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RADIO IN TV MARKETS
LOW COST COMMERCIALS
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to an advertiser with a future—

in NBC daytime TV

It _y’nu'\ ¢ ever been in Cincinnati. or tf vour client has a single dealer
there—then vou hnow all about this Lad v~ past. A vou know. too. why
she is comg Natzonal on NBC welevision this Fall .o for RUTH LYONS’
program. TFifte Club.” has been making history in that matare television
market for two vears running:

Cincinnali sets=in-use duving Ruth Byvons (02 to 1 P Monday through
Friday) program are the highest among all reported UUSUTY cities,

%

TV tunc-ins jump nearly 10095 when Ruth Lyvons poes on the aiv at noon,

Share of Audience —68.2% Average®*

Rating—13.9 Average®

Better call us today for all the tacts in the case—its Tow-cost Teatures will

put a g|can'l in your cye.

NBC TELEVISION

The network where success is a habit

A Service of Rudio Corporation of dmerica

www americanradiohistorv c
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behind the
scenes

of the
nation’s
screens

— —F SR

Bell technician at monitoring and comtrol position, television network center in New York.

Tl%:l.ﬁ\'lsmx network transmission requires precise
and cost

v cquipment. Yet the equipment alone would
be of hittle use without trained personnel to operate it.

So the Bell Svstem trains men, even as it extends
s television channel miles. They are provided with
the special apparatus needed to handle television’s

(‘\'Cl'-t'l];lll;_"lllg T(’(Illlrt‘l]lt‘ll[S.

Control Center technicians monitor Bell circuits to
see that procrams travel smoothly. that switching takes
place with a minimum of interruption. Their skill and
cequipment help make network television flexible and

BELL

smooth in operation, even though the combination of
stations and networks may alter every 15 minutes.

In less than six vears the Bell System has estab-
lizhed over 18.000 miles of television channels to serve
the industry. The value of coaxial cable, radio relav
syiteins and associated equipment used by the Bell
Syatem for television purposes is nearly 283,000,000,

Yet charges arc relatively low. The Telephone Com-
panv’s total network facility charges—including hoth
video and audio channels—average about 10 cents a
mile for a half hour of program time.

TELEPHONE SYSTEM

FROVIDING NETWORK TRANSMISSION CHANNELS FOR THE RADIO AND TELEVISION INDUSTRIES TODAY AND TOMORROW

waany americanradiohistorvy com
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Time to stake your claim
in DAYTIME SPOT TELEVISION

The sooner you get there, the bigger the pay-off.
That’s why advertisers who have already estab-
lished franchises in daytime spot television can
point to sales records like these .. . all built on

Blair-represented TV stations:

“What’s Cooking”, televised over KDYL-TV
Salt Lake City, consistently pulls some 250
phone requests for a recipe within 3 hours of the

broadcast, another 250 by mail.

Over WBNS-TV Columbus, the daytime show

TV Baby Sitter " offered 25¢ packagzes of Cheist

mas tree ornaments on only

fy broadeasts
rang up more than O =ales.

At KEYL San Antonio. "Music from the
Islands™ is an afternoon show that keeps adver-
tisers waiting in line.

Every Blair-represented 'V <tation has a
similar roster of davtime television SOt suCCess
stories ... for the fact=. call vour Blair T

n‘prr-‘rntali'- e todiy!

New York, Chicago, 5t Louis, Dallas,

HLALR

Detroit, Los Angeles, San Francisco, Jacksonville ) PR &

www americanradiohistorv com ===
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HOUSTON FEARLESS

EQUIPMENT

pendability that assure petfect, reliable perfor-

For complete camera mobility, smooth pan

mance at all times.

cffects, angle shots, running shots, tilts, dolly More and more television stations and film pro-

shots...most selevision stations rely on Houston- 4y corqare discovering the many advanrages and

Fearless equipment . . . standard of the motion

economies in operating their own film process-

picture industry for 20 years. Houston-Fearless
dollies, cranes, camera pedestals, tripods and
heads combine brilliant engineering, superb

quality, precision craftsmanship and proved de-

ing labs. Whatever your needs, Houston-Fearless
film processing equipment will do the job faster,
becter, automatically and with complete de-

pendabiliry.

Write for information on specially-built
equipnent for your specific needs.

The
HOUSTON
FEARLESS

aﬁ/m/bwﬁaxn

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

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

11801 W. OLYMPIC BLVD < 10S ANGELES 64, CALIF.

www americanradiohistorv com
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Now Operating from — EVENING STAR TELEVISION CENTER — finest TV Studios South of New York

Owned and Opcrated by
THE EVENING STAR
BROADCASTING COMPANY
724 Fourteenth Strecet N.W.
Washingtoa 5, D, C.

Reproescated Nationally by

The KATZ AGENCY, Inc.

STATUS REPORT ON COLOR — VIDEOTOWN
STUDY SHOWS OLD OWNERS NEVER FADE AWAY

mornings, 10:30-11:00 and
afternoons, 4:30-5:00, CBS is grad-
ually working towards its goal of
20 hours of colorcasting a week.
Footbhall this fall will be the first
step in increased schedule.
Boston, Washington, Philadelphia
and Baltimore are presently taking
color and plans call for expansion as
receivers come off the line.

Receivers in September will still
be in terms of hundreds with an
expected increase in production to
at least 1,000 a month for October.

Objective is an industry total of
20,000 color receivers by the first of
the year. Approximately half will
be slave units, with the balance com-
plete color sets.

The first major manufacturer to
break the practically united oppo-
sition to the CBS system is Admiral.

Because of confusion resulting
from this industry-wide opposition
—RCA will resume public demon-
strations of its system on Septem-
ber 10—plus relatively high costs
($495 for a 12%" picture) and
limited production, there won’t be
any substantial color sales for some
time.

By January, ’52, the industry
split should be cleaned up, with FCC
either okaying the electronic sys-
tem along with CBS or again by-
pussing it. The latter could mean
a sizeuble swing to CBS.

Theyefore, mid '52 will see a
marked spurt in production and
siles, with color TV becoming im-
portant circulation-wise by 19563,

Middle-Income
Purchases Spurt

ON FOR five hours a week now,

In its Tonrth annual yeport on
“Videotown,” @1 veal city, population
whout 10,000, located approximately
35 miles from Manhattan, Cunning-
ham and Walsh has come up with
some significant trends,

During the 4 years of study the
percent of sets owned by the upper
Imcome class has been cut by more
than half, while the poveent owned

www americanradiohistorv com

a
by the lower income class has almost
doubled.

Today, the upper group is run-
ning behind its potential along with
the lower group; the middle group
1s running ahead. Principal resis-
tance to buying at upper end is a
lack of interest; at the lower end,
“can’t afford” is the reason, with
credit restrictions holding back
sales at the time of the study.

Older sets are more apt to be
tuned in and are used for more
hours. The différence is small but
there is certainly no evidence of a
slacking off of set usage because
of longer ownership.

Average
Sets Bought & Tuned in, Hours of
in— in 1951 1951 Usage
Pre-1950 89 % 4.33
1950 84°% 4.13
1951 85% 4.00
Activities of TV families in

Videotown (as reported for the five
weekday evenings) show marked
differences from the activities of
non-owning families.

When a family installs a TV set,
lteeps it tuned in for an average
of four hours, between 5 p.m. and
bedtime (which is about 11 p.m.
for Videotown adults), and when
individual members of the family
watch for over three hours (if they
watch TV at all), there is very little
evening time left for other social
activities.

In addition to a sharp drop in
radio listening, people in TV homes
2o to the movies less, entertain less,
and read less than those in non-TV
homes.

TV Not Only Reasen

Television is partly the cause of
these differences but cannot be bur-
dened with the entire responsibility.

To no small extent the differences
Lbetween the TV half of the popula-
tion and the non-TV half are due
to basic differences in family com-
pesition and to individual interests
and preferences—differences which
contributed to some degree to the
early purchase or non-purchase of
a television set.

Telovision Magazine » August 1951
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SUCCESSFUL OPERATION

THE EASTMAN TELEVISION
RECORDING CAMERA

... to record it on 1émm film—{for review—for future release

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

West Coast Division Midwes? Division
706 Santa Monica Blvd. 137 North Wabash Ave.
Hollywood 38, Calif. Chicago 2, lllinois

THE EASTMAN TELEVISION RECORDING CAMERA
is designed and built for network opera-
tion. Already it hos been in use in mojor
studios for more thon a yeor.

Thanks to o 1200-feat doubie-chamber
magazine, it handles complete half-hour
shows, recording them at sound speed
directly from monitor receiving ftube. An
improved geneva movement assures im-
ages of highest professional quality.

Three motors drive this camera: two
synchronous units, one for the shutter, one
for the film transport; while a third, a
constant tension unit, operates the maga-
zine take-up.

A 40mm Cine-Ektar £/1.6 lens is supplied

as regular equipment. For maximum critical
definition at taking distances a Portra -

attachment may be used.
Available in two models: one for picture-
and-sound recording; the other for picture

recording only.
For further information, address:

Motion Picture Film Department
Eastman Kedak Campany
Rochester 4, N. Y.
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7
C €8t bOil» ." It’s ““ Holiday i1 Paris,”” new series of 13 musical ilns
produced i Parts espectally for television. Tt’s the Paris every
Anmerican longs to see . . . the authentic night life and «// the

light and bright life of France’s fahulous, 2,000-ycar-old city.

= , /" N — . . -

T C BSt 7”[[9]”/2(]“8! It's the elite of Parisian and continental
entertainers—dith Piaf, Charles Trenct, the Tado s Bluehell
dancers and many, many others—performing against

sueh backdrops as Montmartre, Champs Ely=ces, Pigalle,

Rue de la Paix and La Scine.

’
C eSt C]lal"m(l?llf It'’s American Dolores Gray discovering
Paris and viee versa. Real-life Doloves, already a top nisical
star on the continent, has just captured Broadway with

her performance in *“Two on the Aisle.”™

CbS[ ])I“Oﬁtabl(} ., With its aceent on top entertainment (nmueh

of it braud-new to America), “Holiday in Paris’™ nmeans

beawconp TV viewers for a quick-acting advertisev.. heacoinp

moola. Call us about first-run rights in o markets.

*The uually reserved Now York crities said: “'the wwn's new trinmph,” Tthe troesr talenr

to arrive on Broadway sinece, say, Ethel Murman or M:cry Martin,” “stonnine " “someboddy

about,” “topfight,” “new number 1 lady of the musivals.”

Radio and Television de@O Sales

. _ w
Stuations Representalive .o DS
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(Good salesmen are born. And here are just 5 of the star salesmen conceived and delivered by
Five Star in the production of more than 2700 film commercials for America’s leading advertisers.)

fr
:#;"Q
[ .
} Here's one tiger you can’t hold — not when it comes to sales! He’s
the Lucky Tiger who sells all three advantages of Lucky Tiger
Hair Tonic in 20 seconds — plus strong brand identification!
(Grant Advertising)

What to do in 8 seconds for Carnation Evaporated Milk? Five
Star’s answer: this busy milk drop, who actually demonstrates a
specific product usage in each station-break commercial. (Erwin-
Wasey)

No strings on this puppet! In Intricate puppet-a-frame technique
the Aristocrat Tomato sells 14 soups in 28 commercials created
by Five Star for the H. J. Heinz Co. (Maxon, Inc.)

How to bold interest with a commercial on NBC's “Show of
Shows™”? Five Star created an “act” for the show; and a new TV
Star, the "S.0.5, MAGIC BUNNY.” Results: New sales records in
all TV markets! (McCann-Erickson)

How to convert Alka-Selwzer’s radio jingle to TV? Five Star came
up with a new type of "Community sing,” in which the animated
tablet leads the audience in praise of product. (Geoffrey Wade
Advertising)

FIVE STAR HAS PROVED IT CAN CREATE SUPERIOR TV SALESMEN - TV COMMER-

CIALS THAT SELL. LOOK TO FIVE STAR FOR A STAR SALESMAN FOR YOUR PRODUCT.
WRITE TODAY FOR BROCHURE . . .
SR SRS~ S ~ SR A ¢

FIVE STAR PRODUCTIONS
6530 SUNSET BOULEVARD
HOLLYWOOQOD 28, CALIFORNIA
PHONE — HEMPSTEAD 4807

World’s largest creative producers of television commercials

www americanradiohistorv com
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elevision Coverage o

In Quarlers by Volume of Relall Sales

I_— 162 METROPOLITAN COUNTY AREAS

2nd Quarter
8 Markets

15t Quarter
2 Markets

3,254,000
TV Homes

3,445,000
TV Homes

2,147,000
Radio-Only
Homes

2,905,000
Radio-Only
Homes

16%

3rd Quarter
11 Markets

4th Quarter
121 Markets

2,643,000
TV Homes

1,662,000
TV Homes

3,679,000
Radio-Only
Homes

5,159,000
Radio-Only
Homes

17%

Percent of 1950 Tetal U. 5. Retail Sales

2,088,000 TY Homes

14,918,000
Radio-Only Homes

34%

(NBC-TY Data as of July 1, 1951)

SHOULD YOU USE RADIO IN TV MARKETS?

(Ed. Note: While advertisers must
use radio and wvarious forms of
printed media to reach the 16,750,-
000 families outside of television's
coverage oreas . . . this veport de-
votes itself to the use of radio with-
in the 63 television markets.)

S HAS been the case for many
years, aggressive advertisers
are still making multiple media
buys within individual markets.
Just as a New York City advertiser
may have scheduled a morning and
evening newspaper to supplement
his radio advertising in years gone
by, he Is now scheduling radic to
augment his TV-vertising.

This joint buy 1is justified in the
way that the former pattern was—
no one medium could be expected to
carry the full load of a mass adver-
tising campaign.

That radio is the logical joint buy
to go with television is obvious from
the many studies demonstrating
that it offers less audience duplica-
tion than printed media. And—for
the advertiser that feels duplication

Television Magazine * August 1951

Is desirable—radio still drums up
business at a tower cost-per-thou-
sand than print.

While these almost self-evident
facts are part of basic policy for
most major advertisers, these con-
cerns express grave doubts for the
future of AM. As the very “savvy”
head media buver for one of the
country's top 10 spenders puts it:
“Radio stations are at the cross-
roads today-—either they take ad-
vantage of their honevmoon with

UNDUPLICATED

TV MARKETS MEDIA
CIRCULATION COMPARISON
Total homes 27,412,700
TV homes 3,247,037
AM-only homes 13,134,773
Life Mag (non-TV cir.) 2,493,700
Look Mag . 2,014,200

SEP . 1,695,300

... 1,422,200
. 7,002,100
. 5,148,800

Colliers
Metro group
This Week

www americanradiohistorv com

TV, exploiting what looks like a
large drop in newsstand and pub-
lication sales, or they'll dvy up and
hecome a wvestigial and profitless
broadeasting tool. While they seem
to be winning. it's my opinion that
they've already lost the first round.

“Because of a dearth of realistic
thinking by radio stations and theiy
reps,” thix major source continues,
“AM outlets tossed about $6.000,000
worth of revenue out of the window
by nixing the NBC 6-second chime
deal. To my way of thinking, NBC's
offer could have been the biggest
AM hypo vet and deserves a second
and cooler consideration.”

Other major advertisers — con-
verned with strengthening what is
slated to be their number two medi-
um when the freeze is lifted—are
distressed with radio's apparent in-
ability to give itzelf a needed shot
in the arm. They look to a.m. broad-
casters’ statements on the need for
new programming ideas and the
oft-repeated claims of radio’s “new
rale in the TV era” but come face-
to-face with a blank wall—because

U. S. Retail Sales

REMAINDER OF U.S,
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few have come up with the new pro-
gramming or a plan for radio’s new
role.

Bright spot on the AM horizon,
though, is the boldness with which
at least one of the top package pro-
ducers—Ziv—is venturing forward.
Realizing that the current AM-TV
picture calls for stronger program-
ming than ever before, this aggres-
sive packager has adapted the old
Hollywood glamour technique: hav-
ing already successfully introduced
the Bogart-Bacall Bold Venture
series earlier this year, Ziv this
month inked a new star-studded
package called Bright Star.

With Irere Dunne and Fred Mac-
Murray signed to 10-year co-star-
ring roles in this latest series, Ziv
has adventurously budgeted Bright
Star at $12,500 per, for production
—a figure moving against the cur-
rent AM trend towards lower priced
programming.

Further attesting to the vitality
of AM thinking, is NBC-AM's “Op-
eration Tandem,” introduced last
November. Designed to exploit ra-
dio’s massive audience potential to
the nth degree, Tandem offers 3
sponsors a one minute spot each on
five different tyvpes of half-hour
shows or segments each week.

Introduced and fawned-over last
season, as part of Tandem, was the
Big Show, femceed by Tallulah
Bankhead. More vitiating to the
trade than to the general public, the
hour and a half variety format
scored only a 7.1 Nielsen for its
best week, despite guest shots by
two or three top NEC performers
each Sunday evening. Moved up to
the 6:30 to 8 p.m. slot for next sea-
son, the failure of this overly
sophisticated presentation to cap-
fure a greater audience underscores
the fears of many advertisers that
AM is still in a very wobbly state.

That the fears for radio’s future
are genuine is best demonstrated by
the fact that several major adver-

llenyon & Eckhardt's Kenny
—AM supplements TV

Benrus' Bond
—Two audiences ... two medic

tisers are currently thinking in
terms of developing new program-
ming ideas themselves, in order to
“save” radio—save it because it is
still today’s lowest cost road to the
largest national audience.

Media Cost-Per-Thousand
Comparison

Actua) figures for radio—vs—
print developed by NBC, strongly
favor the former, with a $2.23 cost-
per-thousand figure for AM; $3.30
average for four top naticnal maga-
zines; and $4.51 average for 104 of
the largest newspapers throughout
the country.

Contrast these figures with a
$2.45 c-p-m last winter for sight-
and-sound telecasting and you’ll
recognize at once why vesterday’s
infant medium is the ‘‘scourge of
the airwaves” today.

The importance of radio teo the
TV advertiser is further empha-
sized by the fact that there are cur-
rently 13,247,037 TV sets in the
63 markets, plus a comparable
13,134,773 additional radio-only
homes available in “TV land”: a
firure which cannot be overlooked
by any apggressive advertiser.

Of even greater significance is the
fact that in the 162 major metro-
politan trading areas accounting
for some 64 per cent of total U. S.
retail sales--NBC reports 11,004,-
000 TV-homes, plus a greater 13,-
290,000 radio-only homes. (see
cheart,)

Tuaking these important market-
ing points into consideration, major
national advertisers have geared
their media purchases to TV's im-
pacl and AM’s Jow-cost saturation
ability.

Lincoln-Mercury

Typical of these Is the Lincoln-
Mercury dealer organization, With
advertising  emphasis markedly
switched from the pre-TV news-

www americanradiohistorv com

paper buy to telecasting, these deal-
ers are using more AM than ever
before, according to Phil Kenny,
head time buyer for Kenyon & Eck-
hardt.

Noting that the dealers’ basic buy
is the very successful Toast of the
Town, Mr. Kenny points out that
radio gets its big play primarily at
times when new Lincoln-Mercury
models are introduced. In addition,
radio schedules are employed in
non-TV areas. Thus, with all deal-
ers in a particular area tithed at
the same rate for advertising
funds, those in non-TV cities are
provided with compensating AM
funds (most of which go into spot
campaigns).

Depending on available funds, the
Lincoln-Mercury dealer groups use
AM spots in TV markets wherever
they can dig up availabilities. In the
final analysis, tho, early morning
and late evening time would be the
basic buy where tight budget con-
ditions exist.

Recalling that, pre-TV, radio was
never a major automotive medium
—with the possible exception of
Chrysler’'s Major Bowes Amateur
Hour—Mr. Kenny makes the case
for both Lincoln-Mercury and Ken-
yon & Eckhardt with the observa-
tion that, “. . . while less frequent
TV usage can often give the impact
of more frequent AM or print
schedules, until TV receiver pene-
tration is comparable to that of
radio, no truly national campaigns
can be built around telecasting
alone.”

