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* % TV's Top Puppet Adventure Serial % %
12 minutes on film, 5 times weekly.

THE COST: Surprisingly low for an established
nationally-tested program, four years on the
air, viewed throughout the country from New
York to Los Angeles. Surprisingly low for the
winner of two “"Emmy” awards for “Best
Children’s TV Show' and highest Hooperated
multi-weekly TV show on the West Coast for
the past several years.

Sponsors of “'Time for Beany'' enjoy exceptional bonus benefits
from extensive program exploitation and more than 25 exciting
ready-to-use merchandising tie-ups — Beany Explorers Club
membership cards, whistles, rings, sundial watches, buttons, fan
photos, dolls, puppets, masks, balloons, clocks, aquatic toys,
tumblers, soap, bubble bath, hosiery, scarfs, handkerchiefs,
crayon coloring books, comic books, wallpaper, cardboard

cut-outs, large display figures, lamps, etc,

TV Stations: ‘‘Time for Beany’ is also available to

TV stations with privilege of resale to local advertisers.

Some very good markets still open.

ik,

> ¥ . - .
e For prices and audition prints

2 — write, wire, telephone . ..

2
Frendeon Hetronk
9&1{:3}3 Paramount Teleuision Productions, Inc.
Notional Soles Office = 1501 Broodwoy, New York 36 * BRyant $-8700
KTLA Studios *+ 5451 Morathon St., los Angeles 38 + HOHywood 9-6363

A SERVICE OF THE PARAMOUNTY TELEVISION NETWORK
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TY-AFFILIATE

products sponsored on

WGAL-TV
LANCASTER, PENNA.

Advertisers, both local and
national, find their products
moving—rapidly, profitably—
when WGAL-TV does the selling.
It's the overwhelming station
favorite in the large, prosperous
mid-Pennsylvania area it covers.
This popularity is readily
understandable because
WGAL-TV is the only television
station located in this buying
market. [t carries top shows from
four networks . . . NBC, CBS,
ABC and DuMant. And, its many
local telecasts are caretully
planned to meet the needs and
interests of the communities it
serves. Let WGAL-TV move your
product in its wide, prospercus
market area.

A Sieinmon Siation e Clait k. McCellaugh, President

WGAL 7

Represented by

ROBERT MEEKER
ASSOCIATES
Chicago « San Francisco

New York « Los Angeles
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STRANGE ADVENTURE- fifiy-lwo
different fifteen-minute dramas
adaptable also to twenty-six half-hour
programs...mystery and SUuspense
guaranteed to keep viewers on the edge

of their seals.

HOLLYWOOD ON THE LINE—twenty-
siz quarter-hour simulated telephone
interviews using the big box-affice
appeal of tweniy-sixz big Hollywood
stars Lo altract audiences for your

sales messages.

THE RANGE RIDER- fif/ty-two half-
houyr films of the early American
Srontter starring movie heroes Jack
Mahoney and Dick Jones.. . ready
ard waiting to shoot the works for

your product.

VIENNA PHILHARMONIC ORCHESTRA -
thirteen concert programs of classical
and semi-classical music played by
the world-rencwned Vienna Orehestra,

Sfitmed tn Viennu and Salzburg.

THE GENE AUTRY SHOW-— fi/1y-fwo
half~howr action dramas sturring the
greatest Western hero of them alf. ..
clvered by critics as “one of the
huttest filw paclages 1o TV wnd

“wonderful news for TV funs.”

WORLD'S IMMORTAL OPERAS—
secern pogdlor operas carvefully odiled
Jur half-liour proyeamaing, with

erderpationally Jamous noices

wnd with commentary in O

man gy cases by Olin Dowrnes.

CASES OF EDDIE DRAKE -

thirteen hulfliamir gopstery progroms,
Draw Haggerty ¢ Conrmand Deeizion,
CCwnading Pacipie M elel gy ja o rauigl-aad-
roagsl g Boedelie Dradee and Putyicie

Murison, b girl,

HOLIDAY IN PARIS !liirlven

Bl f b s asdent ariefy progeama
praduced v Pures enpeciolly

Foor dedvvasaonn, il cantipental anpd
Foroodusiy vl |'1”If‘f”l/ slir

Dituris Ciroy ou the Deadisg dndy,

FILES OF JEFFREY JONES (/irly

v et fradfhvowr gpygsteren, porekied
velvarir sendd featurong Dhan

Hovge oty oen e fl Joseon wpirtn we el vd

Jarteeete vy ol tday e Mgy,

Vi Llaaw it vendd Povn Cuffin,
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yme with every can of film”

When you put a CBS Television Film Sales show on the road

for your product, we're just starting to sell. As part of the package,
we now offer you merchandising services which assure the show

and the product of catching your customers’ eyes.

For our shirt-sleeve staff not only will make a full kit of selling tools
available, but will go into your markets to give you on-the-spot
counsel and assistance, where indicated.

Whatever type of show you start out with (see list at left), we'd

like to help make it a success story. Just ask us for details.

CBS Television Film Sales

with offices in New York,
_Q’ Chicago, Los Angeles and Memphis

www americanradiohistorv com
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You would be amazed...

how far your budget can go in television

Most stores weigh steak before trimming.
A few trim first—then weigh. The steak’s
the same. But the value’s not. If you're
paying for the trimmings in television,
you, 100, will find that Dollars Do More
on Du Mont.

pUMONT

TELEVISION NETWORK

?lS Madison Avenus, New York 22, N. Y., MU B-2600
A Division of The Allen B, DuMont Labaratorles, Inc.

www americanradiohistorv com
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P&G HAS TV'S SLICKEST DEAL

Although a familiar story to the
industry, it's important to recall at
this point the saga of Procter &
Gamble, and its unusual by-prod-
uct, TV film.

P & G was the first company to
purchase only first-run rights,
paying less than production costs.
Last year, the suds-and-sundries

INDUSTRY & MAJOR CLASSES ABC
FOOD & FOOD PRODUCTS §537.601
Food Ingredients .. E 36.000
Canned & Packaged Foods 412.914
Frozen Foods e 25.289
Fresh Fruit & Vegetables -
Fresh Meat, Poultry. Fish & Dairy

Products .. .
Bakery Goods & Miscellaneous

Food Products ... 63.398
Food Beverages ,,
Combination Copyﬁceneral Pro-

motion ...

SMOKING MATERIALS 173,190
Tobacco & Tobaceo Products 173.190
Smoking Accessories & Miscellane-

ous Smoking Materials
TOILETRIES & TOILET GOODS 123.368
Cosmetics & Beauly Aids 33.463
Personal Hygiene & Health 89.903
Miscellaneous Toilet Goods
SOAPS, CLEANSERS & POLISHES 36.240
Soaps & Detergents 36.240
Cleansing Compounds .

Polishes & Laundry Preparations
AUTOMOTIVE. AUTOMOTIVE

ACCESSORIES & EQUIPMENT 95.010
Passenger Cars & Vehicles 5 95.010
Commercial Trucks & Vehicles
Tractors ...

Tires & Tubes ..
Automotive Accessories, Equ)p-

ment & Miscellineous
HOUSEHOLD EQUIPMENT &

SUPPLIES . 148,246
Major Apphanm 5 . 148,246
Other Appliances & Eqmpmem
Household Accessories & DMiscel-

laneous Supplies . . |
Insecticides & Disinfectants
BEER, WINE & LIQUOR
Beer ...

Wine

Liguor

Mlscetlanu)ux Mxxmg Ingrcdu.nl.\.
CONFECTIONERY & SOFT

DRINKS . o PR 172.944
Confectionery 138.069
Soft Drinks 34.875
DRUGS & REMEDIES ........... 72,323
Medicines & Proprietary Remedies 72,323

Medical Equipment,
Supplies

Miscellaneous Drugs & Remedies

Physical Culture . "

RADIOS, TELEVISION SETS,
PHONOGRAPHS, MUSICAL IN-
STRUMENTS & ACCESSORIES

Radios, Television Sets, Radio-
Phonographs & Phonographs .

Radio, Television & Phonograph
Supplies

Phonograph Records ...

Musical Instruments

Appliances &|

* SOURCE: PIB.
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TOP TEN PRODUCT GROUPS NETWORK TV TIME—APRIL"

Latest network billings: over $13,000,000

firm set up its own production
unit, and is now paying the full
tab, about $20,000.

Recent P & G deal (with Ziv)
calls for sale of future rights at
$7,500 per show. In addition, Ziv
will pay the soap company 45 per
cent of gross profits. Considering
the potential of third or even
fourth runs, P & G will not only
get the film program for less than

CBS DU MONT NBC TOTAL
$831.030  $268.911 | $1.384.432 | $3.021.974
67.750 262,001 365,751
102,490 249.216 346,478 1.101.098
111.780 113.700 250.769
182 425 182,425
28,230 91,628
341,340 105,080 444,430
207.670 19.695 358.508 585873
1.031.735 76.822 1.049.853 | 2.331.600
992,705 76,822 1,049,853 2,292,570
39.030 39.030
1.379.278 43.270 726.701 2.274.617
159420 192.885
1.379.278 | 45,270 501.916  2.016.36

65,365

367.685 | L4188

367,685 9:32.858

85,477 |

123,553
398.305 8.910 418,730 1.170.975
220,900 492,040 707.950
90.600 | 276.710 467.310
86.805 8.910 | 95.715
477.680 195,015 820.941
343,900 ‘ 140.665 642,811
72.900 72.900
60.880 54.350 | 115.2140
159.255 58,157 517412
159,255 | 159,255
54157 | 58.157
163,890 26,076 62,115 425,025
77.670 26,076 62,115 403,930
86,220 121.095
155,860 41.325 207.565 177,073
155,860 41,325 137,020 406.528
70,545 70,545

|
74,520 8.150 255.655 339,325
‘ 9,150 | 255,655 264,805

74.520 )

74,520

www americanradiohistorv com

WAVE-TV
Fenot

in KENTUCKY!

Fenot
in AUDIENCE!

Every day of the
week, 10.9% more
homes tune to

WAVE-TV

than to Louisville’s
second station!

{According to scientific

survey made by Dr. Ray-
mond A. Kemper, Head of
the Psychological Services
Center, University of
Louisville, in WAVE.TV
area, March, 1952)

WAVE-TV

CHANNEL 5
NBC * ABC - DUMONT
‘ LOUISVILLE, KENTUCKY

FREE & PETERS, Inc.

Exclusive National Representatives

5
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you can see the
difference on WBENS~-TV

A beautiful 3 acre plot is the site of WBNS-TV, where a 15,000
sq. ft. 2 story building houses an ultra-modern air-conditioned
television station with up-to-the-minute facilities and a staff of
28 engineers who maintain and produce top-quality program-
ming. WBNS-TV is one of the few stations with a stand-by
transmitter and antenna system, assuring continuity of service.

“Buck Eyes Sports’ . . . 615 10 6:30 WBNS-TV's radiated power is 25,000

Monday thru Friday . . . with Jack watts, The antenna, 595 feet above the
Buck reporting intricate sports side- ground, radiates clear, sharp pictures
lights and featuring United-fowo score- o aver 200,000 families in the heart of
boards, films, shides, flips and personal Ohio, bringing top-rated  programs
interviews for another rop-rated over Channel 10, where you can SEE
WEBNS-TV program. the difference.

- COLUMBUS, OHIO
CHANNEL 10

CB3-TV NETWORK @ Affiliated with Columbus Dlspatch and
WEBNS-AM @ Gonoral Sales Qffice: 33 North High Street
REPRESENTED BY BLAIR TV

www americanradiohistorv com

a comparable live show—it might
even get it for free.

Now Cavalier cigarettes (through
William Esty) has come into the
film production business with The
Hunter series. The venture is de-
scribed as an “experiment”, but it
can be assumed that success will
mean Cavalier, and its sister Rey-
nolds product, Camel, might soon
be rolling their own.

P & G and Reynolds are, re-
spectively, television’s first and
third largest spenders. Both have
set advertising trends before. Con-
sidering that P & G has come up
with the most fascinating cost-cut-
ting gimmick to date, they might
be pacing a new trend now.

FILM ON NETWORK RISING

Before the hiatus season re-
vamped the networks’ schedules,
there were some 25 filmed shows
telecast as network programs.
Since the mid-winter count,
Schlitz has gone film on its Play-
house of Stars,

Next fall should see at least 11
more programs telecast out of the
can. The Ford series, produced by
Screen Gems, a subsidiary of Co-
lumbia Pictures; Burns & Allen
sponsored alternately by Goodrich
and Carnation, will be on film.

Others expected on this fall:
Our Miss Brooks, Life with Luigi,
General Foods; Four Star Play-
house, Singer Sewing Machine;
Short Short Story Theatre, Pepsi
Cola; Cavalcade of America, Du
Pont; Biff Baker — USA, Lucky
Strike; The Doctor, Procter &
Gamble; Mr. and Mrs. North, Col-
gate-Palmolive-Peet.

NETWORK BILLINGS LEVEL OFF?

ETWORK TV time purchases

hit an all-time high in March,
1952, touching the $16,000,000
mark. Billings for April, 1952 re-
ceded some 5.1 per cent from that
level to a point just above $15,-
000,000,

The May 1952 figure, $14,701,-
827, indicates that the decline is
skidding to a halt. The May score
represents a two per cent drop
from April’s total; but is a healthy
47.0 per cent above May, 1951,

[Forr April, the 10 top product
groups, charted here, retain the
relative rank in spending that they
scored in March., In April, three
ol these categories were above
March expenditures, and seven,
below. Declines ranged from 24.8
of March billings from the Radios,
Television Sets and Phonographs
group to the 2.2 drop by Food and
Food Products,

Television Magazine « July 1952
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ENTERTAINMENT . EDUCATION . CULTURE . INFORMATION

The March of Time
TELEVISION

Producers of :

e CRUSADE IN THE PACIFIC
e MARCH OF TIME THROUGH THE YEARS

AMERICAN WIT AND HUMOR
BALLETS DE FRANCE

SPORTS SHOW

AND ... theeagerly awaited television adaptation of the famous

MARCH OF TIME

A MARCH OF TIME program stands for television entertainment of the highest
quality. For each effort reflects the judgment, experience and
craftsmanship of the MARCH OF TIME team that has made television history

and has built a large, loyal television audience.

MARCH OF TIME — winner of:
THE GEORGE FOSTER PEABODY AWARD
RADIO-TELEVISION DAILY AWARD

OHIO STATE UNIVERSITY AWARD

RADIO DAILY POLL
369 LEXINGTON AVENUE

THE MOTION PICTURE DAILY AWARD

THE ACADEMY AWARD OF TV ARTS & SCIENCES NEW YORK CITY

THE ACADEMY AWARD OF MOTION PICTURE ARTS & SCIENCES JUDSON 6-1212

www americanradiohistorv com
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PRODUCTION AND CIRCULATICN

Totol sets in circulation as of June Ist..... 17,879,972

Source: TELEVISION Magazine

309,375
405,000
Total receiver production for 1951 5,384,798

Source: Radio-Television Manufaclurers Assoclatlon

Receiver production for May, 1952
Receiver production for May, 1951

POPULATION AND SALES WITHIN TELEVISION SIGNAL AREA
TOTAL % OF USA TO
27,412,700 62.1
92,914,200 61.0
RETAIL SALES $92,708,837,000 66.1

Source: NBC-Sales Management

FAMILIES
POPULATION

TV HOUSEHCLDS BY YEARLY INCOMI

SETS IN USE: NATIONAL AVERAGE®
—JUNE, 1952

MONDAY-
SUNDAY FRIDAY SATURDAY
900 am-11:45 am 5.2 1
12:00 noon-ti:4d 1.8
T:00 pm-i 1 32
* Not adjustcd for area where there may be no TV
service al speeified hour. Souree: Videodex.

AVERAGE NUMBER OF VIEWERS
—JUNE, 1952

MONDAY-
SUNDAY FRIDAY SATURDAY
2.83 1.99 2.54
2.68 .20 2.71
2.2 2.1 2.88

9:00 am-11:45am
12:00 noon-6:15 pm
700, . pm-11:45 pm

Source: Videodex

(NATIONAL AVERAGE)

PERCENT OF TV HQ'
Under $2000 T
$2000-$3999 37
$4000-56999 40
$7000 & over 18

Source: Videodex

NEW YORK
BOSTON
CHICAGO

DETROIT

ARl PR AL m oy
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CITY BY CITY RECEIVER CIRCULATION

STATIONS" METWORK AFFILIATIONS = PDPEPTH GF PENETRATION

AS OF JUNE st MEMPHI5-—40.0 117,886
THE HIGHEST RATED ALBUQUERQUE—30.7 16,500 WMCT 14, €, D. 1
NETWORK FILM SHOWS KOB-TV (A, C, D, N) MIAMI|—52.4 99,479
AMES—43.2 92,635 WTVJ (A, C.D. M)
WOI-TV (A, C. D, N) MILWAUKEE—82.3 336,433
Homes Reached ATLANTA—528 172,000 WTMJ-TV (A, C, D, N)
Love Luey (CBS)........... 11,055,000 WAGA-TV (D): WSB-TV (A, N. P}; MINNEAPOLIS-ST. PAUL
au 'Bet Your Life (NBC)....... 7,083,000 BALTIMORE™ 390914 —73.4 336,791
reside Theatre (NBC)._...... 6,578,000 %ﬁf{‘% ’}F‘x/ 1:8; WBAL-TV IN, P); }»f'%’l(.:yl,\;:l:rvv [cN/;\]:c D. Py
sagnet (NBC) .. ... ... 5,594,000 £ - e PR
o4 BINGHAMTON—24. 70,000 NASHVILLE—31.1
Jrobusters (NBC) oo 3,494,000 A N : WSMLTV (V] 58.000
0! ndy . - .40, BIRMINGHAM—40.6 107,400 NEW —
icket Squad (CBS)......co..e. 5,079,000 WAFM-TY (8, C. P N TIAVEN- Cjobj - 286,000
L3 Town {CBS! oo 5,068,000 BLORO,;AT,&.;T'O‘:‘L, 155 100 NEW ORLEANS—34.4 97912
ay Rog.ers {NBC) . . 4,309,000 WTITV (A, C, D, N} ! WDSU-TV (A. C. D. N}
u Erwin (ABC) ... . 3,954,000 BOSTON* 904,185 NEW _YORK—68.4 2,943,243
WBZ-TV (N): WABD (D); WATV;
se: A. C. Nlelsen, April WNAC-TV (A, C. D, P) wggﬁ_”{g) -(CV\'/:O‘A;{VJ’I‘Z\;T% LAY
oL wer ey U0
CHARLOTTE—37.3 138,875 NORFOLK™ ¢ b N 119,125
WBTV (A. C. D. NI - ,C.D. Ny
HOW FILM RATES CHICAGO—64 4 1,145,367 OKLAHOMA CITY—405 98875
IN LOS ANGELES WBKB (C. P); WENR-TV (A); WKY-TV (A. C. D. N} ’
WGN-TV (D); WNBQ 'N) OMAHA—55.7 ' 29 44
Eiim sh ked wi . (\;V'gpc(jlﬁrr‘dA(TA:':D - 354,000 KMTV (A, C, D) WOW-TV (N! P|'4 !
ilm shows morked with asterisk) Ev&sltéiméck :{v&:wr (N) PHILADELPHIA—61.6 1,052,259
. . CAU-TV (C};
.al:: BetL Yco::r Lif gg; 783 K 623,613 WFIL-TV n&)D P); WPTZ (N)
ove Lucy™.. . WEWS 1A, C): WNBK (N); PHOENIX—33.1 40,143
lad Skelton . 256 WXEL (A, D, ) KPHO-TV (A, C, D, M) !
sade Cooley ... ... 254 COLUMBUS™ 277,000 PITTSBURGH—53.9 403,519
ins & Allen..... R 223 WENS-TV (G P WLW-C (N); WDTV (A, C, D. N
slgate Comedy Hour.......c.ccocoov 217 T W PROVIDENCE* 218,000
angerous Assighmen 21.4 DALIEQSB FT. WORTH 171,791 WIAR-TV (C. N F)
:xaco Star Theotre 203 KRLD-TV (C); WBAP-TV (A, NI} RICHMOND* 127,006
angbusters®™ ... o 19.7 WFAA-TV (A, D, N, P) WTVR (C. D, N, P)
DAYENPORT-ROCK IS. ROCHESTER™ 144,032
J:;n.zl:gw of Shows... . :g; 337 110,700 WHAM-TV (A, C, D, N
S —— o BB O Tlous s
N : ) SD-TV (A, C.D. N, P)
turday Night Movies™ e 165 DAYTON® 246,000 SALT LAKE CITY—54.1 77.813
‘uen Playhouse™ 16.5 WHIO-TV [A. C. D. P): DYL-TV N, P}; ' ’
restling On KTLA . ' WLW-D M) RELAV 1A, €, b
restiing nRILA 16.5 DETROIT—63.1 676,269 SAN ANTON[O——‘K).S 80,423
se: C. E. Hooper. May wgg{}é’;\é .[%- D WWJ-TV (N); &%&%V’{y’ m,} C.D, FJ);
ERIE—38.9 111,381 SAN DIEGO* 124,630
WICU (A. C. D, N} KFMB-TV (A, C, N, P)
FT. WORTH-DALLAS SAGN FRANACIS}ES;4%4D 395,000
—-36.8 171,791 GOTY AL RPIX G D. i
STATIONS AND MARKETS KRLD-TV 1C1; WBAL-TV (A, N); SCHENECT(AD’Y-ALBANY-
WFAA-TV (A,'D. N, Pj
TROY—63.2 212,600
aber of 1 stotion markets 39 GRAND RAPIDS 217,081 WRGB (C, D, N)
............. WOOD-TV (A, C, D, N) Y
ber of 2 SEATTLE—326 148,500
ber of 3 &'}?E\,Enr‘,'s,?‘?'fg—czgg N 82,455 KING-TV (A, C,D, N. P»
- ,C.D.N) N
sber of 4 or over HOUSTON—459 150,800 SVYRQSIU‘iE - 180,062
_ KPRC-TV (A. C. D. N, P WEVR M, Bl
T ———- L qrnsro g i TR0 R e
STV (A, C, D, N) V5PD-TV 1A, C.D. N P
sber of connected cities. .. ... .62 INDIANAPOLIS—E2.5 240,000 lgﬁ/A‘—A‘*gOD _— 80,350
ee: TELEVISION Magazine. WFBM-TV (A, C. D. W) UTICA-ROME® 71,500
H JACKSONVILLE—A48.2 58,000 WKTV (A. C. D)
WMBR-TV {4, C. D. N) WASHINGTON* 369,579
- JOHNSTOWN—29.9 154,297 WMAL-TV (A); WNBW (NJ:
! WIAC-TV (A, C. D, N) WTOB-TV (C, b1 WTTG (D)
KALAMAZQO" 223,952 WILMINGTON—T73.8 106,227
UMPOSITION OF TY HOUSEHOLDS WKZO-TV (A. C, D. Ny WDEL-TV (D, N)
KANSAS CITY—44.3 210,105
WDAF-TV (A, C. D, N} ¢ The signral of this station valends
ber of Adults 2.54 LANCASTER™ 150,093 into _ L‘he arva of O,HU”“I).,.r,N” B
ber of Teen-ager P WGAL-TV (A, C, D, N. P :l'z'((l',tll:xlrll.t' (‘(Tffltt):llllljl—ll()z;‘»!('g).urfi?l;,ertl':ti',nl'rr?
gers 32 LANSING™* 100,000 slatistivs available which would be
®her of Children—13 & under .04 WJIIM-TV (A, C, D, N} essenturl in _L’Slimu[im_; the «_’itu_rr( oJl
LOS ANGELES—69.3 1,252,184 e relove. L fa’ Wnpossible. fo

W ige TV Homes
KECA-TV (A); KHJ-TV; publish an accurate pe on figurd

#:e: Videodex KLAC-TV; KNBH (N}: Ad : rar secifle .
’ ‘. jor this market. For specfic duplica-

KTLA (D) KNXT (C): tion, check TELEVISION Magazine's

annual Data Book, which hsts all

LOUISVILLE—52.0 139,334 counties within the Ccoverage area ol

WAVE-TV (A,D, N, P); each TV wmarket correlated with vari-

WHAS-TV (C) ous population and sales indices.

These Circulation Estimates Are Compiled by TELEVISION Magazine's Research Department,

Netwerk Afflictions in Parentheses. Percentages Indicate Depth of Penetration of Area.
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i BUFFALO
LANSING * T2

CHICAGO

ROCK ISLAND DAYTON
‘4

\

\IP{DIANAPOLIS
N N

; \
SAN FRANCISCO

PRODUCTION AND CIRCULATION POPULATION AND SALES WITHIN TELEVISION SIGNAL ARE:E....

