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More thon 30 yeors of experience in putting Showmonship on film
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More than 30 years of experience in putting Showmanship on film 

has given us the ^Know-How"... the extensive facilities.. .and the 

expert craftsmen to do the fine professional job your TV film 

commercials demand! 

Write, wire or phone today . . . and let us turn your next TV film 

commercial into a sure-fire television salesman! 

NATIONAL SCREEN SERVICE • 1600 BROADWAY, NEW YORK 19, N.Y. 
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"Live artist" tluality is a characteristic of the new
RCA Victor "Personal" radio, one of the most comDact ever built.

IrL Ll

Tune in this RCA Victor "Personal" radio

-no bigger than a book. Out pour the
full tones of any orchestra-so full of
"living presence"-that it's like holding
a band in your hand.

This compact instrument glows directly
from basic research conducted at RCA
Laboratories. Scientists and engineers here
perfected highly efficient circuits and elec-
tron tubps-powered by compact RCA
Batteries. Its built-in antenna gives penk
performance anywhere-at home or "on the

See the comDact new RCA Victor
"Personal" iadio today. Nlodel
B4ll-now on display at your local
RCA Victor dealer's.

RtDtO CORPOR.AT]Otr of AfrTERtCA
Wor/d Leader in Radrb - Frsf n Te/errsrbn

t/o'rLt/.'o"Lo,^t"

road." Its mininture loudspetrker offers ffne
acoustical perfolmance in a minimum of
space.

Development of this handsome portable
radio, weighing less than 4 pounds, is another
example of RCA research and engineering at
work for you. Resultr a totally new satisfaction
from a srnall "Personal" radio.

**{.
See thc lqtest oonclers of radio, teleaision and, clec-
ttonics at RCA Exhibition Hall, 36 West 49th Street.
N. Y. Arlmission is free. Radio Corporution of America,
RCA Building, Radio City, Neu York 20, N.l.
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"Live artist" quality is a characteristic of the new 
HCA Victor "Personal" radio, one of the most compact ever built. 
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Tune in this RCA Victor "Personal" radio 
—no bigger than a book. Out pour the 
full tones of any orchestra—so full of 
"living presence"—that it's like holding 
a band in your hand. 

This compact instrument grows directly 
from basic research conducted at RCA 
Laboratories. Scientists and engineers here 
perfected highly efficient circuits and elec- 
tron tubes—powered by compact RCA 
Batteries. Its built-in antenna gives peak 
performance anywhere—at home or "on the 

road." Its miniature loudspeaker offers fine 
acoustical performance in a minimum of 
space. 

Development of this handsome portable 
radio, weighing less than 4 pounds, is another 
example of RCA research and engineering at 
work for you. Result: a totally new satisfaction 
from a small "Personal" radio. 

See the latest wonders of radio, television and elec- 
tronics at RCA Exhibition Hall, 36 West 49th Street, 
N. Y. Admission is free. Radio Corporation of America, 
RCA Building, Radio City, New York 20, N. Y. 
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See the compact new RCA Victor 
"Personal" radio today. Model 
B411—now on display at your local 
RCA Victor dealer's. 

COnt»Oi*JtTfOM o-F 

IVor/c/ Leac/er /n — T^/rsf- in Ye/ew's/on 
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ffiffiWffiffi
Beyond cnything
we ever thoughl

These are the rich Central New York counties from which most of
the 2500 letters were received during the first three weeks of the
Kay Russell Show (Monday through Friday, 2:30 p.m.).

WSYR-TV'S antenna is 1,636 feet above sea level -704feet higher than any other station in our area. lt can "see" great
distances, and 23,500 watts video and 12,500 watts audio assure
clear, steady pictures and sound over an area far in excess of "nor-
mal" TV coverage.

If you want to sell a great number of Central |.{sq,' !e1ft615-
do your selling on WSYR-TV.

casE,
Chonnel 5

NBC Affiliate. \(/SYR-AM-FM-TV
tbe ONLY Cornplete Broadcast Institution in Central Neut York

Headley-Reed, National Representatives
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from which Mail Was Sent 

to the Kay Russell Show 
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These are the rich Central New York counties from which most of 
the 2500 letters were received during the first three weeks of the 
Kay Russell Show (Monday through Fi ..lay, 2:30 p.m.). 

WSYR-TV'S antenna is 1,636 feet above sea level — 704 
feet higher than any other station in our area. It can "see" great 
distances, and 23,500 watts video and 12,500 watts audio assure 
clear, steady pictures and sound over an area far in excess of "nor- 
mal" TV coverage. 

If you want to sell a great number of Central New Yorkers — 
do your selling on WS\ R-TV. 

ACUSE 

Channel 5 

NBC Affiliate' WSYE-AM-FM-TV 

the ONLY Complete Broadcast Institution in Central New York 

Headley-Reed, National Representatives 
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DEMAND FOR VIDEO FILMS 
'NCREAS'NGBy Robert M. Poskow, Film Director, WATV, Nework

FILM OFFERS TY DR.AMA ADDED IMPACT, REALISM
By Everett Crosby, President, Bing Crosby Enterprises

T E LEV ISION STTT,ONS' F ILM DEP ARTA,TENTS

PRllvlER FOR TV FlLlvl COMIVIERCIAL PRODUCTION
By Jud Kinberg, Compbell-Ewald Co., Inc. . .

SYND'CATED FILMS PROVE GOOD ADYERT'S'NG BUY
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6'For tod,ay und

o'For tod,ay and Jor the Juture; Jor yourseff and Jor your country; the
PayroII Saoings Plan is a thoroughly American plan. By helping ourseloes
through sauings use maintain and extend indiaid,ual independ.ence and
help our country prescrl)e its Jreedom, Thousands at American-Standard
are carrying Joru,ard this sound, American tradition oJ national-help
through selJ-help."

". . . national-help through sel{-help"-that's the Payroll
Savings Plan !

Introduced in 1941 and ofiered to millions of employees
by alert managements. the Payroll Savings Plan has given
employed men and women an easy, automatic way to build
financial independence, save for a home, educate their chil-
dren and gain many benefits that can be acquired only by
thrift. It has built up a tremendous reserve of purchasing
power: today. Americans hold more than $58 billion in
U. S. Savings Bonds. It has helped to provide cash to retire
maturing Savings Bond issues and pay ofi $6 billion in
bankheld debt. It is one of our strongest checks on infla-
tionary tendencies.

In these critical days, when "Defense is Everybody's
Job" the Payroll Savings Plan is up front with America's
defenders. Month after month, in upwards o{ 21,000 com-
panies, more than 8,000,000 men and women are building
a bulwark of thrift dollars. In January. f951. 3.587"000

The U. S. Goaernment d,oes not pay Jor this adaertising. The Treasury De-
partnlent thanks, Jor their patriotic donation, the Ad,uertising Council anil

fo, the future. . ."

IHBODOND B. MUBII,BR
President, American Radiator

and Standard Sanitary Company

$25 Defense Bonds and 1,028,000 $50 Defense Bonds were
purchased-the majority by serious savers on the Payroll
Savings Plan.

Management is doing its part-in a big way. Hundreds of
companies, large and small, are reinstating the Payroll
Savings Plan or vitalizing the existing plan by a person-to-
person canvass that puts a Payroll Savings Application
Blank in the hands of every employee. No pressure is ex-
erted-or needed. In Mr. Mueller's American-Standard
plants, for example, the person-to-person canvass added
7,800 more employees to the plan that protects.

If your company does not have a Payroll Savings Plan
. or if vou have not made a person-to-person canvassorify not made a person-to-person canvass

'ire or write to Savines Bond Division.Division,recently . . . phone, wire or write to Savings
U. S. Treasury Department, Suite 700. Wa
ing, Washington,

ry Department, Suite 700, Washington Build-
rton. D. C. Your State Director will be sladwill be glad

to help you.

TELEYISER
TELEVISER

ir 

"For today and 

for the J iture... 
55 

THEODORE E. MI ELLER 
President, American Radiator 

and Standard Sanitary Company 

"For today and for the future; for yourself and for your country; the 
Payroll Savings Plan is a thoroughly American plan. By helping ourselves 
through sa&ngs we maintain and extend individual independence and 
help our country preserve its freedom. Thousands at American-Standard 
are carrying forward this sound American tradition of national-help 
through self-help." 

. . national-help through self-help"—that's the Payroll 
Savings Plan! 

Introduced in 1941 and offered to millions of employees 
by alert managements, the Payroll Savings Plan has given 
employed men and women an easy, automatic way to build 
financial independence, save for a home, educate their chil- 
dren and gain many benefits that can be acquired only by 
thrift. It has built up a tremendous reserve of purchasing 
power: today, Americans hold more than $58 billion in 
U. S. Savings Bonds. It has helped to provide cash to retire 
maturing Savings Bond issues and pay off $6 billion in 
bankheld debt. It is one of our strongest checks on infla- 
tionary tendencies. 

In these critical days, when "Defense is Everybody's 
Job" the Payroll Savings Plan is up front with America's 
defenders. Month after month, in upwards of 21,000 com- 
panies, more than 8,000,000 men and women are building 
a bulwark of thrift dollars. In January, 1951, 3,587,000 

$25 Defense Bonds and 1,028,000 $50 Defense Bonds were 
purchased—the majority by serious savers on the Payroll 
Savings Plan. 

Management is doing its part—in a big way. Hundreds of 
companies, large and small, are reinstating the Payroll 
Savings Plan or vitalizing the existing plan by a person-to- 
person canvass that puts a Payroll Savings Application 
Blank in the hands of every employee. No pressure is ex- 
erted—or needed. In Mr. Mueller's American-Standard 
plants, for example, the person-to-person canvass added 
7,800 more employees to the plan that protects. 

If your company does not have a Payroll Savings Plan 
... or if you have not made a person-to-person canvass 
recently ... phone, wire or write to Savings Bond Division, 
U. S. Treasury Department, Suite 700, Washington Build- 
ing, Washington, D. C. Your State Director will be glad 
to help you. 

The U. S. Government does not pay for this advertising. The Treasury De- 
partment thanks, for their patriotic donation, the Advertising Council and 
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Where

TELEVISION

WORKSHOP
Alumni Are f*ployed

Adoms, George
Studio Techician, V,IOR-TY, New York

Aldrich, Howord
FreeJonce Script-W riter ("Suspense" )

Algie, Jcmes
Filn Dept., WPIX, N. Y.

Allen, D.
WPIX, Nev York

Allen, John R.

TV Director, Lever Bros., New York

Amodeo, Anthony
Studio Technician, rl,llZ-TV, New York

Andre, Edword
Ass't Technician, WABD, New York

Andrews, George
Camercman, WSM-TV, Noshvi/le

Andrews, Ted
Ass't Technicion, WABD, New York

Armstrong, Joseph
Prcsident, l. Armstrong & Co. (Television
Commerciols), New York

Boiley, B. O.
Comercman, W NBF-TV, Binghomton

Becker, Vernon
Milverne Productions, New York

Behor, Joseph
Cameroman, WPTZ, Philodelphio

Berkonpos, Alfred
Ass't. Director, WOR-IV, New York

Berkovitz, Simon
Light Mon, WNBT, New Yo*

Bermon, Dove
Assistont Director, WABD, New York

Bernstein, Bob
Studio Technician, WIZ-TV, N. Y.

Bielcik, Henry
Comercmon, WJZ-TV, N. Y.

Block, Horry
Progrcm Mgr., WXEL-TY, Clevelond, O.

Blockstone, Milton
Executive Producer, Tele-Attructions, N. Y.

JUNE, I95I

Bonnell. Som
Feotired ployer on "Philco Palyhouse'-'.
(.NBC-TVi, "'Pulitter Prize Ploylhusd'
(ABC-TV), "Lux Yideo Theote/' (CBS-

TV), "T-lAen in Action" (NBC-TV)'
"hlen Against Crime" (CBS-TV), etc.

Borden, Mickey
Director, W|AR-TV, Providence, R. I.

Brodley, Williom
Floor Mgr., "We, The People," New York

Brontley, Linwood
Studio Technicion, Y,lABD, New York

Briecin, Stonley
Film Dept., WATY, Nework

Brinley, Ed
Comerdmon, WOE, San Antonio

Brodley, Sheldon
Comeromon, \NXYZ, Detrcit

Brooks, Vernon
TV Coodinotor, WGN-TV, Chicogo

Cooper, Peter
Re porter, Showbusiness

Cooper, Sheldon
Director, WGN-TV, Chicogo

Cox, Koydo B.
Chorlis Rogers Productions, Nerv Yorft

Croig, Eugene
WCBS-TV, New York

Cromwell, Victor
Comenmon, WCBS-IY, N. Y.

Dovis, Don
Comm'l Supenisor, Television Cortoons

Dempsey, George F.

l{anoger TV Dept., Havley School ol
Television, Bridgeport, Conn.

De Stonick, Steve
Comercman, WPIX, New York

Diomond, Alon
Ass't. Technicion, CBS-TY, New York

Diomond, Vernon
Dircctor, CBS-TV, New Yorft

Dickson, Thomos
Comeroman, V,/ PT Z, Philadel phia

Di Fronco, Fronk
Producer-Director, "AIIen Dole Show"
(cBs-Tv)

"Richord Hoyes Show" (Dumont)
"You're On Your Own" (Dumont)

Dillon, Seon
Prod'n Supenisor, Trcns-American, N. Y.

Di Lonordo, Hugo
Filn Dept., WJZ-TV, New York

Di Solvo, Andrew
Assrstont Director, New York

Doron, Richord A.
Pothe Lob. Industries, lnc.

Dyson, Fronklin W.
Dyson & Turner Productions, N. Y.

Egcn, Mortin
Producer-Director, W AF M-TY, Birminghom

(Continued on next OoO")-+,
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Chodbourne, Ethelmoe
Prcd. Dept., WCBS-TV, N. Y.

Choiet, L. Comeron
TV Dept., Hyperion Films

Chopmon, Richord
Floor Monoger, KRLD-TV, Dollas, Texos

Christenberry, George
TV Director, N. W. Ayre Sons Co., N. Y.

Cinoder, Robert
Editor, Ross Television Reports, N. Y.

Cilurzo, Vincent
Comermon, WIZ-TV, New York

Cohen, Gilbert
Film Dept., WJZ-TV, New York

Cohen, Som
Yideo Recoding, WIZ-TY, New York '

Comc, Fred
Comeraman, KOTV, Tulso, Okla.

Condit, Worren
Lishtins, NBC, N. Y.

Conrod, Edwin
WTCN-TY, Minneapolis

Cook, Mory
Prcd'n Ass't., WNBS, Colunbus

E
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Where 

TELEVISION 

WORKSHOP 

Alumm Are Employed 

 A 
Adams, George 

Studio Techician, WOR-TV, New York 
Aldrich, Howard 

Free-lance Script-Writer ("Suspense") 
Algie, James 

Film Dept., WPIX, N. Y. 
Allen, D. 

WPIX, New York 
Allen, John R. 

TV Director, Lever Bros., New York 
Amodeo, Anthony 

Studio Technician, WJZ-TV, New York 
Andre, Edward 

Ass'f Technician, WABD, New York 
Andrews, George 

Cameraman, WSM-TV, Nashville 
Andrews, Ted 

Ass'f Technician, WABD, New York 
Armstrong, Joseph 

President, J. Armstrong & Co. (Television 
Commercials), New York 

 B   

Bailey, B. 0 
Cameraman, WNBF-TV, Binghamton 

Becker, Vernon 
Milverne Productions, New York 

Behar, Joseph 
Cameraman, WPTZ, Philadelphia 

Berkonpas, Alfred 
Ass'f Director, WOR-TV, New York 

Berkowitz, Simon 
Light Man, WNBT, New York 

Berman, Dave 
Assistant Director, WABD, New York 

Bernstein, Bob 
Studio Technician, WJZ TV, N. Y. 

Bielcik, Henry 
Cameraman, WJZ TV, N Y. 

Black, Harry 
Program Mgr., WXEL TV, Cleveland, O. 

dlackstone, Milton 
Executive Producer, Tele-Attractions, N. Y. 

JUNE, 1951 

Bonnell, Sam 
Featured player on "Philco Palyhouse 
(NBC-TV), '"Pulitzer Prize Playhouse" 
(ABC-TV), "Lux Video Theater" (CBS- 
TV), "T-Men in ac.ion" (NBC-TV), 
"Men Against Crime" (CBS-TV), etc. 

Borden, Mickey 
Director, WJAR-TV, Providence, R. I. 

Bradley, William 
Floor Mgr., "We, The People," New York 

Brantley, Linwood 
Studio Technician, WABD, New York 

Briecin, Stanley 
Film Dept., WATV, Newark 

Brinley, Ed 
Cameraman, WOIC, San Antonio 

Bradley, Sheldon 
Cameraman, WXYZ, Detroit 

Brooks, Vernon 
TV Coordinator, WGN-TV, Chicago 

 c   

Chadbourne, Ethelmae 
Prod. Dept., WCBS-TV, N. Y. 

Chaiet, L. Cameron 
TV Dept., Hyperion Films 

Chapman, Richard 
Floor Manager, KRLD-TV, Dallas, Texas 

Christenberry, George 
TV Director, N W. Ayre Sons Co., N. Y. 

Cinader, Robert 
Editor, Ross Television Reports, N. Y. 

Cilurzo, Vincent 
Cornerman, WJZ-TV, New York 

Cohen, Gilbert 
Film Dent., WJZ-TV, New York 

Cohen, Sam 
Video Recording, WJZ-TV, New York 

Coma, Fred 
Cameraman, KOTV, Tulsa, Okla. 

Condit, Warren 
Lighting, NBC, N. Y. 

Conrad, Edwin 
WTCN-TV, Minneapolis 

Cook, Mary 
Prod'n Ass'f., WNBS, Columbus 

Cooper, Peter 
Reporter, Showbusiness 

Cooper, Sheldon 
Director, WGN-TV, Chicago 

Cox, Kayda B. 
Charles Rogers Productions, New York 

Craig, Eugene 
WCBS-TV, New York 

Cromwell, Victor 
Cameraman, WCBS-TV, N. Y. 

  D — 
Davis, Don 

Comm'l Supervisor, Television Cartoons 
Dempsey, George F. 

Manager TV Dept., Hawley School of 
Television, Bridgeport, Conn. 

De Sfanick, Steve 
Cameraman, WPIX, New York 

Diamond, Alan 
Ass'f. Technician, CBS-TV, New York 

Diamond, Vernon 
Director, CBS-TV, New York 

Dickson, Thomas 
Cameraman, WPTZ, Philadelphia 

Di Franco, Frank 
Producer-Director, "Allen Dale Show" 
(CBS-TV) 

"Richard Hayes Show" (Dumont) 
"You're On Your Own" (Dumont) 

Dillon, Sean 
Prod'n Supervisor, Trans-American, N. Y. 

Di Lonardo, Hugo 
Film Dept., WJZ-TV, New York 

Di Salvo, Andrew 
Assistant Director, New York 

Doran, Richard A. 
Pathe Lab. Industries, Inc. 

Dyson, Franklin W. 
Dyson & Turner Productions, N. Y. 

  E   
Egan, Martin 

Producer-Director, WAFM-TV, Birmingham 

(Continued on next page) 
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T.V. Alumni

Elgort, Som
Studio Technician, WJZ-TV, N. y.

Elliffe, Glorio
TV Dept., 20th Century-Fox, New York

Elliot, Borry
Prod'n Ass't, WABD, N. Y.

Epstein, Alfred
Comeromon, WJZ-TV, New York

F
Foviono, Fred

TV Dept., World Wide Adv. Corp., N. Y.
Fielding, Wilbrod

Canadion , Brcadcasting Co., TV Dept.,
Toronto, Conado

Fisher, Judith
Ass't Dircctor, TV Dept., Maxwell Sacheim

Fleischmon, Russell
Operotions Dept., W|Z-TV, N. Y.

Fglino, So.lvctore

lCameramon, WJZ-TV, New York
Flster, Al

Ass't. Cutter, fele-News, Inc., New york
Fronklin, Ben

Cameroman, WNBT, New York
Frozer, Mory

Free-lonce "Tele-Stylist',, New york
Freedmon, Jerry

Director, Willion Morris Agency, New york
Freedmon, Myron

Comeroman, W|Z-TV, N. Y.
Friedmon, Jock

Television Ass't, WIZ-|V, New york
Fusco, M. C.

Cameromon, WKTV, l|tica

G
Gorris, Sid

WIEL, Sprinslield
Gibbs, Fronk

.Heinemon, George
Operotions Director, Midwest Division,
NBC-TV, Chicogo

Hellmon, Gordon
Soles Presentotions Mgr., WCBS-TV

Henning, Edword
Remote Comeraman, WPIX, N. Y.

Hertzfeld, Helene
Production Ass't., YIGN-TY, Chicogo

Hess, Stonley
TV Dept., Wosser, Koy & Philips, Pitts-
burgh, Po.

Hinckley, Horry
Pub. Relotions, WPIX, N. Y.

Hoffmon, Horold
Cdmeromon, WCBS-TV, New York

Hoffmon, Williom
Senior Director, WLW-C, Columbus, O.

Hollenbeck, Williom
Prcd'n Director, KGO-TV, Son Frcncisco

Holmes, J.
Studio Technicion, Y,lIZ-TV, N. Y.

Houston, Morie
TV Writer, N. W. Ayer Sons Co., N. Y.

Hutchinson, John
Senior Producer, WBEN-TV, Buflolo

ldelbrondo, John
Technicol Director, W NBF-TV, Binghomton

Itkin, Williom
Lighting Technicion, WIZ-TV, New York

Jockson, Richord
Dircctot ol Remotes, WAVE-TV, Louisville

Jocober, Jomes
WOR-TV, New York

Jocober, Wcrren
Senior Dircctor, WNBI, N. Y.

Joeger, Andrew P.

Film Director, Dumont Network
Joson, Jock

Mgr., TV Dept., Spotlight Agency, N. Y.
Jcver, Bob

Ass't Comm. M$' WPTZ, Philodelphio
Jenkins, Al

fY Reor-Screen Projection Development
Div., Trons-Lux Corp., Nev York

Johnson, Arthur
Studio Technicion, W JZ-TV

Junghous, Mox
Comeroman, WJZ-TV, New York

Kominsky, Bert
Comeraman, WABD, New York

Koufmon, Fred
Instructor, Twin City Tele Lobs., Minne-
opolis

Kent, Hol
Announcer, V'IGBS, Mioni, Flo.

Klein, Jerry
Video Recording, WJZ-TV, New York

Krushcnsky, lrwin
WNBF-TV, Binghomton, N. Y.

Kuepper, Alon
Free-lance tMriter, "Lux Video Theatre"
rcBS-TV)

Lo Froscio, Fronk
Comercman, WPIX, New York

Locey, Bill
Comeramon, V{ABD, New Yo*

Lonq, Morley R
Siudio Tethnicidn, W|Z-TV, N. Y.

Lorson, Rondoll
Film Director, WNBS, Columbus

Lotone, Jomes
Film Deportment, VIATV, Nework, N' J.

Lee, Fronk E.

TV Instructor, Woodward College, Los
Angeles

Lee, Jerry
Comeromon, WDTY, Pittsburgh

Leventhol, Jules
Time Salesmon, WCPO-TV, Cincinnoti

Levis, Colby
Senior Prcducer, WTMJ-TV, Milwoukee

Lewis, Fred
Floor Mgr., WDTV, Pittsburyh

Little, Allon
Progrom Dept., WABD-Dumont, New Yo:k

London, Michoel
Senior Prcducer, WHAS-TV, Louisville, K"-

Loomis, Jomes
Dircctor of Remotes, WTVI, Flo.

Lopes, Olympio
Studio Technicion, WIZ-TV, N, Y.

Mc

Cameromon, WNBI, N. y.
Giles, Chorles

Studio Technicion, WplX, N- y.
Glennen, Williom

Studio Ass't, WABD-TV, Nerv york
Glickmon, Roe

Sec. to Program Mgr., WABD, N, y.
Gold, Eert

TV Director ol Dubin Adv. Co., pittsburyh,
Goodsell, Jock

Ass't Not'l Sales Mgr., ty'{NBF, Binghonton
Grossmon, Bernord

Floor Mgr., "We, The People," New york
Guyon, Williom J.

Photogrcpher, WCBS-TV, N. y.

H----
Hoddon, Alexonder M.

WATV, Newark
Holleck, Vonce A.

WNBW, Woshington, D. C.
Horris, Burt

Producer-Director, WDTV, pittsburgh, po.
Horris, Robert

Manoging Editor, TELEVISER Mogozine
Hortmon, Fronk

Writer, Telenews Productions, New York
Horvey, Fronk J.

Cameromon, WCAU-TV, Philadelphio
Housmon, Horvey

Cameramon, WCBS-TV, New York
Heoly, Robert

Free-Lonce V(riter, "Hold it Please", CBS-
New York

McKinley, Richord
Time Soles, WERE, Clevelond, Ohio

Mclellon, Andrew
TV Director, Academy ol Drcmatic Afts,
Toronto

McNomoro, Dick
Ass't Technicion, WABD, New Yorft

McNeil, Donold
Floor Monager, WtAR, Providence

McSherry, Williom
WIZ-TV, New York

McTigue, John
WIZ-TV, New York

Moguire, Jomes
TV Prod. Dept., Von Carr Prcd., New York

Monno, George
Di rector - P rod ucer, W XY Z, Detrcit

Morks, Joson
Reoder, VICBS-TV, New York

Mortin, Allen
News Dept., WPIX, New York

Mortorono, Robert
Studio Technicidn, W ABD, N. Y .

Moscolo, Roymond
Comercmon, WIZ-TV, New Yorft

Moson, Sonny
Writer, WIZ-TV, New York

Moyonscik, John
Studio Ass't, "We, The People"

Meistrich, Jerry
TV Filn Comeromon, New York

Meyer, Bernord
Trallic Dept., WNBT-TV, N. Y.

Mircndo, Robert
CMQ, Havano, Cuho

Montiego, Coesor
WNBT-TV, New York

Moses, George
Comeromon, WCBS-TV, New Yorft

Murphy, Jomes
Camercman, W MAL-TV, Vl ashington

M

K

t

TELEVISER

T. W, Alumni 

Elgort, Sam 
Studio Technician, WJZ-TV, N. Y. 

Elliffe, Gloria 
TV Oept., 20th Century-Fox, New York 

Elliot, Barry 
Prod'n Ass't, WABD, N. Y. 

Epstein, Alfred 
Cameraman, WJZ-TV, New fork 

 F  
Faviano, Fred TV Dept., World Wide Adv. Corp., N Y. 
Fielding, Wilbrod 

Canadian Broadcasting Co., TV Dept., 
Toronto, Canada 

Fisher, Judith 
Ass'f Director, TV Dept., Maxwell Sacheim 

Fleischman, Russell 
Operations Dept., WJZ-TV, N. Y 

Fplino, Salvatore 
Cameraman, WJZ-TV, New York 

poster, Al 
Ass't. Cutter, Tele-News, Inc., New York 

Franklin, Ben 
Cameraman, WNBT, New York 

Frazer, Mary 
Free-lance "Tele-Stylist", New York 

ri edmon, Jerry 
Director, William Morris Agency, New York 

Freedmon, Myron 
Cameraman, WJZ-TV, N. Y. 

Fn.-dman, Jack 
Television Ass't, WJZ-TV, New York 

Fusco, M. C. 
Cameraman, WKTV, Utica 

G   
Garns, Sid 

WJEL, Springfield 
Gibbs Frank 

Cameraman, WNBT, N. Y. 
Giles, Charles 

Studio Technician, WPIX, N. Y. 
G' mien William 

Studio Ass't, WABD-TV, New York 
Glicxman, Rae 

Ser to Program Mgr., WABD, N. Y. 
Gold, Bert 

TV Director of Dubin Adv. Co., Pittsburgh, 
Goodsell, Jack 

Ass r Nat'l Sales Mgr., WNBF, Binghamton 
Groismnr Bernard 

Floor Mgr. "We, The People " New York 
Guyon, William J. 

Photographer, WCBS-TV N. Y. 

H   
Haddon, Alexander M 

WATV, Newark 
Hall ,ck, Vance A. 

WNBW, Washington, D. C 
Harris, Burt 

Producer-Director, WDTV, Pittsburgh, Pa. 
Harris. Robert 

Managing Editor, TELEVISER Magazine 
Hartman, Frank 

Writer, Telenews Productions, New York 
Harvey, Frank J 

Cameraman, WCAU-TV, Philadelphia 
Hausman, Harvey 

Cameraman, WCBS-TV, New York 
Healy, Robert 

Free-Lance Writer, "Hold it Please", CBS 
New York 

■H'jmeman, George 
Operations Director, Midwest Division, 
NBC-TV, Chicago 

H ilman, Gordon 
Sales Presentations Mgr., WCBS-TV 

Henning, Edward 
Remote Cameraman, WPIX, N. Y. 

Hertzfeld, Helene 
Production Ass't., WGN-TV, Chicago 

Hess, Stanley 
7T Dept., Wasser, Kay & Philips, Pitts- 
burgh, Pa. 

Hinckley, Harry 
Pub. Relations, WPIX, N. Y. 

Hoffman, Harold 
Cameraman, WCBS-TV, New York 

Hoffman, William 
Senior Director, WLW-C, Columbus, 0. 

Hollenbeck, William 
Prod'n Director, KGO-TV, San Francisco 

Holmes, J. 
Studio Technician, WJZ-TV, N. Y- 

Houston, Marie 
TV Writer, N. W. Ayer Sons Co., N. Y. 

Hutchinson, John 
Senior Producer, W BEN-TV, Buffalo 

I   
Idelbrando, John 

Technical Director, WNBF-TV, Bmgnamton 
Itkin, William 

Lighting Technician, WJZ-TV, New York 

- J - 
Jackson Richard 

Director of Remotes, WAVE-TV, Louisville 
Jacober, James 

WOR-TV, New York 
Jacober, Warren 

Senior Director, WNBT, N. Y. 
Jaeger, Andrew P. 

Film Director, Dumont Network 
Jason, Jack 

Mgr., TV Dept., Spotlight Agency N V 
Jawer. Bob 

Ass t Comm. Mgr., WPTZ, Philadelphia 
Jenkins, Al 

\ Reai Screen Projection Development 
Div., Trans-Lux Corp., New York 

Johnson, .rHiur 
Studio Technician, WJZ-TV 

Junghaus, Max 
Cameraman, WJZ-TV, New York 

K  
Kaminsky, Bert 

Cameraman, WABD, New York 
Kaufman, Fred 

Instructor, Twin City Tele Labs., Minne- 
apolis 

Kent, Hal 
Announcer, WGBS, Miami, Fla. 

Klein, Jerry 
Video Recording, WJZ-TV, New York 

Krushansky, Irwin 
WNBF-TV, Binghamton, N. Y■ 

Kuepper, Alan 
Free-lance Writer, "Lux Video Theatre" 
(CBS-TV) 
  L   
La Froscia, Frank 

Cameraman, WPIX, New York 
Locey. Bill 

Cameraman, WABD, New York 

Lang, Morley ^ 
Studio Technician, WJZ-TV, N. Y. 

Larson, Randall 
Film Director, WNBS, Columbus 

Latone, James 
Film Department, WATV, Newark, N J 

Lee, Frank E. 
TV Instructor, Woodward College, Los 
Angeles 

Lee, Jerry 
Cameraman, WDTV, Pittsburgh 

Leventhal, Jules 
Time Salesman, WCPO-TV, Cincinnati 

Lewis, Colby 
Senior Producer, WTMI-TV, Milwaukee 

Lewis, Fred 
Floor Mgr., WDTV, Pittsburgh 

Little, Allan 
Program Dept., WABD-Dumont, New York 

London, Michael 
Senior Producer, WHAS-TV, Louisville, Kv. 

Loomis, lames 
Director of Remotes WTVJ, Flo 

Lopes, Olympia 
Studio Technician, WJZ-TV, N. Y. 

-Mc 
McKmley Richara 

Time Sales, WERE. Cleveland, Ohio 
McLellan, Andrew 

TV D rector, Academy of Dramatic Arts, 
Toronto 

McNamara, Dick 
Ass't Technician, WABD, New York 

Mc'leil, Donald 
Floor Manager, VvJAR, Providence 

McSherry, William 
WJZ-TV, New York 

McTigue, John 
WJZ-TV, New York 

 SVS _   
Maguire, James 

TV Prod. Dept., Van Con Prod, New York 
Manno, George 

Director Producer, WXYZ, Detroit 
Marks, Jason 

Reader WCBS-TV, New York 
Martin, Allen 

News Dept., WPIX, New York 
Martorano, Ronert 

Studio Technician, WABD, N. Y. 
Mascalo, Raymond 

Cameraman, WJZ TV New York 
Mason, Sonny 

Writer. WJZ-TV, New York 
Mayanscik, John 

Studio Ass't, "We, The People" 
Meistrich, Jerry 

TV Film Cameraman, New York 
Meyer, Bernard 

Traffic Dept.. WNBT-TV, N. Y. 
Miranda, Robert 

CMQ, Havana, Cuba 
Mantiego, Caesar 

WNBT-TV, New York 
Moses. George 

Cameraman, WCBS TV, New York 
Murphy, James 

Cameraman, WMAI TV, Washington 
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T.W. Alumni

Nelson, Al S.
Ass't TV Producer, Fuller, Smith & Ross,
Clevelond

Nimmo, Jomes
Ass't Director, WABD, New York

Novich, Chester
y'ss't to Producer, Young & Rubican, N. Y.

0
O'Brien, Edword

Ass't Film Trollic Mgr., WNBI, N. Y.

Orenboch, Robert A.
Executive Director, Roo Video, Inc., New
York

Orion, Choplin
Floor l'/rgr., KRLD, Dollos

Ost, Chorles
Production Stofl, WOR-TV, New York

Ost, Arthur
Script-writer, Film-Art lnc., N. Y.

Polmer, Thomos
Director, WFAA, Dollos

Pcpoi, Julius
Film Dept., WATV, Newo*

Pork, Wcrren
Dhector, W IAR-TV, Providence

Poulson, Borney
Film Dept., WIZ-TV, New York

Poulus, Lowrence
Studio Supervisor, WCBS-TV, New York

Peltz, Art
Prcducer, Wollt Agency, New Yort

Peyson, Robert
Floor Mgr., WCBS-TV, N. Y.

Peyton, Peyton G.
Cameromon, WCBS-TV, Nerv York

Phillips, lrving
Seenic Dept., WCBS-TV, New York

Pliskin, Leo
Comercmon, W NBF-TV, Binghomton

Pollord, Dove
Commerciol TY Writer, Young & Rubicam,
New York

Pottosch, Allon
Director-Producer, WBTV, Dollos

Rodney. Ridgley
Assoc. Director, WFAA, Dallas, Texas

Rector, Roy
WKY-TV, Oklahona City

Reese, Ccrlyle
Ass't Director, WXYZ, Detroit

Robbins, Richord
Time Salesmon, WBNS-TV, Columbus

Rogow, Robert
Studio Technicion, Y'IABD-TV, N. y.

Romero, Odilio
Television Station CMQ, Hovana, Cuba

Rubin, Don
TV Director, lack Donowitz Adv.

Russell, George
Remotes Dept., WPIX, New York

Ruttenberg, Emery
Studio Ass't, "Vle, The Peopld'

JUNE, I95I

Sockgtt, Bernord
Dircctot of TY Dept., Not Kohler Adv.
Agency, Philodelphia

Schodl, Joseph
Film Dept., WOAI-TV, Son Antonio

Schneider, Chorles
Cameroman, WXEL, Cleveland

Schneyer, Herbert
Ass't Director, WMAL-TV, Woshington

Schuster, Bernord
Studio Ass't, "We, The People"

Schwortz, Jerome
Lighting Technicion, WCBS-TV, N. Y.

Scourby, Mory
Prod'n Ass't, J. Y,ldlter Thompnn Agency

Segol, Herbert
Studio Technicidn, WIZ-TV, New Yqk

Seig, Chorles
Operotions Control Supenisor, WNBI, N. v.

Shoron, Sherwin
Comeromon, WCAU-TV, Philodelphio, Po.

Shorpe, Pouline
Free-lonce TV Writer, New York

Show, Alon
Ass't. Dhector, KGO-Son Froncisco

Sheppord, Mortin
Studio Technicion, WNBT, N. Y.

Sidlo, Joseph
Comeromon, WC AU-TV, Philadelphio

Silverthone, Corolyn
Director of Speecfi & Drcmatics, Nortfter::
ldoho College ol Education, Lewiston, ldoho

Simrnons, Robelt
P rod uce r- Di rector, tll J BK -T V, Detroit

Sincloir, Joseph
Prod' n Focilities Director, W JAR-TV, Provi-
dence

Singer, Horold
Script Dept., Music Corp. ol Amer.

Slifko, Steven
Comeromon, W MAR-TV, Boltimorc

Smith, Molton
Comercman, YIPIX, New York

Smith, Petet
Di rector, W DT V, P ittsbu ryh

Snedecker, Leon
Film Dept., WLWC, Columbus

Sobelmon, Glorio
Art Director & Foshion Coordinator, Lue
H: Witt Adv., lnc.

Sobolov, Hol
Floor Mgr., WIZ-TV, New York

Sponiordi, Rolph
Comeraman, WABD, New York

Spielberger, Sonford
Prcducer, W MAL-TV, W oshington

Stock, Richord
Dir. ol TV Soles, Gen. Artists Corp., N. Y.

Storbecker, Gene
Mgr., Television Protiuctions, Stockton-
West-Burkhort, Inc., Cincinnati, Ohio

Stork, Morjorie
Production Dept., Yf NBT, N. Y.

Storr, Bernord
Scenery Dept., WCBS-IY, N. Y.

Steeves, John
Personnel Manager, WNBI, N. Y.

Steinberg. Chorles
Studio Technicion, WCBS-TV, N. Y.

Steinberg, Lovrence
Television Stotion CMQ, Hovono, Cuba

Steligon, Steve
Director, W AVE-TV Louisville

Tobochnick, Sol
Cameromon, W ATY, Newark

Torowsky, Horold
Tronsmitter Engr., WPIX, N. Y,

Tepper, Chorles
Soles Dept., Muntz-TV, New Yori

Tesser, Chcrles
Kinescope Recording, NBC, N. Y.

Tesser, Murroy
TV Director, WIAR-IV, Providence

Tilt, Albert
Cameroman, WABD, N* York

Troxel, Dick
Technicol Operctions, WTVI, Mioni

Tweedy, Lloyd J.
WDTV, Pittsburgh

Vollelungo, Joseph
Studio Technicion, WIZ-TY, N, Y.

Votik, Albin
Video Operotor, WCBS-TV, N. Y.

Wornick, Robert
Technicol Operotions Dept., WCBS-TV,

Webb, Robert W.
WCBS-TV, Ner York

Weed, Hcrmon
WNBI, New York

Weiss, Jerry
WNBT, New York

Werner, Henry
Studio Technicion, tl'lJZ-TV, N. Y.

Weshner, Skip
r{iter, WABD-Dumont, New York

Weston, Edword
Program Mgr., WCPO-TV, Cincinnati

Weston, Steve
Ass't Director, WABD-TV, New York

Whitmon, Don
Ass't. Operctions Mgr, WIBK, Detrcit

Whitherbee, Wolter K.
Director of Remofes, WAVE-TV, Louisville

Willioms, Helen
Production Assistant, lndependent Pro-
ducer, New York

Wohl, Wesley
Studio Technicion, WABD, New York

Wynn, Lovrence
fime Soles Stall, Dumont TV Network,
New York

Zovetz; Steve
Comeromon, WPIX, New York

Zuckermon, Jerome
Comercmon, WXYZ, Detroit

Zurheide, Robert
Prod'n Mgr., Robt. rf{. Campbell Prodns.

s1{
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T. W. Alumni 

N   
Nelson, Al S 

Ass't TV Producer, Fuller, Smith & Ross, 
Cleveland 

Nimmo, James 
Ass't Director, WABD, New York 

Novich, Chester 
Ass't to Producer, Young & Rubicam, N. Y. 

 o    

0 Brien, Edward 
Ass't Film Traffic Mgr., WNBT, N. Y. 

Orenbach, Robert A 
Executive Director, Rao Video, Inc., New 
York 

Orion, Chaplin 
Floor Mgr., KRLD, Dallas 

Ost, Charles 
Production Staff, WOR-TV, New York 

Ost, Arthur 
Script-writer, Film-Art Inc., N. Y. 

 P  

Palmer, Thomas 
Director, WFAA, Dallas 

Pap
lai Julius 

Film Dept, WATV, Newark 
Park, Warren 

Director, WJAR TV. Providence 
Paulson, Barney 

Film Dept.. WJZ TV, New York 
Paulus, Lawrence 

Studio Supervisor, WCBS-TV, New York 
Peltz, Art 

Producer Wolff Agency, New York 
Peyson, Robert 

Floor Mgr., WCBS-TV, N. Y. 
"eyfon, Peyton G. 

Cameraman, WCBS-TV, New York 
Phillips, Irving 

Scenic Dept, WCBS TV, New York 
Pbskin, Leo 

Cameraman, WNBF-TV, Bmghamton 
Pollard, Dave 

Commercial TV Writer, Young & Rubicam, 
New York 

Pottasch, Allan 
Director-Producer, WBTV, Dallas 

  R  
Rodney, Ridgley 

Assoc. Director, WFAA, Dallas, Texas 
Rector. Ray 

• 'KY-TV Oklahoma City 
Reese Carlyle 

Ass't Director, WXYZ Detroit 
Robbins, Richard 

Time Salesman WBNS TV, Columbus 
Rogow, Robert 

Studio Technician, WABD TV, N. Y. 
Romero, Odilia 

Television Station CMQ, Havana, Cuba 
Rubin, Dan 

TV Director, Jack Donowitz Adv. 
Russell, George 

Remotes Dept WPIX New York 
Ruttenberg, Emery 

Studio Ass't, "We, The People" 

JUNE, 1951 

S 
Sackett, Bernard 

Director of TV Dept., Not Kohler Adv. 
Agency, Philadelphia 

Schadl, Joseph 
Film Dept., WOAI-TV, San Antonio 

Schneider, Charles 
Cameraman, WXEL, Cleveland 

Schneyer, Herbert 
Ass't Director, WMAL-TV, Washington 

Schuster, Bernard 
Studio Ass't, "We The People" 

Schwartz, Jerome 
Lighting Technician, WCBS-TV, N. Y. 