This, from an organization that
not only possesses a top TV attrac-
tion but has gone to pains to mer-
chandise Ed Sullivan on a basis
similar to Hollywood's top-notch
exploitation method.

Soap Companies

Analyzing the TV and AM buying
patterns of the major soap firms
[continued on page 32)

Canada Dry's Brown
—AM & TV distinctly different

Television Magazine * August 1951
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TELEVISION MARKET DATA

EVISED to take into considera-
tion larger coverage areas and
new market statistics, these tabula-
tions list all counties in the 63 TV
markets receiving a standard televi-
sion signal. Material prepared by
NBC Television, Sales Planning &
Research Dept., August, 1951.

The uniform standard of signal
strength is 0.1 mv/m {(one-tenth
millivolt) or better. This level of
signal intensity was selected by
NBC after thorough study of re-
ceiver distribution and technical
reception and after consultation
with telecasters and receiver manu-
facturers.

The one-tenth miliivolt contour
as drawn from engineering meas-
urements may be visualized as ap-
proximately a 60 mile circle, with
variations according to terrain and
other physical variables.

Any county falling entirely with-
in the one-tenth millivolt contour
of each NBC station is included, and
any county which lies partially
within the contour is included only
if 309% or more of its families are
within said contour. If two or more
stations deliver a qualifying signal
to a county, that county is credited
to the station with the strongest
measured signal.

Overlap Eliminated

In a small number of counties
where this procedure is not prac-
ticable, data for each county is
divided equally. Thus, overlap has
been eliminated in this network
market data report.

Data is arranged alphabetically
by markets and by counties; market
information compiled by Sales Man-
agement—1951.

These figures do not reflect the
effect of power increases and pos-
sible increases in antenna perform-
ance which may be permitted in
accordance with the FCC report and
order adopted July 25, 1951. The
increases have not yet been fully
established and at present are of
a temporary nature, subject to
FCC revocation.

“Copyright 1951 by the National
Broadcasting Company, Inc. Fig-
ures from Seales Management are
reproduced with special permission
gnd further reproduction is forbid-

en.”

Television Magazine * August 1951
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HAT media thinking must be

as creative as any other de-
partment in the agency is perhaps
the most important element con-
tributing to the growth of the Wil-
liam Weintraub Agency as one of
the largest network TV users.

A fluidity in thinking is also very
much in evidence; witness the agen-
¢v's recent introduction of the ex-
pensive, “A” time Anios 'm’ Andy
show—-contrasting its usual low
budget, “marginal” time pioneer-
ing.

To carry out its belief in creative
media thinking, the Weintraub
Agency launched a series of bold
time purchases in Jlargely unex-
plored time segments, The prime
aim was to build up a loval follow-
ing in segments that had little op-
position programming. Since such
slottings are made in Class C time
segments, the agency believes spon-
sors stand to gain in two wavs:
time costs are 50< less than choice
evening rates: and, costly program
puckages ave not necessary at such
hours,

Five Network Shows

Currently the agency lists five
top TV shows—Airwick’s I Cover
Times Sqrare; Bab-0's Two Girls
Named Switlh; Blatz’s 4dmos "o
Andy;  FKuaizevr-Frazer's hiatusing
Ellery  Queen, and  Maidenform’s
Faith Baldwin Theatve of Romance.

14

ln the usual order: William H. Weiniraub; Frark Verbest, president of the Blatx

Brewing Company; Freeman Gosden, co-creator and co-producer of Amos 'n” Andy;
Alvin Childress, who plays the role of Amos; and Spencer Williams, TV's Andy.

CREATIVE BUYS SPUR AGENCY RISE

WEINTRAUB'S LIST OF CLIENTS AND TV BILLINGS
SPIRAL AHEAD WITH ITS CREATIVE MEDIA APPROACH

Also contemplated is a half hour
weekly show for Revlon,

Additional agency activity cen-
ters around a batch of local sport
and news shows for Kaiser-Frazer,
with spot announcements placed for
Glim, Bab-O and Conmar Zippers,
Anchov-Hocking, currently sponsor-
ing a half-hour across-the-board of
The Ruth Lyons Show (WLW-C-
D-T), may sponsor a portion of the
same show when it switches to an
NBC network daytimer.

Started In '41

A comparative newcomer, the
agency started in 1941, when Wil-
liam H. Weintraub, formerly pub-
lisher of Esguire, put up his
shingle. A decade later, the agency
boasts of a staff numbering 275
emplovees in its New York office,
with another 25 members represent-
ing Weintraub in its Detroit
branch.

Prime example of Weintraub's
use of unexplored time segments
wus the case of Broadway Open
Hounse. "We started,” Harvy Tren-
ner, VP in charge of TV and radio,
points out, “with the idea that
if somebody waves a flag—or
does something that piques a view-
er’s interest—he won't go to sleep.”

At the time, the Anchor-Hocking
Glass Co.. was in the market for a
plan to sell its one-way (throw-
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away) beer bottles. The project fi-
nally agreed on called for a tie-in
between local breweries and the
glass company,

Helped Brewers Buck Baseball

Agency representatives checked
with good-sized breweries in the
various TV markets. They found a
number of large regional breweries
stymied over how to compete with
competitors who had hooked up with
baseball telecasts. A cooperative
cost plan was evolved, based on the
tonnage purchase of heer bottles
by the various breweries.

Under the set-up, the agency
handled the program and prepared
the opening and c¢losing Anchor-
Hocking commercials. Beer com-
pany commercials were prepared by
each beer advertiser’s agency. In
New York, for example, the Biow
Agency whipped up the Ruppert
Beer pitches.

By last August, after only four
months of telecasting, Broadway
Open House rang up a 3,000,000
weekly audience in 22 NBC cities.
Production cost, at the time, was
§10,000 for five hours of network
programming.

Cancelled because of an inability
to replace its star performer, Jerry
Lester, the show nevertheless re-
presents a milestone in TV prog-
ress. Actually, the agency is re-
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ported to be preparing a full scale
network package replacement for
Anchor-Hocking.

Second venturesome time move
was the purchase of the Saturday
noon time over ABC. Following in-
tensive research which showed fouyr
out of five families at home during
this time, the agency felt a new
time segment could be opened for
an adult audience. Again, the 509
rate saving made it attractive,

3 Clients Try Saturday Noon

As in the Broadway Open House
move, the first strong programs
would have an initial advantage
over latecomers. Station clearances,
a thorny problem in nighttime TV,
were almost non-existent in Satur-
day late-morning and early-after-
noon hours.

Three Weintraub clients took the
plunge. Current line-up places Bab-
0’s Two Girls Named Smith in the
12-12:30 p.m. spot weekly, and
Maidenform’s Faith Baldwin show,
in the 12:30-1 p.m. spot, alternating
with  Airwick’s I Cover Times
Square. Each show is brought in
at a $4-3$5,000 production and tal-
ent cost,

Discussing the bugaboo of high
production costs, William Wein-
traub, president of the agency,
points up several fundamental ele-
ments of TV's financial picture.
First, he points out, as the number
of television outlets increases, cost-
per-thousand figures will be consid-
erably reduced through amortiza-
tion over a greater number of chan-
nels.

Second, he believes that tele-
vision budgets are actually new
advertising appropriations, with
advertisers spending more money
in other media than they had pre-
television, Thus, he regards cost
problems as part of the ‘“‘growing
pains” of the industry.

He bases his optimism on the fol-
lowing facts: A half-hour of time
cutrently costs around $32,000 (a
rise of $9,000 over pre-July rates)
and will probably hit $42,000 in

July, ’52. Another $40,000 will have
to be added later to get complete
national coverage. Tack on $20,000
for production costs and the figure
comes to over $100,000 for a half-
hour of TV. Color TV, Weintraub
believes, will add further to the cost.

Rather than be fearful of such
costs, Weintraub quotes radio fig-
ures in 1930 when the advertiser
had a 52 cent cost-per-thousand-
homes for a half-hour on 50 NBC
stations. Currently, he indicated, a
full NBC network of 167 stations
costs $16,000, with a cost-per-thou-
sand-homes of 40 cents-—a 20¢,
lower figure,

While the agency has leaned
strongly in the direction of rela-
tively unexplored time segments
and inexpensive packages, it is not
adverse to consideration of expen-
sive programs. Witness their intro-
duction, for Blatz, of the weekly
Amos 'n’ Andy film program. Con-
trasting those shows previously
discussed, Amos 'n' Andy produc-
tion runs about $40,000.

Blatz Pays For Prestige

Reasoning behind Blatz’s pur-
chase of this expensive, 48 station
package is that they are taking ad-
vantage of a prestige package that
has more than proven its salt in
radio.

Whether the controversial nature
of the show will reverse this line of
reasoning remains to be seen: at
least one opinion poll has shown
that Negro people are not as op-
posed to the show as NAACP
spokesmen claim.

Paul C. Monroe, executive pro-
ducer of TV and radio, supervises
the Weintraub production opera-
tion, assigning a producer-director
to each commercial operation. To
coordinate TV copy with copy used
in other media or a particular ac-
count, Bernard Kahn, chief of tele-
vision copy, reports to Roger Per-
ton, copy chief of the agency.

Typical of the Weintraub com-
mercial production handling are the

Weintraub Procedure-Chart For TV Commercials

Maidenform commercials, done by
Tom De Huff, producer-director
The most important factor, Mr. De
Huff believes, is the Wientraub
treatment of commercials as a sep-
arate and distinct show.

Thus, the Maidenform show
i prepared by an outside packager
who writes the dramatic portion,
with the agency carrvying through
all of the commercial production.
Interestingly, the cast of characters
used on the commercials is often
larger than the number of players
used in dramatic sections.

The Weintraub method for prepa-
ration of TV commercials has re-
sulted in the printed media depart-
ment using some of the TV commer-
cial themes in their work.

To further this type of coordin-
ated commercial preparation, the
copy and production staffs at the
Weintraub Agency now meet everv
Wednesday evening to review what
has been done recently in the com-
mercial copv field that would relate
back to other media. Thus copy-
writers, visualizers and the produ-
cers get an idea of the limitations
each work with, as well as the op-
portunities that the medium pre-
sents to them for more dramatic
presentation.

Outside Packages Preferred

Attesting to the agency’s prefer-
ence for packages produced outside,
Harry Trenner points out that this
avoids a “‘sameness’” in their pro-
duction.

In addition, he points out that
it’s easier for the agency man to
criticize an outsider’s work than
that of a fellow worker.

An agency producer 1z always
asglgned to work with the package
producer to coordinate presentation,

Assessing TV's value, Mr. Tren
ner believes that the medium
s a “perfect example of just plain
selling. I don’t know,” he said,
“what vou can’t dooover a TV screen
that vou van do over a connter-
excopl wrnp it up”

ec 2 ICY MEETING CREATIVE COMMERCIAL 5 FINISHED COPY B PRODUCTION
-‘sue?lﬁl:‘l‘:mi:coigr :?:of:i group MEET',NG_ MEETING and storyboard to Producer-directs:
tquest Copy writer Copy writer to prepare rough Account group Visualizer
Yisualizer Visualizer copy & for client OK. Copy writer
Producer-director Producer-director storyboards:
Account group
Copy writer
Visualizer
Producer-director
S48
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New York Boston Chicago

Detroit San Francisco

Atlanta Hollywood

rmd Television Station Representatives

CITY BY CITY RECEIVER CIRCULATION

STATIONS' NETWORK AFFILIATIONS = DEPTH OF PENETRATION

AS OF JULY 1st

ALBUQUERQUE—24.7 9.000
KOB-TV (A, C, D, N}

AMES—30.7 59,982
WOITV (A, C, D. N)

ATLANTA—38.1 118,800
WAGA.TV (C. D); WSB-TV {A, N, P)

BALTIMORE—é65.9 304,418
WAAM (A, D); WBAL-TV (N, P);
WMAR.TV (C]

BINGHAMTON—48.3 40,695
WNBF-TV (A, C. D, N}

BIRMINGHAM—21.7 54,900
WAFM-TY A, C, P); WBRC.TV (D, N)

BLOOMINGTON—34.2 16,900
WTTV (A, C, D, N)

BOSTON—69.0 747,965
WBZ-TV (N]; WNAC-TY (A, C, D, P
BUFFALO—67.0 207,322
WBEN-TY (A, C. D, N}
CHARLOTTE—24.9 82,559
WBTV (A, C, D, N)

CHICAGO—56.2 237,965
WBKEB (C, P); WENR-TV (A);
WGN-TV (D); WNBO [N)

CINCINNATI—64.2 278,000
WCPO-TV (A, D, P} WKRC-TV [C);
WLW.T (N)
CLEVELAND-AKRON

—5%.8 482,041
WEWS (A, C); WNBK (N);
WXEL (A, D, P)

COLUMBUS—53.9 176,541
WBNS-TV {C, P); WLW-C (N);
WTVN (A, D)
DALLAS-FT. WORTH

—33.5 124,148
KRLD-TV {C); WBAP.TV (A, NJ;
WFAA.-TV (A, D, N, P)
DAVENPORT-ROCK IS.

—28.5 58,600
WHBF-TV (A, T, D); WOC-TV (N, P}

DAYTON—51.0 187,000
WHIO.TV (A, C, D, P); WLW-D (N)

DETROIT—55.2 501,074
WIBK-TY (C, D); WWI-TV (N);
WXYZ-TV [A, P)

ERIE—59.5 50,490
WICU (A, C, D, N)
FT. WORTH-DALLAS

—33.5 124,148
KRLD-TV (C); WBAP-TV (A, NJ;
WFAA.TV (A, D. N, P)

GRAND RAPIDS* 120,000
WLAV-TV (A, C, D, N
GREENSBORO-—43.6 70,808
WEMY-TV (A, C, D, N)
HOUSTON—26.8 82,600
KPRC.TV (A, C, D. N, P)
HUNTINGTON—25.0 47,000
WSAZ-TY (A, C. D, N
INDIANAPOLIS—35.5 139.117
WFBM-TV (A, C, D, N)
JACKSONYILLE—28.9 33,000
WMBR-TV (A, C, D, N}
JOHNSTOWN—32.5 100,800
WIAC.TV {A, C, D, N}

KALAMAZOO* 140,133
WKZO-TV (A, C, D. N}

KANSAS CITY—26.4 125,047
WDAF-TV (A, C, D, N)
LANCASTER—A47.9 104,131
WGAL-TY (A, C, D, N, P}

LANSING* 55,000
WIIM-TY (A, C, D, N)

LOS ANGELES—é65.1 1,001,874
KECA-TV [A); KFI-TV; KLAC-TV;

KNBH [(N}; KTLA {P);

KTSL (C]; KTTV (D)

Network Affiliations in Parentheses. Percenta

LOUISYILLE—35.8 91,987
WAVE-TV {A, D, N, P); WHAS.TV (Q)

MEMPHIS—32.5 87.87
WMCT (A, C, D, N)

MIAMI—A48.5 75,000
WIVI (A, C, D, N)

MILWAUKEE—66.2 247,368
WIMI-TV (A, €, D, NJ
MINNEAPOLIS-ST. PAUL

—59.4 269,100
KSTR-TV [N); WTCN-TV {A. C, D, P}

NASHYILLE—14.1 33,304

WOM-TV [N}

NEW HAVEN—31.6 163,200
WNHC-TV (A, C, D, N, P}

NEW ORLEANS5—22.7 58,565
WDSU-TV (4, C. D, N)

NEW YORK—66.5 2,588,521
WABD (D); WATV, WCBS-TV {C);

WIZ-TV [A); WNBT (N}

WOR-TV [P}, WPIX (P}

NORFOLK—35.0 71,600
WTAR-TY [A, C. D, N)

OKLAHOMA CITY-—38.4 91,900
WKY-TV (A, C. D, NI

OMAHA—36.9 80,500
KMTV (A, C, D): WOW-TV [N, P}

PHILADELPHIA—64.2 863,348
WCAU-TV (C); WFIL-TV {A, D, P);
WPTZ (N)

PHOENIX—42.8 38,400
KPHO-TV (A, €, D, N}

PITTSBURGH—A41.1 300.000
wWDTV (4, C, D, NJ

PROYIDENCE—38.4 156,000
WJAR-TVY [C. N, P

RICHMOND—62.6 83,721
WIVR (C, D. N, P)

ROCHESTER—39.0 84,580
WHAM-TY (A, C, D, Nj

ST. LOUIS—52.3 297,000
KSD-TV (4, C, D, N, P]

SALT LAKE CITY—57.4 48,120
KDYL-TV [N, PJ; KS\-TV (A, C, D)

SAN ANTONIO—30.4 47,749
KEYL-TV (A, D. P); WOALTV [C, N]

SAN DIEGO—b56.0 102,000

KEMB-TV (A, C, N, P}

SAN FRANCISCO-—20.8 203,529

KGO-TV (A); KPIX {C. D, Pj;

KRON-TV (N)

SCHENECTADY-ALBANY-
TROY—49.3 159.200

WRGB (C, D, N

SEATTLE—20.5 87,500

KING-TV (A, C, D. N, P)

SYRACUSE—60.6 124,458

WHEN (A, C, D): WSYR-TV (N, P)

TOLEDO—31.6 95,000
WSPD-TV (A, C, D. N, P)

TULSA—44.7 77.200
KOT¥ {A, C, D, N, P}

UTICA-ROME—36.4 45,200
WKTV (A, C. D)

WASHINGTON—60.0 270,450
WMAL-TV (A); WNBW (N);
WTOP-TV (C, P}, WTTG (D]

WILMINGTON—é3.7 72,430
WDEL-TV (D, N)

*Duplicoted circulation: A pari af the circu:
lation claimed far this city folls within tha
signal areo of onother stalion. Na acceplabln
methad ta delermine rha extent of dupli
tion in these cities hos been odvanced by
stotions concerned. Cansequently, i is i
possible ta report wnduplicoted circulatin
estimoles or depth of penetration for theie
areos.

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

ges Indicate Depth of Penetration of Area.
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.Typical of Lazarus' commercials is this club-house setting for MacGregor casuals

ATHER than building its show

around the garden-variety
premise of “. .. how much coopera-
tive money can I get from manu-
facturers who’d tie-in with our
show . . .”, the F&R Lazarus de-
partment store has developed its
own successful format — distin-
guishing its show from the dozens
of other mediocre shopping pro-
grams currently aired.

Not dependent on co-op funds
from suppliers, the store has been
able to maintain an independent and
tight control over the show. Look to
Lazarus’ success is largely attrib-
utable to a willingness to take pains
in the technique of the commercials’
presentation.

Finding the proverbial acres of
diamonds in its own backyard, this
Columbus, 0., emporium has seen
its 30 minute, across-the-board pro-
gram rise into the charmed circle
of ratings leaders.

First telecast in September, 1950,
Loolk to Luazarus pulled down a 6.2
Pulse in April of this year, com-
paring with network originations
such us Betty Crocker, 3.8; Bride
& Groom, 4.3, Cover Givl, 5.5, Fash-
toiw Magic, 4.8; Gurry Moore, 9.3,

Such  success  certainly  bears
closer analysis, and a look into the
show discloses that it is based on
the premise that merchandise is

i=elf interesting to women, It fol-
fows then, thatl, it you show a
woman kitchen gimmicks, fashion
trends, ov the Latest in housewear,
you'll stimalate her interest: no
necd Tor ovchestra music, vocals or
variety acts.

For Lazarus, o key store in the
Federaled  chain,  this  premise
proved vidid s mute evidence of this

et iy the show’s consistently high

18

ratings in competition with variety,
give-away and other entertainment
shows.

Cast of Five Used Daily

Monday through Friday a cast
of 5 is woven into a varying format
consisting of modeling the latest
fashions, demonstrating housewear
and appliance items, showing beau-
ty trends and hints, book reviews,
and informing the “vidience” about
the department store's many ser-
vices and special events. The central
figure in the program is Pat Bar-
rett, who plays hostess and weaves
the pattern of each day’s motif.
Each program usually has a central
theme into which all the merchan-
dise falls. The group goes on pic-
nics, trips to Paris, journeys to
beach resorts, and flashbacks in
history; comparing merchandise of
another decade with the trends of
today.

During one of Lazarus’ centennial
sales, the TV program was trans-
formed for a 2 week period into a
three ring cireus. Banners and mid-
way-like scenery decorated the 6
different sets which were used.
Sound effects of the steam calicpe
and merry-go-round played-under
while the commerecials were deliv-
ered. Barkers attracted the audience
to 2uch midway merchandise as “the
two headed mop,” “the steam cham-
ber” (a pressure cooker), and, for
ready-to-wear, you were taken to
various ‘“‘size shows”.

In February of this year, the pro-
gram was telecast divectly from the
department store for 5 days. The
remote brovght thousands into Laz-
arus to witness the show which in-
augurated the store’s 100 years of
service to central Ohio. Fashions of

www americanradiohistorv com

DRAMATI

1851 were shown: historical high-
lights were noted.

Production on the show is high
key. On an average, 6 to 7 sets are
used each day. The motto is “put
the merchandise in use.” Stock gets
include a kitchen area, exterior
street, interior bedroom and bath-
room, living room, exterior back-
vard, and interior play room.

Smaller sets or vignettes handle
nursery items, cosmetics, notions,
and stationery items. Scenery and
properties are constructed by the
WBNR-TV Art Department. Laza-
rus’ display department is also used
for large props and seasonal display
pieces.

Unique Merchandise Settings

Glamour is added to every piece
of merchandise.

Fashion wear has been seen step-
ping out of blow-up covers of Vogue,
Glamour, and Life. All ready-to-
wear is modeled by professionals.
The sets change as the season and
the approach differs.

Women's shoes are viewed as
seen from a basement window,
through the eyes of a worker who
emerges from a manhole in the
street, or as a shoe repair man
would see them.

Children’s items are used and
modeled by children. Several times
an entire children’s playground was
erected in the studio and the young-
sters were swinging, making mud-
pies, and playing games with no vi-
sible concern about being televised.

The entire program has warmth
—warmth that the housewife un-
derstands and has experienced her-
self. Homey scenes are illustrated
as the merchandise is being shown,
and this dramatic technique has
shown good results in sales,

Actually, many new technigues
have been used in presenting mer-
chandise: recorded thoughts of a
wife lead to an explanation of the
value of certain items: husband and
wife scenes at home; use of a fist
puppet in delivering the commercial
message; the 2 men on the show
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RESENTATIONS SELL FOR LAZARUS

ADVERTISERS AND AGENCIES WOULD DO WELL TO STUDY THIS

DEPARTMENT STORE'S THINKING ON PRESENTING MERCHANDISE

have portrayed display manneguins
and given their views on why they
like certain clothes because more
people stop by their window and
look at them. Variety in presenting
merchandise makes the show inter-
esting and adds to the pace,

On an average of 3 times a week,
important guests appear on Look
to Lazarus. Now you would ex-
pect a deviation from the commer-
cial vein when visitors are inserted
in the program. But in reality, they
all tie in with the program. They
all have something to sell, whether
it’s an idea or a product. Recent
guests have included shoe designer
David Evins, suit and coat de-
signer Mel Davidow, Gayelord Hau-
ser, Dale Carnegie, and Ed Sullivan.

Ed Sullivan’s most recent appear-
ance was tied in with a large pro-
motion on men’s convertible casuals
—convertibles, get it?

No Cue-boards, No Scripts

In the early stages of the pro-
gram’s development scripting and
formating proved guite a problem.
It was felt that every word had to
be written and delivered verbatim.
The talent on the show had two
choices: 1) to memorize the copy
2) to write it out on cue boards and
read it. Cue boards were favored.
The early programs consisted of a
customer-clerk dialogue in which a
question and answer style brought
forth the points of the merchandise.
This meant 2 to 4 cue boards for
each “pitch.” With an average of
8 to 10 pitches per show, the studio
had so many cue boavds it resembled
a cemetery at show time.

As the talent became more experi-
enced, the cue boards disappeaved.
After several months, a detailed
format served as the only guide.
Facts about the merchandise were
merely listed and the talent deliv-
ered the commercial from these
facts. It was found that without cue
boards, the talent worked more
freely and with much more sincer-
ity.

The customer-clerk type of pre-
sentation lasted only a month. “It
proved unnecessary,” said Jerome
Reeves, the program director of

WBNS-TV, who adds, “We found
that it made the home audience a
‘third person’ and that cuts down
on sales impact! Our customers are
the people at home watching—Ilet’s
talk to them.” And it worked.

Best Sellers

As the show progressed, sales re-
sults became more evident. Here
are a few best sellers (most of these
were regular price—not specially
priced items):

Children’s wading pool, 28 in 2
days.

Fiberglass Casting rod, 175 In
2 days.

Men’'s golfer jackets, 80 in 2 days.

Men’s plastic raincoat, 173 in 2
days.

Shredder-slicer, 407 in 1 day.

Comedy on Look to Lazaius 1s
low key and usually serves as a
lead-in for the commercials: how-
ever, it more often than not creeps
in when least expected. Children
are masters of the unexpected and
they usually deliver. A young model,
age 2, was an assistant in demon-
strating a new type crib. The wo-
men presenting the commercial in-
dicated that the childven will love
this crib and suggested the tyke
curl up and sleep. This went over
like a alum-coated pacifier. Screams
and vells were followed by violent

stomping and tears. It seemed only
her real mommie had this privilege.
When the grown-ups err, the humor
comes under the classification of
tragic. Betty Emig, one of the pitch
girls, had assempled a blender. She
poutred in the necessary ingredients
and stated: “Now all vou have to do
is flip this switch and presto! and it
will be over in no time.” And it was
“over” in no time. Over her dress,
over the set, over the floor. It seems
she had failed to fasten the top of
the blender securely.

These faux-pas are milestones in
progress for the cast on Look to
Lazarus, and a portion of the last
show in June this vear was allotted
to a nostalgic review of the better
“boo-boos” of the season.

Operating Procedure

But errors are a rarity. All con-
cerned take the show very seriously.
The operating procedure runs some-
thing like this: the director-pro-
ducer, John Haldi, confers with
Lazarus executives on the merchan-
dise for a week’s programming;
from this conference he receives
general facts about the merchandise
and a temporary format is sketched,
pick-up and delivery of merchan-
dize arranged, models and guests
are listed for contact, and central
themes for each program ave dis-

[continued on page 30}

Merchandise details get geing-over by: announcer Bill Pepper; mdse-coordin?for
Jane Fitting: hostess Pat Barrett; "pitch girl” Betzie Zahn, and announcer Carl Sell.



www.americanradiohistory.com

Look to MOHL

for greater line stability

It has always been DuMont’s policy to build only the finest

in television receivers. Earliest models are still giving good service.
And though many new developments have gradually been
incorporated into the line, no radical changes
have been needed to support the story

of DuMont quality. No “fad” models are
ever mtroduced to become outdated

before they can be sold. The TV

retailer who features the DuMont line
knows he is offering a product that will

not deteriorate in value or reputation.

He knows that his investment

in current mnveutory 1s sound.

The Mt VErRvo~ BY DU MonT,
with 19-inch Life-size tube.

Point up these Du Mont sales advantages

True Focus Pictures. The focus of a television picture depends upon the
spot size of the electron heam which scans the face of the picture tube.
If this spot is toa large or poorly focused a blurred or diffused picture is
produced. Through better voltage control, extra tubes, more complete
circuitry, and the use of more expensive components. the spot that “paints”
the Du Mont picture is kept small and sharply focused. Picture details register
accurately. do not overlay each other. When properly explained to cus-
temers, this and many aother features make the Du Mont line easier to sell.

TELEVISIONS MOST COVETED FRANCHISE “u M“NT

-Jmﬁwz% 2 &Mz@/{/ elhtisersg s

Copyright, 1951, Allen B. Dy Mon( Loborataries, Iac. * Television Receiver Division, Eost Paterson, N, J. and the Du Mont Television Network * 515 Madison Ave., N. Y, 22, N.Y,

www americanradiohistorv com
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»400,000 A WEEK FOR THE CHILDREN'S MARKET

N A network basis alone, over

$400,000 per week was being
spent on children’s shows last May,
before changes for summer pro-
gramming. This doesn’t take into
consideration the literally hundreds
of local advertisers sponsoring chil-
dren’s programs in their respective
cities.

Some of the shows will not be
back on the air this fall. Others
have changed their format. A few
advertisers were priced out of TV

but, by and large, 909% will be back
this fall with even more ambitious
plans.

Pavticularly interesting are the
audience composition figures which
show that almost all of the chil-
dren’s programs come up with a
respectable adult audience.

The one weak spot in this type
programming is the “teen” audi-
ence.

Largest spender is Quaker Oats
with a total budget running around

$44,217, for three different pro-
grams. (Close behind is National
Dairy with a $30,000 a week tab for
the Big Top. The most highly spon-
sored program is Howdy Doody
with six advertisers spending a total
of $74,280 each week.

Omitted from these charts is the
famed Kukla, Fran and Ollie, which
has progressed from a basic chil-
dren’s appeal to a family show,
where the audience composition is
1.7, adult, and 0.9, under eighteen,

RATINGS
Videodex
M~y

SPONSOR. PROGRAM & TOTAL
WEEKLY EXPENDITURE

MERICAN BAKERIES COMPANY
Total Expenditure: $5.816
Lone Ranger—"2 hr. Th.

DNA-FIDE MILLS, INC.

1BONNY MAID FLOOR COVERINGS
Total Expenditure: $12,013
Bonny Maid Versatile Yarieties
—'/2 hr. Sun.

VISTOL-MYERS COMPANY
iPANA
Total Expenditure: $3,623
Lucky Pup—VY4 hr. Thurs.

IINADA DRY GINGER ALE, INC.

CANADA DRY BEVERAGES
Total Expenditure: $13,997
Super Circus—V2 hr. Sun.

23.1

5.5

4.3

12.4

STATIONS™
PIB—May

7 (ABC)

42 (CBS)

13 (CBS)

37 (ABC)

MWGATE-PALMOLIVE-PEET CO.
SOLGATE DENTAL CREAM,
PALMOLIVE & HALO
Total Expenditure: $22,629
Howdy Doody—'/a hr.
Monday
Tuesday
Thursday

t:NERAL FOODS CORP.
*0ST'S CEREALS
Total Expenditure: $53,680
Captain Yideo—'"2 hr. M-F.

NERAL MILLS, INC.
‘2EREALS
Total Expenditure: $15,903
Lone Ranger—Vz hr. Thurs.

YNERAL SHOE CORPORATION
Total Expenditure: $7,657
ACROBAT SHOE
Acrobat Ranch—"s hr. Sat.
FRIENDLY TEEN SHOES
Going Places With Betty Betz
—VYa hr, Tues.

12.7
13.2
12.7

8.«

3.7

1.5

DLLYWOOD BRANDS, INC.
HOLLYWOOD CANDY BARS
Total Expenditure: $23,855
Hollywood Junior Circus
—"z hr. Sun. (alternate weeks)

3.8

ITERNATIONAL SHOE COMPANY

Total Expenditure: $27,399
'OLL PARROT

Howdy Doody—'"4 hr. Wed.
iUNDIAL SHOES

Lucky Pup—'"a hr. Fri.
WEATHER-BIRD SHOES

Super Circus—"2 hr. Sun.

(alternate wecks)

12.8

4.4

Television Magazine « August 1951

47 (NBC)

23 (DuM)

36 (ABC)

24 (ABC)

8 (ABC)

42 (NBC}

54 (NBC)

11 (CBS)

35 (ABC)

www americanradiohistarv com

COSTS**

PRODUCTION

per broadeast PIB (per bdest)

4,250

700

3,500

1,400

2,000

TIME

$816

7.763

2,923

10,497

6,143

Videodex—D>lay

2,363,000 (45) .7 .8 3

310,000

1.342,000

1,323,000
1,414,000
1,372,000

AUDIENCE COMPOSITION
HOMES

REACHED* Children

Videodex — Second Quarter — 1951

Men Women

13-18 12 under

1.2

498,000

as)y .5 .3 1.5

(49) 1.1 1.2 .3 1.2

(47) 1 .4 .2
(45) " " N
{a6) -

8,736

10,000

2,000

1.200

6,500

1,400
700

3,500

5,903

2,260

2197

17,355

6,567
2,520

12,712

{Continued on next page!

2,363,000

1,423,000

1,342,000

692,000 (24) .5 .5 .2

(451 .7 .8 3

252,000 (23} Data Unavailable

70,000 (8} Data Unavailable

207,000 (16} .7 9 .3

(51 .1 -4 .2

323,000 (16} .1 .5 3

49y 1. 1.2 .3

Total

3.0

3.1

2.5

3.8

2.6

3.0

2.0
25

3.8
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RATINGS
Videodex

SPONSOR, PROGRAM & TOTAL
WEEKLY EXPENDITURE

WALTER H. JOHNSON CANDY CO.
POWERHOUSE CANDY BARS
Total Expenditure: $10,110
Flying Tigers—'/2 hr. Sat.

KELLOGG COMPANY
Total Expenditure: $34,547
KELLOGG CEREALS,
RICE KRISPIES
Howdy Doody—"Y: hr,
Tuesday 1
Thursday 12.7
CORN FLAKES, PEP & OTHER
PRODUCTS
Tom Corbett—Space Cadet
—Va br. M., W_, F.

M & M LTD.
M & M CANDY
Total Expenditure $15,125
Super Circus—"2 hr. Sun.
{alternate weeks)
MARS, INC,
MARS CANDY BAR
Total Expenditure: $14,948
Howdy Doody—"s hr.
Monday
Wednesday 12.8

MASON, AU & MAGENHEIMER
MASON CANDIES
Total Expenditure: $3,630
Chester, the Pup—'/a hr. Sun.

NATIONAL DAIRY PRODUCTS CORP.
ALL PRODUCTS
Total Expenditure: $29,325
Big Top—1 hr. Sun.

NESTLE'S CHOCOLATE COMPANY
CHOCOLATE PRODUCTS
Total Expenditure: $14,370
Mr. I. Magination—'/2 hr. Sun.

QUAKER OATS COMPANY

Total Expenditure: $44,217

QUAKER & MOTHERS OATS &

AUNT JEMIMA PRODUCTS
Gabby Hayes Show—VYa hr.
M. W. & F
Gabby Hayes Show—'2 hr.
Sunday

KEN-L RATION DOG FOOD
Zoo Parade—VY2 hr. Sun.

RANGER JOE, INC,
RANGER JOE CEREAL
Total Expenditure: $3,340
Ranger Joe—Ys hr. Sun.

SAM SMITH SHOE COMPANY
Tota! Expenditure: $10,030
Half-Pint Party—"s hr. W. & F.

SWIFT & COMPANY
PETER PAN PRODUCTS
Total Expenditure: $17,030
The Magic Slate—'/2 hr. Sun.
{alternate weeks)

WANDER COMPANY
OVALTINE
Total Expenditure: $6,895
Howdy Doody—'/a hr, Fri.

May

3.6

6.2

12.4

2.6

13.9

5.3

4.0

8.3

3.1

WELCH GRAPE JUICE COMPANY
WELCH GRAPE JUICE
Total Expenditure: $7.835
Howdy Doody—'"a hr. Fri.

WILLIAM WRIGLEY JR. COMPANY
WRIGLEY CHEWING GUM
Total Expenditure: $11,340
Gene Autry—"2 hr. Sun.

11.8

16.0

*Discrepancy belween number of stations roported in "'Stations’' and *‘Homes Reoched '

9.2iii

AUDIENCE COMPOSITION —
Videodex — Second Quarter — 1951
Childr
13-18 12 under

COSTS**
PRODUCTION TIME
per broadcast PIB (per bdest)

HOMES
REACHED*
Videodex—May

STATIONS*

PIB—May Men Women Tolal

21 (DuM) 1,500 234,000 (21) Data Unavailable

8,610

42 (NBC) 1,400 5.603  1.414,000 (45] .1 4 2 2.0
. " " 1,372,000 (46) g - - 2

22 (ABC) 1,667 5,180 584,000 (27) .3 .5 4 25]8

31 (ABC) 3,500 11,625 1,342,000 (49) 1. 1.2 .3 1.2

50 (NBC) 1,400 6,074 1,323.000 (47) A 2 1.4 2.08
. " g 1,423,000 (51) " " s o

17 (ABC) 1.000 2,630 200,000 (18) .3 .5 4

45 (CBS) 15,000 14,325 1,367,000 (44) 6 1.5

3.2¢

20 (CBS)

6,000 8,370 424,000 (20} 5 7 .2

3.2&

30 (NBC) 1.100 4,432 336,000 (371) 0 4 1 1.4

44 (NBC) 8,000 12,705 826,000 (39) .8 R .3 1.1 3.0

42 (NBC) 5,500 12,480 1,016,000 {(40) 1.0 1.1 .2 7 29

11 (ABC) 1.400 1.940 201,000 (18) Data Unavailable

& (ABC) 2,300 2,715 82,000 (6} Data Unavailable

23 (NBC) 6,500 10,530 485,000 (23) Data Unavailable ¢

41 (NBC} 5.495

1,400 1,326,000 (50) . 4 .2

50

(NBC} 1,400 6,435 1,326,000 (50) " - - -3

6,000 1.5

9 (CBS) 5.340 1,191,000 (14) 9 .9 .3

columns exists becowse the number of markets loking a specific progroam voried

from week to wesk. Homes reoched figures ore bosed on VYidodex' city-by-city reports for the number of slations progrom wos telecost on during week of their research.

**Time costs ore bosed on the number of stotions in the stotion column.

***April rofing.

www americanradiohistorv com ‘
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TELEVISION'S EXCITING NEW HOME PARTICIFATION PROGRAM,
DESIGNED FOR CONSTRUCTIVE, ACTIVE ENJOYMENT BY THE EN-
TIRE FAMILY. IT'S FUN TO KNOW DELIGHTS THE PARENT AS
WELL AS THE CHILD BY STIMULATING THE CHILD'S INTEREST IN
THE WORLD IN WHICH HE LIVES AND ENCOURAGING HIS CREATIVE;
ABILITIES BY DOING THINGS TOGETHER. !

1
!
!
|
§
I
|
I
]
!

k.

, STAR OF ""MR. I. MAGINATION"
]

THE WORLD AND YOU — Paul Tripp visu-
alizes with the aid of models, films and guests
—the world in which we live. Added fun.
A Quiz and Fun Table.

HOW TO DRAW — Everyone can draw —
If Paul Tripp shows you how, it's fun to make
a circle become a rabbit and make paintings

to pin on your wall.

HOW TO DO IT —From cardboard and
paste, paperclips and pipe cleaners — Paul
Tripp shows his friends a world of things that

are fun to make and use.

HOW TO SING, DANCE AND ACT —
Dancing Master Tripp knows his way about
a square dance and a reel — he knows songs

to sing and stories to act out.

WHY — Our answer man Paul Tripp shows

the answers to the eternal questions of the
young — how does an airplane stay up — why

it thunders and rains.

IT'S FUN TO KNOW has recently completed
a shake-down cruise of forty-five programs
on the CBS television network. NMow starring
Paul Tripp, IT'S FUN TO KNOW shows that
it is fun o know. Available for fall sponsor-
ship either across the board or as a once-a-

For full

week program. information write

1T FUN 70O RBNOYY
600 MADISON AVENUE
NEW YORK CITY 22 PLAZA 3-3671

www americanradiohistorvcom
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EFFECTIVE
LOW - COST
COMMERCIALS

MPORTANT to local, as well as
national, advertisers are meth-

ods of producing effective low cost
commercials. Many stations, aware
of the pitfalls of locally produced
commercials, approach this problem
with a good deal of ingenuity.
Shown here are some of KTTV’s
successful ideas.

Seen at the left is a portable 8 x 8
corner room, designed to resemble
any room in any home, Shelves are
arranged on one wall fo resemble
open kitchen shelves for canned
goods, or a living room or den book
case. One wall is blank, to be used
as background for commercial props
such as stoves, refrigerators, furni-
ture, etc.

By simply changing the set dress-
ing, it can be made to approximate
any type room and gives genuine
home background for the sponsor’s
product. The set is on wheels, to al-
low for its easy storage and mov-
ability around the sound stages.
This serviceable set was built and
papered for only $100.

