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| Get this exciting, fast-moving TV
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with CHESTER MORRIS as host. This profit-proved program

released locally in new format ..

includes full-scale promotional support in all markets,

Call, write or wire



www.americanradiohistory.com

HOUSTON
PREFERS
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HOUSTONIANS SELECT CHANNEL 2 OVER ALL OTHER STATIONS

Houston televiewers had a clear-cut choice of stations
during the great Ford 50th Anniversary program, telecast
on both NBC and CBS, Monday, June 15. Hooper reports
99.1%, of Houston viewers watched the NBC telecast
on their own Houston station, KPRC-TV.

LESS THAN 1% WERE WATCHING OTHER
TV STATIONS, INCLUDING ANOTHER
STATION TELEVISING THE SAME PROGRAM!

While the division of audience normally is not so great as
99 to one, nevertheless all rating services in the market —
Hooper, Pulse, ARB —have confirmed consistently the
OVERWHELMING preference of Houston viewers for
KPRC-TV and its programs! Day and night... hour after
hour . .. week after week . .. the people’s choice is Channel
2 in Houston!

CHANNEL

Jack Harris, vice president and general manager
Nationally represented by Edward Petry and Company
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Leading network engineers proclaim the TK-11A the
finest television camera ever produced—the easiest cam-
-era in the world to handle—and the simplest one to get
~4t. It has all the proved performance advantages of the
world-famous RCA TK-10 camera= PLUS THESE NEW

FEATURES:

NEW 74 viewfinder pic-
ture twbe produces larger,
brighter, sharper pictyres to
help' the cameraman,

NEW plug-in, high-stabil-
ity video amplifier—with fre-
querncy response uniform to
8.5 Mc.!

NEW fixed-position align-
ment coil for the Image Or-
thicon. Electrical control of
coif: eliminates all mechani-
cal adjustments!

NEW plug-in blower for
‘cooling the deflection coil
and Image Orthicon!

"For complete information on
‘the TK-11A, call your RCA
‘Braadcast Sales Representa-
five,

NEW electronic-protection
system guards Orthicon
against deflection failure, or
loss of driving signals.

NEW ‘overscan™ control
takes burden off Orthicon dur-
ing warm-ups and rehears-
als; new vertical reverse
switch for film pickups.

One laich opens both hinged sides
and fop. Dual bar handles provide
belter grip and easier carrying. '

RADIO CORPORATION of AMERICA _

ENGINEERING PRODUCTS DEPARTMENT CAMDEN.N.J._ 1]
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Like, for instance, describing what it takes for really
cffective representation of outstanding television stations.

Foremost, such representation must be exclusively TV—
with all the effort, all the interest devoted uncompro-
misingly to that medium. But quality television
representation demands, too, a type of aggressive selling
built upon long, sound experience in all advertising,
and combined with deep instght of station opcration.

Anyone who knows advertising, and also appreciates the
greantic impact of the television medium, realizes that TV

1s far too important to be merely one of two ... or even
three . .. masters scrved by a single representative.

Stations of the caliber that have sclected Harrington,
Righter & Parsons, Inc., demand quality representation
devoted exclusively to television. Ask any onc

of them how wise this chotce has proven to be.

Harrington, Righter and Parsons,Inc. | 77 Bavinore
IR ]"ﬁp\rnlj\[ I)’It_ff.-i/u
New York B 1 mnsy 1
Chicago

Greensboro
WDAF-TV Kansas City
ITHAS-TV Louisville
No newspapers, no radio—television only. W 7 TMI-TV Mikwankee

San Francisco
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WDELTV

Wilmington, Delaware

Channel - 12

Hundreds of local and
national advertisers use
WDEL-TV consistently .

proof positive of its profit
potential. Write for infor-

mation,

oles Representative

New York
Los Angeles

Chicago
San Francisco

Steinman Sration
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IV's NEW SHOW IS
TV DYNAMITE! ﬁ‘

STARRING HOLLYWOOD'S BRILLIANT ACTOR

RICHARD
CARLSON

IN THE TRUE-LIFE STORY OF A PATRIOTIC YOUNG AMERICAN WHO LED 3 LIVES IN THE SERVICE OF OUR COUNTRY!
1. CITIZEN! 2. COMMUNIST! 3. COUNTERSPY FOR THE FBI!

'| LED 3 LIVES’

TENSE because it's FACTUAL! GRIPPING because it's REAL! FRIGHTENING because it's TRUE!

EACH HALF-HOUR A TRUE-LIFE ADVENTURE! ¢

YOUR OPPORTUNITY

A 10 HAVE THE MOST
% || TIMELY AND IMPORTANT
i TV PROGRAM IN
fi YOUR CITY!

i

o
il J1)
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OF A
OUNTERSPY
FOR THE

Not just a script writer's fantasy—but the authentic story of the
Commies’ attempt to overthrow our government! You'll thrill to
the actual on-the-scene photography . . . the factual from-the-
records dialogue.

Taken from the secret files of a counterspy for the FBl. Authen-
tic sets and scripts personally supervised by Herbert Philbrick,
the man who, for 9 agonizing years lived in constant danger
as a supposed Communist who reported daily to the FBI!

NEW YORK
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, WAVE'TV, LOUISVILLE,

CHANNEL 3 |
NOW SERVES
FAR GREATER
TV MARKET!

i
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914-FT. ANTENNA!

(ahove average terrain)

P/ecr LOW CHANNEL!

(from Channel 5 to Channel 3)

7/ecr 100,000 WATT POWER!

(vp from 24,000 Watts)

Y ecw, ALL-NEW EQUIPMENT!

(the most modern available)

WAVE-TV now treaches 6640 more people
than any other tclevision statton 1n Ken-

tucky and Southern Indiana!
e Since switching to our new facilities,
we've had thousands of excellent recep-

tion reports from viewers 85 fo 150
miles away, indicating coverage far

beyond the FCC 0.1 MV Contour!

“ow According to FCC coverage curves, the
CHA""EI. new WAVE-TV  television market  has
52.17 additional familics, spending 54.09¢

NB(' ABC, DUMONT AFFILIATE motre on retail sales!

Ask Free & Peters for all the facts on

f“’] : WAVE-TY — the only station that can
= Pree & Peters, Inc., y S . : ; ]
: . ; . , deliver this big new market intact, an
i Asdusive National Representatives . : po
with impact!
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Dr. Thomas E. Coffin
Manager of Research,
NBC

o home gets TV. .. ..

MORE BUYING OF TV BRANDS

changes in share of marke!

Powerful evidence of TV's sales impact is Why Sales
Come in Curves, NBC’s study of brand switching among
viewers and non-viewers. Under Dr. Coffin, Before and
After survey was made in the Quad City market over
13 week cycle. Highlights of report: when people
switch brands, they change to brands they've seen on

TV . .. when people start viewing program, they start
using brand . . . when they stop viewing, they stop
buying.

Youth on the march at DuMont—recent shifts bring
three men, all under 40, to key posts under Chris
Witting, himself in his 30’s. Donald H. McGannon
becomes assistant managing director. Ted Bergmann
moves from sales director to general manager. Gerry
Martin, ex-Lennen & Newell vp & account man on
Lorillard, is new director of sales.

