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NBC op:e_'t_is_-a new era for local advertisers. ..

ractical price

No more must local and regional adver-
tisers settle for less than the very finest
TV drama to showcase their products.
For now NBC presents 39 half-hour film
programs that measure up to the best
ever offered by network television. Holly-
wood, or the Broadway stage.

“Douglas Fairbanks Presents” is filmed
on location in the great capitals of Amer-
ica and Europe. It stars the top talent of
two continents in a variety of original
and classic stories . . . it runs the gamut

(Your Brand Name) Theater”

of suspen=e. high cenedy and deep drama
.. and i1z host, director and occasional
star is Douglas Fairbanks. Jr.. himself.

“Douglas Fairhanks Presents” is a pro-
gram for local advertisers to use with
pride. and success—similar network TV
drama rates consistently in the 30’s and
40%s. Best of all. i's a fine dramatic
prograin at a practical price.

For further information on this new film
series, and other NBC Quality Films.

write. call. or wire:

i c-film progrcmsl

30 Rockefeller Plaxa, New York 20, N. Y. »

Offices in: New York, Chicago, Los Angeles

a service of America’s No. 1 Nelwork
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N
W Yopk,
HOLLYWOOD?

no-they’re watching MUSIC CITY, U.S.A. __

As the final answer to those who believe bigtime TV
programming to be possible only on million dollar budgets
from the nation’s glamour spots, we give you WSM-TV's
Music City, USA, written, produced, directed and televised
live down in Nashville, Tennessee.

Sponsored by Nashville’'s Happy Day laundry, tailored to
fit a local budget, Music City USA, now well into its second
year, is a weekly variety half hour of top network quality.
The names above are random samples of a Music City,
USA guest roster capable of making any network producer
turn green.

How does it happen? Well—big time programming has
been a traditional with WSM. And WSM-TV is simply
following in the parent station’s footsteps. Let
Irving Waugh or any Petry Man show you how this caliber
of local television programming can score for you in the
nation’s fastest growing television market.

Channel 4 W S M "TV

Nashville

wuww americanradiohistary com
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minimum six months
_rate protection

100,000~

90,000~

Total sets in the
WOAI-TV market

HAVE INCREASED MORE LISTENERS — BETTER
MORE THAN 20% in PROGRAMMING — SHARPER
the last 16 weeks—

from 85,742 on July 15th to more PICTURES

than 103,000 on November 1st. WOAI-TV IS A

Set sales are averaging above BETTER THAN EVER BUY

1100 per week and the Christmas
buying season is still to come.

YOU CAN BUY WOAI-TV AT
JULY 15th RATES and get 20%
more coverage plus the accumu-
lative bonus of all sets sold for a
minimum of 6 additional months.

Represented Nationally by

EDWARD PETRY & COMPANY, INC,
New York, Chicago, Los Angeles
St. Louis, D'llh: San Francisco, Detroir.

S o B www americanradiohistorv com
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TELEVISION

THE BUSINESS MAGAZINE OF THE INDUSTRY

in the

Yolume IX, Numbe.r 12, December, |95; Wilmington,

contents Delaware,

[ARTICLES] market

HOW CAN WE HOLD QUR TV AUDIENCE? 15
By H. Austin Peterson, Partner, Ted Bates | WD E L_TV
WHAT'S HAPPENING TO DAYTIME TV 16

A re-examination of effectiveness—audience, cost, programming
By Mary James

HOW ADVERTISERS BUY THEIR FILM SHOWS 18
Run down of deals indicates few sponsors gambling on residuals
PROGRAMMING—More Lemons Than Peaches 20
By Abby Rand [
CASE HISTORY: OWENS-CORNING FIBERGLAS 23 |
Merchandising, retailing problems solved by Godfrey simulcast
AUDIENCE STUDY—Analysis of Sunday Viewing Habits 31
By Frank Mayans, Jr. and Norman Young
COMMUNITY TV 33
Cable systems mean bonus circulation for advertisers, stations
HOW TO ADVERTISE A DAIRY ON TV 41
Television on the local level
reaches
DEPARTMENTS ‘
more people
FOCUS 7
TELEVISION MAGAZINE'S STATUS MAP 10
Circulation, penetration, stations, new FCC grants Wh O
TIME BUYING—Preselling Needed by Media Men 13
By Anne C. Wright, J. Walter Thompson *
. buy more
STATION MANAGEMENT
The satellite station
CONTINUING BRAND SURVEY 35 | °*WDEL-TV—the only television
Survey of beer purchasing in 500 homes station in its thriving area—
. delivers this rich market to you.
COST PER THOUSAND STUDY—Male Viewers 39| s y
. . i First In pcr family effectlve
RISKS AND RIGHTS—Antitrust Laws Protect Stations 40 huying income — Wlimingion,
By Samuel Sp’)"iTLg ocniral city in its metropelitan
connty area — populntion
EDITORIAL 48 100,000 Lo 500,000,
- ‘ (Sales Managemcnt — 1932
T T - - Survey of Buying Power)
Freperick A. KUgGeL
Editor and Publisher AN
TV
Apsy RAND SypNEY COHEN ANN STOPP W I] EI_ £
Senior Editor News Editor Department Editor
NorMAN YOUNG Jack L. BLas ARTHUR ENGEL Represented by
FraNK MavaNns, JR. Business Manager Los Angeles Manager
Research Bureau 6525 Sunset Boulevard ROBERT MEEKER
, ASSOCIATES
Publlshed monthly by the Frederick Kugel Clomgan:t,lsll:;. al;l:ib::!ltx!:?‘rhg:lﬁﬁfe(: ‘f);;lMC:;l:;?r:
it:::t,h‘nel;n;l:'e::e;,z.}ibe‘fvY!an;{:l;l‘res.‘siégllt—orés;l{;e vucop)'. .-‘)0l cenl{s;'_. ’Yeur‘gyoal?ll)‘scl-cli‘pllo;s I;es ;l:’e NCW York.' I’OS Ar'lgelvs
Unlted Slates, s Dm0 A eond ejass matier April 22 1962, al the posiofon at Manehes- San Franciseo « Chicago
ter, N. H., under the Act of March 3, 1879, All rights . :served. Edliorial content may not be

reproduced in any form witkout permission.

Television Magazine ¢ December 1952 ' 3
www americanradiohistorv com
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REPRESENTING LEADING
TELEVISION STATIONS:

Davenport WOC-TV#
(Central Broadcasting Co.—WHO-WOC)
Denver KBTYV

(Colorado Television Corporation)

Fort Worth-Dallas WBAP-TV*

(STAR-TELEGRAM)

Louisville WAVE-TV*
(WAVE, Inc.) -
Miami WTV]) 4
(Wometco Theatres) \ - A

Minneapolis-St. Paul WCCO-TV

(DISPATCH-PIONELR PRESS)

New York WPIX

{THR NIWS)

St. Louis KSD-TV#

(POST-DISPATCH)

San Francisco KRON-TV#*

T CHRONICLE)

Pioneer Stai

*Proyoy NBC Affiliates

B Py o www americanradiohistorv com
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E SAID OVER 15,000,000 PEOPLE
COULD BE WATCHING US TONIGHT!”

A-s of September 22, 1952, the stations listed at the left
cover nearly five million television homes — offer a potential
audience of perhaps 15,000,000 viewers, or nearly 10% of the

United States’ total population.

Actually, of course, no advertising medium ever reaches

its total “potential” audience. Burt if you would like some
conservative and reliable figures —and costs — for actually reaching
television viewers in any or all the markets at the left,

we have them for you. A lot of conscientious work has gone

into this research. You'll be interested!

ETERS, INC,

\esentatives Since 1932

NEW YORK

Effective Dee. 6

SAN FRANCISCO

CHICAGO NEW TELEPHONE NUMBER
ATLANTA FOR OUR NEW YORK OFFICE
DETROIT PMZ
FT. WORTH

| HOLLYWOOD peﬂ;d 7-2700
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Your Message On America’s
Highest TV Transmitter

Now Reaches 87% Of
Utah’s Population? ‘

/ :
7 N\
'

. : \
HIGH: :
Put your product on America’s highest TV transmitter,
and you're on your way to top sales in Intermountain

America. 9,425 feet high — almost two miles up — it's
50.high an overhead tramway will be vused to reach it!

WIDE®

You'll get coverage over a wider area than TV ever
offered you before . . . an area which includes 87% of
Utah’s population (not to mention thousands of Idahoans
and Nevadans), 89.7% of the state’s effective buying
income or $854,491,000!

HANDSOME!

That's the word for the profits you will make if you get
on KSL-TV early . . . if you beat the rush . . . if you ask
us or your CBS Television Spot Sales representative for
details today.

'he —“ew KSL-TV :::rm:::sscm

Represented by CBS Television Spot Sales

- wwww americanradiohistorv com
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NETWORK TV BILLINGS
For Oct. '52 For Oct. ‘51
ABC $ 1,453,811 $ 1,897,427
CBS 6,754,231 4,731,219
DuM 995,376 768,684
NBC 7,805,668 7,060,289
JAN FEB MAR APR MAY JUNE JULY AUG SEPT OCT NOV DEC TOTAL $17.009,086 $14,457,619 ‘

Qctober network billings: $17,009,086
July does not include Convention billings

WEB BILLINGS 21% OVER ‘51

TOP TEN PRODUCT GROUPS

NETWORK TV TIME: PIB

This September saw a 21 % hike
in gross network billings over

expenditures of September 1951,
an increase of about 40%.

September September, 1951, according to PIB. Other substantial gains in gross

Product Group Billings The biggest web spender category  network billings by product group
Food & Food Products $2.923 833 was Food and Food Products. Its  Were accounted for by Drugs and
: X en nE Remedies, 153%: Insurance, 91%;
Smoking Materials 2,360,879 TV billings represented a $512,876 S ) ' PJ A ;
Toiletries & Toilet Goods ~ 2,017.61} or 20% increase over that of the oaps, Cleansers and Polishes,

72%; Beer, Wine and Liquor, 59%

Pyttt previous September and a 25% g Jnqustrial Materials, 59%.
Accessories & Equipment 1,129,730 gain over the normally lower Household  Furnishings dipped

Household Equipment & budget month of August, 1952, §0%. Radios, TV Sets, Phonos and
Supplies 732,640 Smoking Materials, in second Music Instruments also bucked the

Drugs & Remedies 473,203 place, went $695,714 beyond its trend by taking a 34% cut.

Beer, Wine G Liquor 388,637

onfectionery & Soft Drink 997

Pttt © 3520 | POPULARITY VERSUS HOMES

HILE ratings and homes-reached are obviously important to the

advertiser who wants to know just what he is getting for his
money, equally important are popularity ratings. Confining its survey
to multi-station markets, Trendex eliminates the distortion of one-station
markets and their captive audiences and consequently presents a more
accurate picture of viewer preference. (Chart Below)

Qctober 1951 TRENDEX October 1952 TRENDEX

PROGRAM RATING PROGRAM RATING
Star Theater 54.4 I Love Lucy 60.2
Godfrey Talent Scouts 41.2 Godfrey Talent Scouts 46.2
Your Show of Shows 37.4 Gangbusters™* 45.7
Red Skelton 36.5 Life with Luigi 39.7
Man Against Crime 36.1 Godfrey & Friends 39.5
Fireside Theater 353 Toost of the Town 376
Schlitz Playhouse 34.8 You Bet Your Life 36.1
Toast of the Town 31.4 Your Show of Shows 34.2
Racket Squad 30.8 Rocket Squad 336
Gadtrey & Friends 292 Jock Benny 335

| Lave Lucy Buick’s Circus, on Tuesday, hanging on to Berle's audience, places

second on ARB’s scale in terms of homes reached. It is not in the Trendex
top ten, indicating that where viewers have a choice of channels, it does
not do so well. The ARB high score is due more to a good station line-up
than to strong viewer preference. Life with Luigi, for example, places
high on multi-station-market Trendex, but doesn’t show up as top home-
reacher- on ARB. With a 40 per cent increase in set circulation over
Qctober 1951, almost all of the top shows are reaching more homes.
(Chart Below)

October 1951 (000} October 1952 {000)
PROGRAM HOMES—AREB PROGRAM HOMES—AREB

Star Theater 8300 | Love Lucy 12,250
Yaur Show of Shows 6300 Yau Bet Your Life 9810
Red Skelton 5800 Godfrey & Friends 9750
World Series (Sot.) 5650 Circus Hour™ 8600
Fireside Theater 5300 World Series (Qct. 5) 8490
Godfrey & Friends 5180 Your Show af Shows 8400
Texaco Star Theater You Bet Your Life 5100 Taast of the Town 7900
TV Playhouse 5100 Gangbusters™* 7850
Talent Scouts 4950 Talent Scouts 7300
Mama 4480 Jack Benny 7280

* Buick Circus Hour has time slot of Texaco Star Theater every fourth week.
+* Gangbusters alternates with Dragnet.

Television Magazine e December 1952


www.americanradiohistory.com

&

|

( New York 18, N Y. o LOngaere 4-8000

JINCREASE IN
COOKIE SALES
IN 5 MONTHS

That’s what the Cal Ray Cookie Company

(one of Los Angeles’largest and oldest manufacturers) !
did on KHJ-TV in the first 5 months of their ‘ ;
daytime TV spot campaign. No other advertising f

was used during this period.

You will be amazed at the low rates and the
high ratings of KHJ-TV in Los Angeles.

Note to other food accounts:

The entire Cal Ray budget spent on KHJ-TV
would have bought 1{ page weekly in only one
of the leading Los Angeles newspapers.

For further information on how
You, 106, Can Inereise your

Los Angeles market sales, call or write

KHJ-TV SALES
1313 North Vine Street
Hollywaod 28, Cahif. « Hdson 2-2133

KHJ-TV SALES
e/o WORTY, 1440 Broadway

KHIJ-TV SALES
2107 Tribune Tower
Chicaga, Winats « SUperior 7-5110

% KHIJ-TV SALES
d 1000 Van Ness Avenue
Sin Franciseo 9, California
PRospect 6-0500

2

o - Www americanradiohistorv com
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FOCUS contnuea:

WFPG-TV

FRED WEBER

KTBC-TV

JESSE C. KELLAM

WAFB-TV

THOMAS GIBBENS

WICC-TV

PHILLIP
MERRYMAN

KROD-TV

VAL LAWRENCE

KGMB-TV

RICHARD EVANS

WJTV

JOHN ROSSITER

Television Magazine o December 1952

NEW MARKET OPENINGS

URING the next 30 days approximately 14 new TV markets are ex-
pected to open. Served by 15 stations, 11 are VHF and the balance
UHF. All told, these new markets, including two November openings
account for 1,841,400 families and $8,908,327,800 in retail sales.
Where coverage figures are not available, Sales Management Standard
Metropolitan County Area statistics are used which means in most cases,
conservative estimates of station coverage.

Atlantic City, N. J.—WFPG-TV—UHF, Channel 46.
NBC, Dumont, CBS. Rep: Pearson.

Owned by Neptune Broadcasting. General Manager is Fred Weber.
37,000 VHF circulation now, 5,000 UHF converters and sets expected by
December 20, target date.

Standard Metropolitan County Avea is responsible for $202,672,000 in
retail sales and 41,400 families.

Austin, Texas—KTBC-TV—VHF, Channel 7.
CBS. Rep: Taylor.

Owned by Texas Broadcasting. General Manager is Jesse C. Kellam.
15,000 circulation claimed at November 27 opening.

Standard Metropolitan County Avea accounts for $169,832,000 in retail
sales and 45,200 families.

Baton Rouge, La.—WAFB-TV—UHF, Channel 28.
CBS. Rep: Adam Young.

Owned by Modern Broadcasting Co. of Baton Rouge. General Manager
is Thomas Gibbens. Station expects 20,000 circulation by January 1 target.

Standard Metropolitan County Arvea includes $164,088,000 in retail
sales and 47,600 families

Bridgeport, Conn.—WICC-TV—UHF, Channel 43.
ABC. Rep: Adam Young.

Owned by Bridgeport Broadeasting. General Manager Phillip Mervy-
man expects 15,000 UHF sets and converters by Xmas target.

Standard Metropolitan County Area is responsible for $642,631,000 in
retail sales and 150,800 famuilies.

El Paso, Texas—KROD-TV—VHF, Channel 4.
CBS, Dumont. Rep: Taylor.

Owned by Roderick Broadcasting. Affiliated with The El Paso Times.
General Manager is Val Lawrence.

Station claims $2'% billion in retail sales and 75,000 famnilies for cover-
age area. Expect 10,000 circulation by opening.

Honolulu, T. H—KGMB-TV—VHF, Channel %.
ABC. Rep: Free & Peters.

Owned by Hawaiian Broadcasting. Affiliated with Honolulu Star
Billetin. Richard Evans is the General Manager.

Standard Metropolitan County Area is responsible for $331.800.000 in
retail sales and 86,300 families.

Jackson, Miss.—WJTV—UHF, Channel 25.
CBS. Rep: Katz,

Owned by The Jackson Clarion-Ledger and The Jackson Daily News,
General Manager is John Rossiter. Station claims service will reach Y of
the state population.

Standard Metropolitan County Avea is responsible for $134,460.000 in

retail sales and 39,700 families.
( Continwed on page 32)

wWiaw americanradichistons com.
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PRODUCTION AND CIRCULATION POPULATION AND SALES WITHIN TELEVISION SIGNAL AREA

Total sets in circulation as of November 1st 20,426,498 TOTAL 9% OF USA TOTAL
Source: TELEVISION Magazine

Receiver production for October, 1952..... .. 724,117 HOMES 25,229,182 65.4
Receiver production for October, 1951 ... 441,867 POPULATION 99,734,563 64.4

Total receiver production for 1951................ 5,384,798 RETAIL SALES $104,602,939,000 69.1

Sourcc: Radlo-Televislon Manufacturers Association !

e
STATIONS AND MARKETS TV HOUSEHOLDS BY YEARLY INCOME
COMPOSITION OF TV HOUSEHOLDS
Number of 1 stotion rnatkets (NATIONAL AVERAGE)
:::t:: Z: ; " .o ‘; Number of Adults .54 PERCENT OF TV HOMES
Number of 4 or over ... 4 Number of Teen-agers .32 Under $2000 ki
_— Nomber of Children—18 & under .94 $2000-33999 3%
Total markets ... N —_— $4000-56909 10
Operating stations Average TV Homes 3.80 $7000 & over 18
Number of connected markets..... . . 64 Sooree: Videodex Sounrce: Videodex
Source: TELEVISION Magazine.
"
TELEVISION

h VIS STATION 1

www. ane 1ohistorv . com
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QIATION GRANITO Ao UF NUYEMBER <5

irket

ron, Ohilo
any, N. Y.
arille, Tex.

'n Arbor, Mich,
pury Park, N. J.
neville, N. C.
hland, Ky.
lautic City, N. J.
astin, Tex.

iton Rouge, La.
sttle Creek, Mich.

s1le viile, X1,
“thlehem, Pa.
nghamton, N, ¥,
ridgeport, Conn.

laffalo, N. ¥.
aarleston, S. C.
sattanocoga, Tenn.

s»lumbia, 8. C,

ecatur, I11.
enver, Colo.

wluth, Minn,

ast Lsnsmg, Milch.
umira, N, ¥,

| Paso, Tex,

jall River, Mass.
lint, Mich.

t, Lauderdale

t. Smith, Ark.
rederick, Md.
resno, Calif.

adsden, Ala.

alveston, Tex.

reen Bay, Wis.
recnsboro, N. C.
linrrisburg, Pa.
.enderson, Ky.
elyoke, Mass.
venoiulg, T. H.

ouston, Tex.
ackson, Mich.
1ockson, Miss.
shnstown, Pa.
incolu, Neb.

ima, Ohlo
ittle Rock, Ark.

Wws Anieles, Callf.
sabbeck, Tex.

\ynchburg, Va.

fanhattan, Kan.
Iassillon, Ohio
obile, Ala.
ontgomery, Ala.
funcie, Ind.

iew Britain, Conn,
lew Castle, Pa.
lew York, N, Y.
‘ensacola, Fla.
*eorla, I,

*uneblo, Colo.

taleigh, N. C,
teading, Pa.

toanoke, Va.

tochester, N. Y.
tockford, Il1.
iaginaw, Mich,

it. Joseph, Mo.

it. Petersburg, Fla.

ian Juan, P

ieranton, Pa.
“iloux Clty, Iowa

iloux Falls, 8. D.
iouth Bend, Ind,
‘ipokane, Wash.

Lipringfield, Masgs.
fpringfield, Mo.
iyracuse, N. Y.
Tfueson, Ariz.

" ¥aco, Tex.
¥arren, Obfo
‘Waterbnry, Conn.
‘Wichita Falls, Tex.

\M’tlkes Barre, Pa.

Williamsport, Pa.
 Tork, Pa.

foungstown, Obio

lew Bedford, Mass.

ian Bernardmn Calif.

ianta Bnrba'ra Calif.

* Now In operation.

NEW YORK

0STON

HI1CAGD

ETRDO

AN FPRA

T

NCISCOUO

Chan-

Station nel
WAKR-TV 49
WRTV 17
KFDA-TV 10
KGNC-TV 4
WFAG-TV 20
WCEE 58
WISE-TV 62
TV it}
WFPG-TV 46
KCTV 18
*KTBC 7
KIVA 24
WAFB-TV 28
WBCK-TV 58
WBKZ 64
Sigual Hill T/cg. Co. 54
Assoc. B/crs. 51
wQTV 46
WICC-TV 42
WSJL 49
WIVF 23
WCSC-TV ]
wou 49
WTVT 43
WCOS-TV 25
WNOK-TV 67
Prairie Tv. 17
KDEN 26
KIRV 20
WFTV 38
WEKAR-TV 60
Eilmira Tv, 24
KEPO-TV 13
KROD-TV 4
KTSM-TV ]
WSEE-TV 46
WTAC-TV 16
WCTV 28
WFTL-TV 23
WITV 17
KFSA-TV 5
WFMD-TV 62
KMJ-TV 24
J. A_Newborn, Jr. 21
Gulf Tv. Co. 1L
Rudman Tv. Co. 41
WBAY-TY 2
WCOG-TV 57
WHP-TV 65
WSON-TV 50
WHYN-TV oo
KGMB-TV 8
*KONA 11
KUBT 8
WIBM-TV 48
WITV 25
WARD-TV 66
KFOR-TV 10
KOLN-TV 12
WLOK-TV 43
KETV 23
KRTY 17
KUSC-TV 28
KCBD-TV 14
*KDUB-TY 13
WLVA-TV 13
WWOK-TV 16
KSAC-TV 8
WMAC 23
WEKAB-TV 48
WCOV-TV 20
WLBC-TV 49
WNBH-TV 28
WHKNB-TV 30
WKST-TV 45
WGTYV 25
Southland Tv 15
WEEK-TV 43
KCSJ-TV 5
KDZA-TV 3
WETV 28
WEEU-TV 33
WHUM-TV 81
WROV-TV 21
WSLS-TV 10
WROH 21
WIVO 39
WKNX-TV 57
KFEQ-TV 2
WSUN-TV 38
KITO—TV 18
WKAQ-T F4
St. Bar. B/cx &T/og.Co. 3
WGBI-T 20
WTVU 3
Cowles B/cg. Co. 5
KWTV 36
KELO-TV 11
WSBT-TV 34
KHQ-TV [
KXLY-TV 4
WWLP 41
KTTS-TV 10
WHT 43
KOPO-TV 13
KVOA-TY 4
Central Tex. Tv. Co 34
WHHHEH-TVY a1
WATR-TV 53
White TV Co. 22
WBRE-TV 28
WILK-TV 34
WRAK-TV 38
WNOW-TV 19
WSBA-TV 43
WFMJ-TV 73
WKBN-TV 27
WUTYV 21

Netwerk Afhliations in Parenthesces.

CITY BY CITY RECEIVER CIRCULATION

STATIONS' NETWORK AFFILIATIONS = DEPTH OF PENETRATION

AS OF NOVEMBER 1st

ALBUQUERQUE—33.6 18,037
KOB-TV (A, C. D, N)
AMES—50.1 107,415
WOI-TV (A, C. D, N)
ATLANTA—59.7 194,250

WAGA-TV (C, D): WSB-TV (N):
WLTV (A)

BALTIMORE® 428,133
WAAM (A, D); WBAL-TV (N):
WMAR-TV (C)

BINGHAMTON—34.2 97,000
WNBF-TV (A, C, D. N)
BIRMINGHAM—48.3 127,069

WAFM-TV (A, C);
WBRC-TV (D, N)

BLOOMINGTON™ 185,000
WTTV (A, C, D, N)

BOSTON* 966,890
WBZ-TV (N);

WNAC-TV (A, C, D)

BUFFALO* 305,102
WBEN-TV (A, C, D, N}
CHARLOTTE—45.2 168,377
WBTV (A, C, D, N)
CHICAGO—T70.8 1,258,765

WBKDB (C); WENR-TV (A);
WGN-TV (D); WNBQ (N)
CINCINNATI 383,000
WCPO-TV (A,
WKRC-TV (C) WLW—T (N)
CLEVELAND-AKRON

—3853 679,012
WEWS (A, C); WNBK (N);
WXEL (A, D)
COLUMBUS* 261,000
WBNS-TV (C); WLW-C (N):
WTVN (A, D)
DALLAS-FT. WORTH

—41.4 193,130
KRLD-TV (C); WBAP-TV (A, N);
WFAA-TV (A, D, N}
DAYENPORT-ROCK IS.

—41.4 146,000
WHBF-TV (A, C, Dy;
WOC-TV (N

DAYTON* 259,000
WHIO-TV (A, C, D),

WLW-D (N)

DENVER 57,964
KBTV (C, A);

KFEL-TV (N, D)

DETROIT—725 777,268

WIBK-TV (C, D); WWI-TV (Ny;
WXYZ-TV (A)
ERIE—46.8 133,842
WICU (A, C, D, N)
FT. WORTH-DALLAS

—41.4 193,130
KRLD-TV (C); WBAP-TV (A, NJ;
WFAA-TV (A, D, N)

GRAND RAPIDS* 229,754
WOOD-TV (A, C. D, N
GREENSBORO—35.7 102,000
WFMY-TV (A, C, D, N
HOUSTON—61.5 201,000
KPRC-TV (A, C. D, N)
HUNTINGTON—40.6 106,970
WSAZ-TV (A, C, D, N)
INDIANAPOLIS—73.7 282,598
WFBM-TV (A, C. D, N)
JACKSONVILLE—66.6 80,000
WMBR-TV (A, C. D, NJ
JOHNSTOWN—36.0 185,051
WJIAC-TV (A, C, D, N)
KALAMAZOO" 249,000
WKZO-TV (A, C, D. N)

KANSAS CITY—51.4 243,357
WDAF-TV (A, C, D, N)

LANCASTER® 172,646
WGAL-TV (A, C, D, N)

LANSING* 120,000
WJIM-TV (A, C, D, N}

LOS ANGELES—77.1 1,390,294

KECA-TV (A); KHJ-TV:

KLAC-TV, KNBH (N);

KTLA: KNXT (C);

KTTV (D)

LOUISYILLE—63.2 169,124
WAVE-TV (A. D, N);

WHAS-TV (C)

MEMPHIS—45.0 132,344
WMCT (A, C, D, N)
MIAMI—64.3 121,940
WTIVJ (A, C, D, N)
MILWAUKEE—91.7 374,877

WTMJ-TV (A, C, D, N)
MINNEAPOLIS-ST. PAUL

—734 337,500
KSTP-TV (Nj;
WCCO-TV (A, C. D)

NASHVILLE—38.9 84,786
WSM-TV (N)

NEW HAVEN—84.1 340,000
WNHC-TV (A, C, D, N)

NEW ORLEANS—46.9 133,213
WDSU-TV (A, C, D, N)

NEW YORK—72.9 3,167,854

WABD 1D); WATV;
WCBS-TV (C); WIJZ-TV (A):
WNBT (N); WOR-TV;

WPIX

NORFOLK* 139,282
WTAR-TV (A, C, D, N)

OKLAHOMA CITY—46.4 113,471
WKY-TV (A, C, D, N)

OMAHA—65.1 151,103
KMTV (A, C, D); WOW-TV (N)
PHILADELPHIA—65.9 1,124,585
WCAU-TV (C);

WFIL-TV (A, D) WPTZ (N)
PHOENIX—37.6 45,534
KPHO-TV (A, C, D, N}
PITTSBURGH—64.2 479,887
WDTV (A, C, D. Ny

PORTLAND 4,000
KTV (N)

PROVIDENCE® 230,000
WoAR-TV (C, Nj

RICHMOND: 145,594
WITVR (C, D, N}

ROCHESTER® 168,096
WHAM-TV (A, C. D, Nj

ST. LOUIS—79.3 451,000
KSD-TV (A, C, D, N)

SALT LAKE CITY—584 83,907

KUYL-TV Ny

KSL-TV (A, C, D}

SAN ANTONIC—525 103,335
KEYL-TV (A, C. D1,

WOAI-TV (N)

SAN DIEGO* 143,764
KrvB-TV 1A, C, N)

SAN FRANCISCO—S50.5 492,965
KGO-TV 1A); KPIX (C, D};
KRON-TV (N)

SCHENECTADY-ALBANY-

TROY—70.7 237,400
WRGB (C, D, N
SEATTLE—43.4 197,300
KING-TV (A, C. D. N)
SYRACUSE* 201,761

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

TOLEDO—69.7 219,138
WSPD-TV 14, C, D, N)

TULSA—515 93,827
KOTV (A, €, D, N)

UTICA-ROME* 81,000
WKTV (A, C, D)

WASHINGTON*™ 405,213

WMAL-TV (Ar; WNBW (N);
WTOP-TV 1C); WTTG (D)
WILMINGTON—85.9 123,540
WDEL-TV (D. N)

* The signal of this stalion extends
into the area of another television
market, Unfortunately, there are no
accurate county-by-county Teceiver
statistics available which would be

essential in estimating the extent o)
circulation in the duplicated signal
area. Therefore, it is impossible (0

publisic an accurate penetration figure
for thiis market. For specific duplica-
tion, check TELEVISION Maguzine's
annuat Data Book, which lists all
counties within the covergoge area of
each TV market correlated with vari-
ous populalion and sales indices.

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

Percentages indicate Depth of Penctration of Area.
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¢ ADVERTISERS CHOCE!

In the first three-quarters of 1952, more advertisers bought more
time on WCAU-TV than on any other Philadelphia TV station.*

@ MCRE ANNOUNCEMENTS'

® MORE PARTICIPATIONS

® MORE SPONSORED UNITS

® MORE NATIONAL SPOT ADVERTISERS

® MORE TOTAL ADVERTISERS

® WCAU-TV CARRIES 8 OF THE TOP 10 PROCGRAMS

IN THE PHILADELPHIA MARKET.**
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l TIME BUYING

BY ANNE C. WRIGHT
J. Walter Thompson

LONG RANGE PRESELLING NEEDED

LOT of presentations are made

in radio and television with
volumes of figures, case histories
and costs per thousand. Costs are
estimated, audiences are calcu-
lated, set figures are projected and
audience composition is scruti-
nized. Many of these develop into
a sale. There are also sales which
we call “fast” ones, but behind
these you will nearly always find
a long and strong “preselling” Job
done on most of the many selling
levels involved.

Preselling is really the long-haul
educational job which provides the
knowledge for on-the-spot dis-
cussions and decisions.

Any media salesman’s job should
include a large allotment of time
for preselling. It is far from a
waste of his time when he presents
a story that gives general back-
ground information without a list
of prospects in mind. And the day
is never lost if no contracts come
rushing right at him. If he has
put across some feeling for a new
way of buying time, or a new type
of show that differs from any done
so far, or an expansion of a sta-
tion’s operation showing that it
can now handle a different kind of
production, he has sold the agency
a better idea of the Aexibility of
his medium which can later be
applied to meet a client problem.

Media people within the agency,
are to a great extent, media sales-
men in making recommendations
to the client.

In order to cover successfully
the fast answer to an immediate
problem, people handling media
within an agency need to be well
informed. The sure way to lose
out altogether is to say all net-
works and representatives will be
rechecked and you’ll report back

Television Magozine e December 1952

in a couple of weeks. An urgent
problem needs a fast answer or at
least a good suggestion as to what
might be done. Then it encourages
keeping radio and TV in the pic-
ture.

An agency media man must be
pre-sold in order to cover these
many emergencies, General in-
formation on the types of pro-
grams a station puts on or can put
on locally is valuable background
for deciding whether a program
idea under discussion is feasible or
not.

In the case of network advertis-
ing, it is important to have up-to-
date knowledge of new programs
coming on the air, program shifts
being planned, and programs
available on a shared-sponsorship
basis.

The background necessary for
a quick suggestion can only be ob-
tained beforc the problem presents
itself. The wise seller (either
within the agency or at a station
or network) will spend as much
time gathering information on
what can happen as what is hap-
pening.

In these days of rating madness,
it 1s sometimes difficult to convince
anyone that a low rated show may
reach the specific audience and ac-
complish a specific purpose more
efficiently and at a lower cost than
a high rated show with the greater
glamor.

Of course, the real finesse in
salesmanship on both sides of the
fence, agency as well as medium,
is keeping someone sold after the
final contract is negotiated! It is
at this point that the real job be-
gins. Anticipating problem spots
from week to week and starting on
the solution early can, in many in-
stances, avoid a crisis as well as a
delay on the renewal.

wWas L amoricanradiahictary ~cam.

WAVE-TV
OFFERS TOP
AVAILABILITY!

A few top-notch spot partici-
pauons are now available on
"MASTERPIECE MOVIE-
TIME", at surprisingly low
cost!

FORMAT: A tremendously
popular series of topflight
ntodern film features never
before telecast in Louisville.
Now in its second year,
"MASTERPIECE MOVIE-
TIME” is a master audience
puller . . . a truly first-class
show,

TYPICAL SHOWS: Upcoming
features include “"WirThoUT
Howor” (1949) with Laraine
ay  and Francbot Tone;
UScanbpat N Paris” (1947)
with  George Sanders and
Carole Landis; " Jounny Ong
ExYE” (1950) with Pac O'Brien
and  Wayne Morris;  and
“Don'r Trust Your Hus-
Banp”  (1948)  with Fred
MacMurray and Madeleine
Carroll.

TIME: Tuesday night at 9:45
— the perfect movie-time for
televiewers.

CHECK WITH: Free & Peters!

WAVE-TV

FIRST IN KENTUCKY

\

NBC * ABC » DUMONY
LOVISVILLE, KENTUCKY

FREE & PETERS, Inc.

| Exclusive National Represenmtitfes

13
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L

TO SHOW the insides of a

ticking watch enlarged 20 times—
to do it efficiently and at low cost—

USE FILM...

Complete information concerning film selection
and processing available , ., also detalls
concerning special Eostman technical
services, equipment, and materials.

Address: Motion Picture Film Department,
Eastman Kodak Compony, Rochester 4, N, Y.
East Cowst Division, 342 Madison Avenue,
New York 17, N. Y. Midwes? Division, 137 North
Wabash Avenue, Chicago 2, Hinols.

West Coast Division, 6706 Santa Monico Blvd.,
Hollywood 38, Califernia.

WMN!amerlcan[adlohlstoﬂlcom y
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One of o series by leading
advertising agency executives

HOW CAN WE HOLD
OUR TV AUDIENCE ?

BY H. AUSTIN PETERSON
Partner, Ted Bates

EOPLE who have had TV sets

for several years have become a
bit jaded; their enthusiasm has
dwindled; they're more critical,
harder to please. Over the years a
great TV audience has been built
up. What are we going to have to
do to hang onto it? There are two
ways to answer this: program im-
provement and technical develop-
ment.

Let us take up program improve-
ment first. One of the biggest needs
is better material. Good fresh writ-
ing is all too rare. Many top come-
dians and dramatic shows, too, have
been criticized this year for medi-
ocre scripts.

Where is this flow of new writing
blood coming from? Everything
written for radio in the past twenty
years has been gleaned over for
possible switching to TV. Book
shops and libraries have been ran-
sacked for stories and plots. Hun-
dreds of writers from radio, pic-
tures, newspapers, magazines, the
theatres are turning out new scripts
by the thousands and still that elec-
tronic incinerator demands more.

New writers have to be dis-
covered, developed, brought along.
One of the best methods is the
junior writer system. To a head
writing team you add one or two
young, promising newcomers. May -
be the neophyte’s first efforts aren’t
even used—but if he has any talent
at all, he will improve under guid-
ance of the veterans and soon will
be right in there pitching with the
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Head

step?

oldsters. The next
writer himself.

Because of the high cost of TV
production there is a tendency to
cut out the young writers and save
a bit on the budget. It is an economy
that hurts the industry immeasura-
bly in the end.

We need new faces, too. Network
and advertisers have to be willing
to gamble a little because the re-
wards of discovering a new per-
sonality are great. Donald O'Con-
nor was new to TV when he was put
on the Comedy Hour. The sponsov
stuck by him and today Colgate has
a valuable addition to its roster.

In trying to find new writers and
performers we must look beyond
New York and Hollywood. We
should investigate and encourage
more local shows. New stars, new
script material helps keep the
viewer interested.

New programs, new formats will
have to be dreamed up. NBC has
made a stride forward with the
acquisition of Paramount's top pro-
ducer Bob Welch. You can look
forward to seeing many of the pie-
tures’ top writers, directors and
producers switching over in the
near future. Television needs all
the brains it can pick.

Engineers will have to keep
ahead of the public, too. Kines have
improved but are still erratic. Pro-
jectors must be brought up to
higher standards. More 16's should
be replaced by 35's.

More lighting experts must be
trained. We are woefully short in

. americanradiaohistary come

this field. Diffused light now being
used quite extensively by Columbia
Pictures, MGM and Burns and Allen
to name three, should be studied to
see what applications it might have
to other types of programs or films.

An eye should be kept on the pic-
ture recording magnetic tape being
perfected by the Crosby foundation.
The putting of the picture and
sound on tape could help reduce
production costs by elimination of
costly lab fees. Producers would
also have the advantage of instant
playback. Maybe it's the answer to
the kine.

Stage set costs might be brought
down by the intelligent use of rear
projection or by scene mattes now
being developed by several differ-
ent invenlors,

Foreign backgrounds will be used
more extensively. TV films are be-
ing shot today in spots all over the
world. Drab stories become more
interesting and exciting when
filmed in actual locales. Good
stories become even better.

Biggest shot in the arm to tired
TV viewers will of course be color,
No matter how bored you may get
with black and white one look at a
variety show in full color will send
your eyeballs popping.

When the public gets tired of
color TV? Who knows? Maybe
Cinerama TV with speakers com-
ing at you from the living room,
bedroom and bathroom. Nothing
is impossible. TV isn’t even in its
infancy. It’s still a gleam in its
mother’s eye.

15
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WHAT'S HAPPENING TO DAYTIME ?

A RE-EXAMINATION OF DAYTIME EFFECTIVENESS --
AUDIENCE, COST, PROGRAMMING, ADVERTISER USE

By Mary James

EVERYONE isn't happy with daytime. Not by a
long shot. Sponsors have dropped out because of
high costs or lack of sales results. Many were dis-
satisfied with the audience their money was buying.
Advertisers like O-Cedar switched to nighttime and
reported better results on a cost basis.

Conversely, Colgate with three network daytime
programs claims daytime is deoing an excellent job
and points to costs as low as $1.35 per thousand
viewers per commercial minute.

Probing the facts reveals that while there has been
a definite dissatisfaction on the part of some adver-
tisers, the talk about daytime going downhill is off-
base. It all started last spring with the run on the
Garry Moore Show, which lost most of its sponsors
and a lot of its rating. And when Kuate Smith, the
Number 1 daytime show, started out this season
without the usual SRO sign, scuttlebutt had it that
daytime was in a bad way.

The facts are that daytime is bigger than ever. The
audience is up considerably, as the charts on this page
show; rates are more attractive; and advertiser-use
way over last year. The big problem in daytime is in
its instability. Advertisers, agencies, networks and
stations are all groping for the right formula, if there
is such a thing. At this stage of daytime, there is
only one thing sure—no one agrees on the answers.
But there is tremendous interest and more acceptance
than rejection.

The field is still wide open for the advertiser who
makes a creative buy in both programming and time.
Good clearances, sizable audiences, peak time periods
and a package for almost every size budget are all
available.

PROGRAMMING

Whal are Lthe best daytime shows?
What program Lypces look like the best bets?
That depends .. depends on a lol of factors. Most

NIELSEN REPORT SETS IN USE BY HOURS MOND
—I— 1952

- 1G51

NATIONAL SETS IN USE percentages increased over 1951 in every
doytime period except 2:00-3:00, as shown in the hour by hour,
Monday-Friday averages of the Nielsen TV Index for the last two
weeks of October. Biggest increases are before 11:00, caused by

GODFREY and TODAY. More network programs were aired at noon

last year, but jump in soap opera ratings and entrance of BRIDE
AND GROOM sparks a sizeable jump in sets in use figures 12:00-
1:00 for 1952

Copyright November 1952 Nielsen Televislon Index.

NEW YORK

1951 1952 1951

%  HOMES % HOMES % HOMES
TIME SETS REACHED SETS REACHED  SETS REACHED

— 9 90,915 — —
- 4.2 131,670 3.7 10,286

CINCINNATI

19512

¢, HOM
SETS REAC!

4.8
6.9

(Jaytim(-.udvm‘l,'lsc;"s arc. more interested i ‘sell” _ 32 97.320 29 8,062 133
Lthan ratings and size of audicnce. A good many buy -

A alh b 1 EE : - et 35,700 43 134,805 4.7 13,066 6.1
personalities chiefly because of the merchandising % 0&
possibilities of the star. 107,100 9.6 300,960 5.9 16,402 i

In New York, the top rated shows until 5:00 are 183,360 1.5 360,525 16.2 45,036 17.3
Strike It Rich, Kate Smith, Godfrey, Welcome 265200, 313 981255 144 40032 233
Travelers, Garry Moore and Love of Life. 889,950 424 1,329,240 282  783% 27.4

Nationally, Niclsen reports the top five daylime 767,550 317 1,181,895 330 91,740 275
shows are Strike It Rich, Search for Tomorrow, Kate £29 850 23.1 724,185 212 75,616 LA
Smith, Love of Life, and Howlkins Falls. The spread 379950 252 790,020 119 33082 190
between these five is only 1'% rating points.

Perhaps more significant is the Trendex rating on [
popularity 1 the multi-station murkels, Here, the CINCINNATI & NEW YORK comparing October 1951 to October

top five, 1 order of rank, arce: Strike It Rich, Bride
and Groom, Howseparty, Welcome Trevelers, and
Kuale Smith

16

1952 shows a marked increase in homes reached. New York at 10:00
has added 100,000 homes; ot 11:00, it's gone up 200,000. In Cin-
cinnati ot 1:00, homes roachod has doubled in 1952; at 9:00, it has
gone up sixfold. Big jump in the afternoon is caused by World Series

Television Magazine o December 1952
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TODAY 7:00-9:00

SARRY MOORE 1:30-2:00

e ———

GODFREY 10:¥5-11:00 7

NEW YORK DAYTIME starts with TODAY on WNBT with a 7.4
rating and peaks to 15.3 by 8:00, going down to 7.4 by 8:45. When
WCBS-TV signs on at 9:00 with o 1.9 rating, sets in use stands at
5.9. GODFREY enters at 10:15 with 9.5, bringing sets in use up to
the 12 range. At 11:00, WPIX, WABD & WIJZ-TV sign on, hiking
set use ta 16.3. WCBS-TV holds GODFREY viewers for 6.9 at 11:15

BIG PAYOFF 3:00-3:30

Sets in use zoom to 24.1 at 1:00, when WATY signs on and GARRY
MOORE, WCBS-TV, earns 10.0. JINX at 2:00 gets a 5.2 rating for
WNBT, as DOUBLE QR NOTHING on WCBS-TV scores 6.2. At
2:30, WOR-TV signs on with 2.6; WPIX’s TED STEELE snares 4.2;
& GUIDING LIGHT hits 6.7 on WCBS-TV. LINKLETTER follows
with 5.4 at 2:45. PAYOFF hits 6.3, WNBT, at 3:00; set use is 25.1%

There are definite viewing peaks, but with pro-
gramming far from stabilized it is still too early to
assume any permanent pattern of viewing or pref-
erences. Any attempt to evolve a formula from the
present top-rated shows could be misleading. Certain
broad conclusicns, though, can be drawn. A person-
ality show seems to be able to deliver a high rating
almost any time of the day—Godfrey at 10:30, Kate
Smith at 4:00. It is these programs which are the
most merchandisable and usually give the most “gell”.
And this is one category where the local guys and
gals can knock off the network personalities. In
Cincinnati, Strike It Rich is the only network show
among the first five. Local personalities and a film
show edge out Godfrey and Kate Smith. WLW-T’s
Ruth Lyons, a Cincinnati personality from way back,
is the leader at 12. Close behind is WCPO-TV's Uncle
Al who pulls down a high 8.3 rating at 9 A.M.

However, the audience participation giveaway
shows do well, too, Strike It Rich has been a constant
leader at 11: 30, and The Big Payoff does well at 3:00.

The service-shows, cooking and otherwise, are
usually low-rated, but deliver the kind of audience
that certain advertisers are specifically after. There-
fore, while audiences are comparatively small (rat-
ings rarely go above 2), they are usually sold out
and, again, where the personality is strong, do a
consistent selling job.

And the soapers are doing much better this year.
Ratings have just about doubled. In fact, the latest
Nielsen shows Search For Tomorrow and Love of
Life in the daytime top five. Costs on serials packaged
by the ad agencies have come down, too. The P&G
soap operas, produced by Biow and Compton, are
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STRIKE IT RICH 11:30-12:00 LOVE OF LIFE 12

Sets in use jump to 17.4 as STRIKE IT RICH comes on WCBS-TV
with @ 9.6 at 11:30, followed by BRIDE AND GROOM ot noon with
7.5. LOVE OF LIFE gets 8.3. SEARCH FOR TOMORROW, on next,
holds the soap opero audience with a 7.9. Rest of sets are split be-
tween WABD, WNBT, WIZ-TV. Set use stays in 16 bracket from
11:15-12:45, then slips to 12,1, os WCBS-TVY’s KOVACS dips to 3.4

WELCOME TRAVELERS 3:30-4:00

KATE SMITH 4

As sets in use climbs to 27.1 at 3:30, WNBT's WELCOME TRAVEL-
ERS gets 7.5. Voriety and movies on other stations at this hour split
the remaining ratings, three of them in the 4-bracket. When KATE
SMITH comes on WNBT at 4:00 ond snags a third of the audi-
ence with an 11.4 rating, sets in use climb toword 36. Next highest
rater is TED STEELE. Source: New York, November, 1952 Videodex

coming in for a weekly program tab of $8500 for
15-minutes across-the-board.

Perhaps the most important trend is that toward
the simulcast. The combined AM-TV show seems to
have found its strength in daytime. CBS has three
of them. Godfrey is simulcast four days a week and
is sponsored by Starkist Tuna, Frigidaire, Owens-
Corning Fiberglas, Lever and Pillsbury. The TV
production of Colgate's Strike It Rich is taped for
radio as is Art Linkletter’s Houseparty which has
Green Giant, Pillsbury, Lever and Kellogg as adver-
tisers.

In spite of the increase in daytime viewing, there is
a definite need for stronger programming. Program
talent has been concentrated on building nighttime.
Daytime now needs the same push, the same concen-
tration. Relatively untried is the idea of daytime re-
runs of half-hour nighttime film programs. Here are
shows that have been tested—and are known to
deliver high ratings. Economically and programming-
wise, this might be one of the answers that are being
sought to improve the before-five programming
structure.

THE COSTS

Following the radio pattern, daytime rates were
pegeed at 50 per cent of nighttime. Theve has been
considerable pressure on the nets and through them,
on their affiliate stations, to change the price struc-
ture, mainly on the grounds that the audience does
not warrant the going rate. A number of advertisers
have dropped daytime specifically because they felt
costs were out of line.

{Continued on page 44)
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RUN DOWN OF DEALS BEING MADE

FOR FILM SHOWS INDICATES FEW

SPONSORS GAMBLING ON RESIDUALS

HOW ADVERTISERS BUY THEIR FILM SHOWS

HE guestion in sponsoring a film

package is no longer “Can we
get a deal?”’ It's become ‘“Which
kind of deal is best?”

Despite the exciterment over resi-
dual rights, whereby the original
sponsor of a film show gets a cut on
subsequent sales, this method is not
the most popular among the five
basic kinds of deals now being
made.

TELEVISION Magazine’s study of
25 programs breaks down this way:
Ten advertisers pay less than the
full cost with the producer counting
on subsequent runs for his profit;
six pay the full cost without any
share of residuals; five own their
own packages and all rights (of
these one sells residuals and one
is considering sale of concurrent
rights); three advertisers will share
in residual revenues from packages
they don’t own; and two advertisers
share in concurrent rights sales in
markets they don't use.

FULL COST FOR FIRST USE

Why do five advertisers pay the
whole tab instead of angling for a
cut? Miller Brewing and the pro-
ducers of the March of Time feel
the news basis of documentaries
makes subsequent showings un-
likely.

Kellogg pays full cost for Wild
Bill Hickok, but can get three runs
{or ils money.

Lucky Sitrike picked out Biff
Baker USA as a strong property.
Talent commitments made it nec-
essary 1o do the show on film.

Othcer advertisers have picked up

18

the full bill where bidding for a
property was hot, or where they
were willing to go all out for pres-
tige and quality vehicles. In most
cases, the “full” cost leaves only a
slim margin for the producer who
hopes to make his real profit from
subsequent sales.

LESS THAN FULL COST

Currently the most favored ar-
rangement. Said one advertising
manager, “It brings our costs down
to a level with those of live shows
and keeps us out of the film busi-
ness.”

The producer, on the other hand,
gets an immediate return that
covers most of his nut and collects a
good sales and rating story for sub-
sequent runs by getting his films on
the air under the aegis of a name
advertiser.

RESIDUAL RIGHTS

The dangers of long-range in-
vestment in an unfamiliar product
are keeping most of the big boys out
of blue sky residuals. In only three
cases were the advertisers counting
on trimming their costs by assum-
ing an equity in their film shows.

CONCURRENT RIGHTS

A safer bet than long-term resi-
duals, the concurrent rights twist
has been given two of the film deals
checked.

Canada Dry and Ballantine have
chosen it because they wanted spe-
cific shows but did not want them
for full nation-wide use. Foreign

o www americanradiohistorv . com

Intrigue is syndicated for Ballan-
tine by its agency, J. Walter Thomp-
son; they pay less than the full pro-
duction cost for first run use, but
more than they would pay for a
syndicated film buy for the 11 mar-
kets they wanted. The only way
that they could tie up the property
was to gamble on the syndication
themselves, and keep costs down
by selling the film to other adver-
tisers in the remaining markets.

They found that distribution
costs were higher than had been
expected and were eating consider-
ably into the returns they’d counted
on from other markets.

Canada Dry, on the other hand,
pays full cost on 18 films of Terry
and The Pirates which it runs on
alternate weeks. Eight films are re-
peated to stretch over one year. It
receives 75 per cent from the dis-
tributor, Official Films, on sales of
simultaneous runs to other adver-
tisers.

This plan was worked out by
Canada Dry because it owns its bot-
tling plants in only 20 TV markets.
Not sure how many independent
franchisers would go along with the
program, the concurrents deal was
insurance on recovering some of its
outlay from markets they weren’t
in.

However, the show met a phe-
nomenal response. Enough of the
bottlers came in on the show and
the insurance wasn’t necessary,
since the total line up now stands
at 57 markets for the parent com-
pany and its franchisers.

(Continued on page 38)
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CURRENT FILM DEALS

AMERICAN TOBACCO BIFF BAKER USA
BBD & O Revue

Pays full cost for first run rights in five year deal with
options on re-run rights.

P. BALLANTINE FOREIGN INTRIGUE

J. Walter Thompson Sheldon Reynolds

Buys first run rights, syndicates films through Thompson
in markets it doesn’t use for itself. Pays less than full pro-
duction cost and gets all first run revenue from non-
Ballantine markets.

BLATZ AMOS 'N ANDY
Weintraub Hal Roach

Network owns package and residual rights. Blatz pays set
price for first run and percentage of original price for
second use.

CANADA DRY TERRY AND THE PIRATES
Mathes Dougfair

Pays full cost on 18 films to be used on alternate weeks
with repeats to cover one year, in limited number of
markets. Gets 75% of revenue from silmultaneous first
run use in remaining market by other advertisers.

COLGATE MR. & MRS. NORTH
Sherman & Marquette Federal Telefilms

Pays less than full cost for first run rights, will share in
sale of residuals.

DUFFY-MOTT CHARLES LAUGHTON
Young & Rubicam Smith

Owns package and all rights, pays full production cost.
Using limited number of markets. Duffy-Mott is consid-
ering selling concurrent rights but is not now counting
on sale of residuals.

DUNHILL MY HERO
Biow Don Sharpe

Pays less than full cost for first run rights.

DU PONT
BBD & O

CAVALCADE

Screen Televideo

Chertok, Screen Gems
Owns package, paying full cost. Not counting on sale of
residuals, but planning to re-use films for non-TV public
relations efforts.

GENERAL ELECTRIC I MARRIED JOAN
Young & Rubicam Joan Davis
Pays less than full cost for first run use.

GENERAL FOODS OUR MISS BROOKS
Young & Rubicam Desilu Prods,

Pays less than full production cost for first use.

GENERAL MILLS THE ERWINS
D-F-S Roland Reed
Pays full cost but does not own package or share in resi-
duals. Pays additional sum for exercise of option on sec-
ond runs.

GENERAL MILLS LONE RANGER
D-F-S Jack Chertok

Pays full cost for first run rights, additional sum fo; exer-
cise of option on second runs, Does not share in residuals.

HOT POINT 0ZZIE & HARRIET
Maxon Voleano
As alternating sponsor, pays under cost for first use

KELLOGG WILD BILL HICKOK

Leo Burnett Brady

Pays full cost for three run use. After third o peat, film
ownership reverts to producer; Kellogy does not share
in subsequent profits

LAMBERT 0ZZ1E & HARRIET
Lambert & Feasely Volcano

As alternating sponsor, pays less than full cost for first
use of each film.

LEVER BROS. BIG TOWN

Ruthrauft & Ryan Gross-Krasne

Pays only $12,000 (same as the tab for previous live ver-
sion) of $18-21,000 production cost; and gets a cut of sec-
ond run rights.

MENNEN CO. OH BABY

Grey Barry-Enright

Pays full cost and owns package.

MILLER BREWING MARCH OF TIME
Matthison March of Time

Pays full production cost. Producer feels property doesn’t
lend itself to subsequent runs, but films will be used in
“public relations” showings

PACIFIC BORAX DEATH VALLEY DAYS
McCann-Erickson Flying A

Owns package and pays full cost. Doesn't plan to sell sub-
sequent rights.

PACKARD REBOUND
Maxon Bing Crosby
Pays less than full cost for first use.

PEPSI COLA SHORT SHORT DRAMAS
Biow Review

Pays full cost, shares residuals.

PHILIP MORRIS 1 LOVE LUCY
Biow Desilu
Pays less than full cost for first run use.

PROCTER & GAMBLE FIRESIDE THEATRE
Compton Frank Wishar (P & G)
Owns package and film production company, Residual
rights to last year's series were sold to Ziv for $7,500 per
film and 45 percent of gross profits.

SCHLITZ PLAYHOUSE OF STARS
Lennen & Newell Meridian

Pays less than full cost for first use.

SINGER 4 STAR PLAYHOUSE
Young & Rubicam Don Sharpe
Pays less than full cost for first run use.

TONI RACKET SQUAD
Weiss & Geller Showcase

Pays less than full cost for first run use.
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For one of TV’s finest efforts, Richard Rodgers, composer, Robert Russell Bennett, orchestrator and

conductor, Henry Salomon, producer. These are three of the men who make it Victory at NBC

By Abby Rand

HILE taking issue with Omnibus is a little like
robbing orphans, the experiment is too im-
portant for us to overlook its deficiencies.

In lauding Omnibus, Jack Gould of the New York
Times wrote, “Its premiere had so many treasures
they can only be taken up individually.” Had Mr.
Gould meant to crucify the show, he could have hit
the same nail.

The individual ingredients of the first few shows
ranged from interesting to excellent, but viewers
might have wondered what x-rays, for instance, have
to do with Maxwell Anderson. The first Omnibus
was reminiscent of the first Today—too many doo-
dads and no pacing.

The program has unquestionably presented su-
perior television fare, but mixed in with these have
been elements that were contrived (the Phillipe
Hallsman films), confused (the Julio de Diego bit),
or dull (soil erosion).

Ninety minutes is a long time to hold an audience.
So far, each show has lacked cohesion. The quality
of the individual ingredients has been uneven, and
the narration has not welded them together., It
couldn’t have.

The brains behind the show are too good, its financ-
ing too strong, to permit Omnibus to run away with
itself. Editing is the show’s biggest flaw. As its staff
gits the feel of week to week production, they should
be able to conquer the difficulties of the hour and a
half format.

On the points where Omnibus fails, Victory At Sea
is most successful. It has been edited with amazing
skill and imagination and has the unity that similar
cfforts have lacked. Richard Rodgers’ fine score is
much more than background musice; it tells the story.

20

And for once, the narration doesn’t hog the sound-
track.

Victory draws on excellent raw materials and a
sizeable reservoir of cash; it couldn’t have been a
bad program. The fact that is comes off as one of
the wisest and most professional jobs ever done in
television is a credit to all who are involved in its
production.

Surprisingly, the only element missing from
Victory is a commercial sponsor.

COMEDIANS FIND NEW TREND

Lorillard has a pretty good thing in Two for the
Money. Herb Shriner has finally found his niche.
The formula of comedian-as-quizmaster, developed
originally for Groucho Marx, might well be the
answer for comics afraid of the rate at which TV
burns up their material.

This might shape up as the trend to come after the
situation comedy cycle. It gives a comedian an end-
less supply of new material which can be used with-
out a radical change in his style. A Jack Benny or a
Bob Hope could afford to go on TV more frequently.
And a sponsor could afford his talents more often,
since an audience participation format costs far less
than a big variety showcase. There’s only one dis-
advantage—this idea could revitalize the giveaway
shows.

THE OLD SCOURGE OF OVERPRODUCTION

In television, too much isn’t enough. Consider the
stars and formats that have really clicked in TV. In
most cases they have had a direct and simple appeal.
A good chase, an attractive character, a string of
top variety acts—these have been rating insurance,

Television Magazine e December 1952
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MORE LEMONS THAN PEACHES . .

.+ . NEW TREND FOR COMEDIANS IN MAKING . .

FEEBLE POKE AT CHESTERFIELD

The David O. Selznick fixation has abated some-
what this year, but the proeducers of such shows as
Circus Hour are still afflicted. A real circus is sup-
posed to look frenzied and complex. The Buick model
takes the idea too literally.

The story line more or less in use on this stanza
1s slack enough to trip even solid performers like
Dolores Gray and Joe E. Brown. It’s hard to see
whether Circus is suffering from the absence of Berle,
the presence of Berle, or the ghost of Berle.

POOR FORMATS DONT HELP

The weak personalities which blight some shows
can’t be alibied by the lack of stronger ones. There
are some perfectly good new faces arcund, but many
of them have been hidden behind dreary showcases,
and have gone almost unnoticed.

Eddie Albert is a prime example. Leave It to Larry
could be a sound situation comedy: in Albert, it has
a fine central character. But so far, it's a sleeper
that's still sleeping. Given tighter direction and
stronger material, it could catch on.

It’s true of almost every kind of show—personality
is the basic ingredient. My Hero should collect a
good audience for its sponsor, Dunhill, not because
it’s solid comedy. It isn’t. But its star, Robert Cum-
mings, is an attractive guy.

Sex appeal as audience bait has hardly been ex-
ploited in TV, with the exception of a few low cut
necklines and the Continental. In a lot of homes, the
hand that rocks the cradle twists the television dial.
Probably a good share of Lucy’s popularity can be
credited to Desi Arnaz.

A Jot of advertisers are overlooking the fact that

Television Magazine e December 1952

. VICTORY AT SEA A PRIZE DOCUMENTARY
. LUCKY STRIKE TAKES

OMNIBUS: E PLURIBUS CONFUSION

the quickest way to a woman's pocketbook is through
her heart.

Lucky Strike’s Biff Baker USA is off to a slow but
not hopeless start. The disappointment here is that
one of the country’s largest advertisers had to settle
for a film series that is a second-rate rewrite of
Foreign Intrigue (which isn't exactly first-rate it-
self).

Aside from the shortcomings of the program, Baker
faces a formidable obstacle—the competition of Drag-
net on NBC-TV at the same time.

With Liggett and Myers's Dragnet placing consis-
tently in the top five shows, American Tobacco seems
to have launched a suicide attack.

DAYTIME NEEDS PERSONALITIES

It used to be a fairly simple matter to give white
goods away to a studio audience. A surplus of such
programs has made it necessary for the gquizees to
work harder for their loot. CBS-TV’s There’s One In
Every Family requires a quorum of each family to be
present. One of the tribe must have done something
eleemosynary tc become eligible—a sort of ex post
facto Strike It Rich.

Presumably watching this stuff is more fun than
housework, but rating-wise, it presents a literally
yawning chasm between Godfrey and Bride and
Groom. John Reed King has had a good record of
pulling in women for audience participation programs
in radio. He’'s chipper enough, and doesn’t barge in
on the audience-participants’ lines, but he isn't the
show—he’s just on it. And in daytime, the person-
ality on a show is more important to the TV viewer
than how the deep freezes are given away to the
studio audience.
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OMMITTEE ON AMERICAN CITIZENSHIP W CARLOSS MORRIS, JR
JOYFL:PEE DANIEL. JR. © HOUSTON

Seson " State Bar pf Texas S NeseT

FRED R. ERISMAN, JR
LONGVIEW ELMER H. PARISH

WICHITA FALLS
L. DEWITT HALE
CORPUS CHRIST( JACK POPE
THOS. H. LAW L GAN ANTONIO
FORT WORTH
CO.CHAIRMEN: SECRETARY:
BOARD ADVISOR R

W. W. NAMAN DAVID A. WITTS VICK GOULD WM E. POOL
AMICABLE BLOG MERCANTILE SECURITIES BLDG 418 CITIZENS BTATE BANK BLDG $30 LITTLEFIELD BLOG
Cv:'co TEXAS DALLAS 1. TEXAS HOUSTON 2, TEXAS AUSTIN 15. TEXAS

November 19, 1952

KPRC -~ TV
Laemar Hotel
Houston, 2, Texas.

Attn.: Mr, Jack Harris, Mgr.
In res Public Service -~ Nove 3, 1952

Gentlemen:

Although I can not speak for the entire commlttee because
we have not had a meeting since your broadcast of Novem-
ber, 3, 1952, I would 1like to exbtend my personal congrat-
ulations and thanks for what I consider an outstandilng
public service.

o
" Your presentation of all local candidates as a publilc
gervice the night before the election was a sterling ex-
ample of goecd cltizenship and falr play at its best,

Few people ever have such an opportunity to render so great |
e service to the principle of self government. I sincerely
hope that simllar electlon eve broadcasts will continue
to be a pollcy of your televislon programmnling. _
R
To vote Intelligently, every citizen needs the opportunity
to look each candidate squarely in the eye and observe the
candidetes demeanor as well as hear what he stands for,
It is my personal oplnion that a voter in the quiet of his
home can best compare and judge for himself which of the
candidates 1s best suited for the office.

\
- ]
:%.
8
i

Eas

S
f

Because youiwith televislon,have afforded this opportunity
to your fellow citizens,particularly when you were the
only one in this area who could do so, you deserve, and

I believe have, the genulne and appreciative thanks of
every qualified voter in Harris County.

Sincerely,

) Vick Gould
In the Cigy Uf H
2. LY Oust Q9507 =
; ot iz ek on, 995% more votes were polled

i I :

CHANNEL 2 919% more \-oters‘ fthc ;i]dr Best previous vote (1950)
- 'otes tor the school boa i o lirgens

- 7 o OC ard tha he :
: Fevious vore [ (0¢ an in the larges
p Hsvote (1951) .. . and 831% more vores f, FH;I
. S0 /(] Or the

largest previous vote (1950)

* HOUSTON

City Counci] than in the
JACK HARRIS, Vice Pre

side
Nﬂ”ﬂna”-y 'dent and General| Manager

Represented by EDWARD PETRY & co

——arnar amaricanradiohistorv com A
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CASE STUDY: Owens-Corning Fiberglas

AGENCY:
FULLER & SMITH & ROSS, INC.

HOW FIBERGLAS USED GODFREY SIMULCAST TO SPARK PLUG STRONG
MERCHANDISING CAMPAIGN: RESULT WIDE DISTRIBUTION AND SALES

OBJECTIVE . . . . . . ..

HEN Owens-Corning Fiberglas Corp. was again able to produce in

large quantities for civilian consumption, this past year, one of their
main marketing problems was to persuade buyers and distributors to
promote Fiberglas products. They had to be convinced that a strong con-
sumer demand would be stimulated.

Products, already in distribution, such as Dust-Stop air filters and
Fiberglas home insulation needed an appeal direct to the consumer.
o . Manufacturers of curtains and draperies also had to be assured that a
Dust Stop Air Filter good market would be ready for finished products.

e

METHUD st s Fiberglas curtains, which never need 1roning, lend themselves beauti-

g fully to demonstration. Therefore, in 18§30 their “Wash and Hang”
demonstrations were put on TV with limited but encouraging results on
CBS-TV’s Vanity Fair. Last Spring Owens-Corning went a step further
and bought a quarter-hour segment on the Garry Moore show. The re-
sponse was good in its 37 markets but agency and advertiser agreed that
nothing less than the strongest merchandisable personality was needed
to get the greatest retailer and manufacturer cooperation.

- i |

s
=

Godfrey Washes Curtains was the man they wanted. Selected for sponsorship was the Godfrey
morning simulcast on CBS on 28 TV and 186 radio stations. Sponsoring the
show twice a week, the estimated cost is $375,000 for 13 weeks.

Arthur Godfrey, who was considered “‘the nation’s top selling force”,

A full-scale merchandising campaign was launched. Elaborate bro-
chures, special bulletins, mats, mailers and all sorts of promotion pieces
were built around Godfrey. Retailers were assured of the job that God-
frey would do for Owens-Corning products.

RESULTS LR R According to John Dougherty, Textile Division Retail Sales Manager:
“The response to the announcement of the Godfrey sponsorship was al-
most immediate. Qver 1,000 stores ordered merchandise aids featuring

Godfrey.”

According to Arthur Duram, Radio and TV Director at Fuller & Smith
& Ross: “It wasn’t long before women were going into stores asking for
the ‘Godfrey curtains’. Most encouraging were the results obtained for
the insulation and filter products, heretofore difficult to get across ad-
vertising-wise. Again Godfrey proved ideal. Rather than base their
appeal to the man of the house as in the past, Godfrey showed his women
viewers that changing filters in hot air furnaces means cleaner homes.

And it worked.”

John Daugherty

Mr. Duram also emphasized the pre-merchandising value of Godfrey.
“RBuyers, a fairly hardheaded crew, were more than willing to tie in with
local premotions of Owens-Corning Products because of their confidence
in Godfrey’s salesmanship and believability and they backed this will-
ingness with large orders.”

Arthur Duram
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Where Broadway
crosses “Main Street”

-—

The curtain goes up on Broad-
way and people in towns and on
farms across the country can
watch from front row center on
their television sets.

Seven short years ago the first
intercity television broadcast,
using today’s methods, took
place between New York and
Philadelphia—a distance of g5
miles. Since then the Bell System
has expanded its network until
today it contains over 30,000
chanrel miles.

This expansion required great
investments of ingenuity, effort
and money. Yet the cost of the
serviceis low. Bell System charges,

for the use of its intercity televi-
sion facilities, average about 10
N, cents a mile for a half hour.

BELL TELEPHONE SYSTEM

. PROYIDING TRANSMISSION CHANNELS

. FOR INTERCITY RADIO AND TELEVISION
BROADCASTING TODAY AKD TOMORROW.
\"\_‘
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STATION MANAGEMENT

SATELLITE OPERATION

HE biggest problem facing small

market television is how to con-
trol operating costs so that rates
can be low enough to attract the
local advertiser. In many of the
smaller areas where TV is planned,
even a minimum operation, as out-
lined in this department last
month, with annual operating costs
certainly not less than $150,000,
will be too high.

The answer might well be In a
type of operation that has been
dormant for some time now—the
satellite station.

The FCC’s principal objection to
satellite stations in the past has
been that this type of operation
could not originate local program-
ming and therefore would not be
“in the public interest’”. What the
FCC will soon realize though, is
that the economics of telecasting
will mean either satellite operation
or none at all for a good many of
the small markets where channels
are allocated.

This type of telecasting, while
costing almost as much as a regular
station to set up (approximately
$150,000) will result in consider-
able economy on the operations
end.

Operation costs would be be-
tween $75,000 and $100,000, for a
savings of at least $50,000 com-
pared to regular operation—and
this is the difference between profit
and loss.

Satellite operation with this bud-
get would mean no local program
origination, not even film, and only
slides for the local commercials.
Telecasting hours would have to
be restricted to an eight hour day,
possibly from 3:00-11:00 pm.

Personnel-wise, a general man-
ager, two engineers, one program-
ming man to handle announcing
and commercials, and a secreiary-
bookkeeper would round out the
staff. Naturally, everyone would
double in brass.

Program costs would be practi-
cally nil. The station would rely
almost entirely on network pro-
grams plus possibly feeds from the
closest program originating station.
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The chances are that the satellite
would receive no revenue from
carrying network programs. Its in-
come would be derived from the
cut-in spots it would sell on a local
basis.

While it is doubtful that any reg-
ular station could possibly afford
to sell spots below the $20 mark,
the satellite station should be able
to do well with a $10 rate. This
would certainly put television ad-

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

which would otherwise be unavail-
able to them.

While the set-up described above
is important to the small market
operator, equally important to a
program originating metropolitan
station is the type of satellite op-
eration which increases its cover-
age in nearby communities by
using a “booster” transmitter to
relay 1ts signal.

This ¢an be a vital factor in solv-

REGULAR STATION

Equipment $150,000
Operating costs 150,000
Personnel Fifteen
General Manager
Salesmar

Program Manager
Six technical men
Two annourcers
Bookkeeper

Two secretaries
Handyman

MINIMUM OPERATION

SATELLITE STATION

Equipment $150,000
Operating costs 75,000
Personnel Five

General Manager
Two engineers
Program man
Secretary-bookkeeper

vertising within the reach of a
great many local retailers.

If the total circulation were only
10,000 receivers in a satellite cov-
erage area, with half the sets in
use (5,000 homes with two viewers
cach) the $10 rate would mean
10,000 people could be reached at
a cost-per-thousand viewers of $1.

The local advertiser would be
able to reach 5,000 homes at less
than a quarter of a cent per home.
Compare this to direct mail or to
the cost of a bell-ringing cam-
paign, or to what $10 would buy
in local newspapers. Stamps alone
for a direct mailing of 3,000 letters
cost $75.

If television is sound on this
basis for the local advertiser, then
satellite operation will be the an-
swer to the economics of small
market television. And from the
public service viewpoint, the small
communities will be receiving the
country’s finest programming

ing some of its economic problems.
It can mean better coverage in
sub-fringe areas and bonus circu-
lation for the advertisers.

By spotting such a station in the
outlving centers of population, out-
side the metropolitan station’s own
area, an important addition can be
made to the total circulation. The
capital investment in a metro-
politan station is usually around
the $500,000 mark. Its booster sta-
tion could come in for between
$10,000 and $50,000.

Operating costs would be spread
by the increased coverage. With a
lower capital investment and lower
operaling costs, substantial poten-
tial audience can be reached.

Not only will this “sub-station™
operation mean bringing television
to new areas, but it will also 1m-
prove the economics of telecasting.
which in the long run, means bet-
ter programming and a lower cost-
per-thousand for the advertiser.
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New accessibility puts every component at your finger-
tips. One latch opens both hinged sides and top. Dual
bar handles provide better grip and edsier carrying.
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Here is the all-new TV camera the
industry is talking about. The camera
the leading networks are planning to
use in their new Hollywood studios!
The camera which will be used in
most of the new stations this year—
and next!

Leading network engineers (after

Wﬁinch viewfinder picture

tube produces larger,
brighter, and sharper pictures to help
the cameraman,

W plug-in, high-stability
video amplifier — with fre-
quency response uniform to 8.5 Mc.!
Wﬁxed-posiﬁon alignment,
coil for the Image Orthi-

con, Electrical control of coil eliminates
all mechanical adjustments!

" RCA TV CAMERA

careful tests) have proclaimed the
TK-11A the finest camera ever pro-
duced, easiest in the world to handle,
and the simplest one to get at.

The TK-11A has all the proven
performance of the world-renowned
RCA TK-10—plus these new fea-

tures:

Mflw plug-in blower for cool-

ing the deflection coil and
the Image Orthicon!

Mé.l/ electronic-protection sys-
tem guards your Image
Orthicon against deflection failure, or
loss of driving signals.

W”overscan“ control takes
burden off Image Orthicon

during warm-ups and rehearsals; new
vertical reverse switch for film pick-ups.

For complete information on the TK-11A,
' ~ call your RCA Broadcast Sales Representative.

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT

CAMDEN.N.J.



www.americanradiohistory.com

DUMONT

now on

We will continue to present the finest enter-
tainment from all four networks plus out-
standing productions by local sponsors.

And for the 200,000-0dd defense workers
and others who finish work around midnight
we have the “SWING SHIFT THEATRE” a
midnight-to-morn show which has evoked
widespread approval.

PITTSBURGH'S FIRST TELEVISION STATION

DUMONT
CHANNEL 2
NOTE: AS SOON AS TRANSMITTER AL-
TERATIONS ARE COMPLETED, EARLY IN
1953, WDTV WILL HAVE SIX TIMES

MORE POWER MAKING A GREAT TY
STATION GREATER.

HAROLD C. LUND, General Manager CHAMBER OF COMMERCE BLDG. -~ PITTSBURGH

www americanradiohistorv com
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AUDIENCE STUDY

ANALYSIS OF SIX CITY SUNDAY VIEWING HABITS
SHOWS WIDE VARIATION IN LEVEL OF SET USE

By Frank Mayans, Jr. and Norman Young

LOOKING at Sunday sets-in-use
patterns in six cities, TELE-
VISION Magazine continues its
series of audience studies. This
report indicates that the level of
sets-in-use varies greatly from
city to city, but variations in the
hour by hour pattern are not so
great.

Sets-in-use follows the same
line in all six cities—slow morn-
ing, gradual pick-up during the
day, peak in the evening, rapid
decline in late evening hours.

The biggest difference in local
habits shows up after 10:00 pm.
Los Angeles and Dallas-Ft. Worth
viewing falls off sharply after that
hour, much more than viewing in
New York, Philadelphia, Chicago
and Toledo.

This suggests that while at 11: 00
pm in New York has always been
considered a good time for a news
roundup, in the southwest or wesi
a 10:00 slot is obviously better.

AVERAGE NUMBER OF SETS IN USE
12:00 P.M. to 4:00 P.M.

Chicago ... 27.5%
Toledo ... 20.7
Dallas-Ft. Worth . 20.0
Philadelphia ... 17.9
Los Angeles .. .. 116
New York ... ... 144

Sets-in-use is higher in Chicago
than in any of the other five cities
before 5:00 pm starting off at
10:00 am with a 6.5. Los Angeles
at that hour has a 3.9; New York,
44. The windy city stays far
above the others at most points,
hitting 36.5 at 2: 00 pm, compared
to 29.7 in Toledo or 20.8 in Phila-
delphia,

New York, on the other hand,
follows the general hourly pattern,
but stays well below the sets-in-
use figures of the other cities.

All six markets show a dip in
viewing some time in the after-
noon, usually at 3:00 pm. There is
a sharp increase in viewing be-
tween noon and 1:00 pm in every
city but New York, which really
gets going at 5:00 pm, and Phila-
delphia, which perks up at 2:00
and again at 4:00.
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SETS IN USE 9 P.M.- 12 AM. — VIDEODEX, MARCH 1952
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SUNDAY PEAK VIEWING
Number of Peak % Sets Highest
Stotions in use Time*  Rated Show
New York 7 54.2 8 Comedy Hour
Philadelphia 3 514 8 Comedy Hour
Chicago 4 51.8 7 Comedy Hour
Toledo 1 62.0 8 Toast of the
Town
Dallas-Ft. Worth 3 56.7 9 Red Skelton
Los Angeles 7 59.5 7 Red Skelton

# Time is standard time in use in each city.
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NEW MARKET OPENINGS—Continued
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KDUB-TV

W. D. ROGERS

WHUM-TV

HUMBOLDT GREIG

WROV-TV

FRANK KOEHLER

WSBT-TV

R. H SWINTZ

WWLP

ALLAN TINDAL

WSBA-TV

WALTER ).
ROTHENSEIS

Lubbock, Texas—KDUB-TV—VHF, Channel 13.
CBS, Dumont, Rep: Avery-Knodel.

Owned by Texas Telecasting. President and General Manager is W. D.
Rogers, formerly one of the owners of KEYL in San Antonio. Circulation
claimed at 7,000 on November 13 opening.

Standard Metropolitan County Area accounts for $150,465,000 and
31,500 families.

Mobile, Ala—WKAB-TV-—UHF, Channel 48.
No web affiliation yet. Rep: Forjoe.

Owned by Pursley Broadcasting Service. General Manager is Robert
H. Moore. Station expects 25,000 circulation by Xmas opening.

Standard Metropolitan County Area accounts for $188,608,000 in retail
sales and 67,500 families.

Peoria, IIl.—WEEK-TV—UHF, Channel 43.
NBC. Rep: Headley-Reed.
Owned by West Central Broadcasting. Fred C. Mueller is the General
Manager. Station expects 17,000 UHF circulaticn by January 1 opening.
Coverage area yields $260,455,000 in retail sales and 77,600 families.

Reading, Pa.—WHUM-TV-—UHF, Channel 61.
CBS, H-R reps.

Humboldt Greig is the owner and General Manager. Station antic-
ipates 100,000 circulation by December 15 target. ‘First of higher power
UHF stations on air”.

WHUM-TV claims its area covers $2,565,000,000 in retail sales, 760,000
families and a total population of 2,675,100.

Roanoke, Va. Standard Metropolitan County Area includes $154,760,000 in
retail sales, 38,100 families.

WROV-TV—UHF, Channel 27.
ABC, Dumont, Rep: Burn-Smith.

Owned by Radio Roancke. General Manager is Frank Koehler, Station
will use same RCA equipment as Portland’s KPTV. It expects to cover a
minimum 30 mile radius with its 1 kw transmitter.

WSLS-TV-—VHF, Channel 10,
NBC, CBS. Rep: Avery-Knodel.

Owned by Shenandoah Life Stations Inc. James A. Moore is the Gen-
eral Manager. Station begins interconnected via microwave to webs.
Expects 45,000 receivers and claims 314,000 families reside in its coverage
area.

South Bend, Ind.—WSBT-TV-—UHF, Channel 34.
CBS. Rep: Raymer.

The South Bend Tribune is the owner. General Manager is R. H. Swintz.
Expect over 45,000 circulation by late December target.

Standard Metropolitan County Area is responsible for $265,640,000 in
retail sales and 62,100 families.

Spokane, Wash.—KXLY-TV—VHF, Channel 4.
CBS. Reps: Pacific N. W. Broadcasters and Walker.

Symons Broadcasting and Bing Crosby own most of station’s stock.
Ed Craney is the General Manager. Station claims service will reach a
population of 500,000. Will use kine and film until microwave arrives in
the fall.

Standard Metropolitan County Area yields $243,853,000 in retail sales
and includes 72,500 families.

Springfield, Mass.—WWLP—UHF, Channel 61,
NBC. Rep: Hollingberry,

WWLP Inc. is station owner. General Manager is Allan Tindal. All
GE equipped, its transmitter will use 12 kws—same as WHUM-TV in-
stalled.

Station will cover an area responsible for $476,986,000 in retail sales
and 131,100 families.

York, Pa—WSBA-TV—UHF, Channel 43.
ABC (NBC, CBS). Rep: Radio Reps.

WSBA Inc. is affiliated with The York Dispatch. General Manager is
Walter J. Rothenseis. Expects 20,000 circulattion by opening.

Station claims coverage area represents $791,000,000 in retail sales and
225,000 families.

Television Magazine o December 1952
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COMMUNITY TV

FRINGE AREA CABLE SYSTEM
GETS BONUS CIRCULATION FOR
ADVERTISERS AND STATIONS

ITH almost 200 community
television systems in opera-
tion or wunder construction, the
business of piping TV service via
privately owned cables into re-
gions not covered by commercial
TV is snowballing into a boom.
Latest reports indicate a total
circulation of 75,000 to 100,000,
with an average of 7,500 homes
being added each month.

To the advertiser, the com-
munity system offers a bonus
audience, homes which could

otherwise not be reached through
TV. To the regularly licensed sta-
tions, the system means increased
coverage at no additional cost,
Where the station itself might
undertake such an operation, com-
munity TV develops a source of
extra profit.

And the community TV systems
are profitable. While some “CT”
setups have been going for three or
more years, there has recently
been a rash of new operations.
Many CTs are in areas that will
soon get regular service (Wilkes-
Barre, Harrisburg, etc.). In these
cases the operators figure on writ-
ing off their investment before the
stations get on the air and count
on a profit from receiver sales.

The operators are a diverse
group, but many of them are in
the appliance or electrical con-
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Community TV antenna brings programming from Huntington, W. Virginia to Hazard, Kentucky

tracting business; some are pros-
pective TV station operators. These
groups have an obvious advantage
in selling TV receivers early.

A post-freeze survey was made
by the National Community Tele-
vision Association, Inc.,, whose
members run some fifty CT sys-
tems. According to its president,
Martin F. Malarkey, Jr., “Even
after all channels allocated by the
FCC are in operation, figuring on
maximum antenna heights and
maximum power Increases, there
will still be several hundred com-
munities without their own tele-
vision service.”

About possible competition from
regular TV stations which might
run satellite operations inte CT
territory or increase power or an-
tenna heights so that CT sub-
scribers could get direct service,
Mr. Malarkey said, “There would
be no reason for a TV station to
start satellite operations or put up
a new antenna to reach an area it
was already covering by commun-
ity TV systems, at no cost.”

Whether it's on a stop-gap or
long term basis, community TV
can meet the consumer demand at
a profit. Costs vary with popula-
tion, distance from master receiv-
ing tower, type of equipment and
local terrain, but the Association
estimates that a first rate system

www americanradiohistorv com

can be established for $50,000.

Revenue comes from home in-
stallation charges which average
$135 and service-maintenance
charges running around $3.75
monthly. Consumers buy their
own sets, which to the many ap-
pliance dealers who are operators
is the prime source of profit.

The CT operators do not pay for
the signals they re-transmit, the
stations being happy to get the
extra circulation. In most cases,
the CT systems receive the signais
of two or three stations.

“The majority of the CTs report
that profits are expected during
the second, and in some cases not
until the third, year of operation”,
Mr. Malarkey said. Assuming an
initial investment of $50,000 the
operator can recoup his costs with
a circulation of 500 homes.

Typicat circulation estimates:
Laconia, N. H., 500-600; New
Phitadelphia, Ohio, 800-900: Wil-
liamsport, Pa., 500-600; Schuylkill
Haven, Pa., 500-600: Wilkes-Barre,
Pa., 1500-1800; Pottsville, Pa., 2,-
200.

The signals are piped into the
community via coaxial cable and
amplified periodically. Usually the
signal distribution line is tapped
and messenger lines run to sub-
scribing  homes, like telephone

{Continued on page 34)
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Sullivan, Stauffer, Colwell & Bayles. Ine.

437 FIFTH AVENUE ' NEW YORK IO

Mr. Jerome R. Reeves
WBNS-TV

495 Olentangy River Road
Columbus, Ohio

Dear Tad:

Afraid 1 have walted much too long in writlng to tell
you what an excellent job your station 4¢id on the [ilm
spots for the Beeman's Pepsin commercial production
projecl. So now I would like to register a mosi Sincero
thanks to you, your Film Department and other members of
your staff who participated in this project, for your
splendlid cooperation.

We all felt the finished results were most satlsfactory,
and have Just gotten approval to extend this spot cam=-
paign in Columbus through June JO.

You may be interested to know that Beeman's Pepsln sales
for the Columbus area during the month of April showed
the improvement hoped for. Sinee TV 15 the "plus® adverw
tising belng done on this brand in your market, this
seems to indicate that our spot campaign out there has
produced results.

Again, my sincere thanks for a job well dope.

Best regards,

B (ot oram

G. Willlam Anderson, Jr,/fdg

you can see the
difference on WBNS-TV = e

Film commercials for
the successful Bee-
man’s Pepsin spot

- campaign were pro-
duced in WBNS-TV's
own 16 mm, labora-

COLUMBUS, OHIO fory, ;"::E‘"‘* Inchoge
CHANNEL 10 tive of WONS-TV:s sl
inclusive services

CBS-TV NETWORK @  AMfiliated with Columbus Dispatch and available to local,
WEBNS-AM @ General Sales Office: 33 North High $treer regional and national

REPRESENTED BY BLAIR TV adverlisers.
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COMMUNITY TV
(Continued from page 33)

lines. Local utilities rent use of
their wire-carrying poles for $1.50
per pole, per year.

So far, all of the CT systems
have relied completely on closed
circuit transmission of the signals
of the originating stations in near-
by cities. A new slant is being
tried in Huron, S. D., where all
programming will be originated
via closed circuit without any pick
up from existing stations.

A group headed by Berger Ind-
seth, local GE dealer, has set up a
cable system and installed $18,-
000 worth of camera and projec-
tion equipment. They plan to re-
mote local events, use syndicated
film and get donations of kine-
scopes from network sponsors,
carrying the commercials free. If
Texaco Star Theatre, for instance,
is carried, they hope to sell local
Texaco dealers adjacent spots.
Paid advertising on these systems
is an innovation In itself.

With a $75 per family installa-
tion fee and the $3.50 monthly
service charge, the Huron system
can break even with its target cir-
culation of 1,400. Sale of receivers
will be the major objective and
source of profit.

A significant and powerful en-
trant into CT is Telemeter, 50 per
cent owned by Paramount Pic-
tures. Initially it planned to use
Palm Springs, California as a
springbeard for a test introduction
of pay-as-you-see TV.

Because the pull of competing
free programs was needed to give
a real test of the subscription sys-
tem, the company is going all out
with CT. Cost for setting up the
Palm Springs system will be about
$100,000. In addition to this, the
company will manufacture and
sell CT equipment.

The Palm Springs CT will bring
in all of Los Angeles’ seven chan-
nels plus the Telemeter channel.
The operator of a local 600-seat
movie theatre is tieing in with the
experiment which will start in
February. Telemeter will carry the
same feature picture being shown
at the movie theatre.

To date the CTs have had the
advantage of being able to operate
without federal authorization.
“The FCC could bring us in under
its wing,” Mr. Malarkey said, ‘“but
most of us are already operating
on a quasi-public-service basis, as
utilities. All they can do is ask us
to give an accounting of our opera-
tion and tell us to go ahead.”

Television Magazine o December 1952
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% PROGRAM VIEWERS
BUYING BRAND

BRAND PROGRAM SPONSORED

Ballantine  Foreign Intrigue 15%
Blatz Amos ‘n Andy 1.6
Krueger Powerhouse 1.4
Miiler Pro Footbali 6
Pabst Blue Ribbon Bouts 9
Piel Dangerous Assignment 6
Rheingold The Unexpected 22
Schaefer Schaefer Theatre 19
Schlitz Playhouse of Stars 7

CONTINUING BRAND SURVEY

BEER BUYING IN TV HOMES SUBJECT OF 500 PERSONAL INTERVIEWS

HIS month’s Continuing Brand

Survey reports on beer pur-
chasing, based on 500 interviews
conducted in New York television
homes for TELEVISION Magazine by
The Pulse, Inc.

Interviewees were asked if they
had bought beer in the previous
two weeks, and, if so, which brands
they had purchased. They were
also asked about viewing habits
on nine specific TV programs
sponsored by breweries.

RHEINGOLD SCORES

Responses showed that for every
brand sponsoring a TV program,
there is a higher percentage of
buyers among those who had
viewed the program than among
those who had not.

This percentage spread was
greatest for Pabst and Miller,
while Rheingold scored the largest
percent of purchasers among
viewers.

PABST 4%z TO 1

Nine per cent of those who had
seen Blue Ribbon Bouts pur-
chased Pabst, while only two per
cent of non-viewers bought that
brand, a ratio of 4% to 1. For
Miller, six per cent of those who
viewed Pro Football bought the
sponsoring brand, against two per
cent of those who had not—a 3 to
1 ratio.
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Purchases of beer for home use
were made by 278 families, each
buying an average of 1.4 brands.
No beer purchases had been made
by 222 families.

SPORTS BEST BUY

Sports shows did a better job of
reaching a beer-buying audience
than did mystery or dramatic
shows. Powerhouse, a sports news
program on for Krueger Brewing,
leads with an audience of which
70 per cent buys beer for home use.

At the other end of the scale,
52.5 per cent of the Schaefer
Theater audience purchases beer
for the home. This is below the
55.6 percentage of beer buyers in
the panel as a whole.

Interestingly, Schaefer, which
had the lowest percentage of beer
consumers in its Schaefer Theatre
audience, scored second highest on
the percentage of its viewers who
bought the brand, a 2 to 1 ratio.

Krueger, on the other hand, got
the highest proportion of beer
drinkers in its audience, but had
the lowest proportion of viewing
buyers to non-viewing buyers.

On brand purchases reported,
Schaefer and Rheingold are tied
for first place, each being bought
by 15.8 per cent of the panel
Ballantine is next; it was bought
by 13.4 per cent of the panel.

www americanradiohistorv com

% NON-VIEWERS
BUYING BRAND

12%
65

1.1
2

BEER PURCHASES BY VIEWERS
OF PROGRAM

Pro Footbell
Schaefer Theater

No. of

% Who
Purchased

Viewers Any Beer

Dangerous Assignment

Unexpected

Blue Ribbon Bouts
Amos ‘'n Andy
Foreign Intrigue
Playhouse of Stars
Powerhouse

143
118
149
175
247
193
208
259

70

68.5
52.5
60.4
54.9
60.7
59.5
587
55.6
70.0

BRANDS PURCHASED — 500 HOMES

Schaefer
Rheingold
Ballantine
Ruppert
Pabst
Schlitz
Budweiser
Piel's
Miller
Krueger
Biatz

R & H Crown
Misc.

No. of

Purchasers

79
79
67

29°

29
28
22
20
16

% of
Homes

15.8
15.8
134
58
5.8
54
4.4
4.0
3.2
1.2
1.0
6
3.2
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The symptoms are common. You are
putting together a TV spot schedule.
You're eager for facts, then baffled and,
in the end, mentally myopic. ..

vou have Tv spots before your eyes.

That’s where our Mr, H. comes in.
As a TV spot specialist. he is prepared
for your most delicate operation.

And as an extra-specialist. he offers yon

more than anyone else.

pecialist

He’s the best-traveled aceount man
in his seven top television markets. ..
with the most first-hand facts and the
best perspective on these markets

vou’ll find anywhere.

He works side-by-side with Tv spot’s
finest research staff. It it’s thorough.
case-hardened research you are looking

for, they are the consultants for you.

And our Mr. H. has the surest hand
with local live talent in the husiness.
He will zuarantee the product vou sell

its warmest welcome ever,

Next time you're planning TV spot,
let"s talk about your operation. Mr. H.

will be mast happy to take the ease.

CBS TELEVISION SPOT SALES

B preseating WORR UV N Yorks WEARTV, Philadelpinia:
WTOFTY L Wosdington: WHTY L Clan bt s OAFMCTS . Birmingham ;
KSETV L Salt Tache Gty s and KNXT, Do Angeles,

WM L Haltshonser of Wemphis,
Mr. Rabert B, Haoug of New York
then again, wir Mesirs, A through 2

ericanradiohistorv com =
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YOUR POSITIVE ANSWER

Perfect
Precision
Prints

MECHANICAL MEMORY..,
AUTOMATIC CONTROL
... NO NOTCHING-

Each individual film has its own
Printing Control Strip, which de-
lermines printing exposures, filter
changes (for color) and effects,and
stores up this knowledge for trans-
fer to the printing machine itself.
This Control Sirip permits exact
duplication at any time.

YOUR ASSURANCE OF
BETTER 16~ PRINTS

15 Years Research and Spe-
cialization in every phase of
16mm processing, visual and
aural. So organized and equip-
ped that all Precision jobs are
of the highest quality.

Individual Attention is given
cach film, each reel, each scene,
each frame — through every
phase of the complex husiness of
processing — assuring you of the
very hest results.

Our Advanced Methods and
our eonstant checking and adop-
tion of up-to-the-minute tech-
niques, plus new engineering
prin¢iples and special machinery

Precision Film Laboratories — a di-
vision of L A Maurer, Inc., has 14
years of specialization in the 1nm
Jield, consistenify meets the latest de-
mands for higher quality and specd.

enabhle us to offer service un.
equalled anywhere!

Newest Facilities in the 16mm
field are available to customers
of Precision, including the most
modern applications of elee-
tronics, chemistry, physics, optics,
sensitometry and densitometry—
including exclusive Maurer-
designed equipment—your guar-
antee that only the best 1s yours
at Precision!

PRECISION

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

JU 2.3970
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HOW ADVERTISERS BUY
FILM SHOWS
{Continued from page 18)

ADVERTISER OWNS THE
PACKAGE

Cavalcade of America and Death
Valley Days were originally radio
packages owned by DuPont and
Pacific Borax, respectively. Al-
though both own all rights to their
shows, neither is expecting to sell
residuals. Duffy-Mott, which owns
its Charles Laughton package, has
no immediate plan for second run
sales, but might put concurrent
rights for some unwanted markets
on the block.

The now classic Proctor and
Gamble formula has been untried
by other advertisers. P & G is the
sole owner of its Fireside Theatre,
and through a subsidiary (Frank
Wisbar), the producer of the films.
Future distribution rights on last
year’s series have been sold to Ziv
for a reported $7,500 per picture,
plus 45 per cent of gross profits.

Theoretically, P & G can come
out with money in its pocket, but
most other advertisers shy away
from producing their own film
shows.

Mennen owns its Ch Baby pack-
age but feels that the subject mat-
ter is so clearly tied to its own in-
fant products that it wouldn’t want
the film associated, even for subse-
quent runs, with any other adver-
tiser.

ALTERNATION AND REPEATS

Among the cost-cutting plans
now current are arrangements for
spreading the dollar by repeats,
alternate sponsorship, and every-
other-week telecasts. Pacific Borax
and Canada Dry are using the last-
mentioned method. Ozzie and Har-
riet and Burns and Allen each have
two rotating bankrollers.

General Foods’ Our Miss Brooks
and Canada Dry’s Terry have re-
peats scheduled for the first year
of the program. Amos 'n’ Andy was
originally scheduled for repeats by
Blatz, but after dealer and viewer
complaints, they were abandoned.

Conversely General Mills has
found it reaches new and larger
audiences when it runs its Lone
Ranger films for a second time. The
cereal products firm went through
78 weeks of Ranger and then re-
peated the entire series.

It is just starting on 52 new pro-
ductions and plans to rerun them
each next year. Set-up for the same
company’s Stu Erwin films puts in
a repeat after two shows which
have never run before,

Television Magazine e« December 1952
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MALE VIEWERS

CONTINUOUS COST STUDY

Gillette’s Cavalcade of Sports

CAN an advertiser trying to

reach only cne segment of the
public pick a television program
that will hit his target without too
much “waste circulation”?

This month TELEVISION Maga-
zine analyzed five programs sSpon-
sored by advertisers of products
bought and used almost exclu-
sively by men. Since pipe tobacco,
shaving cream, razors, and razor
blades are goods having little or
no appeal for women, sponsors of
these programs are obviously in-
terested in getting a high percent-
age of male viewers at a satis-
factorily low c¢-p-m.

The programs studied fell into
two categories: sports and mys-
teries. Of the five shows surveyed,
the sports shows scored better
than mysteries, coming up with
lower costs per thousand male
viewers,

and male viewers, $3.82 and $3.95
respectively.

Less difference between the two
types of shows is indicated in the
cost per thousand viewers (total
of men, women, and children).
Martin Kane came out with a cost
per thousand viewers of $5.33, but
The Plainclothesman crept under
Cavalcade with $2.90. The 15-
minute program, Greatest Fights,
hits bottom with $2.06, with
General Cigar’s Sports Spot only
3¢ behind.

These cost per thousand figures
indicate that the sports shows are
hitting the male segment of the
household at a c-p-m which is
most satisfactory.

Surprising is the number of ad-
vertisers who are more interested
in ratings than whom they are
reaching. Not so W. L. Rubin, Ad-
vertising Manager, General Cigar

near the sports section. We do feel
that sports shows are the best way
to advertise our product, and we
are certainly satisfied with what
Sports Spot has accomplished
sales-wise.”

U. S. Tobacco, aware of Martin
Kane’s large female following, has
capitalized on it by pitching ciga-
rettes as well as pipe tobacco. Said
John L. Nanovic, account execu-
tive, Kudner Agency: "“We added
Encore and Sano cigarettes two
years ago, giving three plugs for
the cigarettes to every one for
0Old Briar.”

Though cost per thousand figures
are an important measurement,
the impact of a medium is more
significant in the final analysis.
Explaining U. S. Tobacco’s con-
tinued sponsorship of the rela-
tively high cost per thousand
Martin Kane, Mr. Nanovic said:

The two 15-minute sports shows, Company, who told TELEVISION “We feel it is that ‘natur_al’ com-
Greatest Fights and Sports Spot, Magazine: “Even in newspapers  mercial which helped build sales
register the lowest cost per thous- we have requested space in or terrifically in the past four years.”

PER BROADCAST
8 | eronuCiS oms womrs  cost/u corem  w Coay

Pf;‘?ﬁ'gﬂkmﬁ’tggggionq Tll’(l)grs (estimate;) RATING REACHED HOMléS VIEWERS VIEWERS MEN VIEWERS
CAVALCADE OF SPORTS
Gillette $10,000 $26,190 27.8 4,745,000 $7.63 10,913,500 $3.22 54.5 $6.22
10-10:30 pm, F
Maxen 51 (NBC) B -
MARTIN KANE
U. 5. Tobacco $16,000 $30,225 20.3 3,940,000 $11.73 8,668,000 $533 40 $13.33
10-10:30 pm, Th
Kudner 64 (NBC) : B _ B
THE PLAINCLOTHESMAN
Larus & Brother $7,000 $14,371 19.6 2,630,000 $8.13 7,364,000 $2.90 42 $6.91
9:30-10 pm, Sun.

Warwick & Legler 23 (DuM) - . B B 3
GREATEST FIGHTS
Chesebrough $4,000 $11,660 25.5 3,300,000 $4.75 7,590,000 $2.06 54 $3.82
10:30-10:45 pm, F
Cayton 28 (NBC) o B B
PORTS SPOT
SGe(::rol éigcc):r $3,500 $10,530 27 3,050,000 $4.60 6,710,000 $2.09 53 $3.95
10:45-11 pm, W
Young & Rubicom 26 (CBS)
Production costs, TELEVISION Magazine. Time costs. September PIB. Ratings and andience composition, October American Research Bureau
(ARB). :
39
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t RISKS & RIGHTST

THE ANTITRUST STATUTE AND TV STATIONS

By Samuel Spring

Spring & Eastman, Attorneys

HE Sherman Antitrust Act is
well known to TV stations,
particularly for the limitations it
imposes upon station operators.
But it also protects TV operators.
An interesting illustration of
this is found in a recent decision
of the Supreme Court of the
United States (U. S. vs. Lorain
Journal Co., 342 U. S. 143). In
1948 the radio station WEOL
started operating in and around
Lorain, Ohio. The Lorain Journal,
a daily long established in the
area, with only a Sunday news-
paper as competitor, did not like
radio as a direct competitor.

The Journal, as the court found,
enjoyed a monopoly in the dis-
semination of news in the area and
thus controlled a medium of ad-
vertising the local merchants
couldn’t do without, so the pub-
lisher of the Journal set out to
prevent its advertisers from broad-

casting over WEQL. The cutting
off of the local income to WEOL
would be disastrous, for the Su-
preme Court found that only 16%
of the station’s income came from
advertisers located outside the
immediate area.

The court’s summary of what
the local paper attempted to do is
precise:
“ ., .. the opublisher monitored
WEOL programs to determine the
identity of the Station’s local
Lorain advertisers, Those using
the Station’s facilities had their
contracts with the publisher ter-
minated and were able to renew
them only after ceasing to adver-
tise with WEOL. The program
was effective. Numerous Lorain
County merchants testified that, as
a result of the publisher’s policy,
they either ceased or abandoned
their plans to advertise over
WEOL.”

A  sweeping injunction was
granted by the Court against such
conduct by the newspaper to bar
advertisers from using station
WEOL.: The Court found that the
newspaper could not use such
methods to restrain the competi-
tion of WEOL. Similar suits have
now been started by other stations,
in reliance upon the ruling estab-
lished by the Supreme Court of
the United States.

TV stations as a result of this in-
terpretation of the Sherman Anti-
trust Statute, if they are alert,
need not fear fair methods of
competition for advertisers from
other media engaged in the dis-
semination of ideas or in the sale
of advertising facilities within the
area.

TV stations, though newcomers
in an area, find themselves able to
compete on a fair equality with
older established media. This
seems fair enough; but to those
enjoying an entrenched position,
due to years of hard work in the
field, the decision might seem
drastic. But since the decision is
that of our highest court, dis-
agreement or evasion thereof will
be perilous to those who compete
with TV.

M». Spring is the author of Risks and
Rights in Publication and Television.

COLGATE -

DaaLp D. Maotgn
Bt laow Banay Masaann

PALMOLIVE : PEXT COMPANY
0L CARRW TOWER
CINGINNATI L ORIO

Octover 15, 1952

SUCCESY!

OVER WSAZ-TELEVISION "THE
WORLD'S MOST POWERFUL"

Dear Hr, Rogarsi

It cartainly was a pleasure Lo be able to participate

in the Huntington Big Payoff. Tha promotion, without

a doubt, was Lhe most successful that we have ever had
a chance to partlcipate in, anytlms or anywhere,

The complele Hrochure has bean reviswed by our people

in this office and we have smnt it on to our Home Office
Management in Jarsey City for their observation. Our
Home Office has bean kept up todate concerning all the

A WELL-USED WORD . . . but COLGATE-
PALMOLIVE-PEET CO. Believes WSAZ-

- vy developments of thls pronotlon, but when they see ths
Television Came Through Magnificently . . . f:“m":f:;_:: ;::;;;‘:tmngg:‘airg_;ﬁ,f. sgroe wltn us in
Reod Their S'Ol’y ond Flnd The FOCtS . f;::t::,tcn that we hsve evsr had on any of our television

We trust that the promotion waa as sucoessful e you hoped
1t would be. Wo most sinosrsly thank you and all of your
paopls for putting together such an outetanding promotion.

COVERAGE AREA:

e 103 Counties—in W. Va.,
Ohio, Kentucky and Virginia

e Over 3,000,000 Papulation

o 1,828,557,000 Retail Sales

e 2,873,118,000 Ettective Buying Power
e 84,000 WATTS

We are sure that WSAZ-TV hae created an indelible impression
upon the minds of the paople who partioipated in the many
fine prisss,

Kindest porascnal regarde,

V¥ory truly yours,

G

Mr. L. H, Rogers
WIAZ-TV
lluntington, W, Va,

WSAZ-TV
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PREMIUM pushed powdered mitk on ”Aunt Fran”

BECAUSE many dairy products
can be demonstrated in actual
use, television has been an ideal
medium for their advertising.
These recommendations on the
best ways to present milk, butter
and cheese on TV have been
worked out from the experiences
of Pickerington Creamery, Bea-
trice Foods and Borden's on
WBNS3-TV, Columbus.

1) REACH HOUSEWIVES
THROUGH CHILDREN

To promote sales of its May-
flower powdered chocolate milk
and to increase its distribution,
Pickerington Creamery  began
running one announcement a week
on WBNS-TV. Rather than going

on a homemaker’s show, the
creamery chose Aunt Fran, a
children’s program. It found that
interesting youngsters In ‘“the

chocolate milk Aunt Fran makes”

attracted their parents as cus-
tomers.
The commercial starts with

Aunt Fran and the eight children
who are her guests that day sing-
ing the Mayflower jingle. Aunt
Fran serves each child a glass of
milk and they are all seen down-
ing it, illustrating to mothers that
kids enjoy the drink.

To save time, the milk is made
up in advance but a container of
water and box of powdered milk
are used to tell how it was made.
Copy points up economy, nutrition.

John W. Corbett, Jr.,, account
exec on Pickerington at the Harry
M. Miller agency said, "“The reac-
tion from the trade has been
highly satisfactory. We have
gained distribution in many new
outlets and repeat orders for the
product are good.”

2) USE PREMIUMS TO
FORCE NEW SALES

During its first two weeks on
Aunt Fran, Pickerington ended
the commercial with a teaser ref-

Television Magazine o December 1952

erence to a ‘‘nice big surprise’.
During the third week (by then
the creamery had added another
spot to the weekly schedule) Aunt
Fran introduced a premium offer
—a fingertip puppet theatre with
six animal characters.

This self-liquidating offer called
for a boxtop from the five quart
package, selling for 45¢ and a
quarter. After eight spots, the re-
sponse was over 1,000. “The re-
sults,” said Mr. Corbett, “are far
above average.”

3) USE A PROGRAM WITH
A STRONG SELLING
PERSONALITY

Fern Sharp has become well es-
tablished as a radio and television
personality in Columbus. Her
show, Sharp Comments is not a
cooking program. She does no
demonstrations. Speaking from a
desk, she discusses women’s ac-
tivities in Columbus, accenting
“social interest” items.

The Borden Company has used
Sharp Comments to plug its butter,
milk and cheeses. A model of Elsie
the Borden cow is visible on a

corner of her desk, as are the
products featured in the com-
mercial.

News items frequently serve to
lead into the commercial. Some-
times Fern Sharp pauses between
items to say ‘I see Elsie here
wants me to tell you something.”

In all cases, the commercials are
given a personal, informal send-
off.

4) INTEGRATE THE
COMMERCIALS WITH
THE PROGRAM

Beatrice Foods, one of the largest
suppliers of butter in the central
Ohio region, found that it could
use Jean’s Kitchen Fair to sell
both butter and margarine, using
integrated commercials.

On days when butter was the
featured product, Jean Phair builds

www americanradiohistorv com

HOW TO
ADVERTISE A
DAIRY ON TV

her program around recipes that
call for butter. In preparing the
dishes, she talks about the flavor
of Beatrice's butter. If the dish is
fried chicken, she highlights its
advantages in frying foods.

On margarine days the same
technique is used to stress the nu-
tritive value of the product.

By using the program guests in
action to bridge into the com-
mercial, the children drinking
Mayflower chocolate milk achieve
the same objective on Aunt Fran.

5) HOMEMAKING SHOWS
CAN INCREASE SALES BY
TEACHING NEW PRODUCT
USES

To promote its powdered white
milk, a product with less direct
appeal for children than the choco-
late drink, Pickerington took spots
on Jean's Kitchen Fair. For each
commercial, Jean Phair uses the
powdered milk in a different
recipe. The accent is put on new
ways of using powdered milk,
rather than its advantages over
whole milk.

6) LOOK FOR SPECIAL
TOPICAL ANGLES

The month before Easter, Bor-
den’s campaign focused on its cot-
tage cheese. Fern Sharp built her
commercial around the idea of
using discarded cheese cartons as
Easter baskets, showing how easily
it could be done.

George Leslein, local sales man-
ager of Borden's Ohio branch, said,
“We thought it was one of the best
specialty advertising acts Borden
has ever sponsored, and the sales
results were much better than we
had expected.

“The promotion was so good that
we're already making plans to re-
peat the offer next Easter. 300,000
cartons of cottage cheese were
made up for the month’s campaign,
and the supply was exhausted at
the end of three weeks.”
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The CBS "Eye,” famihor symbol of CBS Tele-
vision, is brought to life in 4Y:-second system-
identificotion spots ond 20-second progrom-pro-
motion trailers—produced by Information Produc-
tions for CBS. An example of the versatility of
this new film organization.

A one-minute commercial for Standard Oil
Company (N. J.} on fueling the Queen Elizabeth,
world’s largest ship. Part of the informative
Standard Qil series telling the story of ail around
the world. Photographed on short notice, this
film indicates what Information Productions can
do cgainst o deadline.

The beauty ond varied uses of the new Servel
Wonderbar are depicted in five new twenty-
second spots. This portable refrigerette styled as
smart furniture is shown in various roems, in-
doors and outdoors.

A novel approach as well as a tie-in with
Coca-Colo aids the local dealer.

The animoted charocter, “Budget Brill” and

food economy by showing delicious mouth water-
ing dishes.

Excellent kitchen set photegraphy ond fine
product renderings.

e i A il e Bl & L

DIRECTORY OF PRODUCERS
AND THEIR WORK

SPONSOR
CBS Television

PRODUCED BY
INFORMATION PRODUCTIONS, INC.

5 EAST 57TH STREET, NEW YORK 22, N. Y.
ELdorado 5-1722

SPONSOR
Standard Oil Company (N.J.)

AGENCY
Marschalk & Pratt Company, Inc.

PRODUCED BY

INFORMATION PRODUCTIONS, INC,

5 EAST 57TH STREET, NEW YORK 22, N. Y.
ELdorado 5-1722

ADVERTISER
Servel, Inc.

AGENCY
Hicks & Greist, Inc.
PRODUCED BY

LUX-BRILL PRODUCTIONS, INC.

348 LIVINGSTON ST., BROOKLYN 17, N. Y.
ULster 8-5820

his blackthorn stick points the way to big food ADVERTISER .
savings with Brill's Budget Foods in three one H. C. Brill, Inc.
— minute and three twenty second combination
j .:u’", live action-animated spots. AGENCYT Kent & Co.. |
mc,,‘:e: In one of these, our young housewife out shop- rocy, Ren 0., Inc.
Ry LR ping, pauses ot a dump display of Brill's foods.
%_':‘1';; Lifting one can, she is suprised as Budget Brill PRODUCED BY
e leaps from the ccn and illustrates a lesson in LUX-BRILL PRODUCTIONS, INC.

348 LIVINGSTON ST., BROOKLYN 17, N. Y.
Ulster 8-5820

Effective combining of animation, live action ADVERTISER
and special optical effects, visualizes the econ- Waring Products Corp.
omy and “appetite-appeol” of the labor-saving
Woring Blendor in six one minute commercials. AGENCY

The inanimate Blendor is sparked to life by an
artist’s hand as it paints the lovable choracter
“Scotty’’. Scotty tells us of the Waring Blendor’s
economy and utility, while Anne Seaton unfolds
the many delightful dishes possible with Waring
Blendor.

A series well conceived by Hicks & Greist and
brought to life by Lux-Brill.

Hicks & Greist, Inc.

PRODUCED BY
LUX-BRILL PRODUCTIONS, INC.

348 LIVINGSTON ST., BROOKLYN 17, N. Y.
ULster 8-5820

For screenings and further information write the producers direct!
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e

A windswept rain starm . . . a workman falling
from a ladder . . . a man taking a tricky stap-
motion leap inta a pair of shoes . . . these and
many other effects were required by The Pru-
dential Insuronce Company af America to trans-
late dreams of security into concrete demands
for Prudential policies. National Screen Service
met these requirements with the master crafts-
manship and skilled technical know-how that
comes from over 30 years experience in serving
the motion picture industry. The result is o
tightly-knit TV commercial campaign that is
creating interest . . . and making sales.

The authority of @ “man’s man” . .. against a
setting that implies good taste, and selective
judgment ... wos utilized far o "straight-from-
the-shoulder” message on the outstanding quali-
ties of Narragansett Beer, in this recent TV
Film Commercial from Nationcl Screen Service.

Surprise is the keynote in a series of live-
action spots for Hostess Cup-cakes. A typical
example shows the joded rajah spurning gold
and jewels, but a-ah, when the Hostess Cup-
cakes uppear! . . . Fantasy merges into stop-
motion shots of the cakes, a point-of-sole suc-
cess story, and o home scene of happy eating.
Smooth blends of entertainment and persuasive
selling.

20-second commercials made for use on the
Jackie Gleason Show have a novel twist. While
a personable young man on the live show de-
scribes the advantages of Schick Electric Shaver,
flash-back shots of the same man in a variety of
settings show him shaving and illustrate the
points he is making. Pictures and messoge com-
bine to carry extra conviction.

A series of 60-second commercials for Gerber
Baby and Junior Foods are seen on the Kate
Smith Hour. They combine charming live-oction
shots of babies with stop motion and shelf dis-
plays of the products. Gerber's trodemark baby
and slogan, plus a logo formed from child’s
building blocks, climax a sales-winning message
with strong product identification. When used as
spots SARRA’S Vide-o-riginol prints give the
same clear reproduction as the master prints.

AN ADVERTISING

current Film commorecials DIRECTORY OF PRODUCERS

AND THEIR WCRK

ADVERTISER
The Prudential Insurance Company of
America

AGENCY
Calkins & Holden, Carlock, McClinton
G Smith

PRODUCED BY
NATIONAL SCREEN SERVICE

1600 BROADWAY, NEW YORK, N, Y.
Clrcle 6-5700

ADVERTISER
Narragansett Brewing Company

AGENCY
Cunninghom & Walsh, Inc.

PRODUCED BY

NATIONAL SCREEN SERVICE

1600 BROADWAY, NEW YORK, N. Y.
Clrcle 6-5700

ADVERTISER
Continental Baking Company, inc.

AGENCY
Ted Bates & Company

PRODUCED BY
SARRA, INC.

NEW YORK: 200 EAST 56TH STREET
CHICAGO: 16 EAST ONTARIO STREET

ADVERTISER
Schick, Inc.

AGENCY
Kudner Agency, Inc.

PRODUCED BY
SARRA, INC,

NEW YORK: 200 EAST 56TH STREET
CHICAGQ: 16 EAST ONTARIO STREET

ADVERTISER
Gerber Products Company

AGENCY
D‘Arcy Advertising Company

PRODUCED BY
SARRA, INC.

NEW YORK: 200 EAST 56TH STREET
CHICAGO: 16 EAST ONTARIO STREET

For screenings and further information write the producers direct!
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WHAT'S HAPPENING
TO DAYTIME
{Continned from page 17)

1f television were bought purely
on a cost per thousand basis,
nighttime would be a better buy.
Of course there are some daytime
shows which do deliver on a cost
per thousand comparable to night-
time. But these are few.

However, there are many prod-
ucts, bought almost exclusively by
women, where the appeal is di-
rected solely to the housewife. To
evaluate cost per impression fairly,
nighttime should be broken down
into cost per thousand women.
But then as previously pointed out

most advertisers use daytime be-
cause of the audience composition
——in the casc of a cooking show,
the chance to reach the housewife
when she i~ specifically interested
in what the advertiser has to say—
and the added impact from the
longer commercial time allowed
per broadcast period.

That the cost factor was one of
the chief blocks to the greater use
of daytime is evident by the in-
crease 1n sponsorship that came
with the announcement of the re-
cent frequency discount plans.

In a number of the major cities,
particularly New York and Los
Angeles, spot daytime last spring
was just not selling. One of the

MORE and MORE PEOPLE

i3 COLUMBUS DHIO

SP“ PE R

44

are tuning to channel 6...

rorigf PROGRAMS in cowmstis

Ngational Representative
Headley-Reed Ca.

. ENTERPRISE

New York Office—Holel Borclay —~Home Office—500 Securily Bidg., Toledo, Ohio
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first positive approaches to induce
more advertisers to get into day-
time was the WCBS-TV 12 plan.
The plan was arrived at after a
study of frequency, Aexibility and
a cost per thousand measure, based
on what audience could be reached
in daytime, how often they should
be reached for effective use and at
what rates. From the results of
this study WCBS-TV instituted its
45 per cent discount for non-Class
A time to purchasers of 12 or more
announcements a week.

This gave the advertiser the fre-
quency of Iimpression that he
needed for a real sales job. Twelve
spots a week well placed can hit
most of the daytime audience each
week at one time or another.

That the plan has worked is
proved by a before and after com-
parison. During the week of April
20th, 27 daytime advertisers were
using 56 announcements as com-
pared to the week of October 19th
when 46 were placing 267 spots or
participations on WCBS-TV,

WNBT in New York has also
issued a new rate card aimed at
making daytime more attractive. It
is based on the fact that one of
the cardinal principles of advertis-
ing is repetition and that daytime
TV’s main obligation is to create
sufficiently low cost per unit
packages to provide for the neces-
sary continuity of advertising.

So gratifying has been the ad-
vertiser response to the WCBS-TV
12 plan that many other TV mar-
kets are putting similar frequency
discount plans in practice.

THE AUDIENCE

As the charts indicate, the day-
time TV audience has grown con-
siderably. Circulation has jumped
40 per cent since Qctober 1951.
Furthermore, the percentage of
sets-in-use has increased an addi-
tional 23.2 per cent. Last year with
the exception of a few markets,
there was no programming before
nine o'clock. Now at 8:00 A.M,, on
Today an advertiser can reach,
nationally, 1,980,000 homes—and
in New York City alone, 131,670
homes.

In October 1951, total sets in
use in New York at 1: 00 P.M. was
265,200. This October, in the same
time period, there were 981,255
sets tuned on for an increase of
270 per cent. As the Nielsen graph
indicates, there is almost a steady
climb of sets-in-use, with a peak
at 4:00-5:00 P.M. when 3,549,000
homes have their TV sets on. The

{Continued on page 46)
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To reach and sell the women of
America, you should have these
advantages —Kate Smith’s exclu-
sive advantages:

1. A rating that’s still climbing.
Compare this October’s 12.2 to
last October’s 11.5%.

2. Reaches more homes than any
other daytime TV show*.

3. Twice the sales effectiveness,
per dollar spent, of the average TV

show. (NBC’s study,” TV Today.”)
4. No network competition.
5. Big 57-station live network.

6. A merchandising natural.
NBC’s Merchandising service will
help you capitalize at the point of

sale on Kate's famous name and

faithful following.

7. Demonstrated selling success
with these famous aclvertisers rep-
resented now: Procter & Gamble,
James lees, Nescafe, Doeskin,
Block Drug. Johnson and Johnson,
Pillsbury, Gerber. Penickand Ford,
Minute Maid, Simoniz, Knomark,

Glidden, Toni.

Add the inherent advantages of
television —action, product dewmn-
onstration, personal selling—and
you have the most assared adver-
tising buy you can make in the
lucrative wowmen’s market. A 15-
minute segment every week on the
full 63 station network costs only
$204.464, time and talent, for
3 weeks.
*Nielsen October (Average Audience)

NBC Television

a service of Radio Corporation of America

WwWWW americanradiaohistons, com
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ENGINEERING DIRECTORY

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

PAUL GODLEY CO.
Consulting Radio Engineers

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

Phones: Montclair 3-3000
Founded 1926

JOHN CREUTZ
Consulting Radio Engineer

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

A. EARL CULLUM, JR.

Consulting Radio Engineer

HIGHLAND PARK VILLAGE
DALLAS 5, TEXAS
JUSTIN 8-6108

BERNARD ASSOCIATES

Consulting
Radio and Television Engineers

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

WELDON & CARR

CONSULTING
Rapio & TELEVISION
ENCINEERS

Woshington, D. C.
1605 Connecticut Ave,

Dallas, Texas
4212 So. Buckner

_]ANSKY & BAILEY

An Organization of
Qualified Radio Engineers

DEDICATED TO THE .
Service of Broadcusting

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

E. C. PAGE |

CONSULTING RADIO
ENGINEERS

|

Bund Eldg EXccutive 5670
WASHINGTOM 5, D. C.
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DAYTIME
(Continued from page 44)

only network program on during
this time is Kate Smith, NBC-TV,
The drop-off from last year is
in, the two o’clock period where
there are three debuting shows.

ADVERTISER COMMENT
ON DAYTIME TV

¢ COLGATE - PALMOLIVE -
PEET: According to Leslie Harris,
radio and television director, day-
time is doing an excellent job,
earning the top ratings and de-
livering audiences at a low cost
per thousand. Strike It Rich, over
CBS from 11:30 to 12, Monday,
Wednesday and Friday, reaches 61
markets at $1.10 per 1000 viewers
per commercial minute. Search
For Tomorrow, also aired over
CBS from 12:30 to 12:43, costs
$1.45; while The Big Payoff, reach-
ing 59 markets on NBC-TV, Mon-
day, Wednesday, and Friday, costs
$1.62.

s O-CEDAR CORP.: This com-
pany sponsored a segment of Garry
Moore for the first six months of
1952, R. E. Smith, vice president,
said: “Although we think the show
was well conducted and produced,
we do not feel that the audience
was sufficiently large to consider
it a mass medium and we were not
satisfied with the cost per thousand.

“To compare the medium with
other media, on a strictly cost per
M basis, would not be fair in our
opinion, but we do not think the
cost per M compares favorably
with nighttime television and feel
that unless there are sizable in-
creases in daytime television audi-
ences, the networks should reduce
their  rates considerably. At
present, we are using nighttime
spots in New York.”

¢ FOOTE, CONE & BELDING:
Roger Pryor, vice president in
charge of radio and television, be-
lieves that where the audience
composition is the one you want,
daytime provides the same impact
as nighttime TV,

Mr. Pryor believes that local
participations arc of great value
on a periodic basis because of the
assoctation of the product with the
local personality. However, since
audience turnover is small, due to
viewer  Joyally, the commerctal
story is usually told by the end of
a 13 or 26 week eyele. The agency
plans to increase its daytime spot
business by 200 per cent to 300 per
cent in the next few months, for

www americanradiohistorv com
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Prospectus may be
obtained from

Andre de Saint-Phalle & Co.

Members
New York Stock Exchange

25 Broad Street
New York 4, N. Y,

Send me a Prosgpectus describing

the Company and its Shares
NAME
ADDRESS

CIry ..
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CLASSIFIED ADVERTISING

Positions Wanted

TV SET DESIGNER
Network Staff TV Set Designer experi-
ence: Dramatic, variety, panel, news
commentator, commercials, etc. Col-
lege Degree; architectural and exhibit
background. Interested in TV films,
live shows or Station staff designer.
Detailed résumé on request.

Box No. 118T

TV PRODUCTION SUPERVISOR

Formerly with NBC: heavy network
experience handling varied type
shows. Also theatre directing. acting
and stage manager. College graduate-
school training. Am cost conscious
with working knowledge of budgeting
contreols and estimates. Able to pro-
duce much on minimum budget,

Box 126 T

MAJOR AGENCY

EXECUTIVE

RADIO/TV

Now heading radio and tele-
vision operation of leading
AAAA agency. Many years
experience in supervision of
network programming, com-
mercials and extensive spot
campaigns for major adver-
tisers. Experienced adminis-
trator; thorough knowledge
of production, both radic and
TV. Desires change for per-
sonal reasons.

Box No. 124T

TV SALES MANAGER

Presently employed in chief sales ca-
pacity of important TV organization.
Strong sales background. Experienced

at network and station levels. Would
consider small investment in new
station.

Box No. 110T

General Foods in particular. In his
opinion, Frigidaire's sponsorship of
Godfrey will provide a tremendous
stimulus and the visual impact of
the product will be terrific.

e MINUTE MAID: This com-
pany, with a limited budget and
limited distribution, has concen-
trated on daytime television, with
the exception of a few spots in
early evening shows before seven
PM. That Kate Smith has done a
fine job for them is evidenced by
their renewal for the third year.
Mr. Rayen believes that advertisers
have to pick a good time slot: by
four o’clock women are through
their housework and have some
leisure. Last year, when the show
was in 45 markets, their cost per M
was $5.32, which they feel com-
pares favorably with higher
budgeted evening programs.

* SCHEIDELER, BECK &
WERNER: Walter Ware, television
director, reports that last fall the
agency bought quarter hour seg-
ments of Ruth Lyons in Cincinnati,
Columbus and Dayton for Sweet-
heart, Mueller, A-1 Sauce and
Soilax. To test the effectiveness of
daytime, a pin was offered for 25¢
and Sweetheart labels, simul-
taneously on the three-city TV
hook-up and the 185 radio station
network. The entire AM return
was 150,000; the three tele cities
pulled in 70,000—nearly half as
much as radic and at the low, low
cost of 2¢ per return.

¢ DOESKIN PRODUCTS: “The
Kate Smith Show,” said Raymond
Marcus, merchandising manager,
“1s tallormade for our present
campaign. We wanted a program
in which the commercial would be

integrated inte the show. Big
evening programs often lack this
feature. Kate Smith with her
chatty lead-ins to our animated
commercials gives our product
identification with her personality.
Her name has permitted the use of
the campaign slogan, '‘Doeskin goes
bigtime." Our salesmen have al-
ready received excellent promo-
tional cooperation from retajlers
who recognize the selling power of
the Kate Smith personality.”

s PENICK & FORD: Charles
Fleischmann, advertising manager,
believes the quarter hour sponsor-
ship of Kate Smith does a good job
for them within their budget since
they cannot afford nighttime net-
work television. Although the pro-
gram reaches 56 markets, their
coverage is supplemented by par-
ticipations.

¢ CANNON MILLS: Last year
Cannon was in daytime television
but dropped it and is now looking
around for a nighttime program.
Their original buy was a ¥ hour
segment of Kate Smith, but ac-
cording to George Beyer, Jr., ad-
vertising manager, more commer-
cial time and a better opportunity
to integrate commercials were
needed. Next a TV version of their
radio program, Give and Take did
well for Cannon audience-wise
and rating-wise. But because it
was on once a week there were no
multiple discounts, and the cost
per thousand exceeded $20. A pro-
gram like Kate Smith, Cannon
feels, is a good cost per thousand
value, but the potential of reach-
ing the audience is better at night.

LATIN AMERICAN TV
Young American producer with ex-
tensive experience in Mexican TV,
Speaks Spanish fluently. Recently re-
turned to States. Interested in major
agency branch job in South America.
Have produced, written many leading
programs in Mexican AM & TV.

Box No. 76T,

To reach top management or key personnel
in TV, try TELEVISION Magazine's Classi-
fied Advertising Department.

CLASSIFIED ADVERTISEMENTS — Payable

in advance.

%$1.50 per line. Minimum 5 lines.
ads—$15.00 per inch,

Display

No charge for box number. All correspond-
ence addressed to box numbers will be for-
warded to advertiser when received.

All replies to box numbers should be ad-
dressed to TELEVISION Magazine, 600 Madi-
son Avenue, New York 22, N. Y.
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WHAT PRICE UHF CONVERSION?

W ITH many UHF markets already containing a number of VHF sets
receiving fringe signals, the degree of change-over will depend
largely on the basic programming of the local station, but costs are also
a determining factor. Conversion ranges from $20 to $100. It’s possible
to have a strip put in a receiver for as little as $5.95. A minimum antenna
adjustment of about $11 plus service charges and special lead-in wire

will bring it up te the $20 minimum.

The strip, which must be made by the manufacturer of the specific set
to be changed over, involves taking the receiver apart, replacing an R. F.
coil, and is good for only one channel. Additional strips must be inserted

for each new UHF channel.

Preferred, are selectors, as RCA calls them, which are actually separate
tuning units. These can be used for any receiver and are simple to attach.
Costs depend on the number of channels and vary from $9.95 fc_n' a one-
channel selector to $59.95 for one capable of receiving the entire band.
RCA estimates $37.50 for a new UHF-VHF antenna.
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CALIFORNIA HERE
WE COME?

EDITORIAL

48

GRIPING 1S
IMPORTANT

That's how Varieiy’s George Rosen headlined his recent front page
report on CBS's new Television City, We added the question mark. We
don’t share his enthusiasm.

Not that we doubt the West Coast will become the major production
center, Facilities have always been there for film. And with CBS' mag-
nificent TV plant plus NBC's new studios and the existing facilities,
Hollywood 1z all set to become the nation's itelevision program center,
whether production be live or film.

What we do question is how this will affect the quality of program-
ming. The vitality of television programming 1s dependent on the vitality
of its creative people. And you can’t be vital in Hollywood's tight orbit,
where produccrs, talent, agency men and writers talk only to each other.

Thev can’t get the pulse beat of the country from the small talk of
“the inner circlie’.

There is no disputing the capabilities of the Hollywood programmers.
But we maintain that regardless of their individual brilliance, their out-
put must become sterile.

That has been the history of the motion picture business. Some of the
best creative brains have gone out to Hollywood and were responsible
for one or two good pictures, and then were lost in the Hollywood vacuum.

Cities like New York offer creative people the opportunity to escape
from the confines of a Beverly Hills, a Grosse Point or a Scarsdale and
from the inbred atmosphere of their own profession or set.

A writer or a producer cannot omit from his experience people who
make significant contributions in fields other than TV or radio. We
recommend other voices in other rooms — whether it be New York,
Chicago or Minneapolis.

Cunningham and Walsh has been running a series of ads which per-
haps best illustrates the need of getting creative people out into the field.
A copywriter on a gasoline account might spend a week as a serviceman,
an account executive might work behind a tobacco store counter and a
programming man do a stint as a department store salesman.

Perhaps this is a formula to save Hollywood from itself and television
from Hollywood's inbreeding.

It is the constant griping «%out high costs, poor programs, ineffectual
commercials, production inefficiencies and a million other things that
keep the industry on its toes and make for better television.

Once in a while though, it’s good to look through the gripes to see the
progress that television is making; the faith that all factors have in this
most powerful of communication media. Let’s remember that companies
such as Procter & Gamble are spending at an annual rate over $10,000,000
for network television alone, and consider the smaller companies such
as Doeskin, which is spending over $600,000, or 80 per cent of its total
advertising budget, in television.

And these expenditures are being more than matched by the net-
works and stations., Look at CBS’s Television City-—a many million
dellar investment with the finest production facilities in the country.

Or take a look at the individual stations and their new plants that are
springing up throughout the country. For example, WWJ’s new tele-
vision studios, large and exceptionally well planned, might prove the
stimulus to revive the National Motor Show and right in the capital of
the auto industry.

Or take WTVJ's new studio in Miami, capable of originating top
caliber network shows from what might well become a new and impor-
tant source of programming. And the solution for stars who insist upon
long winter vacations.

Closing out the year 1952, television has come a long way—not be-
cause of any one segment of the industry, nor solely because of its in-
herent strength but because everyone — advertisers, agencies, stations,
networks, programmers, trade publications and manufacturers — con-
tributed their own vigor to the medium.

Fred Rugel

Television Magazine » December 1952
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