Total sets in circulation as of June 1st 17,879,972 TOTAL % OF USA TOTH

Snurlce: TELEVIISION Magazine FAMILIES 27'412’700 62.1
Receiver production for May, 1952 309,375

Receiver productien for May, 1951.. } 405,000

Total receiver production for 1951 5,384,798 RETAIL SALES $92,708,837,000 66.1
Source: NBC-Sales Management

POPULATION 92,914,200 61.0

Source: Radio-Television Manufacturers Assoclation

SETS IN USE: NATIONAL AVERAGE" AYERAGE NUMBER OF VIEWERS TV HOUSEHOLDS BY YEARLY INCOM
—JUNE, 1952 —JUNE, 1952 (NATIONAL AVERAGE)

MONDAY- MONDAY- PERCENT OF TV HO{ -

SUNDAY FRIDAY SATURDAY SUNDAY FRIDAY SATURDAY
Under 82000 1

" am-11:45a 4.1 5.2 4,1

12:00 noon-G-15 pm 152 108 135 9:00 am-11:45am  2.83 1.99 2.54 $2000-53090 37

3500 pret 1 A5 p 5.0 427 5003 12:00 noon-6:45 pm  2.68 2.20 2.71 $4000-36099 40
. i e o 7:00, SLL:45 R 2.91 2.88 18

* Nol adjusted for area where there may be no TV 0..pm > pm 2 ! 570,00 & over

serviec al speclficd hour. Source: Videodex. Source: Videedex Souree: Videodex

NEW YORK

BOSTON
CHICAGO

DETROIT

PAR) FRAALIAIOAIN
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THE HIGHEST RATED
NETWORK FILM SHOWS

Homes Reached

Love Lucy (CBS).............. 11,055,000
lou Bet Your Life (NBC)....... 7,083,000
ireside Theatre (NBC).......... 6,578,000
wragnet (NBC). ... .. 5,594,000
iangbusters (NBC) ... .. 5,494,000
umos ‘N’ Andy (CBS). 5,340,000
iacket Squad (CBS). 5,079,000
tig Town {CBS) ... 5,068,000
toy Rogers (NBC) .. 4,309,000
tu Erwin (ABC)... ... 3,954,000

ree: A. C. Nielsen, April

HOW FILM RATES
IN LOS ANGELES

(Film shows marked with asterisk)

‘ou Bet Your Life™.. 35.1
Love Lucy™........ 29.9
ted Skelton ....... . 256
wpade Cooley ... . 254
iurns & Allen........ 223
tolgate Comedy Hour. 21.7
vangerous Assignment™. ... 214
‘exaco Star Theotre.................. 203
sangbusters® .......... 19.7
four Show of Shows.. 18.9
Jragnet™ ... 18.2
ilue Ribbon Bouts ... 17.6
aturday Night Movies’ 16.5
sruen Playhouse™ ... 16.5

Nrestling On KTLA ... 16.5

rce: C. E. Hooper, May

STATIONS AND MARKETS

ber of 1 station markets ... . -39
mber of 2 .. 10
imber of 3 10
imber of 4 or over 4

ital markets ...
erating stations ... ..108
ber of connected cities................... 62

irce: TELEVISION Magazine.
I

OMPOSITION OF TV HOUSEHOLDS
nber of Adults 2.54
.32
aber of Children—13 & under .94

nber of Teen-agers

rage TV Homes 3.80
rce: Videodex

CITY BY CITY RECEIVER CIRCULATION

STATIONS' NETWORK AFFILIATIONS = DEPTH COF PENETRATION

AS OF JUNE st

ALBUQUERQUE—30.7 16,500
KOB-TV (A, C, D, N)
AMES—43.2 92,635
WOI-TV (A, C. D. N)
ATLANTA—5238 172,000
WAGA-TV (D): WSB-TV (A, N, P);
WLTV (C)
BALTIMORE" 390,914
WAAM (A, D); WBAL-TV (N, P);
WNAR-TV iC)
BINGHAMTON—-24.6 70,000
WNBF-TV (A, C, D. N)
BIRMINGHAM—40.6 107,400
WAFM-TV (A, C, P);
WBRC-TV (D. N)
BLOOMINGTON* 155,100
WTTV (A, C, D, N)
BOSTON* 904,185
WBZ-TV (N);
WNAC-TV (A, C. D. P}
BUFFALO* 271,057
WBEN-TV (A, C, D, N)
CHARLOTTE—373 138,875
WBTV (A. C. D. N
CHICAGO—64.4 1,145,367
WBKB (C, P); WENR-TV (A);
WGN-TV (D): WNBQ (N)
CINCINNATI 354,000
WCPO-TV (A, D, P};
WKRC-TV (C);: WLW-T (N)
CLEVELAND-AKRON

—783 623,613
WEWS (A, C) WNBK (N);
WXEL (A, D, P}
COLUMBUS 277,000

WBNS-TV (C, P); WLW-C (N);
WTVN (A, D)
DALLAS-FT. WORTH

—36.8 171,791
KRLD-TV (C); WBAP-TV (A, N);
WFAA-TV (A, D, N, P)
DAVENPORT-ROCK 1S,

—33.7 110,700

WHBF-TV (A, C, D) :
WOC-TV (N, P)

DAYTON™ 246,000
WHIO-TV (A, C, D. P);

WLW-D (N)

DETROIT—63.1 676,269

WJIBK-TV {(C, D); WWJ-TV (N);
WXYZ-TV (A, P)
111,381

ERIE—38.9

WICU (A, C, D, N)

FT. WORTH-DALLAS
— 368 171,791

KRLD-TV (C); WBAP TV (A, N);
WFAA-TV (A, D, N,

GRAND RAPIDS® 217,081
WOOD-TV (A, C, D, N)
GREENSBORO—28.8 82,455
WFMY-TV (A, C, D, N)
HOUSTON—45.9 150,800
KPRC-TV (A, C. D, N, P)
HUNTINGTON—35.0 92,143
WSAZ-TV (A, C. D, N)
INDIANAPOLIS—62.5 240,000
WFBM-TV (A, C, D, N)
JACKSONVILLE—48.2 58,000
WMBR-TV (A, C, D, N)
JOHNSTOWN—29.9 154,297
WJAC-TV (A.C,D, N)
KALAMAZOO" 223,952
WKZO-TV (A, C, D, N

KANSAS CITY—44.3 210,105
WDAF-TV (A, C,D, N}

LANCASTER® 150,093
WGAL-TV A, C,D,N, P)

LANSING* 100,000
WJIIM-TV (A, C, D. N)

LOS ANGELES—69.3 1,252,184
KECA-TV (A); KHJ—TV:

KLAC-TV; KNBH (N)

KTLA (P); KNXT ©)

KTTV (D)

LOUISVILLE—520 139,334

WAVE-TV (A, D, N, P);
WHAS-TV (O)

MEMPH|S—40.0 117,886
WMCT (A, C,D, N)
MIAMI—52.4 99,479
WTVJ (A, C,D, Ny
MILWAUKEE—823 336,433
WTMJ-TV (A, C, D, N}
MINNEAPOLIS-ST. PAUL

—73.4 336,791
KSTP-TV (N
WTCN-TV (A C D. P
NASHVILLE—31.1 68,000
WSM-TV (N)
NEW HAVEN—70.7 286,000
WNHC-TV (A, C. D, N, P»
NEW ORLEANS—34.4 97,912

WDSU-TV (A, C, D, N}

NEW YORK—68.4
WABD (D); WATV;
WCBS-TV (C); WJIZ-TV (A);
WNBT (N1; WOR-TV (P):

2,943,243

WPIX (P)
NORFOLK™* 119,125
WTAR-TV (A, C. D, N}
OKLAHOMA CITY—40.5 98,875
WKY-TV (A, C,D. N)
OMAHA—557 129,447
KMTV {A, C, D); WOW-TV (N, P)
PHILADELPHIA—61.6 1,052,259
WCAU-TV Acb
WFIL-TV (A D. P1; WPTZ (N)
PHOENIX—33.1 40,143
KPHO-TV (A, C, D, NJ
PITTSBURGH—53.9 403,519
WDTV (A, C. D, N)
PROVIDENCE* 218,000
WJAR-TV (C, N, P)
RICHMOND* 127,006
WTVR (C, D. N, P)
ROCHESTER™ 144,032
WHAM-TV (A, C, D, N)
ST. LOUIS—70.6 402,000
KSD-TV (A, C.D, N, P
SALT LAKE CITY—54.1 77.813
BDYL-TV (N, Pb
KSL-TV (A, €. D)
SAN ANTONIO—40.8 80,423
KEYL-TV }A C, D, P):
WOAI-TV (N)
SAN DIEGO™ 124,630
KFMB-TV (A, C, N, P)
SAN FRANCISCO—40.4 395,000
GO-TY lA}, KPIX (C. D, P):
ON-TV (N
SCHENECTADY ALBANY-
TROY—63.2 212,600
WRGB (C, D, N)
SEATTLE—32.6 148,500
KING-TV (A, C, D, N, P)
SYRACUSE* 180,062
HEN (A, C, D
WSYR—N (N, B
TOLEDO—59.1 186,000
WSPD-TV (A, C, D, N, P}
TULSA—44.0 80,350
KOTV (A, C,D. N, P)
UTICA-ROME*® 71,500
WKTV (A, C, D)
WASHINGTON® 369,579
WNMAL-TV (A); WNBW N}
WTOP-TV (C. by; WITG (D)
WILMINGTON—73.8 106,227

WDEL-TV (D, N)

¢ The signal of this station extends
inlo the area of another television
market. Unfortunately, threre are mo
accwrale  county-by-county receiver
statistics available which would be
essential in estimating the extent of
circulation in the duplicated signal
area. Therefore, it is impossible o
publish an accurate penetration figure
for this market. For spectfic duplica-
tion, check TELEVISION Magazine's
ennual Date Book, which lists all
counties within the coverage area of
each TV market correlated with vari-
ous population and sales indices.

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

Metweork Affilictions. in Parentheses. Percentages Indicate Depth of Penetration of Area.
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0”// SARRA’S OWN NEW FILM PROCESSING LABORATORY
)

BRINGS YOU
Vide-O-rigina/ it

TV COMMERCIALS -

We are pleased to announce the com-
pleting link in the SARRA chain of
quality control . . . our own modern new
film laboratory, designed, staffed and
equipped to deliver the ultimate in TV
selling messages-

the VIDE-O-RIGINAL

VIDE-O-RIGINAL . .. WHAT IT IS
Ie's Sarra’s name for a quality-controlled motion picture print, produced
10 luboratory designed especially for the making of TV prints. Each
and ¢very print is custom-made and whether it is 1-minute or 8-seconds,
i receives individual attention in quantities of one or hundreds.

VIDE-O-RIGINAL . . . WHAT T MEANS

It means thae all of Sarr’s creative photography, all of Sarra’s visual
sclling ability, reaches the television screen with maximum fidelicy.
VIDE-O-RIGINAL prints combine Sarra standards with station
requirements.

VIDE-O-RIGINAL . . . WHAT IT DOES

It provides complere quality protection from storyboard 1o home recep-
aon .. Licinsures your mvestment of ame, tlenc and money in your
TV presentation,

On your nexe television film commercial ger 1 SARRA
VIDE-O-RIGINAL . get top guality from seart 1o finish!

~ Vide-O-riging

TY FILM PRODUCTION FOR REPRODUCTION SPECIALISTS IN VISUAL SELLING

NLW YORK. CHICAGO:
200 Lanst 56th Stivet 16 Egsf Ontario Stroct

* Copytlght 1952, SARRA, INC.

IDEAS - SCRIPTS - STORYBOARDS - ANIMATION - PHOTOGRAPHY - PROCESSING

www americanradiohistorv com
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By
Robert Reuschle
Timebuying Manager

McCann-Erickson

Timebuyer's Notebook

PROS AND CONS OF FILM USE

HE virtues of film wvs. live TV

are forever popping up. In mo-
ments of academic relaxation, we
may amuse ourselves by debating
the issue. I may sound like a cau-
tious fence-sitter, but it’s my con-
tention that both film and live TV
have their place. To pit one against
the other is fruitless in the TV
sellers’ market which still exists
today, particularly when so many
other factors come into play on
each individual product’s market-
ing and advertising problem.

However, let’s look at each of
these advertising techniques from
some timebuying viewpoints.

The chief value of film, of course,
is that it gives the ad agency and
the advertiser greater control over
the time they have bought. They've
made the film, and so are assured
of the quality of the performance.
There are no fluffs in the action,
the product is extolled without a
stutter by the announcer; and the
door of the refrigerator closes
smoothly. Your product demon-
stration can be just as you want it.

Yet the use of film does not
necessarily make for easier time-
buying than live TV. Recently, for
example, we have been buying time
for the half-hour Gruen Playhouse
in 45 markets, on a national spot
basis. To be sure, the top quality
of such a film is a positive aid when
we seek to buy time for it in a one-
station market. The station would
prefer it to some live shows. Never-
theless, the usual jockeying for the
most advantageous time slot for
our client continues.

Live TV, though not always the
flawless performance of film, has
its values, too. And there are some
who feel that a commercial is per-
haps more natural, more human if
the errors in delivery are not seri-
ous. Consider a participation in a
live housewife’s cooking program.
The M.C. has none of the mech-
anized quality of film; she offers
a personal salesmanship approach,
which enhances the believability
of the commercial.

Television Magazine ¢ July 1952

With regard to live and TV com-
mercials, 1 was interested to learn
recently of the WNBQ, Chicago,
experiment in live station breaks
for 24 advertisers. Up to the pres-
ent, it’s been my impression that
stations are not yet ready to do
live station break announcements
for us. (Or at least we hesitate to
risk our clients’ money.) Largely,
I suppose it’s because many sta-
tions have not allowed their staffs
to become sufficiently experienced
in the technique. In other words,
we know what's running if we send
them film.

Timebuyers are specialists, more
or less, but most of us think of
ourselves as advertising men too.
As other non-timebuyers talk time
values, so do we like to tread into
other departments. Hence, put this
item under the “Fools Walk In
Where Angels Fear To Tread De-
partment”: As a TV observer,
rather than as a timebuyer, it
seems to me that some agency com-
mercial writers are not taking time
out to analyse the effect of many
TV commercials on a whole new
advertising market—namely, the
TV-bred youth market. According
to the 1950 Census, America’s pri-

vate and public school systems
have over 28,000,000 children
above kindergarten age. Already,

it would appear, many are becom-
ing cynical about some TV adver-
tising.

I hear my own two sons, aged
11 and 8, discounting a TV com-
mercial that outrages their sense
of believability. Their attitudes are
even ruder when they hear an an-
nouncer on a Kkiddie show say,
“This is your last chance to get
this premium . .. ”—when the an-
nouncer has said the same thing
on the show the week before.

Clearly, if wild claims on TV
sour this 28,000,000 population to-
day, 5 to 10 years from now, these
grownup youngsters may well re-
ject much of the advertising they
see.

www americanradiohistorv com
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BASIC CBS
OUTLET FOR

91.9%

MORE FAMILIES
THAN STATION'B"

WKZ0-TV PROGRAM LISTINGS
ARE CARRIED AS A READER
SERVICE, TO OVER 600,000 SUB-
SCRIBERS, BY NEWSPAPERS IN

GRAND RAPIDS GRAND WAVEN

KALAMAZOO  JACKSON

SOUTH BEND  SOUTH HAVEN

ELknART THREE RIVERS

FORT WAYNE  COLDWATER

LANSING STVRGIS

BATTUE CREEK  MARSHALL

SACINAW VICKS BURG

MUSKEGON GOSKEN
DoWwAcIAC OSCEOLA

WRITE US
OR AVERY-KNODEL
FOR AlLL FACTS

groaocAsT

FETZER COMPANY
KALAMAZ00

11
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on its 30th anniversary

of broadcasting,

dedicated the world’s
most complete

radio and television stations
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e conlinualion o/ an vdeal

On its 30th anniversary of broadcasting, WCAU opened the
doors of its great new radio and television center with the finest
facilities in the world. Here is the ultimate in electronic achieve-
ment, which will result in great advancements in the programming
of news, entertainment, education, and service to the community.

There’s everything at hand to increase our ability to produce
the best local programs in Philadelphia and to further our reputation
for creating shows for the CBS network.

We could not dedicate such a building without considering the
responsibility it presents. Ours is a powerful voice . . . and ours is S”‘“'"G FOR FREEDOM
the precious American heritage of free speech. Both must be carefully
safeguarded. Therefore, this great building is dedicated to the
people in this area that we serve, with the pledge that WCAU and
WCAU-TV will always be “Speaking for Freedom.”

THE PHILADELPHIA BULLETIN RADIO AND TELEVISION STATIONS

www americanradiohistorv com
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ENGINEERING DIRECTORY |

GEORGE C. DAVIS I
Consulting Radio Engineer ‘
Munsey Bldg. Sterling 0111
WASHINGTON, D. C.

PAUL GODLEY CO.
Consulting Radio Engineers

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

Phones: Montclair 3-3000
Founded 1926

JOHN CREUTZ
Consulting Radio Engineer

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

A. EARL CULLUM, JR.

Consulting Radio Engineer

HIGHLAND PARK VILLAGE
DALLAS 5, TEXAS
JUSTIN 8-6108

BERNARD ASSOCIATES

Consulting |
Radio and Television Engineers

5010 Sunset Blvd. Normandy 2-6715
Hollywood 27, Californio

WELDON & CARR

WASHINGTON, D. C. |
1605 Connecticut Ave.

Seattle, Wash.
4742 W. Ruffncr

Dallas, Texas
4212 So. Buckner

JANSKY & BALEY

An Organization of
Quualified Radio Engineers
DEDICATED TO THE
Service of Broadeasting

National Press Bldg., Wosh., D. C.

E. C. PAGE

CONSULTING RADIO
ENGINEERS |

EXccutive 5670 |

Bond Bldg. |

WASHINGTON 5, D. C.

RISKS & RIGHT

HE log jam is about to break.

As if to accent the TV un-
freeze, 2,000 to 4,000 feature mo-
tion pictures, now cached in studio
vaults, soon will be offered TV
stations. Three thousand very old
silent pictures also will be avail-
able, according to the Wall Street
Journal.

The TV industry will have to be
alert, to avoid getting into unnec-
essary legal tangles in the use of
this film, These typical legal prob-
lems arise”

o All motion pictures bear a
copyright notice. That notice should
always be reproduced by the TV
station, preferably in facsimile.
For if any litigation arises, be-
cause of the violation of copy-
rights, the television station can be
added as a defendant. Thus, a tele-
vision station should protect itself
by repeating the copyright notice;
likewise by getting an indemnity
clause from its licensor.

@ Censorship problems will arise.
The walls of censorship are now
tumbling. The recent court deci-
sions of the Supreme Court of the
United States in The Miracle and
Pinky cases are cheering; but the
walls are not completely down. It
is doubtful if a state has the right
to censor an interstate television
broadcast. Also, the censorship
license granted {or a motion pic-
ture is no protection as to TV
showings.

The use of a salacious, or 1oo
“sexy”, picture by a TV station
could result in difficulies with the
FCC, imperilling its TV license. So,
the assurance that motion picture
censors in the stricter states have
passed the picture, as a practical
aspect, 18 assuring, As to the
better-known pictures, that dif-
ficulty is not likely to arise; they
have all been passed,

But care must be taken to make
sure the deletions censors often
require have been made in the
print used. Greater care must be
taken with the minor, less known,
and foreign pictures, which often
have a carefree, if bawdy, attitude
toward sex.

www americanradiohistorv com
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LEGAL TRAPS OF FILM:
CENSORSHIP, COPYRIGHT

By Samuel Spring
Attorney, Author,
“Risks & Rights”

e Musicians, actors and writers
unions have made demands for a
percentage of the gross derived by
the producers from TV exhibition.
This demand, primarily, concerns
the film producers. The union
theory is that TV use was not con-
templated or paid for, when musi-
clans, actors and writers were en-
gaged to produce the pictures.

@ More serious problems are the
privacy rights of the actors whose
faces and names are exhibited in
the photoplays. Two lower courts
in California have handed down
directly opposite decisions on
rights of actors (Rogers and Gene
Autry), to enjoin TV use of mo-
tion pictures in which they acted.
Final determination, therefore,
awaits word from an Appellate
Court.

The problem involved has sepa-
rate issues. First, as to very old
pictures produced before TV was
generally known: The contract be-
tween the actor and the producer
(whereby the actor agreed to per-
form his services) contains no
clause expressly granting to the
producer any right to exhibit the
actor’s face, name or performance
in pictures for TV. It’s doubtful
if this right can be implied.

The second, big phase is that, as
to more recent pictures: The mo-
tion picture producer usually in-
serted a clause in the contract with
stars and actors, expressly giving it
the right to TV use. But it also
inserted a clause giving it the
further right, in exploiting the pic-
ture, to use parts of the motion
picture, using the actors name and
voice in radio, and his name, voice
and face, in TV,

Does this added exploitation
clause impliedly forbid the use of
the entire picture by TV? Par-
ticularly when the TV use is spon-
sored by an advertiser? Each case
depends upon the particular con-
tract clause involved. Until an
Appellate Court has the final say,
TV stations will have to rely upon
express guaranteed  protection
from the picture company, or dis-
trihutor, from whom they obtain
motion picture licenses.

Television Magazine ¢ July 1952
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TO FOLLOW THE SUN with a message... hit every
time zone—same day, same hour—straight
across the country—to do all this efficiently,

economically—USE FILM ...

Complete information concerning film selection and processing available . . . alse details
concerning speciol Eastman technical services, equipment, and maoterials.

Address: Molion Picture Film Department, Eastman Kodak Company, Rochester 4, N. Y.
East Coost Division, 342 Madisen Avenue, New York 17, N. Y.

Midwest Division, 137 North Wabash Avenue, Chicago 2, lllinois.

West Coast Division, 6706 Santa Meonica Blvd., Hollywood 38, California.

SAN FRANCISC

VER
CHICAGO DEN

NEW YORK
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TV FILM: $100,000,000 A YEAR INDUSTRY

By FRED KUGEL

An cconomic appraisol of the

rele of film in television

F VIERYTHING'S a deal in TV
< {ilm today.

e Laver's pays only $12,000 of
Lhe total production costs ($18,000
to $21,000) for the film version of
I Towme and stitl gets a cut on
second run rights,

e Dilluntine Beer buys an ex-
clusive, nation-wide first run for
Tufrigue,  But it only
sponsors the show m 1D markets

I'oreign

16

hoping to recoup a considerable
part of its outlay in first-run salcs
to advertisers in the other markets.

e I’ & G finances its own pro-
duction company (Frank Wisbaur).
Then it absorbs the {ull cost on
Firveside Theatre, but sclls the
future distribution rights to Ziv
for o reported $7,500 a picture,
plus 45 per cont of the gross profits,

e Camels has its agency, Wil-
liam Esty, producing a series, The
Hunter, in N. Y., which will enable
il to control production and future
rights,  And, as with P&G, it fig-

www americanradiohistorv com

ures to recoup a good part of its
initial program costs.

There are more variations to the
TV film deals than there are in a
throw of dice. It’s the nature of
the industry.

Most half-hour film programs
today deliver for around $20,000.
That’s considerably more than an
advertiser would pay for a com-
parable 30-minute live show. The
deals are the bait, which make 1t
seem worthwhile to switch to film.

But why should an advertiser
want to get involved in all these

Television Magazine e July 1952
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deals? Why the great desire to
switch to film? All sorts of con-
tentions are advanced:

® Some advertisers feel that,
via film, they have much tighter
control over their program; and,
too, they are rarely subject to the
killing escalator clauses so com-
mon in live shows.

e Talent can be won over more
easily. The big stars prefer to work
on film.

o Clearances are easier on a
spot basis.

® And a good many advertisers
get into film without any reason
at all. Maybe it’s the glamour.
Perhaps it’s the talk about no
fluffs and better scripting.

FILM BAIT IS THE DOLLAR

But whatever the reasons that
might be advanced for switching
to film, the main basis is rooted in
economics. Via the deal, the ad-
vertiser feels he’ll get a better buy
than with a live program.

While ilm's potential as a spot
vehicle is one of its prime advan-
tages, the deal-bait is so strong,
that many advertisers who prefer
a network show, switch to film
nevertheless.

The reason for the switching to
film by the local, or regional ad-
vertiser, or the national spot user,
is much simpler. With syndicated
film, they have access to a number
of properties which can compete

successfully, rating-wise, with
many network programs. How
else could they sponsor Gene

Autry or a dramatic series like
The Unexpected except via the
syndicated program?

EASIER ON THE AGENCY

From the advertising agency’s
viewpoint, the answer is more
readily apparent. Once they get
set up for film, and the prelimi-
naries are over with, they do not
have the same strain and drain on
personnel they have with weekly
first nights of live programing.

The trend is definitely to film.
Raw film stock alone took $3,500,-
000 last year; and this accounts for
approximately 5 per cent of total
film production costs.

Stations are paying about $7,-
500,000 for feature films per year.
Add to this the millions being
poured into commercials and
newsreels, and it's easy to see
where $100,0’00,000 is being spent
per year for television film,

The result is that this whopping
investment accounts for roughly
30 per cent of total TV program-
ing.
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That’s why everybody, and his
brother, is getting into the acts.
There are two—one, the adver-
tiser-controlled series, playing first
run in markets of the bankroller's
choice; and two, the distributor-
controlled syndicated package,
available for any market where a
station or sponsor will pay the bill.

Unfortunately, the business at
this stage is just not large enough
to support them all.

With the limited number of mar-
kets, television cannot even pay
off for the present crop of film
programs, despite their low budg-
ets,

And if television film can’t be
turned out at a profit, quality will
continue to suffer, as it is suffering
badly, right now,

A year ago, everyone was pretty
bullish because of the success of
the second run. The producer, or
distributor, was counting on sec-
ond run and other residual rights
for his profits. And, with second-
run getting high ratings, every-
body was fairly happy. But things
have changed.

RESIDUAL RUNAROUND

A lot of people, counting on the
second run to take them out of the
hole, are in for a rude awakening
during the coming year. Last year,
there weren't as many film pro-
grams; and today, competition is
considerably tougher. There isn’t
a day that goes by without some
announcement of new programing
which, considering the background
of the producers and advertisers
involved, should be superior in
quality to much of present film
fare.

It’s going to be mighty difficult
to get second runs out of the bulk
of present film programs—with the
exception of a handful of proper-
ties. The marginal boys will be
going out but fast; and some of
the big fellows, who are starting
to get into TV, will have a long
wait before they recoup their
original investment, (probably two
to three years.)

In today’s market, a $10,000-a-
week gross is considered excellent
return for a half-hour film during
the first year. Second run should
bring in at least 50 per cent of the
first-run gross. But when you take
into consideration distribution costs
—and a production tab per pro-
gram of around $20,000—even sec-
ond run won’t get the producer off
the hook.

It will take new stations, mar-
kets and additional circulation to
turn the trick. That is, of course,
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COST OF TYPICAL TV
HALF-HOUR FILM SHOW

This chart shows the actual budget
for a single 30-minute syndicated
film, one of a series of 39 dramas
shot by an established Hollywood
producer. All items for this $19,126
film are based on two days of pro-
duction, using four featured actors,
none names, plus bit actors and ex-
tras. Producer’s profit is not included.

ITEM COST
STORY (Script, Mimeographing $800
SUPERVISORS 700
CAST 3,000
DIRECTION (Minimum union

scale) 500
TOTAL ABOVE-THE-LINE

COSTS 5,000
DIRECTOR’S STAFF (includes

Ist, 2nd director, script

supervisor) 464
CAMERA 1,080

SET OPERATION (includes
preparation time on grips,
prop men) 750
SET CONSTRUCTION COST
(includes 1 standby painter,
carpenter) 770
SET DESIGN 75
SET DRESSINGS (includes pay
of swing gang, prop & green

men) 680
SPECIAL EFFECTS 185
PROCESS 285
DRAPERIES 145
PROPS 190

LOCATIONS (lincludes meals,

special policemen, location

rentals) 210
TRANSPORTATION 373
LIGHTING 880
WARDROBE 270
MAKE-UP AND HAIRDRESS-

ING 165
FILM AND LABORATORY 1,800
SOUND RECORDING 645
SOUND ROYALTIES 26
SOUND DUBBING AND

SCORING 430
FILM EDITING 660
TITLES AND INSERTS 275
MUSIC 300
STUDIO RENTALS 1,000
STUDIO GENERAL (includes

social security, compensa-

tion insurance) 730
TOTAL BELOW-THE-LINE

COSTS J 12,388
TOTAL DIRECT COST 17,388
GENERAL STUDIO OVER-

HEAD 1,738
TOTAL COST 19,126
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if the programing is of top quality.
For what TV film today has in big-
ness, in terms of dollars, it equally
lacks in the quality of the product
1tself.

And this is just as important to
the advertiser and agency as it is
to the film producer and distrib-
utor.

B PIX BETTER QUALITY

Perhaps the best tribute that can
be paid to television film is the
large percentage of total program-
ing that it accounts for in spite of
relatively poor quality.

Why should quality be so poor?

When the first signs of an easy
dollar became apparent, the TV
film business attracted entrepre-
neurs of varying qualifications and
little finances. Many fringe film
people, never able to make the
grade in the big-time, promoted
their marginal experience to get
into TV film.

Yet even the more experienced
producers, with solid Hollywood
experience, are not doing the job
they should. They’re just not used
to working with such low budgets.

In most cases, today’s TV film
writers wouldn’t be accepted for a
B picture in Hollywood. In fact, a
distressing sign is the tendency for
the major New York agencies to
turn completely to Hollywood for
their TV films. One of the multi-
million dollar agency’s explained
it this way: “We’d rather pay more
for our script writers—and have
them turned out by people with
motion picture experience who
know how to express themselves
visually.” What they forget is the
price they pay simply cannot at-
tract Hollywood writers with any
real ability.

It would he well for advertiser
and agency to study Foreign In-
trigue and compare it to television
product coming out of Hollywood.