1. McGannon Ted Bergmann Gerry Martin

NETWORK TV BILLINGS—PIB

For June ’53 For May '53
ABC $ 1,597,253 $ 1,813,985
CBS 7,399,078 7,622,432
DuM 803,848 864,870
NBC 7,249,395 8,026,635
$17,049,574 $18,327,922

JAN. . MAR. APR. MAY JUNE JULY AUG. SEPT. OCT. NOV. DEC.

New Film Buying Structure

Department store system of central buying offices in N. Y. 1s
now being applied to TV film. First came Vitapix, station-
owned, with Westinghouse and Cox stations among its stock-
holders. John Fetzer, WKZO-TV, and Richard Borel, WBNS-
TV, were two of the prime movers. OQutfit will be in a front
position to get product for their own stations and for distribu-
tion in other markets. Second variation is new Station Films,
set up by Katz station representatives, under Bob Salk, to act
strictly for their own stations. Two other organizations, Hawley
Productions in N. Y. and Amalgamated in New Haven, have
started out along these lines. Major distributors point out that
this move follows theater practices of joint buying and must
eventually be the pattern for TV. Look for more stations to
follow suit, if only to keep from being squeezed out of the
best deals.

Top 20 Agencies

Network TV Time Billings-1952 Compiled by Leading National Advertisers

v TvV 9 Kudner Agency 5,616,147
Ronk A Billi 10 Cunninghgm & Walsh 5,021,480
an gency illings 11 McCann-Erickson 4,473,280
1 William Esty $12,621,334 12 Lennen & Newell 4,411,241
2 Benton & Bowles 11,955,239 13 Sherman & Marquette 4,325,332
3 Young & Rubicam 10,911,655 14 Kenyon & Eckhardt 4,179,635
4 Batten, Barton, 15 N. W. Ayer 3,629,143
Durstine & Osborn 10,424,071 16 Sullivan, Stauffer,
5 The Biow Co. 8,229,000 Colwell & Bayles 3,604,690
6 Dancer-Fitzgerald- 17 Foote, Cone & Belding 3,550,874
Sample 7,791,682 18 Compton Advertising 3,130,372
7 ). Walter Thompson 7,089,206 19 Ruthrauff & Ryan 2,997,859
8 Leo Burnett 6,012,595 20 Cecil & Presbrey 2,985,560

75% of Billings from 6 Categories

Although more and more small advertisers are being weaned
toward network TV, the six leading industry groups are re-
sponsible for 75 per cent of network time gross billings for
October 1952-April 1953. That's just about the same percentage
they scored in the similar period 12 months before.

The contributions of the biggest spenders in each class range
from the 68 per cent of the household soaps and cleansers put_in
the kitty by P & G to the 17 per cent of auto and auto accessories
expenditures shelled out by General Motors.

All industry classes showed sizeable increases in expenditures.
Of the six industry leaders, only General Foods decreased 1ts
expenditures.

As reported by Publishers Information Bureau, total TV
billings for network time were $103,383,722 for the six months
ending April 1952. For the six months ending April 1953, they
climbed to $123,899,266. During the first mentioned period,
these six companies put up 30 per cent of the total. A year later
they accounted for 29 per cent.

Top User of TV in Six Leading Industry Classes

Oct. 1951~ 9% of QOct. 1952~ % of
Largest TV Aprif 1952 Class April 1953 Class
Industry Class Advertiser Expenditure Total Expenditure Total
Food & food products General Foods $4,863,075 249% $20,425,007 17¢,
Smoking materials R. ). Reynolds 4,064,100 26 5,061,715 25
Toiletries & toilet goods Colgate-Palmolive 3,010,402 21 4,657,356 25
Household soaps Procter & Gamble 7,245,490 68 7,582,880 53

& cleansers

Automotive & aute General Motors 1,571,850 17
accessories ‘

Household equipment General Electric 2,047,054 29 2,187,839 20

3,559,066 34
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Now SULRAD waTTs

O
)

™\ Hitch Your Product
7T\ to a Great Station...

\ IN A GREAT MARKET!

Hoost
o)

oo\

BRI s o G G B e o counmes 1,806,400
’ | | pemthatiaet, = B "SI EAMILIES 608,700
AN A N B SET SALES over 300,000

§ RETAIL SALES __$1,908,353,000
L ) FOOD SALES _$ 360,126,000
\ B DRUGSALES ___§ 85,600,000

EFFECTIVE

B BUYING INCOME _$2,663,950,000

Ny

New Power Increase Adds 146,000
Families In This Rich Market,

The .1 millivolt signal
strength line bisects the
outside tier of counties
shown in the map. Set
sales, mail response and
other d ata substantiate
the inclusion of these 58
counties as the good cov-
erage area of WDAF-TY. |

- H’ - '

yby HARRINGTON, RIGHTER & PARS

ey -

el

w L

Represented Nationa
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MARKETS & MEDIA

Who's buying the new markets . .. slated openings

SCHEDULED OPENINGS

The target dates listed below have been reported
by the stations. Due to unforeseen circumstances,
many of these stations will probably not meet
their scheduled opening dates; a few will sign on
one or two months later.

Market Station Channel
JULY
Akron, Ohio WAKR-TY 49
Asheville, N. C. WISE-TV 62
Ashtabula, Ohio WICA-TVY 15
Bakersfield, Calif. KAFY-TV 29
Boise, idaho KIDO-TV 7
Decatur, 1. WTVP 17
Harrisburg, Pa. WTPA 71
Hutchinson, Kan. KTYH 12
Las Vegas, Nev. KLAS-TY 8
Madison, Wisc. WKOW-TY 27
WMTY 33
Oshkosh, Wisc. WOSH-TY 48
Pueblo, Colo. KCSJ-TY 5
Roleigh, N. C. WNAO-TY 28
Rochester, Minn. KROC-TV 10
Rome, Ga. WROM-TY 3
St. Louis, Mo. wWTVI 54
San Angelo, Tex. KTXL-TY 8
Santa Barbara, Calif. KEYT 3
Yakima, Wash. KIMA-TV 23
Youngstown, Ohio wUuTYv 21
AUGUST
Abilene, Tex. KRBC-TY 9
Austin, Minn, KMMT 6
Buffalo, N. Y. WBUF-TV 17
Butte, Mont. KXLF-TV 6
Charleston, W. Ya. WKNA-TY 49
Chico, Calif. KHSL-TV 12
Easton, Pa. WGLY 57
Fall River, Mass. WSEE-TY 46
Ft. Dodge, lowa KQTV 21
Greenville, S. C. WGVYL 23

WVEC-TV 15
WHKP-TY 27
KNUZ-TY 39

Hampton, Ya.
Hendersonville, N. C,
Houston, Tex.

