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2: 29: 50 PM That was nine years ago
the first television commercial...a Bulova
time signal on NBC.

In those days, television was an advertis-

ing luxury, even for its few hardy pioneers
...1ts higgest reward the prestige of a historic
role in developing a radically new medium.

Today. onlv a decade later. it’s as plain as
TV's myriad rool-top antennas that televisior
has changed from an advertising adventure
to an udreriising necessity.

This is the year \NBC Television will bla

ket areas containing 60% of America’s fami-
lies... 144 of the nation’s 200 leading counties

.the richest sales markets from coust (o coust.
And the products sold by NBC Televisior
sponsors will range all the way from mass
consunier ilems lo de luxe motor curs.

Amid these gargantuan strides, only one
key fact in television remnains unchanged. In
1950, just as in’47and "48 and "49, NBC Tele-
vision plays to far more viewers ... with more
popular programs. .. for more adverlisers..
than any other network

NBC Americas No. 1 Television Networ




¢S TWICE
as much
in the 9th largest

TV market!

In four months, the number of television
receivers in use in the area served by

WL W-Television . . . microwave-linked stations
WLW.-T, Cincinnati; WLW-D, Davton; and
WLW-C, Columbus . . . has nearly doubled!

The WLW-Television area embraces 374 million
people—935,000 families—80,250 TV set owners.*
Itis the 9TH LARGEST TV MARKET IN THE
NATION ... the4TH LARGEST TV MARKET
IN THE MIDWEST.

Further, the cost-per-potential-viewer on
WLW-Television is as low as 36¢ per thousand . . .
the 3RD LOWEST IN THE MIDWEST.

This phenomenal rate of growth in TV set
ownership means that by selecting WLW-Television
today, vou will soon be buying the lowest

cost television, per potential viewer, in the

Midwest . . . in one of the Midwest’s largest TV
markets . . . with rate protection for six months.

For further information, contact any one of the
WILW-Television sales offices in New York, Chicago,
Hollywood, Cincinnati, Dayton or Columbus.

*As of November 1, 1949

( W-JELEVISION

CINCINNATI DAYTON COLUMBUS

Television Service of The Nation's Station e Crosley Broadcasting Corporoation
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over

140,000
TV SETS

in Detroit!

AND over and over again . . .
they tune to WWJ-TV, Michigan’s
first television station, now com-
pleting its third year of undisputed

pioneering, service and leadership.

No matter what you sell . . . if you
seek dominance in your own field

. you need WWJ-TV, which
dominates television in the nation’s

fourth market.

(=
first in Michigan . . . . Owned and Operared by THE DETROIT NEWS w wJ

Nationa! Representotives: THE GEORGE P. HOLLINGBERY COMPANY NBC TELEVISION NETWORK

ASSOCIATE AM.FM STATION WwWJ)

Television Magazine * December 1949



Starch report on commercials

1
e

-
-
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AN EXCLUSIVE MONTHLY FEATURE

THIS month brand preferences between viewers and non-viewers of television commercials
are beginning to show some significant differences. To this extent Starch findings do pro-
vide a degree of measurement of advertising effectiveness.

Starch determines brand acceptance by showing all respondents a series of cards with
each card listing a limited number of brands of one type of product. The top major brands are
used and usually include four manufacturers. Before the respondent is shown the commercials he
first sees each product card and is asked which he would buy. Analysis of these figures is then
broken down into viewers and non-viewers.

The advertisers with the highest acceptance in this category are listed in the chart below.
All of these advertisers obtained a preference by viewers of over 2 to 1 as against non-viewers.
Others, while not obtaining as high a preference ratio, do show important differences. For
example, Ivory Soap was chosen by 53% of the viewers and 35% of non-viewers. Obviously, for a
large volume product like soap, this can mean a tremendous difference in sales.

On the other end, Bigelow Carpets, with a high-cost product, should be more than pleased with
television when the findings show a preference by viewers of 149% over the non-viewer.

The highest viewer-preference went to the Esso Oil Burner commercial with a ratio of 4
to 1 against the non-viewer. Interesting is the fact that Esso also advertised their motor oil on
the same program with no difference in brand acceptance between viewer and non-viewer.

While there is a correlation between best-liked commercials and brand preference, it is still
much too early to point to any one effective trend in commercials. And this is good. Advertisers
far too often have a tendency to take the easy way and lean on trends rather than approaching
the commercial purely from their own advertising objective and nature of the product.

Among the commercials that ranked highest in brand acceptance, there is a great variance
in type and presentation. Esso Oil Burner commercial achieved its high acceptance with a straight
animated sales pitch. Sanka Coffee, on the other hand, has the principal actor, Molly Goldberg,
integrate the commercial with the program. Texaco goes even further and via Sid Stone, the
pitch man, concentrates on entertainment but still gets in the sales piteh. Gulf swings away from
entertainment and uses strong product identification and emphasis on the “world’s finest motor oil.”

It’s encouraging to find commercials achieving high ratings in brand acceptance while vary-
ing considerably in technique. For there are indications lately of a determination by many adver-
tisers to entertain even at the sacrifice of their sales pitch. And this isn’t good.

Men & Women Brand Acceptonce
% Who Selected Advertised Brand

Adver'l'isers Viewers Non-Viewers
1sso Oil Burner 21 5
Sanka Coffee 26 9
Gulfpride Motor Oil 13 4
Auto-Lite Sp. Plugs 26 13
Texaco 24 12
Goodrich Tires 12 5
Lustre-Creme Shampoo 30 15

These clips from the Esso Oil Burner film commercial show how the three ingredients—humor, "'reason why"
selling, and product identification—were used. These are portions of the commercial story board used by
Starch for interviews. Commercial was shown five times during period of survey. While Esso had a brand
acceptance ratio higher than any other commercial (21% of viewers vs. 5% of non-viewers), only 13%
of men and 10% of women remembered seeing it. Opinion that a liked commercial indicates brand acceptance
is deflated by the fact that none of the men, and only 7% of the women, looked forward to seeing it.



Du Mont programs
shown live on
these stations

WAAM. .. ... Baltimore, Md.
WNAC-TV. ....... Boston, Mass.
WBEN-TV . . .. ..... Buffalo, N. Y.
WGN.TV. ... ....... Chicago, lIl.
WCPO-TV . . .. ... Cincinnati, Ohio
WEWS . . .. .... Cleveland, Ohio
WIVN. ... .. Columbus, Ohio
WHIO............ Dayton, Ohio
VIJBK-TV . . ... ... Detroit, Mich.
WICU. .., Erie, Pa.
WLAV-TV . . . Grand Rapids, Mich.
WIAC-TV. ... ... Johnstown, Pa.
WGAL. . ......... Lancaster, Pa.
WTMJ-TV .. . Milwaukee, Wis.
WNHC-7V. ... . New Haven, Conn.
WABD*.. .. ..., New York, N. Y.
WFIL-TV .. Philadelphia, Pa.
woTvV* L Pittsburgh, Pa.
WIVR . .os s duasas Richmond, Va.
WHAM-TV . . . .. Rochester, N. Y,
WRGB . . . ... Schenectady, N. Y.
KSD-TV. .. ... ...... St. Louis, Mo.
WHEN .. ....Syracuse, N. Y,
WSPD-TV....c.u.is Toledo, Ohio

WITG* . . .. Washington, D. C.

[
If you WDEL-TV. . ... .. Wilmington, Del.

want "O Programs shown on these

stations by Du Mont

cover the countrY... teletranscription

KOB-TV. . .. Albuquerque, iN. M.

WAGA . ... .. Atlanta, Ga.

WBRC-TV .. .Birmingham, Ala.

talk to Du Mont. 99% of the werlY. Charlotte, N. C.

television receivers in the country KBTIV .. . . ..., Dallas, Tex.
can receive your program WFMY-TV Greensboro, N. C.
KLEE-TV .. .. ..... Houston, Tex.

over the Du Mont Television Network, WSAZ.TV Huntington, West Va,
either live or by teletranscription. WFCM-TV ... .. Indianapolis, Ind.

VYN.BR-TV . .Jacksonville, Fla.

KTSL .. ...Los Angeles, Cal.

71 B3t E VS A VIAVE-TV ... ... .. Lovisville, Ky.

WMGCT s x ax . » bt yla Memphis, Tenn.

“u MnNT America’s Window on the World WIVD Migml, Fla,

N oa Tiuto ™ K WDSU-TV .. .. .New Orleans, La.

\'KY-7V. . .Oklahoma City, Okla.

515 Madison Ave., New York 22, N.Y. e Omaha, Nebr.
KSL-TV Salt Lake City, Utah

KPIX....... .San Francisco, Cal.

WICN-TV . .. ...St. Paul, Minn,

KINC-TV . . . ... .Seattle, Wash.

*Du Mont owned and operated

COPYRIGHT 1949, ALLEN B. DU MONT LABORATORIES, INC. stations.
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SIGNIFICANT INDUSTRY DEVELOPMENTS IN

Sterling Drug Puts Daytime
Show Into Four Markets

\ ITH their Dennis James’

Okay, Mother averaging a

fat daytime rating of 6 in New

York, Sterling Drugs, via the Du-

Mont net, has extended coverage to

Philadelphia, Baltimore and Wash-
ington.

DuMont, encouraged by high
ratings, inaugurated a special day-
time package this month. Network
will underwrite all cable charges
(over $15,000 per month) for the
daily Monday through Friday two
hour package.

Program, to be aired from New
York between 2:00 and 4:00, is so
designed that stations will be able
to sell participations to local adver-
tisers. Tab for the stations will be
based on percentage of their rate
card with a maximum of $100 per
hour. Format of show is essentially
service type interspersed with en-
tertainment.

Daytime TV Paying Off

Davtime television is starting to
click throughout the country. Lat-
est station to come up with some
solid success stories for this time
period of telecasting is WCAU-TV
(Philadelphia). Lit Brothers’ De-
partment Store stated most signi-
ficantly that, in addition to boost-
ing their show's AM rating, the TV
version of Lit's Have Fun increased
store traffie, sold 200 hams with one
spot, 1800 packages of frozen peas
in one week, and a minimum of 100
dozen dresses on each of five dress
promotions. And most astounding
of all is the high 16.6 average rat-
ing for WCAU-TV’s top five day-
time programs as reported by
Telepulse.

Monthly Time Billings
More Than $2,000,000

It’s estimated that TV advertis-
ers are spending more than $2,000,-
000 per month for time, with about

for the first nine months of this
year, according to PIB, $6,461,492.

Reflecting TV’s rising income is
the expanding use of the medium
by major advertisers such as Lever
Brothers, which created the new
post of television manager and as-
signed it to John Allen, formerly
vice president in charge of video
for Grant Advertising.

Nielsen Advises Food Advtrs.
To Get Into Television Now

Researcher A. C. Nielsen, point-
ing to figures in his radio and TV
index—which showed the latter
cutting deeply into AM’s nighttime
listening (but leaves daytime radio
largely unaffected)—advised food
advertisers to give video an early
spot in their ad budgets, even if it
had to be considered a ‘“capital
expenditure.”

Bolstering reports of TV’s rising
dominance in nighttime listening
came from Baltimore, where sev-
eral advertisers were checking out
of nighttime AM slots and szram-
bling for daytime segments.

360,000 TV Receivers
Produced During October

October receiver production was
the highest to date, with RMA re-
porting a total of 304,773 sets, a
35¢, increase over September’s
224,773. Total industry output, in-
cluding non-RMA
firms. was estim-
ated at 360,000.

1949 total todate: =
1,707,613.

Joseph B. Elli-  wes
ott, vice president =%
in charge of RCA ™%
Victor's consumer

products, predict- '::
ed the year’s total e
would reach some  iome {_] r1
2,300,000. 1950  wow
production would s l .

reach

value of approxi-

3,100,000, wn0 H
with a total retail 2909 '

Seven Drug Chains Added
For Network Co-op Program

Cavalcade of Stars, aired on the
DuMont net (Saturday, 9-10 P.M.
EST.), started six months ago on a
cooperative basis with ten major
drug chains. Now enters its second
26-week cycle with 17 chains (many
of them competitors) underwriting
show along with four advertisers
per program. With costs shared by
so many, drug chains get almost a
free ride. That’s one of the reasons
why they are buying a second 60-
minute program on DuMont.

Chains now participating in Cav-
alcade, and the cities in which they
sponsor the show, are: Whelans,
New York: Liggett’s, Boston; Sun
Ray, Philadelphia; Read, Balti-
more; People’s, Washington,
(D.C.); Sun, Pittsburgh; Gray,
Cleveland; Waigreen’s, Chicago;
Cunningham’s, Detroit; Harvey
and Carey, Buffalo; Dow, Cincin-
nati; Gallaher, Dayton; Snyder,
Minneapolis; Hood, Indianapolis;
L.ane-Rexall, Atlanta; Taylor, Lou-
isvilie; Thrifty, Los Angeles; and
Gray, Columbus.

National advertisers who have
participated on the show to date
include: Wildroot Hair Tonie,
Heed, Amion, BB Pen, Toni Home
Permanent, Dr. West’s Tooth Pow-
der, ASR Lighters, Serutan and
Johnson & Johnson.

Program Syndication

Another step in the solution of
the major bugaboo in the economic
pattern of station operation—pro-
gram production and talent costs,-
already undertaken by Paramount’s
KTLA, KLAC-TV and DuMont net-
work, was made by L.A’s KTTV
via open-end package syndication.

RECEIVER PRODUCTION INDEX
{Statistics as of Nov. 1)

]

1948 Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec.

half this amount going to the net- mately $700,000,- 00 36 52 46 a0 61 56 6l L 122 161
T hilli - 1949 121 118 181 166 163 160 I 200 280 360
works. TOtal net“'()lk blllmgs alone 000 he Sald. Above figures in thousonds. White blocks indicote 1949 fiqures, block, 1948.
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commercialofthemonth
CHEVROLET'S "INSIDE U.S.A."

Quass OF Stavice

am unless Ry de-
ferted characrer s in-
dicated by » itable
syebol above or pre-
ceadineg the sddrem.

Tox g Lime shows (2 Lbe date line o6 eegrens a0 day testers s STANDARD TINE o€ poias of orrn. Toos oF reveizt ts STANDAKD TIME 8¢ pulat of Sescnsig

WESTERN -
UNION

JOBEPH L GOAN

mrmmOenT

NAQ37 PD=PITTSBURGH PENN 29 947A=

BELIEVE IT OR NOTy THERE ARE TWELVE TOWNS -
IN THE Y+SsAwx NAMED "PARADISE"™ (1| JUST

LOOKED 1T UP)® SO

PETER=

I''M ON MY WAY ‘IN MY
CHEVROLET TO PARADISE,

P~As=

Telegram helps to establish the locale of an upcoming sketch on "Inside U.S.A."

IF ever a program provided an
advertiser with the perfect set-
ting for presentation of a sales mes-
sage, it’s Chevrolet’s Inside USA.
Undoubtedly the nature of the show
must have been one of the principal
reasons Chevrolet bought the pro-
gram (CBS, alternate Thursdays
8:30-9 P.M. EST).

Based on the Broadway revue,
show consists of a series of skits
featuring various parts of the coun-
try. Instead of the usual intermis-
sion curtain between scenes, “Trav-
eler” Peter Lind Hayes, star of the
show, ties the acts together through
such visual methods as film eclips.
telegrams, postcards—all mirroring
his progress across the song-and-
dance country.