Scourby, Mary 
Prod'n Ass't, J. Walter Thompson Agency 

Segal, Herbert 
Studio Technician, WJZ-TV, New Yirk 

Seig, Charles 
Operations Control Supervisor, WNBT, N. v. 

Sharon, Sherwin 
Cameraman, WCAU-TV, Philadelphia, Pa. 

Sharpe, Pauline 
Free-lance TV Writer, New York 

Shaw, Alan 
Ass't. Director, KGO-San Francisco 

Sheppard, Martin 
Studio Technician, WNBT, N. Y. 

Sidlo, Joseph 
Cameraman, WCAU-TV, Philadelphia 

Silverthone, Carolyn 
Director of Speech & Dramatics, Norther- 
Idaho College of Education. Lewiston, Idaho 

Simmons, Robert 
Producer-Director, WJBK-TV, Detroit 

Sinclair, Joseph 
Prod'n Facilities Director WJAR-TV, Provi- 
dence 

Singer, Harold 
Script Dept., Music Corp. of Amer. 

Slifko, Steven 
Cameraman, WMAR-TV, Baltimore 

Smith, Morton 
Cameraman, WPIX, New York 

Smith, Peter 
Director, WDTV, Pittsburgh 

Snedecker, Leon 
Film Dept-, WLWC, Columbus 

Sobelman, Gloria 
Art Director & Fashion Coordinator, Lue 
H. Witt Adv., Inc 

Sobolov, Hal 
Floor Mgr., WJZ-TV, New York 

Spaniard!, Ralph 
Cameraman, WABD, New York 

Spielberger, Sanford 
Producer, WMAL-TV, Wasnington 

Stack, Richard 
Dir. of TV Sales, Gen Artists Corp., N. Y. 

Starbecker, Gene 
Mgr, Television Productions, Stockton- 
West-Burkhart, Inc., Cincinnati, Ohio 

Stark, Marjorie 
Production Dept., WNBT, N. Y. 

Starr, Bernard 
Scenery Dept., WCBS-TV, N. Y. 

Sfeeves, John 
Personnel Manager, WNBT, N. Y. 

Steinberg, Charles 
Studio Technician, WCBS-TV, N. Y. 

Steinberg, Lawrence 
Television Station CMQ, Havana, Cuba 

Steligan, Steve 
Director WAVE-TV Louisville 
  T   
Tabachnick, Sol 

Cameraman, WATV, Newark 
Tarowsky, Harold 

Transmitter Engr., WPIX, N. Y. 
Tepper, Charles 

Sales Dept., Muntz-TV, New York 
Tesser, Charles 

Kinescope Recording, NBC, N. Y. 
Tesser, Murray 

TV Director, WJAR-TV, Providence 
Tilt, Albert 

Cameraman, WABD, New York 
Troxel, Dick 

Technical Operations, WTVJ, Miami 
Tweedy, Lloyd J. 

WDTV, P.ttsburgh 

  v   
Vallelunga, Joseph 

Studio Technician, WJZ-TV, N. V. 
Votik, Albin 

Video Operator, WCBS-TV, N. Y. 

  W  
Warnick, Robert 

Technical Operations Dept., WCBS-TV, 
Webb, Robert W. 

WCBS-TV, New York 
Weed, Harmon 

WNBT, New York 
Weiss, Jerry 

WNBT. New York 
Werner, Henry 

Studio Technician, WJZ-TV, N. Y. 
Weshner, Skip 

Writer, WABD-Dumont. New York 
Weston, Edward 

Program Mgr., WCPO-TY, Cincinnati 
Weston, Steve 

Ass't Director, WABD-TV, New York 
Whitman, Don 

Ass't. Operations Mgr., WJBK, Detroit 
Whitherbee, Walter K. 

Director of Remotes, WAVE-TV, Louisville 
Williams, Helen 

Production Assistant, Independent Pro- 
ducer, New York 

Wohl, Wesley 
Studio Technician, WABD, New York 

Wynn, Lawrence 
Time Sales Staff, Dumont TV Network, 

New York 

  Z   
Zavetz, Steve 

Cameraman, WPIX, New York 
. Zuckerman, Jerome 

Cameraman, WXYZ, Detroit 
Zurheide, Robert 

Prod'n Mgr., Robt. M. Campbell Prodns 
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ABC.TU

f. W. Alunni Enployed in New York Network Stations . . .

Amodeo, Anthony Studio Tech.
Bernstein, Bob .. . StudioTech.
Biefcik, Henry . .. Comeraman
Cilurzq Vincent . Studio Tech.
Cohen, Gifbert .... Film Dept.
Cohen, Som. . . .Yideo Recording Dept.
Di Lonordo, Hugo . Film Dept.
Elgort, Som .. ... Studio Tech.
Epstein, Alfred .. Comeromon
Fleischmon, Russell . .Operotions Dept.
Fofino,Sofvotore .. Comeiqmon

Chodburne, Ethetnoe . .Production Dept.
Croig, Eugene ...r': ....: Studio fech.
Cromweff, Victor-r . Comerdmon
Diomond, Alon . . . . . .Assisfont Teeh.
Diomond, Vernon ...... .... Director
Guyon, Willism t. ..... Photogropher
Housmon,Fronk. .Comeramdn
Heofy, Robert . . . . . FreeJance Wfiter

Andre, Edword Assistant Tech.
Andrews, Ted . .

Bermon, Dove .... y'ssisfont Director
Brontley, Linwood Studio Tech.
Effiot, Borry Production Dept.

Glennen, Williom . . . . Assistqnt Tech.
Glickmon, Roe ..... Production Dept.
Joeger, Andrew P. . . . . . Film Director

Berkowitz,Simon....
Condit,Worren.....
Fronklin, Ben ......
Gibbs, Fronk

Jocober,Worren....
Loomis,Jomes......

Lighting Man

Lighting Mon
. Cameromon

. Comerqmsn

.... Director
Studio Tech.

Freedmon, Myron Cqmeromon
Friedmon, Jock . . Studio Tech.
Hofmes, J. .... .. Studio Tech.
Itkin, Williom .... .... Lighting Mon
Johnson, Arthur . . Studio Tech.
Junghous, Mox Comersman
Kfein, Jerry . . . .Video Recording Dept.
Long,Morfey ... SlESdioTech.

aaa

GBS-TU
Hellmon, Gordon

Soles Presentotions Mgr.
Hoffmon, Horold Cameromqn
Morks,Joson. .. Reoder

Moses, George ... Cameromsn
Poulus, Lowrence .. . Studio Supervisor

ooo

Lopes,Olympio . ..... Studiofecfi.
McSherry, Williom . . Production Dept.

McTigue, John . . . . . Production Dept.

Moscofo, Roymond Camerdmen

Moson,Sonny. .Writer
Poufson, Borney ... Film DePt.

Segol, Herbert . .. . ..... Studio Tech.

Sobofov, Horold ... Floor Mgr.

Voflefungo, Joseph .. .. . Studio Tech.

Werner, Henry . .. StudioTech.

Peyson, Robert .....
Peyton,G....
Phillips, lrving ....
Schwortz, Jerome . .

Storr, Bernord .. .

Steinberg, Chqrles . .

Votik, Albin
Wornick, Robert.,.
Webb, Robert

.....FloorMgr.

....Cameromon

... Scenic Dept.
. Lighting Tech.
... Scenic Dept.

....StudioTech.

. Yideo Operator
... Studio feci.

....StudioTech.

Nimmo, Jomes . . . . Assistont Director

Rogow, Robert ... StudioTech.
Sponiordi,Rolph. .Cameromon
Tift, Afbert Cameramon
Weshner,Skip.. Writer
Weston, Steve .... Assisfont Director
Wohl,Wesley .... StudioTech.
Wynn, Lcwrence ... fimeSoles

Seiz, Chorles
O perotions Control Supervisor

Stork, Morjorie . . . . . Production Dept.
Steeves, John . . Personnel Dept.
Tesser, Chorles

Kinescope Recording Dept.
Weed, Hormon Business Olfice

Csmeroman

IluM0l{T
Kominsky, Bert.....
Locey, Bill .. .

Little, Allon
McNomoro,Dick...
MortoronqRobert...

. . . Camersmon

. . . Cameraman
Production Dept.
Assistont Tecfi.

...StudioTech.

Weiss, Jerry ...

AIso By New York's Non-Network Stotions

W0R-TU :: WPIX WATUtl
ll

ilBC.TU
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Meyer, Bernord . . Trollic Dept.
Monteigo, Coesor Studio Tech.
O'Brien, Edword

Asst. Film Troflic Mgr.

"Television Workshop Graduotes Serve 7V Stotions lrcm Coost-to-Coast"
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T. W. Alumni tmployed in New York Network Stations . . • 

Amodeo, Anthony Studio Tech. 
Bernstein, Bob Studio Tech. 
Bielcik, Henry   .. Cameraman 
Cilurzo, Vincent  Studio Tech. 
Cohen, Gilbert   Film Dept. 
Cohen, Sam . Video Recording Dept. 
Di Lonardo, Hugo   Film Dept. 
Eigort, Sam  Studio Tech. 
Epstein, Alfred . Cameraman 
Fleischman, Russell. Operations Dent 
Folino, Salvatore Cameraman 

Chadburne, Ethelnae. Production Dept. 
Craig, Eugene .. . . . Studio Tech 
Cromwell, Victoi Camerampn 
Diamond, Alan , . Assistant Tech. 
Diamond, Vernon Director 
Guyon, William J. . . Photographer 
Hausman, Frank . Cameraman 
Healy, Robert Free-lance Writer 

Andre, Edward . Assistant Tech. 
Andrews, Ted   Assistant Tech. 
Berman, Dave .... Assistant Director 
Brantley, Linwood . . Studio Tech. 
Elliot, Barry   Production Dept. 
Glcnnen, William .... Assistant Tech. 
Glickman, Rae .. Production Dept. 
Jaeger, Andrew P Film Director 

BerKowitz, Simon Lighting Man 

Condit, Warren  Lighting Man 
Franklin, Ben , , Cameraman 
Gibbs, Frank Cameraman 
Jacober, Warren Director 
Loomis, James . . . Studio Tech. 

ABC-TV 

Freedman, Myron  Cameraman 
Friedman, Jack Studio Tech, 
Holmes, J Studio Tech. 
Itkin, William   Lighting Man 
Johnson, Arthur Studio Tech. 
Junghaus, Max . Cameraman 
Klein, Jerry.... Video Recording Dept. 
Lang, Morley     Studio Tech. 

• • • 

CBS-TV 

Hellman, Gordon 
Sales Presentations Mgr. 

Hoffman, Harold   Cameraman 
Marks, Jason ... Reader 
Moses, George Cameraman 
Paulus, Lawrence . Studio Supervisor 

• • • 

DuMONT 

Kaminsky, Bert    Cameraman 
Lacey, Bill ... . . Cameraman 
Little, Allan . Production Dept. 
McNamara, Dick Assistant Tech. 
Martorano, Robert . . Studn Tech 

• • • 

NBC-TV 

Meyer, Bernard Traffic Dept 
Manteigo, Caesar Studio Tech. 
O'Brien, Edward 

Asst. Film Traffic Mgr. 

Lopes, Olympic  Studio Tech. 
McSherry, William . Production Dept. 
McTigue, John  Production Dept. 
Mascolo, Raymond  Cameramen 
Mason, Sonny ... Writer 
Paulson, Barney Film Dept. 
Segal, Herbert Studio Tech. 
Sobolov, Harold   Floor Mgr. 
Vallelunga, Joseph Studio Tech. 
Werner, Henry . . Studio Tech. 

Peyson, Robert .... . Floor Mgr. 
Peyton, G Cameraman 
Phillips, Irving Scenic Dept 
Schwartz, Jerome Lighting Tech. 
Starr, Bernard Scenic Dept. 
Steinberg, Charles , . Studio Tech. 
Votik, Albin . . Video Operator 
Warnick, Robert . Studio Tech. 
Webb, Robert . . . Studio Tech. 

Nimmo, James Assistant Director 
Rogow, Robert Studio Tech. 
Spaniard!, Ralph Cameraman 
Tilt, Albert .: . . Cameraman 
Weshner, Skip . . .. Writer 
Weston, Steve Assistant Director 
Wohl, Wesley Studio Tech. 
Wynn, Lawrence Time Sales 

Seiz, Charles 
Operations Control Supervisor 

Stark, Marjone Production Dept. 
Steeves, John Personnel Dept. 
Tesser, Charles 

Kinescope Record g Dept. 
Weed, Harmon   Business Office 
Weiss, Jerry  Cameraman 

Also By New York's Non-Network Stations 

WOR-TV :: WPIX :: WATV 

"Television Workshop Graduates Serve TV Stations from Coast-to-Coast" 
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Demand For Uideo

FILM programs for television are
I'becoming more popular day by
day, while television is leaping for-
ward at a tremendous pace.

A recent check of the film situa-
tion in the metropolitan market
indicates cl-early that approximately
eighty features and forty westerns
are used weekly by the seven tele-
vision stations. While this average
prevails during the summer months

-the all-year-round average comes
pretty close to the same figures. By
extending these figures, one can
visualize the use of four thousand
features and two thousand westerns
per year. The entire library of
available features and westerns for
television is less than one third of
the figures quoted. Therefore, each
station is obliged to repeat at least
twice, and frequently three times,
a year. Many English-produced
features are available, but only a
small proportion are acceptable for
television because of the poor sound
tracks, surface noise, mumbling
dialogue, etc., making them gener-
ally not acceptable to American
audiences.

Big Demond

This tremendous demand for
features will not go unheeded by
independent producers. Many film
packages are being produced right
now,'especially for television. Sev-
era,l producers have settled their
differences with the American Fed-
eration of Musicians and we look
forward to the unfreezing of blocks
of film during 1952.

The hue and cry set up by motion
picture exhibitors has now become
a whisper, while the producers are
advancing strong arguments in

by Robert M. Poskow

Film Director, WATV, Newark

favor of their actions in selling to
television.

The dated film available to tele-
vision is not exactly responpible for
the plight of-"ihe exhibitor. There
are many better reasons. Just to
name one: "Movies are NO? bet-
ter than ever."

If there were five thousand fea-
tures and three thousand westerns
available to television per year, I'm
pretty sure that they would all be
used in many markets throughout
the nation. With the revenue thus
obtained, the major producers could
make better features for the ex-
hibitor. If the major producers fail
to recognize this terrific demand for
features, then, independent produc-
ers will supply them.

Television can Lrse features fifty-
three minutes in length, also
twenty-six minutes, for the hour
and half-hour programs. Such
tailor-made programs will eliminate
the mutilation of lengthy fllms by
ingxperienced editors plus a great
saving of time.

Television stations are plagued
with poor prints, much of which is

IU FIIMS-Trends

Films lncreasing

the station's fault because of care-
less editing, poor splicing and re-
assembling in wrong sequences.
Distributors are equally at fault for
Iack of good working prints, being
under-staffed, no inspection before
shipment to other accounts and
booking dates too close to each
other with round robin circulation
from station to station. Some dis-
tributors continue to send stations
prints that are falling apart, dirty,
with torn sprockets and as many as
forty splices to the reel-splices
made with scotch tape or even wire
stitching.

The average processed print can
be used ten or twenty times if han-
dled carefully and inspected after
each playdate. Frequently we hear
that a brand-new print is ruined
after one or two plays. One can
hardly blame the distributor for
charging the station responsible for
the ruined footage.

One Solution

Onc sclution might be practical
by numbering each print and using
them in regional groups: One print
for the Atlantic television stations,
one for midvgest, one for the west
coast, etc. This would narrow down
the culprits responsible for dam-
aged footage. After each playdate
each print should be rechecked and
cleaned before shipment to the next
station in that region.

Considering the volume of busi-
ness the distributors do, many are
ter.ribly understaffed. This al;o ap-
plies to television stations'fiIrn de-
partments. Better teamwork and co-
operation will eliminate many
gripes. Look for 1952 as television's
big year for film progralns.

TV FILMS—Trends 

Demand For Video 

Films Increasing 

by Robert M. Paskow 

Film Director, WATV, Newark 

FILM programs for television are 
becoming more popular day by 

day, while television is leaping for- 
ward at a tremendous pace. 

A recent check of the film situa- 
tion in the metropolitan market 
indicates clearly that approximately 
eighty features and forty westerns 
are used weekly by the seven tele- 
vision stations. While th.s average 
prevails during the summer months 
—the all-year-round average comes 
pretty close to the same figures. By 
extending these figures, one can 
visualize the use of four thousand 
features and two thousand westerns 
per year. The entire library of 
available features and westerns for 
television is less than one third of 
the figures quoted. Therefore, each 
station is obliged to repeat at least 
twice, and frequently three times, 
a year. Many English-produced 
features are available, but only a 
small proportion are acceptable for 
television because of the poor sound 
tracks, surface noise, mumbling 
dialogue, etc., making them gener- 
ally not acceptable to American 
audiences. 

Big Demand 

This tremendous demand for 
features will not go unheeded by 
independent producers. Many film 
packages are being produced right 
now, 'especially for television. Sev- 
eral producers have settled their 
differences with the American Fed- 
eration of Musicians and we look 
forward to the unfreezing of blocks 
of film during 1952. 

The hue and cry set up by motion 
picture exhibitors has now become 
a whisper, while the producers are 
advancing strong arguments in 

favor of their actions in selling to 
television. 

The dated film available to tele- 
vision is not exactly responsible for 
the plight of the exhibitor. There 
are many better reasons. Just to 
name one: "Movies are NOT bet- 
ter than ever." 

If there were five thousand fea- 
tures and three thousand westerns 
available to television per year, I'm 
pretty sure that they would all be 
used in many markets throughout 
the nation. With the revenue thus 
obtained, the major producers could 
make better features for the ex- 
hibitor. If the major producers fail 
to recognize this terrific demand for 
features, then independent produc- 
ers will supply them. 

Television can use features fifty- 
three minutes in length, also 
twenty-six minutes, for the hour 
and half-hour programs. Such 
tailor-made programs will eliminate 
the mutilation of lengthy films by 
inexperienced editors plus a great 
saving of time. 

Television stations are plagued 
with poor prints, much of which is 
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the station's fault because of care- 
less editing, poor splicing and re- 
assembling in wrong sequences. 
Distributors are equally at fault for 
lack of good working prints, being 
under-staffed, no inspection before 
shipment to other accounts and 
booking dates too close to each 
other with round robin circulation 
from station to station. Some dis- 
tributors continue to send stations 
prints that are falling apart, dirty, 
with torn sprockets and as many as 
forty splices to the reel—splices 
made with scotch tape or even wire 
stitching. 

The average processed print can 
be used ten or twenty times if han- 
dled carefully and inspected after 
each playdate. Frequently we hear 
that a brand-new print is ruined 
after one or two plays. One can 
hardly blame the distributor for 
charging the station responsible for 
the ruined footage. 

One Solution 

One solution might be practical 
by numbering each print and using 
them in regional groups: One print 
for the Atlantic television stations, 
one for midwest, one for the west 
coast, etc. This would narrow down 
the culprits responsible for dam- 
aged footage. After each playdate 
each print should be rechecked and 
cleaned before shipment to the next 
station in that region. 

Considering the volume of busi- 
ness the distributors do, many are 
terribly understaffed. This also ap- 
plies to television stations' film de- 
partments. Better teamwork and co- 
operation will eliminate many 
gripes. Look for 1952 as television's 
big year for film programs. 
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TU FILMS- Programs

Film 0ffers TU Drama

mELEVISION fi]m has Proven its
I own case after a Year of human

trials and errors.

When mY associates and I first
went into New York to talk to ad-

vertising agencies, networks and
sponsors abottt our film Product,

Added lmPact, Realism

bY Everett CrosbY

Presiilent, Bing Crosby Enterprises

they were singularly disinterested'
Th" g"tt"rul consensus of oPinion
was:

"It will cost too much."

"Audiences want live shows'
They want to feel that 'it's happen-
ing right now."'

"You can't get good quality on

flIm."
"What haPPens when the film

breaks in the sprockets and it takes
the operator several minutes to re-
pair it ?"

On and on the arguments went'
And because everyone loves a chal-
lenge, we set out to disProve all
these facts. On the Positive side,

we wanted to Prove that television
would be better with film; that costs

would be onlY slightly, if at all,
higher; that if Programs were good

audiences didn't care whether theY
were live or filmed; and that if film
were properly inspected, a sprocket
break would be a raritY. In the en-

tire history of motion pictures, you
have never seen a break on a film
print in a first-run theatre because
new prints are used, and careful
inspections are made before each
performance.

We realized, as did manY PeoPle,
that the Pace of live shows could
not continue. Television was lik-
ened to a monster in its voracious
demand for Programming. The
manpower consumed bY the agen-
cies and networks in Putting on a
half hour show once weekly was
unbelievable. I wished that Bing
Crosby Errterprises manufactured
an aspirin product, for sales would
have soared. Had we come uP with

a sure cure for ulcers, we could con-

ceivably have been'the saviors of
the television industry's employees'

The agency and network costs

*"re, and still are, mounting stead-

ity. Fifteen Percent maY look like
a good commission until against it
is 

-charged the additional personnel

which must be emPloYed to Put on

a live show each week. No one, no

matter how altruistic, goes into
television for the prestige, or even

to break even. The Profit motive
must be dominant.

Humon Errors

There was another Point, and an

important one. The unavoidable
human errors. A camera maY break
down during a show. The audio
may develoP a bug or go out en-

tirely, through no one's fault'
Eveiyone has seen the ProP man's
virile arm protruding into a tender
love scene. An actor maY forget a

line and be too nervous and tired to
ad lib.

Ah yes, the actors-let's not over-
look their Part in Putting on a live
program. The endless hours of re-
treaisal right uP to show time; the
awful and awe-full fear of making
a fluff to be gloated over bY mil-
lions; the utter weariness which
pervades his everY nerve end, mak-
ing it doublY difficult to give his
best performance.

All these Points sold television
on film. WhY do things the .hard
way, when there is another waY?

Why kill peoPle, figuratively, when
slow-and-easy will accomplish even
better results?

industtY

sirence

ogriculture

fiieroture
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Film Offers TV Drama 

Added Impact, Realism 

by Everett Crosby 

President, Bing Crosby Enterprises 

Television film Kas proven its 
own case after a year of human 

trials and errors. 
When my associates and I first 

went into New York to talk ro ad- 
vertising agencies, networks and 
sponsors about our film product, 
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they were singularly disinterested. 
The general consensus of opinion 
was: 

"It will cost too much." 
"Audiences want live shows. 

They want to feel that 'it's happen- 
ing right now.' " 

"You can't get good quality on 
filmB 

"What happens when the film 
breaks in the sprockets and it takes 
the operator several minutes to re- 
pair it?" 

On and on the arguments went. 
And because everyone loves a chal- 
lenge, we set out to disprove all 
these facts. On the positive side, 
we wanted to prove that television 
would be better with film; that costs 
would be only slightly, if at all u 
higher; that if programs were good 
audiences didn't care whether tney 
were live or filmed; and that if film 
were properly inspected, a sprocket 
break would be a rarity. In the en- 
tire history of motion pictures, you 
have never seen a break on a film 
print in a first-run theatre because 
new prints are used, and careful 
inspections are made before each 
performance. 

We realized, as did many people, 
that the pace of live shows could 
not continue. Television was lik- 
ened to a monster in its voracious 
demand for programming. The 
manpower consumed by the agen- 
cies and networks in putting on a 
half hour show once weekly was 
unbelievable. I wished that Bing 
Crosby Enterprises manufactured 
an aspirin product, for sales would 
have soared. Had we come up with 
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a sure cure for ulcers, we could con- 
ceivably have been the saviors of 
the television industry's employees. 

The agency and network costs 
were, and still are, mounting stead- 
ily. Fifteen percent may look like 
a good commission until against it 
is charged the additional personnel 
which must be employed to put on 
a live show each week. No one, no 
matter how altruistic, goes into 
television for the prestige, or even 
to break even. The profit motive 
must be dominant. 

Human Errors 

There was another point, and an 
important one. The unavoidable 
human errors. A camera may break 
down during a show. The audio 
may develop a bug or go out en- 
tirely, through no one's fault. 
Everyone has seen the prop man's 
virile arm protruding into a tender 
love scene. An actor may forget a 
line and be too nervous and tired to 
ad lib 

Ah yes, the actors—let's not over- 
look their part in putting on a live 
program. The endless hours of re- 
hearsal right up to show time; the 
awful and awe-full fear of making 
a fluff to be gloated over by mil- 
lions; the utter weariness which 
pervades his every nerve end, mak- 
ng it doubly difficult to give his 

best performance. 

All these points sold television 
on film. Why do things the hard 
way, when there is another way? 
Why kill people, figuratively, when 
slow-and-easy will accomplish even 
better results? 
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Eaerett Crosby

Bing Crosby Enterprises pro-
duced a total of 52 Fireside Theatre
films which are now being re-issued
under the Royal Playhouse title.
Two or three days filming time was
required for each. If an actor blew
a line, it was not recorded for pos-
terity in the minds of a few million
viewers and the sponsor. If at the
end of a day's shooting, we were dis-
satisfied with a scene in the rushes,
that was re-done too.

Believing that a relaxed worker
is a better worker. we didn't drive
anyone. Pre-production rehearsals
were not prolonged to the point of
staleness. Our aim was to produce
the best programming possible with
the best acting, direction and pro-
duction values.

Our sponsor knew what he was
getting, too. I realize the mail order
business is a big one, with people
buying products sight unseen all
the time. But when a sponsor is
spending hundreds of thousands of
dollars, it seems only fair to give
him a preview of what his money is
buying.

If I were sponsoring a live pro-
gram, sitting in my living room or
in the monitor booth watching
where my money was going, and
one of those unavoidable errors
mentioned above occumed, I think
I should have a slight case of heart
failure. As someone stated re-
cently: "It is far better to leave
your mistakes on the cutting room
floor, rather than the living room
floor."

JUNE, I95I

Another of our series which is
scr'eening in Chicago, Milwaukee,
Los Angeles, San Francisco and
several other key cities is The
Chi,'mps, with chimpanzees in all the
roles. They shoot guns, drive cars,
dance, mug and do everything con-
ceivable. Human voices have been
dubbed in, of course. I have no
doubt but that The Chimps will de-
light youngsters everywhere within
range of a television receiver. But
this series could never be done live,
when you're dealing with the un-
predictability of animals.

There are optical illusions and
special effects which can only be

accomplished through the use of
film. The stage of a theatre-no
matter how huge-will hold just so

many sets, You can use just so

much background projection' But
there is no limit to the varietY
which can be obtained on film, no

limit to the tricks or devices which
a cameraman or sPecial effects man
can utilize. Television is going to
be with us for a long time. Pro-
grams undreamed of todaY will be

screening within the next Year or
two. They will have to be on film to
achieve their imPact and realism.

Cost No Foctor

The cost of film is no longer a
factor which once faced the sPon-
sors, agencies and networks. BY
the time you figure hours of re-
hearsal for a live show-for which
the actors must be Paid, of course

-and 
measure that against the Per-

fection of a filmed Program, the
difference in dollars and cents is
almost infinitesimal. The difference
in favor of film is immeasureable.

Yet another of our series, CrU of
the Cita, which will be screening
in the fall, had to be done on film.
It is a highly dramatic format
which, if conflned to only a stage,
would suffer considerably thereby.

There is the case of re-runs, an
important factor in television film.
By way of example, Bank of Amer-
ica sponsors RoEaL Playhouse i\ the
California area. While the Bank of
America is a vastly wealthy organi-
zation, it could not or would not
have spent the kind of moneY re-
quired for the production values in
Roaal Plauhouse. On the other

hand, Bank of America cannot af-
ford to sponsor anything but the
best. It is getting the best, we be-
lieve, at a price which suits their
budget.

The same is true of all our re-
gional sponsors. They've bought
themselves a bargain, and are Pre-
senting good entertainment at the
same time.

I'm not predicting the demise of
live programming, not at all. The
Kefauver investigations, which
gripped the nation as has nothing
in my memory, proved the value
and importance of live television.
There would have been no point in
filming on-the-spot events of this
type. But I do think the ratio will
be 75% in favor of film within the
next year, if not Sooner. I further
think the people most in favor of
this percentage will be the agencies
and networks. They decided theY
would rather live a little longer
themselves, and let us film produc-
ers help out with the programming.

Live oction?

Sync-sound?

Semi-qnimotion? l

Mechonicql onimotion?
Full onimqtion?

StoP-motion?
Slidefilm?

Animotic strip?

Slides?

Telops?

Let us help you toke the question-morks out of

ony TV commerciol problem you hove.

We invite you to inspect our complete focilities

ond see o somple reel of our film spots.

2g W. g4TH ST., NE\^/ YORK 19. N Y.

COlumbur 5-7621
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Everett Crosby 

Ring Crosby Enterprises pro- 
duced a total of 52 Fireside Theatre 
films which are now being re-issued 
under the Royal Playhouse title. 
Two or three days filming time was 
required for each. If an actor blew 
a line, it was not recorded for pos- 
terity in the minds of a few million 
viewers and the sponsor. If at the 
end of a day's shooting, we were dis- 
satisfied with a scene in the rushes, 
that was re-done too. 

Believing that a relaxed worker 
is a better worker, we didn't drive 
anyone. Pre-production rehearsals 
were not prolonged to the point of 
staleness. Our aim was to produce 
the best programming possible with 
the best acting, direction and pro- 
duction values. 

Our sponsor knew what he was 
getting, too. I realize the mail order 
business is a big one, with people 
buying products sight unseen all 
the time. But when a sponsor is 
spending hundreds of thousands of 
dollars, it seems only fair to give 
him a preview of what his money is 
buying. 

If I were sponsoring a live pro- 
gram, sitting in my living room or 
in the monitor booth watching 
where my money was going, and 
one of those unavoidable errors 
mentioned above occurred, I think 
I should have a slight case of heart 
failure. As someone slated re- 
cently; "It is far better to leave 
your mistakes on the cutting room 
floor, rather than the living room 
floor." 

Another of our series which is 
screening in Chicago, Milwaukee, 
Los Angeles, San Francisco and 
several othtf key cities is The 
Chimps, with chimpanzees in all the 
roles. They shoot guns, drive cars, 
dance, mug and do everything con- 
ceivable. Human voices have been 
dubbed in, of course. I have no 
doubt but that The Chimps will de- 
light youngsters everywhere within 
range of a television receiver. But 
this series could never be done live, 
when you're dealing with the un- 
predictability of animals. 

There are optical illusions and 
special effects which can only be 
accomplished through the use of 
film. The stage of a theatre—no 
matter how huge—will hold just so 
many sets. You can use just so 
much background projection. But 
there is no limit to the variety 
which can be obtained on film, no 
limit to the tricks or devices which 
a cameraman or special effects man 
can utilize. Television is going to 
be with us for a long time. Pro- 
grams undreamed of today will be 
screening within the next year or 
two. They will have to be on film to 
achieve their impact and realism. 

Cost No Factor 

The cost of film is no longer a 
factor which once faced the spon- 
sors, agencies and networks. By 
the time you figure hours of re- 
hearsal for a live show—for which 
the actors must be paid, of course 
—and measure that against the per- 
fection of a filmed program, the 
difference in dollars and cents is 
almost infinitesimal. The difference 
in favor of film is immeasureable. 

Yet another of our series, Cry of 
the City, which will be screening 
in the fall, had to be done on film. 
It is a highly dramatic format 
which, if confined to only a stage, 
would suffer considerably thereby. 

There is the case of re-runs, an 
important factor in television film. 
By way of example, Bank of Amer- 
ica sponsors Royal Playhouse in the 
California area. While the Bank of 
America is a vastly wealthy organi- 
zation, it could not or would not 
have spent the kind of money re- 
quired for the production values in 
Royal Playhouse. On the other 

hand, Bank of America cannot af- 
ford to sponsor anything but the 
best. It is getting the best, we be- 
lieve, at a price which suits their 
budget. 

The same is true of all our re- 
gional sponsors. They've bought 
themselves a bargain, and are pre- 
senting good entertainment at the 
same time. 

I'm not predicting the demise of 
live programming, not at all The 
Kefauver investigations, which 
gripped the nation as has nothing 
in my memory, proved the value 
and importance of live television. 
There would have been no point in 
filming on-the-spot events of this 
type. But I do think the ratio will 
be 75% in favor of film within the 
next year, if not sooner. I further 
think the people most in favor of 
this percentage will be the agencies 
and networks. They decided they 
would rather live a little longer 
themselves, and let us film produc- 
ers help out with the programming. 

Live action? 
Sync-sound? 

Semi-animation? 

Mechanical animation? 

Full animation? 
Stop-motion? 

Slidefilm? 

Animatic strip? 

Slides? 

Telops? 

Let us help you take the question marks out of 
any TV commercial problem you have. 

We invite you to inspect our complete facilities 
and see a sample reel of our film spots 

inc. 

254 W. S4TH ST.. NEW YOHK 19. N Y. 
COIumbus 5-7621 
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TU FIIMS-Stations

TELEUlSloll STATlolls'

FILM DEPARTME]ITS

This survey of film focilities wos mode by TELEVISER vio questionnoires sent to every operoting television stotion. The voriety of onswers

received cleorly indicotes o neeC for stondordizotion of specificotions for slides. Among the vorious trode nomes of proiectors thot perform

similor functions, reported ovned by the stotions, ore: Multiscope, Bolop, Telop, Proiectoll, Flying Spot Sconner ond Animotic. The rnoin com-

plicotion, however, is thot specificotions for opporently the scme piece of equipment vory widely omong the individuol stotions. For exomple,

WFAA-TV requires o 3Yt"x4" cord for its Multiscope, while WWJ-TV specificotions coll for o 14"x17" cord for the some instrument. Among

the different size requirements for Bolops reported by the stotions ore the following:2t/+"x3\4",3Vt"x4", 37/s"x5", 5"x62/3"'6"x8",7"x9",
8"xl 0" cnd 87/a" xll1/e".

lf ony rules to guide the'ogency ond film compony con be mode out of thisrnoze of conflicting requirements, they ore:''.

o) The one stondord slide thot con be hondled by olmost oll TV stotions is the 2"x2" gloss slide;

b) Most stotions con olso occept 3th"x4" gloss ond opoque slides. The sconned oteo on these cords ore 2Vt"x3";

c) For stotion identificotion (2"x2") tronsporent slides most stotions require l,/3 of oreo for coll letters.

TELEVTSER suggests thot oll TV stotions, .those now operoting ond those to go on once the freeze is lifted, occept ond stondordize the

obove specificotions. Such o move will certornly be to the odvontoge of stotion, film compony ond od ogency olike-

CITY ADDRESS CONTACT

PROJECTORS

Slide
Motion
Picture

ALBUQUERQUE, N. MEX.
I(OB-TV 234 S. Fifth Ave. (buying)

905 So. Buena Vista Blvd.
AMES. IOWA

WOI-TV Iowa State College

ATLANTA, GA.
WAGA-TV 1032 W. Peachtree

WSB-TV 1601 Peachtree St.
BALTIMORE, MD.

WAAM-TV 3725 Malden Ave.
WBAL-TV 2610 N. Charles St.

WMAR-TV Sun Buildins

BINGIIAMTON, N. Y.
WNBF-TV Arlington Hotel

BIRMINGIIAM, ALA.
WAFM-TV Radio Park, Red Mt.

WBRC-TV Red Mountain

BLOOMINGTON, IND.
WTTV 535 S. Walnut St.

BOSTON, MASS.
WBZ-TV 1170 Soldiers Field

WNAC-TV 21 Brookline Ave.

BT:FFALO, N. ):.
WBEN-TV Hotel StaUer

CHICAGO, ILL.
WBI(B 190 North State St.

12

2-2" x 2"
1-Balop 3" x 4" masked

l-Opaque & trans. 3" x 4"
l-2" x 2"

1-2" x 2"
l-Balop 6tt x 8"
$-1" v ltt 

"

2-2' * ,"
4-2" x 2',
1-Telop 4" x 5u
2-.Automatic 2" x 2"
1-Manual 2t' x 2"
1-Balop
1-Animatic
1-Projectall

1,-2" x 2"

2-2" x 2"
1-Multiscop.3r7n" x 4"
l-2" x 2"
l-Projectall 3" x 5"

2-2" x 2" I
2-Opaque 3" x 4" I

1_.2" x 2" I1-film strip
r-2" x 2"
1-3r/n" x 4"

l-2" x 2"
1-Balop

1-Multiscope 3" x 4"

Dorothy B. Smith
Bill Williams

John W. Dunlop

Ellen Evans

Jean Hendrix

Herbert B, Cahan
Arnold L. Wilkes

David V. R. Stickle

Edward M. Scala

W. O. Crompton

Keith Williams

Albert M. Fuscus

Carl Lawton

James Pike

Quintin P. Renner

George Rice

2-16 mm

2-16 mm

2-16 mm

2-16 mm

2-16 mm
3-16 mm

2-L6mm

2-16 mm

2-16 mm

2-16 mm

1-16 mm

2-16 mm
2-35 mm
2-16 mm
2-35 mm

2-16mm

2-16 mm
2-35 mm

TELEVISER

TV FILMS —Stations 

TELEVISION STATIONS' 

FILM DEPARTMENTS Mi szl 

This survey of film facilities was made by TELEVISED via questionnaires sent to every operating television station. The variety of answers 
received clearly indicates a nee for standardization of specifications for slides. Among the various trade names of projectors that perform 
similar functions, reported owned by the stations, are: Multiscope, Balop, Telop, Projectall, Flying Spot Scanner and Animatic. The main com- 
plication, however, is that specifications for apparently the same p.ece of equipment vary widely among the individual stations. For example, 
WFAA TV requires a 3'/4"x4' card for its Multiscope, while WWJ-TV specifications call for a 14"x17" card for the same instrument. Among 
the different size requirements for Balops reported by the stations are the following: 2Vi"x3V4", 3,4"x4', 374 x5 , 5 x6 2/3 , 6 x8 , 7 x9 , 
8"xl0' and S'/s'-xlW. 

If any rules to guide the* agency and film company can be made out of this maze of conflicting requirements, they are: . 

a) The one standard slide that can be handled by almost all TV stations is the 2"x2" glass slide; 
b) Most stations can also accept 3V4"x4" glass and opaque slides. The scanned area on these cards are 2V4 x3 ; 
c) For station identification (2"x2"t transparent sliaes most stations require 1/3 of area for call letters. 
TELEVISED suggests that all TV stations, those now operating and those to go on once the freeze is lifted, accept and standardize the 

above specifications. Such a move will certainly be to the advantage of station, film company and ad agency alike 

CITY ADDRESS CONTACT 
Motion 
Picture 

PROJECTORS 

Slide 

ALBUQUERQUE, N. MEX. 
KOB-TV 234 S. Fifth Ave. (buying) 

905 So. Buena Vista Blvd. 
AMES, IOWA 

WOI-TV Iowa State College 

ATLANTA, GA. 
WAGA-TV 1032 W. Peachtree 

WSB-TV 1601 Peachtree St. 
BALTIMORE, MIX 

WAAM-TV 3725 Maiden Ave. 
WBAL TV 2610 N. Charles St. 

WMAR-TV Sun Building 

BINGHAMTON, N. Y. 
WNBF-TV Arlington Hotel 

BIRMINGHAM, ALA. 
WAFM-TV Radio Park, Red Mt. 

WBRC-TV Red Mountain 

BLOOMINGTON, IND. 
WTTV 535 S. Walnut St. 

BOSTON, MASS. 
WBZ-TV 1170 Soldiers Field 

WNAC-TV 21 Brookline Ave. 

BUFFALO, N. Y. 
WBEN-TV Hotel Statler 

CHICAGO, ILL. 
WBKB 190 North State St. 

Dorothy B. Smith 
Bill Williams 

John W. Dunlop 

Ellen Evans 

Jean Hendrix 

Herbert B. Cahan 
Arnold L. Wilkes 

David V. R. Stickle 

Edward M. Scala 

W. O. Crompton 

Keith Williams 

Albert M. Puscus 

Carl Lawton 

James Pike 

Quintin P. Renner 

George Rice 

2—16 mm 

2—16 mm 

2—16 mm 

2— 16 mm 

2—16 mm 
3—16 mm 

2—16 mm 

2—16 mm 

2—16 mm 

2—16 mm 

1—16 mm 

2—16 mm 
2—35 mm 
2—16 mm 
2—35 mm 

2—16 mm 

2—16 mm 
2—35 mm 

2—2" x 2'' .j 
1—Balop 3" x 4" masked 

1—Opaque & trans. 3" x 4" 
1—2" x 2" 

1—2" x 2" 
1—Balop 6" x 8" 
3—2" x 2" • 

2—2" x 2" 
4—2" x 2" 
1—Telop 4" x 5" 
2—Automatic 2" x 2" 
1—Manual 2" x 2" 
1—Balop 
1—Animatic 
1—Projectall 

1—2" x 2" 

2 2" x 2" 
1—Multiscope 3%" x 4" 
1—2" x 2" 
1—Projectall 3" x 5" 

2—2" x 2" 
2—Opaque 3" x 4" 

1—2" x 2" 
1—film strip 
1—2" x 2" 
1—314" x 4" 

1—2" x 2" 
1—Balop 

1—Multiscope 3""x 4" 

12 TELEVISER 
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PROJECTORS

CITY ADDRESS CONTACT
Motion
Picture Slide

I

I

WENR-TV 400 W. Madison St.

WGN-TV 441 N. Michigan Ave.

WNBQ Merchandise Mart

CHARLOTTE. N. C.
WBTV 514 Wilder Bldg.

CINCINNATI, OEIO
WCPO-TV 2345 Symmes St.

WKRC-TV 800 Broadway

wLw-T 140 w. gth st.

CLEVELAND, OIIIO
wEws 1816 E. 13th St.

WNBK 815 Superior Ave.

WXEL Pleasant Valley & State Rds.

COLUMBUS. OHIO
WBNS-TV 495 Olentangy Blvd.

WLW-C 3165 Olentangy River Road

WTVN 50 W. Broad Street

DALLAS. TEXAS
WFAA-TV 3000 Harry Hines Blvd.KRLD-TV Herald Souare

DAYENPORT. IOWA
WOC-TV 1000 Brody St.

DAYTON, OHIO
WHIO-TV 1414 Wilmington Ave.

WLW-D 4595 S. Dixie Highway

DETROIT, MICII.
WJBK-TV 500 Temnle Avenue

WWJ-TV The Detroit News

WXYZ-TV McCabees BuildinE

ERI4 PA.
WICU 3514 State St.

FORT WOR II. TEXAS
WBAP-TV 3900 Barnett

GRAND RAPIDS, MICH.
WLAV-TV 6 Fountain St., N.E.

GREENSBORO, N. C.
WFMY-TV 212 N. Davie St.

IIOUSTON. TEXAS
KPRC-TV Post Oak Road

HUNTINGTON, W. VA.
WSAZ-TV W. Virginia Bldg.

INDIANAPOLIS, IND.
WFBM-TV 1330 N. Meridian St.

JACKSONVILLE. FLA.
WMBR-TV P. O. Box 5187

JOIINSTOWN, PA.
WJAC-TV 329 Main St.

JUNE, I95T

Pauline Thompson

Elizabeth Bain

Isabelle Cooney

(Miss) Jerry Patterson

Ed Weston

R. W. Ostrander

Russ Landers

Donald E. Pierce

Albert L. Odeal

Edwin Abbott

Jerome R. Reeves

William W. Huffman

Colin G. Male

Howard B. Anderson
Roy George

Ken Wagner 
.

George Skipper

Dick Cook '

R. H. Striker

Douglas Wright

Kenneth J. Sims

John Cook

(Miss) Lynn Trammell

Hal 
.Kaufman

Dan Shields

Bert Mitchell

A. E. Cowan

Hugh L. Kibbey

Duke LeBrun

Frank P. Cummins

4---:2" * 
'"

2-Opaque & trans. 3t7n, x 4"

2-2" x 2"

!-2" x 2"

2-2" x 2"
l_Bt/t" x 41/t,,
1-Film striP
t-2" x 2"
l-Film striP
l-Balop 3Y+" x 4"
3-2" x 2"
l-Opaque 7r1r" x 5r/+"

l-2" x 2"
1-Film striP
q til -qn
2-Film strip
N-l.t' v lt'
l_Balop gryn, * 4"
1-Multiscop " 

3t1n" x'4"

l-2!' x 2"
l-Telop 4" x 5"
l-1" v l''
1-Film strip
2-2" x 2"
1-Film strip
1-Balop Sr/ntt Y !r/a"

1-Opaque 3r/2" x 4lz"
l-3r/2" x 4"
l-Multiscop.3t7n" x 4"

l-2" x 2"
1-Multiscope

l-l't y ltl
1-Opaque 4" x 5"
l-Automatic 2" x 2"
1-Manual 2" x 2"
1-Balop 6" x 8"

2-2" x 2"
2-Film strip
1-Balop
3-2" x 2" also single

and double frame slide film
1-Multiscope74" x 17" opaque
2-2" x 2"

t-2" x 2"

l_2" x 2'l
1-Telop 4" x 5''

t-2" x 2"
1-Telop 4' x 5"

l-Automatic 2" x 2"

l-Balop 3t7n" x 4"

2-2" x 2"
1-Balop
l-Projectall 31/4" x 4"
l-Balop 6" x 8"

l-2" x 2"
1-Projectall
l-2" x 2"

2-16 mm
2-35 mm
4-16 mm
4-35 mm
2-16 mm
2-35 mm

2-16 mm

2-16 mm

2-16 mm

2-16 mm

2-16 mm

2-16 mm
2-35 mm
2-16 mm

3-16 mm

2-16 mm

2-16 mm

2-16 mm
2-16 mm

2-16 mm

2-16 mm

2-16 mm

2-16 mm

2-16 mm

2-16 mm
2-35 mm

1-16 mm
1-35 mm

2-16 mm

1-16 mm

1-16 mm

2-16 mm

2-16 mm

2-16 mm

2-16 mm

2-16 mm

t3

PROJECTORS 

cur ADDRESS CONTACT 
Motion 
Picture Slide 

WENR-TV 

WGN-TV 

WNBQ 

400 W. Madison St. 

441 N. Michigan A\e. 

Merchandise Mart 

CHARLOTTE, N. C. 
WBTV 514 Wilder Bldg. 

CINCINNATI, OHIO 
WCPO-TV 2345 Symmes St. 

WKRC-TV 800 Broadway 

WLW-T 140 W. 9th St. 

CLEVELAND, OHIO 
WEWS 1816 E. 13th St. 

WNBK 815 Superior Ave. 

WXEL Pleasant Valley & State Rds. 

COLUMBUS, OHIO 
WBNS-TV 495 Olentangy Blvd. 

WLW-C 3165 Olentangy River Road 

WTVN 50 W. Broad Street 

DALLAS, TEXAS 
WFAA-TV 3000 Harry Hines Blvd. 
KRLD-TV Herald Square 

DAVENPORT, IOWA 
WOC-TV 1000 Brody St. 

DAYTON, OHIO 
WHIO-TV 1414 Wilmington Ave. 

WLW-D 4595 S. Dixie Highway 

DETROIT, MICH. 
WJBK-TV 600 Temple Avenue 

WWJ TV The Detroit News 

WXYZ-TV McCabees Building 

ERIE, PA. 
WICU 3514 State St. 

FORT WORTH, TEXAS 
WBAP-TV 3900 Barnett 

GRAND RAPIDS, MICH. 
WLAV-TV 6 Fountain St., N.E. 

GREENSBORO, N. C. 
WPMY-TV 212 N. Davie St. 

HOUSTON, TEXAS 
KPRC-TV Post Oak Road 

HUNTINGTON, W. VA. 
WSAZ-TV W. Virginia Bldg. 

INDIANAPOLIS, IND. 
WFBM-TV i330 N. Meridian St. 

JACKSONVILLE, FLA. 
WMBR-TV P O. Box 5187 

JOHNSTOWN, PA. 
WJAC-TV 329 Main St. 

Pauline Thompson 

Elizabeth Bain 

Isabelle Cooney 

2—16 mm 
2—35 mm 
4—16 mm 
4—35 mm 
2—16 mm 
2—35 mm 

IMiss) Jerry Patterson 2—16 mm 

Ed Weston 

R. W. Ostrander 

Russ Landers 

Donald E. Pierce 

Albert L. Odeal 

Edwin Abbott 

Jerome R. Reeves 

William W. Huffman 

Colin G. Male 

2—16 mm 

2—16 mm 

2—16 mm 

2—16 mm 

2—16 mm 
2—35 mm 
2—16 mm 

3—16 mm 

2—16 mm 

2—16 mm 

Howard B. Anderson 2—16 mm 
Roy George 2—16 mm 

Ken Wagner 

George Skipper 

Dick Cook 

R. H. Striker 

2—16 mm 

2—16 mm 

2—16 mm 

2—16 mm 

Douglas Wright 2—16 mm 

Kenneth J. Sims 

John Cook 

(Miss) Lynn Trammell 2 

Hal Kaufman 1— 

Dan Shields 1- 

Bert Mitchell 2- 

A. E. Cowan 2- 

Hugh L. Kibbey 2- 

Duke LeBrun 2- 

Frank P. Cummins 2- 

-16 mm 
-35 mm 

-16 mm 
-35 mm 
-16 mm 

16 mm 

-16 mm 

-16 mm 

-16 mm 

-16 mm 

-16 mm 

-16 mm 

4—2" x 2" 

2—Opaque & trans. 314" x 4" 

2—2" x 2" 

1—2" x 2" 

2—2" x 2" 
1—3 Vi" x m" 
1—Film strip 
1—2" x 2" 
1—Film strip 
1—Balop 3(4" x 4" 
g 2" x 2" 
1—Opaque 7%" x 514" 

1—2" x 2" 
1—Film strip 
2—2" x 2" 
2—Film strip 
2 2" x 2" 
1—Balop 314" x 4" 
1—Multiscope 314" xV" 

1—2" x 2" 
1—Telop 4" x 5" 
1—2" x 2" 
1—Film strip 
2—2" x 2" 
1—Film strip 
1—Balop 314" x 414" 

1—Opaque 3%" x 414" 
l—3i/2" x 4" 
1—Multiscope 314" x 4" 

1—2" x 2" 
1—Multiscope 

2—2" x 2" 
1—Opaque 4" x 5" 
1—Automatic 2" x 2" 
1—Manual 2" x 2" 
1—Balop 6" x 8" 

2—2" x 2" 
2—Film strip 
1—Balop 
3—2" x 2" also single 

and double frame slide film 
1—Multiscope 14" x 17" opaque 
2—2" x 2" 

1—2" x 2" 

1 O" -v- 9" 
1—Telop 4" x 5" 

1—2" x 2" 
1—Telop 4" x 5" 

1—Automatic 2" x 2" 

1—Balop 8%" x 4" 

2—2" x 2" 
1—Balop 

1—Projectall 314" x 4" 
1—Balop 6" x 8" 

1—2" x 2" 
1—Projectall 

1—2" x 2" 

JUNE, 1951 13 

www.americanradiohistory.com



CITY ADDRESS CONTACT

PROJECTORS

Motion
Picture Slide

KFI-TV 141 N. Vermont Ave.

I{LAC-TV 1000 N. Cahuenga Blvd.

KNBH-TV Sunset & Vine

KALAMAZOO. MICH.
WKZO-TV I24 W. Michigan Ave.

KANSAS CITY, MO.
WDAF-TV 3030 Summit

LAN'CASTER, PA.
WGAL-TV 24 South Queen St.

LANSING, MICI{.
WJIM-TV Bank of Lansing Bldg.

LOS ANGELES, CALIF.
KECA-TV 1151 Prospect Ave.

Harry E. Travis

BiIl Bates

Barton K. Feroe

Robert Gibson

Norma I. Olsen

James H. Love

Walter F. Getze

Robert Guggenheim

Leland G. Muller

Bob Andersen

Joe Conn

John H. Boyle

Ed Driscoll

Wilson Mount

L. B. MelI

James Fitzgerald

Robert M. Paskow

(Mrs.) Kit Adler

Rose Wetzel

Andrew Jaeger

M. A. Barrett

Nat Fowler

Stan Parlan

Milford Fenster

Anthony AzzaLo

l-2" x 2"
1-Telop 4tt x 5"

l-4" x 5"

!-2" x 2"
1-3t7*" x 4"

2-2" x 2"
1-,Balop \Te" x 5"

5-2" x 2"
1-Balop 27/+" x 3r/+"
1-Film strip
2-2D x 2t'
2-Opaque t"un". 3r1n" x 4"
2-Opaque IYz" x 10"
2-2" x 2"
\-Bt/+" x 4"
1-Opaque 8" x 12"
3-2" x 2"

2-2" x 2"
1-Multiscope
2-2" x 2"

3-2" x 2"
l-Film strip

L-2" x 2"-
1-Telop 3t1n" x 4"
1-3r7t" x 4"

t-2" x 2"
1-Multiscope

l-Opaque & trans. 3t/+" x 4"

t-2" x 2"
1-gt/n" x 4"
1-Balop 5" x 6-2/3"

2-2" x'2"
1-6" x 8"
l-1" a'2rr

2-2" x 2" ,

4-31ia" x 4"
1-Balop

2-2" x'2"
1-Balop
1-Projectall

2-2" x 2"
2-31/a" x 4"

L-2' x 2"

5-Telop 4" x 5"

6-2" x 2"
1-Telop Sa/a" x 4"
1-BaloP 3t7n" x 4"
6-2" x 2"
2-Telop opaque 4" x 5"
3-2" x 2"
1-Telop
1-Opaque & trans. 3t7n" x 4"
4-2" x 2"
1-Animatic
l-Film strip

1-Projectall
2-Opaque 3t7n" x 4t'

2-16 mm

2-16 mm

2-16 mm

2-LGmm

3-16 mm
2-35 mm

2-16 mm

2-16 mm
1-35 mm

2-16 mm
2-35 mm
2-16 mm

2-16 mm
1-35 mm
2-16 mm
1-35 mm

2-16 mm

2-16 mm

2-\6 mm

2-16 mm

2-16 mm

4-16 mm

3-16 mm

2-16 mm

2-16 mm
3-35 mm
9-16 mm
9-35 mm
3-16 mm
3-35 mm

5-16 mm
4-35 mm
3-16 mm
2-35 mm

2-16 mm
2-35 mm

KTLA

KTSL

KTTV

WMCT

MIAMI, FLA.
WTVJ

MILWAUKEE,
WTMJ-TV

LOUISVILLE; KY.
WAVE-TV 334 E. Broadway

WHAS-TV 6th & Broadway
MEMPHIS. TENN.

5451 Marathon St.

1313 N. Vine St.

5746 Sunset BIvd.

P.O. Box 311

17 N.W. Third St.
Wis.
720 E. Capitol Drive

MINNEAPOLIS.ST. PAUI,, MINN.
WTCN-TV Radio City-50 S. gth St.

I(STP-TV 3415 University Ave. S.E.
NASIIVILLE. TENN.

WSM-TV 301 7th Avenue
N'EWARK. N. J.

WATV Television Center

NEW HAYEN, CONN.
WNHC-TV 1110 ihapel St.

NEW ORLEANS, LA.
WDSU-TV 520 Royal St.

NDW YORK, N. Y.
WABD 515 Madison Ave.

WCBS-TV 485 Madison Ave.

WJZ-'I 7 W. 66th Street

WNBT 30 Rockefeller Plaza

WOR-TV 1440 Broadway '

WPIX 220 E. 42nd Street

NORFOLK, YA.
WTAR-TV 720 Bousch St.

t4

Harry Jones, Film Dir. 1-16 mm
Don Pottratz. Photo Dir.
Richard P. Kepler 3-l-6 mm

(Miss) Montrey Ashburn2-16 mm

Harry L. Nicholas, Jr. 2-16 mm

TELEVISER

PROJECTORS 

CITY ADDRESS CONTACT 
Motion 
Picture Slide 

KALAMAZOO, MICH. 
WKZO TV 124 W. Michigan Ave. 

KANSAS CITY, MO. 
WDAF-TV 3030 Summit 

LANCASTER. PA. 
WGAL-TV 24 South Queen St. 

LANSING, MICH. 
WJIM-TV Bank of Lansing Bldg. 

LOS ANGELES, CALIF. 
KECA-TV 4151 Prospect Ave. 

KFI-TV 141 N. Vermont Ave. 

KLAC-TV 1000 N. Cahuenga Blvd. 

KNBH-TV Sunset & Vine 

KTLA 5451 Marathon St. 

K1SL 1313 N. Vine. St. 

KTTV 5746 Sunset Blvd. 

LOUISVILLE, KY. 
WAVE-TV 334 E. Broadway 

WHAS-TV fith & Broadway 
MEMPHIS, TENN. 

WMCT P.O. Box 311 

MIAMI, FLA. 
WTVJ 17 N.W. Third St. 

MILWAUKEE, Wis. 
WTMJ-TV 720 E. Capitol Drive 

MINNEAPOLIS-ST. PAUL, MINN. 
WTCN-TV Radio City-50 S. 9th St. 

KSTP-TV 3415 University Ave. S.E. 
NASHVILLE, TENN. 

WSM-TV 301 7th Avenue 
NEWARK, N. J. 

WATV Television Center 

NEW HAVEN, CONN. 
WNHC-TV 1110 Chapel St. 

NEW ORLEANS, LA. 
WDSU-TV 520 Royal St. 

NEW YORK, N. Y. 
WABD 515 Madison Ave. 

WCBS-TV 

WOZTV 

WNBT 

WOR-TV 

WPIX 

485 Madison Ave. 

7 W. 66th Street 

30 Rockefeller Plaza 

1440 Broadway 

220 E. 42nd Street 

Harry E. Travis 

Bill Bates 

Barton K. Feroe 

Robert Gibson 

Norma I. Olsen 

James H. Love 

Walter F. Getze 

Robert Guggenheim 

Leland G. Muller 

Bob Andersen 

Joe Conn 

John II. Boyle 

Ed Driscoll 

Wilson Mount 

L. B, Mell 

James Fitzgerald 

2—16 mm 

2—16 mm 

2—16 mm 

2—16 mm 

3—16 mm 
2—35 mm 

2—16 mm 

2—16 mm 
1—35 mm 

2—16 mm 
2—35 mm 
2—16 mm 

2—16 mm 
1—35 mm 
2—16 mm 
1—35 mm 

2—16 mm 

2—16 mm 

2—16 mm 

2—16 mm 

2—16 mm 

Harry Jones, Film Dir. 1—16 mm 
Don Pottratz, Photo Dir. 
Richard P. Kepler 3—16 mm 

(Miss) Montrey Ashburn2—16 mm 

4—16 mm Robert M. Paskow 

(Mrs.) Kit Adler 

Rose Wetzel 

Andrew Jaeger 

M. A. Barrett 

Nat Fowler 

Stan Parian 

Milford Fenster 

Anthony Azzato 

3—16 mm 

2—16 mm 

2—16 mm 
3—35 mm 
9—16 mm 
9—35 mm 
3—16 mm 
3—35 mm 

5—16 mm 
4—35 mm 
3—16 mm 
2—35 mm 

2—16 mm 
2—35 mm 

NORFOLK. VA. 
WTAR-TV 720 Bousch St. Harrv L. Nicholas, Jr. 2—16 mm 

1—2" x 2" 
1—Telop 4" x 5" 

1—4" x 5" 

1—2" x 2" 
1—3141 x 4" 

 0 9" Y 9" 
1—Balop ST'ljj X 5" 

5—2" x 2" 
1—Baiop 214" x 3V4" 
1—Film strip 
2—2" x 2" 
2—Opaque trans. 314" x 4" 
2—Opaque 7%" x 10" 
2—2" x 2" 
1—314" x 4" 
1—Opaque 8" x 12" 
3—2" x 2" 

2—2" x 2" 
1—Multiscope 
2—2" x 2" 

3—2" x 2" 
1—Film strip 

 1 2" x 2"- 
1—Telop 314" x 4" 
1—314" x 4" 

1—2" x 2" 
1—Multiscope 

1—Opaque & trans. 314" x 4" 

1—2" x 2" 
1—314" x 4" 
1—Balop 5" x 6-2/3" 

2- 2" x 2" 
1—6" x 8" 
2—2" x 2" 

2—2" x 2" . 

4—314" x 4& 
1—Balop 

2—2" x 2" 
1—Balop 
1—Prnjectall 

2—2" x 2'hf 
2—314" x 4" 

1—2" x 2" 

5—Telop 4" x 5" 

6—2" x 2" 
1--Telop 314" x 4" 
1—Balop 314" x 4" 
6—2" x 2" 
2—Telop opaque 4" x 5" 
3—2" x 2" 
1—Telop 
1—Opaque & trans. 314" x 4" 
4—2" x 2" 
1—Animatic 
1—Film strip 

2—2" x 2" 
1—Projectall 
2—Opaque 31^ x 4" 
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CITY ADDRESS CONTACT

PROJECTORS

Motion
Picture Slide

OKLAIIOMA CITY, OKLA.
WKY-TV Box 8668, 1300 E. Britton Rd.

OMAHA, NEBR.
I(MTV 2615 Farnam St.

WOW-TV 3509 Farnam St.

PIIILADELPHIA, PA.
WCAU-TV 1622 Chestnut St.

WPTZ 1800 Architects Bldg.

WFIL-TV 46th & Market Sts.
PHOEII.{IX. ARIZ.

KPHO-TV 631 N. 1st Ave.
PITTSBURGTI. PA.

WDTV Chamber of Commerce Blds.

PROVIDENCE, R. I.
WJAR-TV 176 Weybosset St.

RICIIMOND, VA.
WTVR 3301 W. Broad St.

RO.CHESTER, N. Y.
WHAM-TV 201 Humboldt St.

ROCK ISLAND, ILL.
WHBF-TV Telco Bldg.

ST. LOUIS, MO.
KSD-TV 1111 Olive St.

SALT LAKE CITY. UTAII
KDYL-TV Tribune-Telegram Building
KSL.TV 10 S. Main St.