Idaho Falls, Idaho KID-TV 7
Johnson City, Tenn. WJHL-TY 11
Lake Charles, La. KTAG 25
Longview, Tex, KTVE 32
Macon, Ga. WETY 47
Massillon, Ohio WMAC-TY 23
Medford, Ore. KBES-TY 5
Milwaukee, Wisc. WCAN-TY 25
Monree, La. KFAZ 43

KNQE-TY 8
New Haven, Conn. WELI-TY 59
Pensacola, Fla. WPFA 15
Pittsburg, Kan. KOAM-TV 7
Pittsburgh, Pa. WENS 16

WKJF-TVY 53

WQTVY 47
St. Joseph, Mo. KFEQ-TV 2
Scranton, Pa. WTYU 73
Tacoma, Wash. KMO-TV 13
Texarkana, Tex. KCMC-TV 6
Tyler, Tex. KETX-TVY 19
Waco, Tex. KANG-TY 34

Waterbury, Conn. WATR-TY 53

Television Magozine o July 1953

Wichita, Kan. KEDD 16
Wilkes-Barre, Pa. WILK-TV 34
Yuma, Ariz. KIVA-TV 11
Correction

Inadvertently, on Page 41, June
issue, the same headings were used
for the breakdown of stations’ bill-
ings sources and program types.
The corrected programming chart
is reprinted below.

PROGRAMMING
Non-net-

Net- Local work

Station Market work  Live Film

KGNC-TV Amarillo 209% 25% 559%
KTBC-TVY Austin 60 12 28
WICC-TY Bridgeport 36 40 20
WCOS-TV Columbia 25 20 55
KBTY Denver 50 18 32
KSWO-TV Lawton — 30 70
KDUB-TY Lubbock 17 10 73
WKNB-TVY New Britain- 30 — 70

Hartford

WTVQ Rockford 40 15 45
KVTV Sioux City 51 25 24
KELO-TV Sioux Falls 65 20 15
WSBT-TV South Bend 58 7 35
KTNT-TVY Tacoma 43 9 48
WBRE-TV Wilkes Barre 65 17 18

WHO'S BUYING THE NEW MARKETS

Baton Rouge
WAFB-TY (A C,D,N} Ch 28

Network: Adimial, Amnana, Amerdoon M

chine O Fuyndry, American Tobao

Antell B k g, Can | i

f l r f -i:,n‘ o c

f Peet, Cr tor- Plymewt

y o | e T fic, T | ,’.‘

ws, Gerber, Gillette, Goodrich, Goodyear,
réyvhaund, IF Oll, Liggett & Myers, Lin-
In-Mercury,  Lorillard,  Jules  Montenier,

Mutual of Omoha, Pabst, -Pet Milk, Philcc,

RCA, Remingtert Rand, R J. Reynolds, Schick,

Schlitz, Scott Paper, Singer Sew g Marhire,

Speidel, Texas C Toni, Willys-Overlan

Wine Corp

National spot: [lersol Hrown o Williomso

Bulova, Capit Air Lines, Craslh vy, Lutl

Boy Paints, Ethyl Corp, Falstaff Beer, iol-

sum Bread, KoolVent Awning, Oldsmobile

Orkin  Exterminating, Paper Mate  Pens

SOS5., Seil-Oft, Turtle Was

El Paso

KROD-TY (ACD) Ch 4

Network: Admiral,  American Mo hin

Foundry, American Tobacco, Blatz, Caonada

Dry, Cot's Paw, Goodrich, Greyhound, Liggett

G Myers, Pabst, Schlitz, Singer, Remington

Kand, Scott Paper, Sylvania, Toni, Westing

house, Willys-Overland

National spot: not reported.

(Continued on page 10)

wwwwamericanradiahictaon, com

MORE PEOPLE
PER PENNY

Yes! WJAR-TV sells Rhode
Island — the most densely
populated area in the
world, save one — only
*Java. And who buys
automobiles, chlorophyll
and nylons on that island?
Now — reach more people
for your advertising dollar.
Buy time on

New England’s Powerful
Television Station.

5,423,800 People
1,430,320 TV sets

CHANNELITO
PROVIDENCE

Represented Nationally by
WEED TELEVISION
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MARKETS & MEDIA

| (Continued from page 9)
El Paso

| KTSM-TVY (N] Ch 9

| Network: riof et |
| National spot: Hrowrn & Williamsen, Eulow

Cr v, Ford ‘
' Lincoln

KOLN-TV (D) Ch 12

. KALAMAZOO
Serutan
National  spot: Alllonce  Manufooturing,

American Trailways, Act Instrlction, Crosl
IV, Fairmont Dairy Products, Ford, Heile IS
man By wirg, Hutrhinson's .'A‘ X, | a7 ‘
Pradu Is, Petersen Baki . Polari d ‘_"—.

Vapar Products

Montgomery
WCOV-TY (A,C,D,N} Ch 20

Network: Amang, American Tobacon, Carter
Products, Carnatiar : lgate THAN

7 - i S, g

Patmolive-Peet, DeSato-Plymouth, General
|E¢_;ﬂﬁﬁ¢f¢a_mal HOUSTON
Gulf Qil, S . Johnsen, Liggett & Myers,

[ Lin

o ey B Llerd B Moes | pe Ty MARKET !

o’ ’

| Schick, Schiitz, Ton

i Nationql spot: EIL,I-.'.--TI.a, f'j.-;-1.l\|:eof .-‘-.."-“,,‘z.,ll :[il | (295,000 Sets

Paint Ca, Kaools, Minute Maid

Hiarays Against 242,450!)
| Rockford

WTVYQC (N] Ch 39

Network: American Teobacco, Coca Col WKZO - TV  (Official

0- Basic CBS Television

Colgate-Palmolive-Peet,  Crosley,  DeSal
Plymouth, General Electric, General Foods,

;

-oodyear, Gulf Oil, S C. Johnson, Liggett & Outlet for Kalamazoo-
Myers, P. Lorillard, Philip Marris, Philzg, .
RCA, R J Reynolds, Schick, Schlitz, Sun- Grand Rapids) reaches
- el N . .
banm; [eal , L 28 rich counties in
National spot: Alliance  Manuforturing,
| Brown & Williomsen, Bulova, Falstaff Beer, Michigan and North-
Flexlet Watch Bands, Ford, Manor House . . .
| : - ; —_
There's @ lot of o ham in o Texen. KDUR is Coffee, Marvel. Cigareftes, Rival Dog Feod, ern Indiana—in which
now programming ten live sh d thous- pRE | . .
ands of Jetters pout in coch weeh soying is o >entinal Radio. Videodex reports that

mighty fine thing. KDUB's awn Circle 13

Duds Ronch, square dance groups, omateur Sioux FOHS WKZO'TV getS 153. 2%

variety, old-timer interviews, local pop bands KELO-TV (A C N) Ch 11
.. . all let their hoir down ond make the T ; . . ; .
local color. Network: Amana, American Chicle, Ameri- | more evening viewers
The top CBS shows round aut ¢ program that = aheea . inlaate: Palmo | ivasPee 2 .
has the rich Texas-Ploins hog-tied on XDUB. an T ey o Igate-P l-l \‘-" EL‘J, CFQS than Statlon “B”I Get
Tv. ley, DeSoto-Plymouth, General  Electric,
) General Foods, Goodyear, S. C. Johnson, all the facts!
v. L ',ilf&cnfoofks Liggett G Myers, Linzoln-Mercury, P. Loril-

ard  Philip Aorris itug it nah
MIKE SHARIRO lard, Philip  Morris, Mutual of Omaha,

Asst, Mgr. — Director of Sales \ Philca '.'-./\, Fey! s140 Sunbeam f_, T\"rui.

National spot: Eulova, Crosley TV, Hamm's

EHective Power t r, Heilema Brewing, Kools, MacMitlon
Petraleur

35,000 Watts Visual larp.
17,500 Watty Aurol |

Wilkes-Barr
WERETY (A Ch 28 FETZER BROADCASTING

|
Network: Armerican  Tobacco,  Armstreng ‘ ComPany
|

Cork, Benrus, Bardens, Chevrolet, Colgate, KALAMAZO00

DeSota-Plymouth, Firestone, Ford, General
Electric, Gillette, Geodyear, Griffin, Gulf, 5. C AVERY-KNODEL, INC., REPRESENTATIVES
Johnson, Lehn & Frank, Lorillard, Mutual of
Omaha, Philco, Prudential, RCA, R. ). Rey-

]

Avery-Knodel, Inc.

Notional Representative nolds, Scott Paper, S.OS.
i National spot: Alka-Selizer, Allionce Manu-
aHillates; Paramount DuMont focturing, Amazao, Baollantine Beer, Benn

Black Angus, Bosco, Bulova, Carr Biscuite,
Coca Cola, Ettiquette, Ford, Hallicrafters,

] Hoover Trons, Kasco Dag Ration, Kools, Olds-
i ii--l (hyd-\', Pream l‘u|r_f-_,]h5;_‘ Rival Dx 8|
Food, Servel, Spatola, Stegmeier Beer, Sunoco,
 Utico Club Beer, Viceroys, Wall Fix, Wilson's
| Mar, Wise Potato Chips.
0

1 Television Magazine o July 1953
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few-year-olds

are super salesmen

in Detroit . ..

Five mornings weekly, 350,000 of
Detroit’s i)re-school age children (3 to 6
years old) stop, look and listen to WW]-
TV’s famous, fabulous PLAYSCHOOL:
They're fascinated by the hour-long pro-
gram’s storles, cartoons, music z_md how-to-
‘do-its . . . conducted with such charm by
Merrie Melody, Midge, Eko and The Story
Spinner, Lady Dooit and The Good L'airy.
They're entranced by Mr. Goodhealth,

who uses a favorite-uncle approach to

PLAYSCHOOL's audience rating by American
Research Bureau is as much as 24 times that of
other Detroit programs, during the 9-10 A.M.
period. (Station C starts its day at 9:30 A.M.)

Mon Tue Wed Thu Fri
9:00 A.M, Playschool WWJ) 16.7 16,7 17.5 16.7 17.5

Station B 2.2 2.2 3.3 0.7 2.2
9:15 AM, Playschool WWJ 164 17.2 17.8 167 17.5
Station B 2.2 2.2 3.6 0.7 2.2
9:30 A.M. Playschcol WWJ 167 167 17.8 16.7 18.2
Station B 1.5 2.5 3.6 0.7 2.2
Station C 0.4 0.7 0.7 0.4 1.5
F:45 A.M. Playschool WWJ 17.5 16.7 17.8 16.7 18.5
Station B 1.5 2.5 3.6 0.7 2.2
Station C 0.4 1.5 1.5 1.5 1.5

(Ratings frorm ARB report—April ’53)

sell the daily sponsors’ products. in the
program’s PlayStore, to these 350.000
little folks who exert such a big influence

on their Mommys’ buying habits.

Mothers, too, love PLAYSCITOOL so
much. that in reply to one announcement
relative to 1its contmuation. 13.500 ap-
proving letters were immediately recerved
by WW J.TV! For the details on how to
put PLAYSCHOOLs 350,000 super sales-
men to work for vou, call your George P.
Hollingbery representative—or contact

WWJ-TV direet.

Channel

“WWI-TV

NBC Television Network
ASSOCIATE AM-FM STATION WWwWJ

Owned and Qperated by THE DETROIT NEWS

National Representatives: THE GEORGE P. HOLLINGBERY CC*MPANY
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NC’s coverage tops all other networks

The television network which can deliver the most markets and, therefore,
the widest coverage is most in demand by advertisers today.
NBC is that network. Day and night, the average NBC program is carried by a

larger number of stations, covering more television homes than any other network.

NIGHTTIME NBC NETWORK =2 NETWORK 3 NETWORK -4
AVERAGE NUMBER OF STATIONS ) N 54_ 42 K} 21
COVERAGE U.S. TV HOMES - 86-.2% 75._17: 66.1% 50.8%
DAYTIME - - _uac NETWOI;K—#2 NETWORK =3 NETWORK 4
AVERAGE ANUMBER or—snu:ons : - 51 43— * *
COVERAGE U. 5. TV HOMES 87.3% 80.5% * *

Compared to the No. 2 network, NBC’s average program reaches 12 more markets
at night and 8 more markets during the day. It covers 11.1"¢C more of the total

television market at night; 6.8 more by day.

Superiority of coverage is just one reason why NBC is America’s No. 1 network.

Next week . .. further proof.

NBC’s Audience Advantage is to Your Advantage . .. Use It.

DS @ reLevision

a service of Radio Corporation of America

SOURCES: Nielgen Television Index, January-April, 1953, Averages
NOTE: The accuracy of the above data has been verified by the A. C. Nielsen Company
*No comparable daytime network service A

www.americanradiohictorvy com
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Market By Market

One of the toughest problems advertisers and agencies face in dealing with TV is the

difficulty in obtaining sound circulation figures for spot buying. Here now are the

only monthly receiver counts based on the total coverage area of every television

morket, regardiess of overlapping signals. As of July 1,

There are three key facts about TELEVISION Maga-
zine’s monthly circulation report that are important
to every buyer and seller of TV time.

e First, these are spot circulation figures—the total
number of TV homes that can be reached in each
market. If a given county is covered from more than
one market, the sets in that county are credited to
each market that reaches it.

Network circulation figures are normalized for un-
duplicated coverage; because each network has dif-
ferent station line-ups, each network must be
checked for their own coverage patterns.

e Second, these figures are the result of a long-
term, continuing study by TELEVISION Magazine’s Re-
search Department. They are mot station estimates.
For many years, the main source of circulation fig-
ures has been RTMA shipments. With the Nielsen
100,000 interview study, the industry finally got a
more definitive base for estimating set ownership,
showing in many places a considerable difference be-
tween RTMA shipments and actual ownership.

A new method of estimating circulation was in-
augurated in the June issue. With the constantly
shifting market situation, certainly no statistical
method of counting sets 1s foolproof; but we are sin-
cerely convinced that the method detailed below pro-
vides the best statistics available.

e Third, these are the only figures compiled
monthly for every TV markel, with continuous ex-
amination of market definition and circulation
growtih.

Defining market coverage
Using all avatlable data-—the research services, en-
gineering contours, RTMA shipments, rating reports

in overlapping arcas as cvidence of cross-viewing
TELEVISION Magazine has defined the Total Coverage
Arca for cach TV market.

Our market definition has accounted for all changes
such as power and antenna height increases, and new
“tabion services, and will continue to do so.

T

|4

For new markets, coverage is based on engineering
contours and RTMA.

Compiling circulation

The starting point for our revised method was
“Television Ownership by Counties” prepared and
published in May by the CBS-TV Research Depart-
ment. Following their method, set counts for pre-
freeze markets have been derived by projecting from
curves based on four points:

Start of commercial operation

U. S. Census, April, 1950

Nielsen, May 23, 1952

CBS-TV, May, 1953, suppiemented by TELEVISION Magazine

Projected figures are then checked against RTMA
reports of set shipments, and again, with power and
antenna height increases and introduction of new
stations.

For new markets, the procedure is reversed. There
being no Nielsen base, RTMA is used for finding the
number of sets shipped into the area. Projections of
circulation growth serve as a checkpoint.

The most difficult task is to report accurately on
the rate of conversion of VHF sets to UHF. Video-
dex, ARB and Hooper have made a number of sur-
veys and, while these are not fully projectable, give
some indication of conversion rates in a number of
markets.

County by county set count in August

In TELEVISION Magazine’s August TV Market Book,
the countles included in every TV market area in the
country will be published together with the number
of receivers 'in each county and pertinent sales data.

Many agency research and media people have seen
the full presentation on our method of estimating
circulation. More presentations will be made within
the next month. If you would like to be put on the
schedule, please contact Dr. Frank Mayans, our re-
scarch director.

TELEVISION

EVISION s

REPRESENTATIVE

Television Magazine o July 1953

2
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Circulation

AS OF JULY 1Ist

ALBUQUERQUE—-12.9 19,402
KOB-TV (A, C, D, N)

ALTOONA—47.1 163,810
WFBG-TV (A, N)

AMARILLO—27.2 18,836
KFDA-TV (A, C); KGNC-TV (D, N

AMES—42.5 162,180
WOI-TV (A, C, D, N)

ANN ARBOR* 69,537
WPAG-TV (D) 11.975
ATLANTA—45.1 311,776
WAGA-TV (C, D); WLW-A (A);

WSB-TV (N)

ATLANTIC CITY* 128,273
WFPG-TV (A, C, D, N) 113,458
AUSTIN—23.7 42,738
KTBC-TV (A, C, D, N}

BALTIMORE—83 4 612,839
WAAM (A, D), WBAL-TV (N);

WMAR-TV (C)

BANGOR-—17.0 16,910
WABI-TV (A, C, D, N}

BATON ROUGE* 18,249
WAFB-TV (A, C, B, Nj 116,425
BATTLE CREEK™ 44,052
WBKZ-TV (A) 1,367
BELLINGHAM™ 4,528
KVOS-TV (N)

BETHLEHEM ALLENTOWN* 122,896
WLEV-TV (N) 14,175
BINGHAMTON—36.5 149,176
WNBF-TV (A, C, D, NJ

BIRMINGHAM—32.0 162,688
WAFM-TV (A, C, DJ; WBRC-TV (N)
BLOOMINGTON—59.2 187,425
WTTV (A, C, D, N)

BOSTON—80.4 1,109,842
WBZ-TV (D, NJ; WNAC-TV (A, C)

BRIDGEPORT* 344,462
WICC-TV (A, D) +14.944
BUFFALO—81.7 161,686

WEEN-TV (A, C, D, N)
CHARLESTON* 6,571
WCSC-TV (A, C, D, Nj

CHARLOTTE—137.9 281,787
WBTV (A, C, D, N)

CHICAGO—T78.6 1,774,474
WBBM-TV (C); WBKB (A);

WGN-TV (D); WNBO (N)

CINCINNATI—T7.5 190,832
WCPO-TV (A, D) WKRC-TV (C):

WLW-T (N)

CLEVELAND-AKRON—84.2 796,111
WEWS (C); WNBK (N);: WXEL (A, D)

COLORADO $PRINGS—28.6 17,032
KKTV (A, C, D)

COLUMBIA* 23,798
WCOS-TV (A, N) 11,11
COLUMBUS—T72.2 313,709
WEBNS-TV (C): WLW-C (N}; WTVN (A, D)
DALLAS-FT. WORTH—48.5 275,361
KRLD-TV (C); WBAP-TV (A, N};

WFAA-TV (A, D, N)

DAVENPORT-ROCK i5.—43.2 238,594
WOC-TV (N): WHBF-TV (A, C, D)

DAYTON-—70.3 270,374
WHIO-TV (A, C, D); WLW-D {N)

DENVER-—46.2 123,730
KBTV (A, C); KFEL-TV (D, N)

DETROIT—81.8 1,108,308

WIBK-TV (C, D); WWI-TV (N); WXYZ-TV (A)

DULUTH* 3,852
WFETV (A, D, N)

ELMIRA* 34,955
WTVE (A, C, ©, N) 112,640
EL PASO—41.6 27,549
KROD-TV (A, C, D); KTSM-TV (N)

ERIE—61.5 174,107
WICU (A, C, D, N)

FARGO—6.6 3,580
WDAY-TV (A, C, D, N}

FT. LAUDERDALE* 17,372
WETL-TV (N} 14,989
FT. WORTH-DALLAS—48.5 275,361
WBAP-TV (A, Nj; KRLD-TV (C);

WFAA-TV (A, D, N)

FRESNO* 16,992
KMJ-TV (C, N) 113,035
GALVESTON**

KGUL-TV (A, C, D)

GRAND RAPIDS—59.9 213,903
WOOD-TV (A, C, D, NJj

GREEN BAY—15.8 25,657
WBAY-TV (A, C, D)

GREENSBORO—38.5 167,360

WEMY-TV (A, C, D, M)

Television Magazine o July 1953

HARRISBURG* 92,506
WHP-TV (C) 133,430
HOLYOKE-SPRINGFIELD* 201,409
WHYN-TV (C, D); WWLP (A, N} +48,439
HONOLULU—18.3 20,000
KGMB-TV (A, C); KONA (D, N)

HOUSTON—49 6 256,000
KPRC-TV (A, C, N}

HUNTINGTON—36.0 190,836
WSAZ-TV (A, C, D, N)

HUTCHINSON—T7.8 12,376
KTVH (C, D)

INDIANAPOLIS—60.3 362,825
WFEBM-TV (A, C, D, N}

JACKSON* 14,413
WITV (A, C, D, N) t12,191
JACKSONVILLE—39.3 102,101
WMBR-TV (A, C, D, N)

JOHNSTOWN—60.0 11261,961
WIAC-TV (A, C, D, N}

KALAMAZOO—57.8 291,774
WKZO-TV (A, C, D, N)

KANSAS CITY—51.8 299,145
KCTY (D); WDAF-TV (A, C, D, N)

LAFAYETTE* 34,739
WFAM-TV 18,226
LANCASTER—62.8 200,018
WGAL-TV (A, C, D, N)

LANSING—52.5 223,678
WJIM-TV (A, C, D, N)

LAWTON—I19.6 13,586
KWSO-TV

LIMA* 39,217
WLOK-TV (C, NJ) 18,126
LINCOLN—139.1 36,951
KFOR-TV (A); KOLN-TV (D)

LITTLE ROCK* 9,301
KRTV (C, D) 19,043
LOS ANGELES—84.3 1,639,557
KECA-TV (A); KHJ-TV; KLAC-TV;

KNBH (N); KTLA; KNXT (C); KTTV (D)
LOUISVILLE—S5.8 237,708
WAVE-TV (A, D, N); WHAS-TV (C)
LUBBOCK—32.2 28,564
KCBD-TV (A, NJ; KDUB-TV (C, D)
LYNCHBURG-ROANOKE—27.5 68,253
WLVA-TV (C, D, N); WSLS-TV (C, N}
MEMPHIS—42.9 213,000
WMCT (A, C, D, N)

MIAMI—41.8 116,246
WTVI (A, C, D, N)

MILWAUKEE—66.5 444,087
WTMI-TV (A, C, D, N)

MINNEAPOLIS-ST. PAUL—52.5 364,282
KSTP-TV (N}; WCCO-TV (A, C, D)

MINOT—9.5 1,045
KCIB-TV (C)

MOBILE" 23,282
WALA-TV (A, C, N): WKAB-TV (C, D} 118,904
MONTGOMERY™ 10,454
WCOV-TV (A, C, D, N) 5,831
MUNCIE* 88,581
WLBC-TV (A, C, D, N) $27,594
NASHVILLE—40.3 148,667
WSM-TV (A, C, D, N)

NEW BRITAIN-HARTFORD* 303,152
WKNB-TV (C) 145,896
NEW CASTLE* 119,354
WKST-TV t24,500
NEW HAVEN—T73.0 394,565
WNHC-TV (A, C, D, N)

NEW ORLEANS—46.3 165,100
WDSU-TV (A, C, B, N)

NEW YORK—87.5 4,065,591

WABC-TV (A); WABD (D); WATV;
WCBS-TV {C); WNBT (N); WOR-TV; WPIX

NORFOLK—56.3 186,015
WTAR-TV (A, C, D, N}

OKLAHOMA CITY—37.9 135,100
WKY-TV (A, C, D, N)

OMAHA—62.1 183,100
KMTV (A, C); WOW-TV (D, N)

PEORIA* 30,761
WEEK-TV (A, D, N) 125,000
PHILADELPHIA—85.0 1,525,325
WCAU-TV (C); WFIL-TV (A, D);WPTZ (N)
PHOENIX—46.5 57,340
KPHO-TV (A, C, B, N); KTYL-TV (D)
PITTSBURGH—T70.5 768,450
WDTV (A, C, D, N)

PORTLAND—25.9 181,650
KPTV (A, C, D, N)

PROVIDENCE—81.8 497,017
WIAR-TV (A, C, D, N)

PUEBLO—18.1} 12,075
KDZA-TV

READING* **
WEEL TV (A, N); WHUM-TV (C)

RICHMOND—56 2 150,880
WTVR (A, C, D, Nj
ROANOKE-LYNCHBURG—27.5 68,253
WSLS-TV (C, N ; WLVA-TV (C, D, N)
ROCHESTER—69.8 279,470
WHAM-TV (A, C, D, N)
ROCKFORD* 49,790
WTVO (N) 125,296
ROCK 1S.-DAVENPORT —43 2 238,594
WHBF-TV (A, C, D); WOC-TV (N}
ROME, GA.—34.2 36,096
WROM-TV (A, C, D, N)
ROSWELL, N. M.—31.8 810
KSWS-TV (A, D)
SAGINAW* 76,190
WKNX-TV (A, C, D, N) 119,682
ST. LOUIS—S51.0 532,389
KSD-TV (A, C, N)
ST. PETERSBURG™ 15,087
WSUN-TV (A, D) 13.387
SALT LAKE CITY—64.0 108,544
KDYL-TV (N} KSL-TV (A, C, D}
SAN ANTONIO—373 136,874
KEYL (A, C, D); WOAI-TV (N)
SAN DIEGO—T70.8 169,000
KEMB-TV (A, C, NJ
SAN FRANCISCO——64.2 763,967
KGO-TV {A); KPIX (C, D); KRON-TV (N)
SAN LUIS OBISPO—15.0 9,615
KVEC-TV (D)
SCHENECTADY-ALBANY-

TROY—70.1 272,970
WRGB (A, C, D, N)
SCRANTON* 79,727
WGBI-TV (C) $28.426
SEATTLE-TACOMA—52.0 267,748
KING-TV (A, C, N): KTNT-TV (C, D}
SIOUX CITY—24.1 26,351
KVTV (A, C, D, N}
SIOUX FALLS—18.6 17,549
KELO-TV (A, C, N)
SOUTH BEND* 100,990
WSBT-TV (A, C, D, Nj 149922
SPOKANE—34.9 18,059
KHO-TV (A, N): KXLY-TV (C, D)
SPRINGFIELD-HOLYOKE* 201,409
WWLP (A, Nj; WHYN-TV (C, D} 148,439
SPRINGFIELD, MO.—23.7 20,946
KTTS-TV (C, D)
SYRACUSE—71.1 259,515
WHEN (A, C, D} WSYR-TV (N)
TACOMA-SEATTLE—52.0 267,748
KTNT-TV (C, D) KiNG-TV (A, N)
TOLEDO—75.1 262,925
WSPD-TV (A, C, 2, N)
TUCSON—22.0 13,294
KOPO-TV (C, D)
TULSA—36.6 115,191
KOTV (A, C, D, Nj
UTICA-ROME—62.6 143,604
WKTV (A, C, D)
WASHINGTON—82.5 525,313
WMAL-TV (A}; WNBW [N
WTOP-TV (C): WTTG (D)
WICHITA FALLS—17.1 17,995
KEDX-TV {A, NI, KWFT-TV (C, D
WILKES-BARRE" 90,625
WBRE-TV (C, N) +58.584
WILMINGTON—86.5 131,984
WDEL-TV (B, N)
YORK* 81,944
WSBA-TV (A) $26.,645
YOUNGSTOWN* 216,448
WEMJI-TV (M) WKBN-TV (A, C, D) 167,117
ZANESVILLE® 67,471
WHIZ-TV (A, C, D, N) $21,325

+ UHF cirendation.
it Johnstown area only. Does mnot includd

Pittsburgh. where siation has izenble
share of audicnce,

Reading: reivised figures will be pub-
lished mext mouth on completwon of new
coverade studiy.

*3 (Cglyeston: while signal of this stafion
covers Houstonm area, time necessary for
readyuating receivers precindes alloedating
entire Houston cireulation now,

" Because ) tempordary power or ingu -
cient coverage dotad, penetration is nof
reported for all naricets,
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- Tools for
towering

S

imaginations i

g This country has them by the hundreds . . . imaginations that tower

far above the commonplace.
Imaginations like these created today's skylines ... are busy build-

ing tomorrow’s books, magazines, radio and television programs,

To them, film pickup and film programing are logical and thrill-
ing tools. With shows no longer held in by studio walls or by the
3 < I barriers of time zones, they now are free to serve greater and

greater audiences—better ond better.

For complete information concerning film selection and processing,

‘ write fo Motion Picture Film Department
| : Eastman Kodak Company, Rochester 4, N. Y.

f
! H East Coast Division  Midwest Division West Coast Division ’
; 342 Madison Ave. 137 North Wabash Ave. 6706 Santa Monica Bivd. '
New York 17, N. Y. Chicago 2, Hlinois Hollywood! 38, California :

}

o

i i
s
e

s
o

uy

Agents for the distribution and
sale of Eastman Professional
Motion Picture Films

W. J. German, Inc.,

Fort Loo, N. J., Chicage, lIi.,
Hollywood, Calif.

TR LY B
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Reviewing the role of film in
television—in 1953 the emphasis
is on program values rather than
on the economic aspects. The
big bait isn’t the deal; it has be-
come the star or the package and
advertiser-agency control.

TELEVISION
MAGAZINE

The Show’s the Thing

By Fred Kugel

HERE is an old saying . . . “If rape 1s inevitable,

relax and enjoy it.” And that’s what the live ex-
ponents might just as well do about films In tele-
vision. To continue to speculate about the future of
film is just so much waste motion.

The film versus live controversy is strictly for the
birds. For years now film has been accounting for
approximately 30 per cent of all television program-
ming. An estimated 50 million dollars is the yearly
sum going into production of TV film, and this doesn’t
take into consideration money expended for feature
films or commercials.

As long as the stars want it that way, and the eco-
nomics aren’t too far out of line, there always will be
plenty of film. And of course there always will be
plenty of live programming too.

Programs for the most part are not being bought
because they are fllm or live. There are advantages
to both kinds of presentation. The show’s the thing—
that’s the feeling of most top agencies today in de-
ciding between live and film production.

The no-matter-how-you-slice-it-it’s-still-television
trend to evaluate on content differs strongly from
earlier arguments—ifor live programs and thelr in-
stantaneous nature, versus film and its advantages in
editing and income from residual rights.

While film’s great strength has been on the local
level, network and national spot use has been in-
creasing every season. Two years ago there were only
14 network advertisers using film. Last year there
were 23, and figures for the past season show over 40.
And they are an impressive group, as the list on these
pages show.

The networks though are still concerned on what
possible effect film might have on their future. While
their film divisions are building up hefty grosses and
still expanding, the whole matter of television film is
looked upon with a very wary eye.

It was the same attitude that held back the use of
transecriptions for so long in radio. Basically, it is the
threat of a loss of control of their product—program-
ming and time.

Television Magazine  July 1953

But with their film divisions, the networks are in
a good position to defray the costs of network con-
trolled film properties via later syndication. Amos 'n’
Andy 1s a case in point. By controlling this film series,
CBS-TV got a sizeable piece of business from Blatz,
Now being syndicated by its Film Division, the net-
work 1s getting further returns on its heavy invest-
ment.

It 1s readily apparent why film is so important on
the local and regional level. It is the only chance a
non-network advertiser has to compete with the big
time network shows for audience. Not so apparent
though are the reasons why many network adver-
tisers use film. In almost every case the costs are
higher than they are for a comparable live show.

For example, Man Against Crime on film cost
Camels $20,000. Martin Kane (live) is budgeted at
$16,000, for U. S. Tobacco. The Kraft Television
Theater, an hour live show, comes in for about the
same price as P & G’s 30 minute Fireside Theater
each under $20,000. Captain Video is brought in for
$5,100. The Lomne Ranger on film hits $17,000.

An exceptionally low cost film show, The Stu Erwins
1s about $15,000, as compared to Mama at $11,500.

A year ago one of the chief reasons for the use of
film was “the deal’”” A number of advertisers were
then taking advantage of a below-cost first run buy,
with the producer counting on residual rights for his
profits. This no longer is the strong bait it was last
year.

Procter & Gamble though is still producing most
of its own film shows, and with the money received
from the sale of residual rights, will probably end up
with the program costing them nothing.

Most other advertisers though aren’t making this
move, basically, because they are reluctant to get
into show business. They feel they are involved
enough In the sponsorship of a television program.

Even Camels, which had its agency, William Esty,
producing Man Against Crime, did this not so much
because of the profit potential in the sale of residual
rights, but more because filming their own show gives

17
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them complete control over the program and a lower

pricetap

Station clearances are one of the chief reasons for
vetting into film (as of June 1st 80 out of 116 were
one-station markets). But many national advertisers

are m filim because of the omnipotent string of ini-
trals— NRBC, CBS, MCA, and =0 on down the line of
networks and the talent—package octopuses. The
chains and theinr aftiliates control the fume and much
ol the top talent 1= wedded to the networks—William
Morris, MCA, and a few others have the rest of the
falent,

This has given no alternative to many agencies but
to buv a desired program on film if that was the way
it was olTered. It also forced a number of agencies to
go into film s0 that thev could keep control of then
program,

Bolstering this situation is the economics of agency
operation. The agencies want to keep the control of
programming in their own hands. Most shops have
found maintaining live TV production staffs too ex-
pensive. If the agency orders production or buys an
existing series from an outside packager, the agency
keepsits vehicle out of the networks' grasp, but doesn't
burn up its 15 per cent on personnel and overhead.
(For more agency thinking on this subject. see The
Agency m Film, a separate story in this issue.)

What Happens to Re-runs?

OW well con on odvertiser do by sponsoring a

re-run of a television film progrom? The answer
to this question depends on cone key foctor—astute
timebuying.

Some second runs have follen flat on their faces;
others have delivered a considerably higher audience
the second, ond even third, time around.

Theoretically, if the first showing pulls in o 30
rating, 70 per cent of the potentiol audience has nat
seen the film. But 1t isn’t quite that simple.

To find out just how well repeat performances are
doing, a study was mode of a number of varied film
properties.

The findings cannot be applied ta any one type of
show. There are too many veoriables to come up with
a definitive answer. The different time periods; the
different stations carrying the program; the competi-
tion that a film encaunters on its subsequent runs—
these are the factors that seem to have mare of a
bearing than the number of times the show has been

repeated.

PROGRAM &
HOMES REACHED RATING STATION DATE
BOSTON BLACKIE
Chicago
1—200,990 20.2 WGN-TV 10/51, Tu, 9:30-10
2—261,105 23.0 WGN-TV 4/52, Tu, 9:30-10
Pittsburgh
1—142,080 44 .4 wDTYV 10/51, Sat, 10-10:30
2—175,440 43.0 WDTYV 4/52, Sat, 10-10:30
Charlotte
1—32,967 37.0 WBTV 10/51, Th, 8-8:30
2---82,705 59.5 WBTYV 4/52, Th, 8-8:30
FIRESIDE THEATRE
Los Angeles
1— 97,875 13.5 KTLA 10/3/49, Tu, 10:15-10:30
2-— 19,850 1.9 KECA-TVY 11/2/5%, Fri, 10:30-10:45
3—150,220 1.6 KNXT 11/2/52, Sun, 5-5:30
BIGELOW THEATER
Chicago
I— 74,090 11.8 avg. WENR 12/50-6/51, Fri, 9-9:30
2—110,1786 11.6 avg, WGN-TY 10/12/51, Th, 9-9:30
3—151,498 13.0 WBKB 9/52, Fri, 6:30-7
Program title and sponsors changed on subsequent runs

|
Iml—“—--———-—

Cost-wise, most of the hall hour programs deliver
for around $20,000-25,000. A few are lower; a number
are higher. $35,000 15 the cost for Singer's
Four Star Theater, Dragner, another superior film
show, comes 1n at $30,000. It's the old story two
plus two i1s still four. There's no magic formula. If
the advertiser buyvs wisely, he will get a $20,000 film

for $20,000. Singer is getting its monev’s worth at

excellent

SA5.000

It 15 the non-network advertiser that gets the real
break, He can sponsor many of these top programs
on a re-=run basis for as low as $100 1n some markets
S]IU‘-'\ - -I_JCL‘ H & JrJ-"i.’f."-'.'r [. .\Ir.'l'r .-il_."cf-‘H.'-.’ (‘J"n“-‘\", J'f-'g; Town,
Amos n' Andy, are a few that have now become
avaudable tfor this purpose

However, few producers are getting rich on a $20,-
000 per film production budget. Even where the cost
is up another 25,000, the profit margin doesn't really
change

Many lop producers now get their negative cost
back from first use sale; a few more squeeze out @
profit. But to make any real money, the producer has
to count on income from residual rights,

That's one of the reasons why there has been no
stampede to get into television by most Hollvwood
producers. Twentyv-six half hour films mean an in-
vestment of between $500,000 to $750.000. A good
preducer can bring in a "B’ picture for this price and
without one-tenth the headaches, with easier financ-
ing. And his money will come back a lot faster.

Fortunately for the advertiser, and the station as
well, there have been enough companies who, by
combining production and distribution and planning
for re-runs in their initial sales, have been able to
operate on a sound basis today.

That’s why the re-runs are so important. If is still
a gamble because it i1s difficult to foretell how a film
program today will stand up against competition to-
morrow or the next vear.

The history of re-runs though has been most en-
couraging, as the chart in this article reveals. Most
all of the film programs, and even those in their third
time around, are maintaining audience levels close
to their first runs. To do so though means some pretty
astute timebuying. What time the show ran on the
previous run? What day? What competition? All these
must be taken into consideration in planning its new
time slot.

The coast ahead for film is a clear one. There are
still a couple of clouds on the horizon-—color, tape,
and a particularly heavy and dark cloud that could
change the status of films in television overnight—
the Unions.

Color will undoubtedly raise the cost of television
films. Color film stock alone is almost three times
higher than black and white. It will bring all costs
up—Ilighting, set construction, costumes, make-up,
etc., etc. Below the line, color costs will easily be
twice as high as shooting in black and white.

In spite of this, the advantages of color will be so
great that the industry will be forced to move towards
all color in their telecasting. The growth will prob-
ably be considerably more rapid than for technicolor.

Color pix now predominate in Hollywood and even
the home movie amateurs have switched to color.

Film shot for television today, which has a long
range use potential should be switching to color now,
1f it 1s to stand up against competition, say two years
from now. Major dramatic productions, long term
cartoons, a series like DuPont’s Calvacade of America,

(Continued on page 84)
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The Men Who
Make and Sell TV Film

TELEVISION

MAGAZINE

They are a strange group. Few actually have had film experience. A good many started out as
lawyers, a training which has come in mighty handy what with the involved network and client
contracts, plus Union negotiations. Soeme are making money now; others aren’t. That TV Film
is a new business though, is clearly illustrated by the backgrounds of some of the men sketched
on these pages who are responsible for the close to $100,000,000 volume scored this vear.

Kingpin of the syndication business, Frederick W.
Ziv, started as author, editor, lawyer and advertising
agency man.

Operating his own advertising agency in Cincinnati
during the early 30’s, he became aware of the diffi-
culties In finding strong program fare on the local
level. It wasn't long before he started to build his
own shows and the Ziv organization was formed In
1935.

How successful his efforts have been 1s proved by
his gross last year of just over 20 million dollars. TV
for the first time had a slight edge in billings over
radio. A pretty impressive total considering that the
television end started just five years ago.

Number two 1n command, partner and president of
ZIV Television is John Sinn, who 1s principally con-
cerned with the company’s product. A graduate ot
the University of Cincinnati, he stayed close to home
base as a writer and executive with WLW for 15
years, before moving over to Ziv in the same city.

With profits in TV film largely coming out of re-
runs, Sinn has been a strong exponent of quality, so
necessary if a program is to stand up for the long pull.

Always looking to the future, Ziv will be one of
the few outfits ready for color, with Cisco Kid al-
ready shot in color film. While Ziv has some of the
“hottest” TV properties in its stable, John Sinn will
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Frederick W. Ziv

John L. Sinn

shortly announce a number of new programs as parf
of their expansion plans

The third kev man is Herbert Gordon, vice-presi-
dent in charge of production, who 1s responsible foc
overseeing the film operation of more than 100 halt-
hour films a vear. In terms of footage this is consid-
erably higher than the production of the major Hollv-
wood studios.

Strangely enough, Mr. Gordon's backeround un
very recently has not been in film. Born in Schenec-

]

tady, Gordon was a dvummer with a numhber of the
blg name bands until he formed his own orchestia
Setting aside his baton and drum sticks, he moved
into the producing field via MCA and Decca,

The sales pattern developed in radio is being ap-
plied to television—films for svodication only, =old
directly 1In most cases to advertisers and agencies

And that this policv is paving off 15 evident from the
fact that Ziv properties consistently eutdistanced
thelr competitors in the number of markets in which
they are sponsored.

Heading up the largest and certainly the most ex-
perienced sales force in the business 15 M. J. “Bud”
Rifkin, vice-president. “Bud’ Rifkin, born in Wis-
consin, received his Master's degree in psycholagy ot
the University of Southern California. He started
out as a radio salesman, switched to Ziv in 1938 and
was promoted to his present position in 1950

(Continued on next page)
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Films For Free

. Reproduced on these pages are excerpts from several of the
< Advertising Council's current selection of public service films. These
i films are part of the Council’s campaign worked out in cooperation
' with major public service organizations, The creative work is donated
by some of the country’s leading advertising agencies.

Many “live” commercial and sustaining programs carry these spots
on a regular basis. Currently, the Council 1s making a bid for similar
cooperation from sponsors of film programs. Tc¢ date, American
Tobacco Company, Gulf Oil, Liggett & Myers and Procter & Gamble
are going along with the proposal.

‘ The Council is prepared to give whatever cooperation is necessary to
‘ work cut the technical details invelved in inserting these spots in
“ regular film programs. Local advertisers might well think of sponsor-
| ing a series as a community relations campaign. The films or further
information may be had directly from the Advertising Council, TV
Department, 25 West 45th St, New York 36, New York.

STOP ACCIDENTS

Frames from a one-minute film prepared by
Young & Rubicam, Inc., (in Chicago); a 20-
second version is also available.

| “It takes training for a ball player “But YOU can be a hero without
to be a hero.” this hard wori.*’

“This flittle qirl is mighty glad ““This is blood—a thin red lifeline
someone gave blood.” donated by YOU.”

BLOOD DONOR CAMPAIGN

Requested by the office of Defense Mobilization. