when one rememhors that the
control room is under the stands,
where he can’t =ee the field at all.

Mr. Bergman makes it a rule to
use the cameras so that the play ix
alwuys towards the viewer,

Thus, camera one, situated in the
plexiglass cage behind home plate.
picks up the basic shot of pitcher.
batter, catcher and home plate um-
pire. This camera handles the bulk
of the shooting in a quiet Inning,
with the Zoomar only occasionully
focusing in on the pitcher or the
home plate group, or cimera Lo
lending a different perspective Yor
change of pace.

It the ball iz hit in the icfiell
between first and =econd base, vin-

{continued on page 40}
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STATION REQUIREMENTS

[continued from page 13)

4 — 2 — optional. WI'CN-TV — B
— 35 — trans — 2x2 — 11.xX7x —
balop — 6x8 — 5x%7 — yes — 8 —
2 — after.

NASHVILLE — WSM-TV — H
— 16 — trans — 2x2 — 34x1 5/32
— no — 7 — 3 — optional.

NEW HAVEN — WNHC-TV —
?7— 35 & 16 — trans — 2x2 — Tyx
1 5/32 — balop — 3%4x4d — 2%:x
3% — no — 8 — 2 — after.

NEW ORLEANS—WDSU-TV—
M — 16 — trans — 2x2 —1%x7%
— yes — 6 — 2 — before.

NEW YORK—WARBD — K — 35
& 16 — trans—2x2 — 1x1.33 — yes
— 8 — 2 — before. WATV — P —
16 — trans — 2x2 — ? — yes — &
— 2 — after. WCBS-TV — P — 35
& 16 — balop — 4x5 — 8x4 — yes
— 8 — 2 — after. WJZ-TV —— F —
35 & 16 — trans — 2x2 — 1 5/16x
15/16 — balop — 4x5 — 8x4 —
opaque telop — 37%x3% — 214 x3 —
stationary art — 4xp — 2V4x3%% —
no — & — 2 — after. WNBT — L
35 & 16 — trans — 2x2 — 18x24mm
— telop — 4x5 — 2%%x3% — vyes
—8-—2 after. WOR-TV — F —
35& 16 — trans — 2x2 — 28x21mm
— telop — 4x5 — 2%x31%6 — yes —
8 — 2 — before. WPIX — 1. — 35
& 16 — trans — 2x2 3/32 — 1x
11, — ves — 7 3 —— after.

NORFOLK — WTAR-TV — 1 —
35 & 16 — trans — 2x2 — ? —
opague — 3x4 — 2%4x3 2/3 — yes
— ? — 7 — optional.

OKLAHOMA CITY — WKY-TV
— ?—-16 — trans — 2x2 — 1x1.33

— ves — 8 — 3 — before.
OMAHA — KMTV U —16 —

balop — 3x4 — 174x25¢ —— ves —

& — 2 — 7 WOW-TV — ? __

16— tranz — 2x2 — 34x1 — balop
— 31ix4 — 214x3 — yes 6 —2
— before.

PHILADELPHIA - - WCAU-TV

Y16 — trans — 2x2 — 24mm
x18mm — ves — 6 — 4 — after.
WIIL-TV — B — 16 — trans
3hyx4 — 17x25%, — projectall —
310 xd 199 x2% — yes — 6 — 4

alter. WPTZ — G 16 — balop

X 4xhV, — yes — 5 5 —
belore,

PHOINIX —— KPPHO-TV ?—

Ah o~ brans - 2x2 -~ 35mmx35mm
Y - ¥ 2 optional,
PITTSBURGH WirrTv A

16 Lran 2x2 - 1.13x0.8 — yey
K 2 Lefore,
PROVIDICNCE WIAR-TV —

by 16 fras 2x2 ixl —

v 6 2 before,
RICHMOND  WTPVER P16
{rine 2x2 - 35Hmm halop
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117%x8% — 1135x83% — cannot use
for UUS]I — yes — 8 — 2 — after.

ROCHESTER — WHAM-TV —
L, — 16 — trans — 3%4x4 — 334x
2% — yes — 8 — 2 — before.

ST. LOUIS — KSD-TV — ? —
16 — trans — 2x2 — ? — balop —
8l%x11 — 6x3 — yes — not accept-
ing additional ID,

SALT LAKE CITY — KSL-TV
— B — 16 — trans — 3%x4 1/10
—21%x31% — balop — same — yes
— 8 — 2 — optional. KDYL-TV —
? — 16 — trans — 2x2 — ? — pro-
jectall — 8x10 — ? — yes — ? —
?—

SAN ANTONIO — KEYL — B
— 16 — trans — 2x2 — 1x13§ —
balop — 3x4 — 2x2/16 — no — 8
— 2 — optional. WOAI — no 1D's.

SAN DIEGO — KFMB — H —
16 — trans — 3%x4 — 214x3 —
balop — 3% x4 — 2%4x 3 — no — 6
— 2 — optional.

SAN FRANCISCO — KGO-TV
~— V —35& 16 — trans — 2x2 —
35mm — balop — 34 x4 — 3x214 —
yes — 8 — 2 — before, network;
after, local. KPIX — ? — 16
trans —2x2 — ? — yes — 6 — 2 —
optional. KRON-TV — 7 — 16 —
projectall — ? — ? yes — 7T — 3
— after.

SCHENECTADY — WRGB—V
— 356 & 16 — trans 3Lixd —
2x3% — yes — 8 2 — optional.

SEATTLE — KING-TV — ? —
16 — balop — 3% x4 1/16 — 214x3
-—no — 6 — 4 — after,

SYRACUSE — WHEN — M —
16— trans — 2x2 — ? — yes — 8—
2 — optional, WSYR-TV — H —
16 — trans — 2x2 — 35mm — ba-
lop — 3%Ux4 — 175x23, — no — &

— 2 — optional.
TOLEDO — WSPD-TV — 1. —
16 — trans — 2x2 — 24x13/16 —

ves — 5 — 3 - before.

TULSA — KOTV — H — 16 —
trans — 2x2 3/16 — T4x1'% — ves
— 6 -2 after.

UTICA -WKTV —C&E — 16
— balop — 3Vix4d — 2Vix3 — yes
— 8 —— 2 —— optional.

WASHINGTON — WMAL — M

— 16 — trans — 2x2 — 1 5/16x
15716 — yes 4 — 2 — optional.
WNBW - - M — 35 & 16 — trans —
2x2 — 25mmx18mm — yes — 6 —
2 after. WIOP-TV — L — 16 —
trans — 2x2 — 18mmx24mm —
balop — 3%4x4 — 1 11/16x2% —

ves — B 3 — after. WITG — A

— 16 — trans 2x2'4% — 0.8x
1.13 yes & — 2 — optional.

WILMINGTON — WDEL-TV —
11 16 trans 2x2 Ix% —
bhalop 294x2 — 3YAx4 4 — yes —
w2 optional.
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SPOT (continued from page |3)

had to face the problem of the spe-
cial video requirements attending
8-second usage in the early days of
television. (See chart.)

Rather than throw up their hands
in the face of what is viewed by
many advertisers and agencies as
an insurmountable and overly ex-
pensive problem, Kools evolved a
simple solution. A photostat of one
of the Kool stills was sent to each
of the stations on their schedule. A
uniform method of positioning sta-
tion call letters, the channel num-
ber and city name was employed ...
a blank was also enclosed providing
room for the station to make
changes in lettering, etc. To date,
this uniform layout has been used
by all but one of the stations on
the Kool line-up.

Animation was selected for use
in the Kool spots primarily because
of their well known ‘First Nighter’
—Willie, the Penguin. In 8-second
announcements, Willie stays within
the confines of one of the basic

Kool pitches (i.e.—*“Gotta cold?
—"; “Gotta cough?—""; “Throat
hot?—"; “Throat sensitive?—"
“...smoke a Kool ..."” ete.)

Both the AM and TV spot cam-
paigns for Kools have been mapped
in the face of agency and client
feeling that there is no longer a na-
tional advertising medium—in the
sense that, pre-TV, radic was a
national medium. Thus, the country
has been divided into three market-
ing areas, as follows:

1. markets in which TV is dom-

inant

2. markets in which TV and AM

are about equally effective

3. markets in which AM is dom-

inant

Within the 16 major TV markets,
AM budgets have been cut—leaving
spots on only during the morning
hours. In all markets, appropria-
tions were determined by relating
Kool’s sales figures back to the me-
dia characteristics of the area.

No attempt is made to coordinate
the AM and TV spot patterns.
However, the method of rotating
individual spots is the same for both
media. Under this plan for revolv-
ing announcements, a different film
(or—for AM-—transecription) is
used for each spot broadcast.

Contrasting Kool's approach to
and handling of 8 second announce-
ments is a manufacturer investing
considerably over a half million dol-
fars in [.D’s.

Convinced that the 8 second spot

(continued on page 36}
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Why Leading Dealers make

their Leader Line

In cvery ficld ol selling, successlul retailors alwavs
“hiteh ther wagon toastar™ . a leader Time o oa line
with widespread public acceptance that creates store
vathe tha resules tooincrensed oyer-all sales.

Asan outstanding exanple —television dealers carry-

ing Du Moot invariablv make i their Teader Tine. T hey

appreciate the prestige of the Du Mo name . he
qualite and perforniorce superiorinn ol che Do Mont
product .. - the value of Do Moot oadinional leadership
mall phases ol teleyision,

Fardhermore, they appneaiate what these advantages

mean o them bothe e present and Torore sales oo an

First with home receivers — D Mont builc ever=urowig st ol sarisfied castomers . the chiel

. - : . " . - . B 1 [SRA] . (' |‘~ . . . . .
thie first conercinl |IHI'|IL.Il Civers i | l__;_l [iv 14916 cosetitial i am continuing velail NI
Do Moot was hiestsoith o Hooe of e aceersers: st '

with the 20-inch tube: tirst with the 30-inch tnle— Lo s o wonder, then, theo Nmericads faasighred and

the worlds Tagese welevision wibe, successhul relevision dedders welcome the epporiunit
to buoild their television actisines socond Do Mone o

toanake Du Mont then Teador Tine,

TELEVISION'S MOST COVETED FRANCHISE

- . —— YEAR
As PIONEER
First in telecasting — Du Mont aperates
the himst relevision network. Tes key strienn,
WADBD, New York, was the st Inlhy equipped, —
e S - ot oyt

high-powcred station on the it

AR G KL, / UYL P ‘/i/

soChe o {4 . L Lo Lty

First in precision electronics — lu Mont
is the world's forcmost maker of saentihe

First in radar — In 1'%0 Dr

¢ precision instrimerits utitizing the
STEa parentapphicarion sohacl dhie s sk

clectronic cathode ray e,

to s irhiebr tor ~scomridy veasopes Dhs e,

Yodeyetopesd in senrees s becari v

Copyright, 1951, Alien B. Du Mon! Laborotories, Inc., Television Receiver Oiv., Eost Paterson, N, J., ond Ihe Ou Mont Televizion Metwork, $15 Maditan A MY
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Spot
{continued from page 34)

will function solely as reminder ad-
vertising via product identification,
this advertiser has about a dozen
different films.

As in the case with Kool’s, the
spots are constantly rotated as a
hedge against their becoming tire-
some.

Investing well over half of its
consumer budget in spots, this com-
pany is represented in most of the
top 24 TV markets—area-by-area
budgets being fixed primarily on
the basis of the previous year’s
sales and, secondarily, with a view
towards the market’s potential

Competitors’ activity in a par-
ticular area is completely discount-
ed by this firm, in favor of “. .. an
exependiture almost solely reflect-
ing the characteristics of our sales
in each individual city.”
Conirasts Kool Method

Contrasting Kool’'s spot activity
are the 20-second and 1-minute an-
nouncements used by another cigar-
efte manufacturer. The modus oper-
andi behind this firm’s selection of
1-minute spot revolves around four
basic principles.

Spot was first decided on by this
concern because of the dearth of
cable-connected markets; the high
cost of producing shows, and the
inability of anything but spot to
provide the frequency of impact
that they wanted. The decision to
use l-minute spot was based on
their desire to obtain the greatest
length possible for their ecommer-
cial presentation.

Research-wise, this organization
is cognizant of the importance of
supermarket purchases by women,
and, with thixz in mind, the use of
daytime spot is currently being
considered.

While the firm originally stavted
in spot TV with minutes, they are
curvently running about 50 percent
60 second spots and 50 percent 20-
scecand announcements, because of
the withdrawal of minute availabili-
Lies by stalions,

Rotaling their spots continuously,
Ihis firm has found that the aver-

ape Jife of o spot Is under o half
vear, This obscervation on the life
of o spol comes as a result of re-
ports from the firm’s sales Torce, as
well o information gleaned from
various reseireh studies,

Iroa fortheouing  issue, 1his
USpol Reparl” will continue, with
an sdyse of pavlieipating shows
and other Lypes ol wpol program-
ming: buy,.
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HOFSTRA: Answers on Daytime
And High Cost Show Problems

O advertisers pondering the
effectiveness of their TV dol-
lars in the face of imminent rate
hikes, the NBC-Hofstra Study
offers a most pertinent observation.
The cumulative effect of TV-ver-
tising 1s brought home with the
gentle force of a smithy’s hammer
when one considers that—under 13
weeks of television advertising pro-
duces an average of 9.9 extra cus-
tomers per dollar per month—an-
other year of TV-vertising brings
the extra customers figure up a
whopping 102% —to 20! Many
agencies and advertisers will do
well to consider the effects of a
335 % rate increase in the face of
this statistic.

Major Industry Talking Points

Establishing the fact that the
average program pays off with 15.6
extra customers per month, the
Study then relates this figure to
two major industry discussion top-
ics: daytime TV and ‘plush budget’
TV,

Daytime—which will get its big
push from the nets this fall—has
an even more impressive pay-off
than “Class A" television. . . .

NBC-Hofstra data on daytime is
particularly encouraging for small-
er advertisers and advertisers fro-
zen out of the medium because of
clearance problems, as well as ma-
jor bankrollers who've yet to take
the plunge.

Thus, where an evening TV show
delivers an average of 18.6 extra
customers per dollar, daytime shows
{promoting similar products) de-
liverr 18.7 extra customers. To cap
thiz, daytiming Kate Smith comes
along with a tantalizing 38.8 extra
customers per dollar.

Bucking up the impact data on
daytime TV, the NBC-Hofstra re-
port zoes ahead to show that, among
women owning receivers — 46.1%
uzually watch davtime TV during
the week. Taking into consideration
non-owning women watching regu-
larly, approximately a quarter of
the total female population of the
city is regularly exposed to day-
time shows,

To advertisers with sufficient
Tunds for a plush budget TV pro-
gram-—but who =till cast an envious
ceye Loward low budget shows—the
Study offers two points to ponder.
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First, the average program with a
$17,000 per hour production tab or
higher delivers about 259 more
extra customers than does a show
of average cost. Correlating ratings
with sales results, the Study goes
on to demonstrate that a 20 or het-
ter rating in New York generally
means 50% more extra customers
per dollar than average,

Tired Expression Dies

The Study also sounds the death-
knell of a badly shop-worn expres-
sion—“TV’'s novelty effect” Con-
firming what we in the industry
have been confident of, the Study
shows—that where in 1949, 15
brands were getting 11.6 extra cus-
tomers per dollar invested in TV-
vertising — these same brands
racked up 11.8 extra customers per
dollar during 1950.

In establishing yardsticks for
measuring the sales effectiveness of
television, 30 different types of
package goods, representing 143
television brand-program combina-
tions, were covered in the study.

Results show that in television
homes, the average gain for all
package good products advertised
on television is 26.8%.

Similar carefully matched stand-
ards were applied in measuring the
sales results of every one of the 143
brand-program combinations adver-
tising package goods. Findings
show that the average increase
among set owners for all 143 is
37.0% wmore customers among pro-
gram viewers than non-viewers.

To get a complete measurement,
consideration was given to the im-
pact of the typical program on guest
viewers (non-owners of TV sets.)
The average increase among non-
owners for ail 143 is 35.29% more
customers among guest program
viewers than non-viewers.

As a further control for the all
important ‘‘extra customers per
dollar” base around which the Study
is largely centered, NBC commis-
sioned a supplementary study by the
New York University Ad Club.

A group of N.Y.U. students in-
terviewed a matched sample of 630
viewers and non-viewers on 16
brand-program combinations. Find-
ing that TV viewing yields 40.6%
more customers for a product, this
special report also finds that sales
are 48.7% higher for TV-vertised
products, among viewers.
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ENGINEERING DIRECTORY

GEORGE C.

DAVIS

Consulting Radio Engincer

Munsey Bldg. Sterling 0111
WASHINGTON. D. C.

PAUL GODLEY CO.
Comulting Radio Enginecrs

Upper Montclair, N. J.

Labs: Great Notch, N. J,

Phones: Montclair 3-3000 !
Founded 1926

JOHN CREUTZ
Consulting Radio Engincer

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

A. EARL CULLUM, JR.

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

BERNARD ASSOCIATES

Consulting
Radio and Television Engineers

5010 Sunset Blvd. Normandy 2-6715

Hollywood 27, California

WELDON & CARR

WASHINCTON, D. C.
1605 Conneccticut Ave.

Dallas, Texas
4212 So. Buckner

Seattle, Wash.
4742 W. Rufiner

JANSKY & BATEY

An Organization of
Qualified Radio Engineers
DEDICATED TO THE

Service of Broadcasting
National Press Bldg.. Wash.. D. C

E. C. PAGE
CONSULTING RADIO
ENGINEERS

Bond Bldg. EXecutive 5670
WASHINGTON 5, D. C.
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BUDWEISER SALES DOUBLE
{continued from page 15)

Murray and staff ironing out some
of the show's kinks.

While they ave not enguged speci-
fically to plug the product. they do
el across association of women,
particularly important women, with
Budweizer,

Az summer replicement this veur,
Budweizer will fill in with a sevies
of 13 films, many made ax vrecently
ax 1948 The entirve =how, including
commercialz, and Nelson Case act-
ing as host on the summer theatre,
will be on film.

Ot the three comemercials on each
show, one is a pitch by Ken Murray
reminding the andience that he will
return to the air in September,
Nelson Case does a straicht com-
mercial on film <imilar to those he
renders on the present Ken Murray
show, and the thivd commercial will
revolve around situations in the
home showing how Budweizer adds
pleasure to the houschold.
Basis For Success

On an overall operation basis,
Gay credits the ¢loxe agency and

of the St. Louis side of the com-
pany’s TV operation. Rolund Krebs
prepares the copy at the agency:
R. E. Krings., Budwelser advertis-
ing director, checks the material
while ancther copy is sent fo Marek
Windheim at D'Arcy’s New York
office. Integration of the commer-
cinl Into the program takes plage
at the New York end, with changes
Leing permitted in ovder Lo work
i various personalitiex on tie show
that week. Final re-write ol the
commercial is then sent back fo St
Louix For approval by Krings il
Krebs. :

Top management  at Anheuser-
Busch also takes a lively interest
in the program, and it is a ravity
when Colonel August A. Buxch, Jr.,
president of Anheuser-Busch, miss-
es the weekly show. He, ax well as
his top assistants, ave very much
aware of TV's impact,

www americanradiohistorv com

IT JUST DOESN'T WORK!

With four networks oll bidding for time
in Pittsburgh
unique rotating schedule—it's just im-

here — even with our
possible to keep '"everybody sotisfied
all of the time.”

Be that as it may, by adhering to our
rotating schedule we are discharging
our major responsibility . . . pleasing as
many of the diversified interests of
“our' 2,500,000 people as possible . . .
within the limits of time—and the facil-

ities of ONE STATION!

WDTV CHANNEL 3

PITTSBURGH'S
WINDOW OF THE WORLD
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A SURVEY AMONG THE TOP
ADVERTISERS AND AGENCIES
PLACING OVER 75% OF THE
TOTAL SPOT AND NETWORK
BUSINESS PROVES THAT
TELEVISION MAGAZINE IS
THE NO. 1 INDUSTRY SOURCE

FOR BASIC INFORMATION.
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SOURCES OF TELEVISION INFORMA.-
TION AMONG LEADING ADVERTISERS
AND ADVERTISING AGENCIES.

THE ADVERTISERS AND AGENCIES RE-
SPONDING TO THIS SURVEY ARE RE-
SPONSIBLE FOR OVER 75°% OF THE
TOTAL TY SPOT AND NETWORK
BILLINGS.

[he complete survey is available on
request.

ADVERTISERS VOTE TELEVISION MAG-
AZINE MOST HELPFUL. AGENCIES
RANK TELEVISION MAGAZINE AS
SECOND MOST HELPFUL.

Advertisers Rank Agencies Rank
Television Broadcasting 1
Broadcasting Television :

1

2
Sponsor (tie) 3  Sponsor 3
Variety 3 Variety E|
Advtg. Age 5 Radio Daily )

TELEVYISION MAGAZINE RECEIVED
MORE VOTES IN THIS SURVEY FROM
ADVERTISERS THAN ANY OTHER PUB-
LICATION. AMONG AGENCIES TELE-
VISION MAGAZINE RECEIVED THE
SECOND HIGHEST TOTAL.

Advertisers Rank Agencies Rank

Television 1 Broadcasting 1
Advtg. Age 2 Television 2
Variety (tie) 3  Sponsor 3
Broadcasting 3  Variety 4
Sponsor 5 Advtg. Age 5

The survey was handled in its entirety
by the James M. Vicary research or-
ganization. The :cope of this research
project, the technique employed, and
the specific lists of advertisers and
apencies to be quevied were worked
out in consultation with . . .

Blair-TY, Inc.; CBS Radio Sales; Free
& Peters, Inc.; Harrington, Righter &
Parsons; NBC Spot Soles; Edword Petry
& Company; Weed & Compony.

ADVYERTISERS VOTE TELEVISION MAG-
AZINE TOP SOURCE FOR COMPRE-
HENSIVE AND EASIC INFORMATION,
AGENCIES RANK TELEVISION MAGA.-
ZINE SECOND.

Advertisers Rank Agencies Rank

Television 1 Broadeasting 1
Sponsor 2 Television 2
Printers’ Tnk 3 Sponsor 3
Advte, Age 4 Radie Daily 4
Tide (tie) 4 Printers’ lnk 5

IN SPITE OF THE FACT THAT TELE-
VISION MAGAZINE S NOT A NEWS
PUBLICATION ADVERTISERS AND
AGENCIES RANKED IT THIRD AS A
NEWS SOURCE.

Advertisers  Rank Agencies Rank
Vaviety Bromwleasting 1
Broadeasting Radio Daily 2
Televiston {tic) Television 3
Advtg, Age Varviety {
Tide Sponsor 9

T W —

THESE RESULTS SIMPLY UNDERSCORE
THAT TO REACH YOUR PROSPECTS—
USE THE PUBLICATION THEY DEPEND
ON FOR TELEVISION INFORMATION—
TELEVISION, THE BUSINESS MAGA.
ZINE OF THE INDUSTRY.

www americanradiohistorv com

ADVERTISER RESPONDENTS

American Safety Roxor
American Tobe
Anchor-Hocking Gla
Anheuser.Bysch
American Home Pradycls
Avee Manufocluring
Bonofide Mills

Borden

8ulavo Wotch

8enrys Waich

8est Foods

8lack Drug

Bristol Myers

8rown Shoe
8igelow-Sonford
Conado Dry Ginger Ale
Corter Products
Compana Corparotian
Compbell Soup

Cannon Mits
Chesebrough Monufocturing
Chrysler Corporation
Colgcte-Polmolive-Peet
Emerson Rodio

Ford Motors

General Mators
Generol Foods

B. F. Goadrich

Green Giant

Grave loboratories
Gruen Watch

Gulf Oil

Hudson motors
faternotional Latex
Internctional Shoe
Iroarite lacerporated
Kellogg's

Kroger Stores

lever Brathers

Lionel Corporotion
Lipton Tea & Soup
Monhatton Saop

Philip Morris

Nosh Kelvinotar
Nationo!l Doiry Products
Notional Corbon Division
Mohawk Carpet Mills
Pepsi-Colo

Procter & Gomble
Rodio Carparotion of Americo
Revere Copper & Brosg
®. 1. Reynolds

Seemon Brothers
Sylvania Electric
Stondord Qil Company of New Jersey
Stondard Bronds
Schenley !ndusicies
Texos Company

Time, Inc.

U. 5. Tobowa

AGENCY RESPONDENTS

Andersan & Coirns, Inc.

N. W. Ayer & 3Son, Inc.
8adger & Brawaing & Hersey, Inc.
Ted Botes & Co

Batten, Bortan, OQurstine & Osborn
Benton & Bowles

Franklin Bryck Advertising Corp.
8roake, Smith, Fiench & Dorrance
D. P. Brother

Biaw Company

Buchonan & Compony

Coylan, (nc

Calkins & Holden

Cunningham & Walsh

Campbell Ewolir

Cecil & Preshies, Inc.

Campton Adverii:ing. Ing

D Arcy Advertising Agency
Dancer-Fitzgerold.Sample
Coherty, Cliffard & Shenfield
Roy S. Durstine

Ellington & Company

Erwin, Wasey & Co . Ing
William Esty & Co.. Inc.

Federal Advertising

Foore, Cone & Belding

Atbect Frank, Gunther Low, toc.
Grey Advertising Agency, Inc.
Geyer, Newell & Gonger
Llawrence C. Gumbinoner

Hyber Hoge & Sons

H, B. Humphrey Co.

ldeos Advertising, Inc.

Cuone Jones Company

Rolph Jones Compony

Kostor, Farrell, Chelsey & Clifard
Joseph Kotz Compony

Kenyon & Eckhordt. inc.
Kieseweller, Wellerou & Boker, Ing,
Kudner Agency. Inc.

C. ). LaRoche & Co.

Lennen & Mitchell, Inc.

Maxon, Inc.

Emil Mogul Ca., lnc.

J. M. Mathes Agency

Morscholk & Protl Co
MeCann-Erickson. Inc.

Moore & Homm, linc,

Pedlar & Ryon

Plott-Forbes, Inc.

Product Advertising

Fleicher D. Richords.

Ruthrauf & Ryan. Ia

Reiss Advertising

St. George & Keye

Stackton, Wesl & Eurkhnrd!
Sullivan, Staufer, Colwell & B
Totham-Lloird

J. Walter Thampsen Ca.

). D. Tarcher & Coo. inc.

William Warrena, Jack:on & Delaney

Worwick & Legler, Inc.

Norman D. Waters & Associates, Ing,


www.americanradiohistory.com

STAMP VOUR
BRAND ON

DAYTIME SHOWS

Yes—with 73,000 television homes in
our 81,000-home Metropolitan County
Area*—KOTY can make Tulsa exclusive-
ly yours.

For tops in afternoon entertainment,
Tulsans turn to "Lookin' At Cookin',”
"Glass Showcase,” and "Musical Jig-
Saw."

To assure top audiences for these day-
time participation shows, NBC, CBS,
ABC and DuMont network presentations
are also offered during the afternoon.
Among these are: Beulah; Four Star Re-
vue; Burns and Allen; Garry Moore;
Kate Smith; Kukla, Fran & Ollie; Strike
it Rich; Howdy Doody and Horace
Heid$.

To stamp your brand on Tulsa see your
Adam Young man.

*May 10, 1951 ""Sale. Managemont
Survey of Buying Power.'”

KOTY
CAMERON TELEVISION, INC.
CHANNEL 6
302 South Frankfort
Tulsa 3, Oklahoma
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BASEBALL
(continued from page 33)

era one pans up with the ball to
cover the entire play. If the ball is
hit on the ground between second
and third, camera one pans with
the ball until the catch; then a
switch to camera three (Zoomar)
for the throw and the play at first.
Thus, the throw is coming right at
the viewer.

The same situation holds true for
double plays. The entire play, fol-
lowing the initial catch, is caught
on camera three, with the plays at
second and first both recorded on
the same camera.

Another example of WCAU-TV
coverage: if a runner is on second
and a single is hit to right field and
the man scores, the cameras oper-
ate as follows: camera one gets the
pitcher throwing the ball, the batter
hitting it and pans up to follow the
flight to the outfield. Switch is
made to camera two to show the
flelder picking up the ball. As he
throws, camera three picks up the
runner and follows him home, with
the play coming into the camera.

The instant he crosses the plate,
camera two picks up the batter, who
by this time is either rounding first
or approaching second. Camera two
follows him until he reaches base
safely or is thrown out.

Home Viewers' Advantage

So effective is the WCAU-TV
coverage that at-home-viewers often
see action on the field which escapes
fans in attendance. For instance,
during a recent game between the
Athletics and the New York Yan-
kees, rookie Mickey Mantle of the
Yanks failed to touch second while
going from first to third on a long
hit.

The WCAU-TV cameras caught
Mr. Mantle's negligence, as did the
umpire and an A's player. The
player threw to the bag and the
umpire called Mantle out: the fans
at the park remained unenlightened,
while those at home had caught the
whole play.

Notable for off-fieid coverage are
two WCAU-TV refinements: one, a
parabolic dish for picking up on-
the-field sounds; and, an individual-
ized flip-card biography of each
player.

Situated on the roof of the Shibe
Park grandstand, directly in back
of home plate and slanted down
sharply, 1s a large parabolic dish
in the center of which is a dynamie
microphone,

The dish gathers in the sounds
of the umpire calling balls and
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strikes, the bat striking the ball or
the ball pounding into the catcher’s
mitt, the shouts of encouragement
from players to the pitcher—the
color sounds which so greatly en-
hance the coverage of any sports
event.

}-J ATLANTIC —

ALBUM X

e T

RICHIE
ASHBURN

Center Field

WCAU-TVY innovation is the personal-
ized scorecard on each player, giving
name, position and batting average.

The other WCAU-TV refinement
is its individualized flip-card biog-
raphies. As each player comes to
bat for the first time, an -easel,
showing the player’s picture, name,
position and batting average are
displayed.

Camera two (pressbox) handles
this assignment, as well as all card
commercials for the baseball tele-
casts. Camera two is also respon-
sible for a great deal of the color
shots during the game, sweeping
around to catch such off-field action
as fans serambling for foul balls;
new pitchers warming up in bull-
pens; dugout shots, and so forth.

The thinking behind this coordin-
ation with Roy Mack of the Ath-
letics, Robert R. M. Carpenter of
the National League champion
Phillies and the managers and
players of both teams was that of
Charles Vanda, WCAU vice pres-
ident in charge of television.

“Too often, television has moved
in with the ‘we know how’ attitude
that has more brass than brains,”
Mr. Vanda says, “We determined
to avoid this pitfall by laying out
camera positions to cover the fleld
as the experts felt it should be
covered.”

This was a step number one in
WCAU-TV’s scheduled coverage of
17 Sunday doubleheaders and four
Sunday single games this season.
Generally, the Philadelphia sched-
ule calls for WCAU-TV to broadcast
Sunday games; WFIL-TV, carries
weekday games and WPTZ, Satur-
day games.

Telecasts of the games are spon-
sored jointly by the Atlantic Re-
fining Co., (N, W, Ayer & Son) and
by P. Ballantine & Sons (J. Walter
Thompson), over all three stations,
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