The film strips, showing Hayes
moving from one locale to another
in a Chevrolet, proved a perfect col-
laboration between the program’s
format and the sponsor’s product.
In the weeks this technique has
been used, audience response has
been even better than anticipated.
Comments show that viewers link
Chevrolet with the appealing per-
sonality of Hayes and the subse-
quent entertainment each film clip
introduces.

Inside U.S.A. With Chevrolet is
designed for TV entertainment;
therefore, insofar as practicable,
that same factor is used to create
an arresting sales message. Enjoy-
ment makes people more receptive.

In the show itself is some of the
finest talent drawn from Broadway
and Hollywood. And, unlike other
TV revues. Inside U.S.A. has a con-

6

Clip from one of the film strips used
between sequences on the show.

tinuing theme designed to integrate
and strengthen the individual num-
bers on the program.

All of this was carefully weighed
when Campbell-Ewald’s television
department started work on the
commercials. The agency’s creative

men headed by senior V.P.,
Winslow H. Case, Leo Langlois and
Ray Mauer—wanted to avoid un-
necessary slowing of the pace of
the program. Instead, they hoped to
take advantage of the flavor and
mood of the musical, peopled by
such excellent performers as Hayes,
Mary Healy and Celeste Holm.

The next step in the plan to take
full advantage of the overall action
was to integrate oral commercials
into the skits. One or two lines,
punching home a significant point
each time, again proved their worth.
On the premiere performance, and
in subsequent productions, the com-
edy routines had quick, effective
Chevrolet selling in them.

An example is the Margaret
O’Brien sketch which had Hayes
asking his movie-star daughter
(O’Brien) for the ear. That much
was part of the original script.
Campbell-Ewald’s TV men made
good use of it by changing “car” to
“Chevrolet,” then adding a plug for
the economy of Chevrolet’s engine.
The commercial stayed in context,
and had the added value of reach-
ing viewers at a time when they
were at peak attention because they
were enjoyving themselves.

For the full-dress commercial, at
the close of the show, selling
through entertainment still topped
the check-list. In its final shape, this
Chevrolet message became the finale
of the show. The “Yea and Nay”
routine was spruced up for the ini
tial Thursday night. Scored and
choreographed to include the entire
cast, it became the exciting climax
of Insitde U.S.A. With Chevrolet.

In each instance, the power of the
overall show was tied to the com-
mercial, greatly adding to the effec-
tiveness of the selling job.

Live commercial at the end of "Inside U.S.A."” becomes a production number with
Hayes and entire cast participating.
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SUCCESS FORMULA
FOR TV
FILM PROGRAMMING

000000000000000000000000000000000000000000

Feature motion pictures so far have proved much more popular
TV fare than most shows . . . KTLA, Los Angeles, [with 43 of the
“Top 50” Hooper telerated time segments— (August-September) |
employs film features to buck its strongest competition . . . KTLA’s
hold on LA televiewers is due in no small measure to its policy of
booking the most and the best available film features and booking

them ahead of its competition. (Television Magazine, Nov., 1949.)

° Associated Artists Productions, Ltd., supplies KTLA with a great
o number of their top feature films. Rights to these audience-building
Hollywood-made feature films are available on exclusive or non-

exclusive basis in cycles of 13, 26 or 52.

Sclect from the largest feature film library available for TV pro-

gramming. Write, wire or phone for full information.

PAUL DIAMOND

Director of Television

ASSOCIATED ARTISTS PRODUCTIONS, LTD.

30 WEST 57+h STREET - NEW YORK 19, N. Y. « PLAZA 7-0975
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Getting bigger every day

® As our favorite child, it’s fun watching television
grow up. Keeping it growing is our business, too. A
business of making television commercials with vivid,
dramatic visual sell.

That is one reason why many leading advertisers
have turned to us for custom-selling their products

to sound and sight audiences. Another reason is the
speed and versatility of our techniques at prices all
advertisers can afford.

We will be glad to SHOH you what we have done.
In commercials. In entertainment. Explain, too, th
plan of our organization that makes our pricingunique

Special Purpose Films, inc.

44 WEST 56 STREET, NEW YORK 19, N. Y.

motion pictures. . . sound slide Silms. . . television

commercials . . . packaged entertainment for television

Television Magazine * December 1949
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the freeze must be lifted

Continuation of the freeze is a serious threat to our national economy. The
decisions on color and frequency allocations now confronting the Commission are
of major importance far beyond the narrow confines of one industry.

With our country rebounding only recently from a close encounter with a major
recession, our economy simply cannot afford the holding back of a major industry
such as television.

There are now over 350 applications pending for television stations. If one-
half of these applications were granted it could easily mean an investment of
$150,000,000 in equipment and operations next year. An investment which means
far more than profits to a few manufacturers, but jobs for thousands of people.
And this, of course, is vital to the full employment this country needs if we are
to enjoy any sustained period of prosperity.

At least 100 additional cities would receive television service with the
lifting of the freeze. This would mean that receiver manufacturers would not
only be able to continue their present high rate of production, but in all
probability would be able to increase this rate. And it's pretty obvious what
high production means in an industry which can account for retail sales in 1949
of more than $450,000,000.

Certainly, it is very much in the public interest to kave coast-to-coast
programming and only with the addition of these cities will it become economically
feasible. The high cost of nation-wide relay facilities must be shared by as

many stations as possible. The number of stations now operating is not sufficient
to bear this cost.

Consideration of color is one of the factors holding up the allocation of
frequencies. Surely, it is more in the public interest to maintain a sound
economy tran to make certain that the television audience see Milton Berle in
color. The Commission has suggested that the manufacturing companies approach
color in terms of 6-mg. band width so that the advent of color would not obsolete
present black and white receivers. Manufacturers have proceeded along these lines
without any objection. Therefore, it would seem that the allocation of fre-
quencies cannot in any way put a ceiling on the future use of color in television.

Granted that there is no ready solution to the industry problems which con-
front the Commission. But because the solution of these problems can affect our
national economy, it is imperative that every Step possible be made to lift the
freeze immediately. The country's economic welfare is directly tied in with the
number of stations in operation. Lifting the freeze means not only more stations
operating, more television service available to more people, but of far greater
importance—it means employment and capital investment which will result through
higher receiver production, transmitter manufacture and profitable operation.

With hundreds of millions of dollars being held back, with the employment of
thousands at stake, it is urgent that the Commission make its decision now on the

allocation of frequencies.
Gnederick A. nge[
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HAMILTON'S SPOT CAMPAIGN
IS BASED ON DRAMATIZATION
OF FAMILIAR MAGAZINE ADS

HAMILTON Wateh Company’s
intensive spot eampaign, via
183 airings on 30 stations in 16
major markets, is built around a
direct complete translation of its
annual Christmas promotion theme
used with conspicuous success in
magazines.

Familiar To Peggy and To Jim
printed ads, are brought to life via
a five-minute film in which the sen-
timental episodes of a man and
wife are given dramatic effect and
imaginative entertainment. Em-
phasizing the latter, Hamilton has
held its commercial down to a 30-
second sequence at the close of the
film. Each scenario shows, in flash-
back, the endearing incidents of
Peggy and Jim’s married life that
both treasure but rarely speak of.
Films are, in effect, enactments of
the notes each wrote to the other
in the printed ads.

Stations & Markets

Hamilton spots run an average
of three a week in each market, and
where possible, are scheduled to
precede or follow regular network
nighttime segments. Some difficulty
was encountered, however, in ob-
taining choice time because of the
length of the spots.

Spots are aired on the following

10

WRGB (Albany,
Schenectady) ; WBAL-TV, WMAR-

stations: Troy,

TV, and WAAM (Baltimore);
WNAC-TV, WBZ-TV (Boston);
WBEN-TV  (Buffalo); WBKB,

WENR-TV, and WNBQ (Chicago) ;
WLW-T, WKRC-TV (Cincinnati) ;
WEWS, WNBK (Cleveland) ;
WWIJ-TV, WIBK-TV (Detroit);
WGAL-TV  (Lancaster); KTLA
(Los Angeles); WTMJ-TV (Mil-
waukee); WNHC-TV (New Ha-
ven); WCBS-TV, WJZ-TV, WNBT
(New York); WCAU-TV, WFIL-
TV, WPTZ (Philadelphia); KSD-
TV (St. Louis); and WNBW
WOIC, WTTG (Washington.

Dealer Promotion

In addition to complete bankroll-
ing of the spot campaign, Hamilton
backed the effort with heavy dealer
promotion via an eight-page full-
zolor brochure illustrating frames
from the film spots together with
the regular magazine ads. And to
encourage TV support at this level,
Hamilton made prints of the Peggy
and Jim vreel for local dealers.

Dramatization required more
time than provided in the one-min.
ute spot, according to the agency.
At that, certain “sentiments” em
hodied in the printed ads were not

....study

transferrable because of the time
element. For this reason it was de-
cided to use the five minute seg-
ment, but to “program” the spot
with entertainment. Agency execu-
tives reason that the printed ads
for Hamilton, while they have sub-
stantial “sell” about them, also ob-
tain heavy readership because of
the “drama” inherent in the theme.

To insure professional quality in
acting, Hamilton and its agency,
BBD&O, assigned the title roles to
Harvey Stephens and Jeanne She-
pherd, each having extensive the-
atrical and Hollywood backgrounds.

This is Hamilton’s third use of
TV during the Christmas and New
Year seasons, and agency comment
is that Hamilton’s experiences with
the - medium “have been happy
ones.” While it will forego a special
Christmas program this year

which it sponsored for three years
running), Hamilton has bought a
New Year’s eve telecast, originat-
ing from New York’s Times Square
and featuring ventriloquist Paul
Winchell and Jerry Mahoney (NBC
11:45 p.m.-12:05 a.m. EST.

The companion printed ads are
running in full color two-page
spreads in national magazines con-
currently with the TV spot schedule.
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What's New in Television?2 Take a Look at WPTZ !

The Story of the Popcorn
that didn’t pop!

OU'VE probably heard of tlie Handy Man show on
WPTZ. Sponsored by Gimbet Brothers, it’s the oldest
commercial television program on the air anywhere.

In any case, a few Friday nights ago the Handy Man
demonstrated among other things a new electric corn
popper. That is, he tried to, but instead of exploding
into a fluffy white mass, the kernels neither snapped
nor popped as they did in rehearsal . .. they just lay
there and sneered.

It was a nightmarish situation even for as seasoned
a performer as the Handy Man. Finally he called a hale
to the demonstration and bluntly told the television
audience not to buy the popper until he could show them
that it worked and worked right.

As a result, two things happened—first, quite a few
people disregarded the Handy Man’s advice and bought
the popper anyway. Second, the makers of Seazo Pop-
corn Oil called up after the show and suggested their
product as the solution to the Handy Man’s troubles.

The following show the Handy Man tried the

WPTZ FIRST IN TELEVISION IN PHILADELPHIA
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demonstration again and it worked like a charm. The next
day, Gimbel Brothers sold over 300 of the poppers at
$8.35 each ! Moreover, 75% of the shoppers demanded
the Seazo Popcorn Oil!

Everybody was very happy, particularly the Seazo
Popcorn Oil people. Here is what Adrian Bauer, adver-
tising agency for Seazo, had to say about it: "What
makes this remarkable is . . . the fact that an adjunct to
the main article being sold was so carefully watched by ihe
viewing audience that they demanded the popcorn oil right
along with the popper.”

That gets us down to the point of this story: Phila-
delphians, who make up the second largest television
audience in the country (over 300,000 sets), watch
WPTZ programs with an eagle eye. If you would like
them to give equal attention to your product or service,
call us or get in touch with your nearest NBC Spot
Sales represencative.

PHILCO TELEVISION BROADCASTING CORPORATION
1800 Architects Building . Philadelphia 3, Penna.
Telephone: LOcust 4-2244

TV-AFFILIATE



ELEVISION MAGAZINE (Oc-

tober) stated that “station
executives are becoming more opti-
mistic about approaching profitable
operations—many by the first of
the vear.” 1 hope that’s right. Cer-
tainly, the day will be hastened if
the industry can lick a few of the
things now preventing sales from
expanding even faster than at
present.

The fantastic girowth of video has
obscured the fact that television has
faced a problem different from that
of almest any other American busi-
ness. Usually, we build our infant
industries by vears of public trial
and error—slow. but sure, progress
—earning small profits and plowing
them back in.

Not so—television.

From the very first vear that TV
sets were available in quantity, the
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public expected this new medium to
measure up to the very best in en-
tertainment and showmanship. Few
peaple ever thought of the hirth of
TV in terms of the old crystal sets
of radio days; of the Model T auto-
mobile; or the early flickers of the
motion picture industry. They
wanted this new baby to spring up
at maturity like the birth of Venus
—and to be just as attractive! It is
a great credit to the television in-
dustry that it recognized this condi-
tion and accepted the responsibility.

I don’t know how many stations,
networks, advertisers and agencies
are still working “in the red” to
make this dream come true. But I
do know that the great majority of
all factors have tried to put the
public first, and figured that profits
would come later.

Maybe, as TELEVISION MAG-

let’s talk about profits

N. W. Ayer & Son’s

Executive Viee President,
Clarence L. Jordan,

outlines this 73-year-old ageney’s

philosophy toward television

AZINE suggests, this is the time
to start talking about profits. If so,
we’ve got to recognize that, in our
capitalistic system, an industry
doesn't reach the mature stage of
profitable operations until every
tmportant factor can make a profit
—and plan for future expansion on
the sound basis of earnings. Not
Just stations, but networks, adver-
tisers, agencies, manufacturers,
suppliers, performers, labor—every
one must go on a profit basis before
there is real security for anyone.

What are some of the obstacles
to this kind of operation now?

In my judgment, one of the big
ones is FEAR.

That may sound surprising, be-
cause no one could question the
courage of an industry that has
poured millions of dollars into tele-
vision without expectation of imme-
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diate profits. This subject of FEAR
is not for the future of television
itself—but FEAR of what it might
do to radio, gate receipts, movies,
show business, reading, advertising
budgets, traditional operation, etec.
Decisions that might mean an even
more rapid move toward improve-
ment and profits have been delaved
or influenced by these fears.

Let's examine just a few of them,

FEAR of Declining
Sports Attendance

Sports events have been one of
the best sources of program opera-
tion in the early davs of TV. With-
out them, most stations would be
deeper “in the red” than at present
and sets would not have sold as
quickly. But the asking prices on
rights for sports events today are
based more on the FEAR of losses
in attendance than on a sound busi-
ness approach. Many club owners
and promoters have refused to sell
television rights at any price.

TV rights, in other cases, are al-
ready nearly as high as AM rights,
despite the audience differential.
Some prominent clubs have even
asked that the sponsor guarantee
them against attendance losses.
This attitude can impose an intol-
erable burden on the advertiser—
who, after all, has to pay the bill if
anyvone in video is going to make
a profit.

I would be the last person to sug-
gest selling sports rights if that
action cost profits on admissions.
But there is almost no evidence,
except for some early research
among new TV owners, to support
this opinion. Nearly all available
facts show just the contrary. Foot-
ball attendance is up 47¢ this fall—
the highest in history, according to
the Associated Press survey of 305
games (Figure 1). Attendance at
major league baseball—while down
39 —is off only about half the pre-
season estimates based on economic
conditions. It was still the second
highest in the history of the game.
Minor Leagues had their biggest
vear in 1949—475,000 increase over
record-breaking 1948, based upon
the Sporting News’ survey of 59
leagues. Basketball, last winter, was
the No. 1 spectator sport—with an
estimated 100,000,000 attendance—
yet it is doubtful if New York’s
Madison Square Garden and others
will televise this vear.

All spectator sports combined, ac-
cording to admission tax figures,
had their highest dollar volume in

6%
Inc.

Inc.

1947

1948

Figure 1. College football aitendance rose 6% in 1948 over 1947. Associated Press
half-season estimate shows another 4% rise in 1949 over 1948—the highest in
history—despite the growth of TV and more games televised than ever before.

history in 1948—4.4 times as big as
the so-called *“Golden Age of Sports”
in 1929. The nation’s personal in-
come was only 2.5 times that of
1929. This year won’t change those
comparisons very much, according
to current estimates.

[ remember going to see Connie
Mack in the early days when base-
ball was just as fearful of the effect
of AM Sportscasting on gate re-
ceipts. The “Old Master,” with the
vision and courage for which he is
noted, took the atfirmative side. He
said that if the public wanted base-
ball broadcasting, he felt they
should have it—and that baseball

would have to find a way to make
it help, not hurt, gate receipts.
Well, baseball attendance is about
two and one-half times as great to-
day as it was then. Radio didn’t do
that, of course, but I've yet to find a
man who doesn’t think it helped.
In my opinion, sports should be
fighting to get on television, at rea-
sonable rates, instead of fighting
against it. TV may well usher in
another “Golden Age of Sports”’—
and help to set up entirely new at-
tendance records. The only long-
range research I have seen on this
Michael & Jordan, Princeton Uni-
versity, TELEVISION MAGA-

Figure 2. Curves showing personal ircome (nationcl} and {he amount of money
spert on recreation of all types, including admissions. There is ro indication yet
that the rapid rise of TV threatens this fieid.




ZINE, May) indicates that TV
owners act pretty much like “nor-
mal” people after they have had
their sets a year or two.

We need that normal approach
now.

FEAR of Movie
Box Office Losses

Hollywood certainly will play a
big role in television. But here,
again, FEAR has held the motion
picture industry back. Who knows
but that mass production of TV
shows at lower costs may not prove
to be a profitable expansion of this
industry—as well as a great build-
up for good theatre attendance and
other forms of recreation.

There is evidence this can hap-
pen. Shorter working hours, with
high personal income, have com-
bined to boom the entire recreation
industry (Figure 2). The few in-
dividual losses within this industry
are probably due to normal Ameri-
can competition and quality of per-
formance. The thing-to do is to stop
blaming TV—and start looking for
the real trouble. There is need for
well-planned, long-range research to
find the true answer. I'm willing to
bet it will result in lower costs and
better shows—and earlier profits.

FEAR of Radio Losses

Nearly all the “prophets of
doom” seem to agree that even if
television doesn’t kill spectator
sports and movies, it certainly will
kill radio. We don’t believe it! We
don’t believe that TV is going to
take all of radio’s budget, or even
profits—certainly, not in the near
future, if ever. It isn’t going to
help the industry a bit to switch
red figures from TV to radio. That’s
Just a bookkeeping operation in
many cases. Magazines didn’t kill
newspapers—and radio didn’t kill
either one. Why should television
suddenly become the “Big Bad
Wolf” of advertising?

There is great need for consider-
ably more work than has been done
in developing ‘“simulcasts,” where
one talent budget, one rehearsal,
and one production may enable the
advertiser to use both radio and TV
to get the national coverage he
needs at a cost he can afford. There
are real profits in that direction for
all concerned. Perhaps, both stations
and networks should give more
thought to clearing simultaneous
time before they commit themselves
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H. L. McClinton, {seated) vice president in charge of radio and TV,
and James H. Hanna, V.P. & Mgr., Radio-TV dept.

too far on the FEAR that radio and
TV cannot grow together.

We all know TV is going to be
expensive—but who furnishes all
the information to those who say
it will cost 3, 4, 5 and 6 times as
much to reach a person by TV as
by radio? A number of advertisers
who have hesitated have done so
because they didn’t want to start
something they couldn’t keep up at
a profit.

I wouldn’t be at all surprised if
TV doesn’t actually lower the cost
of reaching people effectively.

The industry may have to change
a few cherished ideas that TV has
to follow radio’s pattern—but why
should it follow that pattern? May-

be video's high sponsor identifica-
tion and impact will enable some
advertisers to use lower frequency
and still hit more people at lower
costs. Certainly, more creative, re-
hearsal and production time be-
tween shows might also improve
the programs—which will be a de-
ciding factor in getting a bigger
audience.

It may be possible that the big
“name” stars who have done so
much for radio, will find it difficult
to turn out a bang-up TV show
every week. A lot of experimental
work is under way on this—and
also on co-sponsorship. sharing
sponsorship, and alternating spon-

{continued on page 32)

Don McClure, supervisor of TV production, and G. David Gudebro.d.

manager of Ayer's motion pictere bureau, examine an {Hlanhc

Refining cartoon used in televising a University of Pennsylvania foot-
ball game in 1941 over WPTZ.
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TV FROM INVESTOR’S
VIEWPOINT

(continued from page 15)

of the clear-cut patterns of its
growth trend.

Competition will become more in-
ense, no doubt, and receiver
changes frequent, but since TV re-
ception is still confined to a rela-
tively small area of the U.S., the
industry’s market potential is tre-
mendous. Moreover, the popularity
and advertising effectiveness of the
medium have been proved in areas
of only moderate penetration. Ob-
viously, development of the national
market must mean greatly increas-
ed business for the entire industry.

Thus, the investor can logically
conclude that occasional hesitation
in the activity of these stocks is
something to be overlooked rather
than emphasized. This is not to say
that some companies will not dimin-
ish in importance—from an invest-
ment point of view. In fact, the
stock of one of the radio companies
(not listed in the above table) de-
creased from a high of 11 3/8 last
year to about 1 in 1949. There are
ithers, however, which have doubled
in price from 1949 lows.

ompetition may bring shifts in
the relative standing of both se
makers and broadcasters, but this
may be regarded as a healthy sign
of vigorous attempts to develop the
new potential.

Set Production Outlook

A recent survey by Television
Shares Management estimated 1949
set production among the various
major manufacturers as follows:
RCA—410,000; Admiral—400,000;
Philco — 315,000; Motorola — 250,
000; Emerson—215,000; Zenith
160,000; Crosley—160,000; General
Electric—150,000; Westinghouse—
125,000; Teletone—110,000; Du-
Mont — 85,000; Hallicrafter — 85
000; and Magnavox—70,000.

Some of these manufacturers
turn out high-priced sets, so their
numerical unit total does not neces-
sarily indicate their dollar volume,
as for an example, DuMont.

If these figures are used as a
guide, it’s interesting to note the
substantial gains made by the small-
er manufacturers during this yea
Whether or not the same relative
performance can be expected next
year, the fact remains that thei
1949 activity is typical of the op-
portunities for profitable invest
ment in a new growth industry.

Competition in the broadcasting
field has been marked this year by a
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struggle for talent between two ma-
Jjor networks—with television a sig-
nificant factor. From the investor’s
standpoint, it's an indication that
the broadcasting industry is pre-
paring for the large TV audience
expected in due course.

Numerous surveys have estab-
lished the fact that TV’s share o
audience is cutting heavily into ra-
dio. A recent Hooper cross-section
of U.S. cities, towns and farm areas
showed in January of this year that
TV had 5.4 percent of the total audi-
ence, but by August had increased
to 11.4 percent. Other surveys have
indicated that TV’s share of the
New York audience in autumn
would surpass radio’s top ten. Thus,
the recent increases in television
time charges seem justified.

Radio's Decline
& The Investor's Position

Should the investor in broadcast-
ing shares be concerned about ra-
dio’s decline? Will the radio busi-
ness decrease as much as TV in-
creases—leaving the investor with-
out a net gain?

Several radio officials assert that
there is a hard core of AM business
not likely to be lost. They point out
that a number of advertisers, who
for years have soubht prime time
on radio, could not obtain it until
recently. One prominent advertis-
ing agency believes radio will sta-
bilize at about its 1941 level. Fur-
thermore, the investor should not
ignore the fact that TV rates will
probably be three-to-five times
radio rates. Thus, on gross volume,
a television network of only 40 per
cent of radio’s size could produce
more dollar sales than AM’s present
volume. While the net earnings pic-
ture cannot be forecast, as yet, some
moderate indication of the potential
should be shown during 1950.

TV's Growth Trend
An Investment Yardstick

A measure of the substantial
growth possible for television is
available in a recent estimate by
AT&T that receiver circulation will
reach 19,100,000 sets by January
of 1954. Receiver production during
1950 alone is expected to approxi-
mate 3,100,000, compared to an
expected output of 2,300.00 for the
current year.

While only 7.5 percent of total
U.S. families will own TV sets by
the beginning of 1950, according to
industry estimates, this figure is
expected to jump to 44.4 percent

by January of 1954. And although
the total of sets in use at that time
will be less than radio’s total now
the actual size of the TV audience
could exceed that of radio. If this
growth is considered too rapid, ex-
perience in areas now served by a
variety of good programs lends
weight to the forecast.

Twenty-two percent of New York
families own TV sets (as of Oct.
1, 1949) and other cities reflect
substantial degrees of penetration.
Philadelphia, with three stations
operating, has approximately 19.2
percent families with TV; Los
Angeles (seven stations), 15.5 per-
cent; Chicago (four stations), 13.6
percent, ete. Obviously, the activity
involved in bringing other cities up
to New York’s level, percentage
wise, would involve substantial
business for some time.

Rates Have Increased
With Network's Growth

However, the growth trend seems
stronger than merely filling the
vacuum. According to latest esti
mates New York, with 880,642 sets
in operation as of November 1
according to Television Magazine,
led all other areas in receiver de-
mand during September. Phila-
delphia, Los Angeles, Chicago and
Boston also had substantial in-
creases in receiver sales.

With the growth of the networks
sponsorship activity and, accord-
ingly—rates—have been increased.
Ultimately rates are expected to be
three to five times higher than that
of radio, and may be increased
about twice yearly while the audi-
ence continues to grow.

Some of the major radio ne
works amounting to 40 percent of
their radio operations. And even if
no more station construction per
mits are issued, the higher rates on
TV could permit ultimately greater
gross volume than radio, so that
television broadcasting should soon
become important to the investor.

In conclusion, it should be men-
ioned that the investor can partici-
pate in television to some extent, in
unusual ways. Such companies as
Eastman Kodak, Paramount Pic-
tures, Cornell-Dubilier, etc., are
affected, in varying degrees by this
industry.

It is to be hoped, therefore, that
in video the investor will not lose
sight of the forest (the growth
trend) for the trees (the temporary
difficulties
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RCA
Admi
Phil

Moto

Emerson
Zenith

Avco

MANUFACTURERS OF

Recent* 1948
High

Price

12% 15
ral 28! 22%
co 29% 454

rola 243 21%
174 164
284 35

5% 2

General Electric 40 43
Westinghouse Elec. 27%

Sylvania
Du Mont

18! 26
13% 16

Magnavox 11%
Raytheon 6l
Hallicrafters 34

CBS
ABC

104

*Prices as of mid-November 1949.
tDeficit.

TS AND PARTS

1949 Earnings

Range 1948

$1.50
$3.78
$6.32

14%-9%
29%-14%
40%-22%

25%-14
184-12%
32-20%
7YH-4%
40-34
29%-20%
245-17%
164-11%
19%-5
T%-4%
5%=3 $ .47
BROADCASTING
25%-17%
10%-5%

$4.44
$3.00
$5.50
$1.11
$4.36
$3.88
$2.84
$1.29

$2.94

$2.01 D.
$ .49 D.

$ .28 D.

1949—(partial)

$ .85-9mos.
$4.63-9mos.
$1.33-9mos.

$3.34-9mos.
$2.82-39wks.
$ .35-3mos.
$ .35-9mos.
$2.34-9mos .
$3.64-9mos.
$1.11-9mos.
$ .80-40wks.
$1.35—4mos. |
$ .42-3mos.t
$ .60-12mos.

$1.17-39wks.
$ .03-6mos.t

Dividends
8

$ .50
$ .85

$2.00
(& stock)

$1.25
$ .92
$1.50
$ .60
$1.70
$1.25
$1.40
$ .25
$1.00

tv frrom an investor’s viewpoini(

By ROBERT A. GILBERT

Investors Management Company, Inc.

Mr. Gilbert is o merber of the siaff of
Investors Management Company, Inc., which
operates two investment trusts: Fundamentol
Investors, Inc., and Investors Management
“und, Inc. A financial executive for many
years, Mr. Gilbert has been closely associoted
with television investment activities. The
opinions expressed in this article are those
of the author and not nacessarily those of
Investors Management Company, Inc.

/ / HEN the television industry

was first noticed in a big
way by the stock market, shares of
the receiver manufacturers in 1945
49 rose very strongly, while TV
roadcasting stocks—due to initial
losses—were not favored particu
larly

After his first enthusiasm, the
investor in the early part of 1949
became over-cautious on television
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prospects, as receiver model and
broadcasting regulation changes be-
came industry problems. The fact
that some companies had inventory
troubles, others were changing de
signs, and the FCC’s proposal of
additional channels, were, for a
while, appraised by the market as
serious obstacles for so young an
industry. The growth trend of tele-
vision, however, reasserted itself
and at present TV set shares are
becoming popular again. In addi-
ion, there seems to be more inter-
est in the broadcasting stocks.

The table above shows the con
siderable variation in prices of se
manufacturing stocks now as com-
pared with the 1948 highs of the
first wave of optimism. Note also
that recent prices of some stocks

are above last year’s highs whereas
substantially
Earning comparisons also show di-
verse trends for different compan-
ies. Dividend payments are, in most
cases, not yet a large percentage of
earnings. It would seem therefore,
that these stocks are bought fo
appreciation in value rather than

others are

immediate income.

Price Variations Not
A Deterring Factor

Should the recent uneven per-
formance of TV stocks, in price and
earnings per-share, influence the in-
vestor to avoid the industry? No,
in my opinion. However, it could
lead him to a policy of diversifica-
tion. It would be foolish for the in.
vestor to avoid the industry in view

{continued on page 18}
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Recent*® 1948
Price High
RCA 12% 15
Admiral 28% 22%
Philco 29% 45Y%
Motorola 24% 21%
Emerson 17% 164
Zenith 284 35
Avco 5k 7%
General Electric 40 43
Westinghouse Elec. 27% 334
Sylvania 18% 26
Du Mont 13% 16
Magnavox 11% 21
Raytheon 8l 9%
Hallicrafters 3k 5%
CBS 25 32%
ABC 7H 104

MANUFACTUREES OF SETS AND PARTS

*Prices as of mid-November 1949.

iDeficit.

1949 Earnings Dividends
Range 1948 1949-(partial) 1948
14%~-9% $1.50 $ .85-9mos. $ .50
29)-14% $3.78 $4.63-9mos. $ .85
40%-22% $6.32 $1.33-9mos. $2.00

(& stock)
25%-14 $4.44 $3.34—-9mos. $1.25
184-124% $3.00 $2.82-39wks. $ .92k
32-20% $5.50 $ .35-3mos. $1.50

Th=-4% $1.11 $ .35-Smos. $ .60
40-34 $4.36 $2.34-9mos. $1.70
29%-20% $3.88 $3.64—9mos. $1.25
244%-17% $2.84 $1.11-9mos. $1.40
164-11}% $1.29 $ .80-40wks. $ .25
19%-5 $2.01 D.$1l.35-4mos.t $1.00

Th-4% $ .49 D.§ .42-3mos.t} . S

5%=-3 $ .47 $ .60-12mos. o0 dpere

BROADCASTING
254-17% $2.94 $1.17-39wks. $2.00
10%-5% $ .28 D.$ .03-6mos.t} wedis

tv from an investor’s viewpoint

By ROBERT A. GILBERT

Investors Management Company, Inc.

Mr. Gilbert is @ merhber of the siaff of
Investors Management Company, Inc., which
operates two investment frusts: Fundamental
Investors, Inc., and Investors Management
Fund, Inc. A financial executive for many
years, Mr. Gilbert has been closely associated
with television investment activities. The
opinions expressed in this article are those
of the author and not nzcessarily those of
Investors Management Company, Inc.

\ " HEN the television industry

was first noticed in a big
way by the stock market, shares of
the receiver manufacturers in 1945-
49 rose very strongly, while TV

broadeasting stocks—due to initial
losses—were not favored particu
larly.

After his first enthusiasm, the
investor in the early part of 1949
became over-cautious on television
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prospects, as receiver model and
broadeasting regulation changes be-
came industry problems. The fact
that some companies had inventory
troubles, others were changing de-
signs, and the FCC’s proposal of
additional channels, were, for a
while, appraised by the market as
serious obstacles for so young an
industry. The growth trend of tele-
vision, however, reasserted itself
and at present TV set shares are
becoming popular again. In addi
tion, there seems to be more inter-
est in the broadcasting stocks.

The table above shows the con
siderable variation in prices of set
manufacturing stocks now as com-
pared with the 1948 highs of the
first wave of optimism. Note also
that recent prices of some stocks

are above last year’s highs whereas
others are substantially lower.
Earning comparisons also show di-
verse trends for different compan-
ies. Dividend payments are, in most
cases, not yet a large percentage of
earnings. It would seem therefore,
that these stocks are bought for
appreciation in value rather than
immediate income.

Price Variations Not
A Deterring Factor

Should the recent uneven per-
formance of TV stocks, in price and
earnings per-share, influence the in-
vestor to avoid the industry? No,
in my opinion. However, it could
lead him to a policy of diversifica-
tion. It would be foolish for the in-
vestor to avoid the industry in view

(continued on page 18}
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OPERATING
STATIONS
Receiver

(Network AfSliation Circula-
in Parentheses) tion

U. S. TOTAL AS OF
DECEMBER 1, 3,415,475

Albuquerque 1,500
KOB-TV (A, C, D, N)
Atlanta 22,520

WSB-TV (A, N)
WAGA-TY (C, D)

Baltimore 109,756
WAAM (A, D); WBAL-TV (N);
WMAR-TY (C)

Binghamton 2,300
WNBF (A, C, D, N)
Birmingham 6,636

WAFM-TY (C)
WBRC-TV (D, N)

Bloomington 14,000*
WTTV (D, N)

Boston 198,924
WBZ-TV (N)
WNAC-TY (A, C, D)

Buffalo 52,000
WBEN-TV (A, C, D, N)

Charlotte 9,800
WBTV (A, C, D, N)

Chicago 304,296

WBKB (C); WENR-TV (A);
WGN-TY (D); WNBQ (N)

Cincinnati 44,000
WLW.T (N); WKRC-TV (C);
WCPO-TY (A)

Cleveland-Akron 119,103
WEWS (A, C, D); WNBK (N)
Columbus 20,750
WLW-C (N); WTVN;
WEBNS-TY (C)

Dallas-Fort Worth 26,225
KBTVY (D, P)
KRLD-TV (C)

Dayton 26,800

WHIO-TV (A, C)
WLW-D (D, N)

Davenport 5,030
WOC-TV (N)
Detroit 138,800

WJBK-TV (C, D); WWJ-TV (N);
WXYZ-TV (A)

Erie 18,000
WICU (A, C, D, N)

Fort Worth-Dallas 26,225
WBAP-TV (A, D, N)

Grand Rapids 8,000
WLAV-TY (A, D)

Greensboro 7,325
WFMY-TV (A, C, D, N)

Houston 10,600
KLEE-TV (A, C, D, P)

Huntington 2,700
WSAZ-TV (A, C, D, N)

Jacksonville 6,000
WMBR-TV (C, D, N)

Johnstown 7,850
WJAC-TV (N)

Indianapolis 14,000
WFBM-TY (C, D, N)

Kansas City 20,434
WDAF-TV (A, C, D, N

Lancaster 15,974
WGAL-TV (A, C, D, N)

Los Angeles 288,872

KFI-TV; KLAC-TV: KNBH (N):
KTLA (P); KTSL (D); KTTV (C);
KECA-TV (A)

Louisville 14,238
WAVE-TV (A, C, D, N)
Memphis 12,210

WMCT (A, C, D, N)

It is extremely difficult to obtain
accurate figures on receiver circula-

cerned are doing their best to pre-
sent reliable statistics. Unfortunate-
ly, there are many variable factors.

The principal source for local set
information are the local distributors
in each market. The most reliable

SALT LAKE CITY 2

_PHOENIX 1

DECEMBER, 1949
{Statistics as of Dec. 1)

Operating Stations 97

Market Areas 58
CP's Issued 14
Applications Pending 351

Interconnected cities served by the net-
works: Boston, Providence, New Haven,
New York, Schenectady, Philadelphia,
Wilmington, Baltimore, Washington,
Richmond, Lancaster, Pittsburgh, Johns-
town, Cleveland, Erie, Buffalo, Roches-
ter, Toledo, Detroit, Dayton, Cincinnati,
Columbus, Chicago, Milwaukee, Grand
Rapids, Indianapo._is, and St. Louis. San
Diego served by direct signal from Los
Angeles. Crosley stations in Dayton
(WLW-D), Cincinnati (WLW-T) and
Columbus (WLW-C) served by com-
pany's own microwave relay as well as
AT&T facilities,

- TELEVISION MAGA

y ALBUQUERQUE 1

B

FORY WORTH

SAN ANTONIO 1

IMPORTANT ANNOUNCEMENT O

sources are usually the electrical
associations which have, for years,
Stations and all others con- mainfained a close relationship with
the dealer and distributor. The Na-
tional Broadcasting Company, com-
piling their own estimates, use @
formula based on the size of the
market, number of stations, coaxial
cable, ete. This, in turn, is checked

with station
factors for «
city's circula’

Realizing t}
ate statistic:
ZINE, in the
receiver circi
set up its owr
are used: (1)




ZINE'S

ST. PAUL-MINN. 2

AMES 1

DAVENPORT 1

$T._LOUIS 1

NSas ctty 1

TULSA )

OKLAHOMA CITY 1
MEMPHIS

—n

DALLAS

KALA
CHICAGO &

—_—

ROCK ISLAND 1

BLOOMI

STATUS MAP

RAPIDS !
LANSING
DETROIT 3 _d o
O

TOLEDO

DAYTONS?

INDIANAPO
CINCINN.
—

LOUISVILLE 1 1.3
"

NASHVILLE 1

1

ATLANTA 2
BIRMINGHAM 2

fLlfea al lalio sy
-

NEW ORLEANS

FOUSTON 1

N RECEIVER CIRCULATION STATISTICS

estimates and other

final report on each
tion figures.
e great need for accur-
;, TELEVISION MAGA-
hope of standardizing
tlation information, has
+ formula. Four controls
RMA quarterly reports

on sels shipped into television areas,
plus monthly production figures; (2)
local estimates (station, distributor
or electrical association); (3} mar-
ket size, length of time of TV service,
and number of stations; and (4) NBC
findings.

While under this plan there can
be no guarantee of absolute accur-

PITTSBUR

HUNTINGTON )

UTICA-ROME ¢

SCHENERTADY 1 )
BINGHAMTON 1 ‘

v
LANCASTER 1 ‘"A

{%n“
Y

3

GREENSBORO 1

acy, we believe it not only a step
forward in standardization, but
probably the most realistic estimates
on receiver circulation available at
this time.

Detailed breakdown of TELEVI-
SION MAGAZINE'S formula for cir-
culation estimates is available upon
request.

Miami 12,90C
wTvVJ (C, D, N)

Milwaukee 60,000
WTMJ-TV (A, C, D, N)

New Haven 46,045
WNHC-TV (C, D, N)

New Orleans 8,816
WDSU-TV (A, C, D, N)

New York 960,068
WABD (D); WATY; WCBS-TV
(C): WJZ-TV (A); WNBT (N);
WOR-TV; WPIX

Oklahoma City 12,631
WKY-TY (A, €, D, N)

Omaha 10,342
KMTV (C); WOW-TV (N)

Philadelphia 324,000
WPTZ (N); WCAU-TY (C);
WFIL-TY (A, D)

Phoenix 3,000
KPHO (A, C, D, N)

Pittsburgh 45,819
WDTV (A, €, D, N)

Providence 19,500
WJAR-TY (C, N)

Richmond 18,589
WTVR (D, N)

Rochester 15,931
WHAM-TV (A, C, D. N)

St. Louis 67,700
KSD-TV (A, €, D, N)

St. Paul-Minneapolis 41,300
KSTP-TV (N)

WTCN-TV (A, C, D)

Salt Lake City 7.776
KDYL-TV (N); KSL-TV (A, C, D}

San Antonio 1,200
WOAI-TV (A, C, N)

San Diego 13,612
KFMB-TV (A, C)

San Francisco-Oakland 19,920
KPIX (C, D, N)

KGO-TY (A)
KRON-TY (N)

Schenectady 38,879
WRGB (A, €, D, N)

Seattle 13,716
KING-TV (A, €, D, N)

Syracuse 17,048
WHEN (A, C, D)

Toledo 29,536
WSPD-TV (C, D, N)

Tulsa 6,600
KOTV (A, C, D, N, P)

Utica 13,0007
WKTV (A, C, D, N, P)

Washington 78,700
WMAL-TY (A)}; WNBW (N);
WOIC (C); WTTG (D)

Wilmington 21,804
WDEL-TY (D, N)

* Claims coverage of Indianapolis area;
3.000 of this used to compute national
total.

%+ Claims coverage of Syracuse area;
3,000 of this used to compute national
total.

OPENING DATES:

Dec. 17, Cleveland, WXEL; IN-
DEFINITE: Ames, WOI-TY; Atlan-
ta, WCON-TV; Boston, WRTE;
Jacksonville, WJAX-TY; Kalama-
oo, WKZO: Lansing, WJIM-TV;
Louisville, WHAS-TY; Nashville,
WSM-TV; New Orleans, WRTY;
Norfolk, WTAR; Rock Island,
\Y/HBF-TY; San Anionio, KEYL;
Syracuse, WSYR-TV.




TV FROM INVESTOR'S
VIEWPOINT

(continued from page 15)

of the clear-cut patterns of its
growth trend.

Competition will hecome more in-
tense, no doubt, and receiver
changes frequent, but since TV re-
ception is still confined to a rela-
tively small area of the U.S., the
industry’s market potential is tre-
mendous. Moreover, the popularity
and advertising effectiveness of the
medium have been proved in areas
of only moderate penetration. Ob-
viously, development of the national
market must mean greatly increas-
ed business for the entire industry.

Thus, the investor can logically
conclude that occasional hesitation
in the activity of these stocks is
something to be overlooked rather
than emphasized. This is not to say
that some companies will not dimin-
ish in importance—from an invest-
ment point of view. In fact, the
stock of one of the radio companies

not listed in the above table) de-
creased from a high of 11 3/8 last
year to about 1 in 1949. There are
others, however, which have doubled
in price from 1949 lows.

Competition may bring shifts in
the relative standing of both set
makers and broadcasters, but this
may be regarded as a healthy sign
of vigorous attempts to develop the
new potential.

Set Production Outlook

A recent survey by Television
Shares Management estimated 1949
set production among the various
major manufacturers as follows:
RCA—410,000; Admiral-—400.000;
Philco — 315,000; Motorola — 250,-
000: Emerson—215,000; Zenith——
160,000; Crosley—160,000; General
Electrie—150,000: Westinghouse—
125,000; Teletone—110,000; Du-
Mont — 85,000; Hallicrafter — 85,-
000: and Magnavox—T70,000.

Some of these manufacturers
turn out high-priced sets, so their
numerical unit total does not neces-
sarily indicate their dollar volume,
as for an example, DuMont.

If these figures are used as a
guide, it’s interesting to note the
substantial gains made by the small-
er manufacturers during this year.
Whether or not the same relative
performance can be expected next
year, the fact remains that their
1949 activity is typical of the op-
portunities for profitable invest-
ment in a new growth industry.

Competition in the broadcasting
field has been marked this vear by a
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struggle for talent between two ma-
jor networks—with television a sig-
nificant factor. From the investor’s
standpoint, it’s an indication that
the broadcasting industry is pre-
paring for the large TV audience
expected in due course.

Numerous surveys have estab-
lished the fact that TV’s share of
audience is cutting heavily into ra-
dio. A recent Hooper cross-section
of U.S. cities, towns and farm areas
showed in January of this year that
TV had 5.4 percent of the total audi-
ence, but by August had increased
to 11.4 percent. Other surveys have
indicated that TV’s share of the
New York audience in autumn
would surpass radio’s top ten. Thus,
the recent increases in television
time charges seem justified.

Radio's Decline
& The Investor's Position

Should the investor in broadcast-
ing shares be concerned about ra-
dio’s decline? Will the radio busi-
ness decrease as much as TV in-
creases—leaving the investor with-
out a net gain?

Several radio officials assert that
there is a hard core of AM business
not likely to be lost. They point out
that a number of advertisers, who
for years have soubht prime time
on radio, could not obtain it until
recently. One prominent advertis-
ing agency believes radio will sta-
bilize at about its 1941 level. Fur-
thermore, the investor should not
ignore the fact that TV rates will
probably be three-to-five times
radio rates. Thus, on gross volume,
a television network of only 40 per
cent of radio’s size could produce
more dollar sales than AM’s present
volume. While the net earnings pic-
ture cannot be forecast, as vet, some
moderate indication of the potential
should be shown during 1950.

TV's Growth Trend
An Investment Yardstick

A measure of the substantial
growth possible for television is
available in a recent estimate by
AT&T that receiver circulation will
reach 19,100,000 sets by January
of 1954, Receiver production during
1950 alone is expected to approxi-
mate 3,100,000, compared to an
expected output of 2,300.00 for the
current vear.

While only 7.5 percent of total
U.S. families will own TV sets by
the beginning of 1950, according to
industry estimates, this figure is
expected to jump to 44.4 percent

by January of 1954. And although
the total of sets in use at that time
will be less than radio’s total now,
the actual size of the TV audience
could exceed that of radio. If this
growth is considered too rapid, ex-
perience in areas now served by a
variety of good programs lends
weight to the forecast.

Twenty-two percent of New York
families own TV sets (as of Oct.
1, 1949) and other cities reflect
substantial degrees of penetration.
Philadelphia, with three stations
operating, has approximately 19.2
percent families with TV; Los
Angeles (seven stations). 15.5 per-
cent; Chicago (four stations), 13.6
percent, etc. Obviously, the activity
involved in bringing other cities up
to New York’s level, percentage-
wise, would involve substantial
business for some time.

Rates Have Increased
With Network's Growth

However, the growth trend seems
stronger than merely filling the
vacuum. According to latest esti-
mates New York, with 880.612 sets
in operation as of November 1,
according to Television Magazine,
led all other areas in receiver de-
mand during September. Phila-
delphia, Los Angeles, Chicago and
Boston also had substantial in-
creases in receiver sales.

With the growth of the networks,
sponsorship activity and, accord-
ingly—rates—have been increased.
Ultimately rates are expected to be
three to five times higher than that
of radio, and may be increased
about twice yearly while the audi-
ence continues to grow.

Some of the major radio net-
works amounting to 40 percent of
their radio operations. And even if
no more station construction per-
mits are issued, the higher rates on
TV could permit ultimately greater
gross volume than radio, so that
television broadcasting should soon
become important to the investor,

In conclusion, it should be men-
tioned that the investor can partici-
pate in television to some extent, in
unusual ways. Such companies as
Eastman Kodak, Paramount Pic-
tures, Cornell-Dubilier, etc., are
affected, in varying degrees by this
industry.

It is to be hoped, therefore, that
in video the investor will not lose
sight of the forest (the growth
trend) for the trees (the temporary
difficulties).
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the inside glimpse

By DR. G. D. WIEBE

Research Psychologist, CBS

FIRST ARTICLE IN A SERIES ON
PSYCHOLOGICAL FACTORS

IN TELEVISION COMMERCIALS

7 E are all familiar with what
W happens when a boy, an
alarm clock and a screw driver get
together beyond the scrutiny of
parental eyes. There is a craving in
all of us to find out how things work.

This curiosity does not die as
children grow up. We all continue
to have it in varying degrees of
intensity. It is a psychological need.
It is standard equipment for people
reared in our type of societv. It
manifests itself in such adult be-
havior as watching construction
through peep holes or going on
conducted tours through factories,
or getting back stage in a theatre.

Such phrases as “what makes it
tick,” “what goes on behind the
scenes” and “the inside dope” re-
flect our universal, self-starting,
curiosity about the vital creative
activities that go on behind the
smooth facade that is presented
to the world at large.

This psychological mechanism
manifests itself in an interesting
and useful way in regard to adver-
tising. It shows up in the tendency
to identify ourselves with a partic-
ular finished product if our curi-
osity has been rewarded with a
little inside information about
“what makes it tick”:

“I know it’s a good car. I was
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in the factory. I saw with my
own eyes how they are put
together.”

“It was a wonderful play.
wasn’t it? By the way 1
watched Jones paint that sec-
ond act scenery.”

“I always watch Studio One on

television. I happen to know

Mr. Miner, and say, you ought

to see the clever way that they

give the camera men their
instructions . . .”

So we are curious about the inner
workings of things, and we tend to
identify with those products, activ-
ities, institutions about which we
have a little inside information.

TV Matchless Medium
For "Inside Information”

Now consider television. The
viewing screen on a receiver is, in
itself, a miraculous “peep hole”
through which we see all manner
of wonderful things that are not
ordinarily within our range of
vision. Here is the matchless me-
dium for setting up identification
by providing glimpses behind the
scenes. Not frozen pictures, not
verbalized descriptions, but glimp-
ses of the real moving meshing
creative activity.

This advertising strategv has
special relevance in cases where

competitive products have few ob-
jective, tangible differences. Speci-
fic demonstrations of superiority
are impractical in these cases. But
the feeling of sharing a bit of spe-
cific “inside information” can prove
highly effective in binding viewers
to a particular brand name.

There is one important aspect of
this sales strategy that merits spe-
cial mention. It is that these “in-
side glimpses” should be specific,
bona fide, special experiences. That
is, they should, in themselves, have
the impact of a new experience or a
rewarding insight. If the viewer
says, or thinks: “So that’s how they
do it,” or “Gee, I'll tell Betty about
that,” he has the feeling of having
made a neat little discovery, and
the “inside glimpse” has been well
planned.

On the other hand, long shots of
assembly lines, or of the slick out-
side of a production machine will
be inadequate for they baffle rather
than inform. Shots of ordinary men
doing ordinary things will not qual-
ify. Neither will scenes that show
highly complex processes—process-
es too intricate to “click” on brief
acquaintance.

When properly executed, the “in-
side glimpse” should arouse the

{continued on page 31}
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Here's how Du Mont is using
big-space newspaper ads to
help Du Mont dealers spread

out their peak holiday demand.

Du Mont dealers find three
big advantages in selling the
Du Mont Gift Certificate rather A
than trying to switch the

sale to a second-choice set:

e

1. A better-satisfied customer.

2. Eases the peak load on the
installation staff.

3. Defers the tax into another year.

OUMDN

Jdl ity (e finti? tn [elovision,

Allen B.DuMont laboratories, Inc., Television Receiver Division, East Paterson, N. J.,
and the DuMont Television Network, 515 Madison Avenue, New York 22, N.Y.
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High school students competed on "Hoffman Hayride,

the winners appearing

in a featured spot on the show. Hofman TV set went to winning school.

NE of the most effective uses

of television is demonstrated
by the hard hitting regional and co-
operative dealer advertising of the
Hoffman Radio Corporation of Los
Angeles. Hoffman may not be the
largest producer of television sets
in the country, but what it lacks in
national volume it makes up in re-
gional aggressiveness.

Operating throughout the eleven
Western states plus Texas, Hoffman
strategy has consistently geared its
advertising to individual markets.
Hoffman Hayride is a typical ex-
ample of the company’s smart mer-
chandising. Cashing in on the popu-
larity of western talent in the Los
Angeles market, the program chos-
en was a KTLA-produced package.
Featured were Spade Cooley. well
known western variety star, his

President H. L. Hoffman emphasized
cooperative dealer advertising.

band (which records for RCA Vie-
tor) and guest stars.

Satisfied that the Cooley package
supplied the necessary qualifications
to gain immediate acceptance, Hoff-
man concentrated on the opportun-
ity the show provided to do some
solid merchandising and at the same
time cement an already close rela-
tionship with dealers.

Hayride, the basic format of
which is a youth talent hunt, made
the rounds of Los Angeles city and
county high schools, doing a remote
show from a different school each
Monday evening. A local dealer, usu-
ally in the neighborhood of the
school visited by the show, acted
as unofficial “host.” In order to at-
tend Hayride, students were re-
quired to get tickets from that par-
ticular dealer. Window cards and

Klaus Landsberg, gereral manager of
KTLA, which packaged the Cooley show.

a regional
adrvertiser
merchandises
television

HOFFMAN RADIO CORP., L. A,
BACKED ITS PROGRAM WITH
AGGRESSIVE DEALER ADVTG.

banners were supplied to the dealer
to assist in local promotion.

Some crities might say that store
traffic is fine—but teenagers just
don’t buy TV sets like they buy
bubble gum. While this may be true,
Hoffman executives were convinced
that these youngsters influence set
sales to an enormous degree. Ex-
tremely impressionable, these kids
soon became solid Hoffman boosters,
and the boy or girl whose folks
didn’t have a Hoffman took a per-
ceptible drop in the eyes of his or
her companions.

Later, after the close of the school
semester when Hayride was based
permanently at Cooley’s dance pa-
vilion on Santa Monica pier, tickets
continued to be distributed through
dealers. Each week, the show hon-

(continued on page 23)

Spade Cooley, favorite of Coast audi-
ences, starred in "'Hayride."”

Television Magazine * December 1949
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ATLANTIC

Atlantic Refining Co.

Clever use of models enabled N. W. Ayer to come
up with inexpensive and very flexible commercials
for Atlantic. Here the story is that 7-in-10
cars do not need premium-price gasoline. Balance

Dodge Motor Cars

Concentrating on only a few points, rather than
the common practice of selling every feature of
an automobile in one commercial, Dodge has come
up with very superior automotive commercials.
They are one of the few companies who were able

ATLANTIC

of the Atlantic story is told before a filling
station with a hand placing the various props re-
quired throughout the commercial.

Designed for Ayer by Richard Rose.

a monthly critique
of current commercials

to successfully visualize comfort as they have
done so effectively in the accompanying picture.
Entertainment-wise, Dodge had a natural with the
"talking" animals who amused——and sold—-at the
same time. Jerry Fairbanks produced commercials
for the Ruthrauff and Ryan Agency.

3irdseye Frosted Foods

What an opportunity was missed by not letting the
TV audience in on how Birdseye foods (Division of
General Foods) are quick-frozen, and other inter-
esting factors establishing the quality behind
their frosted food line! How easy and effective

it would be to visualize the slogan "Farm Fresh."
The spot campaign, however, did tie in beauti-
fully with their over-all advertising schedule,
which was the principle objective. Film spots
were produced by Ted Nemeth Studios for Y & R.




A REGIONAL ADVERTISER
(continued from page 21)

ored a group of dealers from one
area. For example, the dealers of
Burbank, North Hollywood, and
Van Nuys were honored in a group,
and for that one show tickets were
distributed by them exclusively.

During Hoffman Hayride’s warm-
up period, four or five students vied
with each other, and the winner was
selected by applause of fellow stu-
dents. On the show itself, the win-
ner was given a feature spot along
with Cooley’s professional enter-
tainers. At the end of the 13-week
cycle, which coincided with the
closing of the current school term,
all contestants appeared for the
grand finals on a special full-hour
program. A Hoffman TV set was
then presented to the school in the
winner’s name.

Commercials on Hayride were
handled by Dick Lane, a veteran in
stage, screen and radio. Lane was
established as a part of the show,
kidding and ad-libbing with Cooley.
Actual commercial, treated in sim-
ple and direct fashion, provided the
audience with information about
Hoffman television sets. All com-
mercials were selling commercials,

MU 8-1185
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SERVING THE RICHEST MARKET
IN THE SOUTH’S NO. 1 STATE*

6531 SETS IN USE AS OF NOVEMBER 1, 19497
SALES REPRESENTATIVES

HARRINGTON. RIGHTER and PARSONS. INC.

NEW YORK CITY: 270 Park Avenue

Owned and Operated by
GREENSBORO DAILY NEWS and THE GREENSBORO RECORD

*Source: Sales Management's “Survey of Buying Power'" 1949
fSource: NBC Research Dept.

and no attempt was made to insti-
tutionalize. Often simple charts
were used to permit Lane to drama-
tize specific points.

Hoffman TV Schedule
Expanded To Other Markets

Presently, Hoffman’s TV pro-
gramming in the Los Angeles mar-
ket consists of sponsorship on
KECA-TV of U.S.C. and U.C.L.A.
home football games, plus a weekly
half-hour sports show featuring
Tom Harmon, former college grid
and professional grid star who has
built a wide following among coast
audiences. Hayride, with the open-
ing of the ’49 school season, switch-
ed to San Francisco (KGO-TV)
with the same format but a differ-
ent cast. Dude Martin, another pop-
ular coast personality, handles the
emcee chores.

As a result of sponsorship of
Hayride, Hoffman and agency exec-
utives said: “It is fair to draw the
conclusion that a regional manufac-
turer such as Hoffman can compete
successfully in local markets against
large national concerns through the
medium of artfully conceived, intel-
ligently presented TV, merchan-
dised to the hilt.”

CHANNEL 2

CHICAGO: Tribune Tower
WH 4-0074

you can
do it better

with the

revolutionary
v AC Tu
ALTEC = ="

tonal ﬁde]ity...j;t A
tional...it is blastprot:
proof .. . there is

build-up . . . more net acoustic

gain before encount

back . . . tiny size ¢
n'

to remarkable versatility of

|
positioning...extends the

ring feed-

ontributes

fidelity of sound transmission.

" 161 Sixth Avenue
" New York 13,N.Y.

1161 North Vine St.
# Hollywood 38, Cal.

23



ESTIMATED PROGRAM COSTS
{excluding time charges)

SPONSOR COSTS
Admiral

Stop The Musie, ABC

(first half) $3,500
Barbasol

This Week In Review, $1,000

CB8S per wk
Best Foods

Hollywood Screen Test, ABC

(NY only) $2,000
Bristol-Myers

Break The Bank, NBC $5,000

Chevrolet Div.
Chevrolet TV Theatre, NBC $5,000
Inside U.S.A., CBS $20,000
Chevrolet Dealers
Famous Jury Trials, DuMont $3,500

Winner Take All, CBS $3,500
Colgate-Palmolive-Peet
Colgate Theater, NBC $5,000

Crosley Corp.

This Is Show Business, CBS $3.500
Crosley Corp. (Appliances)

Who Said That, NBC $2,500
Drug Store TV Productions

Cavalecade of Stars, DuMont $10,000
Esso

Tonight On Broadway, CBS $7,509
Ford Motor Co.

Ford Theater, CBS

(alternate weeks) $17,500

United Nations Session, CBS $100,000

(exclusive rights)

General Electric

Fred Waring, CBS $20,020
General Foods

Mama, CBS (Maxwell House) $7,500

Aldrich Family, NBC (Jello) $4,000

The Goldbergs, CBS $5,000
General Mills

The Lone Ranger, ABC $18,000
B. F. Goodrich

Celebrity Time, ABC $3,000
Gulf Oil

We, The People, CBS

(simulcast, TV only) $1,200
International Silver

Silver Theater, CBS $8-10,000
Kellogg Co.

Singing Lady, ABC $3,500
Kraft Foods

Kraft Tele. Theater, NBC $7.500
Lever Bros.

The Clock, NBC $5,000

Liggett & Myers (Chesterfield)
Arthur Gedfrey & His Friends $10,000

Lincoln-Mercury

Toast Of The Town, CBS $10,000
Mohawk Carpet Mills

Mohawk Showroom, NBC $3,500

(per wk)

Old Gold

Stop The Music, ABC

(second half) $3.500
Phileo Corp.

Philco Playhouse, NBC $13,000

R. J. Reynolds (Camels)
Camel News Caravan, NBC 515,000
(per wk)
Scott Paper Co.
Dione Lucas CBS, (second half) $500
Speidel. Inc.
Ed Wynn Show, CBS $15,000
(per wk)
The Texas Comnany
Texceo Star Theaire, NBC $25,000
Wire Advisory Board
Dione Lucas CBS, (first half) $500
Westinghouse
Studio One, CBS $15,000
(per wk)

MONDAY SUNDAY
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THURSDAY

SATURDAY

TELEVISION MAGAZINE'S

6:00
6:15
reene Wicker

ABc The Kellogg

Company
—ll2l 1F]

6:15
6:30

eene Wicker

The Kellogg
Company
(120 J1F}

6:30
6:45

Action
Autographs
Bell &
Hawall

6:45
7:00

Dr.

Fixum

7:00
7:15

Pavl
Whiteman
Revue

e

CBS

urton Holms

Travelogues

A T and
Eo

Mr. .
Maogination

Mr. 1.
Maogination

Tonight on
Broadway
Esso
2]

7:15
7:30
Paoul

Whitemon
Revue

7:30
7:45

TBA

7:45
8:00

TBA

Tonight on
Broaodway
Esso
120

This is Show
Business
Crosley Corpl
(43)

This is Sho
Business
Crosley Corp
(43)

DU
MONT

Front Row
Center
()

Front Row
Center
(6}

Front Row
Center
(6)

Front Row
Center
(6)

NBC

ABc No Program

Scheduled

Leave it to
the Girls

leave it to
the Girls

Aldrich
Family
Genl Foods!

Aldric
Fomily
Genl Foods

CBS

Ltucky Pup
Bristol-Myers
(11}

Bob Howard
(portic.}

Roar of
Rails
A. C. Gilbert

Paul
Arnold
Show

CBS News
Oldsmobile
[ARNN]

Sonny
Kendis

nu Small Fry
MONT

Magic
Cottage
(4L}

Magic
Cottage
4L}

Captain
Video

Captain
Video

Monhattan
Spotlight
(2)

Vincent
lopez

(2)

NBC

Na Program
Scheduled

Kuklo, Fron
& Ollie
RCA
13

Kukla, Fran
& Ollie
RCA
23L 26F

Mohawk
Showroom
Mohawk
Carpets

Came! New
Caravan
Camel

Lucky Pup
ristol-Myers
(i

Bob Howard
{partic.)

Kirby
Stone
Quintet

C8S
TV News

Sanny
Kendis
Show

Small Fry

Small Fry

Magic
Cottage
(4L)

Magic
Cottoge
(4L)

Captain
Video

Captain
Videa

RUKTT, Tram
& Ollie
Seal Test

RORTS, - Pran
& Ollie
Seal Test

Easy
Aces
Co-op

[ Melody. |

Harmony,
Rhythm

Fitzgeralds
{partic.)

Vincent
lopez

(2)

amel New:
Caravan
Camel

Holiday
Hints
{portic.)

Llucky Pup
ristol-Myers

on

Bob Howard
(portic.}

Kirby
Stone
Quintet

Paul
Arnold
Show

CBS News
Oldsmobile
[ARNY]

At Home
Party

C. F. Maslan
(2L 1F)

Magic
Cottage
(4L}

Magic
Cottage
(4t}

Captain
Video

Captain
Video

Manhattan
Spatlight
(2)

Manhattan
Spotlight

Kukla, Fran
& Ollie
RCA
23L 26F

Fitzgeralds
(portic.)

Kukla, Fran
& Ollie
RCA
23L 26F

Kieran's
Kleidoscope

Mohawk
Showroom
Mohawk

Lone Rangen
Genl Mills

Camel New
Caravan
Camel

Lone Range
Genl Mills

Lucky Pup
ristol-Myers
an

Bob Howard
{partic.)

Dione Lucoas

[VineAdvisory
Board

Scott Paper

|Dione Lucas

[VineAdvisory
Board

Scott Paper

C8S
TV News

Sonny Kendi:
Shaw

Smoll Fry

Magic
Cottage
{4L)

Magic
Cottage
(4L)

Captain
Video

Captain
Video

& Ollie
Seal Test

Fitzgeralds
(portic.}

Jkukla, Fran  JKokia, Fron

& Ollie
Seol Test

Fitzgeralds
{portic.)

Manhattan
Spotlight
(2)

[~ MeTody, |
Harmony,
Rhythm

Touchdown
Chrysler
Sales Div.

Vincent
lopez
(2)

amel New.
Caravan
Camel

Touchdow
Chrysler
Sales Div. §

Lucky Pup
ristot-Myers
()

'i:)b Howard
{partic.)

Kirby
Stone
Quintet

CBS News
Oldsmobile
[ARAS!

Sonny
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Show
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Cottage
(4L}

Magic
Cottage
(4L}
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Video
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Video
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Spotlight

Vincent
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Kukla, Fron
& Ollie
RCA

Kukla, Fron
& Ollie
RCA
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Reporter

Mohawk
Showroom
Mohawk
Hollywood

Screen Test
Best Foods

Camel Ne
Coravan
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Club House

tucky Pup
Bristol-Myers

In the First
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Blves By
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NETWORK SCHEDULE

8:00 8:15 8:30 8:45 9:00 9:15 9:30
8:15 8:30 8:45 9:00 9:15 9:30 9:45
Think Think The Little The Little
o fu ie LuA e L HOOPER NETWORK TELERATINGS
Top 10 (October)
Yoost of the | Toast of the | Toast of the | Toast of the | Fred Waring| Fred Waring| fred Waring { Fred Waring 1. Texaco Star Theatre 69.4
] Town . Town Town Town Gen. Electriq Gen. Electrid Gen. Etectric! Gen. Electric (The Texas Co., NBC, Tues., 8-9 pm. 30 cities)
L:nc]c,jlr-g/,':erc. lmc‘osln-h;:rc. linc]osln-M:vc. I.incosln-MFerc (1L 15F) (11L 15F) (1L 15F) {11L 15F) 2. Arthur Godfrey's Talent Scouts 55.8
L L, 150 y .
(Ch' ) (C - ) { - 1l { = 3E} - (Lipton Tea, CBS, Mon. 8:30-9 pm. 8 cities)
icago hicago Film Film Cross Cross Cross Cross . .
Mystery Mystery Question Question Question Question 3. Arthur Godfrey and H|'s Friends 49.7
Players Players Co-Op Co-Op Co-Op Co-Op (Liggett & Myers, CBS, Wed,, 8-9 pm. 33

Co-Op {3) Co-Op (3) cities)

Chesterfield | Chesterfield | The Colgate | The Colgate Philco Philco Philco Philco 4. Toast of the Town 45.6
Supper Supper Theater Theater TV Playhouse} TV Playhouse: TV Playhouse | TV Playhouse (Lincoln Mercury, CBS, Sun. 8-9 pm. 16
Club Club Colgate- - Philco Philco I Philco Philco cities)

Palm . P Poic Pad .
= 5. Fireball Fun For All 40.9
(Buick, NBC, Thurs. 9-10 pm. 32 cities)
6. Fireside Theatre 39.2
(Procter & Gamble, NBC. Tues. #-9:30 pm.
Bilver Theatre{Silver Theatre Talent Candid Condid The The 17 cities)

lnresrnaﬁonul In|e£na'ionol Scouts Scouts Camera Camera Goldbergs Goldbergs 7. Phiico TV Playhouse 38.7
ilver ilver Lipten Tea Lipton Tea | Philip Morrig Philip Morrisk Gen’l Foeds | Gen'l Food Shi ] .. R iti

{121 14F) {121 18F} (@&l YR Q1 (91} (2L 4EL AN e g (lsl:llco g:w“MsB?' Mon. 9-10 pm. 36 0-13‘;!56)

(-] usic .

Newsweek Newsweek Al Morgan Al Morgan Wrestling Wrestling J °P - .

Vil thE Views the SHEw Shigiw: Sunnysiale Sunnyside (A(In‘nr.al, 0ld Gold, 8-9 pm. 15-13 cities)
News News Co-@p Co-Op Bohemian Bohemian 9. Original Amateur Hour 35.4
(6L) (61) {4) (4) Beer (2) Beer (2} (014 Gold, NBC, Tues., 10-11 pm. 15 cities)

Chevrolet Chevrolet Voice of Voice of i i Band of Band of 10. Cavalcade of Stars 35.3
Tete- Tele- Firestone Firestone America America (Drug'_ Store TV Prod., DuMeont, Sat., 9-10

Theatre Theotre Firestone Tire Firestone Tird Admiral Cities Serv. | Cities Serv. pm, 17 eities)

PULSE 7-CITY NETWORK RATINGS
(November)

Actors Actors Suspense ‘ Suspense 1. Texaco Star Theatre 59.9
Studio Shudia AEIJ"’:-'[;:O { AEJ":_'{;:O 2. Godfrey's Talent Scouts 46.9
- = 3. The Goldbergs 40.4
Court of Court of Court of Court of The O'NoilJ The O'Neiis (Gen’'l Foods, Sanka Coffee, CBS, Mon. 9:30-
Clumm Current Current Current | Du Mont Du Mont 10 pm.)
Igguﬁ: ’i;‘ﬁ’ ’i,‘;ﬁ‘ 'ﬁ{ﬁ‘ Receiver |  Receiver 4. Godfrey and His Friends 40.3
Star Star Stor Star Fireside | Fireside | Life of Riley . Life of Riley 5. Toast of the Town 39.3
';hoanr ] 1r'haa'er Theater Theater TReSter Theater Pabst Pabst 6. Stop The Music 34,7
exaco 1 e T T ! 3 g g -
—— ——— — gcial Procter & 7. Fireside Theatre 34.2
Wendy Look Photo | Look Phota Your Your Wrestling Wrestling 8. Studio One 33.9
Barrie Crime Crime | Witness Witness Co-Op Co-Op (Westinghouse, CBS, Mon. 10-11 pm.)
! 9. Philco Playhouse 3.3
Arthur Arthur Arthur Arthur : Bigelow Showl  Boxing 10. Suspense 29.1
Godfrey | Godirey Godrey Godirey | 29810 sv’,‘°‘{ P ioeiow (Electric-Auto Lite, CBS, Tues., 9:30-10 pm.)
Chesterfeld | Chesterfield | Chesterfield | Chesterfield| ¢ ooy |  Sonford
I 24 4 A LAl 24F) ——— (191 1 EEY
N The ! The Famous I Fomous TOP TEN NEW YORK CITY RAT'NGS
i Ploinclothes| Jury Trials | Jury Trials
I‘ Plal'::ta'hn. °';‘A‘°: S| Lacal Chev. | Local Chov.‘ A. C. NIELSEN COMPANY
- - = - pbianians—ilijpeDniamdd (October-November)
risis Crisis The Clock The Clack Kraft Kraft Kraft
! Lever Bros. | Lever Bros. v ';’:::“" TV T’:aa'ar TV Theater | TV Theater 1. Te_x°c° Star Theatre 743
Kroft Foods | Kraft Foods | Kroft Foods | Kraft Foods (606,000 hemes)
2. Toast of the Town 50.5

2
Stop the " Step the Stop the Step the Sama Boris P m—— Charlie (412,000 homes)
Music r o Music Music Music Karloff Karloff Ruggles Ruggles 3. Talent Scouts 49.3
Admiral Admiral Old Gold [ ©Id Gold = (402,000 homes)

i oty Bl firee ) 4. The Goldbergs 48.9
Fron? Front finside U.S.Al Inside U.S.A Ed Wynn Ed Wynn Film Film (399,000 homes
Page Page Jaltern. wks. )} (altern, wks. Speidet Speidel

Chevrolet Chevrolet 5. Philco TV Playhouse 39.3
" BaIma-ins ‘op—rnny (320,000 homes)
Mystesy Mystery Film Film Mrire Morey Sunnyside Sunnyside 6, Suspense 375
{Fl"iat 2 Thea. Amstardom | _Amsterdam Boxing Boxing (306,000 homes)
Pl Dumont Lobs| Bumont Labs.] Bohemian | BORemion 7. Studio One 36.7
. = T ZTTTT b IRARAL v . 200001
Fortroit of Portrait of Mary, Kay Mary, Kay Kay Kyser's| Koy Kyser's Kay Kyser's | Koy Kyser's (299,000 homes) )
America America and Johnny | and Johany Coll College College College 8. Godfrey & Friends 35.2
e ege Ford Dirs Ford Dirs (zx:_..mm homes)
9. Fun For All 34.3
H;Iidu’y Holiday Audtien- Auction- fun for the | Fun for the (280,(4) homes)
ints Hints Aire Aire Money Money . o
John David {partic.) Libby Libby Not'1 Cetto- | Natt Cellu- 10.. flreSIde Theatre 334
a4 Soods Foads sealsiil cattan (811 (272,000 homes)
Mamao Mama Man Againstl Man Agains Ford Thea. Ford Thea. Ford Thea. Ford Thea.
Gen'l Foods |Gen'l Foods Crime Crime S4th Street | S54th Street | 541h Street | S54th Street SPONSORED PROGRAMS AFTER 10 P.M.: ABC—
gL 2s) L 2F) Camels Camels Revue g Celebrity Time (Goodrich) Sun. 10-10:30; Youth on
[3AR) 130 {alter. y alte . March (Young People’'s Church of Air) Sun. 10:30;
Hands of Hands of Head Line Heod Lline Hunting & H\l""'ﬂg & Roller Derby [Chesebrough Mfg. Co., Blatz Brewing)
Murder Murder Clues Clues Fishing Clup| Fishing Club Thurs., Fri., 10 P.M. NBC—Quiz Kids {Miles Lab)
(3) (3) Mail Pouch 'Mgnlll:ouch Mon. 10-10:30; Original Amateur Hour (Old Gold
3 L
- - Totr—t3t3r . s . Cigarettes) Tues,, 10-11; You are an Artist {Double-
Cne Man’s Family We, The We, The Bonng Mu'f’ . Big Story Big Story day) Tues., 11:00; Break the Bank (Bristol-Myers)
Cne Man's Family Peaple Peoplo Versatilg Varieties Pall Mall Pall Moll Wed., 10-10:30; Martin Kone Private Eye (US To-
Gulf Gulf Bonafidg Mi'ls alt. wks. alt. wks. bacco) Thurs. 10-10:30; Boxing (Gillette) Fri. 10;
Greatest Fights of Century {Chesebrough Mfg. Co.)
Paul Paul Paul | Paul Roller Fri. 10; Sports Highlights (Bond Clothes) Fri. 10 P.M.
Whiteman's [Whiteman's Whi'eman'sl Whiteman's Derby DU MONT—Boxing (Krueger Beer) Thurs., 9:30; Pro-
TY Teen TV Teen TV Teen | TV Teen fessiana! Wresling (Chi. Co-op) Sat., 10 PM.;
Club Clyb ¢ Club Club CBS—People’s Platform (Household Finance Corp.)
Winner Winner Film Film Film Fri., 10-10:30; Studio One (Westinghouse Electric

Toke All Take All Corp.} Mon. 10-11; This Week in Spor's. (w. 'A.
: Schaefter Pen Co.) Tues., 10-10:15; Week in Review
(Barbasol Co.) Sun., 10-10:15 P .M.

Spin the Spin the Spin the Spin the Cavalcade off Cavolcode of |Cavalcade of  Cavalcade

i
4
Picture Picture | Picture Picture Stors Stars Stars of Stars
g Drug Store Drug Store Drug Store ' Drug Store
T Do it I Boad

= I Beod.

1 - NOTE: Sustoining progroms in italics. TBA: To be
Twenty Twenty Sessions Stud's Who Said |  Who Said Meet the | Meet the onnounced. L: Llive show. F: Film. Blonk time seg-
Questions Questions Place That? That? Press j Press ments indicote no network program schedvled.
Ronsor Ronson Crosley Crosley >
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Owned and Operated by
THE EVENING STAR

BROADCASTING COMPANY
724 Fourteenth Street N.W.

Washington 5, D. C.

Represented Nationally by

ABC SPOT SALES
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SHAWMUT BANK'S EXPERIENCE
WITH TELEVISION CAN APPLY
TO ALL LOCAL ADVERTISERS

By JOHN J. BARRY

Vice President,
National Shawmut Bank of Boston

W] HETHER banks will take to

television is pretty much of
an academic question for some 10,-
000 banks in the United States to-
day. In the areas served by many
of those banks there isn’t any tele-
vision as yet. However, if the Fed-
eral Communications Commission
carries out its intention . . . and I
think the Commission will . . . every
community of the United States
will be brought into potential range.
The question will not be academic.
Banks everywhere will be faced
with the challenge of this new ad-
vertising medium.

My own institution, the National
Shawmut Bank of Boston, is one
of the pioneers in the use of the
new medium. Sixteen months ago
we began regular programs and to-
day sponsor a feature film every
Sunday, 12 newsreels and 19 weath-
er forecasts each week, a half hour
of multiscope daily and a dozen
scattered spots. Qur programming,
at the present time, makes us one
of the biggest local advertisers in
television.

Out of that experience, with its
full quota of headaches, I would
make the following suggestions to
those who are contemplating the
use of the television medium.

Get your time franchises now.
Don’t wait for your local television
station to go on the air. Make your
arrangements upon application or
grant of license.

The hours between 7:30 and
10:30 P.M. will be preempted by
the network advertisers, but 20-
second spots will be available in
that three-hour segment. The early
evening hours and the hours after
10:30 P.M. will be available to local
advertisers. If you plan to sponsor a
program as distinguished from
spots, get vour time now as close

Celevision for banlks

to network as possible and as close
to the hour of maximum circulation
as possible. That means as close to
7:30 P.M. as you can buy.

Get into commercial production
now. Don’t wait until the last min-
ute before TV projection becomes a
reality in your community. If you
intend to use television, you, your
agency, your commercial film pro-
ducers should be preparing the
story boards now. It will be cheaper
in the long run to make the mis-
takes in your projection room now,
than later on the air. You may find
it more economical to lease filmed
bank advertising material while
audience is building, than to expend
large sums on tailor-made bank
demonstrations. Many of vou have
had experience with “minute mov-
ies” in the neighborhood houses.
This material can be leased for and
adapted to television. But your
bank identifications should be tailor-
made and now is the time to make
them and see that they are right.

Investigate all of the mechanical
devices which make it possible to
by-pass the more expensive filmed
commercials and yet secure the ani-
mation which television demands.
Do it now.

Get into the market for program
material now. You may safely as-
sume that when television first
reaches your community live pro-
duction will not be generally avail-
able. Your program material will
probably be on film. Canvas the
film market now for shorts, news-
reels, weather forecasts, time sig-
nals, features.

Why all the rush?

The answer is simple. The net-
work programs which will come
into your communities are now
achieving performance standards
closely approximating the best that
the American stage and screen of-
fer. If you are going to bid for
audience attention and consumer
preferences in competition with
these offerings, your programming
must meet their standards. Your
extended advertising messages must
have the same eye appeal. Your
spots must have the same shock
values and impact.

You have the opportunity to do
now what those of us who pioneered
could only learn by trial and error
of the most expensive sort.
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Allen to .

. . Crosby

ee VERYTHING is for the eye

'J these dayvs—'Life,” ‘Look,’
the picture business. Nothing is for
the mind. The next generation will
have eveballs as big as cantaloupes
and no brain at all.” And that’s how
Fred Allen summed up television in
an interview with the Herald-Trib-
une’s John Crosbv the other day.

Allen went on with some further
pertinent observations like “When
vou see Kulkla, Fran and Ollie come
alive on that little screen, you real-
ize you don’t need great big things
as we had in radio. They ought to
get one of these African fellows
over here to shrink all the actors.
We're all too big for this medium.

“What gets me is why they
haven’t sold the Dave Garroway
show. Whoever does that show is
turning out real television; he’s
creating something for television.
Berle isn’t doing anything for tele-
vision. He’s photographing a vaude-
ville act. That’s what thev're all
doing. Even The Goldbergs, which
has been so well received, gets tire-
some after vou see it four or five
times. You know what the uncle is
going to do and vou know what the
kids are going to do. The trouble
with television is it's too graphic.
In radio, even a moron could visual
ize things his way: an intelligent
man, his way. [t was a custom-made
suit. Television is a readv-made
suit. Every one has to wear the
same one.”

Allen has been trotting around
sampling opinion on TV in some
effort to find out what people like.
*1 talked to the ovsterman at Grand
Central the other day,” he remarked
morosely. ‘“He likes everything on
television. Even Morey Amsterdam
looks good after staring at ovsters
all dayv long.
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“We all have a great problem—
Benny, Hope, all of us. We don’t
know how to duplicate our success
in radio. We found out how to cope
with radio and, after seventeen
vears. vou know pretty weH what
effect vou’re achieving. But those
things won’t work in television.
Jack Benny’s sound effects, Fibber’s
closet,—they won’t be funny in tele-
vigsion. We don’t know what will be
funny or even whether our looks
are acceptable.”

Allen nodded to a fan across the
room. “Middle-aged,” he comment-
ed. “l notice all the people who
come up to me are middle-aged. No
kids. I've played to three genera-
tions on radio and in show business.
Now ['ve got to grapple with a
fourth.”

REVIEWS

The DuMont Net's
"Hands of Murder”

DuMont, at long last, is starting

to come up with imaginative and
resourceful production techniques
something very rare at this net-
work) which have been brought to
the surface by producer Larry
Menkin.

In Hands of Murder, the net has
turned out some hair-raisers that
have often paralleled in quality and
entertainment some of the much
more elaborate and expensive seg-
ments to be found elsewhere. Clever
camera work and effective lighting
has made it possible to get away
with only bare props which “sug-
gest” setting and backgrounds.

Ford Dealers’
Kay Kyser's College

Ford Dealers of America have
added a sparkling program entry
with a TV version of Kay Kyser
and His College of Musical Knowl-
edge (NBC, Thurs., 9-10 pm. EST.)

Kvser has a highly projectable
personality, and his good-natured
¢'owning keynotes the pace of the
show which is unpretentious and
attempts nothing more than re-
laxed entertainment. It's unfortun-
ate, however, that the Ford Deualers
chose to showease Kyser in a 60-
minute segment since the format of
College lacks the punch necessary
for sustained viewing over the
hour period.

Fred Allen speaks out on television;
Reviews of new and current programs.

In addition to the use of film
commercials Ford has assigned Dr.
Roy K. Marshall, a TV personality
in his own right, the chore of the
straight-selling live commercial.
Marshall’s simple and direct tech-
nique sets what may become a pat-
tern. His background as a scientist
lends authenticity to a non-techni-

{continued on page 31)
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let’s Leep it simple!

THE BASIC VALUES OF GOOD PROGRAMMING
AND HONEST SALES TECHNIQUES ARE OFTEN
OBSCURED BY COMPLICATED PRODUCTION

By LEE COOLEY

Director, Television Production, McConn-Erickson, Inc.

CAN just hear a lot of people

who remember the complicated
productions we undertook for two
and a half vears on the Swift &
Company experimental series say-
ing, “Oh yeah?” when thev read
the title of this piece. So before
they start playing Hearts and Flow-
ers I'll hasten forth with an ex-
planation.

In his Essay on Circles, Ralph
Waldo Emerson speaks of true sim-
plicitv as the result of living
through the ultimate in complica-
tions and finally completing the
cycle to simplicity again by having
learned the futility of doing things
the hard way.

I don’t suppose for a moment that
the great philosopher had television
in mind when the essay was written
. . . but its fundamental truth cer-
tainly applies to the new medium!
One is really not ready to attempt
simple, honest TV production and
programming until he’s experienced
the frustration and futility of in-
volved and self-conscious produc-
tion. One is never really ready to
build a masterpiece until he’s mas-
tered the tools. These change each
day and masterpieces are relative
things . . . like Birth of a Nation
and Gone With the Wind.

It seems reasonable to assume
that after producing 56 consecutive
commercial half hours in 1944 and
1945 for Lever Brothers on WABD
and 130 consecutive weekly network
half hours for Swift & Company on
NBC that a few basic truths began
to emerge to this producer about
television programming and pro-
duction—and equally important—
sales techniques.

Our avowed objectives were to
thoroughly explore TV as an enter-
tainment and sales medium. Each
week was a different approach
to the basic problems of pro-
duction, programming and sales.
More than once puzzled comrades
in our ulcerated fraternity stopped
me on the street the next day and
asked: “Cooley—what the hell were
you trying to do last night . . .?”
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Each time the answer was the same:
“Just trving to find out what will
work and what won’t work—and
WHY!”

No Axioms—
But Some Principles

Video’s vagaries are such that
almost no axioms for its specific use
emerged from these experiments.
But a lot of broad principles did
and from these one day may emerge
a special television philosophy that
will enable those who use and those
who view TV programs to live
compatibly.

And that brings us to the word
SIMPLE. One thing seems axio-
matic—there is no shorteut to sim-
plicity. Another synonym that may
be clearer is ‘“uncomplicated.”

Back in the beginnings of tele-
vision, when we didn’t have so many
fancy tools to work with, we may
have done more effective and honest
translations from script to picture
—even though we roundly damned
the haywire junk they called cam-
eras that operated in stifiing stu-
dios with less space than the aver-
age country three-seater.

After the war, when television
finally showed signs of maturity.
we entered an era of special effects
and vied with each other to produce
the most complicated pictures that

our electronic lunacy could conjure
up. Like a windjammer sailor on his
first night ashore, we went on a
beaut of a binge. Sometime later we
were aroused from our over-hung
stupor by a couple of shows in which
people—good, straight-forward, tal-
ented people—proved a point by
getting the majority of the audience
and holding it without resorting to
a lot of technical and production
razzle-dazzle. Without attempting
to dim the lustre of their achieve-
ments in the least, we must conclude
that in several instances the pro-
ducers didn’t know what they had
and promptly began to dilute the
punch with too much garnish.

People prize elegance, respond to
its appeal, and probably seldom
know what moves them. It’s the
dynamic force of true simplicity
that they feel. There can be no ele-
gance without it . . . and if you
don’t like the word elegance . . .
let’s just say there can be no real
honesty without it, either.

I may be accused of tripping over
my long hair when I say that TV
is a new art. I believe that. And it’s
not half as frightening as it sounds
when you stop to consider that most
of the basic principles of this new
art have been refined in the creative
crucibles of half a dozen related arts
including painting, sculpture, the
theatre and motion pictures.

Those principles are utterly de-
pendable . . . sure things . . . and
if there’s anything we dearly love
in this business it’s a sure thing!
But by the time we get through
violating these principles, knowing-
lv or otherwise, we’ve nothing left
to build on—or with. In our con-
fusion we place the emphasis on
inconsequential detail and miss the
basic values entirely. Hence, we too
often see the well-cast, well-mount-
ed and well-produced drama that
has absolutely everything it needs—
except a good story.

This applies to the commercials,
too. We can think of many and have
been guilty of some, in which copy-
writers and producers have been
carried away by their virtuosity
with the jingle, animation, stop-
motion photography and optical ef-
fects. The results were technical
triumphs and commercial tlops. The
point was missed. And since sales
were the point, it wasn’t long be-
fore the business turned up miss-
ing, too.

And that brings us for the last
time to the word SIMPLE. The net
of all this is . . . that it’s not so
simple to be simple.
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backstage

WITH WBAP-TV'S

texas newsreel

WBAP-TV'S Texas News, ac-
claimed the outstanding sta-
tion TV newsreel of the nation
during 1949 by the National Asso-
ciation of Radio News Directors, is
strictly the outlet’s own product—
filmed, processed, edited, written
and narrated by station personnel.

Made up entirely of shots taken
by staffers in the Fort Worth-Dal-
las, state—and sometimes—national
area, Texas News features are nev-
er more than 24 hours old. Mini-
mum time allowed for a news story
to be included in the regularly
scheduled 6:45 p.m. telecast is 4:30
p.m. the same day. On occasion,
however, amid fast-breaking news,
(such as the recent Texas hurri-
cane and the American Airlines
plane crash which took the lives of
28 persons—bhoth of which were
aired on the NBC network that
same night), the deadline has been
moved bhack to 5:30 p.m.—exactly
one hour and 15 minutes before
air time.

WBAP-TV’s newsroom, under
the supervision of news editor
James A. Bvron, began operation
in television on the theory that a
good newsman can be taught the
use of a camera or film viewer far
quicker than a professional camera-
man can be converted to news work
outside his own field. The results
justify this premise.

Use Staff From AM & TV

Actually, only five persons were
added to WBAP-TV’s regular AM
newsstaff to produce the TV news-
reel. Thirteen others who work on
the newsreel double from the radio
news side. Twelve staffers are cap-
able of making good motion pic-
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“Texas News" editor James A. Byron (seated) with brothers Jim, assistant news

editor (left), and Doyle Vinson, newsreel editor, are caught by the camera after

receiving posies in the background from Carter Publications, Inc., owners of
WBAP-TV, for copping the NARND's award for outstanding TV newsreel.

tures. Six are utilized as needed
for TV writing. Four are capable
film editors, and four are used for
narration. Only two full-time news
cameramen had previous motion
picture experience when the opera-
tion began.

WBAP-TV’s wide news coverage
is possible through the utilization
of the AM set up. When the news-
reel was added the four reporters
already out on daily Forth Worth-
Dallas area beats began carrying
16 mm movie cameras and consist-
ently turn in a good part of the
film used on “Texas News.”

The two regular cameramen
work on assignment. The four man
Dallas crew all use cameras and
their film is rushed to the station
by inter-city buses running every
30 minutes or by automobile. A di-
rect line from the Forth Worth
station to Dallas keeps the Dallas
crew in close contact with the sta-
tion for assignments and handling
copy-

Eight to 10 stories are used in
an average 10 minute WBAP-TV
newreel. Assignments from the
Fort Worth newsroom are handled
by Jim Vinson, assistant news edi-
tor. Dovle Vinson is newreel editor
in Fort Worth and James Kerr in
Dallas.

Processing for overnight film be-
gins at 8 a.m. in the station’s com-
plete film laboratory. The second
run begins at approximately 2 p.m.
and later runs as stories develop up
until 4:30 p.m.

Texas News has proved itself in
community service since its debut
in Sept. 1948. A specific example of
this service is the complete cover-
age given Fort Worth’s tragic
spring flood.

Action shots of city officials issu-
ing warning and dispelling rumors
were included in this and subse-
quent newsreels during the crisis.
Water, cut off at the station, was
hauled in from outlying areas to
WBAP-TV and pumps were rigged
up to supply the water, a necessary
ingredient in developing film, to
get the newsreels on the air.

Station Scored Beat
On Dallas Plane Crash

NBC has used WBAP-TV films
of major news stories breaking in
the Fort Worth-Dallas area many
times during the past year. The
flood story was probably the most
spectacular up until Nov. 29 when
WBAP-TV staffers scored a clean
newsreel beat by having the first
reporters on the spot 20-minutes
after the fatal American Air Lines
crash in Dallas.

Complete films were on a plane
bound for NBC in Chicago a little
more than four hours after the
accident occurred. The complete
story went out on the co-ax over
NBC at 6:30 p.m. the same day,
actually 15 minutes before they
were shown locally.

Apart from the regularly sched-
uled newsreel, the WBAP-TV news-
room turns out many special fea-
tures. An example of this work is
Touchdown Tide, a 10-minute foot-
ball feature filmed and produced by
the newsroom for airing on Tues-
day nights.

Not one news story of signifi-
cance has been missed by the
WBAP-TV staff since the show’s
inception in September, 1948, and
the NARND award is one which
news editor Byron and his assis-
tants have earned.
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CONSULTING

TELEVISION

ENGINEERS

McINTOSH & INGLIS
Consulting Radio Engineers
710 14th St, NW, MEtropolitan 4477
WASHINGTON, D. C.

Laboratory: 910 King Street
Silver Spring, Maryland

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

1407 Pacific Ave. Santa Cruz, Calif.
Phone 5040

WELDON & CARR

1605 Connecticut Ave.,, NW. MI 4151
WASHINGTON, D. C.

1728 Wood Street Riverside 3611
Dallas, Texas

JOHN CREUTZ

Consulting Radio Engineer

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

A. D. RING & CO.
25 Years’ Experience in Radio
Engineering
MUNSEY BLDG. REPUBLIC 2347
WASHINGTON 4, D. C.

GEORGE C. DAVIS

Consulting Radio Engineer
Munsey Bldg. Sterling 0111
WASHINGTON. ). C.

A. EARL CULLUM, JR.

Consulting Radio Engineer
HIGHLAND PARK VILLAGE
DALLAS 5, TEXAS
JUSTIN 8-6108

JANSKY & BAILEY

An Organization of
Qualified Radio Engineers
DEDICATED TO THE

Service of Broadeasting

National Press Bldg., Wash., D. C.

DIXIE B. McKEY
& ASSOCIATES

1820 Jefferson Place, N.W.
Washington 6, D. C.

Telephones: Republic 7236
Republic 8296

HOYLAND BETTINGER
Television Consultant
Studio Design, Lighting,

Personnel Training
595 Fifth Avenue PLaza 8-2000

PAUL CODLEY CO.
C onsulting Radio E ngineers

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

Phones: Montclair 3-3000
Founded 1926

BROADCASTING STUDIOS
Design and Construction
Television, also F.M. and A.M.

THE AUSTIN COMPANY
Cleveland

A Nation-Wide .@ Organization

BERNARD ASSOCIATES

Consulting
Radio and Television Engineers

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

WINFIELD SCOTT McCACHREN
AND ASSOCIATES
Consulting Radio Engineers

TELEVISION SPECIALISTS

410 Bond Bidg.
Washington 5, D. C.
District 6923

2404 Columbia Pike
Arlington, Va.
GLebe 9096

E. C. PAGE
CONSULTING RADIO
ENGINEERS

Bond Bldg. EXecutive 5670
WASHINGTON 5, D. C.

KEAR & KENNEDY

Consulting Radio Engineers

1703 K St. N.W. Sterling 7932
WASHINGTON, D. C.

There is no substitute for experience

GLENN D. GILLETT
AND ASSOCIATES
Consulting Radio Engineers

982 National Press Bldg.
Washington, D. C.

CHAMBERS & GARRISON
Consulting Radio Engineers
1519 CONNECTICUT AVENUE

Washington 6, D. C.
MIchigan 2261

GEORGE P. ADAIR

Radio Engineering Consultants

Executive 1230
Executive 5851

1833 M Street, N. W.
Washington 6, D. C.

CONSULTING TELEVISION ENGINEERS

Open to Engineers and Consultants only
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THE INSIDE GLIMPSE
(continued from page 19)

same sort of reaction, though less
intense, that one feels when a magi-
cian does a trick slowly so that you
can observe the deception.

Cut-away models, slow motion
processes, mock ups, magnifications,
fresh special techniques, simplified
laboratory gadgets, such devices as
these can build personal attachment
to particular brands. And there is
another reason why the “inside
glimpse” is an attractive and con-
structive alternative to battles of
superlatives. It contributes to the
technological sophistication of the
audience—one of the outstanding
attributes of the American people.

The “inside glimpse” is not a new
strategy in television advertising.

Specific examples of it are already
to be seen. But the basic psycholog-
ical principles that give the “inside
glimpse” its vitality may be new
to some readers, and it is the under-
standing of these principles that
must precede the fruitful use of
this advertising strategy.

PROGRAMMING
(continued from page 27)

cal but informative discussion of
the Ford engine. J. Walter Thomp-
son is the agency.

Ronson Lighter's
"Twenty Questions”

WOR-TV has come forth with its
first notable program effort in Ron-
son’s Twenty Questions, which has
made the transition to TV with con-
spicuous success and without the

necessity of a revamped format or
the use of props. Program avoids
most of the pitfalls inherent in the
question-and-answer type of char-
ades which are often dull and unin-
teresting. Adding to the visual ap-
peal of the show is the technique
of providing “participation” on the
part of the home audience by show-
ing the answers before questioning
begins.

Commercials are integrated, with
quiz-master Bill Slater showing the
various Ronson lighters to the home
audience, in addition to an exten-
sive sprinkling of film commercials
with each new question. Questions
is a unique simulecast in that it orig-
inates in the WOR AM-TV studios
but is televised on WNBT-NBC
(Sat., 8-8:30 pm. EST.) Agency
is Grey Advertising.

L] L]
Breakdown of Station Operations
IMPORTANT: In reading the station operation chart below, several factors such as time charges, commercial sponsor-
ship of remotes, etc., must be kept in mind for a true evaluation. Because of the varying factors, this chart should
not be used for comparative evaluation.
Average
No. of Hours . .
Station Weekly Studio Remotes Film Networks Commercial Sustaining
WABD 622 59% 22% 29% —_ 29Y2% 70V2%
WATY 54 12 8 80 —_ 41 59
WCBS-TV 54 60 10 30 _ 70 30
WJZ-TV 48 45 23 32 — 50.1 49.9
WNBT 50 62 16 22 —_ 57 43
WPIX 5§32 28 36 36 _— 38Y2 612
WAGA-TVY 24% —_ 18.28 22.22 59.50* 54.54 45.46
WMAR-TV 632 22.45 12.44 29.16 35.95 55.67 44.33
WAAM 83 39 3 9 47** 50 50
WBZ-TV 45 13.4 8.9 225 §5.2%* 35.6 64.4
WNAC-TY 8672 24 —_— 16 60** 72 28
WBEN-TV 47 16 4 16 b4** 81 19
WBKB 782 7.7 4 63.6 24.7 83.7 16.3
WGN-TV 532 25.5 29.5 25.7 19.3 49.8 50.2
WLW-T 87 45.2 3.8 13.6 37.4* 42.1 57.9
WEWS 63V 33.09 24 12.34 33.66** 73.44 26.56
V/NBK 45 17.2 5 8.9 68.9 47 53
WWJ-TV 65 36 8 25 31 42 58
wicu 50 15 — 6 79** 85 15
WBAP-TV 36 30 19 21 30** 52 48
WLAV-TV 48 20 — 22.8 57.2* 53 47
KLEE-TV 362 5 18 8 69 582 aY
KTLA 37 34 31 35 —_ 46 54
KTSL 18 19 22 47 12* 48 52
KNBH 26V 32.3 —_ 31.4 36.3 a7 53
WMCT 282 16.7 14.6 29.8 38.9* 72.8 27.2
WTVJ 28 15 21 19 45 77 23
WTMJ-TV 56 29 9 10 52 73 22
WKY-TV 30 14 21 31 34~ 48 52
WPTZ 47 12 7 16 65** 60 40
WEIL-TV 49 14.9 9 20.3 55.8 45.2 54.8
WTVR 42V 34.9 —_ 4 61.1%* 68.6 36.4
KSD-TV 49> 17 4 4 75 68 32
WTCN-TV 33 8 36 48 8* 70 30
WSPD-TV 42 5.6 9.5 16.4 68.5** 88.8 1.2
WTTG 52V 48 5 7 40 44 65
WCAU-TV N 52 5 38 35* 36 64
WEMY-TV 17 232 — 44 32Y2* 39 61
WCPO-TV 89 49 16 13 22** - —
WRGB 50 20 —_ 2 78 70 30
*Network film recordings *“Network and film recordings
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LET'S TALK PROFITS
(continued from page 14)

sorship. For example, we have
found recently that alternating two
products in a single line (but with
two agencies) on a single program
resulted in sponsor identification as
high as 80 for each produect. This
summer, we found that sharing TV
and AM baseball sportscasts among
four advertisers produced high
sponsor identification for all, rang-
ing around 70 to 80, actually with
lower costs than the conventional
two sponsors. We are also finding
that sharing the sponsorship of a
multi-weekly show produces sur-
prisingly good results at very low
cost.

Recently, we found that simul-
casts of certain types of shows were
thoroughly practical—providing the
set-up was based upon television
techniques and not just a modifica-
tion of radio.

FEAR of Breaking Tradition

[ don’t mean by these suggestions
that the traditional weekly televi-
sion show is too expensive. For a lot
of advertisers, it is the best and
most profitable operation. But I do
mean that TV must not fear to

PRINTING THE
MAURER MULTIPLE

is a PRECISION specialty
Only the Maurer "One-to-One" optical Track
Printer can give the ultimate in sharpness and
definition with the new 16mm. Multiple Track in
your films for television. This, together with fine-
grain black and white picture processing, will give
your television prints notable quality.

Let us make your prints with precision methods on

our Maurer equipment.

PREGISION

FILM LABORATORIES, INC.

21 W. 46 ST.
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break away from radio tradition, if
advisable. Too many people have
just assumed that TV had to follow
radio’s pattern and eventually re-
place it. We believe that’s the wrong
way to approach the problem. May-
be it is what will happen—but no-
body can know until new techniques
and new ideas are tried—and sound,
long-range research replaces the
early opinions.

The thing to do now is to find out
—before we scare the living day-
lights out of many advertisers who
have modest budgets!

Instead of talking so much about
what is going to happen to costs
when the networks start charging
full rates for cables and relays;
when stations get 3, 4 and 5 times
the present viewers: when the
unions and actors finally settle on
full scale rates; when rehearsals,
cameras, scenery, etc. are all in-
cluded at profit values—why not do
a little more talking about the op-
portunities in this medium for a
wide variety of good advertising at
reasonable costs?

I’'m not at all sure that TV doesn’t
offer the greatest flexibility we've
ever had in advertising.

At least, our agency is practicing
what we preach. We recently

changed our method of billing—
which had been in existence since
1876—in order to adjust to the
newer problems of television. This
change involved discarding our tra-
ditional 16-2/3% commission on the
net in order to bring our compensa-
tion exactly in line with the 159%
on the gross charged by other agen-
cies. In television, where talent and
preparation costs can run far more
than the cost of station time, this
change represents a real saving for
our clients over the former system.
It was a complicated and time-con-
suming change to make, but we
wanted to remove a possible stumb-
ling-block in our television opera-
tions. In addition, we also defined
the costs of production so that our
clients can take full advantage of
economies in package shows as well
as agency-produced shows.

We have not only been interested
in television from the beginning but
also active in it. We set up a tele-
vision production unit nearly 10
vears ago and worked with Philco’s
experimental station W3XE, in tele-
casting football games for The At-
lantic Refining Company. That was
in 1940. In the next year, when the
experimental station had become
WPTZ, we telecast a number of
games for Atlantic during which
we experimented with many tech-
niques for commercials: cartoons,
motion pictures, live talent, inter-
views, straight announcing with
visual product demonstration, and
marionettes. There was no financial
profit in this for anybody; maybe I
can point up the experimental angle
by mentioning that Philadelphia
only had 700 television sets that
season!

Out of 10 vears of experience, our
Radio-Television Department has
drawn two conclusions that are very
important right now:

First -Adopt a flexible atti-
tude toward television
instead of trying to
force this new medium
into a preconceived pat-
tern.

Second —Quit measuring TV’s
future effect by the ini-
tial reaction of new
owners, and look for
the long-range actual
performance instead.

I think, when these things are
done, many of the fears about tele-
vision can be eliminated, and an
earlier approach to industry-wide
profitable operation assured.
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A very substantial improvement in
sound reproduction in the average
projector is possible with this new
type of 16mm. sound track.

The Maurer multiple track re-
places the ordinary single track with
a group of six within the same area.
All of the six tracks are identical, so
that any possible lack of uniformity
in the projector scanning beam will
be minimized.

16mm. producers in all fields will
welcome this advance for two excel-
lent reasons. First, it means better
reproduction of their prints wher-
ever they are run in the field and,
second, the new track may be record-
ed perfectly without changing the
familiar technique which Maurer
recording equipment has already
brought to the industry. The new
track is equally advantageous with
black and white or color and may be
processed and printed by the same
techniques as in the past.

Advantagesof thenew track, while
readily demonstrable by intermodu-
lation distortion measurements, are
generally apparent on simple play-
back ; it sounds better on the average  will be commercially available early next

projector. year. ‘
In line with the Maurer policy of pro.
tecling its customers against obsolesence

The new Maurer Recording System, in-
corForaling the six-track galvanometer,

Write for more complete information.

J. A. MAURER, INC.
37-03 31st Street, Long Island City 1, N. Y.

16-mm Professional Production Equipment

as far as is possible, all owners of the
Maurer Model E System will be invited
1o convert their equipment to the new
six-track recording, at a cost which will
not exceed the difference between the
initial costs of the two svstems.



With more and still more telecasters it’'s Du Mont

TV camera equipment because of outstanding

DEPENDABIL

» Many TV stations either on the air
or under construction, are Du Mont-
equipped throughout. That means the
Du Mont Type TA-124-B Image Orthi
con Chain for studio and remote pick-
ups, alike.

But of even greater significance is the
growing use of Du Mont cameras and
auxiliary equipment by TV stations orig-
inally using other makes of equipment;
by intra-store television demonstra
tions; by wired television installations;
by movie producers experimenting
with television production possibilities;
by TV training schools; by government

agencies both here and abroad.

The Du Mont advantages are many:
Split-second action through quick set-

D

SD+QW= gy

(Simple Translation
SUPERIOR DESIGN plus
QUALITY WORKMANSHIP equals
DU MONT

First With the Finest in Television

DU MONT
Type TA-124-B

Wnearge Ovtttcor Goaunis

up; finger-tip controls; superlative
image pickup with precise electronic
viewfinder checkup; accessibility for
time-saving inspection and immediate
maintenance; handy matched units,
jiffy-connected, for all required power,
synchronizing, amplifying and monitor-
ing functions, plus the latest camera
effects.

But the outstanding characteristic of
this popular Du Mont Type TA-124-B
Image Orthicon Chain is DEPENDABIL-
ITY. That, in the final analysis, is the
all-important consideration. For "The
show must go on,” regardless.

. Consult us on your TV plans and requirements. Literature on request.

(&) N )RATORIL

ALLEN B, DU MONT LABORATORIES,
515 MADISON AVE., o 0
WASHINGTON, D. C. » STATION WDTV, PITTSBURGH, PA. * HOME OFFICES AND PLANTS, PASSAIC, CLIFTON, ALLWOOD, AND EAST PATERSON, N. J.

INC.

NEW YORK 22, N. Y

TELEVISION TRANSMITTER DIVISION, CLIFTON, N.

DU MONT'S JOHN WANAMAKER TELEVISION STUDIOS, NEW YORK 3, N. Y .

J

. DU MONT NETWORK AND WABD,
WTTG