SAN ANTONIO. TEXAS
I{EYL Transit Tower

WOAI-TV 1031 Navarro St.

SAN DIEGO. CALIF.
KFMB-TV 1375 Pacific Highway

SAN FRANCISCO, CALIF.

4-2" x 2"

2-2" x 2"
1-MultiscoPe 3L/4" x 4"
2-2" x 2"
1-Balop 3r1n" x 4"

4-2" x 2"
1-Film striP
l-Balop 2r/"" x 27/s"
l-Flying sPot scanner

2r/"" 7 27/x"
2-Opaque & trans. 3r/+' x 4"

1-2" x 2"

t-2" x 2"
1-Balop 4" x 6"

2-2" x 2"
l-Film strip
l-MultiscoP" 3t1n" x 4"

3-2" x 2"
1-Film strip
1-Balop 8Ta" x ll1/s"

1-3r7n" x 4"

l-Flying spot scanner 2" x 2"

2-2" x 2"

1-2" x 2"
r-2" x 2"
1-FiIm strip
1-Balop

L-2" x 2"
1-Multiscope 3)L" x 4" oPaque
l-2" x 2"
1-Projectall

7-2" x 2"
1-3t1n" x 4"

2-2" x 2"
1-Balop 3r7n" x 4"
1-Film strip
4-2" x 2"
2-Automatic 2t' x'2''
l-Manual 2" x 2"

1-Balop 3t7n" x 4"
1-Balop 8" x 10"

1-Balop 31/4" x 4"

4-2" x 2"
2-2" x 2"
l_BL/a" x 4,,

2-2" x 2"

L-3y4" x 4"

2-2" x 2"
2-Film strip
l-l't y l"
l-Balop 7" x 9"
2-2" x 2"
t-2" x 2"

l-2" x 2"
1-31+" x 4"

KRON-TV 5th & Mission St.

SCIIENECTADY. N. Y.
WRGB 60 Washington Ave.

SEATTLE. WASII.
KING-TV 301 Galer St.

SYRACUSE, N. Y.
WHEN 101 Court St.
WSYR-TV Syracuse Kemper Bldg.

TOLEDO, OHIO
WSPD-TV 136 Huron Street

TULSA, OKLA.
KOTV 3rd & Frankfort Sts.

KGO-TV

KPIX

UTICA, N. Y.
WKTY

W'ASHINGTON,
WMAL-TV

WNBW

WTOP-TV
WTTG

WILMINGTON,
WDEL.TV

JUNE, I95I

155 Montgomery

1 Nob Hill Circle

P.O. Box 386
D. C.

4461 Connecticut Ave. N.W.

724 r4th st. N.w.

Warner Building
12th & E. Sts., N.W.
DEL.
10th & King Sts.

Kieth Mathers

Glen Harris

Soren H. Munkhof

Helen Buck

Edward G. Murray

Walter L. Tillman

Roland C. Oxford

Richard Dreyfuss

William L. Cooper, Jr.

G. Conrad Rianbart

David D. Manning

Charles F. Harrison

I(eith Gunther

F. C. Eckhardt
Scott Clawson

Tom J. Maloney

Hull Youngblood

Bill Fox

Nancy Macduff

Sandy Spillman
Stanley Lichenstein

Albert G. Zink

Florine Majers

Julie Burke
W. V. Rothrum

E. S. Phillips

Craig Ramsey

J. Casaletta

C. K. Bloomquist

George Dorsey

L. Wilkinson
Jules Huber

James Adshead

4-16 mm

2-16 mm

2-16 mm

2-16 mm

2-16 mm
2-35 mm

2-16 mm

2-16 mm

6-16 mm

2-16 mm

2-16 mm

2-16 mm

2-16 mm

2-16 mm

2-16 mm
4-16 mm

2-16 mm

2-16 mm

1-16 mm

2-16 mm
2-35 mm

4-16 mm
2-16 mm

2-16 mm

2-16 mm

1-16 mm
2-16 mm

2-16 mm

2-16 mm

2-l-6 mm

2-16 mm

2-16 mm
1-35 mm
2-l-6 mm
2-16 mm

2-16 mm

PROJECTORS 
Motion 

Slide CITY ADDRESS CONTACT Picture 

OKLAHOMA CITY, OKLA. 
WKY-TV Box 8668, 1300 E. Britton Rd. Kieth Mathers 4—16 mm 4—2" x 2" 

OMAHA, NEBR. 
KMTV 2615 Farnam St. Glen Harris 2—16 mm 2—2" x 2" 

1—Multiscope SW x 4" 
WOW-TV 3509 Farnam St. Soren H. Munkhof 2—16 mm 2—2" x 2" 

1—Balop 314" x 4" 
PHILADELPHIA, PA. 

WCAU-TV 1622 Chestnut St. Helen Buck 2—16 mm 4—2" x 2" 
1—Film strip 

WPTZ 1800 Architects. Bldg. Edward G. Murray 2—16 mm 1—Balop 2%" x 2%" 
2—35 mm 1—Flying spot scanner 

2Vs" x 2%" 
WPIL-TV 46th & Market Sts. Walter L. Tillman 2—16 mm 2—Opaque & trans. SVi" x 4" 

PHOENIX, ARIZ. 
KPHO-TV 631 N. 1st Ave. Roland C. Oxford 2—16 mm 1—2" x 2" 

PITTSBURGH, P4. 
WDTV Chamber of Commerce Bldg-. Richard Dreyfuss 6—16 mm 1—2" x 2" 

1—Balop 4" x 6" 
PROVIDENCE, R. I. 

WJAR-TV 176 Weybosset St. William L. Cooper, Jr. 2—16 mm 2—2" x 2" 
1—Film strip 
1—Multiscope 3%" x 4" 

RICHMOND, VA. " 
WTVR 3301 W. Broad St. G. Conrad Rianbart 2—16 mm 3—2" x 2" 

1—Film strip 
1—Balop 8%" x 11%" 

ROCHESTER, N. Y. 
WHAM-TV 201 Humboldt St. David D. Manning 2—16 mm 

CO 1 rH 

ROCK ISLAND, ILL, 
1—Flying spot scanner 2" x 2" WHBF-TV Telco Bldg. Charles F. Harrison 2—16 mm 

ST. LOUIS, MO. 
KSD-TV 1111 Olive St. Keith Gunther 2—16 mm 2—2" x 2" 

SALT LAKE CITY, UTAH 
KDYL-TV Tribune-Telegram Building F. C. Eckhardt 2—16 mm 1—2" x 2" 
KSL-TV 10 S. Main St. Scott Clawson 4—16 mm 1—2" x 2" 

1—Film strip 
1—Balop 

SAN ANTONIO, TEXAS 
KEYL Transit Tower Tom J. Maloney 2—16 mm 1—2" x 2" 

1—Multiscope 314" x 4" opaque 
WOAI-TV 1031 Navarro St. Hull Youngblood 2—16 mm 1—2" x 2" 

1—-Projectall 
SAN DIEGO, CALIF. 

KFMB-TV 1375 Pacific Highway Bill Fox 1—16 mm 1—2" x 2" 
1—314" x 4" 

SAN FRANCISCO, CALIF. 
KGO-TV 155 Montgomery Nancy Macduff 2—16 mm 2—2" x 2" 

2—35 mm 1—Balop 314" x 4" 
1—Film strip 

KPIX 1 Nob Hill Circle Sandy Spillman 4—16 mm 4—2" x 2" 
KRON-TV 5th & Mission St. Stanley Lichenstein 2—16 mm 2—Automatic 2" x 2" 

1—Manual 2" x 2" 
SCHENECTADY, N. Y. 

1—Balop 314" x 4" WRGB 60 Washington Ave. Albert G. Zink 2—16 mm 
1—Balop 8" x 10" 

SEATTLE, WASH. 
1—Balop 314 " x 4" KING-TV 301 Galer St. Florine Majers 2—16 mm 

SYRACUSE, N. Y. 
4—2" x 2" WHEN 101 Court St. Julie Burke 1—16 mm 

WSYR-TV Syracuse Kemper Bldg. W. V. Rothrum 2—16 mm 2—2" x 2" 
1—314" x 4" 

TOLEDO, OHIO 
WSPD-TV 136 Huron Street E. S. Phillips 2—16 mm 2—2" x 2" 

TULSA, OKLA. 
KOTV 3rd & Frankfort Sts. Craig Ramsey 2—16 mm 2—2" x 2" 

UTICA, N. Y. 

W
 1 CO
 

5^
 

X WKTY P.O. Box 386 J. Casaletta 2—16 mm 
WASHINGTON, D. C. 

WMAL-TV 4461 Connecticut Ave. N.W. C. K. Bloomquist 2—16 mm 2—2" x 2" 
9 FWlm st.rin 

WNBW 724 14th St. N.W. George Dorsey 2—16 mm 
L* -L XX-IX1 O L,'X X LX 
2—2" x 2" 

1—35 mm 1—Balop 7" x 9" 
WTOP-TV Warner Building L. Wilkinson 2—16 mm 2—2" x 2" 
WTTG 12th & E. Sts., N.W. Jules Huber 2—16 mm 1—2" x 2" 

WILMINGTON, DEL. 
WDEL-TV 10th & King Sts. James Adshead 2—16 mm 1—2" x 2" 

1—314" x 4" 
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TU FIIMS - Comnercials

the great value gained from plan-
ning a spot with the same care and
consideration for the viewer that
goes into the best TV shows.

In all of this, we eannot afford to
forget for a minute the man who
sits with his family before a teleset
for an evening of diversion. As
powerful as TV is, he can cut us
dead with the flick of a knob. But if
we can reach him, we are utilizing
the most powerful selling aid yet
devised.

Truism: If you're using film,
really use it.

One of the greatest advantages
of motion pictures lies in their abil-
ity to take us anywhere and show
us anything. Get a car out of the
showroom, head it toward a pl6as-
ure point and you add emotional ap-
peal to the demonstration of the
product.

Observation: There's nothing
deadlier than a pointless gimmick.

Verisimilitude is as important to
a good television commercial as it
is to a good book. In video, that
means linking the product with a
believable situation. Of course, just
as in the novel, the incident can be
pointed up or directed. But to be
accepted, the sales message has to
grow out of a readily-grasped truth.

Even the cleverest tricks and
gimmicks lose much of their force
if they stand unrelated to a viewer's
sphere of experience. It may be
startling to show a genie popping
out of a lamp, but nobody buys
lamps for their genie-power. Un-
less the viewer can identify himself
with some part of the commercial,
it has no meaning for him.

Warning from Sad Experience:
You can't stretch a minute.

Sometimes an idea can carry you
away. It may be startling, cover
every selling point and wrap them
all up in an appealing story line.
But before you put it into produc-
tion, it must pass a crucial test:
will it fit easily and effectively into
the 10, 20 or 60 seconds allotted to
it.

Each element of the commercial
should flow smoothly and easily into
the next. The audience will work
with you, looking and listening with
reasonable concentration. But there
must be time for them to grasp the
import of each scene, time for them
to relate it to what came before
and time to assimilate the total im-
pact. I haven't checked the surveys
on this, but I feel safe in saying
that few things in TV advertising
are as deadly as a commercial bulg-
ing at the scenes.

Opinion: Nothing is gained by
making a detective story of film
commercial production.

When account executives promise
and clients expect the impossible of
TV film commercials, the fault may
well lie with the agency's own film
men. Purposely or not, we often
cloak our activities in the colorful
but hard-to-fathom trade jargon.
We know what we're talking about
(a reasonable amount of the time)
but it is far more important to fa-
miliarize both agency and client
with basic knowledge of motion pic-
ture making. Once you do, a lot of
those vexing queries usually disap-
pear.

When a man knows something of
the complex operations behind the
production of even an eight-second
station break film, he is f4r less
likely to wonder why it can't be
completed overnight.

Future: Just as in space copy,
TV film commercials are becoming
less cluttered and more dynamic be-
cause of it. Stylized animation, for'
example, has gained wide accept-
ance with adveltisers, agencies,
viewers and the various awards
committees.

The general swing to film in TV
programming has served to re-em-
phasize the value of film commer-
cials. If anything, commercials
seem to be the pace-setters for the
trend as mergers, deals, rumors and
the entrance of major motion pic-
ture studios presage a flood of
shows on film.

Primer For TU Film

Gommercial Production

by Jud Kinberg

Campb eII-E wald C o. Inc.

f, XIOM: Never forg'et the man
fL in millions of living rooms who
has the chance of watching or not
watching what you have to show
him.

Until the time comes when we
can strap viewers into their arm-
chairs, there will be no substitute
for the commercial which correctly
utilizes the most arresting and ap-
plicable film techniques. That may
mean animation, stop motion, opti-
cals, jingles or simply effective live
action. But in each case, it must
get the attention of the audience,
furnish a reason for viewing and
then match these incentive points
with compelling selling points. Only
if the three elements are present
will the advertiser's message pene-
trate to those remote brain cells
controlling the pocketbook.

There are few topics more factual
than automobile time-purchase
plans. Yet in a minute spot recently
completed on this subject we found
we could tell the client's story best
through an animated character's
run-in with everything from a tru-
culent cloud (epitomizing "colli-
sion") to a baby-carrying stork (for
"changing circumstances" allowed
for under the plan). I think the ul-
timate effectiveness of the commer-
cial will be far greater in terms of
recall and results than would have
been possible through "hit-'em-on-
the-head" exposition.

On the other hand, where you
talk about a TV set's "steady, clear
picture," the best thing you can do
is show exactly what you're talking
about. The variations and decisions
are endless, but they all point up

I6 TELEVISER

TV FILMS — Commercials 

Primer For TV Film 

Commercial Production 

by Jud Kinberg 

Campbell-Ewald Co. Inc. 

AXIOM: Never forget the man 
in millions of living rooms who 

has the chance of watching or not 
watching what you have to show 
him. 

Until the time comes when we 
can strap viewers into their arm- 
chairs, there will be no substitute 
for the commercial which correctly 
utilizes the most arresting and ap- 
plicable film techniques. That may 
mean animation, stop motion, opti- 
cals, jingles or simply effective live 
action. But in each case, it must 
get the attention of the audience, 
furnish a reason for viewing and 
then match these incentive points 
with compelling selling points. Only 
if the three elements are present 
will the advertiser's message pene- 
trate to those remote brain cells 
controlling the pocketbook. 

There are few topics more factual 
than automobile time-purchase 
plans. Yet in a minute spot recently 
completed on this subject we found 
we could tell the client's story best 
through an animated character's 
run-in with everything from a tru- 
culent cloud (epitomizing "colli- 
sion") to a baby-carrying stork (for 
"changing circumstances" allowed 
for under the plan). I think the ul- 
timate effectiveness of the commer- 
cial will be far greater in terms of 
recall and results than would have 
been possible through "hit-'em-on- 
the-head" exposition. 

On the other hand, where you 
talk about a TV set's "steady, clear 
picture," the best thing you can do 
is show exactly what you're talking 
about. The variations and decisions 
are endless, but they all point up 

the great value gained from plan- 
ning a spot with the same care and 
consideration for the viewer that 
goes into the best TV shows. 

In all of this, we cannot afford to 
forget for a minute the man who 
sits with his family before a teleset 
for an evening of diversion. As 
powerful as TV is, he can cut us 
dead with the flick of a knob. But if 
we can reach him, we are utilizing 
the most powerful selling aid yet 
devised. 

Truism: If you're using film, 
really use it. 

One of the greatest advantages 
of motion pictures lies in their abil- 
ity to take us anywhere and show 
us anything. Get a car out of the 
showroom, head it toward a pleas- 
ure point and you add emotional ap- 
peal to the demonstration of the 
product. 

Observation: There's nothing 
deadlier than a pointless gimmick. 

Verisimilitude is as important to 
a good television commercial as it 
is to a good book. In video, that 
means linking the product with a 
believable situation. Of course, just 
as in the novel, the incident can be 
pointed up or directed. But to be 
accepted, the sales message has to 
grow out of a readily-grasped truth. 

Even the cleverest tricks and 
gimmicks lose much of their force 
if they stand unrelated to a viewer's 
sphere of experience. It may be 
startling to show a genie popping 
out of a lamp, but nobody buys 
lamps for their genie-power. Un- 
less the viewer can identify himself 
with some part of the commercial, 
it has no meaning for him. 

Warning from Sad Experience: 
You can't stretch a minute. 

Sometimes an idea can carry you 
away. It may be startling, cover 
every selling point and wran them 
all up in an appealing story line. 
But before you put it into produc- 
tion, it must pass a crucial test: 
will it fit easily and effectively into 
the 10, 20 or 60 seconds allotted to 
it. 

Each element of the commercial 
should flow smoothly and easily into 
the next. The audience will work 
with you, looking ana listening wi+h 
reasonable concentration. But there 
must be time for them to grasp the 
import of each scene, time for them 
to relate it to what came before 
and time to assimilate the total im- 
pact. I haven't checked the surveys 
on this, but 1 feel safe in saying 
that few things in TV advertising 
are as deadly as a commercial bulg- 
ing at the scenes. 

Opinion: Nothing is gained by 
making a detective story of film 
commercial production. 

When account executives promise 
and clients expect the impossible of 
TV film commercials, the fault may 
well lie with the agency's own film 
men. Purposely or not, we often 
cloak our activities in the colorful 
but hard-to-fathom trade jargon. 
We know what we're talking about 
(a reasonable amount of the time) 
but it is far more important to fa- 
miliarize both agency and client 
with basic knowledge of motion pic- 
ture making. Once you do, a lot of 
those vexing queries usually disap- 
pear. 

When a man knows something of 
the complex operations behind the 
production of even an eight-second 
station break film, he is far less 
likely to wonder why it can't be 
completed overnight. 

Future: Just as in space copy, 
TV film commercials are becoming 
less cluttered and more dynamic be- 
cause of it. Stylized animation, for 
example, has gained wide accept- 
ance with advertisers, agencies, 
viewers and the various awards 
committees. 

The general swing to film in TV 
programming has served t( re-em- 
phasize the value of film commer- 
cials. If anything, commercials 
seem to be the pace-setters for the 
trend as mergers, deals, rumors and 
the entrance of major motion pic- 
ture studios presage a flood of 
shows on film. 
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&. "q:i
for film proiection: The Eostmon l6mm.

Television Proiector, Model 250. The

first heovy-duty l6mm. proiection in-

strument designed for TV film require-
ments, if is specificolly engineered to

obtoin the best possible flot-field imoge
plus theoter-quolity sound reproduc-
lion from l6mm. sound film for brood-
cosl on TV oudio ond video circuits.

Whisper-quiet mechonicol operotion

-plus sound reproduction free from
high-frequency distortion-it is simple

to operote. lt will deliver continuous-

duty performonce on o full oir-time
schedule. Copoble of insfont slort-slop
operofion, it gives your progromming

stoff o tool for interculting film ond live
oction inslontoneously.

+#*i.i
'ff;t ,!-in:,:::i;

*fl-fi;::
iiitirj*:fir.atffi*ilTii:ffiPtttitrig;::*:Effi;;i

for film recording: The Eosrmon Tete-
vision Recording Comero. Whether net-
work or locol, live or film, recording of
every broodcosl progrom is your only
permonent progrom record. lt con poy
for itself-ond eorn o profit, too-by
giving your oir-time schedule more flex-
ibility, your odveriisers wider morkel

tr1."f 
.. T t';t",. i ijjt;

coveroge, ond your progrom deporl-
meni more soles potentiol.

This equipment is ovoiloble for im-

mediote delivery ond instollotion. For

detoiled informotion concerning prices,

specificotions, ond instollotion dolo,
write directly lo Rochesler or ony
bronch office.

toflon Piclure Film Deportmenl
Eorlrnqn Xodok Compony
lochccter 4, N. Y.

Midwect Division
f37 Norrh Wobach Avenue
Chlcogo 2, lllinols

Eost Goost Divicion
342 Modicon Avenue
NewYork lT,NewYork

Wect Goast Dlvlrlon
6706 Sonto ilonlco Blvd.
Hollywood 3E, Galifornlc
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for film recording: The Eastman Tele 
vision Recording Camera. Whether net- 
work or local, live or film, recording of 
every broadcast program is your only 
permanent program record. It can pay 
for itself—and earn a profit, too—by 
giving your air-time schedule more flex- 
ibility, your advertisers wider market 

for film projetnon: The Eastman 16mm. 
Television Projector, Model 250. The 
first heavy-duty 16mm. projection in- 
strument designed for TV film require- 
ments, it is specifically engineered to 
obtain the best possible flat-field image 
plus theater-quality sound reproduc- 
tion from 16mm. sound film for broad- 
cast on TV audio and video circuits. 

Whisper-quiet mechanical operation 
—plus sound reproduction free from 
high-frequency distortion—it is simple 
to operate. It will deliver continuous- 
duty performance on a full air-time 
schedule. Capable of instant start-stop 
operation, it gives your programming 
staff a tool for intercutting film and live 
action instantaneously. 
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coverage, and your program depart- 
ment more sales porential. 

This equipment is available for im- 
mediate delivery and installation. For 
detailed information concerning prices, 
specifications, and installation data, 
write directly to Rochester or any 
branch office. 

Motion Picture Film Department 
Eastman Kodak Company ' 
Rochester 4, N. Y. 

Midwest Division 
137 North Wabash Avenue 
Chicago 2, Illinois 

East Coast Division 
342 Madison Avenue 
New York 17, New York 

West Coast Division 
6706 Santa Monica Blvd. 
Hollywood 38, California 
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-Programs Available to $ponsors-
Inlormation concerning these progroms, now being mode ovailable to sponsors by the

respective stations, is published os o senice to stotions, ogencies ond odvertisers. Stotions
desiring listings should moil the required informotion to TELEVISER by the twentieth ol eoch
month, previous to the month ol publicotion.

WGN-TV, Chicago
Sho'**: "Talking With Toni"
D escri,ption : Interviews conducted
by "the busiest ycung housewife
in town." She takes her viewers
along with her to meet the cele-
brities and personalities of the
day. Toni acts as y.our master
salesman to demonstrate and ef-
fectively sell your product. Her
training guarantees that your
merchandise bets the attention of
a store demonstration with a
smooth-as-silk and as easy to take
technique.
Day: Mond,ay through Friday
Time: 9:45 to 10:00 a.m.
Cost: $\25 per 2 minute participa-
tion

WCPO-TV, Cincinnati
Show: "Al's Corner"
Description: t hour mid-morning
show, designed strictly for chil-
dren. Kids are given drawing les-
sons, sculpturing, music, puppet
show, stories read to them. music
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and gimmicks for their amuse-
ment. Has taken the place of an
early morning baby sitter in many
homes,
Day: Mond,ay through Friday
Time: 1l:00 a.m. to 12:00 noon

Time Cost: $350
Program Cosl: $50 (Commission-
able)

WNBK" Cleveland
Show: "Industry on Parade"
Description: An absorbing fifteen
minute visit behind the scenes of
modern industry. "Industry On
Parade" takes the viewers through
oil reflneries, steel mills, automo-
bile manufacturers, etc. An edu-
cation in industry from raw ma-
terial to finished product showing
the tremendous potential of Amer-
ica.
Doy.' Sunday
Time: 7 :15 to 7:30 p.m.
Cosl.' Rates on request

Show: "Tom Manning Sports
Show"
Descripti,on: The dean of Ameri-
can sportscasters brings to the
more than a million and a half
WNBK viewers Cleveland's top
TV sports show. Features latest
Acme wire photos covering up-to-
the-minute news in the nation's
sports world. All phases of sports
news will be covered by pictures,
late bulletins, score of major
league baseball games and sports
celebrity interviews.
D'aE: Mond,ay through Friday
Ti,me: 6:40 to 6:45 p.m.
Cosf.' Rates on request

WTVN, Columbus
Show: "The Sports Picture"
Descri,ption: Bill Brown, Central
Ohio Sports authority, gives a
complete, concise report and analy-

sis of the local and national sports
picture. An interesting sports
flgure is interviewed every eve-
ning. Central Ohio's most well-
rounded sports review.
Day: Monday through Friday
Time: 6:00 to 6:15 p.m.

Time Cost: $200. $65 per spot
Program Cost; $50. $5 per spot
(Commissionable)

WBAP-TV" Ft. Worth-Dallas
Slt,ow: "See Saw Zoo"
Description: A studio puppet show
with the waste basket animal play-
ers including Brutus Fox, Mau-
rice Bumsteer, Professor Beaver,
Mrs. Roxirox. See Saw Zoo pup-
pets sold from coast to coast.

D'ay: Mond,ay through Friday
Time: 5:45 to 6:00 p.m.

Program Cost: $90 per show, 5
per week; $100 per show, 3 per
week (Commissionable)

WTAR-TV" Norfolk
Sh,ow: "What's Cookin' "
Description: Madeline Weaver,
the star of the program, offers
valuable information on getting
the maximum use and efficiency
from kitchen utensils, kitchen
shortcuts, and new and appetizing
ways of preparing familiar foods,
as well as introducing popular
economical dishes to the average
table, The real purpose of "What's
Cookin"' is to show how to make
the food dollar go farther without
sacrificing quality. It is handled
in a wholesome, philosophical
manner interspersed with humor-
ous anecdotes.

Day: Wednesday and Friday
Time: I:30 to 2:00 p.m.

Cost: $40 including time and fre-
quency discounts. (Commission-
able)

TELEVISER
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Programs Available to Sponsors 

Information concerning these programs, now beinp made available to sponsors by the 
respective stations, is published as a service to stations, agencies and advertisers. Stations 
desiring listings should mail the required information to TELEVISER by the twentieth of each 
month, previous to the month of publication. 

WGIN-TV, Chicago 
Show: "Talking With Toni" 
Description: Interviews conducted 
by "the busiest young housewife 
in town." She takes her viewers 
along with her to meet the cele- 
brities and personalities of the 
day. Tom acts as your master 
salesman to demonstrate and ef- 
fectively sell your product. Her 
training guarantees that your 
merchandise gets the attention of 
a store demonstration with a 
smooth-as-silk and as easy to take 
technique. 
Day: Monday through Friday 
Time: 9:45 to 10:00 a.m. 
Cost: $125 per 2 minute participa- 
tion 

^ CPO-TV, Cincinnati 
Show: "Al's Corner" 
Description: 1 hour mid-morning 
show, designed strictly for chil- 
dren. Kids are given drawing les- 
sons, sculpturing, music, puppet 
show, stories read to them, music 

• • • 

and gimmicks for their amuse- 
ment. Has taken the place of an 
early morning baby sitter in many 
homes. 
Day: Monday through Friday 
Time: 11:00 a.m. to 12:00 noon 
Time Cost: $350 
Program Cost: $50 (Commission- 
able) 

W\BK, Cleveland 
Show: "Industry on Parade" 
Description: An absorbing fifteen 
minute visit behind the scenes of 
modern industry. "Industry On 
Parade" takes the viewers through 
oil refineries, steel mills, automo- 
bile manufacturers, etc. An edu- 
cation in industry from raw ma- 
terial to finished product showing 
the tremendous potential of Amer- 
ica. 
Day: Sunday 
Time: 7:15 to 7:30 p.m. 
Cost: Rates on request 

Show: "Tom Manning Sports 
Show" 
Description: The dean of Ameri- 
can sportscasters brings to the 
more than a million and a half 
WNBK viewers Cleveland's top 
TV sports show. Features latest 
Acme wire photos covering up-to- 
the-minute news in the nation's 
sports world. All phases of sports 
news will be covered by pictures, 
late bulletins, score of major 
league baseball games and sports 
celebrity interviews. 
Day: Monday through Friday 
Time: 6:40 to 6:45 p.m. 
Cost: Rates on request 

WTVN, Columbus 
Show: "The Sports Picture" 
Description: Bill Brown, Central 
Ohio Sports authority, gives a 
complete, concise report and analy- 

sis of the local and national sports 
picture. An interesting sports 
figure is interviewed every eve- 
ning. Central Ohio's most well- 
rounded sports review. 
Day: Monday through Friday 
Time: 6:00 to 6:15 p.m. 
Time Cost: $200. $65 per spot 
Program Cost: $50.' $5 per spot 
(Commissionable 

W BAP-TV, Ft. ^ orth-Dallas 
Show: "See Saw Zoo" 
Description: A studio puppet show 
with the waste basket animal play- 
ers including Brutus Fox, Mau- 
rice Bumsteer, Professor Beaver, 
Mrs. Roxirox. See Saw Zoo pup- 
pets sold from coast to coast. 
Day: Monday through Friday 

Time: 5:45 to 6:00 p.m. 

Program Cost: $90 per show, 5 
per week; $100 per show, 3 per 
week (Commissionable) 

WTAR-TV, Norfolk 
Show: "What's Cookin' " 
Description: Madeline Weaver, 
the star of the program, offers 
valuable information on getting 
the maximum use and efficiency 
from kitchen utensils, kitchen 
shortcuts, and new and appetizing 
ways of preparing familiar foods, 
as well as introducing popular 
economical dishes to the average 
table. The real purpose of "What's 
Cookin'" is to show how to make 
the food dollar go farther without 
sacrificing quality. It is handled 
in a wholesome, philosophical 
manner interspersed with humor- 
ous anecdotes. 
Day: Wednesday and Friday 

Time: 1:30 to 2:00 p.m. 

Cost: $40 including time and fre- 
quency discounts. (Commission- 
able") 
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Commerciqls of the Month
an advertising directory of film commerciols

Sorro, Inc.

New York
200 East 56 Street

Chicago
16 East Ontario Street

Specialists in aisual selling.

Ilere's the latest from the Sarra
studios. A delightful concoction of
hard fact and pleasant romance
that spells sales for Palmolive.
Through a magic mirror, a song
and dance skit dramatizes the "Let
Your Beauty Be Seen" jingle. Live
announcing hammers home hard
selling facts. And throughout, a
giant cake of Palmolive shares the
spotlight with the live talent, lend-
ing effective brand name punch.
Produced for Palmolive by Sarra,
Inc., through their agency Ted
Bates.

Polmolive

Sorrq, In6.

New York
200 East 56 Street

Chicago
16 East Ontario Street

Specialists in aisual selling.

A proud feather in Sarra's cap is
this well integi'ated, fast-paced
spot produced for Swift and Com-
pany through J. Walter Thompson,
their agency. A prize winner-
voted four awards and two honor-
able mentions at the 9th Annual
Awards Competition of the Chi-
cago Federated Advertising Club.
It proceeds from a novel and imag-
inative introduction through prod-
uct-in-use shots that play up a
novel service angle. Brand identi-
fication is done with finesse and
the whole minute sparkles with
the distinctive touch associated
with Sarra, Inc., productions.

Swift

RECEIVER DISTRIBUTION . . .

New York (7) ..... - .

Chicago (4) - .. ..

Los Angeles (7)
Philadelphia (3) . .-.-. -.-
Boston (2) -

Detroit (3) . .

Cleveland (3) . ............
Baltimore(3) . . ..

St. Louis ( 1)
Washington (4) ....---.-...-.
Minn.-St. Paul i2) .-----.---

Cincinnati (3) . .-..-. . ...
Pittsburgh (1)
Milwaukee (1) .

Buffalo (1)
San Francisco (3) ..........
Schenectady ( 1) .....-... -...
New Haven (1)
Providence (1)
Columbus (3) ------------
Indianapolis (1)
Dayton (2) -.............- .-..-
Syracuse (2) ..

JUNE, I95I

2,350,000
921,000
918,000
852,000
732,000
472,000
470,000
297,000
289,000
261,000
259,000
255,000
255,000
239,000
202,000
189,000
155,000
153,000
149,000
147,000
132,000
128,000
121,000

May 1, 1951

Kansas City (1)
Dallas (2) t
Ft. Worth (1) | '.'

Atlanta (2) . ..

Lancaster (1) . ...-
San Diego (1) ... ..

Toledo (l) . .

Louisville (2) . ..-

Oklahoma Citv (1) ..

Johnstown (1) ....
Memphis(1) . ..-

Seattle (1) ... -

Rochester (1) ..... .

Gland Rapids {1) -.. .

Richmond (1) ...-.
Omaha (2) -..... .

Houston(1)-,.
Charlotte (1) ......-.
Tulsa (1)
Norfolk (1) --

Greensboro (1)
Wilmington (1)
Miami (1)

119,000

117,000

110,000
97,100
93,500
91,000
89,200
87,600
87,300
85,000
83,300
81,400
78,800
78,600
76,800
76,700
75,300
70,100
67,300
67,000
65,800
65,000

Ames (1) 58,400
Davenport-

Rock Island (2) .....". 56,400
New Orleans (1) -.-.--- 56,400
Birmingham (2) 51,700
Lansing (1)-.-.,..--- 50,000
Erie (1) -----.---,.-.-.,---.-.:.-. 46,900
Salt Lake City (2) "....- 45,100
San Antonio (2) .. 44,000
Huntington (1). -- 43,000
Utica (1) 42,000
Phoenix (1) - ---.-.-.-- 37,900
Binghamton (1) , ---- 37,200
Kalamazoo (1) - .- - . -- 36,800
Jacksonville (1) -.-.-..---- 32,000
Nashville (1) - 29,100
Bloomington (1) . 16,200
Albuquerque (1) - 8,000

Total -.-------.----.-.,----12,499,900

NBC estimates.

Number of stations in ,parentheses.
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Sarra, Inc. 

New York 
200 East 56 Street 

Chicago 
16 East Ontario Street 

Specialists in visual selling. 

-4 m 
m 

B Hi 

m ma 
■Mi 

Palmonve 

Here's the latest from the Sarra 
studios. A delightful concoction of 
hard fact and pleasant romance 
that spells sales for Palmolive. 
Through a magic mirror, a song 
and dance skit dramatizes the "Let 
Your Beauty Be Seen" jingle. Live 
announcing hammers home hard 
selling facts. And throughout, a 
giant cake of Palmolive shares the 
spotlight with the live talent, lend- 
ing effective brand name punch. 
Produced for Palmolive by Sarra, 
Inc., through their agency Ted 
Bates. 
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Sarra, Inc. 

New York 
200 East 56 Street 

Chicago 
16 East Ontario Street 

Specialists in visual selling. 
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Swift 

A proud feather in Sarra's cap is 
this well integrated, fast-paced 
spot produced for Swift and Com- 
pany through J. Walter Thompson, 
their agency. A prize winner— 
voted four awards and two honor- 
able mentions at the 9th Annual 
Awards Competition of the Chi- 
cago Federated Advertising Club. 
It proceeds from a novel and imag- 
inative introduction through prod- 
uct-in-use shots that play up a 
novel service angle. Brand identi- 
fication is done with finesse and 
the whole minute sparkles with 
the distinctive touch associated 
with Sarra, Inc., productions. 

RECEIVER DISTRIBUTION 

Chicago (4)    
Los Angeles (7) —. 
Philadelphia (3) .... 
Boston (2^.....^^... 
Detroit (3)   
Cleveland (3)   
Baltimore (3)   
St. Louis (1)   
Washington (4) .... 
Minn.-St. Paul (2) 
Cincinnati (3)   
Pittsburgh (1)   
Milwaukee (1) .... 
Buffalo (1)   
San Francisco (3) 
Schcnectady (1) .... 
New Haven (1) .... 
Providence (1)   
Columbus (3)   
Indianapolis (1) .... 
Dayton (2)    
Syracuse (2) 

May 1, 1951 

2,350,000 Kansas City (1)   .... 119,000 
921,000 Dallas (2) ( 117,000 
918,000 Ft. Worth (1) L 
852,000 Atlanta (2)   .... 110,000 
732,000 Lancaster (1)   97,100 
472,000 San Diego (li   93,500 
470,000 Toledo (1)   91,000 
297,000 Louisville (2i    89,200 
289,000 Oklahoma City (1)     87,600 
261,000 Johnstown (1)    87,300 
259,000 Memphis (1)   85,000 
255,000 Seattle (1)   83,300 
255,000 Rochester (1)   81,400 
239,000 Grand Rapids (1)   78,800 
202,000 Richmond (1)     78,600 
189,000 Omaha (2)   76,800 
155,000 Houston (1)   76,700 
153,000 Charlotte (1)   75,300 
149,000 Tulsa (It 70,100 
147,000 Norfolk (1)   67,300 
132,000 Greensboro (1)   67,000 
128,000 Wilmington (1)    65,800 
121,000 Miami (1)   65,000 

Ames (1)   58,400 
Davenport- 

Rock Island (2)   56,400 
New Orleans (1)   56,400 
Birmingham (2)    51,700 
Lansing (1)    50,000 
Erie (1)   46,900 
Salt Lake City (2)   45,100 
San Antonio (2)   44,000 
Huntington (1)   43,000 
Utica (1)   42,000 
Phoenix (1)   37,900 
Binghamton (1)    37,200 
Kalamazoo (1)    36,800 
Jacksonville (1)   32,000 
Nashville (1)    29,100 
Bloomington (1)   16,200 
Albuquerque (1)    8,000 

Total  12,499,900 

NBC estimates. 

Number of stations in parentheses. 
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f,rOR the same leasons that "spot"
I' radio is here to stay and in-
crease in importance' so, too, is
"spot" televisibn destined to be-
come increasingly important with
the passing of each Year.

Our experiences in "sPot" tele-
vision during the past few Years
have convinced us that we were
right in our original concePt that
advertisers have a great need for
top-grade filmed-syndicated televi-
sion programming to help do a sell-
ing job in individual communities.

Our flles bulge with hundreds of
"success story" letters not only
from national advertisers who are
using our shows for "spot" adver-
tising, but from independent local
sponsors who are using our shows
advantageously to help them over-
come increasingly severe competi-
tion.

Ziv Television Programs, Inc., re-
cently leased a substantial portion
of the California Stud,ios for five
years, thus committing ourselves to
a long range, full scale operation of
producing programs on fllm which
we will sell on a syndicated basis.
The amount of money involved in
our leasing of the property dictates
that we not only do a more tho-
rough job of selling the programs
we have on hand, but that we pro-
duce newer and better shows to sell.
Perhaps by the time you read this
there will already have been an-
nouncements as to new Ziv pro-
grams to supplement those we al-
ready have: Boston Blackie, The
Falcon, Cisco Kid, Storg Theater,
EasE Aces, Yesterdng's Newsreel,
and Sports Albttm, in addition to

20

Syndicated Films Prove

Good Buy

tion have been turning, with in-
creasing pleasure, to filmed shows.

We at Ziv believe that, therefore,
as in radio, advertising will look
more and more towards filmed-sYn-
dicated programs to helP them do a
thorough selling job.

For one thing, with the raPid
progress in production techniques,
a viewer no longer automaticallY
turns off a filmed show and turns
on a "live" show. NowadaYs the
viewer is in a Position to weigh
programs in terrns of content,
rather than in terms of "live" and
"filmed." Thus, if the Producer of
filmed programming comes uP with
programs whose content is as good

as or better than the content of
live programs, the advertiser need
no longer fear that he is on un-
equal terms in his reaching for an
audience.

Syndicated prograrhming offers
an even further advantage to an
advertiser: He can place the Pro-
gram in the best available time
period, community by community.

For this reason, transcribed
radio shows such as The Gug Lom-
bardo Show, Cisco Kid, and' Fattor'
ite Stary have built up enormous
ratings in individual cities. The
advertisers who have bought these
shows have been able to place them
in most advantageous time spots.
The same situation has already
proven true with filmed-syndicated
television shows, and will continue
to hold true as time goes on.

In short, national "spot," and
local advertisers alike are finding
they are getting tremendous dollar
value in buying syndicated pro-
grams.

Ziv does not believe that "live"
programming is doomed. Certainly
there is a need for such program-
ming, However, there is also need
for better "live" programming-
the use of top-quality material, the
invention and utilization of new
techniques. It is not enough to
merely put a camera in front of a
ladio program.

We who are in the filmed-televi-
sion business have many advant-
ages. We can literally use the sky
as our limit, and adapt to television
the same techniques-and better
ones-that motion pictures employ.

The producers of "live" shows
will have to, therefore, improve
their product to meet the increasing
competition of filmed fare. If the
challenge is met, the entire indus-
try will benefit.

Advertising

by John L. Sinn

President, Zia Teleuision Programs, Inc.

several hundred feature and west-
ern films,

In leasing the Calif ornia Studi,os
we have done more than merelY
commit ourselves to increase our
output of programming: We have
conceded that Hollywood (in our
opinion) is the best place to film
programs for television. As other
firms have done, we experimented
extensively both in the east and in
the west, and finally came to the
realization that the technical know-
how, the talent, the climate and
the space for filming television
shows is located in or around Holly-
wood. For the same reasons that
Hollywood became the motion pic-
ture capital, so, too, must Holly-
wood become the television film
capital.

We have learned, of course, that
the techniques of making motion
pictures and TV films are different.
But we also learned that the peo-
ple who have been making motion
pictures are the people who more
readily adapt to the correct prin-
ciples of making the television
product.

Filming techniques are daily im-
proving and viewers across the na-

TELEVISER
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Syndicated Films Prove 

Good Advertising Buy 

by John L. Sinn 

President, Ziv Television Programs, Inc. 

FOR the same reasons that "spot" 
radio is here to stay and in- 

crease in importance, so, too, is 
"spot" television destined to be- 
come increasingly important with 
the passing of each year. 

Our experiences m "spot" tele- 
vision during the past few years 
have convinced us that we were 
right in our original concept that 
advertisers have a great need for 
top-grade filmed-syndicated televi- 
sion programming to help do a sell- 
ing job in individual communities. 

Our files bulge with hundreds of 
"success story" letters not only 
from national advertisers who are 
using our shows for "spot" adver- 
tising, but from independent local 
sponsors who are using our shows 
advantageously to help them over- 
come increasingly severe competi- 
tion. 

Ziv Television Programs, Inc., re- 
cently leased a substantial portion 
of the California Studios for five 
years, thus committing ourselves to 
a long range, full scale operation of 
producing programs on film which 
we will sell on a syndicated basis. 
The amount of money involved in 
our leasing of the property dictates 
that we not only do a more tho- 
rough job of selling the programs 
we have on hand, but that we pro- 
duce newer and better shows to sell. 
Perhaps by the time you read this 
there will already have been an- 
nouncements as to new Ziv pro- 
grams to supplement those we al- 
ready have: Boston Blackie, The 
Falcon, Cisco Kid, Story Theater, 
Easy Aces, Yesterday's Newsreel, 
and Sports Album, in addition to 

several hundred feature and west- 
ern films. 

In leasing the California Studios 
we have done more than merely 
commit ourselves to increase our 
output of programming: We have 
conceded that Hollywood (in our 
opinion) is the best place to film 
programs for television. As other 
firms have done, we experimented 
extensively both in the east and in 
the west, and finally came to the 
realization that the technical know- 
how, the talent, the climate and 
the space for filming television 
shows is located in or around Holly- 
wood. For the same reasons that 
Hollywood became the motion pic- 
ture capital, so, too, must Holly- 
wood become the television film 
capital. 

We have learned, of course, that 
the techniques of making motion 
pictures and TV films are different. 
But we also learned that the peo- 
ple who have been making motion 
pictures are the people who more 
readily adapt to the correct prin- 
ciples of making the television 
product. 

Filming techniques are daily im- 
proving and viewers across the na- 

tion have been turning, with in- 
creasing pleasure, to filmed shows. 

We at Ziv believe that, therefore, 
as in radio, advertising will look 
more and more towards filmed-syn- 
dicated programs to help them do a 
thorough selling job. 

For one thing, with the rapid 
progress in production techniques, 
a viewer no longer automatically 
turns off a filmed show and turns 
cn a "live" show. Nowadays the 
viewer is in a position to weigh 
programs in terms of content, 
rather than in terms of "live" and 
"filmed." Thus, if the producer of 
filmed progiamming comes up with 
programs whose content is as good 
as or better than the content of 
live programs, the advertiser need 
no longer fear that he is on un- 
equal terms in his reaching for an 
audience. 

Syndicated programming offers 
an even further advantage to an 
advertiser: He can place the pro- 
gram in the best available time 
period, community by community. 

For this reason, transcribed 
radio shows such as The Guy Lom- 
hardo Shmv, Cisco Kid, and Favor- 
ite Story have built up enormous 
ratings in individual cities. The 
advertisers who have bought these 
shows have been able to place them 
in most advantageous time spots. 
The same situation has already 
proven true with filmed-syndicated 
television shows, and will continue 
to hold true as time goes on. 

In short, national "spot," and 
local advertisers alike are finding 
they are getting tremendous dollar 
value in buying syndicated pro- 
grams. 

Ziv does not believe that "live" 
programming is doomed. Certainly 
there is a need for such program- 
ming. However, there is also need 
for better "live" programming— 
the use of top-quality material, the 
invention and utilization of new 
techniques. It is not enough to 
merely put a camera in front of a 
radio program. 

We who are in the filmed-televi- 
sion business have many advant- 
ages. We can literally use the sky 
as our limit, and adapt to television 
the same techniques—and better 
ones—that motion pictures employ. 

The producers of "live" shows 
will have to, therefore, improve 
their product to meet the increasing 
competition of filmed fare. If the 
challenge is met, the entire indus- 
try will benefit. 
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TU FILMS - Gosts

Film

,T-tHE spot commercial is undoubt-
l- edly the most widely used tele-

vision advertising method at the
present time. The vast majority of
spots used today are on motion pic-
ture film, by far the least expensive
and the most effective method. It's
least expensive because once the
advertiser has his commercial on
film he can use it over and over
again and can have additional
prints made cheaply, thus allowing
him to reach the entire television
audience with time costs being the
biggest single expense.

There are many reasons why a
film commercial is more effective
than a live one. One of these is
that technical errors and "fluffs,"
dangers always present when com-
mercials are done live, can be safely
eliminated on film. Film also en-
ables the producer to use animation,
trick dissolves, optical sleight-of-
hands, and other interest building
effects.

Every advertiser who contem-
plates using television to help sell
his product (and who doesn't) must
consider two problems; how is he
going to tell his story convincingly,
and how much will it cost.

Budget Comes First
The budgei should be considered

first because upon it will depend
the length and type commercial to
be used. Time cost, talent and com-
missions, and production make up
the four factors contributing to the
price of television advertising. All
but the production costs are readily
determined, either by consulting

JUNE, t95l

Spots Are Le ss

More

by Lorry Gordon

President, Vidicam Pictut'es Corporation

published lists or by using a little
simple arithmetic.

Production costs vary quite a bit,
and here's the reason why. First
of all, the producer's staff, which
includes the writer, director, artists,
animation men, cameramen, lab
technicians, prop men, sound men,
electricians and the set designer all
command salaries in proportion to
their experience and ability. Other
production costs include film, lab
costs for developing and printing
negatives, sound track, adding vis-
uals such as dissolves and fades,
sound effects, music and the not in-
considerable amount represented by
time spent on the job.

To give you an idea of just how
much the cost of spot commercials
can vary, lets take a look at two
series of spots recently produced
here at Vidicam.

A good example of a high-priced
commercial is the series of five one-
minute spots for Old Reading Beer
made for the Aitkin-Kynett Agency
in Philadelphia. Adding to the cost
of this series was music, with a
well known quartet doing the vocal-
izing, animation, the construction
of sets duplicating in every detail
OId Dutch Pennsylvania interiors,
and a total of 15 actors and act-
resses on the payroll. These spots
cost approximately 95,000 and
broke down as follows:

Talent ----
Art Work
Sets ---.--.---.,
Animation
Lab Charges ------.

Add to this the writer's and di-
rector's pay and other minor mis-
cellaneous expenses and you get an
idea of how expensive some spots
can be.

On the other hand, commercials
which require nothing more than a
straight product demonstration can
be made for much less money. A
good example of this is the series
we just completed for Hazel Bishop
Lipstick for the Raymond Spector
Agency in New York. These three
one-minute spots required only an
announcer and a demonstrator and
were shot against a simple back-
ground of drapes. There was no
animation and no special effects to
add to the cost-a perfect example
of an inexpensive but still highly
effective commercial.

We make a practice of laying out
a one-minute spot.so that it can be
cut into 20-second and 40-second
segments, each making a complete,
integral commercial. Such cost-
cutting devices do nothing to im-
pair the quality of the spot because
both segments are part of the
original product.

The most recent progress made
in the economy of shooting TV films
at Vidicam, is the development and
perfection of our patented Vidicam
System, a method in which the
multiple camera technique is used.

Briefly, the Vidicam System con-
sists of using two or more motion
picture cameras to shoot the action
simultaneously from two or more
different angles. Aligned for paral-
lex to each motion picture camera
is a television camera which pro-
jects the picture being filmed onto
a monitor in the control room. This
enables the director in the control
room to observe what each camera
is shooting and to select the picture
of his choice or, immediately upon
the shooting of unsatisfactory foot-
age, to reshoot specific scenes with-
out waiting for development and
filming of rushes. This system
makes possible the actual editing
of the picture as it is being shot
and saves many hours of time and
substantjal expense in shooting,
editing and processing. Either lip
synchronized sound or narrated
sound can be used.

Now, let's take a series of spots
we just completed for No-Rinse
Surf, the new Lever Brothers de-
tergent, to illustrate the economy
and time saving methods being em-
ployed in today's TV spot film pro-
duction.

Ef f e ctiveG o stly,

$ e50
250
600
900

1,200
400Film
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TV FILMS — Costs 

Film Spots Are Less 

Costly, More Effective 

by Larry Gordon 

President, Vidicam Pictures Corporation 

THE spot commercial is undoubt- 
edly the most widely used tele- 

vision advertising- method at the 
present time. The vast majority of 
spots used today are on motion pic- 
ture film, by far the least expensive 
and the most effective method. It's 
least t-xpensive because once the 
advertiser has his commercial on 
film he can use it over and over 
again and can have additional 
prints made cheaply, thus allowing 
him to reach the entire television 
audience with time costs being the 
biggest single expense. 

There are many reasons why a 
film commercial is more effective 
than a live one. One of these is 
that technical errors and "fluffs," 
dangers always present when com- 
mercials are done live, can be safely 
eliminated on film. Film also en- 
ables the producer to use animation, 
trick dissolves, optical sleight-of- 
hands, and other interest building 
effects. 

Every advertiser who contem- 
plates using television to help sell 
his product (and who doesn't) must 
consider two problems; how is he 
going to tell his story convincingly, 
and how much will it cost. 

Budget Comes First 
The budget should be considered 

first because upon it will depend 
the length and type commercial to 
be used. Time cost, talent and com- 
missions, and production make up 
the four factors contributing to the 
price of television advertising. All 
but the production costs are readily 
determined, either by consulting 

published lists or by using a little 
simple arithmetic. 

Production costs vary quite a bit, 
and here's the reason why. First 
of all, the producer's staff, which 
includes the writer, director, artists, 
animation men, cameramen, lab 
technicians, prop men, sound men, 
electricians and the set designer all 
command salaries in proportion to 
their experience and ability. Other 
production costs include film, lab 
costs for developing and printing 
negatives, sound track, adding vis- 
uals such as dissolves and fades, 
sound effects, music and the not in- 
considerable amount represented by 
time spent on the job. 

To give you an idea of just how 
much the cost of spot commercials 
can vary, lets take a look at two 
series of spots recently produced 
here at Vidicam. 

A good example of a high-priced 
commercial is the series of five one- 
minute spots for Old Reading Beer 
made for the Aitkin-Kynett Agency 
in Philadelphia. Adding to the cost 
of this series was music, with a 
well known quartet doing the vocal- 
izing, animation, the construction 
of sets duplicating in every detail 
Old Dutch Pennsylvania interiors, 
and a total of 15 actors and act- 
resses on the payroll. These spots 
cost approximately $5,000 and 
broke down as follows: 

Talent   $ 950 
Art Work .    250 
Sets     600 
Animation   900 
Lab Charges 1,200 
Film  400 

Add to this the writer's and di- 
rector's pay and other minor mis- 
cellaneous expenses and you get an 
idea of how expensive some spots 
can be. 

On the other hand, commercials 
which require nothing more than a 
straight product demonstration can 
be made for much less money. A 
good example of this is the series 
we just completed for Hazel Bishop 
Lipstick for the Raymond Spector 
Agency in New York. These three 
one-minute spots required only an 
announcer and a demonstrator and 
were shot against a simple back- 
ground of drapes. There was no 
animation and no special effects to 
add to the cost—a perfect example 
of an inexpensive but still highly 
effective commercial. 

We make a practice of laying out 
a one-minute spot- so that it can be 
cut into 20-second and 40-second 
segments, each making a complete, 
integral commercial. Such cost- 
cutting devices do nothing to im- 
pair the quality of the spot because 
both segments are part of the 
original product. 

The most recent progress made 
in the economy of shooting TV films 
at Vidicam, is the development and 
perfection of our patented Vidicam 
System, a method in which the 
multiple camera technique is used. 

Briefly, the Vidicam System con- 
sists of using two or more motion 
picture cameras to shoot the action 
simultaneously from two or more 
different angles. Aligned for paral- 
lex to each motion picture camera 
is a television camera which pro- 
jects the picture being filmed onto 
a monitor in the control room. This 
enables the director in the control 
room to observe what each camera 
is shooting and to select the picture 
of his choice or, immediately upon 
the shooting of unsatisfactory foot- 
age, to reshoot specific scenes with- 
out waiting for development and 
filming of rushes. This system 
makes possible the actual editing 
of the picture as it is being shot 
and saves many hours of time and 
substantial expense m shooting, 
editing and processing. Either lip 
synchronized sound or narrated 
sound can be used. 

Now, let's take a series of spots 
we just completed for No-Rinse 
Surf, the new Lever Brothers de- 
tergent, to illustrate the economy 
and time saving methods being em- 
ployed in today's TV spot film pro- 
duction. 
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I
This series of 3 one-minute and

2 one-minute, 20 second spots were
made under the supervision of G.
David Gudebrod, John Esau and
Bill Barrett of N. W. Ayer.

Ordinarily a job like this one
would take two full days to pro-
duce. Instead it was completed in
one day (and I don't mean a 24
hour work day, either). Add to
this the fact that only about one-
third of the film footage shot was
no good, compared to the 5 to 1

ratio of n.g. film in normal motion
picture procedure and you can see
what drastic savings in production
costs and time have been accomp-
lished.

By the end of the day ten com-
plete spots were on film with twr-r
good takes of all the action, elimi-
nating any possibility o.f reshooting
because of mechanical ertors, poor
film or mistakes in the lab.

Another important economy in
the production of this series was
the re-dressing of one basic kitchen
set for all five spots. All in all, the
No-Rinse Surf commercials were
produced at a savings of 30% be-
low the average cost for such a job.

3-n-
u-

ff'/ITH the summer hiatus upon us, let's take a ferv moments to review
W ttre clevelopments in films-for-TV during the past ten months-and

to go out on a limb with a few rash, but considered, predictions of things
to come.

Most provocative event of this period was the merger of United
Paramount Theatres with the American Broadcasting Company, a first
of a series of such actions which must inevitably take place sooner or
later. As forecast in this column during recent months (although not
anticipated at such an early date), theater management executives have
seen the handwriting on the wall and are finding it expedient to come
to terms with the writers of same. What changes this will.bring in pro-
gramming and station relations are still to be seen.

Rumors of other similar deals are widespread at this writing, and
rumor-mongers report frequent meetings between NBC's Frank Folsom
and 20th Century-Fox's Spyros Skouras, with lesser ripples spreading
out of a possible tie-up between Metro-Goldwyn-Mayer and CBS.

Less spectacular have been a number of technical developments tend'
ing to increase greatly the use of film in every aspect of programming.
In general, transmission techniques-and film production methods-
have improved to the point where it is often almost impossible to deter-
mine what is film and what is live.

Closely related is the improvement in kinescope recording quality.
Formerly affiicted with excessive contrasts and poor definition' this
device-vitally important as a substitute for nationwide TV networking

-now 
offers thoroughly acceptable reproduction of live performances.

And, of course, we are moving steadily closer to the era of color TV,
with the latest offer (at this writing) by RCA to permit the use of its
tri-color electronic tube in the CBS color transmission system. As sug'
gested here before, film makers will do well to consider producing all
of their TV programs on color film from now on.

And now we embark on a hazardous bit of limb-crawling.

First, we preclict that the next twelve months will see the solid front
of major film company opposition to TV production cracking wide open.

Several of the Hollywood giants are already in Television through
subsidiary companies, back door releasing deals and special TV pro-
motions of theatrical productions. But none has yet produced a major
fllm for TY program use. Now, however, signs are multiplying that such
productions are in the wind; it is probable that the earliest of these will
be made as program material for national advertisers, and will bear the
imprimaturJ of subsidiary companies, rather than the parent Hollywood
organizations. But they will be made on major company lots, with as

much of the full Hollywood treatment as the budgets will allow. After
that-who knorvs?

Second, despite the extensive bruhaha over the Supreme Court sup-
port of FCC's okay of cBS color system, color TV will remain a very
ii*it"a achievement until a fully "compatible" system is perfected, to
permit black-and-white reception of color transmission on existing sets.
it,s strictly a guess, but at the present rlte of progress, this may occur
within the year.

Let's wait and see.

SPOTS
. ovER 100

. SPOTS ON

O THE AIR FOR

. AMERICNS
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. PRODUCED BY

Gr aY-0'ReillY
4SO LEXINGTON AVE'' NEW YORK

Pt.AzA 3-1531
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This series of 3 one-minute and 
2 one-minute, 20 second spots wert 
made under the supervision of G. 
David Gudebrod, John Esau and 
Bill Barrett of N. W. Ayer. 

Ordinarily a job like this one 
would take two full days to pro- 
duce. Instead it was completed in 
one day (.and I don't mean a 24 
hour work day, either). Add to 
this the fact that only about one- 
third of the film footage shot was 
no good, compared to the 5 to 1 
ratio of n.g. film in normal motion 
picture procedure and you can see 
what drastic savings in production 
costs and time have been accomp- 
lished. 

By the end of the day ten com- 
plete spots were on film with two 
good takes of all the action, elimi- 
nating any possibility of reshooting 
because of mechanical errors, poor 
film or mistakes in the lab. 

Another important economy in 
the production of this series was 
the re-dressing of one basic kitchen 
set for all five spots. All in all, the 
No-Rinse Surf commercials were 
produced at a savings of 30% be- 
low the average cost for such a job. 

SPOTS 

• OVER 100 

• SPOTS ON 

• THE air FOR 

• AMERICA'S 

• largest 

• ADVERTISERS— 

• PRODUCED BY 

Gray-O'Reilly 
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WITH the summer hiatus upon us, let's take a few moments to review 
the developments in films-for-TV during the past ten months—and 

to go out on a limb with a few rash, but considered, predictions of things 
to come. 

Most provocative event of this period was the merger of United 
Paramount Theatres with the American Broadcasting Company, a first 
of a series of such actions which must inevitably take place sooner or 
later. As forecast in this column during recent months (although not 
anticipated at such an early date), theater management executives have 
seen the handwriting on the wall and are finding it expedient to come 
to terms with the writers of same. What changes this will bring in pro- 
gramming and station relations are still to be seen. 

Rumors of other similar deals are widespread at this writing, and 
rumor-mongers report frequent meetings between NBC's Frank Folsom 
and 20th Century-Fox's Spyros Skouras, with lesser ripples spreading 
out of a possible tie-up between Metro-Goldwyn-Mayer and CBS. 

Less spectacular have been a number of technical developments tend- 
ing to increase greatly the use of film in every aspect of programming. 
In general, transmission techniques—and film production methods— 
have improved to the point where it is often almost impossible to deter- 
mine what is film and what is live. 

Closely related is the improvement in kinescope recording quality. 
Formerly afflicted with excessive contrasts and poor definition, this 
device—vitally important as a substitute for nationwide TV networking 
—now offers thoroughly acceptable reproduction of live performances. 

And, of course, we are moving steadily closer to the era of color TV, 
with the latest offer (at this writing) by RCA to permit the use of its 
tri-color electronic tube in the CBS color transmission system. As sug- 
gested here before, film makers will do well to consider producing all 
of their TV programs on color film from now on. 

And now we embark on a hazardous bit of limb-crawling. 

First, we predict that the next twelve months will see the solid front 
of major film company opposition to TV production cracking wide open. 

Several of the Hollywood giants are already in Television through 
subsidiary companies, back door releasing deals and special TV pro- 
motions of theatrical productions. But none has yet produced a major 
film for TV program use. Now, however, signs are multiplying that such 
productions are in the wind; it is probable that the earliest of these will 
be made as program material for national advertisers, and will oear the 
imprimaturs of subsidiary companies, rather than the parent Hollywood 
organizations. But they will be made on major company lots, with as 
much of the full Hollywood treatment as the budgets will allow. After 
that—who knows? 

Second, despite the extensive bruhaha over the Supreme Court sup- 
port of FCC's okay of CBS color system, color TV will remain a very 
limited achievement until a fully "compatible" system is perfected, to 
permit black-and-white reception of color transmission on existing sets. 
It's strictly a guess, but at the present rate of progress, this ma> occur 
within the year. 

Let's wait and see. 
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TEIEUISER has always presented the FACTS.

l{ow here are some FACTS ahout TELEUISER.

0nly T'EEVISER offers yoar rdvertisenent these result prodacing feotures.

o CREAM READERSHIP-TELEVISER reoches executives who pur-

chose time, services, equipment.

o LOWEST RATES- TELEVISER's odvertising rotes ore the lowest per

thousond of ony television mogozine.

o LONG LIFE-Vour od works for you 12 months out of the

TELEVISER's informotion-pocked und historicolly voluoble orticles

constont re-exominotion.

o REPUTATION-TELEVISER wss the first stondord size mogozine in

the field ond hos grown with the industry.

o LOYAL READERSHIP-Mony of our subscribers hove been with us

since our first issue in 1944. They hove leorned thot TELEVISER is the one

television mogozine they con believe in.

Televiser monthly journol of television

o

1780 Broodwoy, New York 19, N. Y.
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TELEVISER has always presented the FACTS. 

Now here are some FACTS about TELEVISER. 

• • • 

Only TELEVISER offers your advertisement these result producing features. 

• CREAM READERSHIP — TELEVISER reaches executives who pur- 

chase time, services, equipment. 

• LOWEST RATES— TELEVISER's advertising rates are the lowest per 

thousand of any television magazine. 

• LONG LIFE —Your ad works for you 12 months out of the year. 

TELEVISER's information-packed and historically valuable articles bear 

constant re-examination. 

• REPUTATION — TELEVISER was the first standard size magazine in 

the field and has grown with the industry. 

• LOYAL READERSHIP—Many of our subscribers have been with us 

since our first issue in 1944. They have learned that TELEVISER is the one 

television magazine they can believe in. 

Televiser monf-hly journal of television 

1780 Broadway, New York 19, N. Y. 
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