Commercials don’t have to be
dull . . . in fact they can be fun.
Four times a week the S & W Fine
Foods Co. purchased a five minute
soundies show, four minutes of mu-
sical selections on film and a minute
of commercial. It was the latter
which won such great popularity
with KTTV viewers.

Sithouettes, At $15 a Show

Silhouettes were employed in an
interesting manner to convey the
sponsor’s message. Each evening,
an average American was portrayed
in an average occupation or shown
enjoying his leisure hours. The sta-
tion’s art and properties depart-
ments transformed simple pieces of
cardboard into fascinating illusions.

One day a week all active person-
nel—director, emcee, art and props
—met to plan the coming week’s
situations. At the conclusion of this
meeting the wheels began turning
for interesting commercials.

The ecommercials provided the
crews with as much enjoyment as
any show, and needless to say, an-
other sponsor was pleased with the
results.

Costs averaged $15.00 per show.

Television Magazine * August 1951
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ALEXANDER FiLM CO

P

o 3 R Ihe. o NATIONAL SCREEN SERVICE
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twenty-1econd spafs show. through live act
and ateresting oplicals Mow Fhe porfodis
Lus Minute Minder guards +o/ugbie time n P

any room in fthe house Creofed for the Lur

Clock Mtg. Campany of Waterbury Connec
ticut through Edward Grocemon & Associofes.

SARRA, INC
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currentd Film commorecials

AN ADVERTISING
DIRECTORY OF PRODUCERS
AND THEIR WORK

£ DVERTISER
David E. Kennedy, Inc
AGENCY
Ruthrauff & Ryan, Ine
PRODUCED BY
SARRA, INC.

MNEW YORE 200 FAST San

CHIC A

It's the finest floar you've ever seen’ ends
Kenfile's colchy rhymed copy. Sfop motion
far product identification. animotion for sell
and five action for o how-tfa-do demanstration
ore integral porfs of the cne-minute and

fwentyaecand cormearcials produecd from o
t‘oryboard by Ruthrouff & Ryan, Inc.

T8 EAST CmTARID

P ‘ ADVERTISER
A dash of imoginotion coplures viewer i | .
aftention for curtent serics of low budgel Moser: lamty Assagiotos
spols produced by TV Ads, {nc. Man in bill-
boord "comes to life ond delivers canving-
ing soles pifch far Modern Reolty Associates.
Molie shot techniques. as here employed by
TV Ads' personnel, offer unlimited possibili-

AGENCY
Ted H. Factor Agency

PRODUCED BY
TV ADS, INC.

152% WILSHIRE BOULEVARD, LOS AMGELES CALIF
OUnkirk #.1323

ties for injecting the surprise element into
‘he video imaoge.

BACKGROUNDS UNLIMITED

We are showing agency TV people why cost considerations
no longer impose creative restrictions on the number and

scope of "sets” written into our film commercials.

The Pathescope-built artwork background projector allows new
creative freedom and actually cuts costs in a series of six or

more commercials. lf{“'
d

ot recent commercials?

PATHESCOPE TV PRODUCTIONS
586 FIFTH AVEMUE, NEW YORK 19, N. Y.
PLAZA 7-5200

wasny amoricanradiohi m
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LEADING SPOT AND NETWORK
TELEVISION ADVERTISERS
VOTE TELEVISION MAGAZINE

NO. 1 FOR TV INFORMATION.

TELEVISION MAGAZINE received more
. What trade publications do you depend on most for

votes than any other publication in an- . S
news in the television field?

swer to the 3 questions on this chart.*
. What trade publications do you depend on most for

the more comprehensive .and basic type of information
in the television field?

. Over the long haul which of these publications you
have mentioned do you find most helpful in your
television work? "

TELEVISION

A‘dverﬁsimj Age

Variety

*According to a survey worked out in consul- Broadcqsfing

sation with Blair-TV¥, Inc.; CBS Radio Sales: e

Free & Peters, Inc.; Harrington, Righter &
| Parsons; NBC Spot Sales; Edward Petry &

Company; Weed & Company. The survey was
] handled in its entirety by the James M, Vicary

J research organization; available on request.

Sponsor

To reach leading advertisers and agencies, use the publication they depend on for television information.
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DAYTIME NETWORK SCHEDULE

10:00-11:00
JUNIOR CRCUS, Hollywood Candy, ABC, 10:30-11:00
DENNIS JAMES SHOW, ABC, M-F, 10:30.11:00

11:00-12:00

FOODINI, Sundia! Shoe, ABC, Sat,, 11:00-11:30

DATE WITH JUDY, McKesson & Robbins, ABC, Sal.,
11:30-12:00

STRIKE IT RICH, Colgote-Palmolive-Peet, CBS, M, W,
F, 11:30.12.00

FASHION MAGIC, tnternationol Lalex, CBS, Sai.,
11:00-12:00

SMILIN' ED McCONNELL, Brown Shoe, CBS, 11:30-

12:00
RUDY VALLEE, NBC, M.F, 11:00-12:00
12:00-1:00
RANGER JOE, Ranger Joe, inc., ABC, Sun., 12:00.
12:15

CHESTER THE PUP, Moson, Au & Mogenheimer, ABC,
Sun., 12:15-12:30

FAITH FOR TODAY, Voice of Prophecy, ABC, Sun.,
12:30-1:00

LANGFORD & AMECHE SHOW, ABC, M-F, 12:00.1:00

TWO GIRLS NAMED SMITH, B. T. Babbin, ABC,
Sot., 12:00-12:30

FAITH BALDWIN THEATER, Maiden Form, ABC, Sat.,
12:30-1:00*

| COVER TIMES SQUARE, Seeman Bros., ABC, Saf.,
12:30-1:00*

TBA, Americon Home Praducts, CBS, M-F, 12:15-
12:30

TBA, Procter & Gamble, CBS, M-F, 12:30-12:45

BIG TOP, Nationol Doiry, CBS, Sat., 12:00-1:00

HEADLINES, DuM, M-F, 12:00.12:.15

FOR YOUR INFORMATION, DuM, M-F, 12:15.12.30

RUMPUS ROOM, Premier Foods, DuM, M-F, 12:30-
1:00

RUTH LYONS 50 CLUB, NBC, M.F, 12:00-12:30
Penick & Ford, Th, 12:00.12:15
Campona, F, 12:15.12:30

1:00-2:00
STEVE ALLEN, Procter & Gomble, CBS, 1:15.1.30
GARY MOORE SHOW, CBS, M-F, 1.30-2:30

Best Foods, T, Th, 1:30-1:45

Standard Brands, M, W, F, 1:45.2.00

Junket, Th, 1:45.2:00

Procter & Gomble, M.F, 2.00-2:15

Covalier, M, W, F, 2:15.2.30

Quaker Oats, T, Th, 2:15-2:30

2:00-3:00
FIRST HUNDRED YEARS, Procter & Gamble, CBS,
M-F, 2:30-2:45

3:00-4:00

BRIDE AND GROOM, Lehn & Fink, CBS, T, 3:15-3:30,
Hudson Pulp & Paper, Th, 3:15-3:30

FASHION MAGIC, CBS, M-F, 3:30.4:00
Internationol Latex, T

MISS SUSAN, Colgate, NBC, 3:00-3:15

BERT PARKS SHOW, General Foods, NBC, M, W, F,
3:30-4:00

BILL GOODWIN SHOW, Generol Electric, NBC, T,
Th, 3:30-4:00

MRS. ROOSEVELT SPEAKS, NBC, Sun., 3:00-3:30

JUYENILE JURY, Minnesota Mining Co., NBC, Sun.,
3:30-4:00

4:00-5:00
YOUR PET PARADE, Rolston Purina, ABC, Sun,, 4:30-
:00
HOMEMAKERS EXCHANGE, part., CBS, M-F, 4.00-
4:30
Aluminum Coaking Utensils, M
Nationo! Pressure Coaker, T, Th
MEET THE PRESS, Revere Copper, NBC, Sun., 4:00-
4:30
ZO0 PARADE, Quoker Oals, NBC, Sun., 4:30-5:00
KATE SMITH, participating, NBC, Sun,, 4:30.5.00
KATE SMITH, participoting, NBC, M-F, 4.00-5.00

5:00-6:00
SUPER CIRCUS, ABC, Sun., 5:00-6:00

Conoda Dry, 5:00.5:30

Internalionol Shoe, 5:30-6:00%

M & M Candy, 5:30-6:007
SARAH CHURCHILL, Hollmork, CBS, Sun., 5:45-6:00
GABBY HAYES SHOW, Quoker Qats, NBC, Sun.,

5:00-5:30
MAG!C SLATE, Derby Foods, NBC, Sun., 5:30.6.00+*
HAWKINS FALLS, lever Bros., NBC, M-F, 5:00.5:15
GABBY HAYES, NBC. 5.15.5.30

Quoker Oats, M, F

Peter Paul, Th
HOWDY DOQDY, NBC, 5:30-6:00

Colgate, M, 5:30-5:45, T, 5:45.6.00, Th, 5:45-

6:00

Mors, M, 5:45.6:00, W, 5.30-5.45

Kellogy, T, 5:30.5:45, Th, 5,30.5:45

Wonder, W, 5.45.6:00

Welch, F, 5:30-5.45

Tniernotional Shoo, 5:45-6:00
BOB CQNSIDINE, Mutuo) of Omoho, NBC, 5:45-6:00

Gen. Mills®
Ted Mack
Fam. Haur

Eonson
Star of the
Family

Ames
This i
Busk

SUNDAY

Gen. Foods
Hapalong
Cossidy

Gen.
Yaur
Bol.i

Irof

Holly
Scﬂ

Ligg

MONDAY

M
Parr

"Nli
Publii)

:

Col
ot

TUESDAY

WEDNESDAY

Sters

THURSDAY

Anrhracite
n:t.—Bettar
Home Show

C

Ca

iGenal
Sty
S

KEY

- - ollernoting with edjecent pregram or sponsor

TBA — progrom lo be onnounced

Opon segment unsold

Co-op - individuolly sponsered by vorious locol od-.
veriivers

Port. mulliple sponsorship of some program

Burkhart
Shoe

L bogwman

Syl
B
(=

Mr. Wizard

Man
One
fa
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a’l At Precision today
1 we’re processing
il the finest

EDUCATIONAL FILMS

for nationwide
showings

For your 16 mm. educational
film requirements
use Precision...

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

e Tinc grain developing of all
negatives and prints.

e Scientific control in sound
track processing.

® 1009, optically printed tracks.
e Expert timing for exposure
correction in black & white or
color.

e Step printing for highest pic-
turce quality.

e Special production effects.
e Cxclusively designed Maurer
cquipment,

@ Pcrsonal service.

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

PRECISION

FILM LABQRATORIES, INC.
21 West 46th St.,
New York 19, N.Y.

JU 2-3970
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LAZARUS [continued from page 19)

cussed; in subsequent days the
Lazarus Radio-Television depart-
ment itemizes facts and background
on each item and sends them to
WBNS-TV where they are assem-
bled with a carefully timed format
into a script.

The completed scripts are distri-
buted the day before the program,
and the regulars on the show exam-
ine the merchandise which has been
sent to WBNS-TV. That night they
study the commercial and prepare
for the morning rehearsal. The
morning of the show consists of
an hour of “stop-and-go” rehears-
ing. Two hours before the show, a
complete run-through is made, cam-
era angles are checked, and sets are
okayed by the Production and En-
gineering Departments. After the
program, the televised merchandise
Is returned to the store. A talk-
planning session on tomorrow's
show is the last of the operating
procedure and the cycle begins
anew.

Personnel include 2 cameramen,
2 floor managers, a boom man, 5
actors and actresses, 2 to 4 models,
and a merchandise coordinator
working with the director-producer
and the cast. Six people in the con-
trol room put the show on the air,
Finally, there is a script coordina-
tor, 3 full time people in the Lazarus
store, the WBNS-TV Art Depart-
ment, and the Continuity and Film
Department at the Studio.

Beside the regulars on the show,
each week rotating personnel from
Lazarus appear to inform the view-
ers about the store’s many services.

What Sells

Lazarus statisticians recently
completed a report showing the
overall good classifications for TV
appeal. They are! sporting goods,
candy, children’s ready-to-wear,
men’s ready-to-wear, women’s ac-
cessories, furniture, china, notions,
men’s aceessgories, women's ready-
to-wear, and children’s toys.

Plans for the IFall cyele are sum-
marized by a Lazarus advertising
executive, who states: “Straight
merchandise entertainment! We've
found our viewers like it, and that
they really want to learn more about
merchandise -why it is good—to
see it i action. They want to know
how to fake it apart and how it
works., They've hungry  for good
aulhorvitative merchandise informa-
tion that's whal we aim Lo give
them.”

www americanradiohistorv com
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ENGINEERING DIRECTORY

GEORGE C. DAYVYIS

Consulting Radio Engineer
Munsey Bldg. Sterling 0111
WASHINGTON, D. C.

PAUL GODLEY €O.
Consulting Radio Engineers

Upper Montclair, N. J.

Labs: Great Notch, N. J.

Phones: Montelair 3-3000
Founded 1926

JOHN CREUTZ

Consuliing Radio Engineer

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

BERNARD ASSOCIATES

Consulting
Radio and Television Engineers

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

WELDON & CARR

Consulting Radie Engineers
WASHINGTON, D, C.
1605 CONNECTICUT AVE.

DALLAS, TEXAS SEATTLE, WASH.
4212 S. Buckner 4742 W. Ruffner

JANSKY & BATLEY

An Organization of
Qualified Radio Engineers
DEDICATED TO THE

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

E. C. PAGE
CONSULTING RADIO
ENGINEERS

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

CONTACT-BUSINESSMAN  form-
ing new commercinl film venture
seeks responsible  parlner experi-
enced in all phases of studio work
such ns directing, wurrating and
supervising complete comera and

film work. Write 1o box # TV 1.

TELEVISION Muagazine
600 Madison Ave., N.Y.C.

Television Magazine ¢ August 1951
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RTA-NBC research scientists
and engineers are blazing new paths

in the use of ultra-high frequencics —to
inccease the nation’s enjoyment of television.

Dridé st custom -buitt UHF station
—_ ,00/777‘5 #he way %0 more TV %r more /Deop/z

Although television now reaches 45
million people in more than 12 million
homes, thousands of communities are
still too far from existing stations to be
reached by any programs. Moreover,
under present conditions, many cities
with limited program service want, but
can’t have, additional TV stations.

In preparation for the establishment of
a country-wide television service, RCA has
pioneered for many years in ultra-high-
frequency (UHF) research.

Today —an experimental station built
by RCA at Bridgeport, Conn., is supply-
ing the practical experience and engineer-

ing facts needed to design the best UHF
equipment—including transmitters. receiv-
ers, and converters. NBC programs on the
air during the full broadcast day are used
by RCA—and other manufacturers, too—
for large-scale field tests.

From results of this pioneering, RCA engi-
neers have determined that practical UHF
equipment can be built to serve the public,
and that present RCA Victor television sets
can be readily adapted to give equally fine
performance on both UHF and VHF.

* * *
See the latest in rudio, television, and clec-
tronics at RCA Exhibition Hall, 36 \WW . {9th S¢.,
N.Y. Admission is free. Radio Corp. of Amer-
ica, RCA Building, Radio City, N.Y. 20, N. Y.

Built by RCA at Bridgeport, Conn. —first UHF

transmitter to operate on a regnlar schedule

RADIO CORPORATION of AMERICA

www americanradiohistorv com
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CUMMINGS

in

PETER

MORGAN COCHRAN LORRE -

| COVER THE WATERFRONT
HER ENLISTED MAN

LET “EM HAVE IT
TRANSATLANTIC MERRY-GO-ROUND
WOMAN IN THE DARK
MISTAKEN HEIRESS
FRANNIE & JOHNNIE

3: 'TOP WESTERNS
] aturing THE RANGE B
KERMIT MAYNARD . SMITHU;:EIT.:W

Write lor caralog ol features,
Heeteing, Sorale Cartgons

Fitm. and Jolevision, Ine.

723 Seventh Avenve, New York 19, N. Y.
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TV-AM
(continued from page 12]

{Procter & Gamble, Lever Bros,
Colgate-Palmolive-Peet, etc.), a
gradual curtailment of radio prop-

erties becomes evident, but one
spokesman for this group empha-
sizes that they're all “. | still very
much AM buyers . . .”

Answering a pointed question,

this trade figure adds that *. | .
when television can match radio's
low cost figures and beat out its
circulation, we’ll stop buying AM—
not until then.”

One of these major soapers has
successfully revamped three of its
top-rated AM presentations for TV
usage, while continuing two of them
on radio. Already in the works
among these firms is what is pre-
dicted to be . .. about an hour and
three quarters of daytime socap
operas for television, by early next
year . . .”

One generalization that is offered
is the delineation of . . . the two
radio markets we buy in TV areas:
first we buy AM because it reaches
the remaining non-TV homes in the
63 markets—second, we reach out
for the listeners just beyond the
reach of their city’s television sig-
nals. Thus, we find ourselves quite
logically scheduling both radio and
television within the various TV
markets.”

Berrus Pinpoints 2 Audiences
With 2 Media

Benrus Watch’s ad manager,
Harvey Bond, points up his firm’s
unchanged policy of purchasing (1)
“A” time spots and (2) early morn-
ing and early evening news strips
on radio, while adding his unquali-
fied support for supplementary AM
budgets in selected TV markets.

Analyzing his firm’s AM-TV tech-
nique, Mr. Bond sees “. . . the whole
family at home over breakfast every
morning—totally unaffected by tele-
vision, which is ‘just rolling out of
bed’ at that time—contentedly ab-
sorbed in the day’s news . . . and
our commercials,

“Then, in the early evening, when
the same family is very likely ab-
sorbed in the 6 to 7 p.m. newscasts,
we hit 'em again. And, finally, dur-
ing the later hours, our family
either tunes in their radio or TV
set: whichever they select, they’ll
be exposed to Benrus commercials—
two separate evening audiences and
two separate approaches to them.”

Rounding-out his discussion of
the watch company's strategy, Mr.
Bond reveals that TV gets a sub-

www americanradiohistorv com

stantially larger portion of the
broadcast budget than AM although
he notes that higher TV time cost
is one major factor here.

Canada Dry, while bankrolling
one of the dozen top-rated network
children’s shows, is also convinced
that the use of both AM and TV
in the same market makes good
sense.

Canada Dry Policy

“Just as we may have insertions
in both the newspaper and maga-
zine that you carry home in the
evening,” W. S. Brown, VP in
charge of advertising says, “Canada
Dry may be on the air via both radio
and TV at the same time within a
single market. Because we do not
feel that we are duplicating our
efforts by using both media,”” he
adds, underscoring the point, “our
time scheduling on radio is not par-
ticularly influenced by television
programming.”’

Approaching TV and AM with
the belief that the two are distinct-
ly different media, Canada Dry’s
use of either or both within a given
city is determined by the specific
marketing situation and problems
prevalent. This line of reasoning,
Mr. Brown continues, ‘“determines
our budgeting between the two
media.

“Thus, the ratio of our expendi-
tures between radio and television
may vary widely from one market
to another, since there is no arbi-
trary allocation of funds either na-
tionally or locally.”

Concluding Mr. Brown points out
that spot and local participation
usage has continued to be the AM
policy, at about the same rate as
pre-TV.

Vitality Needed for AM

Summarizing then, we find that
the supplementary AM budget, com-
bining TV’s impact with AM’s low-
cost saturation ability, is very much
the order of the day.

Basic problem for the future, tho,
is AM’s vitality: important for sat-
uration coverage and lowest cost-
per-thousand medium-—what will
happen to it when the TV giant is
full grown? Seemingly holding its
place better than the many circula-
tion-troubled national magazines,
radio is going to have to provide
more than mouthings to keep ahead
of other media.

Radio’s going to have to find its
place in the TV sun . .. it’'s going
to have to develop that new role for
the TV era that many have spoken
of but few have done anything
about.

Television Magazine * August 1951
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