No cxceptional show, as far as
live TV is concerned, but it is bet-
ter than mast TV films. s very
success 18 in ils freshness and un-
Hollywoodness duc to one single
factor:

Its  produccer - writer - director,
Shicldon Reynolds is too young Lo

tiave  Jearned  any  formulas  for
producing films.

The  continued  ¢mphasis on
gyualily is cusential if anyonce in-
Lendi to make any moncey outl of
TV il 1t poces beyondd the seript
or cast. A good pereentapge of TV
film hus poor technical quality.

Querying Hollywood producers,
who shoulil know better, they all
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answered unanimously that tech-
nical consideration was no longer
of concern to them because of
their many years of film produc-
tion. It’s this very smug attitude
which is responsible for the medi-
ocrity of television film.

Television has definite technical
requirements of its own, and all
the blame cannot be laid to poor
projectors. Good shooting can be
ruined in the laboratory.

Regardless of quality, though,
the television advertiser is getting
a good deal in film. The ratings
prove it. One need only look at
the top 10 to see how well film is
doing for network advertisers.
Philip Morris’ I Love Lucy, De-
Soto’s Groucho Marx You Bet
Your Life, P&G’s Fireside Theatre,
are consistently in the top 10.

ON THE LOCAL LEVEL

@ Boston Blackie has delivered
as high as a 40 rating for its spon-
sor in Dallas.

® Autry, in competitive seven
station New York, consistently hits
around 20.

® Dangerous Assignment has a
25 in Birmingham.

® Foreign Intrigue got up to 30
in Cincinnati.

In the smaller markets, there are
few local advertisers outside of the
breweries, banks, bakeries, and car
dealers that seem to be able to
afford sponsoring a half-hour film
program. But feature films do the
job for the smaller-budget group.

In fact, one of the best buys that
an advertiser can make is a spot
in feature films. Day in and day
out, feature film programing has
been turning in consistent ratings,
which bring an advertiser’s cost
down, in many cases, t0 below a
dollar-per-1000 viewers reached.

This is the one end of the busi-
ness where there are still coupon-
clippers, Tor those lucky enough
to lay their hands on fcature films
have just about the most sought-
after-product that a station can
get. IU's comparatively cheap, it’s
casy to program, and casy to sell.

NETWORK STRUCTURE
Rumblings have been going on
for some time now that the very
structure of the networks might be
threatened by film. The reps are
quick to point out the advantages
to a national advertiser of using
spol rather than network, for bet-
Ler clearances, and a betler price.
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On the other hand, films might
be one of the bulwarks of future
network operation. Networks will
be in a better position to finance
production and, in turn, sell their
product.

Film might well be the answer
to low cost operation when there
are 500 stations or so on the air.
Few stations will be able to sup-
port live program originations—
and still keep their rates down, so
that they will be attractive to the
local advertiser.

By relying on film and network
origination, stations will be able
to cut down considerably on fa-
cilities and personnel, with an
accompanying sounder economical
structure. This might well mean
that the stations will need the net-
works more than ever before (al-
though their relationship might
not be the same as it is today).

And while network management
is by no means definitive in its
film thinking, NBC, CBS and Du-
Mont have set up separate distri-
bution divisions. NBC and CBS—
although not completely sold as to
the networks position with film—
are investing quite heavily in a
number of television film proper-
ties.

THE MAJORS GET INTO ACT

Even the major film companies
are slowly getting into television.
Columbia Pictures, through its
subsidiary Screen Gems, will be
doing a series of films for Ford. In
many cases, they will feature their
own stars,

Universal Pictures, through its
subsidiary United World, is al-
ready in production on a series
produced specifically for television.

Republic Pictures, through its
subsidiary Hollywood Television
Service, i1s currently releasing a
flock of feature pictures and is now
in production on two film series.

Twentieth Century Fox has been
flirting with TV for some time.
They are producing the newsreel
for United Press and will announce
plans shortly for their own tele-
vision properties.

Monogram has been in for some
time through its subsidiary Inter-
state.

Paramount claims it is only a
matter of timing, although they
do have a distribution outfit which
is actively lining up outside prop=
erties for television.

United Artists has a separate
distribution company for TV.

(Continued on page 46)
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“Cheaper in N. Y., L. A.,”?
writes Sheldon Reynolds;
lost $100,000 on “Intrigue’’

EFORE the success of Foreign

Intrigue, dozens of Americans
got the idea that TV films could be
shot in Europe where ‘everything
is cheaper’ and dumped quickly
on the hungry American TV mar-
ket, where ‘they’ll look at any-
thing.’

This is a complete fallacy—just
as wrong as the notion that Euro-
pean technicians and labs can’t
turn out quality film.

It’s cheaper to do a cheap show
in N. Y. or Hollywood. In Europe
it’s only economical when you
shoot an expensive one. For the
average TV film costs, any place in
Europe, are at least as high as they
are In New York,

Add to that the cost of travel
and living expenses for American
personnel (five, in the case of
Foreign Intrigue) and the cost of
using top European actors, and
New York looks like the cheap
production center.

I can’t get actors at scale. Extras
are cheaper. But most of the
actors we've used in Sweden,
though unknown to American
audiences, are, in their country,
stars or well-known feature play-
ers, and have to be paid European
star salaries. This is a good deal
less than American star salaries,
but definitely more than TV actors
in comparable parts. It is harder,
and so more expensive, to find
English-speaking actors.

The crews, set designers and
camera men we use are top motion
picture people. And, while top
isn't as high as it is in Hollywood,
again it means paying as much, or
more, than TV standards for key
people. When you get into elec-
tricians’ and carpenters’ wages,
they might be a little bit less, but
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SHOOTING
IN EUROPE

Is no film bargain

not enough to affect the total
budget to any extent.

Renting studio space in Europe
is like renting studio space in New
York. I have two major sound
stages and the cufting rooms,
dressing rooms, commissaries, that
go with them. Foreign Intrigue is
set up and shot as a motion pic-
ture—not a TV show.

You have to work on a healthy
financial basis. At any given point,
I must have $100,000 invested in
production. Payment is made upon
delivery of the films in New York.
You have to be able to combine
American TV know-how with
European knowledge of motion
pictures, And you have to be able
to do a picture a week.

One reason I've been able to
keep my budget comparable to
American costs is that by doing
three jobs, I'm paying for expenses
and transportation for one person.

With comparable prices and
problems, why are we working in
Europe? We get interesting, au-
thentic backgrounds; new faces; a
real feeling of seeing European
people in European places. For-
eign Intrigue i1s something new; it’s
created attention because it is
something that hasn’t been done
before.

The idea for the series came out
of conversations with Scheutz, who
owns a studio in Stockholm and a
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chain of 115 theatres. He bore the
expense of making a pilot film.

The series is on TV in about 30
cities now, sponsored by Ballan-
tine in 11 of them. With French
and German sound tracks dubbed
in and sub-titles for the Scandin-
avian countries, it's being shown
in European theatres. Some of the
shows might be expanded into full
length features. The BBC 1is in-
terested in English distribution,
but so far they're on TV only in
the U. S. There is, frankly, more
money in theatre distribution.
Having films good enough for
theatres is the wvalue of putting
more into the films.

The profit from U. S. distribu-
tion will come from re-run rights.
We can’t start re-runs until Bal-
lantine has finished with the series.
That’s one big reason we're now
carrying a loss of about $100,000 a
vear on the production. About the
future of re-runs, I'm not afraid of
the competing market on re-runs.
We're gambling that they’ll still
be good.

As film keeps getting better, it
will be ready to take over most
TV production. Going to Europe
doesn’t make film automatically
better or cheaper., Good film takes
lots of showmanship, know-how,
ability to work under pressure, a
solid studio and laboratory base—
and money.
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“l Love Lucy” leods trend to light comedy

BY FRANK RASKY

HE first big-time network film

program to make the grade
was Procter & Gamble’s Fireside
Theatre, which has been among the
first 10 practically since its incep-
tion back in early 1949.

Next big development was the
high-budgeted Amos °’N° Andy
show. It got off to a good start,
and is still turning out a satis-
factory rating (latest A R.B.: 31.5)
for its sponscr, Blatz Beer.

Now, of course, there is the fa-
mous I Love Lucy, which has been
making the No. 1 spot in almost
all the rating services for Philip
Morris in the past few months.

These have set the pace for a
boom in film programing. Early
1952 produced 23 film programs on
the networks. And plans under-
way will see this figure rise sub-
stantially in the fall of 1952.

Similarly, programs made ex-
clusively for syndication purposes
are on the rise. Over 85 are now to
be found in this category.

Aboul 20 or so of the syndicated
shows are regarded as satisfactory
programing, with the balunce be-
ing a miscellany of specialities.
Here, again, definite production is
underway, which will considerably
swell the ranks of syndicaled pro-
gram avullabilitics by this fall.
And, fortunately, qualily is im-
proving.

Proponents of live programing
over film still can be heard mumbl-
ing that film loses all Lthe 1m-
midhiaey of Jive; that it's bloodless
and over-rnechanized. However, [
Love Lucy and Groucho Marx's
You et Your Life demonsbrale
conclusively that hilm shows can

capture  the clement: ol spon-
Lancity,

Iilm programing, costs are sky-
rocketing. A few years ago, Fire-
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side Theatre was being brought in
for $12,000 to $14,000. About $20,-
000 would be closer today.

Most of the present 30-minute
TV films can be produced for
around $20,000, with ample pro-
duction values. Some of the newest
shows, which include bigger-name
stars and directors, come in for as
high as $25,000, because of the
higher salary requirements.

It’s also conceivable that costs
may go up slightly for scripts,
which now cost about $750 each.
The boost is understandable, since
hack scenario-writing is one of the
greatest shortcomings of TV film
programs. -

In an attempt to feel the pulse of
film programing, TELEVISION Mag-
azine queried producers and film
sponsors, with the following re-
sults:

AGENCY FILM EXPERIMENT

With ad agency as praducer, industry will
watch closely Cavalier's “The Hunter” film
experiment, starring Borry Nelson, T. Celli
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ESTY PRODUCES FILM
FOR CAVALIER IN EAST

In a novel experiment, the TV
department of William Esty & Co.
Agency, N.Y,, is producing a ser-
les of 30-minute film dramas at a
cost “well under $16,000 each” for
Cavalier Cigarettes. The dramas,
called The Hunter, star a Scarlet
Pimpernel-type character played
by Barry Nelson, and are being
shot partly at Pathescope Produc-
tions’ Long Island City Studios,
partly on location in the N.Y, area.

Kendall Foster, Esty vice-presi-
dent, explains he has built up a
six-man TV department staff, plus
Eastern freelance TV reliables,
capable of supervising the film
assignment.

Philip Reisman, Esty’s film edi-
torial superviscor, explains the
project is an experiment to deter-
mine whether the agency can pro-
duce film in N.Y. as expertly and
more economically than in Holly-
wood. So far, the shooting has
produced “very good results”, even
though the productions are elab-
orate, involving as much as 30
scenes for a film. The series will
be on CBS-TV, beginning July,
with R. J. Reynolds Co. owning
the residual rights.

Reisman, who has spent 14 years
in motion picture production with
RKO-Pathe in N.Y,, says: “We've
kept to a three-day schedule for
each film—except when inclement
weather has interfered. But the
same problem pops up in Holly-
wood. We've been using eight
seript writers, almost all of them
from the East, and been paying
$750 per script. The producer, Ed
Montagne, and director, Oscar Ru-
dolph, are both paid by the
agency.”
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WHY FILM WAS REJECTED
FOR “TALES OF TOMORROW”

The watch band company,
Jacques Kreisler Mfg. Corp., in-
vestigated for six months the pos-
sibility of filming its own program,
Tales of Tomorrow, but then de-
cided to keep it live. Here, Robert
F. Lewine, radio-TV director of
Hirshon-Garfield Agency, tells
why the science fiction show re-
mains live on 18 ABC-TV stations
on alternate Friday nights at 9:30:

“There were four big reasons:

“FILM WOULD DEPRIVE US
OF NAME APPEAL: One of our
biggest audience draws has been
our use of name stars. Assuming
that top-calibre performers could

Robert F. Lewine
AM/TY Head, Hirshon-Garfield Agency

be fitted into filmed programs as
easily as they have been worked
into live schedules, we came to the
problem of residual rights. Big
names would have to be paid well
for each re-run. While basically
these subsequent payments would
be the worry of the second-run
buyers, they would add to the
total costs and to our budget.

“As other unions cut into the
residual rights pie, talent and per-
sonnel for film would get far more
expensive than in one-time pro-
duction.

“COMMERCIALS WOULD BE
FROZEN: One of the advantages
of filming the show would be to
use it on a spot basis. But we
couldn’t use frozen commercials.
The seasonal nature of the product
makes it necessary to retain live
elements. If our film for one style
of watch bands, for instance, runs
in June, the live voice over narra-
tion will stress Father's Day.
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“TIME CLEARANCES
WOULDN'T BE IMPROVED: The
main reason for going spot is to
clear better time. We don’t think
we would be able to find Class A
time available on the leading sta-
tion in multi-station markets. The
four cities that account for 30 per
cent of our sales—New York,
Philadelphia, Chicago and Los An-
geles—also account for about 38
per cent of television circulation.
We would probably end up on the
same stations we have now—but
with the possibility of having the
time pre-empted by a network
advertiser.

“SENSE OF IMMEDIACY
WOULD BE LOST: We are con-
vinced that film would give us less
of that psychological immediacy.”

Everett Crosby
Pres., Crosby Enterprises

EVERETT CROSBY
CASE FOR PILOT REELS

Everett Crosby, president of
Bing Crosby Enterprises, whose
productions include Rebound,
Royal Playhouse, and six new film
packages, believes selling via a
pilot reel is legitimate—as long as
the seller has a sound reputation.
He reports:

“The other day, I was strolling
down Fifth Avenue in Manhattan
when I met my old friend, Bishop
Fulton J. Sheen.

“l read where you’re going to
allow a cigarette company to spon-
sor your Du Mont show, Life Is
Worth Living,” I told him.

The bishop laughed at the idea.
“It was just a rumor,” he said.

That gave me an idea. “Who's
your agent?” I asked.

“I haven’t any,” he admitted.

So here I am now, an agent for
the bishop, trying to sell his show
to an uncontroversial sponsor
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seeking institutional advertising. 1
became his agent as a result of that
casual stroll, because he respected
the reputation of our firm’s back-
ground.

I realize, of course, that the fly-
by-nighters have given pilot reels
a bad name. But I believe that
stigma need not rub off on any
film producer of sound reputation.

Among other things, Bing Crosby
Enterprises was among the first to
start the practice of syndjcating
films to sponsors, with the pro-
ducer retaining the residual rights.
More than that, we believe that not
only the top performers, but also
the directors, s¢ript writers, cam-
eramen, and other top technicians,
should get a per cent of the resid-
ual runs.”

H. L. Webster
Ad Monager, Wrigley Co.

AUTRY RADIO PROMOTION
STICKS TO SPONSOR WRIGLEY

An unusual twist in TV sponsor-
ship is that William Wrigley, Jr,,
Co., which began sponsoring Gene
Autry films in Jan., 1951, gains
promotion from other advertisers
sponsoring the same show. The
carry-over results from the fact
that the chewing gum company has
been so long identified with Autry
on radio.

H. L. Webster, advertising man-
ager of Wrigley, which now spon-
sors Autry films in 11 TV markets,
writes:

“Gene Autry has just recently
celebrated his 12th anniversary on
radio—during all of which time he
has been sponsored by our com-
pany. In Autry, we’ve had a strong
radio property, and we wanted to
hold on to him.

“As for the sale of the TV show
in other markets at the same time,
we feel it’s really a big advantage
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to us. Years ago, when Wrigley
stopped sponsoring the pioneer
radio serial, Myrt and Marge, lis-
teners kept writing to us about it,
long after Lever Bros. became the
sponsor. Similarly, Autry has been
associated with our products so
many years that many people
think of Wrigley when they see
him. This set-up makes it possible
for us to use the films we want.”

Karl Freund
Heod Cameraman, Il Love Lucy”

FILMING “LUCY” BY
CAMERAMAN KARL FREUND

HE general consensus of pro-

ducers visiting the I Love
Lucy set has been that there is a
revolution imminent in the pro-
duction methods of motion picture
making in Hollywood. And that it
was taking place on stage 2 of the
General Service Studios where
Desilu Productions, Inc. turns out
some 22 to 26 minutes of TV pro-
gram film in 60 minutes of actual
shooting time for Philip Morris.

In the first place, we cannot tol-
crate interminable delays. For the
show procceds much the same as
an actual live show telecast, inas-
much as there is an audience also
present on the stage, Indeed, the
motion picture cameras are used
i much the same way as Lthose
uscd inoa live show in a television
stuedie,

We e the almost conlinuous
carmnera-on dolly technigue adapted
from stundard TV camera opera-
tions, We use three Mitehell BNC
comeras mounted on dollies and
use Shmin lilm. All three cameras
shool 1he action simullancously,
The centor camera makes all long
hols and the cameoeras al either
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side record the action in medium
and close-ups.

During actual filming, a script
clerk in a booth overlooking the
stage is in direct contact with the
key technicians at all times via
2-way intercom phones. He is
cueing camera operators, grips
operating the dollies and the gaffer
handling the light dimmers.

Each man is thoroughly briefed
on the operation, and has floor
marks to guide him. We have so
organized the set-ups that the
elapsed time between camera set-
ups now averages a minute-and-
a-half.

To light a set for three cameras
operating simultaneously and from
different positions is a problem in
itself. We have to light as uni-
formly as possible, yet watch for
opportunities to add highlights
whenever we can. This is highly
important inasmuch as I Love Lucy
is a comedy show requiring high-
key illumination. We have to keep
contrast in the original negative
down to a ‘“fine medium”, because
contrast is compounded in each
step of the transmission of the pic-
ture.

As a result, we watch very care-
fully the color of the wardrobe
worn by Lucille Ball, Desi Arnaz
and other members of the cast.
We watch the color of the decor
and even the props to see that they
all are tinted shades of gray.

I Love Lucy is filmed on Frrday
nights. Late Wednesday afternoon,
the company runs the show
through for me with no cameras
or any of the camera crew present.
This is when I plan my camera
operations and lighting. On Thurs-
day, early in the morning we begin
work on lighting the sets, trying to
complete it by noon when the
camera crew arrives. They are
first briefed and then the camera
action is rehearsed. By 7:30 that
night, we have a dress rehearsal,
but the cameras are not brought
on the floor. This is the period in
pre-production planning when
problems are aired and considered.

On Friday, we have a full re-
hearsal at one o’clock and a final
dress at 4;30. The show is “talked
through”™ until by cight, the com-
pany is ready to film the show.

All scenes are shot In chrono-
logicaul order and filming takes
place in approximately 60 minutes.

When 1 accepted  the Desilu
assignmoent, I accepled the chal-
lenge of gelting quality film image,
despite those technical handicaps
understandable in a new industry.
Whal we are striving to do s
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establish a standard that will
please the TV industry. At this
time, we cannot improve further
the photographic quality of TV
film, until there is further techni-
cal improvement in the various
electronic components of the TV
system. However, the industry in
recent months has already made
great strides in this direction; the
considerably improved picture
quality from TV film is evident.”

Henry Dorff
Ad Monager, Gruen Watch Co.

GRUEN LIKES SPOT
BUT EYES SWITCH TO WEBS

Henry Deorff, advertising man-
ager of the Gruen Watch Co., Cin-
cinnati, is pleased with costs of the
spot film program, Gruen Thea-
tre, it now sponsors in 45 TV mar-
kets. But, he adds:

“If the networks could guaran-
tee us clearances that we consider
good, we would be very much
tempted to switch back to network
telecasting. The only reason for
going spot as we did, was to se-
cure favorable time in all the mar-
kets we wish to advertise in.

“If a network could give us these
good periods, it would be less ex-
pensive from a production and
traffic viewpoint. In addition, a
network slot would probably put
us in proximity with one or more
other wvery good shows, which
would tend to build an entire
evening program for most viewers.

“Surprisingly enough, whereas
it might appear that a film pro-
gram would cost a great deal more
than a live program, by the time
you get through rehearsals; with
script changes; and all the 101 in-
cidentals involved in televising a
show, we find that the film show
doesn’t vary too much in cost from
a live show.”

Television Magazine ¢ July 1952
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SNADER AGREES WITH AFM
DEMAND FOR 5% CUT

Louis D. Snader, Hollywood pro-
ducer, whose firm has turned out
800 Telescriptions 3% minutes
long, sees nothing wrong in James
C. Petrillo’s AF of M bite into mu-
sical costs. He reports:

“It may be remembered that
Snader Telescriptions was the first
group to establish the 5 per cent
Musicians’ Protective Fund No. 2.
We agree with this principle, feel-
ing that there is a necessity for
labor and management to exist
side by side.

“So long as the unions do not
make this impossible, but are rea-
sonable in their reguests, we will
continue to work with them. We
will assume they are reasonable,
until they demonstrate otherwise.
We pay one group of performers a
flat fee for their work. Top talent
are paid a fee against a percentage
of the gross earnings.”

TAP THOSE COMMERCIAL
FILMS FOR TV, SAYS DYNAMIC

Henry Morley and Nathan Zuck-
er, whose eight-man Dynamic
Films grosses over $250,000 annu-
ally producing TV film series like
Funny Bunnies and Your Beauty
Clinic, report:

“A source of TV film program
still untapped is the adaptation
of commercial documentaries to
video. Consider our Speed Classic
series. It cost us $3,500 to produce
these 13 in the can. Reason is we
shot the races at Daytona Beach
for such companies as Pure Oil and
Socony Vacuum. We then got per-
mission to resurrect enough foot-
age for an actionful TV series, now
syndicated by Du Mont Films.”

FILM SPORT SHOWS RAISE
DILEMMA: LESLIE WINIK

Leslie Winik, whose Madison
Square Garden films are syndi-
cated to 24 stations at a cost of
$100 to $600 each, reports two key
problems plague the sports film
producer:

“One, is getting speedy and suffi-
cient distribution. In a business
like ours, sports films must be
shown immediately in local sta-
tions. A week after they’ve been
shot, they're out of date,

“Two, 1is getting an expert
enough staff. Qur production staff
of 10 to 30 men must cut films
neatly to station lengths required.
Most important, plays and players
must be identified with strict ac-
curacy.”
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Lester Kamin

KAMIN AGENCY: SMALL
ADMEN SEEK 15-MIN. SHOWS

Lester Kamin, president of
the 20-man Kamin Advertising
Agency, Houston, Texas, with TV
billings over $300,000, writes:

“Many small advertisers can, and
would buy, TV advertising, if suit-
able 15-minute shows were avail-
able,

“It has been our experience that
half-hour film shows are usually
better: but also that 15-minute
shows can be good, if film compan-
ies would concentrate on this need.

“There is alsn a need for more
feature films. Two of our clients
sponsor a feature length movie
each Sunday afternoon, and 1t is
very popular.

“We think that film productions,
in some instances, are priced too
high for our market. It must be
said, however, that film does ease
the work load of the advertising
agency. Naturally, it is easier for
an agency to buy a film show, and
work on commercials during that
program. We try to find the most
profitable way to do a job for an
account.”

Frank Wisbar
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POINTERS ON PRODUCING
“FIRESIDE THEATRE"”
BY FRANK WISBAR

HOW TO HANDLE SCRIPTS:

The more than 129 Fireside
Theater stories I have produced
and directed have taught me that
flexibility in the use of writers
should be my main guidance. Each
story, as it develops for filming,
develops its own rules on how to
use the writer. Sometimes I pick
stories from public domain and
assign the writer to dramatize the
plot. In other cases, I let several
writers rewrite originals to fit the
stories to the demands of the pro-
gram. Very seldom I am surprised
by a finished screenplay which has
not been worked over and over by
me in cooperation with the writers.
I reject the idea of a steady re-
writer for all my scripts. Monoto-
nous uniformity would be the re-
sult.

REHEARSAL:;

I am vehemently opposed to re-
hearsing a day or a week before
shooting starts. I rehearse each
scene before each take, accepting
the actors’ own interpretation. My
duty as director is to coordinate
the actors to a unity and to con-
duct their expressions and emo-
tions with the invisible baton of
directing.

CAMERA TECHNIQUE:

The camera technique of motion
pictures during the last 20 years
has proved that nothing is alien
to a modein camera. All we need
is to keep the camera eye wide
open and movable. I am happy to
say that the speed of production
did not cut the walue of our
photography.

WHY PROCKTER PREFERS
N.Y. SCRIPT WRITERS

N.Y. film script writers, trained
in radio, are better schecoled iIn
establishing character promptly,
and produc¢ing a swift, uncompli-
cated plot. That's the experience
of TV producer Bernard J. Prock-
ter, 43, who produces the part-
live, part-ilm TV shows, Pall
Mall's Big Story, Borden’s Treas-
ury Men In Action, and Ennds’
Police Story.

“I don’'t want to revive the some-
what childish feud vis-a-vis pro-
ducing in N.Y. as opposed to L.A.)"
says the president of Prockter Pro-
ductions. “But I'd like to explain
why the new 15-minute series of
78 short story films I’'m now shoot-
ing in Long Island City, at a cost
of $8,000 each, are being scripted
by N.Y. writers. These include Max
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Ehrlich, Alvin Boretz, Gail Ingram,
Robert Sloane, and Helen Wyle.

“Hollywood writers, with some
notable exceptions, don’t under-
stand writing for TV films.
Through the years, they've been
habitually moulded to a slow
buildup of character, taking time
to develop a complex plot. They
know the customers have paid for
their comfortable seats in the
theatre, and expect a relaxed de-
velopment on the screen.

“N. Y. radio-trained writers
haven’t experience in visualiza-
tion, but the director can handle
that. What they do have is experi-
ence in establishing character
promptly and a fast, actionful plot.
Shooting in the Parsonette Studios
in Long Island, eight weeks at a
time, also means we’ll have faster
and less expensive control over
production from N. Y.”

LOVE THOSE FILM DRAMA
SHOWS: L & M’'s KEESELY

Nicholas E. Keesely, vice presi-
dent in charge of radio-TV, Len-
nen & Mitchell Agency, writes:

“I believe that certain kinds of
TV programs can be done better
on film than live, and it is the dra-
matic show that is most suitable.
This conclusion is based on a num-
ber of facts:

“(1) Since filming requires a
considerable amount of pre-shoot-
ing preparation of scripts, an ad
agency has more time to make sure
scripts are as good as possible be-
fore shooting. Editing of scripts
can be done without pressure of
weekly deadlines. It also prevents
imposing upon performers ex-
tremely difficult memory work.

“(2) Scripts are generally su-
perior on film. Film imposes less of

Nicholas E. Keesely
VY.P., Lennen & Mitchell Agency

a limitation on the imagination of
the writer than does live produc-
tion. Increased use of exteriors;
ability to move from one scene to
another with rapidity; and absence
of space limitations one encounters
in the live studio—all contribute
to this superiority.

“(3) The advertiser, with cer-
tain coverage problems, has
greater flexibility in selecting his
markets with a film show.

“(4) Audience participation
shows—such as Groucho Marx and
Fred Allen’s forthcoming Two For
The Money—find in film a method
which eliminates those portions of
the show of doubtful entertain-
ment value. As a result, you liave
30 solid, edited minutes of choice
material.”

FU MANCHU BACK ON
FILM FOR NBC’s SWOPE

When Herbert Swope, Jr, first
secured the TV rights to Sax

Rohmer’s Fu Manchu stories, the
first question was whether to do
it live or on film for NBC-TV. It
was decided to put the stories on
film for three reasons.

1. The stars they wanted to use
—Sir Cedric Hardwicke, John
Newland, John Carradine, couldn’t
be tied down for a weekly series of
live shows because of other com-
mittments.

2. Residual rights can be an im-
portant profit factor.

3. With film, the scope of the
production could be considerably
broadened and they could do
many things not possible live.

They’re fully aware that film
will cost at least a third more than
the live production, but feel the
superior quality and additional in-
come from second run will make
this up.

Production wise, Swope hopes to
approach the series with a definite
technique which is really inherent
in Sax Rohmer’s style of writing.
The emphasis will be on “what-
did-it" rather than “who-done-it.”

In producing the first pilot film
in New York, Swope had the usual
complaint that the city’s produc-
tion facilities are too spread out;
do not make for a smooth opera-
tion. However, Swope would still
rather shoot in New York because
he feels the talent and writing will
be better., While the main roles
will go to Hollywood stars, the
feature and bit players, who can
make or break the program, will
be cast in New York. The Holly-
wood bit players, according to
Swope, give so much of the West
Coast television film product the
“D"” look.

PRODUCER WRITERS PERSONNEL REHEARSAL SHOOTING EDITING NO. OF UNIONS
& PACKAGE ON SCRIPT PER FILM TIME TIME CAMERAS INVOLVED
Donlevy Co., #§ whio 10 aclors; 1 day on 2 days 1 [or 3 plus
Frank Parmenter, waork in 37 tech- camera; (9 hrs, on stage; varlous
THanperous Leinme nieinns 2 hrs, each per 39 2 on 1ATSE
Aosigmment”” per film day with crew retales) locatlon units
2wy Seleelion 10 Lo Tios 4anyvs 3 weeks; 1 or 6 plus
) (Il o K, of 16 25 aclars cduys use both Z2; depends 11 of
: l:. CEpee il per serlpt 16 mm and on seene IATSE
Footleon 1ibar ke 35 mm units
Lanielidey 2 12 netarag N 3 days 2 weeks; l1or2 15
Fagwonn Preosl,, seripl; 12 standing prior handled
Ve af 1 on 30 lechnlelany rehearsal by
Jedlrey Jones! alen per fihm Uimie! b people
Cont Al y 1 pes el rvery Sdays H.000 1t. 1 Varied
ALy Shiowe't cript; g roles; Hitle' fllm edlted IATSE
CHangge Bdes ntihlis of Total: 50 tin 2,400 Units
UAnnbe Oukley! breelimeen In unit 1. for TV
24 Television Magazine o July 1952
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Star of Lever’s “Big Town” Pat McVey checks with R&GR V.P. Willson Tuttle

WHAT FILM MEANS TO THE AGENCY

By Willson M. Tuttle and Marshall Grant, Ruthrauff & Ryan Agency

N a recent issue of TELEVISION

Magazine, we told of the think-
ing which resulted in the change-
over of Big Town from a *“live”
television show to “film”, and the
problems and questions which
arose in considering this switch.

Since the appearance of this
article, we have been queried by
a number of sources as to the over-
all effect of a “film” operation on
an advertising agency such as
Ruthrauff & Ryan. These questions
and their answers are as follows:

Is it impossible for the agency to
work with film without taking a
loss on the operation?

Our experience thus far has been
that a film operation need not
necessarily entail a loss over a
protracted period of time. To be
sure, certain film operations ini-
tially cost both the advertiser and
the agency more than others. These
same operations, we have found,
adjust themselves in the long run.

It is now a well-accepted axiom
in the industry that the more film
production that can be set up at
one time, the greater the efficiency.
In the case of programs, six half-
hour shows are created, written,
produced and completed in a
group. Thus, much of the agency
servicing is concentrated, avoiding
the week-in, week-out repetition
of the same processes required in
a live show. The same is true
with commercials, which we urge
our clients to set up in groups,
rather than individually.
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While it i1s true a good deal more
time is required in properly setting
up a film operation, once it is a go-
ing ccncern, the regular servicing
tends to level out.

What problems are caused by hav-
ing films produced in both LA and
NY?

Certainly, a New York-Holly-
wood operation entails time and
travel between these points. How-
ever, such costs are kept to a mini-
mum by maintaining a supervisory
staff in Hollywood, qualified to
deal effectively with the day-to-
day problems which arise in pro-
duction. With our film operation
headquartered in New York and
Chicago (where basic policy and
over-all strategy are determined)
a certain amount cof travel on the
part of key staff members cannoct
be avoided.

What about film personnel?

The personnel invelved in R&R’s
film operation fall into three main
categories—copy and script writ-
ing, story board or visualization,
and production supervision. Speak-
ing only for R & R’s New York,
Chicago and Hollywood offices,
this involves a total of more than
30 people working full time on
film.

To spearhead its film operation,
R & R staffed its Film Department
with personnel experienced in the
feature motion picture field. This
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CAN FILM BE PROFITABLE FOR THE AGENCY? YES,
SAY RUTHRAUFF AND RYAN'S RADIO-TV V.P. AND
EXECUTIVE FILM PRODUCER — AND THEY TELL WHY

seemed the most expedient way of
dealing with problems pertaining
to film. As to the difficulties of
finding such personnel, it seemed
no harder nor easier than finding
qualified staff men for any other
specialty. This nucleus is being
supplemented by perscnnel who
are being trained in film.

Although it 1s true that the
purely mechanical phases of film
production extend over a longer
period of time, supervisory atten-
tion by agency staff men is only
required at certain check peints in
the course of the process. With
preduction properly scheduled, it
is possible for a few agency staff
men to supervise a number of film
projects which are in work at the
same time.

How much film equipment has it
been necessary for you to have?

Although subject to some fluctu-
ation, currently about 75% of TV
commercials for network shows
throughout the R & R organization
are on film.

To adequately service and super-
vise our film activity, we have
found it advisable to maintain in
our New York offices the following:
a projection room for screenings
and client conferences; an editing
facility for the handling of film
and minor editing; a film library
for the storage of reference prints;
offices for the afore-mentioned
personnel; and an office on the
West Coast studio lot where pro-
grams are being produced.
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this man
can sell
groceries in

Cleveland

ice cream . Indianapolis or soft drinks in Jacksonville

You can still buy
““Dangerous Assignment’’

—if you act fast—in:

BALTIMORE
JOHNSTOWN
LANCASTER
WILMINGTON
PROVIDENCE
JACKSONVILLE
RICHMOND
FORT WORTH
AMES - OES MOINES
CLEVELAND
GRAND RAPIDS
INDIANAPOLIS
SAN DIEGO

Proof? Took at his nation-wide record. He’s selling Durkee’s foods in

San Francisco and Los Angeles . .. he’s boosting sales of Manor House Coffee
in Davenport ... he’s creating customers for jewelry stores

in Erie, Pa. and Huntington, West Va.

He's moving a lot of merchandise for 39 diflerent sponsors
in 51 TV markets. He can do it for you.

Who is he? Brian Donlevy, top radio and TV personality and star of
“Dangerous Assignment”—NBC-TV’s exciting adventure-mystery
film program produced lor exclusive local sponsorship at local cost.

How does he do it? By atiracting king-size audiences and holding their
attention ... right through the commercials. Stations report these

typical Mav ratings: 22.1 in New York (ARB) ; 34.5 in Detroit (ARB) ;
18.8 in Columhus (Pulse) ; 24.2 in San Francisco (ARB) ;

45.5 in Milwaukee (Pulse) ; and 55.5 in Pittsburgh (April Pulse).

You must act fast! “Dungerous Assignment” sells for sponsors—that’s
why it was sold 1o sponsors in 51 TV markets in less than five months,
For special andition film, list of sponsors and prices, write, wire or phone:

NBC-TV /[ilm syndicate sales

30 Rovkefeller Plaza, New York 20, New York

www americanradiohistorv com
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HEN an advertiser can spon-
sor a top-name program,
hike Dangerous Assignment, for
3100 1n a market like WBRC-TV,
Birmingham, and come up with a
rating of 258, it’s no wonder that
syndicated flm programs will
eventually be one of the chief bul-
warks of spot and local programing.
Admittedly, it's more expensive
than a spot in a participation show
or feature film but not outside the
range of the larger local or re-
gional advertisers. As more mar-
kets open, the price of these film
packages might come down suffi-
ciently, so that it will be as at-
tractive to the smaller advertiser
as well.

Because of the limited number
of markets, producers and dis-
tributors of syndicated film are
having a rough time. To obtain
guaranteed continuity, admen are
beginning to demand at least 26
complete episodes.

For the producer, this means an
investment of at least $500,000.
Obviously, few can lay out this
kind of cash on speculation. And
it 1s speculation, because so much
is being gambled on second-run
residual rights. This sum of money
won’t be coming back for two to
three years. That’s why there are
still only a relatively few shows
being produced for syndication
purposes that aren’t being backed
by the big boys. Only a Ziv or a
Crosby can get into this type of
operation.

Encouraging, therefore, is the
entry of CBS and NBC into the
syndication business. They have
the necessary capital.

Further insight into film syndi-
cation is provided by following
leaders in the field interviewed by
TELEVISION Magazine:
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Active Gene Autry, producer with 3 properties
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ZIV'S SINN: 75% OF
ALL TV PROGRAMING WILL
BE ON FILM AHEAD

John L. Sinn, president, Ziv
Television Programs, Inc., told
TELEVISION Muagazine:

“It 1s no secret that successful
television distribution requires two
things—high quality product and
successful distribution. There (s no
mystic, magic formula that ac-
counts for either.

“We have patterned our tele-
vision distribution organization
after our vadio distribution organi-
zation which has been in the syndli-
cation field since 1938. We have at
present 18 men in the field, work-
ing exclusively on film distribu-
tion. We take the time to acquaint
these men with the problems of
sponsors, agoencies and stations, and
their training requires about a
month in the office and the field.

“But the best distribution or-
ganization could not be successful
without top quality product. And
this is a task that keeps the pro-
ducer everlastingly at work, scek-
ing the best available writer,
actors, directors, cameramen.

“Television’s standards are con-
stantly rising, and audiences are
more and more critical and selec-
tive in their tastes.

“Consider the matter of turning
out Western pictures. We'll take
this type, because there have been
more ‘horse operas’ produced than
any other category. When you set
out to make a new Western, you're
making it for a specific audience.
As a producer, you simply try to
make that Western better than
anybody else. You know that your
audience will see a lot of Western
pictures. Therefore, your Western
has to be a higher quality Western
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SYNDICATED FILM

GOOD PICKINGS FOR ADVERTISERS, BUT PRODUCERS
MUST WAIT 2 TO 3 YEARS TO RECOUP INVESTMENT

John L. Sinn
Pres., Ziv TY Programs

—i1f you want it to stand out and
be successful,

“In turning out 104 of the Cisco
Kud series, we've been working on

a three-day shooting  schedule
Like all television s=chedules it's
tight: and it takes tremendous

planming and prepavation to in-
clude the guality production values
we are after, and still stayv within
the budeet conlines.

“Some people have the mistaken
notion that the televizion film
syndication business 15 a get-rich-
quick industry. It's not., What
they overlook, of courze, 1= that a
producer must wait a minimum of
18 months—and sometimes a5 long
as three wvears—to 1recoup his
original investment. And whatever
profits there may be, have to be
ploughed back into production in
order to keep the series going. We
have quite a number of series
going at the moment—The Uner-
pected, The Cisco Kid, Buouston
Blackie, Story Theatre, Yesterduy's
Newsreel, Sports Album and Lir-
ing Book.
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“Recently, Herbert Gordon, Ziv
vice president in charge of produc-
tion, and I, returned from a
several-week trip to Europe. We
feel that the shocking rate at
which American television ma-
terial is being ‘burned up’ will re-
quire the opening up of Europe as
a source of writing and other cre-
ative talent for television films.
There are two reasons why the al-
ready heavy pressure on our
American television writers, ac-
tors, directors and producers will
become even more severe:

“{1) It’s becoming more evident
that at least 75 per cent of TV
programing will be on film. This
will come about because filmed
shows permit creative people to
work without a relentless stop
watch in their hands: allow for
greater scope; permit unusual
effects; and, for the advertiser,
permit hand picked market selec-
tivity at lower cost.

“(2) The recent lifting of the
FCC freeze will mean that virtu-
ally the entire country will be
covered by TV stations in the next
two or three years, opening a tre-
mendous new field for program-

ing by film.
“Consequently, we went 1o
Europe to make arrangements

with TV experts there, to augment
the products of our American film
writers and producers. Holly-
wood, however, will continue to
be the main source of our films,
and Europe will only be a second-
ary source.”

BRITISH DOCUMENTARIES
INCREASE IN U.S,

Lester Schoenfield, distribution
manager, British Information Serv-
ice, which distributes 600 to 800
documentary shorts 3% minutes to
87 minutes long, in 70 U.S. TV sta-
tions, reports:

“English educational and infor-
mational documentaries are becom-
ing far more acceptable to the
American TV market. There are
several reasons. One is that we are
doing away with the local ac-
cenls common to the older films, and
using international commentators
like Michael Redgrave. For another,
the so-called art theatres are on the
increase in the U.S. Also, people are
getling used to the international
exchange of British stars for the
movies.

“I disagree with those who say
the TV audience, and the advertiser,
arce reluctant to take artistie films.
QOur most widely booked film ig a
I'T-minute  documentary, Instru-
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ments of the Orchestra. We also
have a great demand for our 20-
minute and our five-minute docu-
mentaries, featuring the Sadler
Wells Ballet, We also hope to do
well with a series of Painter and
Poet which features modern British
paintings accompanied by poetry
narrated or sung on the sound
track.

“Some people have the mistaken
notion that our films undersell
American produced films. This 15
not so. True, we are a non-profit
making organization of the British
Foreign Office, but we sell at reg-
ular rates to help recover our costs
of distribution. We don’t distribute
feature films—just educational and
informative documentary films
now.”

David Halpern
V.P., Owen & Chappell Agency

SYNDICATED FILM ANSWER
FOR REGIONAL ADVERTISER

According to David Halpern,
vice-president of Owen & Chap-
pell, the agency for National
Breweries, the beer company is
now using film in eight out of the
12 markets where it’s using tele-
vision.

In Baltimore, Washington and
Johnstown, they’re sponsoring
Front Page. In Lancaster, Nor-
folk, Richmond and Greensboro
they’'re picking up the tab for
Wrestling from Hollywood. And
in Chicago, they're using the MCA
half-hour dramatic package which
Is being sponsored on the coast by
the Chevron dealers.

Typical of other regional ad-
vertiser reaction, is that of Hal-
pern who points out that the syn-
dicated film show surpasses the
locally-produced live program un-
less they can latch on to an out-
standing local personality. This is
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precisely what they have done
where they’re using TV live.

It’s their feeling that once an
advertiser gets into a number of
markets on a spot basis, only film
can give them the control and se-
curity in quality and performance
that they desire.

Cost - wise, they are ‘‘quite
pleased,” although the definite
types of film shows they sponsor
are closely tied in with this factor.

A gimmick they have used very
successfully is in having Edmund
Lowe, star of Front Page, write
personal letters to all the beer
licensees, inviting them to watch
the program. They did the same
with Bonita Granville, who starred
in the first MCA film.

Carrying through on their desire
for control of all the commercials
that are on film, the film commer-
cials that accompany Front Page
Detective feature Edmund Lowe.

DUMONT: SMALL-TIMERS
SHOULD SHUN FILM

Like everyone else in the busi-
ness, DuMont’s film head, Donald
Stewart, feels: “If you don’t have
long range guns, you better stay
out of the business. - It’s amazing
that television film is doing as well
as it 1s considering the fact that
there are only 63 markets. No
other major industry could be sup-
ported by so few markets.”

While aecquiring a number of
properties, Stewart’s main objec-
tive is to build a sales force and
distribution set-up that will be
able to service every TV market
in the country. Realizing that in
almost all cases it’s the advertiser,
or agency, who has to be sold on
local sponsorship of syndicated
programs {and the considerable
cost this entails in the way of
proper sales service) DuMont’s
film plans will revolve around the
efforts and effectiveness of their
film sales operation.

CBS’S MAHLSTEDT ON
FILM SYNDICATION

Fred Mahlstedt, Director, CBS
Television Film Sales, which
grossed well up in the seven figure
bracket over the last year, dis-
tributing nine film programs, like
The Range Rider, The Cases of
Eddie Drake, Holiday In Paris,
Gene Autry Show, reports:

“Right now, film syndication is
strictly a long range business,
since current potential is limited
to 63 markets, with two-thirds of
them in the single station category.

Television Magazine o July 1952
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to launch
a successful UHF
television station

And Du Mont can help you get all three.
Write today for this informative booklet,
“UHF, The New Big Development In
Television”, and find out how you can
get on the air quickly and profitably...

with Du Mont UHF transmitting equipment
with Du Mont Television programs

with a Du Mont-built UHF audience

Learn how these three Du Mont operations,
working together. can help make
your UHF plans a successful reality.

pUMONT

st wik o et i T elboisin

ALLEN B. DU MONT LABORATORIES, INC., CLIFTON, N.J.

o ———— i ——— S — ———

: Allen B Du Momt Laboratories,

| 1300 Muain Ave. (DEPT.TV 4

| Clifton, N.J,

I Please cond me my copy of “"UHF The New Big
| Development in TVY,

1 >Nzu|.,

|

| Company

| Address
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BIS presents
A BRILLIANT NEW TV FILM SERIES |

")
Fred Mahlstedt, CBS-TY

“With more and more adver-
tisers turning to films, however, it
is pretty obvious that the future
of the entire television industry is
dependent to a great extent on a
solid foundation of- reliable and
solidly-financed production and
distribution outfits. As in any new
industry, TV film syndication has
to have a few ‘shakedown’ years
to separate the wheat from the
chaff.

“The two most important prob-
lems still to be solved are: the
problems of pricing and the prob-
lems of repeat runs. In order for
programs to be sold at realistic

The

onathan
30Ty

FIFTEEN MINUTE

16 MM SOUND FILMS FOR TV
ON SUBJECTS OF IMPORTANT
GLOBAL HAPPENINGS SINCE 1946
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v others!
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/

RE THEY
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£ FUTURE
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WHEN YOU WE
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YHNS approxonalely

Z(? minutes. For price
il il
oo SR i 1 TV SOAP OPERAS
LESTER SCHOENFELD, DIST. MGR.
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prices, the producer has to depend

on eventually selling a substantial l

number of repeats. Evidence is .

starting to accumulate that repeat |

runs can outdraw first runs in

terms of audience, and offer many f

advertisers a remarkably good

program ‘buy’ in terms of actual

expenditure and cost-per-1,000 de-

livered audience. |
“With a predicted TV set owner-

ship of 40,000,000 by 1957, it

would seem that many of today’s

film programs will be viewed

eventually on a repeat basis by far

larger audiences than they are get-

ting today on their first runs.
“Another aspect of this business J

that is becoming increasingly im-

portant is the merchandising field.

We have found that the selling of

syndicated film is a highly special-

ized task; and the job really begins

when we've sold a client, We are

a firm believer in merchandising—

so much so that we will send a

man from one of our offices to

work with an advertiser using film.
“Working in Hollywood has

taught us the tremendous value of !

the Coast’s exploitation techniques.

After the spectacular success we

had with The Range Rider’s per-

sonal appearance junket, we plan

to employ the same Hollywood

treatment with more of our pack-

ages.”

- —— — &

Sanford L. Hirschber
V.P., Narman Waters Agency

SYNDICATION PAYS FOR
SMALL SPONSOR CASCO

Sanford L. Hirschberg, executive
vice president, Norman D. Waters
& Associates Agency, writes:

“Syndicated film has made it pos-
sible for us to build a unique TV
spot campaign for Casco Products’
Steam Iron. Costs and commercial
time on CBS’s Holiday in Paris

Television Magazine ¢ July 1952 J
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series In seven cities are being
shared by Casco; the Electric
Shaver Division of Remington
Rand; and the local dealers that
handle both products.

“The nature of Casco’s merchan-
dising meant we needed the free-
dom to choose markets as they de-
veloped advertising potential for
us. Naturally, we couldn’t afford to
set-up local talent ourselves, and
we felt none of the local shows
available would be suitable.

“High cost was one of the factors
that made us look for non-competi-
tive national manufacturers with
similar distribution. Remington
.Rand’s Electric Shaver, like the
steam iron, sells in jewelry chains.
With Remington's Agency, Leeford
Advertising, we've been able to

chocse markets both - advertisers
wanted and get dealer sponsorship
lined up.”

ters for packaging and local adver-
tising); and the licensing of manu-
facturers who will produce items
related to the program.

“Setting up a single source for
merchandising material is done as
a service to the advertiser. Licens-
ing of manufacturers, we feel,
should definitely be done by the
distributor, rather than an outside
firm.

“Franchised items work for the
sponsor too, especially on a kids’

show. Popularity of Time for Beany
is increased by the 25 lines carry-
ing the name, including wallpaper,
hats, bubble bath (a fantastically
good seller), comic books—and
even a California drive-in chain.
“Both Paramount and Beany’s
producer, Bob Clampett, get a
royalty on each item. How profit-
able this can be is shown by the
$1,000,000 worth of retail sales rung
up by Beany items in one year.”
(Continued on page 63)

A CHAIN IS N0’ STRONGER
THAN ITS WEAKEST LINK!

Buyers with low budgels can have top-
notch quality! There are no weak links
in this chain of United World Film Shows!

HEADLINES
ON PARADE

GOING
PLACES

Y4 Hour Documentary
News Event Stories.

i ¥s Hour Specially
1 Edited Travel Films—
i# Entertaining — Educa-

tional.
*
]
John Howell SPORTSGHG LAR ' 4 Hour Action Packed
Sales Chief, Paramount i Sport Quiz Films.
MERCHANDISING TIEUP *

PAYS FOR PARAMOUNT

Merchandising TV film package
personalities can pay off for the ad-
vertiser, in the experience of John
Howell, Sales Director of Para-
mount Television Productions Inc.
He reports about the company's
work with Time for Beany; Wrest-
ling from Hollywood; and Erskine
Johnson’s Hollywood Reel:

“The whole purpose, in merchan-
dising these film properties, is to
help their individual local sponsors
increase the value of their programs
and sell their products. We at Para-
mount Television are picture peo- |
ple. We know the value of Holly- |
wood’s merchandising, advertising
and exploitation. We think the same
thing can be done for TV films.

“There are two phases to this
activity—merchandising for the
sponsor (providing him with point- ’

s, 4 Hour Films about
8 Amazing Facts — Un-
i# usual People — Fascin-

ating Hobbies.

STRANGER
THAN FICTION

5% Minute Films cov-
4 ering the Great Plays

FOOTBALL ()
EXTRAS  {Jiicisvonr ™

tie ADVENTURES 773\ 32'?3.52”&2‘%“2;?_'
: d [deal for 2 ur Pro-
of GIGI ano JOCK ﬁ e

¥ graming.
TELEVISION

of-sale items, give-aways, pre-
miums and use of program charac-
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'V STATIONS!

ZIV TELEVISION PROGRAMS, INC.
1529 MADISON ROAD
CINCINNATI 6, OHIO

NEW YORK HOLLYWOOD
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N. D. REISS, (author of the letter at left) of
Reiss Public Address Systems, Detroit, shown

‘action with his Maurer 16mm.

THE MAURER 16MM., dosigned specifically
for professional nse, equipped with precie
sion ligh-power f[ocusing and view-finder,
Standard equipment includes: 235° dis-
solving shutter. automatic fade control,
vigw-finder, snnshade and filter holder,
oue 400-foot gear-driven film magazine, a
60-cycle 115-volt synchronous mutor, one
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J. A. MAURER. 1n~c.
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1107 South Robertson Blvd, Los Angeles 35, California
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Station buyers like adventure films, like “Abdull The Domned”

STATION FILM BUYER

ALBUQUERQUE: KOB-TV, George S.
Johnson; AMES: WOI-TV, John Dunlop: AT-
LANTA: WAGA-TV, Don Naylor; WSB-TV,
Juean Hendrix; WLTV, John Barry; BALTI-
MORE: WAAM, Herbert B. Cahan: WBAL-
TV, Victor F. Campbell; WMAR-TV. Robert
B. Cochrane; BINGHAMTON: WBNF-TV,
E. M. Scala: BIRMINGHAMNM: WAFM-TV,
C. P. Perzons, Jr.; WBRC-TV, M, D. Smith;
BLOOMINGTON: WTTV., Robert Petranoff;
BOSTON: WBZ-TV., Carl Lawton: WNAC-
TV. James Pike; BUFFALO: WBEN-TV,
G. R. Torge: CHARLOTTE: WBTV, Willlam
Quinn.

CHICAGO: WBKB. Carl Russeli; WENR-
TV. Larry Kelly; WGN-TV, Elizabeth Baine;
WNBQ. Isabuelle Cooncy; CINCINNATI:
WOPQO-TV, Ed Weston; WKRC-TV, Warren
Warner; WLW-T, Lin Mason; CLEVELAND-
AKRON; UEWS. Gilbert S, Canfield: WNBK,
Albert L. Odeal; WXEL, Nicholis Boris:
COLUMBUS: WBNS-TV, Jerome R. Reev
WLW-C, Roy Wilson; WTVN, William Wag-
ner; DALLAS-FT. WORTH: KRLD-TV. Roy
George; WBAP-TV. Lynn Trammel; WFAA-
TV, Howard Anderson; DAVENPORT:
WHRF-TV, F. W. Cooke; WOC-TV. Ernest C.
Sanders; DAYTON: WHIG-TV, Don Lyons;
WLW-D, Kenneth Sanders; DETROIT:
WIBK-TV, Richard E. Fischer: WWJ-TV,
Frank A. Preard [I; WXYZ-TV. John F.
Pival; ERIE: WICU., John Cook: GRAND
RAPIDS: WOOD-TV. Hal Kaufman.

GREENSBORO: WFMY-TV, Gomer Lesch:
HOUSTON: KPRC-TV, Bert Mitchell: HUNT-
INGTON: WSAZ-TV, Ned R. Brooke: INDI-
ANAPQOLIS: WFBM-TV, Hueh Kibbe
JACKSONVILLE: WMBR-TV. William Terr
JOHNSTOWN: WJAC-TV, Irank P. Cum-
mins; KALAMAZOO: WKZO-TV, Harry E.
Travis; KANSAS CITY: WDAF-TV. Randall
Jesser; LANCASTER: WGAL-TV. Harold E.
Miller; LANSING: WJIM-TV. Emile Popke

LOS ANGELES: KECA-TV. Eloise Reeves,
KHJ-TV, James Love: KLAC-TV. Fred
Henry; KNBH, Robert Guguenheim: KNXT,

Don [Iline; KTLA, Letand Muller, KTTV
Tom Carradine; LOUISVILLE: WAVE-TV,
Genipge Patterson; WHASSTV, Ralph o :

MEMEPUIS: WMCT. Wilson Mount: MIAMNIL:
WTVJ., Lahe Mell: MILWAUKEE  WTAL-
TV. James Fitzgerald; MINNEAPOLIS-ST.
PAUL: KSTP-TV, D¢l Franklin; WTON TV

Harry Jones; NASHVIL
Cartwright; NEW HAVE WNHC-TV, D
K. Harris; NEW ORLEANS: WDSU-TV,
Wetzirl: NEW YORK CITY: WABD, Daonaid
Stewarl; WATV, Roberl Paskow . WCBS-TV,
3  WIZ-TV., Nat Fowler; WHNET,
. Beulah Javvie; WOR-TV, Mil-
tord Fenster; WPIX., Anthony Azzato
NORFOLK: WTAR TV. Winston llape:
OKLAHOMA CITY: WKY-TV, Keith &Lith
ers; OMAITA: KMTV, Glen E Harris; WOW
TV. Lyle DeMoss; PHILADELPHIA WCAU
TV. Thomas Freebairn-Smith:  WFIL TV
Walter Tillman: WPTZ, Edward Murrar,
PHOENIX: KPHO-TV, Julian Kaufran
PITTSBURGH: WDTV, Richard C. Ihenfue.
PROVIDENCE: WJAR-TV. Normuin 5. Git-
tleson; RICHMOND: WTVR. G. Conrad Rim
hard; ROCHESTER: WHANI-TV, Duvid Moan-
ning; ST. LOUIS: KSD-TV, Harold Graiis.
SALT LAKE CITY: KDYL-TV. F. C.
Eckhardt; KSL-TV, Richard Thiriot, SAN
ANTONIO: KEYL-TV, Bill Robb; WOAI-TV
Ed Hyman; SAN DIEGO: KFNMB-TV. Bil
L. Fox; SAN FRANCISCO: KGO-TV. Heler
Bradlev: KPIX. Sanfard Spillmian: KROM-
TV, Morman Louvai; SCHENECTADY:
WRGB, Albert G. Zink, SEATTLE: KING
TV. Lee Schulman: SYRACUSE: WHEN,
Gordon J. Alderman; WSYR-TV. Bill Hoth-
rum: TOLEDO: WSPD-TV. Elaine Phiitips:

E: WSM-TV.: Elmer

TULSA: KOTV. Don Thoampsaorn: UTICA
WKTV, Jaseph Casalettn,

WASHINGTON WATAL-TV, Charles L.
Kelly WNBW. George Dorzey; WTOP-TV,

Derck Dyatt; WTTG., Jules Huber: WIL-
MINGTON: WDEL-TV. J. Gorman Walsh:
MEXICO-BROWNSVILLE: XELD-TV. Bert
Metcall

AMONG THE FILM DISTRIBUTORS

George T. Shupert
Mgr., Peerless Productians

Television Magazine ¢ July 1952

Alan |, Post
Pres., Post Films

www americanradiohistorv com

A STORY BOARD
DOESN'T TELL THE
WHQOLE STORY!

So, we always add those
cotra touches ta voul story
that

commeolrvials presentation-

bouid - make  vour

perject.

WILBUR STREECH
PRODUCTIONS

1697 BROADWAY MN.Y. 19, N.Y.

Some of our clients:

Peabody Award 1951
Johns Hopkins

Science Review

around
Baltimore
they always
keep an

eye on

WAAM

TELEVISION

CHANNEL 13

Affiliate Dumont TV Network-
American Broadcasting Co.
Represented Nationally by

Harrington. Righter & Parsons
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TELEVISION MAGAZINE’S LIST OF CURRENT SYNDICATED FILMS

CHILDREN'S

““Adventures of Cyclone Malone,"”
dated TV Sales.

“Betsy And The Magic Key,” CBS-TV Film
Sales,

*“The Chimps,” United Television Programs.

"Crusader Rahblt " Jerry Fairbanks, Inc,

“Gigi and Jock," TeeVee Co.

“Jump Jump Of Holiday House,” Conscli-
dated TV Sales.

“Junior Crossroads.”” Sterling Television.

“Sleepy Joe,” United Television Programs.

Magic Clown,”" Station Distributions.

“Streamlined Fairy Tales,” Dumont TV Net-
work Film Dept.

“Time for Beany,” Paramount Television Pro-
ductions.

“"Unk & Andy.”

Consoli-

* United Artists.

DRAMA, SITUATION COMEDY

“American Wit and Humor.,” The March of
Time.

*Jackson and Jill,”" Jerry Fairbanks, Inc.

“The Jonathan Story,” Sterling Television
Co., Inc.

""Hollywood Half Hour,” Jerry Fairbanks, Inc,

“*Holiday of Dreams,” DuMont TV Network,
Film Dept.

“Little Theatre,” TeeVee Co.

“The Living Book," Ziv Television Programs,

Inc.
“Pulse of the City.” Telescene Film Produc-

tions Co.

“Rebound,” United Television Productions,
Inc.

“Royal Playhouse,” United Television Pro-
grams.

“Story Theatre,”” Ziv Television Programs, Inc.

“Strange Adventure,” CBS TV Film Sales.

"This is the Story.” Snader Telescriptions
Sales, Inc.

MUSICALS

“All-Nations Symphonies,” INS,

"'Ballets de France,” The March of Time,

“Enchanted Music,” Sterling Television.

“'Holiday In Paris,” CBS-TV Film Sales.

“Music To Remember,” Screen Gems.

©01d American Barn Dance,” United Televi-
sion Programs.

“Paradise Island,” Jerry Fairbanks, Inc.

“Snader Telescriptions,” Snadcr Telescription
Sales Inc.

“Tele-Dises,” United Artists.

TV Disc Jockey Toons,” Screen Gems Inc,

“Vienna Philharmonic Orchestra,” CBS-TV
Film Sales.

“World's Immortal Operas,” CBS-TV Film
Sales.

MYSTERY, ADVENTURE
“Big Game Hunt,” Explorers Pictures Corp.
“Big Town.” United Television Programs, Inc.

“Boston Blackie,” Ziv Television Programs,
Inc.

“*Cases of Eddie Drake,"”

“Craig Kennedy. Criminologist,"”
& Co.

“Clyde Beatty Show."
tions & Artists, Inc.

“Dangerous Assignment,’”
cation Sales.

“"Dick Tracy,”
Inc,

“Files of Jefirey Jones,” CBS-TV Film Sales,

“Foreign Intrigue,” J. Walter Thompson Co.

“Front Page Detective,” Jerry Fairbanks, Inc.

CBS-TV Film Sales.
Louis Weiss

Commodore Produc-
NBC Film Syndi-

Snader TELEscription Sales,

“Holiday of Dreams,” Dumont Television
Network.

""Hollywood Off-Beat,”” United Television Pro-
grams.

“Meet The Victim,” Sterling Television.

“Public Prosecutor,” Jerry Fairbanks, Ine.

“Scotland Yard,” Dumont TV Network Film
Dept.

“Strange Adventure,” CBS-TV Film Sales.

“Stranger Than Fiction,” United World Films.

“The Unexpected,” Ziv Television Programs,
Inc,

NEWS, WOMEN’S INTEREST, INTERVIEWS,
QUIZ, TRAVEL

“Armchair Adventure,” Sterling Television.

*Cafe Continental,” Sterling Television.

"Crusade in Europe,” 20th Century Fox.

*Crusade in the Pacific,” The March of Time.

“Fashion Previews,” United Television Pro-
grams.

“Feminine Touch,” Sterling Division.

“File Facts,” United Television Programs.

“Fitzpatrick Travelogues,” Sterling Television
Co.

“Going Places,'” United World Films.

“Going Places With Uncle George,”
Fairbanks, Inc.

““‘Handy Andy.” Sterling Television.

“‘Headlines On Parade,” United World Films.

""Hollywood Newsreel,”” Screen Gems, Inc.

“Hollywood On The Line,” CBS-TV Film
Sales.

“Hollywood Reel,” Paramount Television.

“In The Fashion Spotlight,” Dumont Televi-
sion Network.

“It’s A Small World."” Major TV Producnons

“INS Telenews Daily Newsreel,’

VINS-Telenews Weekly News Revlew.” INS.

“John Kiernan's Kaleidoscope,” United Ar-
tists.

“King's Crossroads.’”” Sterling Television.

"March of Time Through the Years,” The
March of Time.

“Movie Quick Quiz,” United Television.

“NBC Daily News Report,” NBC Film Syndi-
cation Sales,

“NBC Weekly News Review,"”
Syndication Sales.

Jerry

NBC Film

“*Stranger Than Fiction,"” United World Films,
Inc.

“The Feminine Angle,” United Artists,

“TV Closeups.” Jerry Fairbanks, Inc,

“UP Movietone News,” United Press Movie-

tone.

“View The Clue,” Nat C. Gladstone Produc-
tions.

“Washmgton Close-up,” United Artists.

“Washingten Spotlight,”” Snader TELEscrip-
tion Sales, Inc.

“Weather Jingles,™
work.

“World We Live In,” Sterling Television Co.

Dumont Television Net-

Inc.
“'Yesterday's Newsreel,”” Ziv Television Pro-
grams, Inc.

SPORTS

“All American Game Of The Week,” Consoli-
dated TV Sales.

“Double Play,”” United Television Programs.

“Football Extras,” United World Films, Inc.

“Going Places with ‘Gadabout’ Gaddis,” Bea-
con Televiston.

“Madison Square Garden,”

“NBC Weekend Sports Review,”
Syndication Sales.

“Pathe Highlights,”
Film Dept.

“Ringside with Rasslers,”
Inc.

“RKO-Pathe Sportreel,”” RKQ-Pathe, Inc.

“Roller Derby,” Station Distributors, Inc.

"Speed Classics,” DuMont TV Network Film

t

Winik Films.
NBC Film

Dumont TV Network

Jerry Fairbanks,

Dept. .
“Sports Album,” Ziv Television Programs,

Inc.

“Sportsmen’s Cilub,”” Woodruff TV Produc-
tions.

“Sportscholar,” United World Films.

“Sports Extra,” INS.

“Sports on Parade,” Sterling Television.
*Telesports Digest,”” United Artists.
“This Week In Sports." INS,

““What's the Record.’ Sterlmg Television.
“Wrestling from Hollywood,” Paramount.
Televizion Productions.

RELIGIOUS

“Bible Readings,”
work.

WESTERNS

“Buster Crabbe Show,"” Film Vision.
“The Cisco Kid,”” Ziv Television Programs,

Dumont Television Net-

Inc.
“Cowboy G-Men,” United Television Pro-
ams.
“Gene Autry Show,” CBS-TV Film Sales.
“Hopalong Cassidy,” NBC Film Syndication
Sales.
“Range Rider,”
“Tales of Famous Outlaws,
ture Productions.

CBS-TV Film Sales.
»* Western Adven-

HERE IN A MARKET

\l
;_,_,.\

HUNTINGT

WSAZE

CHANNEL 5

LARGER THAN -

BUFFALO — 2,000,000 PEOPLE IN
67 COUNTIES SPEND $1,446,895,000

>
MASON ﬂ
EYS

(
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J KARARHA
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\ ," - &
\LOGAN &

I
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FOR MORE INFORMATION CALL ‘\\

THE KATZ AGENCY,

INC. N

I
W. VA.

'Hummorou. *Cu_gtesron

1951-52
MARKET DATA
0.1mv/m CONTOUR AREA
Population
1,299,500
Families
336,500
Food Sales
203,425,000
Crug Sales
19,509,000
Retail Sales
810,824,000
Eff. Buying Income
1,258,631,000
TOTAL AREA
(67 Countles)
Population
2,495,900
Families
597,400
Food Sales
356,003,000
Drug Sales
33,596,000
Retail Sales
1,446,895,000
Eff. Buying Income
2,261,765,000

Source: Sales Management
“Survey of Buylng
Power", May 10, 1052
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Triple-play sponsor Hauser writes, announces commercials for WNBQ film show via live remote

How To Sell Cars
On TV Via Film

Feature films, $500,000 TV hudget, hypoes saies

By Bud Hauser, Pres., Hauser Nash Soles, Chicago

ELLING used cars via feature

film programs on TV can be a
profitable way of advertising. I
know, because I've been doing it
for some time on the Hauser's
Grand Marguee on NBC show on
WNBQ, Chicago.

Our operation is unigue because
of the three-fold function of the
sponsor, namely myself:

(1) As advertising manager, I
am now spending close to $500,000
annually for TV advertising.

(2) As script writer, I work
with Charles Zeller, vice president
in charge of TV, and Barney
Sabbath, copy writer, of Gunther-
Bradford Advertising Agency, in
giving the proper informal touch
to the commercials.

(3) As announcer, I deliver the
commercials personally under a
live remote arrangement from my
company headquarters at 3737
W. Lawrence Ave., Chicago.

Our experience may be instruc-
tive to other advertisers who wish
to sell autos and auto service.

I first contemplated TV as an
advertising medium, in 1949. After
weighing its “newness”, I decided
to experiment. I signed a contract
with WNBQ in 1950. The results
were immediate and exceedingly
impressive. We had been hardly
prepared for the impact which we
felt keenly and at once; but made
adjustments rapidly to handle the
very substantial increase in sales
volume.

For a time, I experimented with

Television Magazine ¢ July 1952

a ‘“strip” program — 15-minute
newsreels run regularly at a speci-
fic time daily. However, I feel that
while such a short program may
well serve an institutional purpose,
it’s not effective for a direct sales
objective—especially for as large
a unit as we promote, including
service to Michigan, Indiana, Wis-
consin, and Northern Illinois.

In sponsoring 1Y2-hour feature
films four nights a week, we were
concerned with getting high-qual-
ity movies and high-powered pro-
motion of them in the press. We
maintained a high standard of
quality, for example, by purchas-
ing the highest-priced Edward
Small films from Peerless Televi-
sion Productions, and were re-
warded accordingly.

We built our audience through
large ads in the Chicago Tribune
and Daily News. A typical ad
would herald: “World Premiere on
Television — Sensational  feature
films, Every Mon.,, Wed., Fri,
11:00 p.m., Every Sat. 10:00 p.m.”
We capitalized on the name value
of the stars by printing their
photos (like Robert Donat, Joan
Bennett, and Edward G. Robin-
son), also listing the names of the
films and their chief cast.

As a result, our Saturday night
show still has the highest rating in
our area, and enjoys the eighth
highest rating on WNBQ. What's
more, our programs bring us many
customers who openly declare,
“Your program has induced us to
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come to you for the purchase of
an automobile.”

Our live commercials—consist-
ing of an introduction before the
show begins and a break midway
for a second presentation — have
been a potent factor in solving our
used car problem. We devote the
greater part of our commercial
time to the used car market, be-
cause the used car buyer is the one
we want to reach.

I deliver the commercial spon-
taneously. The ad agency only
prepares the framework, and con-
sequently 1t has no specific pat-
tern. However, I am always
anxious to keep the commercials
as brief and to the point as possi-
ble; it helps to retain our audience,

I feel that our live demonstra-
tion commercials have the effect
of giving a sales showing in each
home that is tuned in to the show.
A typical commercial prepared by
the agency might leave blanks for
me to fill in, as this one:

“BUD: (PRE-WAR COMMER-
CIAL ROUTINE—HAUSER WILL
BE ON GROUND WITH CARS)
Folks, we would like to take just
a moment of your time to tell you
about some of the fine used cars
that are sold by Hauser Nash. We
are going to show you some of our
pre-war used cars. The first car
we would like to show you is a
— - a very fine automobile.
This is a reconditioned car with
radio and heater. The color of the

car is and it happens to
be a a model. The full
price of this car is $ ... We

would also like to tell you there is
an unconditional guarantee for all
safety-lane work on these cars. ..
A three-month, o1 3,000-mile war-
ranty is given also. It is a war-
ranty that means a lot, because it
is backed up by city-wide service.”

Cards are then flipped on the
screen giving the address of our
four establishments. Similarly,
cards are flipped promoting our
free driving lessons and our Hauser
Loan or Service, which gives cli-
ents a car to use when their auto
is out of commission at any time.

The fact that we are pleased
with TV advertising is verified by
the news that recently we have
begun sponsoring the Stock Car
Races at Chicago’s 87th St. Speed-
way Tuesday nights, from 8:00 to
9:30 p.m.

In conclusion, let me say that a
continuously sustained TV cam-
paign is the only kind of program
that will accomplish desired sales
results effectively.
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HOW THE FILM SHOWS RATE

AN EXCLUSIVE “TELEVISION” MAGAZINE STUDY FOR ADVERTISERS
AND AGENCIES, SO THAT THEY CAN BETTER EVALUATE THESE
REPRESENTATIVE FILM PROGRAMS AND THEIR COMPETITION

(Ratings by TelePulse, Inc.)
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RATING

Baltimore, WMAR, Thurs. 9:30-10:00—32.0
Boston, WNAC, Thurs. 9:30-10—33.5
Cincinnati, WKRC, Thurs. 8:30-9:00—26.0
Cleveland, WEWS, Thurs. 9:30-10:00—30.8
Dayton, WHIO, Thurs. 8:30-9:00—36.0

Chicago, WBKB, Thurs. 9:30-10:00—i8.5
Columbus, WBNS-TVY, Sat. 9:00-9:30—22.8
Dallas, KRLD-TV, Thurs. 8:30-9:00—41.3

Los Angeles, KNBH, Sun. 9:00-9:30—11.0
Washington, WNBW, Mon. 10:30-11:00—11.8

COMPETITION

BALTIMORE, WBAL Ford Festival 15.5;
WAAM Meet the Champ 10.0. BOSTON,
WBZ Ford Festival 24.5. CINCINNATI,
WCPO-TY Meet the Champ 14.3; WLW-T
Ford Festival 20.0. CLEVELAND, WNBK
Ford Festival 20.0; WXEL Meet the Champ
10.0. DAYTON, WLW-D Ford Festival 18.3.

CHICAGO, WENR-TVY Stud’s Place 10.0;
WGN-TV Inside Story 6.8; WNBQ Wayne
King 18.0. COLUMBUS, WLW-C Your Show
of Shows 28.8; WTVN Wrestling {Chicego)
12.3. DALLAS, WBAP Meet the Champ 6.3;
WFAA Ford Festival 13.8. L. A., KECA Films
3.9; KLAC Golden State Theatre 10.2; KNXT
Toast of the Tewn 16.0; KTLA Bandstand
Revue 150. WASHINGTON, WMAL Play-
house Film 5.5 Film 4.5; WTOP Studio One
23.3; WTTG Film 5.8.

Birmingham, WBRC-TV, Sun. 4:30-5:00—21.5
Dollas, WBAP-TV, Tues. 8:00-8:30—22.3
Chicogo, WENR-TY, Sun. 2:00-2:30—14.0
Los Angeles, KECA-TV, Mon. 7:00-7:30—12.0
Woshington, WNBW, Sun. 6:30-7:00—26.3

BIRMINGHAM, WAFM-TV See it now 17.8.
DALLAS, KRLD Sports Spotlight 11.3; WFAA
Fireside Theatre 248. CHICAGO, WBKB
Fitlm 3.0; WGN-TV Baseball 31.0; WNBQ
Midwest Hayride 2.0. L. A, KHJ Warld
News 2.0, Baseball Roundup 2.3; KLAC Mil-
lion & Movie 7.0; KNBH Anna May 7.3;
KNXT Studio One 16.7; KTLA Newsreel 5.7,
Hollywood Reel 6.0; KTTV C. Aldrich 3.3.
WASHINGTON, WMAL Town Meeting 6.8;
WTOP See It Now 8.3; WTTG Week In
Religion 42.3. .

Birmingham, WAFM-TYV, Fri. 9:30-10—25.8
Chicago, WENR-TYV, Tues. 10:00-10:30—15.0
Los Angeles, KNBH, Thurs. 8:30-9:00—16.3
New York, WNBT, Mon. 10:30-11:00—12.2
Washington, WMAL-TV, Tues. 9:30-10—11.0

BIRMINGHAM, WBRC-TV Film Theotre
15.8. CHICAGO, WBKB Curb Cut-Up 8.0,
News, Weather 7.5; WGN-TV Theatre of
Romance 18.8; WNBQ Woeather, Conners
12.0 News-Utley 10.5. L. A, KECA Citizens
View 5.0; KHJ Baseball 9.0; KLAC Dist. At-
torney 5.3, Film Playhause 5.3; KNXT Stor of
the Family 8.3; KTLA Wrestling 14.7; KTTV
Charlie Wild 3.0. MINNEAPOLIS, KSTP
Summer Theatre 26.8. NEW YORK, WABD
Film 1.5; WATY Western Film 1.0; WCBS
Studio One 22.3; WJZ Feature Playhouse 1.3;
WOR Boxing, Newsreel 5.3, Newsreel 3.7;
WPIX Telepix 1.7, Jotting, News 1.3. WASH-
INGTON, WNBW Circle Theotre 22.8;
WTOP Suspense 18.0; WTTG Quick On The
Draw 9.0.

Dallas, WBAP-TV, Sun. 9:30-10:00—14.8

Los Angeles, KTTVY, Mon. 8:00-8:30—3.7
Minneopolis, WTCN-TV, Tues. 9:30-10—24.3
New York, WABD, Fri. 9:30-10:00—8.7
Washington, WMAL-TV, Fri. 8:00-8:30—11.5

DALLAS, KRLD What's My Line, 19.8; WFAA
Bishop Sheen 145. LOS ANGELES, KECA-
TV Yau Asked For It 12.0; KHJ-TV Movie
Express 4.3; KLAC-TV Millian & Movie 7.7;
KNBH What's My Name 6.7; KNXT CBS
News 8.7; KTLA Dixie Showboat 13.3.
MINNEAPOLIS, KSTP-TY Texaca Star Thea-
tre 37.0. NEW YORK, WATY Worestling 3.3;
WCBS-TV News To Me 19.3; WIZ-TV Tales
Of Tomorrow 4.7; WNBT Aldrich Family 14.7;
WOR Wrestling 4.0; WPIX Ted Steele 1.7
WASHINGTON, WNBW RCA Shaw 11.3;
WTOP-TV Mama 26.0; WTTG Elinor Lee,
Dugout 9.0, Dugout, pre game 11.5.
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RATING

Boston, WNAC-TV, Sat. 6:30-7:00—16.0
Cincinnati, WKRC-TV, Mon. 8:30-9:00—30.5
Cleveland, WEWS, Tues. 10:00-10:30---20.5
Dayton, WHIO-TYV, Tues. 8:00-8:30—19.0
New York, WNBT, Thurs. 10:30-11:00—10.9

Baltimore, WMAR-TV, Sun. 7:00-7:30—30.5
Boston, WNAC-TY, Sun, 7:00-7:30—17.0
Columbus, WBNS-TV, Sun. 6:00-6:30—24.5
New York, WCBS-TV, Sun. 7:00-7.30—19.7
Washington, WTOP, Sun. 7:00-7:30—21.0

Baltimore, WMAR, Tues. 6:00-6:30—12.5
Boston, WNAC, Mon. 5:30-6:00—8.5
Columbus, WBNS, Sat. 6:30-7:00—15.5
Dayton, WHIO, Sun. 6:00-6:30—19.0
Philadelphia, WPTZ, Sat. 6:30-7:00—15.8

Boston, WBZ-TV, Sun. 7:00-7:30—17.8
Cleveland, WEWS, Sun, 6:00-6:30—15.5
Los Angeles, KNBH, 7:00-7:30—10.0
Minneapolis, WTCN-TV, Sun. 5-5:30—23.0
Philadelphia, WPT Z, Sct. 7:00-7:30—10.3

Baltimore, WBAL, Sat. 11:00-11:30—16.5
Cincinnati, WKRC, Wed. 8:00-8:30—16.0
Columbus, WBNS, Tues. 9:30-10:00—24.5
New York, WNBT, Wed. 10:30-11:00—13.0
Philadelphia, WCAU, Thurs. 10:30-11—18.3

Birmingham, WBRC-TV, Fri. 8:45-9:15—
Boston, WNAC, Sat. 3:00-3:15—5.5
Buffalo, WBEN, Sat. 10:15-10:30—45.0
Dallas, KRLD, Fri. 8§:00-8:15—12.0
Philadelphia, WFIL, Tues. 11:15-11:30—6.5

Cincinnati, WCPO-TY, Sun, 10:15-10:30—7.5
Cleveland, WEWS, Thurs. 7:45-8:00—11.0
Columbus, WBNS-TYVY, Sun. 10:15-10:30—20.0
San Antanijo, KEYL-TV, Fri. 7:45-8:00—14.5
Syracuse, WHEN, Tues. 7:30-7:45—18.0
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COMPETITION

BOSTON, WBZ Lone Ranger 22.8. CINCIN-
NATI, WCPO-N Claudia 7.5, WLW.T
Robert Montgomery 27.0. CLEVELAND,
WNBK Criginal Amateur Hour 16.8, WXEL
Danger 24.5. DAYTON, WLW.D Fireside
Theotre 37.3. NEW YORK, WCBS-TY Crime
Photo 16.3;WPIX Yankees 16.0; WABD
Author Meets the Critics 6.7, WOR-TVY
Wrestling 57, WJZ-TVY Feature Film 1.0;
WATY Western Film .7.

BALTIMORE, WAAM You Asked For It 9.5;
WBAL-TV Political 7.0. BOSTON, WBZ-TVY
Range Rider 17.8. CINCINNATI, WLW-T
Royal Showcase 9.3, CLEVELAND, WXEL
You Asked For It 133. COLUMBUS, WLW-
C Royal Showcase 12.8; WTUN Yau Asked
Far It 12.8. CHICAGO, WGN-TY Cinema
Showcase 10.0; WNBQ Royol Showcase 8.0.
NEW YORK, WABD University Forum 1.7;
WATY Prairie Theatre 2.3, WJZ You Asked
For It 4.0; WNBT Royal Showcase 11.5; WOR
News--Wingate 2.2, Mac & Jack 2.2; WPIX
J. DiMaggio 5.7, Telepix, weather 2.0,
WASHINGTON, WMAL-TY You Asked For
It 5.8, WNBW Royal Showcase 12.5; WTTG
Georgetown Forum 4.8.

BALTIMORE, WAAM Shopping for You 4.8;
WBAL Paul’s Puppets 13.0. BOSTON, WBZ-
TV Howdy Doody 18.2. COLUMBUS, WLW-
C One Man’s Family 12.3; WTUN Pet Shop
8.3. DAYTON, WLW-D Royal Showcase 18.3.
PHILADELPHIA, WCAU News—5Scott 5.5;
WFIL Film 3.0

BOSTON, WNAC Gene Autry 17.0; WTAR
Royal Showcase 1.3. CLEVELAND, WNBK
Roy Rogers, 233; WYEL Space Patrol 638
LOS ANGELES, KECA-TVY The Ruggles 18.3;
KHT-TY World News 2.3, Fan on Street 2.3;
KLAC-TY You're-Old 57; KNYT Amateur
Boxing 4.9, KTLA Newsreel 6.7, Atomic
Bomb 6.7; KTTY Towns Tolent 53. MINNE-
APOLIS, KSTP Cisco Kid 19.5. PHILADEL-
PHIA, WCAU Sammy Koye 13.5; WFIL
Walsh Looks Em Over 4.5, TV Newsreel,

| Weather 5.0.

BALTIMORE, WAAM Wrestling Sports 9.5;
WMAR Premium Ployhouse 15.3. CINCIN-
NATI, WCPO Strike It Rich 20.0; WLW-T
Kraft TV Theotre 285, CLEVELAND,
WNBK American Forum 12.8; WXEL What's
My Line 32.0. COLUMBUS, WLW-C Originol
Amateur Hour 21.5, Bob Considine 17.0.
DAYTON, WLW-D Electric Theatre 19.5.
LOS ANGELES, KHJ-TV Baseball $.0; KLAC-
TV Wrestling 11.5; KNBH Tex Williams 5.7;
KNXT Moma 11.3; KTLA Harry Ownes 11.7;
KTTY Without Fear 2.9. NEW YORK,
WABD International Playhouse 4.0, WATY
Western Feature 1.7; WCBS Boxing 18.5;
WJZ Pulitzer Playhouse 13.3; WOR Racing
3.3; WPIX Telepix, Weather 2.7, Jotting
news 2.7. PHILADELPHIA, WFIL Holiday in
Poris 5.0; WPTZ Mystery Hour 19.8.

BIRMINGHAM, WAFM-TV Electric Theatre
26.5, Guest Book 23.5. BOSTON, WBZ.TVY
Boseball 30.5. DALLAS, WBAP Big Story
11.8, WFAA Big Story 19.8. PHILADELPHIA,
WCAU Weother, Film Theotre 8.0; WPTZ
Tuesday Nite Playhouse 4.5.

CINCINNATI, WKRC Home Theatre 16.0;
WLW-T Squore Dance 10.0. CLEVELAND,
WNBK Camel News 16.5; WXEL Films 8.5.
COLUMBUS, WLW-C Diomond Square Dance
145, WTVYN Mystery Film 15.0. SAN
ANTONIO, WOAI-TY We, the People 28.0.
“SYRACUSE, WSYR-TY Dinah Shore 26.0.
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Television is relatively new, but Wilding has been active in the field of
audio-visual communication since the screen first found a voice. So it was
natural for many advertisers to turn to this company for commercials on

film. Companies and products include:

12 motor cars 8 home appliances

8 beers 3 motor oils

4 cosmetics 3 auto supplies

3 food processors 2 dog foods

2 publications 2 telephone companies
2 wax polishes 2 cigarettes

2 tires 1 TV network

1 fountain pen 1 loan company
1 children’s clothing 1 cereal
1 steel fabricator 1 drug manufacturer

1 candy maker 1 clock maker

Accepting the Peabody Award for “See It Now”, Edward R. Murrow re-
ported that “we get fan mail about the coimnmercials”. They were made by
Wilding for the Aluminum Company of America.

No less favored by viewers and stations are many longer pictures written
and produced by Wilding. For example, eight of our films, rurining 25 min-
utes or longer, were televised 196 times between November 1 of last year
and the end of February, 1952. And in the same period, a ninth picture,
sponsored by Swift & Company, was televised 47 times. All of these 243
showings in four months were at no cost to the various sponsors, but were
deemed a public service by the stations to their audiences.

Further information is available at all Wilding offices.

WILDING

PICTURE PRODUCTIONS, INC.
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CHICAGO
1345 Argyle Stree

CINCINNAT
Enquirer Buildi

CLEVELAN
310 Swetland Bldg

DETROIT
1000 Dime Bldg,

ST. LOUIS
4378 Lindell Blve

HOLLYWOO
5981 Venice Blvd

NEW YORE

Law and Finance B


www.americanradiohistory.com

Line-drawing backdrop frames Manor House Coffee

TELEVISION
MAGAZINE

FIFTH

film

ANNUAL

commercial, instead of kitchen clutter (via Ludgin)

ESPITE the steady upgrade in

quality and quantity of TV
film commercials, only a few pro-
ducers are finding this phase of the
film business very lucrative.

In fact, many of the established
commercial film producers are not
really too excited about TV. They
can make a lot more money on one
10-minute, institutional film for a
corporation, than they can on a
series of 20-second commercials—
and with considerably less time
and effort.

This attitude has made it pos-
sible for a considerable number of
newcomers to flock into the field.
Though some are marginal opera-
tors with little practical produc-
tion experience, their influx, by
and large, has been good for the
industry. For, anxious as they are
to get a foot wedged into the door,
the newcomers have come forth
with a creativeness and willing-
ness to work with the ad agencies
through their growing-pains pe-
riod.

A few years ago, ad agencies in-
volved with film commercials were
plagued with problems. Of course,
veterans like George Gladden of
J. Walter Thompson; G. D. Gude-
brod of N. W. Ayer; John Freese
of Young & Rubicam; and Donald
J. Maggini of Kenyon & Eckhardt,
to name a few, have long known
their way around film. But in
many other agencies, few exec-
utives knew anything at all about
film.

Many bright young agency men,
in an effort to please their su-
periors, gave out their commercial
work to the lowest bidder. They
had little knowledge to back them
up in evaluating a film producer.

Happily, this condition has stead-
ily improved. Until now, agencies
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responsible for placing the great
bulk of film commercial work,
pretty much know the P’s and Q's
of their business.

And it's a mushrooming busi-
ness. BBD & O, for example, finds
that 95 per cent of its commercials
are on film. Another big-leaguer,
N. W. Ayer, enshrines 80 per cent
of its commercials in celluloid.

According to advertisers and ad
agencies surveyed by TELEVISION
Magazine, chief criticisms levelled
against producers of film com-
mercials are their inability to:

@ Stick to original cost estimates.

e Make delivery dates.

e Come up with the quality
promised.

Film commercials, TELEVISION
Magazine found, can be produced
satisfactorily for as low as $500.
Such commercials, though, are
usually made by the small-sized,
low-overhead producers, and in
smaller cities outside of N. Y.,
L. A. and Chicago. These “‘out-of-
town” producers have sprung up
only as of late.

They’'ve enabled the local, or
regional, advertiser with a limited
budget to compete audience-wise
with the high-budgeted commer-
cials of the big national advertisers,
whom they might follow with a
local station break.

In the big metropolitan centers,
few if any established producers
can turn out a worthy 60-second
commercial for under a few thou-
sand dollars. Usually, the tab is
closer to $4,000. Where the com-
mercial requires animation, the
cost can rise as high as $10,000.

To find the answers to the in-
dustry's bugaboos, TELEVISION
Magazine interviewed leading film
commercial producers and agency
film men. Here are their responses:
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FILM COMMERCIALS

AS MUCH AS 85 PER CENT OF_MAJOR AGENCY
COMMERCIALS ARE NOW MADE ON CELLULOID

1_.i_‘-:'f

PRE-PLANNING PAYS OFF
FOR JOHNSON’S WAX

Planning a series of commer-
cials well in advance proves a
boon to the final quality of the
film. That's the conclusion of Ed-
ward R. Evans, TV commercial
consultant for RKQ-Pathe, Inc.,
and Richard Eastland, N.Y. man-
ager of the Needham, Louis &
Brorby Agency, after turning out
a sertes of 30 Johnson's Wax com-
mercials for Montgomery show.

Eastland reports: “By planning
well in advance, we eliminate last-
minute script changes by the
agency's creative staff. It means
the client and agency executives
study the films in all phases. We
can make adjustments before we
get to the studio—instead of on
the studio floor, while expensive
production crews stand by.”

“A representative of the Jchn-
son Research Laboratories attends
all script conferences and film ses-
sions, to make certain that the
technical side of the application of
the wax products is carried

1
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PETER ELGAR

PRODUCER

MOTION PICTURES

FILM COMMERCIALS

18 EAST 53rd STREET
NEW YORK 22, N. Y.

MUrray Hill 8.5626

through. Dorothey Francis, who is
Johnson’s quality consultant makes
certain that the woman’s view is
represented.”

Says Evans: “In preparing alter-
nate-week commercials for Robert
Montgomery Presents far in ad-
vance, we've time to plan scenery
in inter-changeable wunits; film
several commercials at a clip; and
use free studio time in between to
experiment. We've used this time
profitably to find the best lighting,
the best type of linoleum.

“We might use the time to test
different transitions and opticals.
We have time to brief the crew,
and rehearse the film properly.

“We usually shoot two days at
a stretch, getting out four com-
mercials. Using our own lab facil-
ities, we have prints for screening
the day after the film is shot. Edit-
ing usually takes two days. Anima-
tion or optical printing can add
one or two weeks to the schedule.
Before making up final prints, the
films are shown through an NBC-
closed circuit, to check on quality
for television. We've had film ready
months before it went on the air.”

CARAVEL’S PINCUS SEES N.Y.
FILM PRODUCTION LEAD

David Pincus, president of Cara-
vel Films, is not one of those ready
to sell N.Y. short as the center of
TV film commercial production,

“It’s true that N.Y. at present
can’t match Hollywood's physical
facilities, nor the Coast’s glamour
aura,” he says. “But many of us
feel a well-planned program,
through the N.Y. Board of Trade,
can expand N.Y.’s film potential
where it can produce better and
faster than Hollywood. Our pro-
gram has the goals of securing
facilities, expanding financing, and
getting our story across.

“Our first problem is to expand
existing facilities for production
here. There are thousands of feet
of usable space to be developed—
plus unlimited space in the suburbs.
And there's plenty of Western
scenery within 100 miles of N.Y.
Years ago, I shot film of cowhoys
on the cliffs in Fort Lee, N. J.

“N.Y. state banking laws have
been a handicap. Strictness of
present laws makes it pretty dif-
ficult for a small operator to get
money on a TV contract.

“There is an idea rampant that
differences in union regulations
and affiliations would make it im-
possible for West Coast technicians
to work in N.Y. We feel these dif-
ferences are highly exaggerated.”
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AYER’S 80% FILM CHEAPER
THAN LIVE, GUDEBROD SAYS

G. D. Gudebrod, head of the film .
department of N, W, Ayer Agency,
says forthrightly: “About 80 per
cent of our commercials are on
film. And, it wouldn’t surprise me
a bit to see the percentage rise.

“It is surprising to see how fast
the costs mount up when, week
after week, you haul in props and
stage setting for a live commercial.
A study of these recurring costs on
several shows indicates that, if the
same commercial is to be used live
for more than five or six weeks, it
will be usually less expensive to
put it on film in the first place.

COMPTON SEEKS FAIR PRICE,
NOT LOWEST BID

Lewis Titterton, vice-president
in charge of radio-TV, Compton
Agency, believes an agency can
handle film commercials profitably
—if selection is done by experi-
enced men.

“At Compton,” he says, ‘“‘we have
from 35 to 40 people who work on

Television Magazine o July 1952
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Live action
from Shamus Culhane*

Now, TV live action spots
with the same high quality production

as our animated spots . ... .

Shamus Culhane Productions, Inc.
207 East 37th St, N. Y. |7 MUrray Hill 2-8243

* PRODUCERS FOR MURIEL CIGARS, AJAX CLEANSER,
LJ1.I HOI"‘IE PERHANENF VhSEL'NL— HAIR TONIC

rilaTe STl A D LT MM Wirl=Ld Ak i v A OATIC ™S BOASML Im T


www.americanradiohistory.com

film, all or part of the time. With-
out our experienced film men who
estimate costs of proposed com-
mercials, we'd have no yardstick
to measure the accuracy of in-
formation given us by bidding pro-
ducers.

“In selecting a producer for a
specific job, we look for a fair
price, rather than the lowest bid.
We keep a close watch on each reel
brought to us by a producer’s sales-
man. You can’t always be sure that
someone who did a first-class job
a year ago can do it again.

KENYON & ECKHARDT ON
N.Y. VERSUS L.A.

Frank Stephan, film supervisor
for Kenyon & Eckhardt Agency,
N.Y., remains “neutral” on the
N.Y.-L.A. feud.

“We've had good work done in
both cities, and in Chicago,” he
says. “The West Coast might have
an edge in program production,
and facilities, but many N.Y. pro-
ducers have more experience in
producing commercials.

“Some find lab service in L.A.
better and faster, because N.Y.'s

executive producer, —

730 Fifth Ave.

Television

— gives you the exclusive

services of a specialized TV depart-

ment staffed by people who confine
their talents to your TV film requirements.

This department works for you through Frank
Seaver, vice-president, and Calhoun McKean,

— backed by 30 years of Caravel

production Enow bhow.

CARAVEL FILMS, INC.

Clrcle 7-6111
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lab facilities tend to be largely
used for processing release prints
for feature films. Knowing what
fast lab service we’ve had in N.Y,,
I checked some of the big labs here.
Two said the bulk of their work
was on feature film; but one re-
ported about 90 per cent of the
film it processed was for TV film
commercials. There is more non-
feature film footage processed in
the East than in the West.”

GIVE PRODUCERS MORE
FREEDOM, SAYS ELGAR

Ad agencies are hamstringing the
creativity of sound commercials by
not giving the producers enough
leeway. That’s the finding of Dr.
Peter F. Elgar, producer of The
Life of Jesus Christ for The Vat-
ican, whose Elgar Productions
turns out 60-second commercials
for top advertisers at $2,500 to
$4,000.

“A suggestion is that producers
should offer more detailed bids, so
that admen can determine in ad-
vance each phase of the commer-
cial proposed,” he says. ‘“Along
with a storyboard, we offer a five-
page bid, each page detailing 40
items of the proposed production.”

5 STAR’S McMAHAN: COST
OF COMMERCIALS TO DROP

Harry Wayne McMahan, presi-
dent of Five Star Productions,
reports:

“Television commercials are
going to have to get better . . .
fast!

“Let’s face this fact: The busi-
ness of selling merchandise is get-
ting tougher. Warehouses are bulg-
ing with appliances, but customers
aren’t buying. Detroit’s auto lines
no longer run at allocation capa-
city. Retail sales are off in many
lines.

“ ‘Next year undoubtedly will be
the toughest since 1937,” one of our
clients says. Remember 19377

““Were delaying our 1953
budget until as near election time
as possible,” says another.

“‘The hell with that pretty copy
—let’s get some hard sell into our
next commercials!

“This isn’t pessimism, but a real-
istic appraisal of advertising’s job
in a changing economic picture.

“Hard times invariably give a
new vigor to advertising because
they force a return to good, basic
fundamentals. Advertising has had
fairly easy times of late and the
youngster, Television, has been
raised in fairly pampered circum-
stances. It hasn’t had to work
hard enough for a living.

Television Magazine s July 1952
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Harry McMahan

“Let me also predict:

1. The cost of film commercials,
after another slight rise, will start
dropping before year’s end.

2. More Television commercials
will be put on film than ever be-
fore.

3. Advertisers will make fewer
commercials — but better ones.
Good commercials will be repeated
more.

4. Television will begin to make
its first serious inroads on maga-
zine and newspaper budgets in the
fall of 1953.

DANCER TRIES NEW
COMMERCIAL TECHNIQUE

Getting sound on tape and co-
ordinating film work to it, is a
unigue cost-cutting technique for
commercials, as described by Frank
Woodruff, producer at Dancer-Fitz-
gerald-Sample. He has just com-
pleted a series for Falstaff Brew-
ing, produced by Video Varieties.
He said:

“Doing the sound first was a new
arrangement of conventional film
techniques. Using a lot of music,
narration and sound with the filmed
action, would have meant four or
five recordings before the final one.
By planning our storyboard and
seript for a very tight production,
Phil Davis Musical Enterprises put
all the audio on tape in one opera-
tion. The highs and lows were just
where we wanted them.

“In shooting, we played back the
tape. The camera moved with the
sound. We used a small number of
sets, and didn’t have to work in
‘takes’, each with long, middle and
close-up shots.

“This system ran up preliminary
expenses; but they were more than
offset by savings all the way down
the line. We used much less film
stock than usual; and lab costs were
way down. The significant thing is
that this was done with full union
motion picture crews.
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“Our action had to be very tightly
tied together, so that the pressure
of using opticals was off. We shot
one film in the time that it will take
on the air—>58 seconds.

“The first batch we did this way
for Falstaff have already been tested
in the air. You couldn't do the sound
first on every commercial. But using
limited number of sets, limited
action, and a minimum of opticals—
which we think is what’s good on
TV—it paid off.”

MOGUL’S BLAUHUT URGES
FILM FOR NATIONAL CLIENTS

Don Blauhut, radio-TV director
of the Emil Mogul Agency, says:

CALL MUrray Hill 8-1162 . . .

“As soon as an advertiser gets
into a national or near-national
spot buy—where product demon-
stration is involved—using film be-
comes a matter of economics.

“We’ve found for Rayco Auto
Seat Covers, as we've added mar-
kets to reach our present total of
50, that product demonstrations
can’t be done live in a sizeable
number of cities, where compli-
cated sets and props are involved.

“Initially, we didn't know if TV
would pay off for this account on
a cost-per-sale basis. We didn't
want to invest in expensive film.
Now, however, we find that cost
of film is far less than the cost of
mailing out detailed storyboards.”

REACH FOR THE PHONE . ..

AND ASK US ABOUT YOUR

TV FILM NEEDS

More than 30 leading advertisers call regularly upon the com-

plete, competent services of Video Varieties to produce their

TV flm commercials.

With 20 years of successful experience al making motion

pictures, Video Varieties offers you the most thorough TV

film facilities in the East. Your next television commercial is

likely to be more effective—and a better investment—if you'll

talk now to

VIDEO VARIETIES coreoraron

41 East 50th Street, New York 22, N. Y.

( Topflight dramatic properties also available for immediate fiiming.)

www americanradiohistorv com
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Precision Now Offers
Unmatched Facilities For
16mm Processing!

Here at Precision, we are constantly revising our film processing
technique; utilizing new engineering principles and new machin-
ery which enable us to offer 16mm producers the finest processing
service they will be able 1o find anywhere.

Here are some of the new types of equip-
mens that make Precision a leader among
filin processing laboratories:

New 16mm Developing Machines
automatically operated—Maurer-de-
signed to handle the complete range
of 16mm work—negative or positive
promptly and efficiently.

Automatic Temperature and Air
Conirol built to a Maurer design.
Rigidly maintainevery technical eon-
dition necessary to the finest 16mm
processing.

Electrically Heated and Controlled
Drying Cabinets on each new de-
veloping machine turn out high
quality film, waxed and ready for
immediale projection,

Precision Film Laboratories — a di-
vision of J. A. Maurer, Inc., has 14
years of specialization in the 16mm
Steled, consistently meets the latest de-
munds for higher quality and speed.

New Electronic Printer: For the re-
production of magnetic sound to
16mm either independently or in
combination with picture prints,

New Control Strip Printers operate
without notching original —produce
fades and dissolves from A &B rolls
—incorporate filter changes between
scenes,

PRECISION

FILM LABORATORIES, INC.
21 West 46th St.
New York 19, N. Y.
JU 2-3970
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$100,000,000 A YEAR INDUSTRY
(Continued from page [8)

And, in spite of the denials,
Warner Brothers and MGM are
actively studying to see how they
can get into television.

Looking ahead, though, it's quite
cbvious that the future of film is
largely dependent on the econom-
ics of television. For a good many
advertisers, it makes a lot of sense
today. If it also makes sense for
the producer, then film will rise
considerably from its present 30
per cent of total programing to as
high as 50 or 60 per cent.

The big gquestion is whether it
can make sense, and turn in a
profit, for the producer. Will more
markets or larger circulation do
the trick? Will demand for quality
exceed the possibilities because of
limited budgets?

FOREIGN OUTLETS?

Obviously there are many im-
ponderables as to which way film.
Perhaps the major motion picture
companies and television might
work side by side. Perhaps a new
method of amortizing the televi-
sion investment might be forth-
coming, The Sheldon Reynolds
group, producers of Foreign In-
trigue, are counting on European
theatrical release for profits.

Other distributors see the for-
eign market as a now slender, but
potentially lucrative, outlet for
their products. Thus, Explorers
Pictures recently sold its Big Game
Hunt, and CBS Television Film
Sales its Gene Autry, Range Rider
and Files of Jeffrey Jones pack-
ages, for telecasting on the two
Italian TV stations beginning op-
eration this fall. Last fall, CBS
also sold its Holiday In Paris to
Radio Televisao Paulista, in Sao
Paulo, Brazil.

Perhaps Edgar Bergen and his
little friends might be pointing
towards a solution for both indus-
tries in his planned production of
a feature film for first-run theatri-
cal distribution; it is also to be
cut up for later releases as three
half-hour TV shows.

And not to be discounted is sub-
scription TV, which might well be
able to carry part of the load—
that is, if it ever gets under way.

Whatever the obstacles (and
there are many), almost everyone
in the industry, whether it be ad-
vertiser, agency, network, syndi-
cator or producer, are all trying to
make-film work.

Television Magazine o July 1952
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COST BREAKDOWN OF FILM COMMERCIAL

HAT exactly does an adver- 3. Director NON-PERSONNEL
tiser pay for, when he buys ! 300.00
a medium-priced film commercial? : ftem Total

As a case history, consider a 60- e Automobile Rentols

1.
second commercial that a major ! B 2. Station Wagon Rentals
advertising agency recently pro- 4. Assistant Director i (T:"'C" RGE"'G}S
duced for a food company client. AL 70.00 - Lamera kquipment

J i

Cost to the advertiser: $3,045.50.
Cost to the producer (one of
N. Y.s best): $2,100.37—before
overhead, contingencies and profit.
Of course, no other commercial
will come in for precisely the "
same price. Nor would another 6. Assistant Cameraman
producer bring the same commer- ST {
cial in for exactly the same budget.
Reason: changing one element e
might conceivably double the price. 7. Scene Design | -
Shooting two similar films in Al ST 50.00 | ioopl
one day would add only $700 to M gl s
the cost of this commercial. It 8 Blecwiciaii ‘
would cut the cost for each to ) e ,
about half the price-tag on a I i
single shot. il

5. Cameraman

) 100.00

| 30.00 5. Lighting Equipment

1) 48.00 i
25.00 6. Saund Truck
7. Stoge Rental—

The breakdown on the accom- 9. Property Men \
panying chart reveals all the ele- T I 48.00 ‘ ! 375.00
ments that make up the end price. b Trowe 25.00 8. Set Costs ond Properties 50.00

The agency's film expert, who 'S § 9. Animotion ond Title Costs 45.00
supervised the production of this 10.  Grips 10 Express and Freight Chorges

. A ) N 50.00 1. Rerecording Costs 75.00
commercial from the first script 3 . 8 .
) Tiom 12. Musical Royalties

conference, S&?’S. ) 5 g 13.  Recording on Tape 50.00

“It’s a middle bracket job. 14.  Opticals, Montages 7.50

1. Scenic Artist

Ample, but not lush. I could take 15. Stock Footage

it to another producer and maybe ‘ | " 67.50 16. Raw Stock
get it for less. It’s a simple script, ShEsETE ‘ p 40.00
using one actor, an on camera nar- 12 Script Girl g ) 10.00
rator, one zcom and a common & Bk '
type of set. b '
If animation had been used on e ;
this commercial, it could cost any- 13. Sound Crew Recordist, Boom, Mix
where from $40 to $90 a foot. A leiry 90.00 q
full animation job runs from four Iravel i 100.00
to $10,000, C OHbsirence ‘
What makes animation cost % Technical Advisor
more? Shamus Culhane, head of s d '
one of the top animation outfits, ; | Bl i ‘ 10.00
said; “There must be a minimum 15. Moake-Up, Hairdressers, 17. Processing
of 1,000 drawings for 60 seconds. Costumers ;
Fach character added to a scene Q. 37.50
doubles the amount of artwork. 16, Still Men
Animating each frame requires 10 ; ‘ :
different processes, perhaps in- =L 18.  Release Print
volving 20 specialists, plus direc- 1 Acr;)rs :
Lgr, Icarn‘?ra crew, etc., on the en- a. Salary 150.00 19, Projection 10.00
tire job. b Trav o _
. e il Personnel
PERSONNEL 17a. Extras Total 132787
9. Sy Nan-Persannel
Item Total 18. Mu;ncal Director Total 772.50
1. Writer : g, Janary Direct Cost Total 2100.37
g, oy 19. Musicians, Overhead (35 735.13
b. Travel 0. Salary Profit 10% 210.00
Subsister 20. Editer
2. Praduction Manager —_— a. Salary 50.00 Grand Tatal $3045.50
a. Salary 21. Narrator pre—
b. Travel a. Salar ! 100.00
Subsistence 22. Taxes—71% ;
d OUS Soc. Sec.-U.I.-NYSDT 86.87
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Ancient pictures haunt new stars: this old
Bing Crosby short is now making TY rounds

EATURE film now accounts for

as much as 25 per cent of local
programing in New York. In Co-
lumbus, Ohio, it accounts for 10.1
per cent of all telecasts—45 per cent
of all film. Close to 30 per cent of
TV programs in Cincinnati are fea-
ture film.

As stations have pushed back
their sign-off hours, the percentage
has climbed. Proportions alone
don’t indicate the importance of
movie product. It is one of the
categories most demanded by sta-
tions.

In many cases, these vehicles are
the local advertiser’s best buy. As
film’s late-night success becomes
an old story, daytime features re-
new their laurels as participation
-fare. Late shows or early, they
offer a sound showcase for adver-
tisers buying national spots.

They give the station inexpensive
programs that stand up on a rating
and cost-per-thousand basis. Rat-
ings show them frequently among
top local attractions, often match-
ing good network scores. Western
Round-Up on WBNS-TV, Colum-
bus, 4:45 to 6:00 p.M. across the
board, for example, gets Pulse rat-
ings in the 15-16 range. WSB-TV,
Atlanta, earns from 25 to 30 on
both Videodex and Pulse scales
with its Late Show.

Western Round-Up in April
earned a c-p-m of 75¢. WCBS-TV
in New York scored 62¢ per-thou-
sand viewers on the Early Show.
WBZ-TV'’s daytimer, Hollywood
Playhouse, brought 1,000 Boston
viewers in for $1.03. This honor
roll could include 108 stations,

Although the biggest of Holly-
wood’s majors still feel TV release
is uneconomic for their product—
and despite the frequent wails that
the supply of top quality product
is running out—Bob Paskow, of
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WATV, Newark, says: “There are
close to 2,500 features available
and a good number of Westerns.
It took me a long time to find that
many, but they're there.”

In checking the film buyers and
program directors of five stations
(WSB-TV, Atlanta; WBNS-TV,
Columbus; KPRC-TV, Houston:
KTLA, Los Angeles; WATV, New-
ark-New York), TELEVISION Maga-
zine found that station people
seemed confident good features
would remain available, and with-
out too frequent repeats.

Burt Balaban of Paramount Tele-
vision Productions, buying film for
KTLA and WLTV (Atlanta), says:
“The picture is changing. Inde-
pendent producers are releasing
product for TV distribution out of
California, almost matching distri-
bution from the East. I think that
other companies—let's call them
‘minor majors’—will be releasing
to TV as emergency economic
measures.”

Jean Hendrix, Film Director of
WSB-TV and Film Advisor to Day-

Jerome (Tad) Reeves
WBNS-TY, Columbus

www americanradiohistorv com

FEATURE FILM

DESPITE SHORTAGES, FEATURE FILMS ARE
STILL ONE OF ADVERTISERS' BEST BETS

BY ABBY RAND

ton's WHIO-TV and Birmingham's
WAFM-TV, reports: “They keep
saying there's no more product, but
it keeps cropping up.”

A film library, such as that leased
by Motion Pictures for Television,
gives the station its best crack at
obtaining film, according to Tad
Reeves, program director of
WBNS-TV.

As in many stations, WBNS-TV
uses more feature film (as summer
replacements) than it does in win-
ter. To the seven features and six
Westerns carried during the win-
ter, the Columbus outlet adds one
feature: one Western: and one
cross-the-board serialized feature.

An independent station in a
seven-station market, WATV was
the top movie user among stations
queried—27 features and 16 West-
erns a week.

KPRC-TV, in one-station Hous-
ton, has nine features and one
Western.

KTLA, one of Los Angeles’ seven
stations, uses about 15 hours of mo-
tion picture product a week.

® A X X

Jeon Hendrix
WSB-TY, Atlanta
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FEATURES CAST MIN.

. AND MANY OTHERS
THE BIG GAME HUNT—26 Half Hour Action Packed Jungle Adventures

|
SHAGGY...... ........... Brenda Joyce, Robert Shayne, George Nokes. ... 12
I CAGED FURY ............ Buster Crabbe, Sheila Ryan, Mary B. Hughes 62 & 59
I FEAR IN THE NIGHT..... .. Paul Kelly, DeForest Kelley, Ann Doran. ... 72 & 55
SWAMP FIRE. .. ....... ... Johnny Weissmuller, Buster Crabbe, Virginia Grey 69
= I FOLLOW THAT WOMAN . ... William Gargan, Nancy Kelly, Regis Toomey. .. .10
Fe ature Fll INIS | DANGEROUS PASSAGE.....Robert Lowery, Phylis Brooks, Jack LaRuc. .... 61
| TAKEITBIG........... .. Jack Haley, Harriet Hilliard, Ozzie Nelson. .79 & 595
From Top l TORNADO................ Chester Morris, Nancy Kelly, Marie McDonald . . 82
WRECKING CREW......... Richard Arlen, Chester Morris, Jean Parker. .72 & 55
| WILDCAT . ............... Richard Arlen, Buster Crabbe, Arline Judge. .. .. 73
PrOdu ce rs MAN IN BLACK........... Valantine Dyall, Betty Ann Davies . .. ... .. 80 & 55
| ROOM TO LET............ Constance Smith, Jimmy Hanley . ....... . 68 & 55
N A 'I I]I WHAT THE BUTLER SAW .. Henry Mollison, Ed Rigby, Mercy Haystead. . . . . 65
ow val a e I CONGORILLA. . ........... Martin and Osa Johnson. ... ................. i
| BORNEO.. ... ............ Martin and Osa Johnson. .. .. ... . .......... 75
For Tv BABOONA . .. ........... .. Martin and Osa Johnson. .. .. ........... ... .. 60
| 1 MARRIED ADVENTURE .. .. Martin and Osa Johnson. .. ................. 73
|
|

WRITE, WIRE OR PHONE

.I U LE S B w E I L L (REPRESENTATIVE)

1501 BROADWAY, NEW YORK, N. Y. L0 4-5592-3
IIIIII|II||||lIIIIIIII|III||II|IIIIIII|IIIIlIIII|II|I|II!I|IIIIIIIlIIII|I|II|IIIIIIIII|IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII|IIIIIIIIIIIIIIIIIIIIIIIIIIII

Two Outstanding Classics
Now Available for TV

Pygmalion starring: Wendy Hiller and Leslie Howard

“Practically perfect!” —TIME MAGAZINE
“Deftty. joyously told — a grand show!” —N. Y, TIMES
“A delightfully amusing satire!” —DAILY NEWS

M a,'or starring: Rex Harrison, Wendy Hiller, Deborah Kerr,
Robert Newton, Robert Morley and Emlyn Williams

Barbara

“Great brilliance! Magnificent acting! As witty a film as you can
think of” —N. Y. HERALD TRIBUNE

“To call it « manifest trinmph wonld be arrogant stinginess of

words!”  —N. Y. TIMES
TRAFALGAR ENTERPRISES, INC.
SUITE 610 400 MADISON AVE,, N.Y.C. PL 5-1566

WRITE, WIRE OR PHONE

www americanradiohistorv com
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WSB-TV, in three-station At-
lanta, uses two Westerns and 11
features currently. The Late Show,
running at 11:05 p.M. in winter
months, becomes Summer Theatre
at an earlier hour.

The need for repeats on features
is more a question of writing-off
the initial outlay for the film than
one of limited supply. KTLA, for
instance, looks for new first-run
product for its Sunday night show-
ing; will use second-run but re-
cently released film for Friday
nights; and schedules re-runs of
these in day and week night slot-
tings.

KTLA will use a good feature
three times, repeating in the same
segment within 13 weeks, and still
keep up its ratings.

Bob Paskow reports that WATV
will repeat a Alm once, and never
in the same time slot, without a
six-month wait.

“But too many repeats in the
same market can Kkill a picture.
That’s why I insist on a guarantee
that 90 days before and after our
showing, the film hasn't been seen
in New York.

“WSB-TV tries to avoid repeat-
ing in the same time slot,” says Jean
Hendrix, “but we'll go as high as
three runs for a really top picture.
We wait six to eight months be-
tween showings. We won’t run a
film played on another station in
the same market.”

While some stations reported that
most of their contracts called for
unlimited runs within the year, Tad
Reeves of WBNS-TV has found
that many licenses were limited to
two runs:

“With the Motion Pictures for
Television library service, we're
not tied down to that. After two
runs, we sometimes get complaints
from viewers—especially from kids

Burt Balaban
Paramount TV Productions
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on Westerns. But ratings show that,
despite the mail and phone calls,
just as many people watch the re-
peats. Sometimes the viewers ask
for them.”

Most of the station people queried
thought distributors were set up on
a fair price basis. “I don’t think
prices are too much out of line for
a one-station market,” said Bert
Mitchell, program director of
KPRC-TV. “But I think in some
multi-station cities, there is a sell-
er's market, and prices are way
off.”

British pictures earned a unan-
imous raspberry in this spot check.
Two KTLA sponsors refuse to run
English product. One station can-
celled a British package deal after
viewers complained.

Both Hendrix and Paskow point-
ed out that there are 300 to 400
good English pix available, some
fairly recent and well known.

Bert Mitchell said “We'd rather
have good American pictures if we
can get them, but we’ve gotten some
English ones in packages that
weren’t bad.”

Feature film, in most cases, is a
vehicle for participations. An hour
feature on WATV will carry four
or five participations, with bill-
boarding for each advertiser at the
opening. On its Stardust Theatre,
one, or sometimes two sponsors,
carry each night's telecast, getting
nine minutes of commercial time
including three break-ins.

Hour-long Armchair Playhouse,
on WBNS-TV, carries six commer-
cial minutes with billboarding.
Western Round-Up holds seven
participations in one and one quar-
ter hours; some 15 minute segments
are being used on this show.

KPRC-TV has single sponsors
for its features; each gets in an hour
show, six commercial minutes with
two breaks in the film, plus open-
ing and close.

How much of a film staff does the
station need to handle this volume?
WBNS-TV has a department of
three, plus Tad Reeves, program
director, who does the film buying.
KTLA has a staff of five. Burt Bala-
ban, in Paramount Pictures’ New
York office, handles buying. Bob
Paskow buys for WATV; has eight
editors and a supervisor.

KPRC-TV has a booker, a buyer
and a film director, plus five people
for editing, inspection. WSB-TV
has its buying operation completely
separate from the editing crew.

A plea for more authority for
the film director in new stations
was entered by Miss Hendrix:

www americanradiohistorv com

a you got

me wrong, senator . . .
I spend all my

time watcbing

POST PICTURES”

No need to investigate further—
POST films for television bring

direct resuits . . . immediate re-

sults . . . proven results.

o BECAUSE Post is audience-wise

. has the films with proven
appeal for every age group . . .
Adventure . . . Comedy . . . Ro-

mance.

@ BECAUSE Post is market-wise
... has the films which show com-

mercial results . . . films that have
sold . . . are selling . . . WILL
SELL.

e BECAUSE Post is experience-
wise . . . has a solid reputation for
meeting your needs and desires
quickly and efficiently.

BUILD YOUR AUDIENCE RATING
WITH POST FILMS

Write - Wire - Phone
for our free illustrated catalog

POST
 PICTURES CORP.

115 West 45th Streer
‘_ New York 36, N. Y.
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“The station film director should
be given a completely free hand
with the responsibility of buying
and selecting film directly from the
film company. It should not be the
function of the general manager or
program director to buy film he
cannot possibly have time to
screen.”

The case for feature film was
summed up by Bert Mitchell of
KPRC-TV, in explaining why, in
a one-station market with a wide
choice of program matter, his sta-
tion ran eleven hours of feature:
“We feel a lot of people like to stay
home and watch movies.”

WEILL: DON'T RUN
FEATURES TOO OFTEN

Jules Weill, one of the leading
suppliers of feature film, writes:

“With your permission, I would
like to unburden myself of a few
constructive beefs. Don’t get me
wrong. I love this fascinating TV
film business. It helped me gross
over $850,000 in the last 12 months.
But:

e ‘“Let’s not go overboard in re-
running feature films too often in
a single year in each TV market.
Otherwise, audiences will get
jaded with old movies; the spon-
sors won't be getting the viewers
they deserve; and the station will

Jules Weill

gain a reputation for irresponsi-
bility. A station running the same
feature film five or six times a year
is definitely being excessive.

“In a single-station market, we
feel, re-running the same feature
film over twice is too much., It
leads the wviewers to consider
crucifying the station operator. In
a multi-station market like N.Y,
a feature film should play a maxi-
mum of three times a year—and
even then on different stations.

e “Let’s not indulge In bargain-
basement price-slashing when sell-
ing TV feature films. There are
altogether too many distributors

S.0.S. HAS EVERYTHING FOR
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MAKING MOTION PICTURES

Since 1926 The Dept. Store of the Industry!

Animation Stonds
Auricon Comeras
Books, Technical
Booms, Microphones
Cameras, Professional
Colortran Lights

Film Cabinets

Film Cleaners

Film Editing Equipt.
Film Lab Equipt.

Film Printers

Film Processors
MAGNECORDERS
Motors, Camera
Moviole Editors
Readers, Sound
Recorders, Film, Tape
Sound Cameras
Studio Lights & Spots
Synchronizers
Tripods, Camera
Zoomar Lenses

Here, under one roof, you will find
all your needs for producing, process-
ing, recording and editing motion pic-
ture films. Tell us, when you go on
the air, what you want to do, and
what you want to spend. More than
half presently operating TV Stations
are 3.0.S. customers. At left is just a
partial list of the many items you’ll
find at S.0.S.—and at WORTHWHILE
SAVINGS IN PRICE!

DEVELOP YOUR OWN FILMS
WITH BRIDGAMATIC

Show spot newsreels, sports events, etc.
same day os filmed. A dependable, true
one-man lob — anybody can operate it!
Selt-contained automatic processors 16mm
or 16/35mm, reversal and color. Prices
start ot $1095.  Write for BRIDGA-
MATIC SPECIAL TV data.

S.0.S. CINEMA SUPPLY GORP.

Dept. K, 602 West 52nd St., NEW YORK 19, Cable;: SOSOUND

www americanradiohistorv com

who buy feature films through
short-term financing. To meet
their obligations, they need to get
revenue at a rapid pace. So they
virtually give away their product
at ridiculously low prices.

e ‘Finally, let’s use more in-
genuity in finding new ways to
produce TV film series at a reason-
able cost. Often, film already on
the market can be salvaged and
adapted into a superior, integrated
product.

FILM QUALITY COUNTS
SAYS GEORGE SHUPERT

The point of view of the dis-
tributor was given by George T.
Shupert, Manager of Peerless TV
Productions. He asks:

“Why has there been so much
opposition to film programs in the
past? Why do many advertisers
and their agencies insist on live
programs, when film can often do a
better job? )

“I'm afraid I don’t have all the
answers, but I do have several ideas
as to why this feeling exists.

“In the case of feature motion
picture films, for example, many
distributors are content to supply
TV stations with prints of inferior
quality.

“Many stations, on the other
hand, who spend thousands of dol-
lars per week for technical assist-
ance in the production of live pro-
grams, spend hundreds of dollars
per week for technical assistance
in the reproduction of programs.
Where they keep accurate charts of
the number of hours each camera
tube is on the air, they keep no
records at all on the tubes which
light their motion picture projec-
tors.
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Have you a store
of negatives
vnusable because
of shrinkage? The
new PEER-RENU
Treatment will
restore them to
usefulness.

Write for details.

PEERLESS

165 WEST 46TH STREET, NEW YORK 36, N. Y.
959 SEWARD STREET, HOLLYWOOD 38, CALIF.

/

/
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“To show the popularity of fea-
ture films, I have a Videodex Re-
port for the first week in March,
covering the top 10 TV shows, both
local and network originations, in
New York City. It indicates that
every day one feature film was in
the top 10.

“I also have a Videodex for
Cleveland, for Saturday, April 5,
1952, It gives WKEL’s Premiere
Feature Film Theatre a 22.9 aver-
age rating for the period from 9 to
10:15 p.Mm. The opposition on one
station is Your Show of Shows,
with a 17.8 average rating, and
Songs For Sale with a 9.2 average
rating.”

Arthur A. Mayers

UNITY: NO FEATURES
FROM COAST TILL ’56

The distributor will have to meet
the coming scarcity of Hollywood
product by going into production
himself, according to Arthur A.
Mayers, president of Unity Tele-
vision Corp. Mayers said:

“I don’t expect the major studios
to release motion pictures for TV,
at least not before 1956. By that
time, 90 to 95 per cent of all avail-
able features produced by inde-
pendents will have been used and
re-used on television. There aren’t
many more unused independent
films available—not more than 50
or 100. And they’re being chewed
up so fast, that someone will have
them within six months.

“The distributors, who already
have a front position in the indus-
try, will have to take up the slack.

“There has been a tendency
toward half-hour programs among
sponsors. It's the medium-sized
advertiser’s best buy, on a yearly
basis, and there are many more
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medium-sized advertisers than
large ones. So look for this new
production in half-hour, rather
than feature length, films.”

MONOPOLY CONTROL IN
SYNDICATION: ALAN POST

Alan I. Post, president of Post
Films, who calls himself “a small
TV film distributor,” writes:

“A monopolistic condition may
very soon exist in the film distribu-
tion end of television! Simply and
to the point, it can start out by
nothing more than inertia on the

s
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FER ESTED

The sponsor wants his message

perfectly projected. He wants no long

unsightly scratches, or long stretches

with the look of “rain’’ all over them,

He wants no smudges, smears or
“Screeches’’ The sponsor is right,

because these defects distract audience

attention and interest — they result
in irritation which is the opposite
of what he’s paying for.

He's entitled to ask for and get
maximum results. To have a happy

sponsor, to keep him happy — specify
Peerless-Treated film. Peerless-Treated

prints screen better and last longer.

IOEERIESS

FILM PROCESSING CORPORATION

145 WEST 44TH STREET, NEW YORK 36, NEW YORK
959 SEWARD STREET. HOLLYWOOD 38, CALIFCRNIA
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part of the buyer; and end up
where he has no control over what
can be bought.

“We can all understand how
much easier it is to buy in large
groups; it saves wear and tear on
the buyer; it insures a continued,
steady supply of product for a large
period of time; it saves money in
the sense that each unit is at ity
lowest possible price, since the dis-
tributor is selling volume and can
make up for any differences.

“What it can’t give, or guarantee,
however, is quality. Since in all
group buying the old-fashicned tie-
in principle is utilized, to get 10 pic-

y's

.
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FEATURE FILM COSTS:
MARKET BY MARKET ESTIMATES

Albuquerque $100
Ames 200
Allanta 300
Baltimore 400
Banghamion 100
Birmingham 150
Bloomington 100
Boston 200
BufTalo 250
Brownsville-Matamoros 50
Charlotte 150
Chicago 1,500
Cincinnati 400
Cleveland 450
Columbus 250
Dallas-Ft. Worth 300
Davenport-Rock Is. 150
Davton 300
Detroit 750
Evie 125
Grand Rapids 100
Greensboro 100
Houston 200
Huntington 150
t Indianapolis 100
Jacksonville 100
Johnstown 150
Kalamazoo 100
Kansas City 200
Lancaster 100
Lansing 100
Los Angeles 1,500

tures you want, you have to take
30 you don’t want or may not even
be able to use.

“‘And, you're helping foster a
babe in arms that may one day
grow into a Frankenstein. If enough
of the so-called small distributors
are forced out of the field, because
of large group buying, then the

Louisville 100
Moemphis 100
Minmi 100
Milwaukee 500
Minneapolis-St. Paul 300
Nashville 125
New Haven 150
New Orleans 150
New York 1,500
Norfolk 100
Oklahoma Cily 175
Omaha 175
Philadelphia 500
Pheenix 100
Pittsburgh 300
Providence 175
Richmond 100
Rochester 150
St. Louis 300
Salt Lake City 100
San Antonio 100
San Diego 150
San Frarcisco 750
Schenectady 100
Seattle 200
Svracuse 125
Toledo 100
Tulsa 100
Utica 100
Washington 500
Wilminglon 125

buyer will be at the mercy of those
few large organizations remaining.

“The only way to nip the situa-
tion in the bud (if it is still possible)
is to patronize the small distributor.
Be more selective in your choice of
pictures, and give everyone a fair
chance to offer his product. Only in
this way can a healthy competitive
situation exist.”

DANNY KAYE, CROSBY NOW
ON TV: ATLAS FILM HEAD

Henry Brown, President of Atlas
Television Corp., an ex-dentist,
who alsc owns a chain of 18 movie
theatres, syndicates such programs
at the Hank McCune Show, 109
Carnival Comedies, and TV -Ettes,
reports:

“It’s not true that such stars as
Danny Kaye and Bing Crosby are
not on television. Years ago I res-
urrected several hundred reels
made by Twentieth Century-Fox,
running three to five minutes each,
which star not only these lum-
inaries, but also Buster Keaton,
Howard & Shelton, June Allyson,
Imogene Coca, and Bert Lahr. Dis-
tributed on a library basis, neatly
edited, they are selling very well.

“One thing I urge of fillm men
who revise old features is that they
check up on the old prints. For
example I went to England and
leased, at a cost of $5,000 to $10,000,
39 British-Produced International
A Features. I would accept a cock-
ney accent only when it was used
by a cop or taxi driver. To eliminate
all off-key sounds, 1 rerecorded
them at a cost of about $140.00 each.
I also had a dupe negative made in
16-mm., at a cost of about $150.00.

KIN-O-LUX

THE MOST FOR YOUR

QUALITY CONTROL

The focal point in processing

KIN-0-LUX and GOLD SEAL SPECIAL

Ours is a special TV processing now used by most major
networks, A film with infinite range and good resolution, it
yields brilliant screen values. Engineered to produce controlled
results over the entire light range, held to wariance not in
excess of 10% plus or minus to an established standard.

FOR SPEEDY SERVICE

that provides “Raw Stock to Air-time—in two bours.”

Call
KIN-O-LUX, INC.

105 WEST 40th STREET, N. Y. C. .

LO 5-3785
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ge Rider Wins Little 2-Gun Skeptics "

W {1

TV FILM GETS HOLLYWOOD
EXPLOITATION TREATMENT

SING a full-scale Hollywood

exploitation technique, CBS
Television Film Sales is going all
out to build new TV stars, and help
local sponsors in merchandising
their product.

Typical case in point is the big-
time ballyhoo the film syndicator
gave Jack Mahoney, star of its
Range Rider series.

Mahoney was an obscure Holly-
wood stunt rider, until picked to
star in Range Rider by Gene Autry,
whose Flying A Picture produces
the series under CBS’s financing.

Selling Mahoney at the outset,
in the face of such cowboy stars as
Autry, Roy Rogers, Hopalong, and
Cisco Kid, was a tough job. Pros-
pective advertisers wanted to
know, “Who is Mahoney?” The
Hollywood build-up did the trick.

The most successful coup was a
20-day, cross-country personal ap-
pearance tour that Mahoney made,

PROMOTION cost over $25,000, as Range Rider won press interviews; visited orphanages, department stores; got key of city; ballyhooed comic books

! -
7

- L

largely in markets where the series
is sponsored. He appeared in de-
partment stores, super-markets,
recreation parks, parades, hospi-
tals, schools, orphanages, radio and
TV shows, and before press inter-
viewers. He buttressed his popu-
larity before 500,000 Rider fans:
made friends with his sponsors and
their sales staffs; and got ac-
quainted with ad agency execu-
tives at cocktail parties in Chicago
and N. Y. The tour cost an esti-
mated $25,000, but it was worth it.

Here are just a few typical epi-
sodes culled from the tour:

® Houston: With but two small
advance stories and an insert in a
regular merchandise ad announc-
ing his appearance in the Boys’
Department of Foley’s Depart-
ment Store, Mahoney drew 2,000
kids and parents to an autograph
party. Foley's, gratified, is con-
sidering having Mahoney and his

side kick, Dick West, back on
Thanksgiving Day to lead their
Christmas season kick-off parade;
also to appear in the store's audi-
torium.

® Rochester: His plane arrived
in Rochester an hour late—at 9:35
am. A crowd of 1,000 kids and
adults were on hand to greet “The
Range Rider”, the majority of
them having waited since 7: 00 a.m.
The Vice-Mayor (the Mayor was
on vacation) John Kreckivan gave
him the Golden Key to the City,
and proclaimed the day ‘“Range
Rider Day” in Rochester. Police
estimated 5,000 tried to cram into
the 3,500-seat Palace Theatre to
meet “The Range Rider”, creating
the city's worst traffic jam.

One of the six Chevrolet dealers
sponsoring Range Rider in Roch-
ester—the Brown dealer—vouched
that sales in his service department
had rocketed 331/3 per cent in
his seven-weeks’ sponsorship. De-
spite the fact that their contract
was not up until June 8, the deal-
ers renewed for another 26 weeks
the same day.

@ Seattle: Mahoney was honor-
ary judge of the Seattle Safety
Council Bicycle Safety Rodeo, be-
ing held at Interlake School Play-
field. Last year, 50 kids showed up
at the event. Mahoney drew 5,000.
The crowd was so great, the
event's supervisor asked Mahoney
to leave after he'd been there only
a short time, because: “It would
look pretty bad if we had an acci-
dent at a Safety meeting.”

Besides his personal-appearance
junket, Mahoney was backed up
heavily with advertising, direct
mail, point-of-purchase promo-
tional cards, and Range Rider
comic books. By the time the ex-
ploitation was over, nobody asked
any longer, “Who's the Range
Rider?”

CBS, encouraged with the suc-
cess of this first all-out buildup,
plans to give the Hollywood treat-
ment to its new programs and
stars. It won't be long before TV
stars will be edging out Hollywood
celebrities in personal appearance
tours.
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STATION MANAGEMENT

AN EXCLUSIVE TELEVISION MAGAZINE FEATURE
DESIGNED SPECIFICALLY FOR THE PROSPECTIVE
TELEVISION STATION OPERATOR

Equipment, like these two Houston Film Processors, helps WMAR-TV turn out doily newsreels

FILM DEPARTMENT MEANS MORE

STATIONS FIND FILM PRODUCTION PROFITABLE

NE of the biggest problems fac-

ing a television station oper-

ator is how to keep his operation

cost down, so that his rates will be

attractive to the advertiser, yet still
turn in a profit for the station.

The small-station film depart-
ment might well be the answer to
low cost operation. Local program-
ing, and commercials, could be
handled via film, with the balance
of programing being network-
originated, or syndicated film pro-
grams.

Presented here are the complete
breakdowns of two of the larger
station film departments. It's under-
stood that the WMAR-TV, Balti-
more, film operation is on a profit-
able basis, despite its $100,000 a
year cost to operate. The equipment
cost alone comes to $60,000. Obvi-
ously this is way out of range for
the small station operator. But the
experience and know-how gained
by these stations will be invaluable
in guiding the small market station
on how to operate its own film
department:

WTVJ, MIAMI TURNS OUT
300 FILM COMMERCIALS

By Labe Mell
WTVJ Film Director

HE WTVJ Film Department,

because of its size and scope of
operations, has been incorporated
into a separate organization known
as Reela Films, Inc.

On the production side, Reela
Films, Inc. produces two new eight-
minute local newsreels per day for
the station.

Reela Films shoots, on specula-
tion, stories in Florida and the
South for submission to all tele-
vision news gathering organiza-
tions.
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We have been quite successful in
the above, having submitted over
200 Florida-South stories in the
past year and a half, and having
had over 95 per cent of them ac-
cepted and used by northern tele-
vision news organizations.

The WTVJ Film Department,
Reela Films, has been in operation
approximately 15 months as it now
exists, and has turned out over 300
different television commercials,
Including commercials for two na-
tional organizations, as well as
many regional accounts.

Reela Films has made six fea-
ture subjects for various commer-
cial organizations, both in this
country and in Cuba.

www americanradiohistorv com

These films were not designed
for use over television.

These accounts included a golf
c¢lub manufacturer, dog and horse
tracks, a hotel and a steamship
line.

The still department turns out
all slides used by the station, as
well as doing all still promotional
work for the station and sponsors.
The Still Department services sev-
eral outside accounts as contract

" photographers and turns out thou-

sands of pictures each year that
are not used on television in any
way-

Reela Films has the following
equipment:

NEWS DEPARTMENT: Two Bell
and Howell DL cameras, complete
with lenses; one Bell & Howell,
Model H, complete with motor and
400 ft. magazines; Pro Junior tri-
pod; two Auricon sound cameras;
one 100 ft. capacity, one 200 ft.
capacity; two station wagons
equipped with police receivers and
special tops for street level news
coverage; complete news editing
facilities, including a negative and
positive library of 200,000 feet
each, in order to fill out stories.

THE STILL DEPARTMENT con-
sists of three Speed Graphics, com-
plete; two Omega enlargers; small
copy camera; and two completely

Television Magazine o July 1952
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equipped darkrooms, as well as a
Paco “500” dryer, complete for
volume work.

THE COMMERCIAL FILM DE-
PARTMENT has the following
equipment; two Model 2 Cines
with matched Ektar lenses, com-
plete sets; Akeley Gyro Tripod,
Cine Blimps; 16/35 animation
stand, completely equipped; HKF
Title Stand, Model ULPCS Movi-
ola; two Bell & Howell Hot
Splicers; Stancil-Hoffman, S-5;
16 synch tape recorder; Maurer
Film Recorder; complete editing
facilities, such as gang synchro-
nizers, viewers, etc. for 16-mm.
work.

We have a complete sound re-
cording studio, as well as viewing
rooms, editing rooms, and so on.

QUR LABORATORY, which ser~
vices both the news and commercial
department is equipped as follows:
Two Model 16-B Bridgamatic de-
velopers, one negative, one positive;

SALES

Uhler 16-mm. printer; Bell &
Howell, Model J, 16-mm. printer,
as well as all associated laboratory
equipment for special effects.
The WTVJ-Reela Films Depart-
ment employs the following per-
sonnel: General Manager, Stenog-
rapher, Receptionist, Shipping
Clerk, News Assignment Editor,
News Film Editor, News and Com-
mercial Librarian, two News
Cameramen, two Commercial Pro-
duction Supervisors, two Commer-
cial Cameramen, one Sound Re-
cording Technician, Laboratory

Manager, Laboratory Technicians,
two Still Department Cameramen
and Laboratory men, one Station
Film Editor; one Commercial Edit-
ing Supervisor, as well as Account-
ing Personnel.

The total number of employees
in Reela Films is now 25,

The station has endeavored, quite
successfully, to set up a complete
Still and Motion Picture film serv-
ices department so that every de-
mand of local and national adver-
tisers and news organizations can
be met immediately.

It has proved profitable, since
advertisers who make film locally
have a much greater incentive to-
ward continuing sponsorship on the
station because of the money in-
vested in film.

