ESSO’S $500,000 TV NEWS TAB

HOW LEVER SWITCHED TO FILM
$25,000,000 POLITICO GRABAG
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when Ruth Lyons

women listen

A TOILET SOAP — From Cincinnali, Dayton and Columbus only. 44,669
quarters ($11,167.25) plus wrappers in February. 1952 alove . ..
shaping wp as the lowest cost per inquiry in the Company's experience.

A SET OF BOOKS— 17,283 responses to an affer in commection
with a 12-volume set of Classies at $75.00. Again—lowest
cost per inquiry in {he publisher’s history.

CANNED VEGETABLES — After oinly 10 wecks, this brond clinibed
Sfrom 7th to 1st place in purchases by viewers in J mclropolilan
markets. Volume more than tripled — going from 4.8% of

total canned vegetable sales to 17.1%.

All along the line, Ruth Lyons shows results. ..
results . . . and more results. In four months,

her Fifty Club has more than doubled its audience.
Now it’s over 1,040,000 on a 19-station network . ..
and 81,100 of them have written her personal
letters and sent her gifts, ./ \ J L /’ T
When Ruth Lyons talks, her viewers act~she’s

the woman other women frust!

For information about availabilities —contact NB C TE LEVIS I(:)N No. | MEDIUM FOR YOUR SALES SUCCESS

A secvice of Radio Corporation of Amarica

www americanradiohistorv com
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The end
of the Freeze can

BEGIN PROFITS FOR YOU

GET
THIS BOOKLET
NOW

Find out how to
get on the air quickly and profitably

® with DuMont UHF transmitting equipment
® with DuMont Network programs
@ with a DuMont-built UHI audience

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

\

send
Jor your copy
now...

e —————————
- * | Allen B. DuMont Laboratories, Inc.

I 1500 Main Ave. (Dept. TU3)

| Please send me my copy of “UHF The New Big

| Development in TV".

|

|

|

|

|

Grit it 5 ol o, el

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

COMPANY. ..ottt ien e
AdAress.....coooiiii e

www americanradiohistorv com
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N Saturday night, February 16, 1952,

WSM-TV staged a 7/; hour Telethon

to raise money for the Middle Tennessee

Heart Association Fund. What happened

contains food for thought for every adver-

tiser interested in selling the heart of the
Central South.

@ Over 200 artists {all WSM, and WSM-
TV staffers), folk and popular, appeared be-
fore the WSM-TV cameras.

@ After 2,100 plus calls, phone facilities
were so hopelessly jammed that people
drove as far as 70 miles to make contribu-

tions in person.

X% . :
{i public service

® Pledges came in from a six state area,

6

757 from points as far north as Evansville,
L%

indiana, and as far west as Jonesboro,

Arkansas,

N F
IS
Qe

Note well three things . . . public service beyond
the call of duty . . . talent better than 200 strong

. .. coverage far greater than normal. All these
.”/

e,
(xx

add up to an extraordinarily effective sales medium
for your product. Irving Waugh or any Petry Man
can fill in the details,

Channel 4 Nashville WSM_TV O}. ¥
J

www americanradiohistorv com
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PABST BLUE RIBBON

After two other producers,
Pobst switched to Five Star.
They're back agoin for
1952.

5.0.5. MAGIC BUNNY

This “Show of Shows’ series
was created by Five Star
to combine cortoon and live

THRIFTY SQUIRREL

For Stokeley’s “Honor
Brond”, a series of 10 films
cut cost down to less than
$1000 each.

FORD SERVICE
CARTOOCNS

Used cor and service films
call for cartoon. This fast
Ford series called for Five
Stor.

WHITMAN'S SAMPLER

For fost, moderate budget
delivery, Five Star devised
sompler “grow” technique
for Whitman's.

“CISCO KID'S” PAL

For Interstote Bakeries Five
Star developed 12 “story”
cartoons for use on “Cisco

Kid*.

Five Star

LEADS THE FIELD

In Commercial

CARTOONS |

Pictured here are only 12 of the hundreds of successful
cortoons of every type created and produced by Five |
Star Productions. |

Cost: $500 to $5,000, gross.

Since 1945, Five Star hos produced more commercial |
cartoons than the next three producers in the field. |

Five Star alsoc produces live action,
blended commerciols.

stop-motion and

Whatever your needs, consult first. .. |

FIVE NAR A tzctioms

INC.
Specializing Exclusively in TV Commercials
LIVE ACTION — CARTOON — STOP MOTION
DIMENSIONAL PUPPETS — FOTAN

Hollywoed, California
65326 Sunset Blvd — HEmpstead 4807 |

LONG RUN FAVORITE

Five Star's “Log Cabin
Luke” cartoons each ron
more than 200 times in
Los Angeles.

CARNATICN CHANT

The Carnation “Milk Drops”
have been favorites on
everything from ID spots to
theoter films.

www americanradiohistorv com

“PET MILK PETE”

Three Pet Milk cartoons, on
“All-Star Revue”, mark the
new trend in TY “‘fontasy”
commercials.

\

COCA-COLA CARTOONS

Five Stor has produced
more than three dozen
Coke cartoons in color for
theater release.

MUSICAL TREAT

Five Star has created doz-

ens of special cartoon
jingles, this one for Reed’s
Candy.

i
A<

SCOTCH
e, BUTTE'

CARTOON OR LIVE?

Take your choice — Five
Star does them both and
blends them ony way the
sales job demands.
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TELEVISION

THE BUSINESS MAGAZINE OF THE INDUSTRY

Volume IX, Number 5, May, 1952
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By Anderson F. Hewitt, Pres., Hewitt, Ogilvy, Benson & Mather
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TY-AFPILIATE

products sponsored on

WGAL-TV
LANCASTER, PENNA.

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

A Steinmon Station e Cloir R.McColiough, Presidenr

WGAL '

Represented by

ROBERT MEEKER
ASSOCIATES
Chicago +» San Francisco

New York « Los Angeles
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He can
make you
happy

Sam Levenson offers you the gift of laughter
... he’s generous about spreading it around.
He’s made so many people happy that half
of all the sets turned on at Levenson’s time
are turned on to see Levenson, and that’s

added up to a 22.5 Trendex rating.

Now he’s moved to Tuesday at 8, when even
more people can be happy over his wholesome,

effortless humor and inspired story-telling.

One of those happy people could be a
sponsor who knows how family pleasure can

carry over into family buying.

That happy sponsor could be you.

CBS TELEVISION

www americanradiohistorv com
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Dependable Du Pont films for television are approved and
widely used throughout the industry. They're especially suit-
able for optimum pictorial and sound results.

16 MM

35 MM

Type 930—A rapid
reversal  panchro-
matic film fos high-
speed pirocessing of
TV shows, newsreels
and general photog-
raohy

Type 914—A fino.
grain panchiownatic
negativo lilin of wide
latitude for interios
as woll as exterior
work. Suitable for
reversal processing.

Type 904 ("'Supetior'” 1) A panchromatic film
for general exterior and process background
work.

Type 926 ¢ Superior*’ 2) A panchromatic tilm
tor general studio interior and exterior work
... combines fine grain with speed.

Type 927 (“Superior' 3) A panchromatic
high-speed tllm tor interior and exterior
work whese light is limited.

Type 802-A— An ox-
celiont sound record-
ing tilm tay oither var-
iablonarea or variable
dansity recording.

Type 801*— A positivo-lype ernulsion approx-
imately throe tunes the speed of fine-grain
positive stock. Suitable lor variable area
or variable densily recording.

Type 824-A—Almo-
Rran, Jow- contiast
ltlm designed for TV
tecording. Ideal for
pouls inlendod for
1elocasting.

Type 824-B—Has samo characteristics as
Type 824-A,

Type825-A—An ull
round, hne-grain -
loaso hilm,

Type 825-B—Ras same emulsion as Fype
825-A.

&
@
@
)
@ )
@
®
®
°
®
L
L}
-3
®
@
@ FILM PURPOSE
L] .
® Picture
® A Production
Sound
Recording
Any Du Pont Photo Products Department
representative will gladly give you com-
plete information about these films and Kinescope
will assist you with any TV pictorial prob- Recording
lem you may have. E. I. dv Pont de Nemours
& Co. (Inc), Photo Products Department,
Wilmington 98, Del. Release
Prints
ATLANTA 3 ... Poom 435 ROS Poachtine Bldy.
BOSTON 10 . YA Faderal Street
CHICAGO I Ben? 1 Calilerin Ave,
CLEVELAND 14 HEY Linion € ammare s Ll dey.
LO%Y ANGELES a8 CAAE Damla Maniea Bl
NEW YORK 11 L. 246 Wiast 1Bih Slreal FILMS »
PHILADELPHIA 2 Lo 225 5 LhIh Steant
DALLASL 1 Wit Petealon Tawar Bldg

e Pard prsbuces many other film
products particadarly suinble for

delevininn prerprases. Aak bt e,

PAPER » CHEMICALS

Ui uy At O

BETTER THINGS FOR BETTER LIVING . . . THROUGH CHEMISIRY

www americanradiohistorv com
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FOCUS

WEB BILLING $15,835973

In spite of increasing growls
about a decline in sponsorship, TV
network billings for March, 1952,
was 65 per cent above the same
month of 1951, and went almost to
the $16,000,000 mark.

Figures for the largest category
of web advertisers, Food and
Beverages, point up the substan-
tial increase in network sponsor-
ship. In February, 1951, Food &

INDUSTRY & MAJOR CLASSES ABC
FOOD & FOOD PRODUCTS . 533.205
Food Ingredients .. . - 37.920
Canned & Packaged Foods 409.542
Frozen Foods = 23,447
Fresn Fruits & Vegetables
Fresh Meat, Poultry, Fish & Dairy

Products .. ... .

Bakery Goods & Miscellaneous

Food Products T 62.296
Food Beverages .. . . g
Combination Copy—General Pro-

motion . .

SMOKING MATERIALS ‘ 147450
Tobacco & Tobacco Preducts 147.450
Smoking Accessories & Miscellane- |

ous Smoking Materials . e
TOILETRIES & TOILET GOODS 268,884
Cosmetics & Beauly Aids e 174,560
Personal Hygiene & Health 124.324
Miscellaneous Toilet Goods H
SOAPS. CLEANSERS & POLISHES 34,6073
Soaps & Detergents .. 29,040
Cleansing Compounds .

Polishes & Laundry Preparations 5.563

AUTOMOTIVE, AUTOMOTIVE

ACCESSORIES & EQUIPMENT 255.593
Passenger Cars & Vehicles | 139,485
Commercial Trucks & Vehicles ..

Traclors - . .

Tires & Tubes .. .. ALy e 116,108
Automotive Accessories, Equip-

ment & Miscellaneous .

HOUSEHOLD EQUIPMENT & |

SUPPLIES . .. - 142.928
Major Appliances ... 142.928
Other Appliances & Equipment .
Household Accessories & Miscel-

lancous Supplies e
Insecticides & Disinfectants .

BEER. WINE & LIQUOR 56,590

Beer .. o
Wine 56,590
Liquor ... ; oo i .
Miscellaneous Mixing Ingredients | ...
CONFECTIONERY & SOFT

DRINKS .. i 180.840
Confectionery | 143.910
Soft Drinks ... 36.930
DRUGS & REMEDIES .. ... .. I 55.725
Medicines & Proprietary Remedics 55,725

Medical Egquipment

Supplies ... ;
Miscellaneous Dr
Physical Culture...

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

Radios, Television Sets. Radio-
Phonographs & Phonographs ..

Radio, Television & Phonograph
SUDPILEE i vvmmemi i T e g 1 i

Pronograph Records e el &

Musical Instruments .

Appliances &

& Remedies . .

E

Network billlngs in millions of dollars

Beverage companies spent $2,202,-
809 for time; in February of this
yeal they spent $3,966,841—a gain
of 80 per cent.

This category of advertisers is
currently spending at the rate of
$47,602,000 per year, far above last
vear's total of $35,006,432.

The chart below shows the top
ten product groups and the size of
their investments in network TV
time for February, 1952.

{Continued on page 8)

TOP TEN PRODUCT GROUPS NETWORK TV TIME-FEBRUARY™

CBs pu I“ONT' NBC TOTAIL
763.760  267.855  1.368.266 | 2.933.086
62550 | - 226.690 327.160
147250 | 248160 | 377.030  1.181.982
107325 | 115000 245772
142,700 142.700
l 26.340 88.636
269,845 132251 412086
176790 | 19.695 | 338255 | 534.740
911580 |  76.605 | 1.068.835 | 2.204.470
875520 | 761605 | 1.068.835 | 2.1681410
36.060 36.060
1.049.853 55240  568.760 | 1.972.737
75.060 | 250.520
1041423 | 55240 | 428150 | 1.650.137
8430 | 53.650 72.080
|

505.505 1.022.451 | 1.562,649
180163 827231 | 1.336.426
75.810 75,910
25440 118310 150,313
374,590 595.930  1.226.113
244,990 3163380 730855

‘ |
66.540 | 249,550 432,198
63.060 63.060
443,860 | | 264.960 851,748
318,980 229.190 |  691.098
66.540 y 66.540
58.340 35.770 94.110
494,480 551.070
494480 194,480
56.590
137265 | 50.860 | 113.900 | 482.865
57545 | 50.860 | 113800 | 366.013
79:920 e 116.850
146,800 | 31.560 | 189.537 | 423622
146.800 |  31.360 | 152797 | 38E882
34.740 34.740
16.910 | 23.550 | 379.355 419,815
23,550 | 379355  402.905
16910 | . ‘16,910

* Based on Publishers Information Bureau statistics.

Television Magazine » May 1952
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OFFICIAL
BASIC CBS
OUTLET FOR

VIEWED BY

91.9%

MORE FAMILIES
THAN STATION'B"

WKZ20-TV PROGRAM LISTINGS
ARE CARRIED AS A READER
SERVICE, TO OVER 600,000 SUB-
SCRIBERS, BY NEWSPAPERS IN

CRAND RAPIDS GRAND WAVEN

KALAMAZOD JACKSON

SoUTH BEND S0UTH WAVEN

ELKHART THREE RIVERS

FORT WAYNE COLDWATER

{ANSING STURGIS

BATTLE CREEX  MARSHALL

SAGINAW VICKSBURG

MUSKEGON GCOSREN
DOWAGIAC oscioin

WRITE US
OR AVERY-KNODEL
FOR AlLL FACTS

F‘TZER eokng:w
KALAMAZ00
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Owned and Operated by
THE EVENING STAR

BROADCASTING COMPANY
724 Fourteenth Street N. W,
Washington 5, D. C.

Represented Nationally by

The KATZ AGENCY, INC.

FOCUS—Continued

MORNING SET USE JUMPS

UE to Garroway, Godfrey or

sun spots, sets-in-use from
seven a.m. to noon have jumped as
much as 600 per cent between
the QOctober and March Telepulse
reports for three multi-station
cities.

Are all the pre-9:00 a.m. gains
attributable to Today? True, Day-
ton sets-in-use from 8:15 to 8:30
a.m. have jumped 375 per cent. But
Philadelphia viewing went up 75
per cent, with Ernie Kovacs run-
ning in the two hours held down
in other cities by Garroway.

In Cincinnati, (where morning
feature films have always pulled
high ratings), Today’s gains are
slightly smaller. It is carried on
WLW-T until 8:30, when Ruth
Lyons’ Morning Matinee begins.

As the chart shows, the network
entries have strong audience-
building power. From October to
March, sets-in-use for the 10:15-
10:30 and 10:30-10:45 have been
raised by the advent of Godfrey
and Bride and Groom. Adjacent
time slots have increased, too.

That these cities reflect a cross-
country change in viewing habits
Is indicated by national sets-in-use
figures averaged by Videodex. In
October between 9:00 a.m. and
noon, 2.8 per cent of sets were be-
ing used, Monday through Friday.
For March the figure was 4.6, an
increase of 64 per cent, whereas
percentages for other hours
showed a slight decrease.

Hecht's James Rotto

DEPT. STORE DEFENDS TV

Recent claim by Harold Abrams,
National Retail Dry Goods Asso-
ciation, that TV “results to date
have not met the standards which
retailing expects,” is roundly re-
futed by experience of The Hecht
Co., Washington, D. C. James
Rotto, sales and publicity director
for Hecht, told TELEvVISION Maga-
zine;

“Our experience with use of TV
time has been diametrically op-
posed to the experience of the New
York stores. We have successfully
televised two regular weekly half-
hour shows for the past two years.
They have become just as impor-
tant a part of our promotional
schedule as our newspaper adver-
tising.

“One show, on WTOP-TV, 7-
7:30 p.m. Monday, is devoted en-
tirely to our ready -to- wear
fashions. It enjoys a 7 per cent
ARB rating, pretty good against
such shows as Captain Video and
Kukla, Fran & Ollie.

{Continued on page 48)

MORNING SETS-IN-USE MARCH 1-7, 1952, PULSE—OCTOBER 1-7, 1951, PULSE
CINCINNATI DAYTON* PHILADELPHIA
Time Oct. } March Oct. March Qct. March
7:00— 7:15 1.1 2.1 — 25 7 2.7
7:15— 7:30 1.3 2.3 —_ 27 13 3.0
7:30— 7:45 1.4 2.7 2 33 32 42
7:45— 8:00 1.4 29 3 34 3.0 45
8:00— 8:15 4.1 49 6 36 25 4.2
8:15— 8:30 44 | 52 g8 38 2.4 42
8:30— 8:45 7.0 6.5 2.7 5.8 2.0 3.9
8:45— 9:00 7.1 6.9 29 5.7 2.2 38
9:00— 9:15 7.3 7.6 40 5.7 3.1 2.7
9:15— 9:30 7.3 8.4 4.0 5.8 3.3 3.1
9:30— 9:45 6.7 12.7 38 48 3.3 33
9:45-10:00 7.0 12.6 3.7 48 3.1 3.1
10:00—10:15 83 12.8 35 55 4.6 4.1
10:15—10:30 8.6 13.8 3.5 6.6 49 6.9
10:30—10:45 9.7 1.1 33 6.9 5.8 7.1
10:45—11:00 10.0 10.2 5.1 6.5 5.9 6.7
11:00—11:15 10.4 14.0 6.0 6.4 5.6 9.0
11:15—11:30 9.6 13.9 5.2 6.3 59 9.3
11:30—11:45 93 15.5 7.0 12.4 66 15.1
11:45—12:00 9.1 15.2 6.7 12.6 7.1 15.2

* Dayton rated March 2-8

www americanradiohistorv com
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THE BEST ADVERTISING BUY \

; ;oA B b= %)

P o ; _

J y | / i J /'i‘

/ IN LOS ANGELES |

£+ / I
ANY NIGHT IN THE WEEK!®

K TLA creates its own top-rated TV pro-

HooPEREPORT | grams—shows that win and hold large and
SHARE OF LOS ANGELES loyal audiences. Sponsored on a spot basis,
TELEVISION AUDIENCE . .

these KTLA programs produce highly satis-

Evenings—Sunday thru
Y. €00 B o fying results — more sales per advertising

11:00 p.m., January ‘52

dollar!
Average TV
Sets-in-Use 52.2% .
KTLA W Typical of KTLA-developed progreams is
s . :
Share 26.7 | “The Spade Cooley Show,’ sponsored

STATION A" 19.0

STATION *'B" 13.5

STATION *C"! 13.3

STATION D" 11.6

producing program, currently partially

STATION “E” 9.8

available for participating sponsorship

L~

STATION *F" 6.1

is “Frosty Frolics)’ spectacular ice revue (24.1 January

Hooperating).

For an audition print, wire, write or telephone . . .
KTLA Studios + 5451 Marathon St., Los Angeles 38 » HOllywood 9-6363
Eastern Offices -« 1501 Broadway, New York 36 « BRyant 9-8700

PAUL H. RAYMER COMPANY ¢ NATIONAL REPRESENTATIVE

Write for c‘:-copy of “The Story of the Fabulous K'VI'I.'A,"; ikusi off ihe‘press.

www americanradiohistorv com
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TRANIMITTER AND
CONTROL ROOM

PROJECTION
ROOM

500 watts VHF (ERP range, 12 to 2 kw) This is a control-room
set-up—complete with an RCA 500-watt transmitter, announce
booch, and film facilities. The arrangement, and an RCA 5-bay
Super Turnstile Antenna, provides up to 2 kw ERP¥—gets you
on the air for minimum outlay.

2 kw VHF (ERP renge, 2 %o 20 kw) Similar to 500-watt plant,
but uses an RCA 2-kw transmitter. The ideal set-up for getting
up to 20 kw (ERP) for a small invesrment. "In line'" racks at
left of conerol console are: monitoring, audio, and video equip-
ments, sync geaerator, and power supplies,

S0

50 kw VHF (ERP range, 50 ¥o 200 kw) Block ""U" ser-up for
RCA’s “50-kw." Tbis arrangement is wel] suited for local build-
ing situations—or where physical limitations call for an antenna
of medium gain and high ERP. Note film camera control and
preview monitor next to operator for his canvenience,

1 kw UHF (ERP ronge, 1 to 20 kw) For areas where UHF channels
will be assigned, the "l kw" and UHF antenna make it practical 1o
start with a minimum investment. It offers inceresting pnlmbumel for
areas up to 150,000 people—could prove popular ia communiries up 1o
1 million. Nate necwork, flm projection spots, station facilities,

EWLIRALE (N
woREiRF

:

ANNOUNCE
sTudio

PROJECTION
ROOW
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TRANIMITTER
CONTROL ROOM

S ————————

10 kw VHF (ERP ronge, IO to 100 kw) Using s "'10-kw" and 20 kw VHF (ERP range, 20 1o 200 kw) For the new TV sia-

& high-gain antenna, this plant provides up w 100 kw, ERP, { tion that wants ro start right in with maximum power, using a
It includes film faciliries for breaks and sporns during actwork "20-kw'" and an RCA 12-section Super Turnstile antenna, The
shows. Stations of this class and larger gsually bave studio facil- transmirter, arranged “in line,” can also be set up in a block
ities, along with program swm:hm; mu.ipment {not shown), "“U" arrangement like the “50 kw'' shown below.,

10 mu (ERP range, 10 to 200 kw) Using an RCA "10- w
UH TTU-10A and a TFU-24B high-gain antenna, this
I'tl.‘-up the next logical step above the “'1-kw” range, Or,
you can Mart with 1 kw now—and increase power later simply
"II}E‘MIII RCA muarching amplifiers and associated equlpmen:.

These models represent seven typical TV trans-
mitter room arrangements for various power
classes—from 500 watts to 200 kw, ERP*, They
include the film equipment required for spot,
station breaks, and network operation. They
show the basic or minimum facilities you need to
go “on the air” for a given power. The set-ups are
worked out in accordance with tried-and-proved
operating procedure and provide a handy means
for estimating your space requirements. There is
ample leeway to meet the particular needs of
every station.,

Your RCA Broadcast Sales Representative is
ready to give you planning help like this—
thiroughout your station! By all means, call him.

TRANSMATIER
COMTROL ROOM

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT CAMDEN N..1.

*Effective radiated power
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This Is Hollywood Playhouse!
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of steady buyers!

When Hollywood Playhouse hits the screen
MON. THRU SAT.

at 2 o'clock TV tune-ins really jump. Here is a

2 TO 3P.M.

show that literally captures audiences . . . it's

become an afternocon habit with thousands of TV Television Baltimore

fans. We can give you one success story after
another of advertisers whose products are sold on

Hollywood Playhouse. Complete details on request. NBC in Maryland

Nationally Represented by EDWARD PETRY & COMPANY

www americanradiohistorv com
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Timebuyer’§ Notebook

By
Robert Reuschle
Timebuying Manager

McConn-Erickson

HOW TO CHOOSE SPOT FREQUENCY

E timebuyers tend to become
skeptics. The reason 1isn't
hard to find, when you consider
the varied pitches thrown at us.
We're always looking suspiciously
for the Nubian in the woodpile.
When a station rep soars into rap-
tures about his station west of the
Hudson River, we begin to dis-
count some of the icing on the cake.
So it came as something of a
pleasant surprise to this skeptic,
when I recently served as a judge
in the annual award-giving done
by The Billboard. My judging cate-
gory was station public service
programing, and 1 was amazed by
the merit and local flavor of many
of the entries. It reminded me
acutely that the community stand-
ing of a station is something you
can’t measure with a slide rule; is
perhaps not reflected in the ratings:
and yet it is an important factor
that a timebuyer should not over-
look.

It also made me realize that we
timebuyers ought to try and clear
our desks of work, so that we are
able to go on those station junkets.
Cold statistics have their place; but
there’s nothing like a personal
visit to a market that will open
your eyes to its people and its
habits, particularly if you have an
inquiring mind and ask a lot of
questions. What we need, in short,
is a “human portrait” of a station
and its audience.

FREQUENCY: When you're
planning a TV spot campaign
several months in advance, one
slippery problem that always
crops up is: How many announce-
ments should be used in a market?
What should your weekly spot
frequency be?

There is, of course, no rule of
thumb. But when I'm faced with
such a problem, I find it best to
first list certain considerations in-
volved in the account. Other time-
buyers may find them useful, and
so I list them here:

(1) How big a budget do I have
to work with?

Television Magazine « May 1952

{(2) What are the marketing
specifications of the product or
service? That is, who are you try-
ing to reach and how many weeks
are needed to reach them?

{3) How many sets are in the
market?
(4) What's the set penetration?

(5) How many stations in the
market?

(6) What other advertising me-
dia 1s the sponsor using in the mar-
ket?

(7) What are the probable
availabilities—especially in a one-
station market?

{8) How closely is the sponsor’s
merchandising efforts related to his
air advertising in the market?

{9) What are the time franchise
considerations? Will you be per-
mitted to grab an extra time slot
when it comes along, despite an al-
ready established schedule?

Depending on how these listed
considerations alter my plan, I
have found that an advertiser can
then do a good job with these fre-
quencies: In a seven-station mar-
ket, like New York or Los Angeles,
I'd recommend 10 announcements
a week: in a three- or four-station
market, eight a week: in a two-sta-
tion market, six a week: and in a
one-station market, three a week.

“DEALS"”: Speaking of seven-
station markets, I've found that
rate-cuts and under-the-counter
deals are already becoming preva-
lent in New York and L. A. This
malpractice, for the most part,
doesn’t hold in other cities, where
stations are still in a TV sellers’
market; but even then, the sellers’
market is fast fading.

Some radiomen are just now
learning ruefully that bargain-
basement selling harms the station
itself. Though I like getting an
economical TV buy as well as the
next agency timebuyer, I feel that
rate-card slashing and “deals” will,
in the long run, debase the TV
medium. Let’s use more caution.

www americanradiohistorv com

WAVE-TV

IN KENTUCKY!

o

IN AUDIENCE!

WITH LOCAL ADVERTISERS |
(22.5% morel)

WITH NATIONAL ADVERTISERS!
(13.0% more!)

IN COVERAGE!

WAVE-TV has perfect recep-
tion in the Metropolitan Area.
WAVE-TV's PLUS is that in
outlying "fringe” areas, 63.1%% of
all TV homes “get” WAVE-TV
more clearly than Station “B”"!

WAVE-TV

CHANNEL 5
NBC » ABC - DUMONT
LOUISVILLE, KENTUCKY

@-m&: & PETERS, Inc.

Exclusive National Representatives

13


www.americanradiohistory.com

pUMONT

TELEVISION NETWORK

515 Modizon Avenue, New York 22, N. Y.
MU 8-2600

A Division of
The Allen B. Du Mont Laborotorles, Inc.

Caveat Emptor —let the buyer beware if he thinks caviar
can substitute for bread and butter —or glamour TV for

dollar value.

Let him beware if he is paying fancy television prices—
and getting little for his money but fancy.

Either TV works for you at a reasonable, economical cost
—either you get dollar-for-dollar advertising value for your

investment—or its not worth a salty roe.

Du Mont has no champagned attitude towards television.
Whether it's time, program, facility or production costs —
item for item, Du Mont gives sponsors real value for their
money. Because Du Mont costs are always realistic, always
reasonable, an advertising budget on the Du Moni Televi-
sion Network pays off in results, not in fancy.

If you find that you are paying for glamour when you
should be paying for sales, then let Du Mont show you how
to make your TV budget work for you on a bread and butter
basis. Let Du Mont show you how to get the greatest value
in television advertising today.

www americanradiohistorv com
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WHO-DUN-IT THRILLERS

CONTINUOUS

COST STUDY

DuMont’s “Rocky King’" is lowest cost-p-m

HE seven programs in this

Cost Study have been chosen
because of similarity of content,
in the sense that they all have per-
manent central characters and
sets; employ no ‘“‘guest stars’; and
are done live.

The lowest cost per thousand
viewers in the group, $1.94, is
by Rocky King on 13 stations for
Clorets (American Chicle) and
Texcel (Johnson and Johnson's
Industrial Tape Division). Another
DuMont limited network entry,
Larus & Bro.’s Plainclothesman,
falls in fourth place with a $3.74
¢-p-m. These shows are particu-
larly significant as evidence that
an advertiser who cannot afford 50
and 60 station line-ups can get a
favorable cost per thousand with
limited coverage.

Interesting to low-budget ad-

vertisers is the co-sponsorship ar-
rangement on Rocky King. Clorets
and Texcel shared commercial
time on the half-hour program,
rotating first mention. Production
costs have been split beftween
them, as have time costs on those
stations used by both.

The shape of things to come is
suggested by the flexibility of the
setup which allowed Clorets (now
in 25 cities) to use the show in
additional markets minus the
pitches for Texcel.

Past tense applies for Texcel,
which began a ‘“‘summer hiatus”
at the end of March. Although the
show was “considered an excellent
one” by the client, the product’s
sales follow a strong seasonal
curve. So an additional 13 week
cycle, i1t was felt, would have car-
ried too far into its slack season.

}
By KATHLEEN CIRCOLA

Why buy a mystery show? “In
general,” says William Berech,
Kenyon & Eckhardt’s account exec
on Texcel, “mystery shows do very
well on a cost-per-thousand basis,
and getting the best possible buy
1s the advertiser’s first objective.”

Supporting Berech's statement
are comparisons with cost-per-
thousand scores of other cate-
gories. Of course, outstanding
c-p-m’s have been chalked up by
such shows as Mama, at $1.84, and
Kate Smith's daytime record of
$2.78. But whereas nine straight
dramas averaged $4.76, these seven
mysteries average $4.21.

Bringing up the average is Bris-
tol Myers’ Mr. District Attorney,
which hit $6.38. This, notably, was
put on TV, because the radio ver-
sion of the show had done a good
job.

HOMES
PER BROADCAST RATINGS REACHED
STATIONS COSTS™ Videodex  Videodex COST/M

PROGRAM, SPONSOR & TIME PIB PRODUCTION—TIME March March VIEWERS AGENCY
BIG TOWN
Lever Bros.—9:30-10 pm, Thurs. 31 (CBS!} $12,500 $14,715 215 3,428,000 $3.05 Ruthrouff & Ryon
CRIME PHOTOGRAPHER
Carter Products—10:30-11 pm, Thurs. 42 (CBS) 12,500 17,595 10,25 1,645,000 5.50 Sullivon, Stauffer,
lalternates with Toni) Colwell & Boyles
MAN AGAINST CRIME
R. J. Reynolds—8:30-9 pm, Fri. 49 (CBS) 12,500 19,215 25.3 3,450,000 3.28 William Esty
MARTIN KANE
U. 5. Tobacca—10-10:30 pm, Thurs, 59 (NBC) 12,000 26,100 20.2 3,182,000 478 Kudner
MR. DISTRICT ATTORNEY
Bristol Myers—8-8:30 pm, alternote Mondays 58 (ABC) 13,000 19,395 12.6%7 1,950,000 638 Young & Rubicam
PLAINCLOTHESMAN
Larus & Bro. Co.—9:30-10 pm, Sun. 19 (DuM) 5,000 11,670 13.6 1,534,000 3.74 Erwin, Wasey
ROCKY KING
Clorets—9-9:30 pm, Sun. (Total Pradn. 13 (DuM)} 3,000 4,665 14.8 1,235,000 1.94 BBD&GO
Texcel cast: $6,000) 3,000 4,665 " " " Kenyon & Eckhardt

* Time costs are based on the number of stations in the station column, using January Publishers Information Bureau statistics: production costs

estimated by TELEVISION Magazine.

Television Magazine o May 1952

“s ARB Jarnuary rating and homes reached figure.
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Sen. Estes Kefauver:
TV put him in Presidential limelight

ACK in 1860, Abraham Lincoln

was elected President with the
aid of $100,000 from the coffers of
the Republican National Commit-
tee. In the next six months alone,
advertisers, campaign managers,
and telecasters will spend well
over $25,000,000, so that 60,000,000
potential viewers will be able to
watch the electioneering on their
TV sets,

Nobody doubts that TV is going
lo pull a terrific weight on what
happens at the Republican Con-
vention  beginning  July 7: the
Democratie Convention on July 21;
and Election Day on Tucsday, Nov.
4. The medium’s potenl propa-
ganda valuc was strikingly proven
in 1950, It helped Gov. Thomas E.
Dewey stump back o victory in
N. Y. State, and won a ¢ily council
proesidency  for Kefauver's erime
investigntor, Rudolph Halley,  All
hyperbole aside, TVL coverage of
the  national  clection:. will  be
miavked by these significant high-
ligthite:

(1) With the cxception of their
Appearianec On events
SAumping on TV
NDBC, Tor
orparuzed o Politien)

headed by Walter I8

special
how e, caondidate:
will pay for theiv tirmee.
slantee, hia
Sales Ungt

Q  A: another compaign approaches, haw
should the wrator averhaul his cliches?

A. By qiving them a new twist  For ex.
ample: Audiences were formerly composed af
‘thoughtful®  or citizens Now

designate them ‘decent, potriotic Americans.”

‘informed’

Cliches by M Lindwoy, Washington “Post”

20

Who Pays $25,000,000
Tab For Politico Grabag?

Advertisers, campaign managers, telecasters join forces to
bring electioneering coverage to 60,000,000 TV viewers in
next six months. Here's a roundup showing who's spending

what and how for conventions and pre-election jamborees

By Frank Rasky

Myers, whose exclusive job 1s to
handle sale of time to candidates.
(2) It will be the first time one
medium has altered the electoral
processes of a convention. Accord-
ing to Sig Mickelson, chairman of
the four networks’ convention pool:
“The arrangement committees are
considering scheduling more of
their major sessions at night, when
they can reach potentially larger
audiences. They are talking about
sharply restricting the speeches:
the number of nominating and
seconding speeches; and even, if it
i humanly possible, the duration
of demonstrations in favor of can-

Q. How should the orator give credibility to
all his statements?

A By producing a bluc-backed document
and saying: "'l have here a confidential survey
by an important investigatar whose name |
cannot divulge.”

didates.” In fact, Lo help conven-
Lioncers brush up on their telegenie
manners and makeup, CBS-TV is
ofTering a special free course lor
politicians at WTOP-TV, Washing-
ton.

(3) It will be the first time one
medium has exerted such a pro-
found change an the housing of the
nation’s political conventions, Be-
cause Lhe Chicago Stadium didn’t,
melude working  space for TV,
party leaders apreed to switeh to
the 12,000-scal International Am-
phitheater  in Chicago's  stock-
yards areas Of the arena’s 252,210
square feet of floor space, 16,000
will he devoted Lo the TV net-

www americanradiohistorv com

Rudolph Halley:

TV won him city council presidency

works. Indeed, to cater to reaction

of the TV camera, the hall is being

redecorated in contrasting soft
blue and grey colors.

National advertisers, already
thinking of sewing up the 1956
conventions, will keep a sharp eye
pecied on the total $8,000,000
package deals sponsored by the
three refrigerator and TV-set
manufacturers. Here's what the
three are getting for their money:

Westinghouse (via Ketchum,
McLeod & Grove Agency) is
splurging an estimated $3,600,000
on the political doings. This in-
cludes 34 hours on CBS-TV, taking
in full coverage of both conven-
tions; a 13-week, post-convention
“Get out the vote” campaign: elec-
Lion returns on the night of Nov. 4:
and merchandising promotion of
the events. It also includes a
similar 34 hours on a Du Mont net-
worlc consisting of stations, WABD,
N.Y.: WTTG, Washington; WDTV,
Pittsburgh; as well as its affiliate,
WGN-TV, Chicago.

Philco is spending its estimated
$2,400,000 on NBC-TV (via The
Hutchins Ageney). Tt will get 40
hours of full convention coverage
and five hours ol Tlection Day
(‘UV(‘]'LIL‘;(\

Admiral Corp. (via Russel M.
Sceds Agency) is spending in the
Q. Against wham shauld moral indignation
be directed?

A. 'Corruptian in high places.’
Q. What should be said abaut corruption in

middle oand low placos?
A. There ora na cliches for such purposes.

Television Magazine o May 1952
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neighborhood of $2,000,0600 for
ABC-TV coverage of both conven-
tions, Election Day returns, and
special events,

At this stage, it is uncertain how
many stations each sponsor will
get in its network. Telecasters in
24 single-station markets are be-
ing swayed by the amount of
business the local Westinghouse,
Philco or Admiral dealers regu-
larly spend on their stations.
“What 1is certain,” says Robert
Wood, in charge of station rela-
tions at CBS-TV, ‘“is that neither
of the sponsors will get all the sta-
tions they want in all 63 markets.”

By and large, it's expected there
will be no changes in the TV com-
mercials the sponsors use. For in-
stance, a Westinghouse spokesman
informed TEeLEvISION Magazine:
“The convention commercials will
have no political gimmicks what-
soever. That might suggest bias.
The Westinghouse pitch will de-
liver the usual sales appeals, using
Betty Furness.”

That does not mean, of course,
that ad agency men will not take
an active role in the political cam-
paigns. BBD&O helped stage-

Q. How shauld the arator speak of taxes?
A. Always as ‘yaur tax money.’

Q. What is being done with it?

A. It is being “poured down o Eurapean rat-
hole™ or “squandered on mink coats.”

manage Gov. Thomas E. Dewey'’s
smart TV performances in 1950,
and it may well do some string-
pulling in the upcoming election-
eering. Sigurd S. Larmon, presi-
dent of Young & Rubicam, was re-
cently appointed national vice-
chairman of the *“Citizens For
Eisenhower” campaign by Sen.
Henry Cabot Lodge, Jr., and the
adman will provide guidance on
public relations matters.

Other advertisers are also get-
ting on to the bandwagon. The
Chevrolet Dealers Association (via
Campbell-Ewald Agency), for ex-
ample, will sponsor hourly five-
minute news telecasts on WCBS-
TV, giving local and state returns
on Election Night. Such NBC
programs as Today, Meet The
Press, American Forum of the Air,
and Who Said That?, will originate
from Chicago during the conven-
tions, and such CBS shows as
Presidential Timber, What In The
World, Man Of The Week, and
Where Do You Stand?, will be de-
voted to the political campaign.

Paul Levitan, CBS-TV special
events director, estimates the cost
of operating the TV pool system

Television Magazine » May 1952

in Chicago will be a total of $150,~
000. Sixty inter-connected market
areas will figure in the pool cov-
erage, the only major markets not
included being Phoenix, Albuquer-
que, and Seattle.

The pooled pick-up is currently
being offered to seven independent
TV stations in N. Y. and L. A.
They can participate for a flat fee
of $250. However, the co-axial
cable time from Chicago to New
York will cost independent sta-
tions about $1,600 an hour. Like-
wise, coast stations will have to
pay fixed A T & T line charges
from Chicago to L. A.

Along with other independent
station operators, Irving R. Rosen-
haus, president of WATV, New-
ark, N. J., believes: ‘“The cost of
participating in that Chicago pick-
up is far too prohibitive. For that

Montgomery Presents and Studio
One will be cancelled.

The networks will take over
quarters in Chicago with all the
hoopla of a giant carnival on the
move. They'll shift a caravan of
$4,500,000 worth of equipment and
a total of 800 people. Each will
have studios located both in the
Amphitheater and Hotel Conrad
Hilton, party headquarters of the
conventions.

William R. McAndrew, NBC-
TV director of public affairs, will
unveil the network's four newest
TV mobile units. This includes a
novel ‘“crash truck’, equipped to
transmit live TV pictures of 16
mm. motion pictures direct from
the 35-foot vehicle. It will contain
four TV cameras, several movie
cameras, a movie projector, a
rapid-process darkroom, and a

IF | WERE POLITICAL CAMPAIGN MANAGER

By
! Walter Cronkite
CBS-TVY Newscaster

1. I'd tell my candidate not to smile too
much. TV makes forced grin loak phaney

2. I'd advise him ta throw away his script;
speak informally before the TV camera

3. If my candidate were too glib, 1'd urge
him to add a few natural “er-uhs’ in talk

4, 1'd suggest TV question-answer sessions;
give reasons for nat answering afl queries

reason, I plan to ask WOR-TV and
WPIX, N. Y, to join us in an inde-
pendent feed system of our own.
Commercially, we don't expect to
make any money on our conven-
tion coverage. But, being a public
utility, we feel it’s our duty to
attempt to keep our viewers fully
informed of the elections.”

The networks doubt they will
break even on their convention
coverage. NBC-TV and CBS-TV
each will dole out $500,000 tb
cover both conventions; out-of-
pocket costs to ABC-TV are esti-
mated at $400,000, with Du Mont’s
costs somewhat less. In addition,
each of the major networks stands
to lose some $200,000 for giving up
about 20 hours of pre-empted
sponsored shows, Class A time.
The fact that the keynote addresses
will be conducted about 10: 00 p.m.
on July 7 and 21 automatically
means that web shows, like Robert

www americanradiohistorv com

By
John C. Swazey
NBC.-TV Newscaster

1. I'd limit candidate’s TV talks to 5 mins.
After 15 minutes, viewers tire of speeches

2. 1I'd give him maps, charts, photos as TV
visual aids for revealing specific facts

3. I'd have him shun oratorical harangues,
which are okay for rellies, but not for TV

4. I'd get him briefed by a TV consultant
who could exploit that specialized medium

self-powered  transmitter.  The
network will also unveil its new
“walkie-lookie”, a back-pack elec-
tronic camera carried and operated
by one man.

CBS coverage will feature news
telecasts by Walter Cronkite,
Robert Trout and others from the
convention floor: special events
handled by on-the-spot mobile
crews: round-ups on the Sunday
night before each convention;
human interest shows built arocund
candidates’ wives: and humorous
commentary by George Allen,
author of Presidents Who Have
Known Me.

Thomas Velotta and John Mad-
igan will supervise ABC-TV’s
coverage. Its newsmen will range
from John Daly and Drew Pear-
son to Bert Andrews and Mary
Margaret McBride, with trend
predictions provided by pollster
Dr. George Gallup.

21
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-ROME | SCHENECTADY 1

BOSTON ¥
PROVIDENCE |

SYRACUSE 2

Aemmon 1 fANEW HAVEN |

NEW YORK 7
PHILADELPHIA 3

BALTIMORE 1
WASHINGTON 4

ICHMOND |1
NORFOLK |

75IEENSIORO 1

MLOTTE 1

VILLE !

o MIAMI 1

MITHIN TELEVISION SIGNAL AREA

I TOTAL % OF USA TOTAL
7,412,700 62.1

112,914,200 61.0
#)8,837,000 66.1

.'-._‘r.

£ COMPOSITION OF TV HOUSEHOLDS

?Vnmher of Adults 2.54
§Number of Teen-agers .32

Number of Children—I13 & under .94
‘Average TV Homes "3.80

Fioorce: Videodex

CITY BY CITY RECEIVER CIRCULATION

STATIONS' NETWORK AFFILIATIONS — DEPTH OF PENETRATION

AS OF APRIL Ist

ALBUQUERQUE—ZT Z 14,637
KOB-TV (A, C. D,
AMES—41.7 89,365
WOI-TV (A, C, D, N
ATLANTA—51.3 167,200
WAGA-TV (D); WSB-TV (A, N.P);
WLTV (C)
BALTIMORE* 372,374
WAAM (A, D); WBAL-TV (N. P1;
WMAR-TV (C)
BINGHAMTON—21.1 60,000
WNBF-TV (A, C, D, N)
BIRMINGHAM—35.9 95,000
WAFM-TV (A, C, PI;
WBRC-TV (D, N)
BLOOMINGTON* 142,000
WTTV (A, C, D. N
BOSTON*™ 886,349
WBZ-TV (N);
WNAC-TV (A, C, D, P}
BUFFALO* 264,618
WBEN-TV (A, C, D. N
CHARLOTTE—36.1 134,456
WBTV (A, C, D, N)
CHICAGO—62.8 1,116,386
WBKB (C, P): WENR-TV (A);
WGN-TV (D); WNBQ (N}
CINCINNATI* 348,000
WCPOQ-TV (A, D,
WKRC-TV (C): WLW T (N)
CLEVELAND-AKRON

—76.0 605,329
WEWS (A, C); WNBK (N);
WXEL (A, D, P)
COLUMBUS* 222,000
WBNS-TV (C, P): WLW-C (N);
WTVN (A, D)
DALLAS-FT. WORTH

—34.4 160,413
KRLD-TV (C); WBAP-TV (A, N):
WFAA-TV (A, D. N. P)
DAVENPORT-RQCK IS.

—28.6 94,000
WHBF-TV (A, C, D) ;
WOC-TV (N, P)
DAYTON® 246,000
WHIO-TV (A, C, D, P);
WLW-D {N)

DETRQIT—60.6 651,432
WJIBK-TV (C, D); WWJ-TV (N},
WXYZ-TV (A, Pi
ERIE—35.3 100,787
WICU (A, C.D. N}
FT. WORTH-DALLAS

—34.4 160,413
KRLD-TV (C); WBAF TV (A, N};
WFAA-TV (A, D, N. P)
GRAND RAPIDS* 217,081
WOOD-TV (A, C, D, Ny
GREENSBORO—27.9 79,643
WFMY-TV (A, C, D, N}
HOUSTON—40.6 133,500
KPRC-TV (A, C.D. N, P)
HUNTINGTON—30.5 80,350
WSAZ-TV (A, C,D, N)
INDIANAPOLIS—57.6 221,250
WFBM-TV (A, C, D, N»
JACKSONVILLE—45.6 54,835
WMBR-TV (A, C, D, N)
JOHNSTOQWN—28.9 149,065
WJAC-TV (A, C. D, N)

KALAMAZOO* 185,140
WKZO-TV (A, C, D, N)

KANSAS CITY—42.1 199,484
WDAF-TV (A, C, D, N)

LANCASTER* 143,186
WGAL-TV (A. C, D, N, P}

LANSING* 90,000
WIIM-TV (A, C, D. N)

LOS ANGELES—66.8 1,207,053
KECA-TV (A); KHJ-TV;

KLAC-TV; KNBH (N);

KTLA (P); KNXT (C):
KTTV (D)

LOUISVILLE—48.9 131,165
WAVE-TV (A, D, N, P);
WHAS-TV (Q)

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

Netwark A2fliations in Parentheses -Percentages Indicate Depth of Penetration of Areo.

MEMPHIS—38.8 114,380
WMCT (A, C, D, NJ

MIAMI—45.1 93,219
WTVJ (A, C, D, N)

MILWAUKEE—80.2 328,084
WTMJ-TV (A. C, D, N

MINNEAPOLIS-ST. PAUL

—70.1 321,400
KSTP-TV (N)
WTCN-TV (A, C. D. P

NASHVILLE—31.3 68,418
WSM-TV (N)

NEW HAVEN-—63.1 255,340
WNHC-TV (A, C. D, N, P

NEW ORLEANS—313 89,108
WDSU-TV (A, C. D, N)

NEW YORK—66.9 2,911,587
WABD (D); WATV

WCBS-TV (C); WJZ TV 1A):

WNBT (N); WOR-TV (P):

WPIX (P)

NQRFOLK* 112,543
WTAR-TV (A, C, D, N

OKLAHOMA CITY-—40.4 98,875
WKY-TV (A, C. D. N)

OMAHA—539 125,171
KMTV 1A, C, D); WOW-TV (N, P)

PHILADELPHIA—60.4 1,031,966
WCAU-TV (C);
WFIL-TV (A, D, P); WPTZ (N)

PHOENIX—45.4 55,100
KPHO-TV (A, C, D, N)

PITTSBURGH—52.0 389,000
WLTV 14, C, D, N)

PROVIDENCE" 210,910
WJAR-IV (C, N, Py

RICHMOND* 118,860
WITVR (C. D, N, P

ROCHESTER* 138,000
WHAM-TV tA, C.D. N»

ST. LOUIS—68.6 390,500
KSD-TV 1A. C, D, N, P)

SALT LAKE CITY—453 65,160

KOYL-TV (N, Py

nsL-TV (A, C, D)

SAN ANTONIO—373 73,378

KryL-1'V (A, O, D, P

WOALTV (N)

SAN DIEGO* 122,139

KFMB-TV (A, C, N, P

SAN FRANCISCO—35.6 348,500

KGU-TY 1A); KPIX (C. D, Py

KHON-TV N}

SCHENECTADY-ALBANY-
TROY—615 206,000

WRGB (C, D, Ny

SEATTLE—30.7 139,800

KING-TV tA, C.D.N. P}

SYRACUSE® 173,826
WHEN (A, C, D);

W3YR-TV (N. P

TOLEDOQO—51.6 162,200
WSPD-TV (A. C. D, N, P)
TULSA—45.0 82,150
KOTV (A, C.D. N. P)

UTICA-ROME" 71,500
WKTV (A, C. D)

WASHINGTON* 354,129
WMAL-TV (A}; WNBW (N):
WTOP-TV (C. By, WITG (D)

WILMINGTON—6%.5 100,138
WDEL-TV (D. N)

v The stgnal of this station extends
inte the area of anothuer television
market, Unjortunately, there are nn
accurale county-bu-couniy receiver
statistics available which would be
essential in esthnating the extent of
circulation in the duplhicated  signal
area. Therefore, it is tmpossible (0
pubiish o aocurale penetration figure
Jor this market. For specific duplrca
tion, check TELEVISION Magazine's
annuwal Data Book, which lists all
counties within the coverage area o)
each TV wmarket corielated with vuri-
ous population and sales indices.
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. o - AN ADVERTISING
current Film commeoercials RiREEn . L

AND THEIR WORK

ADVERTISER
Catalina Swim Suits '
The answer is simple—Top Quality. Tom AGENCY
Kelley Productions and Quality are synony- David S. Hillman, Inc., Advertising
mous.
We are proud to present the initial kick-
off of the international “Miss Universe” PRODUCED BY
Beauty Pogeant. Catalina’s most recent and TOM KELLEY PRODUCTIONS
suzcessful series of one minute television
Commercials. 736 NORTH SEWARD ST., HOLLYWOOD 38
GRanite 6831
ADVERTISER
General Electric
AGENCY .
Here’s the Nationel Screen Service TV Spot Young and Rubicam, Inc.
that pin-points a sales area, illustrates the
GE automatiz washer, and identifies local PRODUCED BY
dealers with fast... punchy... purchase-pro-
moting impact! Another quality GE product NATIONAL SCREEN SERVICE
...sold with the consistent effectiveness af
National Screen’s TV film Commercials. 1600 BROADWAY, NEW YORK, N. Y.

Clrcle 6-5700

Capitalizing the universal feminine interest

in beauty, this 60-second commercial for Lux ADVERTISER
Flakes presents "“a 10c plus bax top” con- Lever Brothers Company
sumer inducement offer in an aura of taste AGENCY

and refinement. The premium—a booklet
entitfed “Hollywood’s Own Secrets of Charm”
—is made irresistible to women viewers.

J. Walter Thompson Company

Glamor live shots of professional make-up FRODUCED BY

and teaser glimpses of the booklet pages SARRA, INC.

combine in a subtie but highly effective sell-

ing job, ending with a strong “do it now” NEW YORK: 200 EAST 56TH STREET

appesl. CHICAGO: 16 EAST ONTARIO STREET '
Selling Studebaker stamina and dependa- ADVERTISER

bility by dramatizing the company’s rugged The Studebaker Carp.

proving ground test progrom in ftwo one-
minute spots made on locatisn.  Action-
packed photography, including running shets
of motion close-ups, convincingly demon-

AGENCY
Roche, Williams & Cleary, Inc.

strate  how Studebaker performance s PRODUCED BY
“proved and improved” to mecct the most SARRA INC
gruclling conditions. A powcrful supplement ! ’
to Studebaker’s glamorous style and economy NEW YORK: 200 EAST 56TH STREET
opcration appeals ... keen sales strategy! CHICAGO: 16 EAST ONTARIO STREET
ADVERTISER
Modern Reolty Associates
A dash of imagination captures viewer AGENCY

attention for current series of low budget Ted H. Facter Age
spots produced by TV Ads, Inc. Man in bill- ¢ acter Agency
board “comes to life” and delivers convinc-

% ing sales pitch tor Modern Realty Associotes. PRODUCED BY

h l Matte shot techniques, as hore employcd by TV ADS, INC.

TV Ads’ personnel, offer unlimited possibili-

1 tics for injecting the surprise clemont inta 3839 WILSHIRE BLVD" LOS ANGELES, CALIF.
the video image. DUnkirk 8-1323

For screenings and furthur information write the producers direct!

www americanradiohistorv com


www.americanradiohistory.com

V research has grown up fast.

And well. TV research could
draw on 20 years of development
of radio research. And, rightfully,
it did.

So when TV buyers and sellers
hungered for facts on viewing, the
researchers had their plates ready
when the pie was passed.

In fact, many believe there are
possibly too many television “‘rat-
ings” plates around.

The result is a horrible and
frustrating confusion. Just when
you think your program is improv-
ing, somebody comes along with a
rating from another service which
shows that you are going down.

So, there you are, on quicksand
No. 1. The minute you start evalu-
ating TV program performances,
you have this problem: how good
are the basic data you are using to
evaluate it?

Of course, no research is any
better than the data on which it is
based. So that, before you do any
analyzing, you want to feel con-
fident that you are analyzing
something that is reasonably reli-
able.

The Advertising Research Foun-
dation has before it a project to
investigate the relationships be-
tween results obtained by the
various methods. The advertising
agency members of the Foundation
have signified their belief that this
is the No. 1 problem on the ARF
docket. The sooner the ARF gets
into that, the sooner we'll have
good data on which to base judg-
ment decisions as to which of the
data we should have greatest con-
fidence in.

But even once you pass that
barrier, you get into other possible
quicksands, where your interpre-
tation of what’s happening in TV
viewing can go awry.

Quicksand No. 1—

Questionable data

Television Magozine ¢ Moy 1952

Quicksands of TV Research

Dr. Larry Deckinger, Research Chief, The Biow Agency,

maps out 5 sandtraps that snare unwary timebuyers

there are

numbers, there's a
source of error. Even if the
figures are perfect, there’s the
possibility of misinterpreta-
tion.

And where in the world—
even In checking Federal
budgets—do we see more
numbers than in TV analyses?
Everybody's got a different
numberl or numbers that prove
conclusively the opposite of
what you believe.

What do we look for in in-
terpreting these numbers?
What are some of the booby
traps that could make the
numbers right and the inter-
pretation wrong?

Here are five areas of diffi-
culty. Of course, there are
others, But if you watch out
at least for these, you’ll have
your feet on at least reason-
ably solid terrain when you
make, or review, TV perform-
ance analyses:

Wf HENEVER

1. Questionable data.

2. The “TV area” deception.

3. The ‘“cumulative audi-
ence” bugaboo.

4. The “sets turned on” trap.

5. The “program base” trap.

et Quicksand No. 2—
P
ol TN The “TV area”

S \_J‘ deception

As of January 1, there were ap-
proximately 15,800,000 television
sets in the United States. And
about 42,000,000 radio homes—
which included, generally, the TV
homes.

But, America’s TV homes, as we
all know—but sometimes lost sight
of—are not spread throughout
America. They are in only part
of America. In fact, right now, if
37% of America’s homes owned
TV sets, they’d be nothing but
decorative pieces of furniture, be-
cause they'd be in places to which
no TV signal carries.

www americanradiohistorv com

Hence, you've got to rule out
37% of America and only 63% is
left for TV to reach, right now.
There is where all America’s six-
teen million (or more, now) TV
sets are concentrated.

Thus, the country can really be
thought of as being divided into
three parts, as follows:

TV HOomMES
38%

TV AREAS 63 %

For reasons of practical media
considerations, you've got to think
of the 25% non-TV homes in the
TV area as being part of non-TV
America. So, when you buy TV,
you are talking, in a primary way,
to 38% of America, at most. (You
won't necessarily actually reach
them all!} And you're not touch-
ing (except in a secondary way)
62% of America.

This is where other media must
supplement TV-—which has just
about established itself as the No.
1 mass communication medium
for homes that own TV-—but only
a secondary or incidental medium
for the other 62% of America’s
homes,

R
W)
N

6

7
V"N

1 Quicksand No. 3—
E’» The “cumulative audience”

bugaboo

One of advertising’s oldest ad-
ages is “repetition builds reputa-
tion'.

The advertising agency which
held, in the heyday of the radio
soap opera, the greatest success
record with it, used to have a very
simple rule for daytime radio com-
mercials. The rule was: “Tell 'em

{Continued on page 28)
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QUICKSANDS—Continued

once, then tell 'em again, then tell
’em what you told ’'em, and then
tell ’em what you told ’em again!”

But now, all of a sudden, there's
a new fad in advertising media
analysis. It’s the exact antithesis
of the repetition principle. Let's
call the new rule, the “rule of
maximum reach”.

According to the “rule of repeti-
tion”, it would be better to reach
one person five times than five
people once. (Of course, there is
a point—defined only by judgment
in a given sales and marketing
situation—of diminishing returns.)

The opposite rule, obviously,
would be: It is better to reach five
persons once than one person five
times. This “rule of maximum
reach’’—the new fad—places a
premium on reach rather than
frequency.

Actually, of course, as in most

things, neither extreme position
provides the ‘‘correct” solution.
The ‘“correct” position is some-

where between the two extremes,
probably nearer the ‘‘rule of rep-
etition” than the “rule of maxi-
mum reach”, for most products.

Take two daytime television
serials. Assume both cost about
the same. Show A has a per tele-
cast average rating of 10; show B
has a per telecast rating of 12.
However, Show A has a monthly
cumulative audience of 50%, while
Show B has a monthly cumulative
audience of 40%.

Which to buy?

Well, if you base your decision
on the highest cumulative audi-
ence—the ‘“rule of maximum
reach” principle (buying the show
that had the largest met cowverage
over the month)—you would ob-
viously buy Show A.

But—suppose you wanted to de-
liver the greatest total weight of
impact—the most gross selling
messages, regardless of whether
the impact is delivered on many,
or not so many, different homes.
Then you'd buy Program B. In one
month (20 telecasts) Program A,
with its one-time rating of 10,
reaches 10 times 20, or a “gross”
rating of 200, In the same period,
Program B has a gross rating of
20 times its one-time rating of 12,
or 240-—20% more impact.

In other words, this is what's
happening:

1. Show I3 rcaches more homes
wilh an average Leleeast.

2. Thercefore, Show B,
“averapge”  telecasts, makes
GrOSS VHpT CSSLOTS,

in 20
more

28

3. Show A reaches more dif-
ferent homes over a four-week
period. Therefore, Show A has the
greatest “reach”.

4, Since Show B reaches a
greater gross, but lesser cumula-
tive audience, each home hearing
Show B hears more episodes per
home. (In fact, 509, more contacts
per home reached.)

Of course, it is almost impossible
to make a decision in the abstract
—but every other thing being
equal, for most products Show B
might well be the better buy, be-
cause of the intensity of its de-
livered messages, over a long
period.

Of course, if the “rule of maxi-
mum reach” prevailed, Show A
would be the choice.

Quicksand No., 4—
The “sets turned on”

trap

On many products, it is 1m-
portant only to reach one person
per set. For example, a product
selling primarily to housewives is
generally not concerned much
about the audience composition, so
long as the advertiser can be
reasonably sure that there is ap-
proximately one woman listening
per set all day long—which is the
case.

However, a product selling to a
broad audience, particularly one
consumed in widely different
quantities by different segments of
the population, is very much con-
cerned with the composition of the
audience viewing any one show,

In this category, for example, are
cigarettes. About two-thirds of
men smoke cigarettes, and about
one-third of women smoke ciga-
rettes. The average male smoker
smokes more than the average
woman smoker. So that it works
out that about 75% of cigarettes
are consumed by men.

Accordingly, suppose a cigarette
were buying a five-a-week day-
time strip and a five-a-week night-
time strip. Suppose the two pro-
grams had identical ratings and
frequency of contact per home over
a four-week period, en a per dollar
basis.

Does that mean that the two are
a toss-up?

For soap, maybe. Not for ciga-
rettes. Because in the evening the
audicnce congists of men as well as
women. In the daytime it's very
largely women.

Accordingly, the evening show
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delivers much more cigarette con-
sumption per dollar invested than
the daytime show.

Therefore, for many products—
particularly those that reach a
broad audience group—it is not
adequate to use only the number
of *“sets turned on” in analyzing
a program’s performance. Some
measurement of audience composi-
tion—perhaps as reflected in actual
volume audience—must be worked
in before an intelligent media de-
cision can be made.

Quicksand Neo. 5—
The “program base”

trap

National television ratings are
generally reported for the area in
which they are obtained.

As a result, programs with short
line-ups have a disadvantage as
opposed to programs with long
line-ups, as a general rule. The
reason is that the program with the
shorter line-up generally has a
larger proportion of multi-station
markets in its make-up than the
program with the longer line-up.

The single - station markets,
(provided the advertiser can buy
in reasonably satisfactory time
periods) deliver higher ratings
than the multi-station markets—
as a general rule. Obviously, if
there’s only one station on the air,
all sets tuned in must be tuned to
that station. If there are seven sta-
tions on the air, the audience is
divided amongst the seven stations
—although, of course, not always
equally so divided!

Since sets-in-use do not increase
proportionally with the number of
stations on the air, in a market,
obviously a program with a high
proportion of single-station mar-
kets is likely to obtain a higher
rating than one with mostly multi-
station markets—other things be-
ing equal.

Hence, in interpreting the mean-
ing of a rating—in comparing the
popularity of one show with an-
other—it is desirable to attempt to
obtain, to whatever extent possible,
ratings and share of audience data
in identical markets., Of course,
competitive conditions are never
the same. Nor are listening con-
ditions. However, one has a better
chance of understanding compara-
tive program popularities if the
markets in which they are telecast
are equated, at least to some
degree.

Television Magazine « May 1952
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BRISTOL-MYERS' TV STRATEGY

How drug firm, spending $3,000,000, uses film, alternate

programing, multi-product sponsorship to cut video costs

LTHOUGH costs, clearances

and unmeasurable effective-
ness have driven less stouthearted
advertisers out of TV, Bristol-
Myers, beset with these problems
and more, has come up with five
positive steps toward their solu-
tion.

The company has, despite these
TV handicaps, increased its video
budget tc the point where it is
spending at the rate of over $3,-
000,000 this year, according to
TevLevisioN Magazine estimates.

In 1951, $1,700,000 went into
network TV (via Young & Rubi-
cam and Doherty, Clifford & Shen-
field). About one-sixth of its
budget for national media went
into network TV time—a big jump
over the one-tenth bite taken into
1950.

The firm is now using more
newspapers and has increased its
network radio expenditures be-
tween '50 and 51, but has de-
creased its magazine appropriation
a bit.

"MK, DTRICT ATTORNEY",

“SPORTS PARADE’ Telenews film used in 30 spot markets, helps
firm reach selected male audience; commercials plug Vitalis, Bufferin

Television Magazine ¢« May 1952

alternate week show, ABC-TV, uses
same cast and backleg of old radia scripts; for show costs, see page 15

The drug-products maker is
now spending an estimated $300,-
000 a month for seven of its 14
products via Mr. District Attorney
and Break the Bank, (ABC and
CBS) wvideo versions of its radio
properties) on network; and
Sports Parade (Telenews’ 15-min-
ute film) in 30-odd markets; plus
spots and participations.

Behind the changes in Bristol-
Myers TV strategy have been these
problems:

® A multi-product firm, (using
many media and selling to chain
stores and wholesalers who ser-
vice many cities) it can’t easily
correlate sales and TV advertising.

e Mr. D. A on radio earns a
better cost-per-thousand than it
does on TV. Lucky Punp was
dropped after two vears. Its ap-
propriation has been switched to
Sunday comics sections to hit the
children’s market for Ipana at a
lower c-p-m.

One reason for Mr. D. A’s high

SPADE COOLEY”
lacal oppeal on KTLA, Los Angeles; nabs No. 4 spot (28.5) on Hooper

www americanradiohistorv com

“BREAK THE BANK"

c-p-m is that it is seen live in only
10 markets. On some of the 48
kinescope stations, B-M has had to
start off with fringe time slots in
order to crack the market.

e B-M has found fewer local
participating shows in TV that sell
as well—and as inexpensively—as
their radio counterparts. To date
it has been happy with top-rating
Spade Cooley on KTLA, Los An-
geles, and has participations in
two ot three other markets.

® Spreading its network costs
among several products, B-M re-
lies on hitchhikes to fully utilize
commercial time. Audience for
hitchhikes on network shows 1is
lower than in radio.

To tackle these problems, Bris-
tol-Myers 1s:

(1) Spreading costs for network
shows among several produects.

Following its radio policy, Bris-
tol-Mvers uses Mr. D. A. for four
(Continued on page 30}

shifted to bener time slot, CBS-TV, 10 p.m.
Sunday; typifies firm’s search for higher rotings, lower cost-per-m

, one of tirm’s few porticipation buys, gets strong

29
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you can see the
difference on WBNS-TV

WBNS-TV Projection Room . . . two complete film camera

chains with four 16mm film projectors and duplicate slide pro-
jectors. Pre-check visual and audio facilities and special audio
equalizers provide the best possible sound quality. Superior
equipment, carefully installed, rigidly maintained and efficiently
operated is but another reason why you can SEE the difference
on WBNS-TV.

WBNS-TV film department cquipped Armchair Theatre—11:10—Featuring
with full facilities for making slides first run TV films on a wp-rated pro-
from originul art work or photographs, gram where commercial messages are
Anather commercial serviee offcred to suceessfully carried through the use of
sponsors o WEBNS-TVY, slides.

- COLUMBUS, OHIO
CHANNEL 10

CBI-TV NETWORK ¢ Affillatod with Columbus Dispatch and

WENS-AM * General Sales Office: 33 North High Street
REPRESENTED BY BLAIR TV

30
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BRISTOL-MYERS—Continued

products; Break the Bank for
seven. Sports Parade plugs Vitalis
and Bufferin.

(2) Using film on spot basis for
best crack at male audience.

Strategy to reach male audience
for Vitalis meant a sports show.
No existing network packages or
open avatlabilities, adjacent to
established sports programs, were
considered able to do the job.

Telenews' This Week in Sports
was renamed Sports Parade and
placed in 32 markets. The flexibil-
ity of spot allowed B-M to pick its
cities and time slots. The company
has, since the show’s debut in Jan-
uary, dropped some stations and
added others to get better ratings.

Putting the films on network,
as 25 advertisers now do, Bristol-
Myers believes, would be less
elastic and more expensive.

Bufferin, the firm’s headache
remedy, was looking for a TV
vehicle, and picked up part of the
tab on this show.

(3) Scheduling “Mr. District At-
torney” on alternate weeks.

To keep over-all costs in line,
Bristol-Myers, like many other ad-
vertisers, spreads its budget with
an alternate week show.

(4) Putting all commercials on
film.

Not all products are advertised
on the same show each week. Ro-
tating several films for each prod-
uct, Bristol-Myers feels they can
run for several years without los-
ing freshness.

The cost of the films (spread
over a large number of perform-
ances) are far cheaper than live
commercials would be. And, im-
pact is increased by recognition of
commercials seen before.

(5) Persistently bargaining for
better time slots.

The company has recently im-
proved the position of Mr, D. A.
tn many markets. Constantly on
the lookout for strong local buys,
it has been able recently to take
advantage of a few prime avail-
abilities,

Interesting is Bristol-Myers’ ac-
count arrangement with its ad
agencies on network billings. M7,
District Attorney is produced by
Young & Rubicam; and Break The
Banlk is produced by Doherty,
Clifford & Shenfield. Each agency
gets all the billing on its show,
despite the fact that each show
carries commercials for products
handled by the other agency.

Television Magazine o May 1952
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AMUEL Goldwyn once told me

the story of the time when the
great Ernst Lubitsch, director of
such film classics as Ninotchka,
first came to Hollywood. Lubitsch
was Introduced to Douglas Falr-
banks, Sr. The two hit it off, and
immediately discussed the possi-
bility of Lubitsch directing a movie
starring that actor of picaresque
roles.

“But one thing must be under-
stood,” Lubitsch solemnly warned
Fairbanks. “When you make a
picture for me, it’s not enough for
you just to leap onto a wall. In
my pictures, you've got to do
something when you get up there.”

It seems to me, this Hollywood
principle also applies to TV: It's
not a matter of just creating ex-
travagant action on the screen: it’s
a matter of how meaningful the
action is.

Having worked in the film colony
for some 16 years—as literary
agent, studio story editor, pro-
ducer, executive producer —1I
would like to list some similar
pointers that TV sponsors, admen,
and telecasters might well learn
from Hollywood.

By that, I do not mean that
Hollywood techniques should be
foisted on TV willynilly: for the
two media obviously differ. Rather,
I think we can learn from the
mistakes Hollywood has made. Nor
do I pretend to speak as a long-
bearded oracle. Like everyone else
now in TV, I'm an amateur trying
to adapt my past, professional ex-
perience—which happens to be
making motion pictures—to the
unique demands of video.

CYCLES: One of the worst mis-
takes Hollywood made was laying
undue emphasis on one type of film
fare at a time. That is to say, the
Hollywood pregram “cycles”,
which concentrated on the produc-
tion of, say, comedies, or ground
out gangster movies until they

Television Magazine s May 1952

HOLLYWOOD'S ERRORS

TV advertisers can profit by them, writes

William Dozier, CBS-TV executive producer

came out of your ears. Inevitably,
the first or second of each cycle
fared handsomely at the box-office,
because they were made imagina-
tively and set the pace. The copy-
ist would do poorly, because the
public would already be satiated,
and, preferred the originals to the
thinly disguised imitations.

I think that TV, in its programs
(and even in its commercials) 1s
in danger of falling into the iden-
tical ‘“cycle” error. Panel shows
patterned after What’'s My Line;
light comedies in the I Love Lucy
vein: crime busting reporters of
the Big Town schoel; announcers
aping the studied informality of
Dick Stark—all wear thin when
ground out in clusters. There is,
after all, room on TV for all types
of escapist entertainment, each ad-
hering to an individualistic motif.

SCRIPT WRITERS: Hollywood.
after passing through the phases of
stressing mere movement on film,
then sound, then its star system,
eventually realized the vital con-
tributionn of the script writer.

In similar fashion, smart tele-
casters and admen are realizing it's
not enough just to hire a writer
who knows how to slap together a
TV script that merely produces
action on the screen. Writers, as in
Studio One, Philco Playhouse and
Celanese Theatre, are given prime

consideration before the format of
the show is blueprinted.

At CBS-TV, we now look over
our budget to make sure the writer
is paid in fair ratio to other ele-
ments of the budget. Thus, of the
$10,000 weekly budget for the CBS
Television Workshop, $1,000 was
apportioned to the writer as com-
pared to $2,500 for the entire cast.
Of the estimated $9,000 total pro-
duction cost for Suspense and
Danger, the script writer gets
$750.

THREAT TO FILM: For years,
Hollywood guilds and unions
moaned about their inability to
reap extra money from re-makes
and re-issues of original motion
pictures.

Now that the infant TV indus-
try is turning partly to film, vir-
tually all the unions and guilds are
going overboard in gouging fat
“cuts” of the repeat residual rights.
It seems to me by making these
exorbitant demands, the unions are
in the position of eating their
young, so to speak. The law of
diminishing returns will set in:
sponsors will find it too expensive
to make TV films: and the film
unions will find many ot their
members out of work.

EXTRAVAGANZA VS. INTI-

MACY: It took Hollywood a long
time to learn the error of opulence
(Continiced on page 32)

TIP: Play up mood, character, intimate ¢loseups, as in “Studic One’s” “Scarlet Letter”, CBS-TV

www americanradiohistorv com
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Continerd

HOLLYWOOD

for the sake of opulence alone

that lavishing o fortune on cos-
tumes, =cts, and a huge cast was
itself no ruarantee of boxoffice re-
turns. The Hollywood vinevards
are strewn with the corpses of
multimillion-dollar flops, from Von
Stroheim's early extravaganzas to

Joan of Arc, The Emperor Waltz,
and The Heiress. Conversely, it
took some time for Hollywood to
exploit fully the dramatic value of
the intimate closcup.

TV producers aren’t making the
identical mistake, We're concen-
trating on character and mood,
rather than on complicated plot,
as In Suspense and Danger: trying
to substitute the simple for the

arnate.

To be sure. we don’t always
succeed. 1 fee) that a recent fan-
tasy on Studio One called Miss

Hargreaves, for example, did not
come off 100 per cent. The reason:
by over-peopling it with too large
a cast. we detracted from the mood.

FRESH FACES: Just as in Holly-
wood., TV has tended to perpetu-
ate the practice of casting the same
cliqgue of actors for the same old
roles.  Thix 15 understandable.
Considering the tremendous pace,
1’z natural for a harried producer
to call upon troupers who've been
proven reliable. However, 1 still
feel these TV men haven’t been
resourceful enough in doing more
casting.

Just a few weeks ago, we put
In a new regulation at CBS-TV.
Henceforth, all important casting
in all drama shows must first have
the approval of the front office.
Why? Specifically, to relate the
overall casting of one show with
another: and to discourage pro-
ducers from using the same per-
formers over and over, to the
point of tedium.

THE HUMAN TOQUCH: There's
one good reason, I believe, why
film will not be able to usurp the
place of live TV shows, altogether.
In the same way that Hollywood
has ground out third-rate “quick-
les”, so many of the films now be-
ing turned out for TV have a
bloodless, mechanized quality.
They lack the human touch of live
shows. I think that viewers even
like getting a chuckle when they
see a “Auff” made on a live show.
It makes them feel that the mak-
ers of the show are human, like
themselves prone to slips.

On Suspense vecently, for in-
stance, there was a scene in which
the “heavy” and his henchmen
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shot and fell down wounded

W

But the audience was tickled to
s them all the next minute get
up en masse and stroll casually off.

The reason for this Jeur pas was
that the red hght on the camera,
which usually warns performers
when they are “on”, had burned
out—an accident that might hap-
pen once in five years. Yet we got
no complaining letters, and, mn
fact, I think the episode made
viewers feel a more personal rela-
tionship with the show.

Despite my listing of all these
programing errvors. I do not wish

to imply that 1 am casting oppro-
brium at TV program-makers. The
seale and tempo of TV production
s so different from Hollywood's,
it's a miracle that we do produce
our shows on schedule. 1f a Holly-
wood producer were told to make
two-thirds of an A movie every
week and cut 1t as he went—just
as we do on Studio One—I'm sure
he would go screaming to the hills

Still, by learning from Holly-
wood's errors, we may well ac-
quire guidance on what not to do,
which will help us put our TV

house in order.

THE FEMININE TOUCH

|TF you overheard an advertising

and a TV network executive
chatting over lunch in the Barberry
Room, and their conversation went
like this, wouldn’t you do a double-
take?

Executive A: “Now this is a show
tailored specifically for women. For
the homemaker. Right?”

Executive B: “Check.”

Executive A: “Now let's make
(sure we have an all-male staff. You
(know, women look up to men.”

Executive B: (Adjusting his regi-
mental striped tie) “Of course!”

Executive A: “A male producer.’

Executive B: “And an all-male
production staff. To keep things
lefficient.”

Executive A: “Check. And let's
have an all-male writing staff.
Keep the show on solid ground.”

Executive B: *“Sure, and don't
forget the director and lighting ex-
perts. Men only.”

Executive A: “That’s right. Now
we're cooking.”
| And that is just about the extent
of most men’'s kitchen know-how.
Cooking deals.

Overhearing a luncheon confer-
ence like that might make you feel
you were imagining things—unless
you know TV. But that is substan-
tially the way women’s shows are
planned today.

Admen, let women handle

your women's show, please

By Kothi MNorris

Femcee, “Kathi Norris Show"

True. TV advertising executives
don’t put their attitudes toward
women's shows as concretely as
that. Nevertheless, their thinking
stems from male chauvinism.

It's a policy of “No Women Al-
lowed"”, so far as women’s shows
on TV are concerned. The paradox,
I think, is dramatic proof of the
lengths to which men will go in
their smug assumption that they
know what’s best for us.

And they think they know exact-
Iy what the homemaker will enjoy
watching on her TV set—regard-
less of the fact that the only thing
the executives can do in the kitchen
is to open the refrigerator and pull
out a can of cold beer.

Enough, I say. And a new survey
isn’t the right answer.

Whenever enough of we women
set up a clamor about womanless
women’s shows that's loud enough
to be heard on Madison Avenue,|
Executive A and Executive B in-|
variably turn to “authoritative sur-|
veys.”

So help me, I'm not campaigning|
for more jobs for women. However,
I do think a woman’s show should
have a woman’s touch.

Women’s shows will never have
it—with men in every TV execu-
tive job, and the unwritten law,
“No Women Allowed,” in effect.
Let’s repeal it.

www americanradiohistorv com
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WCAU'S NEW $2,000,000 PLANT

For national advertisers, it means lower costs; for local

By ABBY RAND

POSSIBLE solution to high

production costs is the trend
toward more network originations
away from New York and Los
Angeles. Exciting, therefore, to
advertisers and agencies is the new
$2,000,000 radio and TV center
being opened by the Philadelphia
Bulletin’s WCAU stations this
month.

Because of it's three mammoth
TV studios, four AM studios, one
studio for AM and TV, film pro-
duction facilities and centralized
operation, WCAU’'s new 100,000
square foot plant will be able to
accommodate more network-scale
productions. These will be in addi-
tion to the six shows it is currently
originating for CBS-TV.

With cities outside of the main
production centers getting such
facilities, spot and local advertisers
will be able to give national offer-
ings a lot more competition, pro-
duction-wise.

Charles Vanda, WCAU-TV’s
programing boss, points out (and
advertisers such as National Dairy
Products and M & M candies agree)
that many shows can be done well
(even better, says Mr. V.) outside
of New York, and on a lower
budget, unplagued by shortages of
studio and storage space.

sponsors, network-calibre production facilities in Philly

CONTROL RQOM

f T TARERNES IR

] STORAGE = SERLR
sy 1Y

i
i

i N -

s TUDNO [(Nae I

AREA & ¢ rl ' FH

CLIENT'S BOOTH—/

Cutaway view of Studio No. 1 shows innovations: area for flying scenery, Teletruss platform
under ceiling to mount lights and cameras, truck entrance. Builder of center: The Austin Co.

efficiency includes more than elim-
inating stair-climbing and making
it possible for trucks to drive into
the studios. Creative people have
always had to struggle in garrets.
But we think our people can do
a better creative job for us in com-
fortable offices with good equip-
ment.”

Luring top talent is important
to WCAU-TV, originator of CBS’
Big Top, Ranger Joe, In the Park,
Junior Hi-Jinx, Caendy Carnival
and What In the World. Mr. Vanda
is himself an import from Holly-
wood where as a CBS program-
ing chief, he created such radio
programs as Suspense.

A number of former New
Yorkers and Hollywoodites are on
the station’s staff now; some have

As Vanda puts it, “Operational settled on nearby farms. “And not
BLDG. EQUIPT— \
.
" : L. 4 CR - E_AT &l il
STOR 1 Tv STUDIO Nal L___d\\‘ /H?i-g Z — Ei-2ndfL
AREA s I I e ;
A gogegatd L m i—rﬁ .MAIN
GR FL

AM MCR-  RECEPST “Tv MCR

Ground floor is built into hillside. Lobby, master-control rooms, studios, production offices
are on maoin floor; Administration on second floor. Ten acres offers expansion elbow room
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one ulcer in the bunch,” Vanda
proudly adds.

More network possibilities are
already in the storyboard stage.
Being only 90 minutes from Broad-
way and even closer to the reser-
voir of talent hiding out in Bucks
County, Mr. Vanda feels that there
is plenty of star material within
commuting distance.

Responsible for the overall plan-
ning of the new Center were
Donald W. Thornburgh, president
and general manager and John G.
Leitch, vice-president in charge of
engineering. Leitch visited plants
from Boston to Lios Angeles to help
him plan the many innovations in
fayout and equipment. Aside from
their technical value, they create
advantages for the advertiser using
the station.

Most important of these is the
location of all operational units in
a ground floor wing with the nine
studios and the centralizing of all
administrative offices on the floor
above.

Storage space and room for
expansion—two of the most fre-
gquently lamented needs of station
operators—have been provided for
in what has been called “the most
modern  broadcasting plant in
America.” (Continned on page 36)
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Nothing like it
in the industry!

(7 INTERCHANGEABLE WITH
EXISTING TELEVISION CAM
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Closer Focus For GREATER MASKIFICATION
FIG. 1—TWICE THE BACK FOCAL TRAVEL

SEND FOR THIS NEW BULLETIN — Complete specs, diagrams
and photographs of this new G-E TV Studio Camera Channel.
Wire or write us for Bulletin ECB-5. General Electric Company,
Section 6052, Electronics Park, Syracuse, New York,
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new CF cludio camera ehannal!

LREADY in production and already in service,
General Electric’s Type PE-8-B represents an-
other major engineering achievement in television
from Electronics Park, world center for electronics
research and development. Feature by feature —to
give you unprecedented picture quality and sim-

Twice the back focal travel of conventional cameras!
Now, for the first time you can focus on closer subjects
with a long focal length lens. (See Fig. 1)

l/SiIeni blower permits close-up operation without mi-
crophone pick-up.

"/Speciul shielding around yokes and blower motor pre-
vents picture distortion by eliminating effect of stray
magnetic felds.

VFusier lenses supplied at no extra cost!
50 mm - 2.3 100 mm — £2.3 152 mm — {2.7
v’ Lenses are positively indexed.

Circuits provide sweep failure protection for your
$1200 1.O. tube. v Quick change sweep expansion
switch prevents underscanning effects on the face of the
tube,

y’lens versatility, More than 15 different TV lenses can
be mounted without special adapration.

|~” Stabilized and friction-damped turret prevents oscil-
lation or sagging when shifting lenses or tilting camera.

P/Automaﬁc engagement of focus control when side
door of camera is closed.

plicity of operation — this channel is far ahead of
anything in its field today!

Check the advantages listed below. Compare
them, point by point, with those of any other
camera channel. Then call your G-E Broadcast Man
and ask to see this new unit in action.

|~ Low center of gravity in camera and Fearless pan and
tilt head assure stability and smooth operation.

" Focus handle clutch protects against damage and mis-
alignment.

| Removable 1.0. yoke with ball-bearing slide assembly
and plug-in electrical connections.

V’Microphonics minimized. No signal circuits included
in control console.

Average brightness measurements of channel picture
can be made at the channel amplifier.

14 kv independent power supply for monitor picture
tube. v Calibration input terminals supplied.

VChange-over switch for composite or non-composite
signals.

V' Waveform monitor includes IRE calibration scale.

y/ Simultaneous vertical and horizontal waveform
presentation.

/ large quiet blower provides ample monitor cooling.

i~ Entire channel is factory-wired, with all plug-in inter-
connections.

GENERAL

WY

ELECTRIC
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WCAU—Continued

This is not the first time that
WCAU has had a building put-up-
to-order. In 1933, the station built
the nine-story building (the first in
the U. S. to be put up for broad-
casting exclusively) on downtown
Chestnut Street, which served as
its headquarters until moving day.

Television operations began in
May, 1948, utilizing space bor-
rowed from radio. To this was
added the Convention Hall.

But soon the sixth floor corridor,
which served the four main AM
studios, became a maze of sets and
properties. A staff of 83 became a
staff of 400 (including seven
camera crews, probably the largest
unit among independent stations
in the country). Radio facilities
were due for modernization, too.

10-Acre Site

Like most crowded AM & TV
operators, WCAU looked to the
suburbs for enough ground to build
horizontally and have room for ex-
pansion. A 10-acre site in the City
Line district, a fifteen minute drive
from the center of town, was ac-
quired in the summer of 1950;
ground was broken in October.

The Austin Co. handled construc-
tion. George Howe, head of the
Dept. of Architecture at Yale, and
Robert Montgomery Brown, noted
Philadelphia architect, were con-
sulted.

When a visitor to WCAU drives
up to the new plant, through Fair-
mount Park, he leaves his car in a
300-car lot in the rear of the com-
pletely air-conditioned building,
then walks up a long ramp to the
central lobby.

On either side of the reception-
ist’s desk is a large glass window
—one looks through the radio

MEN RESPONSIBLE FOR

CHARLES YAMDA, v.p. in charge af program-
ing, 15 ¢x-Hollywooditc, works on network scale
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master control room, the other
through TV master control to the
projection room. Here visitors will
be able to see the nerve centers of
both operations in action. Rack
equipment is placed between them.

Announcer booths are next to
each control room. Early morning
or late night shows can be handled
entirely from these, or from pro-
jection, without opening the rest
of the building.

Modern Super-Imposition

In the television Master Control
Room is a WCAU-TV-designed
control and switching console with
five monitors and a “memory cir-
cuit” which records operations as
they are performed and facilitates
the switching operation by show-
ing what has gone before and what
is coming up. A fdissolve-super
imposition” circuit makes for
smoother transition in the super-
imposition of film inserts in live
programs (or live inserts in film)
and multiple points of origination
for commercials.

The operational block, bounded
by three corridors, houses the
studios and the departments that
need easy access to them. Depart-
ments which are used jointly by
TV and AM, such as news and
transcription, are close to both.

Off the lobby stands the first of
the three large TV studios; each of
them is 60 feet by 80 feet with 20
feet cleared height. Studio One
has 230 raised seats for audiences
and could also be used for musical
radio programs such as Leopold
Stokowski used to conduct over
WCAU.

Studios Two and Three can
handle six complete 24 foot sets—
three times the capacity of the old
downtown studios.

As planned by WCAU-TV en-
gineer George Lewis (who helped
Mr. Leitch in planning the Center)
all lights can be preset and remote
controlled from the director’s
booth. Scenery can be stored
quickly by flying it off the studio
floor to second story storage lofts
above.

Above each studio, on the second
floor level, is the control booth, in
which the director, light control
man and engineers work. Announ-
cer booths are right off studio con-
trol. The TV control booths are
placed so that one crew can see and
operate two studios.

There is a client’s booth above
each studio. The old plant had one
audition room, the new plant
boasts three, two of them equipped
for screenings.

The “penthouse” on the third
floor houses cooling and micro-re-
lay equipment. The ground floor,
in addition to maintenance and
power facilities, has dressing
rooms, an employee cafeteria—and
a completely equipped film depart-
ment which will produce commer-
cials. The film crew, which has
been producing a daily newsreel,
will soon be supplemented by a
staff for producing program films.

Individual Control Rooms

Typical of the flexibitity made
possible by the new plant is that,
although each of the four AM
studios has its own control room,
A, B and C can be worked by one
technician from Control B if de-
sired. Also, Studio Four, which is
about half the size of the other
television studios, has been placed
between the AM and TV sections
so that it can be used by either
operation.

PHILADELPHIA’S STREAMLINED RADIO-TV CENTER

DONALD THORNBURGH is cammunity-con-
sciaus pres. of 30-year-old WCAU, WCAU-TV

www americanradiohistorv com

JOHN LEITCH, v.p. in charge of engineering,
taured U. S. befare blueprinting new center
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WHAT END OF FREEZE MEANS
TO ADMEN AND NETWORKS

Analysis of top 50 markets shows clearance
problems will still exist despite FCC thaw

HE clearance problems that

were supposed to vanish with
the thaw will still be plaguing ad-
vertisers and the networks.

If every channel freed by the
FCC were In operation at the end
of three years, 15 of America’s top
50 markets would still have two
VHF stations or less. Of the 39
current one-station markets, 13
will still have only one VHF
channel,

Only eight of the top 50 markets
have been assigned enough chan-
nels to accommodate four network
outlets in the lower band; 18 have
been granted three VHF stations;
12 have been assigned two VHF
frequencies each.

Hartford, New Haven-Water-
bury and Albany-Schenectady-
Troy will be one-VHF-station
markets. Eight of the top 50 cities
get no VHF stations at all; 11 of
the 50 leading areas will have
fewer than four commercial sta-
tions in both UHF and VHF com-
bined.

Three VHF stations have been
allotted in seven of the country’s
top 15 markets. Philadelphia,
fourth largest, gains no more than
its present three. Neither will De-
troit or Baltimore.

Boston, now with two stations,
gains one VHF and three UHF. As
in several other top markets, a
VHF frequency has been reserved
here for educational use.

Only half of the top ten markets
will have a full set of four VHF
stations. New York and Los
Angeles, each currently having
seven, will gain no more in the
VHEF band. Chicago adds one VHF
station to its present four. Wash-
ington and San Francisco add a
VHF outlet to the three now op-
erating.

Denver, now unavailable to TV
advertisers, will be able to accom-
modate four networks. Dallas and
Ft. Worth will have a total of four
VHF allocations between them, as
will the other set of twin cities,
Minneapolis-St. Paul.

UHF stations, without network
affiliation, wili find tough sledding
in these four-VHEF towns.

The opening of the UHF band
recalls the old radio problem of
selling FM to the public. In such
top markets as Pittsburgh, Hous-
ton, and Milwaukee there will be
but two VHF channels, and there-
fore UHF operators will stand a
strong chance to win viewers,

How useful to a network adver-

Television Magazine « May 1952

NUMERICAL DESIGNATION OF TELEVISION CHANNELS
Channel Fregonency band Chsannel Frequency band Channel Frequency band
0. (Megacycles) No. (Megacyecles) No {Megacycles) |
2 54 — 80 29 560 — 566 56 722 — 728 '
3 60 — 66 30 566 — 572 57 728 —- 734
4 86 — 72 31 572 — 578 58 7349 — 740
5 76 — 82 32 578 — 584 59 740 —- 746
6 — 88 33 584 590 60 746 — 752
7 174 — 180 34 580 — 566 61 752 —- 758
8 180 — 188 35 596 — 602 62 758 — 764
9 186 — 192 36 602 — 608 63 764 770 |
10 192 — 198 37 608 -— @14 64 770 — 776
11 198 — 204 38 614 — 620 65 776 782
1 204 — 210 39 620 — 628 66 782 — 788
13 210 — 216 40 626 — 632 67 788 — 794
14 470 — 478 41 632 — 638 68 794 — 800
15 476 — 482 42 838 — 644 69 800 — 806 (
16 482 — 488 43 644 — 650 70 806 — B12
17 488 — 494 44 650 — 656 71 812 — 818
18 494 — 500 45 656 — 662 72 818 — 824
19 500 — 508 48 662 — 668 73 824 — B3¢
20 508 — 512 47 668 — 674 74 830 — 836
21 512 — 518 48 674 — 680 75 B36 — B42
22 518 -—— 524 49 680 — 686 76 842 — 848
23 524 — 530 50 686 — 692 77 848 — BS54
24 530 — 536 51 892 — 698 78 854 — 860
25 536 — 542 52 698 — 704 79 860 — B66
26 542 — 548 53 704 — 1710 80 866 — B72
27 548 — 554 54 710 — 1716 81 872 — 878
28 554 — 580 55 716 — 722 82 8§78 — 884
83 884 — 890

www americanradiohistorv com

tiser the allocations in the UHF
band will be depends on more than
the number of VHF network out-
lets in a given market.

Cities like New Orleans with
two VHF channels or Miami and
Memphis with three are too far
away from other TV cities to allow
much cross-viewing. In cities such
as these, a UHF station, with the
aid of a network, can use a strong
programming attack to build a
UHF audience.

Youngstown, Worcester, Akron
and Fall River-New Bedford are
among those cities that didn’t get
VHEF allocations of their own, but
they are within viewing distance
of other VHF allocations. Adver-
tisers can reach the major part of
areas such as these without relying
on UHF channels.

But consider the Connecticut
bottleneck. New Haven, ranking
34th, remains a one-VHF-channel
town. Hartford, 25th largest mar-
ket, debuts with one VHF channel
and one in the UHF band.

Bridgeport, the 36th market na-
tionally, will still be out of the
VHEF running. It gets three UHF
outlets, one of them non-commer-
cial.

Will Bridgeport residents spend
approximately $50 to adapt their
receivers when they can receive
VHF stations in New York and
New Haven? Probably, but it will
take both time and strong local
programming to lure them.

ABLE of Assignments.

The following Table of Assign-
ments contains the channels as-
signed to the listed communities in
the United States, its Territories,
and Possessions. Channels desig-
nated with an asterisk are assigned
for use by noncommercial educa-
tional broadcast stations only. A
station on a channel identified by
a plus or minus mark 1s required
to operate with its carrier fre-
quencies offset 10 ke above or be-
low, respectively, the normal car-
rier frequencies.
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IN TELEVISION

- When the time comes for you to consider high power, whether you are on the air now

and wish to increase your power, or whether you are making application, it will pay you
well to consider Du Mont. An investment in Du Mont — a Du Mont high-power trans-
mitter is your investment in the same long-term operational advantages...the same low
costs. .. the same reliability that has been proved by the Du Mont Acorn 500W and the
Du Mont Oak 5KW transmitters.

Du Mont offers two outstanding high-power transmitters — the Series 9000, 20KW low-

* band — the Series 12000, 40KW high-band.

Either of these transmitters driving a high-gain antenna will easily
meet the maximum FCC allowed ERP of 100KW for the low-band
and 200KW for the high-band.

The Series 9000 low-band transmitter employs intermediate-level
modulation for most economical utilization of available tubes and
features the time-proved Oak Transmitter driving a single power
output tube in each of the Aural and Visual Transmitters.

The Series 12000 high-band transmitter contains the Oak Trans-
mitter driver but utilizes a single r.f. power output tube in the
Aural Transmitter and a pair in the Visual Transmitter.

No matter what power you require, consider Du Mont first for a
long range, economically-sound investment. Du Mont protects your
investment through minimum obsolescence.

oUMONT

TELEVISION TRANSMITTER DIVISION
Allen B. Du Mont Laboratories, Inc., Clifton, N.J,
Write Dept. TH for Brochure
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FCC CHANNEL ASSIGNMENTS

i IOWA
ALABAMA CALIFORNIA—Continued GEORGIA—Continued — -
Channel No.
1 No.
Channel No. Eharmel No; Channe
) Fitzgerald Algona .
Andalusia . ... 3an Francisco- N Ames .
26, 32, 38, 44 | Fort Valley
Avburn” sandose o & 5T i 648 *54, 60 | Gainesville gtolc?:ém ------
Bessemer 4 | San Luis Obispo S | CE e Burlington
an ol i
Brewion Santa Cruz Macon, Ceday Rapids
Clanton Santa Maria arietta .J Centerville 31
Santa Paula Milledgeville ... les Cit 18
Cullman Santa Rosa Moultrie ggar Pif ¢ ¥ 14
Decatur ;. Stockton Newnan Sl erto €€ .o . 64
Dothanols Tulare Rome ... Croston 43
Enterprise Ukiah Savannah Davenport-Rock Island &
Eufaula Visalia g{ﬁ;ﬁsgg‘r’o Moline, Illinois '30 36 42
Florence yrz‘e‘,fg“(j’l‘tl;e Thomasville .. Decorah ...
Fort Payne Yuba City Tifton » Des NMoines .
Greenvmhe 3 = oo Bethecviile”
Gun!ers_‘.\iille . 3 gtl) = COLGEADG | Yf?da?isa F‘ain’-‘xﬁ]c::l
fl{a\i:gtesrwl D, 7717 | Alamosa . 19 | Waycross .. gg;% Mca).d%seoﬁ'
Mobile ... 5,8, *42. 48 | Boulder ... *12,22 |- Grinnell ...
Montgomery 12, 20, ‘26 32 | Canon City oo e, 36 | - Towa City
Opelika .. . 22 | Colorado Sprmgs .11, 13, *17, 23 | Blackfoot ... Keokuk
Selma ... Craig ... Ly ... 19| Boise Knoxville ...
Sheffield Delta Burley . Marshalltown
Svlacauga Denver Caldwell ... Mason City
Talladega Durango ... Cocur d Alene’ Muscatine
Thomasville Fort Collins Emmett Newton
Troy . Fort Morgan ... ... ... 15 | Gooding . Oelwein
Tuscaloosa Grand Junctlon 5,21 | Idaho Falls Oskaloosa
Tusikegee . Greeley ... e 50 | Jerome Ottumwa .
University La Junta 24 | Kellogg Red Oak ..
= — Lamar ....... 18 | Lewiston Shenandoah
Leadville 14| Moscow Sioux City
_ Longmont 32 | Nampa Spencer ...
= Loveland ... Payette ... Storm Lake
anbee ; Bl Montrose . Pocatello Waterloo ...
Casa Grande .. Pueblo Preston ... 2 Webster City
Clifton - Salida Rexburg
Coolidge Sterling Rupert .. KANSAS
Douglas Trinidad Sandpoint
Eloy . Walsenburg "&,";’i{;fj“s Abilene ...
Flagstaff — e ] ; sas Cit;
Globe CONNECTICUT Weiser Arkansas City
Holbrook =y = on
Kingman Bridgeport ... . ... 43.49,*71| ILLINOIS gggf:;veme .
Mesa Hartford .. . ... .3, 18, *24 Alton .. ... Colby ...
Mijami Meriden . e Aurora i Concordia
Morenci New Britain Belleville Dodge City
gl?ggrl‘nei; ﬁg‘x Eﬁ,’,‘{ggn” Bloomington El Doox]:?;io
Prescott Norwalk (see airo ... o F r‘{’ Scott
Carbondale . o} L
Safford . Stamford) g3 | Centralia ....... S O Garden City
’\I:qulson 25 [\orwnchd K- gq Champaign-Urbana . 3, *12.21, 27 33 Goodland ...
ihams - 22 | stamford-Norwal 53 | Chicago ~2.5,7.9, 11,20, 26, 32, 38 44 | Great Bend
‘Y/'vlirr:‘t‘?éow i RN ) 13 Waterbury ) —— | Ranville ... 17 %g Hal{sh' Son
2T s 11, S s in. =
— — = DELAWARE Decatur 257 | Podependence
A De Kalb ndep
ARKANSAS — Dixon . .47 | 1ola ...
e — . | Dover firr : ,40 Elgin ... 28 | Junction City
/é\rll(qd( llphla .34 Wilmington ... 59 Freeport ... 23 Larned
atesville 4 Lawrence
Benton .. . DISTRICT OF COLUMBIA Barhae, | 22 | Ceavenworth
Blytheville” Jacksonville .. .. ... 29 | Liberal ...
Cumden Washmgton .4,5,7,9.20, *26 Joliet ) 48 | McPherson
glonwa’yd = Kankakee 14 | Manhattan
Dorado FLORIDA Kewanee . 60 | Newton
Fayelteville — — La Salle 35 | Olathe
: elle Glade ... o Lincoln ....... .. ... awa ...
For_rebt City Belle Glad 25 1 Ottawa
Fort Smith Bradenton 28 | Macomb . - Parsons ..
Harrison Clearwater ... 32 | Marion .. 40 | Pittsburg .
Helena 15 | Daytona Beach . 2 (Mattoon ... Lo . 48 | Pratt ...
Hope . T g 52 |Deland . ... . 44 | Moline (see Salina .
Hol Springs " 3p | Fort Lauderdale 17,23 Davenport, Iowal Topeka ..
Joncshoro . . v9 4 11, 17 23 | Fort Myers ; - 1Mt Vernon k - 38 | Wellington
Little Rock ' ~%r 98 | Fort Pierce 191 0ney ... .00 16 Wichita ..
Magnolia : 26 | Galnesvillc Pekin Winfield ...
Malvern 43 | Jacksonville . LR 12 30 36 | peoria . ... , 19, *37, 43
Morrilton 23 | Key West - 20| Quiney - 10,21
N‘e\_yrzortl a4 |Lake City . ... ... - 33 | Rockford ... 13,39, *45 -
Bine Bt 7,363 Laieland 18. 22 | Rock Island (see AEBINTA ooorersree
Fahacilv il " g | Lak - 14| "Davenport, Towa) vor | Bowling Green
q“\?f- bieees a3 - 20 | Springfield -2, 20, 426 Campbellsville
Senrcy AR LT e———n m— = 35 | Marianna . 17 | Styeator L ook
Springdale 12 | Miami *2,4, 7,10, 27, 33 | Urbana (soe el
Stuttgart OCAIE i ciiiicecesionins 15 Champalign) Elizabethtown
Orlando 6,9, 18, 24 Vandalia . 28 Frankfort ...
CALIFORNIA Palatka - 2 17 | Waukegan .22 Glasgow
= | Panama City . *30, 36 L W Harlan ... ..
7777 9 | Pensacola ... J 15 *21, 46 INDIANA VEREATA oo losmr:
10,29 | Quincy ... ..o 54 — -~ | Hopklnsviile
25 | St. Augustine 25 | Anderson - 811 Loxington
Chilen 12 | St. Petersburyg t(see Angola Louisville ...
Crivisnia 52 Tampa) Bedtord ’ Madisonville
Dieliani a3 | Sanford . v 35 | Blgemington . Mayfield ...
F) Ce mm 16 S sobi . Co e 34 Cotumbus 42 [ paysville . e
Foare 3,13 1 L'L' . 1L, 251, .51 Connersville 1 Mldd]esboruugh
Fiaungy 12, *18, 24, 47,53 Fu Detersburg BB LL S pichart L 52 | vivra s
Husifored i it 21 WL\! Pnlln Beach S5, 12,005, 21| Byvinsvllle 7,50, :53. 62 Owensboro
e R S ¥+ GEORGIA ey o e A e pieeitle
diedera . » I H war . IR - T pville oo
Weroed 44 = = Hummond . g ;2 i ton .
Merhentes 14 | Albany 10, 25 | Indinnapolis 6,8, 11, 20, 28, 67 §Tﬂ?§‘ﬁond
Matber ey b /Autr'wru-u:. o [:(1) .lJc.ns]m:r . Tl Somerset ...
Qi iz wns Gy plcomo ; hester
.H.xlmlm il 02 | Atlanta 2,5, 1 "'18x 'lig La(ll'n'.‘:’r.‘ltr' 47, ?g Winches
Oak L] G Aupusta 2 G, Lebanon " - g
‘J’-:.u:“l‘rr.u:n-k:.ur.) Bulnbridpe 5 '!5 Lopansport * P R gé ﬂANA 3
Oixinrd 42 | Brunswick u, L e T TR+ hvrerrrey 42
l:..p'l,f:“n.. 56 | Calro Muarion O AL A .. 20 All)bf'vildl('m 5, 82
Jrarl Clhiedgen 16 | Carrollton MILhWIn(.lty = : _.82 Alexandr 53
Ted Bhufy 16 ) Carternville Muncie . m .40, 55, *71 B"\hoh 10, 28, 034 a0
Teeddding 7| Cedartown Richmond 32 | Baton Rouge " ap
Ttiwernlele 40, 48 | Columbun . 4, % Shelbvville ... AU— 58 Bt_u.]lu_m it
S U 306,10, 40, 40 | Cordele South Bend .. ~34, *40, 46 | Crowley .. 14
L Wlanterey 8. 26 | Dalton Tell Clty . 91} De er!dn ..... 84
i Bernordinog 118, *24, 30 | Douglan Terre Houte e 10, *57, 63 l!:\}l\lm“ 46
oo Buenaventara 41| Dublin Vineennes | . A 44 | Frank nd 51
TP T B0, %15, 21, 27, 0 39 | Elberton Washington ———— 80 | Hommond .......

40
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LOUISIAN A-—Continued

CC Channel Asslgnmenis—Contlnued

MINNESOTA —Cn

| atriued NEBHASKA TEW YORK  Cantinused
Channel No Channel Mo Chonnel No Chisvnmiel Ne
nunii 30 [ Detroit Lakes Allians L 21 | Ogidinsbnry
ackson 18 | Duluth-Supecior, Wise, D0, "6 Ete-atrice it
ennings i3 | Ely B 14
nyetie 48, 87 | ol 4
ke Charles ) Fuarbury 1%
E H Fidlbs Crtw i
8, 4 fir |1|rJ|I!.|p1LI | Fremonl t 5,10,
rgan City dh | Hastings ',('-r v Lsland (ERTITERETErTs S L F YO
atchitoches 17 Hibbing Flostings Soaranac Lol Ly
ew Lberia L3 International Ealls Koarmes Seheres tia s gee Adbin 5
ew Drleans *2.4,6, 20,26, 32,61 Tattle Falls Lesinston SV raeE 3.8, 40
mlcclale b lankato Caneobn 10, i Al
pelousan A Marshall 22 | M¢Conk Micu-Ruine 11L& *25
tuston 20 | Minneapolis-St. Paul *2.4,5.9, 11, 17, 23 | Nebraska City Wiitirtow EYH
hreveport 3. 12 | Montevideo 19 | Naorfolk
“hibodizux 20 New [T by | North Plante 1 MORTH CABROLINA
innfield 22 | Northtield 26 | Oniahag 3.6, 7 . 2
— Owatonima 15 | Scatlzblulf 10, 16 | Aliskic
MAINE Fred Wing 63| York 15 | Alberiarh
— Hochester - Ashey 1, *O6,
‘uburn 23 | St Cloud NEVADA Burlint
Augustn 10, 29 | St Paul 1see Cliapel Hill
angor 2.5, %16 Minneapolisi YL Charlotie L M 1
22 | stillwater 14 | Durhiig L1, =40
65 | Thicf Hiver Falls 37 | Efizabeth Oy
™ L | Fasetteville
lddeford 7| E 56| Gasboni
calais o S| Fallar 2y | Goldebara

ﬂ)gl\,ul Foxcroflt Winona Bl Goldfne el 3| Groeensharn 2. '51,
ort Kent Worthington 22 Hawtharne 31| Grecnville
Houlton - Hinder-on 2 Henderson
Awiston 8, | MISSISSIPPI Lo Vepas 8. 10, 1] Hendersonweille
dillinocket Lo ke e | Hickory
Jrono x Biloxi WeGail B tlch Poant
Portland 6,13, *47, Brookhaven oo 4,8, %21, 27 | Jack=onville
Hesque Isle 8. 19 Canton I'nnapah 9| Koipolia
tockland Clarksdale Witinenueen 7 Heton
1umiford I(u\umbn vermpgton S Laorinbucy

| Wan Buren Columbus Laimibirrton
Waterville 45 ( ‘orinth HAMPSHIRE dlourt Al L
— ucn\ ille - e Barn N}

MARYLAND wnwood 26 | Hiileight 5 won an

-— ‘ renada 2| Hoanoke Rupids i)

L Annapolis 14 Mport s 271 R v Maunl 50

S Baltimore 2,011, 13, 18, 24, 30 l[\l(ll\bLllE Durham "1l 3
Cambridge 22 | Jarkson 12, Hatver “21 | Sanfore AR
Cumbertand 17 | Kosciusko Keene 15 | Sheih }

o Frederick ()2 Loaurel Lacanin KA Usern Pines 40
HE'.( rstown Lowsvrlle Litticton 24 | Statesvilic G4
Salisbury lb VieCumhb Yhchester 9. 48| Washinton 7

- - e | Meridimn ashiua 541 Wilmidngtlon 629 "5

MASSACHUSETTS Portamiauth 19 | Wilsan 56

- | : Rochester 51| Winston-Salern 12,26, 42

© Barnstable 52 | Picayune -

~ Baston *2,4.5. 7. 44. 30, 26 Starkville NEW JERSEY NORTH DAKOTA
Brockton 62 Stute College
Fall River 40, 46 | Tupelo Andaover 3. 5,12, 18, =249

~ Greenlield 42 | University Ashury Parl Bant 16

L Holyoke rsec | Vick=buary Atlantie Cily Larri 26

. Springficld) Wist Paind Bridgetan [hevils 4. 14

O Lawrence Yazoo City Crmmden Diciinsnn 2.4 17

o Lowell s | Frechold IGw Ly G L tBdL 40

© New Bedford / R Himmonton "7 ralton 17

!gﬁcu‘lh Adlams ! s MISSOURI Mot ]ulr 77 T_'I" wid Forks *2.10

[ orthampton -lv - 13| Havves 27

I Pittshield ‘L'),fhﬁ’g:\'”“ i : arwick *19. 47 [ Jimestown 7. 92

" Spri Id-Holyoke ?3.6i Carutheraville Pialerson 37| Losbon L]

L Worcester 14, 20 | ~hllicalhe Lrenton 41 | Mot 6, L0003

N | ELR T Wildwaood 48 | Mew Rodliford 2i)

MICHIGAN Columbia B, . wogy R

e — Furmington NEW MEXICO Werkaaromn aE

o Alma Fostus r—-s : Williaton 1, * i

© Alpena Fulton Alamaoznrdo 17 b B E
Ann Arbm Haitinbal Albuqucrque .5, 2,18 =

Bad A Jetterson City Artesta 21 QHLO

| Battle (.rul\ Joplin Atrisco-Five Points 18 | Akros

~ Bay City Kan=as Cily 4,5.9 L 63 | Belen 24| Ashiabula

’f Benton Harbor Koennelt 21 Carlsbad 6,245 Athe

! Big Rapids Kirksville 3018 Clavion 27| Bellerfont,

© Cadillac Lebanon 23 is 12,35 | Combridue

2 Calumet . Marshall 40 e 4 | Canton .

Chebovgan Marcvville . 286 arminglon 17 | CRillicathe
Coldwater Mexico 43 | Gullup 3.8, W0 | Crnelnnati
Detroit 2.4.7 Moberly 35 | Hobhis 46|l

East Lansing N Monett 14 | Hot Springs 19| .

© East Tawas Meviada 18 4 ' 221 ¢ .‘.| tein

© Escanaba Poplar Bluff 15 | L: 14 | Dt

- Flint Rolla 31 ) o1 D“‘ d 4 AT
Gladstone - S1. Joseph 2. 30, 18 | Las Adamos 20
Grand Rapids . =t Lows 4.5.'9 11.30,36.42 | Lovinzton 27 (,, ‘“,,\.,m
Hancock | Sedalia 6. 28 | Partales Hamilton -Mide letow
Houghton Sikeston Raton Laneaster

~ Iron Mountain Springticld 3. 10. *26, Rosw el ;

- Iron River West Plains Sanui Fe )
Ironwood . =ilver Culy 36
Jackson | MONTANA S0Corro 17

| Eﬂhm-uoo . = Tucumoari 23

ansing . ... D“(“ 2l = e Hoasilton)
Rdingion 2.8, *11 NEW YORK 58
anisten BD/l man =9, 22 - 6o
Manistique o7 " - ‘14

| Marquette Butte el 4.6, *7. 15 | Albany-Schenectady -Troy 6. S

| Midland = Cut Bank 20 | Amsterdam It CJ}' 1 44
Mount Pleas: Decr Lodge 25 | Auburn ares 30

! casant D1I]nn 20 | Hatavia Sandr 42
it eaon 16 | Binghamton Spr 46,52
p;}m,‘;ﬂ ¢ 18 BurTnlo 1alz0 see Buffalo- EIRRL Gk R Wheeling. W Va.i
Bori H.iro Great Falls 3 : 1-.1|1 17, *2: | Tiffin 47
HRogers uCn.n Hamilton gara Falls 2. 4.7 50| Taledo L. 12, *30
m;w v Hardin - 4 Cortland 34 ’ 21
s.u“ iy (!\’hrw | [lsil.]'i\tzl?:\ 10, %12 DLl’”ll;-]\rk il .;U
garse Ciby Kalispell | " 8| Gl —
West Braneh Laurel = ... 14 | Gloversviile OKLAHOMA
p— — Lewistown .. . 13 | Hornell
MINNESOTA Livingston - 16 | Tthaca *1d, Q 30

' — Ailes City 3, *6. 10  Jamestown Altus 36

1 Albert Lea 57 ’ AMissoula *11.13. 21 Kingston 3 | Alva 10
Alexandria ... 38 I Polson . . e 18 Alalane 20. “66 | Anadarko 58
Austin 6. 51 ' Red Lodge 18 | Massena = 14 | Ardmore 35

idjt 24 [8helby ... 14 | Middletown " 60 | Aortlesville f2
inerd 12  Sidney 14 New York 2,4,5,7.9.11, *25. 21 ' Blackwell 51
Cloquet 44 | Whitefish 16 | Niagara Falls (see Buffalo- Chickasha 84
Crookston 21 | Wolf Point 20 | Niagara Falls: | Claremaore 15

4
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FOC Channel Assignments—Continued
OKLANMOMA--Continued
Channel No.

Chnton

3z
Duncan 39
Durant 2
Elk City 12, 15
El Reno . . 56
Enid %, 24, 27
Frederick . 44
Guthrie 48
Guyimnon 20
Hobart 23
Holdenville .14
Hugn 21
Lawton 7,728, 34
McAlester . 47
Miami . 58
Muskogec 8, 45, 66
Norman e kg VT
Oklahomn City 4.9.%13,19,25
Okmulgee ; .. 26
Pauts Valley ... 61
Ponca City . - .40
Pryor Creck . .. 54
Sapulpa . i 4
Seminotle . ... b9
Shawnee E soee
Stillwater . 9, *69
Tulsa 2,6, %11, 17,23
Vinita ... s .. 28
Woodward 8

OREGON

Albany
Ashland
Asloria
Baker ..
Bend ...
Burns
Corvallis
Eugene

Grants Pass .
Klamath Falls
La Grande
Lebanon —
McMinnville
Medford .. ...
North Bend
Pendleton
Portland ..
Roseburg
Salem
Springfield
The Dalles

6.

3.%18,

PENNSYLVANIA

Allcntown
Altoona .
Bethlehem
Bradford
Butler ... .
Chambelsburg ,,,,
Du Bois I
Easton .
Emporium
Erie '
Hanlsbulg
Hazleton
Johnstown
Lancaster ...
Lebanon .. ..
Lewistown ...
Lock Haven ..
Meadville
New Castle .
Oil City s
Philacdelphia -3.6,
Pittsburgh LB
Reading :
Scranton
Sharon ...
State College :
Sunbury ...
Uniontown
Washington
Wilkes-Barre
W:l]lamsport
York ..

e
.27.33

e cme— 48
10 17, 23, 29. *35
. ¥13. 16, 47, 53

RHODE ISLAND

i Brownwood

Trovidence 10.

SOUTH CAROLINA

Atken
Anderson
Camden ...
Charleston
Clemson
Columhia
Conway
Florence
Georgetown
Greenville
Greenwaoord
Liake Citx
Lioncaster
Laurens
Miirion
Mewberry
Qrangeburg
Rock Hill
Spartanburg
Suimter
Uninon

SOUTH DAKOTA
Aberdeen g
Belle Fnunhv
ng
g

Hrook

> | Floydada ...
1¢ | yort Stockto

| Gainesville
| Galveston

SOUTH DAKOTA-—Contunued
Channel No.
Lead 5,26
Madison 416
Mitchell 5. 20
Mobridge
Pierre 6.
Rapid City .
Sioux Falls 11,138
Sturgis 20
Vermillion 2.4l
Watertown 3.35
| Winner 18
Yankton 17
TENNESSEE
Athens 14
Bristol, Tenn. -Bristel. V| .. 5, 46
(.hauanoog ‘ .12, 43,489, *55
Clarksville 53
Cleveland 38
Columbia . 29
Cookeville 24
Covinglon 19
Dyersburg 4t
Elizabethion . 4L
Fayetteville 27
Gallatin ... . 48
Harriman . 67
Humboldt 25
Jackson 9, 16
Johnson City 11, 34
Kingsport 28
Knoxville \
Lawrenceburg
Lebanon s
MeMinnville ...
Maryville ...
Memphis e
Morristown
Murfreesboro . ... . ...
Nashville .
Oak Ridge .
Paris ...
Pulaski .
Shelbyville
Springfield
| Tullahoma ... ...
Union City ... ..
TEXAS
Abilene - 9,33
Allee sl T 34
Alpine iaiid
Amarillo ... . *2,4,7 1
Athens . . N 25
Austin .. . 7,18, 24, *30
Ballinger i b (B
Bay City .. .. 33
Beaumont- .6.31,*37
Beeville ...
Big Spring ..
Bonham .
Borger
Brady ...
Breckenndge
Brenham ... . 92
Brownfield ... .. 15
Brownsville (also see Brownsville-
Harlingen-Weslaco) ...t 36
Brownsvilie-Hardingen-Weslacot 4.5

) These assignments may be uti-

lized

in any commumty lying

within the area of the triangle

formed by Brownsville,
lingen and Wes]aco

Bryan 2
Childress .
Cleburne
Coleman ..

Corpus Christi
Corsicana .
Crockett ...
Crystal City
Cuero ...
Dalhart
Dallas
Del Rio ..
Denison
Denton ...
Eagle Pass
Edinburg .
El Campo .
El Paso
Falfurrias

Forl Worth ...

Gonzales
Greenville

Harlingen (also see Brownsville

Harlingen- Welasco)

Hebbronville .
Henderson
Hereford
Hillsboro
Houston
Huntsville ...
Jacksonville
Tasper .
Kermit ...
Kilgore
Kingsville
Lamesa e,
Lampasas ..
Laredo .ankil
Levelland ..
Littlefield ..
Longview
T.uhbock

www americanradiohistorv com

T2,

1. t8;

. e 2
4.°7,9.13. 20
DS NROY

Har-

49
Y
. 64

| Seguin

, Pulaski .

.38
20, 26 |

TEXAS (_'ul)lluun d

(.h.mno] No

Lufkin . 9,46
McAllen 20
MeKinney 65
18
16
32
50
'\:Ildl.nd 2,18
vianerial Wells 38
Mission . 14
Monahans b
AMount Pleasant 35
Macogdoches 40
MNew Braunfels 62
Odissa 1, 24
Oringe 43
Pampa 17
Paris .. 33
Pearsal 31
Pecos 16
Perryton 22
Plainview 28
Port Arthur rsec Beaumonw
Quanah ..
raymondville
Rosenberg .. ... ... . .. 17
San Angelo ... ... *23
San Antlonio ‘9 12 35 41
San Benito 48

San Marcos ...

Seymour
Sherman
Snyder ...
Stephenville .
Sulphur Springs
Sweetwater
Taylor
Tempic
Terrell .
Texarkana
Tyler ...
Ulvalde
Vernon .
Victoria
Waco :
Waxahachie
Weatherford ..
Weslaco (see Brownsville-
Harlingen-Weslaco)
Wichita Falls

Brigham ..
Cedar City .
Logan
Ogden
Price
Provo .. .
Richfield
St. George
Salt Lake Ci

[
. *28
13

Vernal

VERMONT

Bennington ..
Brattleboro
Burlington
Montpelier
Newport
Rutland ..
St. Albans
St. Tohnsbur\

VIRGIN‘IA .

Blacksburg
Bristol isee Br:stol ‘Tenn.)
Charlottesville ......
Covington
Danville
Emporia o
Farmville ...
Frederlcksburg
Front Royai
Harrisonburg
Lexington
Lynchburg .
Marion .. ...
Martinsville ..
Newport News fsee Norfolk-
Portsmouth-Newport News)
Norfolk-Portsmouth (also see
Norfolk-Portsmouth)
Newport News)
Norfelk-Portsmouth-
Newport News (alse see
Norfolk- Portsmouth) 3, 10 15,
Norton ...
Petersburg
Portsmouth (see Norfolk-
Portsmouth and also see
Norfolk-Portsmouth-
Newport NE‘WSI

*21, 33
. 52
8,41

37

6,12, *23, 29
7,10, 27, %33
R U |

Richmond
Roanoke £Ei -
South Boston
Staunton s
Waynesboro
Williamsburg
Winchester

WAQHIN’CTON
Aberdeen
Anacortes
Bellingham
Bremerton
Centralia .
Ellensburg
Ephrata
Everett ... oy
Grand Coulec
Hoguiam
Kelso

WASHINGTON — (.Lillll“\.ll.fl
Channel Nn

Kennewick ialso see Kennewick-
Richland-Pasco)
Kennewick-Richland-Paseo
Longview
| Olympla
Omak-Okanogan
Okanogan 18ee Omak:
Pasco talso see Kennewick-
| Richland-Pasco)
| Port Angeles
| Pullman .
| Richland 1also see Kennewick-
Richland-FPascol
Scattle
Spokane
Tacoma
Walla Walla
Wenatchee
Yakima

P

-

= ¥ae

-
-3

iriia

WES

=

guRsiesr |

BackIEy ...ty pe——— e s e

Bluefield

Charleston

Clarksburg

Elkins

Fairmont .

Hinton . 4

Huntington 3.

Logan i

Martinsburg ..

Morgantown .

Parkersburg

Welch

Weston

Wheeling (also see Wheelmg-
Steubenville, Ohio) .

Wheeling-Steubenv:lle Ohio ..

Williamson .

—
w
a

b

528 BERIER

8

WISCONSIN

Adams
Appleton
Ashland
Beaver Dam
Beloit
Chilton
Eau Claire . ...
Fond du Lac
Green Bay
Janesville
Kenosha .
La Crosse
Madison
Manitowoc
Marinette o
Milwaukee . .
Oshkosh .
Park Falls
Portage
Prairie du Chien
Racine ...
Rhinelander
Rice Lake ..
Richland Cent
Sheboygan
Shell Lake
Sparta ..
Stevens Point ...
Sturgeon Bay .
Superior (see Dululh Minn.)

auééé;xazaﬂ:ss

Wausau ... e 7, 16, *46
Wisconsin Rapids . o
WYOMING L.
Buffalo . 29
Casper .............. .28
Cheyenne .. 355
Cody ... 24
Douglas 14
Evanston . 14
Gillette 31
Green River 1€
Greybull 40
Lander ... ... [
Laramie
Lovell 36
Lusk 1§
Newcas 2F
Powell 3t
Rawlins . IR
Riverion ... 1€
Rock Springs lf.
Sheridan ... H
Thermopolis Sl
Torrington . . 4'
Wheatland ... 2
Worland . 3
U. S. TERRITORIES
AND POSSESSIONS
Anchorage
Fairbanks ...
Juneau ...
Ketchikan .
Seward .
Sitka . 4 ot s
HAWAIIAN ISLANDS
Lihue, Kauai_ ... e iy, ¥, 100
Honolulu, Oahu 2,4,7.9.11, &
Wailuku, Maui vernn 3,8, *10, 18
Hilo, Hawaii ... 2,%4,7,8,11,1

PUERTO RICO

VIRGIN ISLANDS

Christiansted ...
Charlotte Amalie ...

Television Magazine ¢ May 195:
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20° BELOW ZERO!

Climate does not cripple

THE MAURER Ibmm.:

Thhis remarkable photo shows the Maurer 16mm. Professional
Camera shooting a scene at twenty degrees below zero . .. onz hun-
dred and fifty feet down in a marble quarry!

But that Maurer is getting perfect pictures. .. it was designed not
to “freeze up.” The Maurer 16's dependability under all condi-
tions is only one of many reasons why the nation’s top professionals
choose this fine camera for all phases of professional motion pic-
ture production.

Hair-line accuracy...precise high-power focusing...the 235°
dissolving shutter . .. and many special exclusive features all add
up to finer motion pictures with the
Maurer 16mm. Top results mean
economical results too!

Write us for more information
about how the Maurer 16mm. can
answer your motion picture pro-
duction problems.

maurer

Quireg no spe
(other than recorq
1% lamp)_

J. A. MAURER. 1~Nec.

37-01 31st Street, Long Islond City 1, New York
1107 South Robertson Bivd., Los Angeles 35, California

www americanradiohistorv co

THE MAURER 15.", designed gpecifically
for professional use, equipped with preci-
sion high-power focusing and view-finder,
Standard equipment ineludes: 235° dis-
solving shutter, automatic fade control.
view-finder, sunshade and flter helder.
one 400-foor gear-driven Rlm magazing. a
t0-cycle 115-volt synchronous meotor, one
8-frame¢ handcrank. power cable and a
lightweight carrying case.

THE 1EMM. SOUND-ON-FILM RECOROING

SYSTEM combines the highest Adelity in
I16mm. recording practicc with wide flexi-
bility and extreme simplicity of operation.

CABLE ADDRESS:

JAMAURER
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FINEST FEATURE FILMS AVAILABLE FOR TV

STAGECOACH

JOHN WAYNE
CLAIRE TREVOR
THOMAS MITCHELL

Directed by
JOHN FORD

SUNDOWN

GENE TIERNEY
GEORGE SANDERS
SIR CEDRIC HARDWICKE

Produced by
WALTER WANGER

House Across The
Bay

GEORGE RAFT
JOAN BENNETT
WALTER PIDGEON

Produced by
WALTER WANGER

CRYSTAL BALL

PAULETTE GODDARD
RAY MILLAND
WILLIAM BENDIX

Woman of the Town

CLAIRE TREVOR
HENRY HULL
ALBERT DEKKER

| Met My Love Again

JOAN BENNETT
HENRY FONDA
ALAN MARSHALL

Preatuciid L

WALTER WANGER

THE KANSAN ‘

RICHARD DiX

JANE WYATT

ALBERT DEKKER
ROBERT ARMSTRONG

TRADE WINDS

FREDRIC MARCH
JOAN BENNETT
THOMAS MITCHELL
RALPH BELLAMY

Produced by
WALTER WANGER

SILVER QUEEN
' GEORGE BRENT
BRUCE CABOT

Slightly Honorable

PAT O'BRIEN
EDWARD ARNOLD
BROD. CRAWFORD

To Be or Not To Be

JACK BENNY
CARCLE LOMBARD

ERNST LUBITSCH

Produclion |

Young and Willing

SUSAN HAYWARD
WILLIAM HOLDEN

| Married A Witch

FREDRIC MARCH
VERONICA LAKE

Directed by

RENE CLAIR

STAND IN

HUMPHREY BOGART
JOAN BLONDELL

52nd STREET

KENNY BAKER
LEC CARRILLO
ZASU PITTS

Produced by
WALTER WANGER

‘ ETERNALLY YOURS

LORETTA YOUNG
DAVID NIVEN
BROD. CRAWFORD

YOGUES

JOAN BENNETT
WARNER BAXTER
MISCHA AUER

Produced by
WALTER WANGER

You Only Live Once

HENRY FONDA
SYLVIA SIDNEY

Produced by
WALTER WANGER

Foreign
Correspondent

JOEL McCREA
LARAINE DAY
HERBERT MARSHALL
GEORGE SANDERS

Dircoted by
ALFRED HITCHCOCK

Long Yoyage Home

JOHN WAYNE
THOMAS MITCHELL
BARRY FITZGERALD

History Is Made
At Night

CHARLES BOYER
JEAN ARTHUR

Produced by
WALTER WANGER

BLOCKADE

HENRY FONDA
MADELEINE CARROLL

Produced by
WALTER WANGER

Winter Carnival

ANN SHERIDAN
ROBERT ARMSTRONG
RICHARD CARLSON

AMERICAN EMPIRE

RICHARD DIX
PRESTON FOSTER

Buckskin Frontier

RICHARD DIX
JANE WYATT
ALBERT DEKKER

54 WEST
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HOW TO ADVERTISE A BANK ON TV

Sell specific services informally, shun windy copy, ponderous shows.
That's the advice of agency president to banks buying $48,000,0000n TV

By Charles H. Pearson, President, Pearson Agency, N. Y.

HERE'S no doubt about it, an

increasing number of banks,
normally thought of as stodgy ad-
vertisers, are taking to the glam-
our medium of TV.

According to the American
Bankers Association, the nation’s
14,070 banks will spend an esti-
mated total of $48,000,000 for all
advertising in 1952. Nobody knows
precisely how much of this will be
devoted to TV, but it certainly will
be at least a 10 per cent slice.

This growing romance with TV
is verified by G. Edwin Heming, of
the American Bankers Association.

“Of the 2,231 banks surveyed by
us this year,” he reports, “twice as
many plan to use video in 1952
than the year before.”

Although I know of a number of
outstanding exceptions, it seems to
me that many bank managers are
making the same mistakes with
TV as they did with their use of
radio, Purely as a constructive
critic, and as an adman who for
15 years has handled financial ad-
vertising, T would like to list these
errors—and also make construc-
tive suggestions:

(1) Ad Managers Without Know-
how: Often, a bank manager will
pluck out from his staff an inex-
perienced vice president to serve
as his assistant advertising man-
ager. This man will have been
chosen merely because of his so-
cial contacts. However, because
his thinking is conditioned by the
cold, aseptic atmosphere of the
bank, this neophyte may well
assume a stuff-shirt attitude
toward the public he is trying to
reach and the medium he must
use,

As John B. Mack, Jr., director

Television Magazine » May 1952

of the Bankers’ Public Relations
Council, has suggested: “The gual-
ities that make a good banker are
not the same as those that make a
showman, nor for that matter, a
salesman. For success in the use
of video, the banker should work
closely with his advertising agency
and his TV station.”

1 would suggest, too, that the
bank ad manager selected should
be, if possible, an ad agency vet-
eran. One example of many is
Raymond K. Meixsell, ad manager
of Troy Savings Bank, N. Y., who
was for 12 years media director
of an advertising agency.

(2) Ponderous Programing: No-
body would expect a bank to
sponsor a frivolous or blood-and-
thunder type of TV show. But I
think many banks make a mistake
when they go to the opposite con-
servative extreme, and sponsor a
starchy show that can’t compete
for popularity. Indeed, I know of
one show (consisting of inter-
views with city hall officials) that
was so dull, even the bank ad
manager admitted, “I myself get
bored when I tune in to it.”

Local bank identification in Armstrong Co.
open-end commercials is done by inserting
bank book in film. Cost of films: $175 up

s reiist \
e &
i
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It seems to me that banks should
take a tip from Hollywood, which
long learned that moralizing docu-
mentaries never have the mass
boxoffice appeal of entertainment.
And if the banks insist on decorum,
at least they should try to get ex-
citement in their information-
type TV shows.

Of course, many banks have
managed a happy blend of dignity
with entertainment. One solution
is the syndicated open-end film.
The First National Bank of Hou-
ston, Texas, for instance, is using
Ziv Television Production's Story
Theatre (famous Mark Twain, O.
Henry stories originally sponsored
by Lucky Strike) on KPRC-TV;
and similarly People’s Trust Co. is
using Ziv’s Yesterday's Newsreel
series on WDTV, Pittsburgh. De-
pending on the city’s population
where it appears, Story Theatre
would cost any bank from $80 to
$1,000 per half-hour, while Yes-
terday’s Newsreel runs from $40
to $500 per 15-minutes.

Another solution is the use of
music. Citizens National Trust
and Savings Bank has been spon-
soring on KTTV, L.A, a weekly
program of waltz themes and light
operetta excerpts., The concerts
are given by the Vienna Philhar-
monic Orchestra in the Old World
locales of Vienna and Salzburg.
The bank’s ad manager, Harry E.
Petersen, has commented: “TV
has become a prime medium for
financial advertising.”

The Bank of America has found
an answer in its 10-minute feature
film, Family Quiz, televised twice
weekly over KPIX, San Francisco,
and KFI-TV, L.A. And the Liberty
National Bank & Trust Co. has
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BANKS ON TV
(Continued from page 45)

used a sensible TV idea in its one-
minute weather announcements
over WAVE-TV, Louisville. The
commercial consists of the film of
one of Liberty National’s 10 branch
offices, a cartoon depicting the
weather, and a shield of the bank.

But almost any type of pro-
graming can be effective. Right
now, my own agency is preparing
a TV panel discussion program for
the National Home Owners Asso-
ciation.

Peabody Citation 1951
Originating Statior.

Johns Hopkins
Science Review

around
Baltimore
they always
keep an

eye on

WAAM

TELEVISION

CHANNEL 13

ABC-Dumont Affiliate
Represented Nationally by

Harrington, Righter & Parsons

(3) Long-winded Copy: Many
banks, with prestige weighing
heavily on their shoulders, go in
for what I call “tombstone adver-
tising.” This i1s the stuffy, tech-
nical-worded commercial which
glorifies the ancestry of the insti-
tution, and is as tedious as a Wall
Street financial statement. The
average prospective bank client
only wants to know what the bank
can offer him, and the message
should be presented palatably.

When I was handling the Manu-
facturers Trust account, we used
disc jockey shows, and we found it
profitable to encourage the M.C.’s
to deliver our messages informally
—even ad libbing as long as they
didn’t deviate from the facts. This
was done nicely by such men as
Herb Sheldon on WJZ and John
Gambling on WOR, N. Y.; for
variety, the account also used
filmed announcements on WCBS-
TV, WABD and WNBT, N. Y.

(4) Static Commercials: Many
bank ad managers make the error
of not exploiting TV's eye appeal
sufficiently. By that, of course, I
don’t mean you should merely
show some greenbacks being
shoved over a bank teller’s desk.
This action is visual, but it cer-
tainly doesn’t do a concrete selling
job.

John B. Mack, Jr. of the Bank-
ers’ Public Relations Council put
the matter well when he says:
“Banks sell intangibles: security,
safety, happiness, convenience,
peace of mind. Television, by
merging eye and ear appeals, en-
ables banks to translate the in-
tangible benefits they offer into
powerful appeals. It enables banks
to demonstrate the advantages
they offer; to show and describe
the automobiles, homes, appliances
that saving or borrowing can help
a person attain; to illustrate the

‘V Comrciuls 4

With our 35 years experience .
highly trained staff .
ratory and latest equipmenl, we produce
quality TV spots, show openings, etc., at a
price lower than anyone else can touch,
Send us your copy for estimate

FILMACK STUDIOS

1341 S. WABASH AVE.

« with our
. our complele labo-

cHicago |
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dangers of paying with cash; the
ease of banking by mail; the safety
provided by a safe deposit box."
One bank that believes in de-
tailed hard-sell commercials is
Lincoln National Bank & Trust Co.
of Syracuse. On WHEN-TYV, it has

used three Alm strips revealing
three of its major services: the
convenlence of the bank’s location;

its free parking facilities; and its
24-hour banking service.

Gerard Dramatizes Service

The Gerard Trust Corn Ex-
change Bank, which sponsors the
half-hour night wvariety show,
Open House, on WPTZ-TV, Phila-
delphia, advocates simple drama-
tization for its commercials. To
demonstrate its loan service, it
might show in one scene a young
couple at the breakfast table
brooding over their inability to
pay their bills; the next scene
shows them at the Gerard Bank
getting sound advice.

And film commercials need not
be too expensive. J. Armstrong
Co.,, N. Y. sells open-end films as
low as §175. The one-minute film
covers general phases of saving,
but still provides for local identifi-
cation (the bank’s literature, bank
book, photos of the building) at
the beginning and end.

Participation Solves Cost

In conclusion, 1 might echo
what many bank advertising man-
agers have discovered—that TV's
biggest barrier is the high cost it
presents to a limited budget. To
my mind, the best solution for
banks is the use of TV participa-
tion shows. I think TV will work
out a formula for local banks to
buy participations on a weekly in-
sertion basis, as is common in
radio.

Meanwhile, if they iron out
their errors, there’s no reason why
banks shouldn’t increasingly ex-
ploit the tremendous sales impact
of TV. I remember back in 1947,
when Harvey Gibson, president of
Manufacturers Trust, told me, “TV
is coming in like a hurricane.”
Well, the time has since arrived
when TV, with proper handling,
can bring new clients into a bank
as swiftly as though they were
propelled by a hurricane.

Television Magazine ¢« May 1952
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'RISKS & RIGHTS |

INVASION OF

UPPOSE a sponsor and his ad

agency buy a TV candid-camera
interview program. Or suppose
they acquire a TV crime show
based on true police cases. What
should they watch out for, to
avoid invading privacy and thus
prevent the risk of a costly law-
suit?

Privacy suits seem the fashion
today. A person wakes up to find
his face or name was publicized on
TV. His first reaction, it seems, is
to sue. Warners Bros. and Curtis
Publishing Co. recently have suf-
fered judicial decrees imposing
substantial privacy liability against
them.

Camera Shouldn’t Linger

Let’s suppose your show’s TV
camera-man is at a prize fight, a
football game or simply on the
street. He picks up the faces of
the crowd. If the camera doesn’t
linger too long on an individual’s
face, no privacy liability arises.

Why? Though no court has so
decided, it seems crystal clear,
from the general theory of privacy,
that an individual who attends a
public sporting event thereby auto-
matically consents to have his pic-
ture picked up by a TV camera.

But there are limits to a spec-
tator’s implied consent. As a Cali-
fornia judge has just vigorously in-
sisted, an individual’'s face in a
crowd can’t be picked out and ex-
ploited in a way not usual in the
use of a group picture.

Suppose, for example, a woman
accosted in the street or at a foot-
ball game doesn’t want to be inter-
viewed. Suppose the over-zealous
TV camera-man impulsively de-
cides he can build a spot of comedy
by making the shy lady flounder
in embarrassment. While the cam-
era flashes the lady’'s embarrass-
ment across the nation, the TV
interviewer pours out a witty
word-fire of questions.

One can conclude from the Cali-
fornia judge’s words, that this
flustered lady did not give her
consent by appearing in public, In
short, if your camera-man or TV
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PRIVACY
CAN IMPERIL SPONSOR

By Samuel Spring,
Spring & Eastman,
Attorneys-at-law

interviewer center on an unwilling
spectator at considerable length,
they may have presented the spon-
sor with a bouncing law-suit.

So, too, with TV crime shows
that use the life of a currently con-
victed, headline criminal as fiction
material. A TV newsreel can freely
use a convicted criminal's face,
name, or life story, as part of a
news telecast. Here, the public’s
right to news protects the station
and sponsor.

But when the identical criminal,
event, or name, is made part of a
fiction who-dun-it TV show, the
right to invade privacy is dubious.
Even the fact that a criminal is
languishing 1n jail doesn’t mean
that, with his loss of the right to
vote, he’s also lost the right to sue
for privacy invasion.

A California court, for example,
held that a radio romance—which
dramatized a current hold-up pub-
licized in the press—gave the vic-
tim right to sue the station for in-
vading his privacy. But, at about
the same time, a woman leaped to
her death from a skyscraper win-
dow. The newspapers, in luridly
reporting the event, made lavish
use of her husband’s picture and
life story. The same court held the
husband had no right to sue.

Don’t Fictionize News

The suicide story was in the
form of a news report. The radio
program was in the form of a fic-
tion yarn. That made the dif-
ference.

As safety precautions to spon-
sors, ad agencies and telecasters, [
suggest:

(1) Don't let a TV camera linger
too long over a spectator's face,
even in a public place.

(2) Don't ficticnize a current
crime on the air, without getting
the individual’'s written consent.

(3) If you can't get consent with
regard to a true crime story, have
your writer alter the name and
event, so0 the individual’s person-
ality won't be recognized in the
script.
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FOCUS
{ Continued from page &)

“The other show is on WMAL-
TV, 7:30-8:00 p.m. Tuesday.
While it has a comparatively low
rating (3 to 4 per cent), it con-
sistently sells a substantial amount
of merchandise for us by telephone
while the show is on the air. It
also brings in store traffic the very
next day. It’s a hard-selling dem-
onstration of 15 to 16 items per 30
minutes.

“We believe that if retailers
would devote as much time finding
out how to sell merchandise on TV,
as they do with their other adver-
tising media, they'd find they have
been neglecting a very important
avenue of communication with
their customers.”

AVOID STEREOTYPE PITCH

Trend toward TV announcers
falling into “schools” and imitative
“cycles” when giving their pitch is
lamented by Garth N. Montgomery,
radio-TV director and vice-presi-
dent of Kenyon & Eckhardt
Agency. He reports:

“The plaint so often heard about
TV programing-—that it so fantas-
tically wears out and uses as ma-
terial, ideas, performers—certainly
applies to the handling of TV com-
mercials. It leads to the develop-
ment of so-called ‘schools’ of TV
selling. I like to refer to the trend
as the ‘Amm-i-dent’ school. It
might as aptly be referred to as
the ‘Betty Furness’ scheol, or any
other schocl of simple, forthright
sales pitching. Good as it is at its
best, 1t loses some of its effective-
ness when it becomes too wide a
pattern for TV selling.”

COMMERCIALS “MEDIOCRE"

Large muajority of today's TV
commercials  are “mediocre  or
worse” and only about 20 per cent
are really tuking advantage of the
medium’s  potentialitics. That's
finding of Jack Boyle, TV rescairch
director for Danicl Starch, which
has devoted  years to evaluuating
hundreds of commercials.,

Interestingly, Starch found no
correlation hetween those “liking”
u o commercial  and  those  who
“wrould buy” the product. That i3,

a cormmercial could be dinliked und
yoel a viewer might sl want to
buy.

A joy Lo those who have battled
Petrillo was Stareh’s findhing thad

backpround music wos common Lo
“poor’ commercials, and hardly
eed an the “pood™ commereials.
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-
ROBERT G. PATT, WCBS-TV’'s ad manager,
for top audience promotion in N. Y. news-
paper ads; “Late Show” ad, right, is ane

WARREN WADE, for ariginating, producing
across the board, repertory “‘Broadway TV
Theatre”, WOR-TV. Show, presenting one
Broadway play in entirety 5 consecutive
nights, is sponsored by Cavalier Cigarettes
{via Esty Agency) & General Tire & Rubber
{via D'Arcy Agency). Each play is 1% hrs.

CAROL IRWIN, for originating, producing
delightful “Mama”, on CBS-TV. Scripted by
Frank Gabrielson, sponsored by Maxwell

House (via Benton & Bowles!, with Nielsen

of 426, TV show was book, play, movie

ED RICE, HARRY HERMANN, STANLEY
QUINN, of J. Wolter Thompsen, for “Kraft
Theotre’, longest droma rum on TV—5
ycars. Low-budget, no stor series nabs con-
sistently good rotings comparehle to its
floshier competitors, TV insignio is above
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Tonight on

THE LATE
SHOW

I3 LEAD
SOLDIERS

best in view

channel 2
11:45 P.M.

|
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