WMAR-TV, BALTIMORE DOES
NEWSREELS, DOCUMENTARIES

By Dave Stickle
WMAR Film Director

N its newsreel  operation,

WMAR-TV was one of the first
television stations in the nation to
undertake the production of its
own newsreel. Its filmed news was
born with the first formal pro-
gram put on the air by the station,
October 30, 1947. And, it has
never missed a daily edition.

Its life blood stems from on-the-
spot film coverage of the fast-
breaking news event. But such
coverage has always been guided
by a sense of responsibility to the
community. And, as a result, The
Sunpapers Television News, has
consistently spurred the com-
munity interest.

To film this operation, and bring
it before the public on a daily
basis with such speed, the most
modern film equipment is in opera-
tion. Here is a rundown of the

WTVYJ cameramen produce station commercials on

i -

physical structure of the WMAR-
TV newsreel department:

MANPOWER: Four cameramen,
two laboratory technicians, two
film editors, two script and news
writers, one film director and news
editor. Some of this personnel
was trained in the news depart-
ments of The Sunpapers, and three
members have 23, 15 and 11 years
of newspaper experience.

EQUIPMENT: 6 Bell & Howell
Filmo cameras, Models 70 DF and
70 DA; 2 Cine-Kodak Special
Cameras; 1 Auricon-Pro Sound
Camera, Model EM-71; 1 35 mm.
Film Strip Camera, Zeiss-Voight-
lander; 1 Eastman View Camera;
1 Speed Graphic Camera; 27 as-
sorted film lenses, including two
film-zoomar lenses; 2 Houston Film
Processors; 1 Bell & Howell Film
Printer, Model J; a completely
equipped still photography labora-
tory and studio.

NEWS COVERAGE: Constant
liaison is maintained between the
newsreel director’s desk and the
city desks of the Morning Sun and
the Evening Sun. It is an around-
the-clock operation with camera-
men on call 24 hours every day.
Within minutes, a major catastro-
phe or other fast-breaking news
event is known to the newsreel
department and a cameraman is
on the way to the scene. A station
wagon is maintained for the Film
Department and rental cars are
standing by at the exit to WMAR-
TV.

PROCESSING: Film is returned
immediately to the film laboratory
which adjoins cutting, editing,
screen and news rooms. It is
processed, edited and cut at once.
A system has been devised where-
by the commentary is written
while the film is being edited. Such

location, like this one shot for Cities Service
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Du Mont Televisio _I

Film Sales

The Fastest Growing Film
Distributing Organization
In the Entire Country!

I APRIL . . . I
MAY ... 8 Sales Reps!
I JUNE . .. lO Sales Reps! I

3 Sales Reps!

JULY ... 15 Sales Reps!

WE COVER THE COUNTRY
OFFERING:

High Quality Pragrams

Low Cost Pragrams

Efficient Service

Merchandising Tie-ins

I Du Mont Television

Film Sales
515 Madison Ave., N. Y., MU-8-2600

Aoy Telewigion, Cop

15 WEST 44th STREET
NEW YORK NEW YORK
MUrray Hill 7-5535

FIRST with the FINEST
FEATURES

4% BRITISH PRODUCED INTERNA-
TIONAL FEATURES—Ratings to 37.7—
Top Feature Package in market—Re-Re-
corded Sound — New  Prints — Amer.,
Intern. & Brit, Stars.

AMERICAN FEATURES—Drama—Adv.
Myst.—Comedy. A sound buy at a Rea-
sonable price.

FULL LENGTH or HALF HQUR VER-
SIONS-—Tom Tyler., Gabby Hayes, Jack
Perrin, Lance Chandler, Bob Custer, ete.

COMEDIES

A50—Iin I6- MINIJTE or TWO-REEL VER-
SIONS - Terrific  sales results.  Speciaily
Tor (HU..I)R]‘.N'S SHOWS also ADULT
Entertainment  Top Stars - Top Ratlngs.
In hour length as COMEDY CARNIVALS.

The HANK McCUNE Show

s HILARIOUS HALF HOUR SITUA-
TION COMEDIES- Produced for TV- A

sensibly priced Hall Hour Show.

A LIBRARY  of 100—Song, Comedy,
Danee & Instrumentol Shorts — Bob Hope,
Bl Ceanby, Danny Koye, Imopene Coei,

anel a0 hst of Brilliant Stars
time 2 4o 5 mln. i

15 Wesl 44th Street — New York
MUrray Hill 7-53535

Hunmning | £

TELEVISION CORP.

l; 8

speed enables the same news to
be put on television the same day.

In addition, every fire alarm in
the city of Baltimore, rings out on
the WMAR-TV news room on an
extension of the municipal alarm
system; it is instantly checked by
reporters and cameramen by cross
reference.

The newsreel hits the air regu-
larly three times daily, at 12:45
P.M., 7 P.M., and again at the close
of programing; but this is not the
limit of its day. It is prepared to
appear with special filmed-news
reports at any point in the station’s
program day and regularly brings
to Baltimore viewers up-to-the-
minute news events.

Easily one of the most reward-
ing pursuits of the newsgathering
film department of WMAR-TV is
the production of documentary
films. More than 40 such films
have been produced, including the
15-minute  prize-winning film
Slums—Baltimore’s Conscience. It
was this WMAR-TV production
which was cited by Variety Maga-
zine in its first Showmanship
Award given to a television outlet
for “Responsibility to the Com-
munity”’.

Daily, too, the film department
produces a filmed feature story on
one facet of life in the State of
Maryland, in the sponsored series
Hi, Maryland. Here is delineated
in a five-minute film program one
aspect of colorful happenings
within the State each day. And, in
their 330 consecutive appearances,
the film-stories have ranged from
reports on church strawberry fes-
tivals to presidential appearances.

300 FILM COMMERCIALS

As an important station pursuit
—and a sideline of the film de-
partment operation—is the prepa-
ration, on film, of commercial spots
for the use of station advertisers.
These films, now numbering more
than 300 in the past five years of
production, are filmed to personal-
ize local and national sponsors,
And they utilize animation, stop
motion, on-the-spot film and all
the tricks of the trade.

Charges for such films, to the
sponsors, are based on out-of-
pocket expense to the station, and
are supplied on this basis, as a
service to the station users.

We Sell-
We Kent
We Service

A complete line of
3I5mm—16mm Mitchell, Bell
& Howell, Mavurer, Arriflex

cameras
pemgemd e

CAMERAS
MOVIOLAS
DOLLIES

Manvufacturers of Balanced TV Tripod Head

TV GROUND GLASS ...
for Mitchell Standard, N. C,, Bell & Howell
35mm comeros. Shows TY alignment.
Outlines active receiving area ond
Acedemy (sound} aperture.

Griswold
HOT SPLICERS! . . . $65.

Your Griswold Splicer, Models R2 and R3,
converted to hot splicer . . . ... $40,

Expert factory repairs. We mount lenses.

FRANK C.

GHmERH c

1600 BROADWAY

ZUCKER

UIPMent (O.

New YORK CITY
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CHICAGO 18. ... ... .3289 N. California Ave.
CLEVELAND 14 1033 Union Commerce Bldg.
LOS ANGELES 38. ... 6656 Santa Monica Bivd.

NEW YORK 1%, . . . .. 248 West 18th Street
PHILADELPHIA 2. .. .. ... .. 225 S. 15th Street
DALLAS V. ... .. ... 506 Tower Petroleum Bldg.

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

FILMS

PAPER o

REG u,5 Pa1 O7F
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: roducts of superior quality
. = - - ]
° A
® |
° | 1 4 |
. . . -
Dependable Du Pont films for television are approved and
L] . . , . .
widely used throughout the industry. They're especially suit-
° . . .
able for optimum pictorial and sound results.
[ ]
[
®
e FILM PURPOSE 16 MM 35 MM
®
° Py ,d. Picture Type 930-A—a rapid Type 904-B ('Supenior’ i) a panc hramali
p'-l . reversal panchro- flm for genersl exlanar and process back-
Prﬂductlﬂn matic film for high- ground work,
speed processing of Type 926-B (" Supctior’ 2) g panchromalic
TV shows, newsreels, film for general studio interor and externor
documentary sub- work .. combines fing gran with speed
jects. Type 927-B ("'Superioe 11 a panchi il
film of exeeptional speed for interior and
exterior work whare [ipht is imited
Any Du Pont Photo Products Department
representative will gladly give you com- Tele- Type 824-A—a fine- Type 824-B has zame characterisiics as
. . . E . grain, low -contrast Iype 524-A.
plete information about these films™ and transcription Pl Jisiewad oy
will assist you with any TV pictorial prob- and recording and high-
lem youmay hove. E. |. du Pont de Nemours Television i} low=rafiiidst
. TV release prints.
& Co. lInc.). Photo Products Department, Release Prints
Wilmington 98, Del.
ATLANTA 3. .. .. .. . . .. 1115 Condler Bldg.
BOSTON 10 . . ... ., ... ... 140 Federol Street

CHEMICALS

O08®es Ammiveracazyy
BETTER THINGS FOR 8ETTER LIVING . .. THROUGH CHEMISTRY
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current Film commorcials

i

Gas.. Gas., Gas..

How successfully the entertoinment “come-
on” of the animated cartoon can merge into
hard-selling live-action is illustrated by the
O-CEL-O TV spot commerciols produced by
SARRA. Here the spots get off to a gay
start with a singing duck who immediately
establishes product identification. A quick
transition into the “breathing action’ of the
cellulose sponge dissolves into a series of
product-in-use shots expertly blended to drive
home a strong brand impression.

The spotlight is on the highlights of gleam-
ing hair in this smoothly paced TV commer-
cial for Laco Castile Shampoo. In an aura
af elegonce, a strong competitive story is
hammered home by pointing up Laco's
“gentle action” on hair and scalp. An ex-
cellent example of power-packed selling
with taste and refinement.

Creating a “'storybook” mood with a
movie-style title is the approach far telling a
sales story for Mystik Cloth Tape. ““The
Torn Book”, one of a series of dramatic spots
produced by SARRA, quickly sets up a prob-
lem which the product selves in a twinkling.
Emphasis on human interest, through the use
of live-action sequences, sells Mystik for a
wide variety of uses. This film was given the
Chicago Federated Advertising Club’s Tenth
Apnua! Award for autstanding achievement.

This fast-paced 60-second spot apens with
a 20-second animated sequence of major gas
appliances in which a catchy jingle drives
home the message, “Every hour, every day,
you're glad it's gas' The animation then
merges smaothly into live-actian shats of a
graceful dancer moving from appliance to
appliance ond ends effectively with a jingle
tag reprise.

The skillful use of TV to tie in with a
magazine and store promotion is shown in
this 60-second spot. Its theme is "“On sum-
mer picnics good food tastes better with
Pabst Blue Ribbon Beer”. It is presented
through live-action sequences of a charming
shopper selecting purchases from Pabst's re-
lated selling display of picnic items followed
by appetizing clase-ups af beer with favorite
faods. A strong buy-it-now message goes
with the closing shot shown here. This spot,
which ties up with national summer advertis-
ing, is the first of o new series.

Far screenings and further information write the producers direct!
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AN ADVERTISING
DIRECTORY OF PRODUCERS
AND THEIR WORK

ADVERTISER
O-CEL-O, Inc.

AGENCY
Comstock & Company

PRODUCED BY
SARRA, INC.

NEW YORK: 200 EAST 56TH STREET
CHICAGO: 16 EAST ONTARIO STREET

ADVERTISER
Laco Products, Inc.

AGENCY
Vansant, Dugdale & Co., Inc.

PRODUCED BY

SARRA, INC.

NEW YORK: 200 EAST 56TH STREET
CHICAGO: 16 EAST ONTARIO STREET

ADVERTISER
Mystik Adhesive Products

AGENCY
George H. Hartman Cempany

PRODUCED BY
SARRA, INC.

NEW YORK: 200 EAST 56TH STREET
CHICAGO: 16 EAST ONTARIO STREET

ADVERTISER
East Ohia Gos Company of Cleveland

AGENCY
Ketchum, MacLeod & Grove, Inc.

PRODUCED BY
SARRA, INC.

NEW YORK: 200 EAST 56TH STREET
CHICAGO: 16 EAST ONTARIO STREET

ADVERTISER
Pabst Sales Ca.

AGENCY
Warwick & Legler, Inc,

PRODUCED BY
SARRA, INC.

NEW YORK: 200 EAST 56TH STREET
CHICAGO: 16 EAST ONTARIO STREET
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ADVERTISER

Muriel Cigars
This is the seventh picture in the Muriel AGENCY
Cigar series. Muriel, one of the most popu- Lennen & Mitchell, Inc.
lar characters on TV, continues to lure her
audience with her throaty-voiced “Pick me PRODUCED BY

and smok me time.” .
P € me some time Shamus Culhane Productions, Inc.
207 EAST 37TH STREET, NEW YORK 16

MUrray Hill 2-8243

ADVERTISER
Lilt Home Permanent

AGENCY

Hard sell is skillfully concealed in amusing Biow Company

dialogue between a harassed angel and a
calm Mother Nature who believes in the PROBUCED BY
effectiveness of Lilt. )
Shamus Culhane Productions, Inc.
207 EAST 37TH STREET, NEW YOQRK 16

MUrray Hill 2-8243

ADVERTISER
Campbell Soup Company
A charming takeoff in the best operatic AGENCY
tradition, with a large chorus, crowd shets Ward Wheelock Agency
and striking set design. Dane in humorous,
bravura style. PRODUCED BY
Shamus Culhane Productions, Inc.
207 EAST 37TH STREET, NEW YORK 16
MUrroy Hill 2-8243
ADVERTISER
Vaseline Hair Tonic
Strumming tolk music, this singing cowboy AGENCY N
rides his range with a bottle of Yaseline Hair Cayton Advertising

Tonic for a guitar. His sprightly pony comes

in for the hot licks. PRODUCED BY

Shamus Culhane Productions, Inc.
207 EAST 37TH STREET, NEW YORK 16
MUrroy Hill 2-8243

ADVERTISER
Rinso
AGENCY
Once again the delightful Rinsa birds ap- Ruthrauff & Ryan
pear in a series of 20 sec. spots. Baby bird
manfully tries ta help his mother with the PRODUCED BY
laundry.

Shamus Culhane Productions, Inc.
207 EAST 37TH STREET, NEW YORK 16
MUrray Hill 2-8243

For screenings and further infarmation write the praducers direct!
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JOHNSONE

The CBS “Eye,” familiar symbol of CBS
Television, is brought to life in 4V2-second
system-identificotion spots and 20-secand
program-promotion trailers-——produced by In-
formation Productions for CBS. An example
of the versatility of this new film organization.

The odvertising know-how of Foote, Cone
& Belding and technical perfection of RKO-
PATHE hove combined to moke these three
1-minute and ten 20-second commercials
with Dave Garroway for Dial Scap, some of
the most unusuol ever seen on television. We
think you'll agree. Watch for them!

Toke on excellent product like Johnson
Wax Beautiflor. Endow its demonstration on
film with expert lighting, perfectionist camera
work ond direction and masterful over-all film
technique and you hove a winning combina-
tion that sells and sells and sells Beautifior
for Johnson. One of four spots for Beautiflor
in o group of thirty for Johnson products.

The Esso Servicemon performs the “gunk”
test in this recent NSS Film Commercial. The
“gunky” consistency of used oil is shown,
and the use of Esso Motor Cleaner is demon-
strated.  Innumerable technical problems
were overcame . . . ond on effective demon-
stration of a difficult laboratory test . . .
presented with dromatic clarity...was pro-
duced by National Screen Service.

Tom Kelley’s direction ond iltustrative pho-
tography, backed by yeors of experience for
leading odvertisers of natianal importance is
once again brought to the fore in these one
minute commercials introducing Qil of Cologne
for "4711”. They pack a wallap and
glamour is portrayed in on elegant manner.
These spots, among his many, show why
Tom Kelley’s Hollywoad Studia is so rapidly
gaining national fame and recognition in this
new medium of TV commerciols.

For screenings and further infarmotion write the producers direct!
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SPONSOR
CBS Television

PRODUCED BY

INFORMATION PRODUCTIONS, INC.
5 EAST 57TH STREET, NEW YORK 22, N, Y,
ELdorodo 5-1722

ADVERTISER
Armour & Company

AGENCY
Foote, Cone & Belding
PRODUCED BY
RKO-PATHE, INC.

625 MADISON AVENUE, NEW YORK 22, N, Y.
Pl.aza 9-3600

ADVERTISER
S. C. Johnson and Son, Inc.

AGENCY
Needham, Louis and Brorby, Inc.
PRODUCED BY
RKO-PATHE, INC.

625 MADISON AVENUE, NEW YORK 22, N. Y.
PLaza 9-3600

ADVERTISER
Esso Standard Qil Company

AGENCY
Marschalk & Pratt Company

PRODUCED BY

NATIONAL SCREEN SERVICE

1600 BROADWAY, NEW YORK, N. Y,
Clrcle 6-5700

ADVERTISER
Lee Pharmacal Company

AGENCY
Miltan Weinberg Agency

PRODUCED BY

TOM KELLEY STUDIOS

736 NORTH SEWARD ST., LOS ANGELES 38
GRanite 6831
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SYNDICATED FILM COSTS
MARKET-BY-MARKET ESTIMATES

‘ All-
Amerlcan
Game
MARKET —30
Albuquerque $146.
Ames-DesMcines 300.
Atlanta 450.
Baltimere 575.
Binghamton 300.
Birmingham 268.
Bloomington—Ind. 375.
Boston 1,031.
Buffalo 525.
Charlotte 375.
Chicago 998,
Cincinnati 600.
Cleveland 600.
Columbus 488,
Dallas—F't. Wth. 350.
Davenport | 225,
Dayton 516.
Deiroit ' 1013
Erie 375.
Grand Rapids 375.
Greensboro 338.
Houston 450.
Huntington 270.
Indianapolis 450.
Jacksonville 300.
Johnstown 413,
Kalamazoo 375.
Kansas City 450.
Lancaster 488.
Lansing 356.
Los Angeles 914,
Louisville 394.
Mermphis 469.
Miami 450. |
Milwaukee 600.
Minn.-St. Paul 638.
Nashville 263.
New Haven | 495.
New Orleans 300.
New York 1,975,
Norfolk 350.
Oklahoma City | 375.
Omaha 334.
Philadelphia 1.125.
Phoenix | 300.
Pittsburgh 750.
Providence 563.
Richmond 450.
Rochester 450.
Salt Lake City 300.
San Antonio 300.
San Diego 375,
San Francisco il 525.
Schenectady 469.
Seattle 413.
St. Louis 713,
Syracuse ‘ 413.
Toledo 450.
Tulsa 375.
Ttica 300.
Washington 450.
Wilmington ” 356.

Saul J. Turell
Pres., Sterling TV

|
Blg |Dangerous| Forelgn ‘ | Holly- Madison
Game Assign- In- Gene Gruen wood Square
Huont ment trigue Autry | Thealre Offbeat | Garden
—26 —30 —30 —30 —30 —26 —30
100 75 115.83 175 117 75 100
110 110 188.10 175 240 150 100
300 225 313.50 250 390 325 |
300 405 315 425 | 175
125 120 175 195 150 100
150 100 188.10 175 180 175
110 65 109.73 175 120 100 100
350 565 900 600 350
200 340 363.00 400 420 350
110 110 188,10 175 | 240 150 110
700 1000 675 975 i
350 340 383 500
500 475 500 360 525 200
250 225 304 250
200 215 250.80 225 240 300
110 110 175 135 125 100
150 225 250 338 250
495 660 750 350
100 205 313.50 250 300 175 150
110 135 250 300 125
110 110 198.00 175 240 150 110
200 145 250 300 300 150
110 130 188.10 175 216 150
150 250 300.96 288 300
150 110 180.10 175 133 150 110
110 145 326.70 250 270 175 150
110 145 250.80 250 300 150
175 250 297.00 225 330 375 175
110 205 250 360 200 150
100 110 178.20 175 255 150 100
1000 675 1000 350
150 145 225 225 300
135 205 344.85 248 275 150
125 135 250 330 200 150
225 340 429.00 382 480 350 175
175 295 382 360 450 175
110 80 188.10 175 180 200 100
135 315 400 396 250 175
135 135 250 180 200
750 2000 1688 1775 850
110 145 250 280 200 150
125 145 313.50 250 225 225 135
135 145 219.45 250 240 250
400 1000 675 675 350
110 90 175 180 125 100
250 405 400 360 500 175
135 250 225 450 275 175
175 145 297.00 250 300 250 150
150 215 313.50 250 270 290 150
135 90 178.20 175 180 150 100
150 110 264.00 250 240 175
150 205 250 240 200 150
325 270 270 350
175 295 400 300 300
200 205 225 225 250 150
200 385 383 475 300
150 225 267.30 250 203 290
150 225 313.50 250 300 200
110 145 250.80 250 300 175 150
125 100 163.35 250 225 190 100
350 340 270 350 175
125 145 237.60 250 ‘ 285 175 150
{Continued from page 31)
NEED TO CENTRALIZE
SYNDICATION: TURELL
Saul J. Turell, 32-year-old

Television Magazine e July 1952

president of Sterling Television,
which syndicates over 3,000 films,
and has grossed ‘‘just under” $1,-
000,000 in 12 months, reports:
“There are several fallacies in
TV film distribution. One is the
fallacy of time. Since there are
109 TV stations in the U. 5., we
film men need centralization of
our selling. Clearly, the station
film director can’t see more sales-
men peddling film than he has
customers. There’s such a press
for time, that one of the producers
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Wash-
Speed Sporis- | inglon Wrestling
Classics | Scholar Spol- from
—25 — 5 ‘ light Hwd-60,90

150 125 | 25 20 100
150 200 30 40 100
200 250 86 |

250 275 100 | 110 150
150 175 | 35 | 35 100
150 200 | 50 100
150 150 25 30 100
350 400 125 170

250 250 80 125
150 225 40 65 100
350 540 222 300
250 275 90 119

300 300 125 115

200 250 65 92 100
150 250 90 125
150 | 200 30 ’

200 250 65 75 125
300 400 125 204 200
150 200 40 30 100
150 200 33 60 | 100
150 200 30 40 |

150 225 45 85 100
150 175 30 35 | 100
200 250 | 5 125
150 175 30 30 100
150 250 | 50 125
150 175 35 60 100
200 250 | 50 98 125
200 250 55 60

150 175 30 l 40 100
350 600 170

130 225 55 | 80

150 225 50 | 79 100
150 200 | a0 125
250 250 85 80 125
200 250 85 | 126 125
150 175 25

200 250 | 65 75 125
150 200 40 125
350 900 400 260 400
150 200 40 50

200 | 225 | 55 100
150 225 45 | 19 100
350 460 125 170

150 175 30 50 100
250 275 | 8 | 80 150
200 250 65 80

150 225 45 40

150 225 70 100
150 175 40

150 175 40 100
150 250 50 100
200 250 70 a5 125
250 250 65 60 125
200 225 66 100
250 275 138 150
200 250 50 60 125
200 250 60 125
130 | 225 45 50 100
150 175 35 100
250 250 90 100 125
159 200 I 45 | 40 100

for whom we
salesman for
firm.

“Another 1s the fallacy of the
cycle. I feel the mystery story has
reached its peak: I Love Lucy-type
comedy will be popular until imi-
tators overflood the market. Today
the market is ripe for adventure
films with a piquant dash of
characterization.

distribute is actually
another distribution

“We feel people not only can
take an indefinite amount of film,
but never tire of the same film, if
it's good. One of ours, Sandy, has
been shown in N.Y. alone 37 times,
and the stations obviously are
happy with it.”

63
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‘1 wouldn’t give up our
trust fund for $5,000,000”

By James Caesar Petrillo, Pres., AFM

AM strictly against those who

are urging the killing off of the
5 per cent royalty formula on tele-
vision films.

I have been questioned by mem-
bers of Los Angeles Local 47, able
labor leaders, who are more con-
cerned with film and television em-
ployment than any other local of
the Federation.

They said they were being be-
sought by high-earning members
of the local to seek repeal of the
royalty formula established some
15 months ago by the Federation.

These are chiefly the guys who
used to make $800 a.week and who
now are down to $500 a week.
They are claiming the formula is
economically unsound; that it is
killing employment of musicians.
We don’t claim this formula is per-
fect; but so far no one has come
along with anything better for us.

I recently had a meeting in
Hollywood to discuss this subject.
It developed that the employers—

T the present time, production

of films for TV accounts for

approximately 25 per cent of the

employment of the members of our
local unions in Hollywood.

These members include studio

mechanics, carpenters, property-
men, grips, electricians, laborers,
utility workers, scenic artists, art
craftsmen, cartoonists, make-up
artists, hair stylists, cameramen,
sound technicians, film editors,
laboratory technicians, first-aid
employes and workers in various
other categories—in short, most of
the technical personnel behind the
scenes. All told, we have about

64

who objected to the royally ba-ix
and were claiming larger employ-
ment for musicians if it were abro-
gated—failed to come up with an
offer of even one more piano
player.

There is now about $186,000 in
the second trust fund created by
the 5 per cent formula. Disburse-
ment of this money, for free public
music under trust fund auspices,
will begin next January.

I reject flatly an informal pro-
posal, contained in a letter spon-
sored by some members of Local
47, to substitute a fixed fee for the
royalty principle.

You can't build these things
overnight. We are trying to create
something that we can pass along
to the next generation, too.

Television is motion pictures all
over again. But so far, we know
little about where it is going. In-
dustry leaders, who are investing
millions in it, do not profess to
know exactly where they are going.

Do you think these critics of the

royalty plan know then? Well,
we're not going where they want
us to go.

I wouldn’t give up the trust fund
principle if it meant $5,000,000
more in employment to Hollywood
musicians. What we’re battling for
i1s a principle that will help all
musicians, not just a few.

““We play no favorites with
TV or theatrical film men”

By Richard F. Walsh, Pres., IATSE

15,000 film production workers in
Hollywood, and thousands of
others similarly employed in New
York and elsewhere.

In addition to the fact that many
of our film production workers al-
ready are dependent on TV, there
is every indication that this de-
pendence will sharply increase in
the future. Today the total vol-
ume of telecasts is quite divided
between film and live shows; but
there is every indication that films
will constitute a large part of all
programs as time goes on.

Because of these facts, we natu-
rally are doing everything possible
to protect our members in the tele-
vision film field. Last winter, in
Hollywood, our local unions went
through a series of tough bargain-
ing sessions with a new association
composed of the 10 largest televi-
sion film producers. These em-
ployers were very reluctant to
grant the same wage scales and
working conditions that we had
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obtained from the long-established
moving picture producers. Finally,
it was necessary to withhold the
services of our members in order
to enforce the 1.A.T.S.E. demands.
Fortunately, a satisfactory agree-
ment was reached after a work
stoppage of only a single hour.

Besides protecting the members
in these negotiations, we were
also motivated by a sense of fair
play toward the producers, dis-
tributors and exhibitors of the-
atrical films. They are the em-
ployers of a large majority of our
members; and they have been
having quite a competitive strug-
gle with television. As workers in
both fields, we try to play ne
favorites in that struggle. But
since the film-making technigques
are identical——and since identical
levels of proficiency are required—
we have sought to avoid giving
either group of employers a com-
petitive advantage so far as labor
costs are concerned.

Television Magazine ¢ July 1952
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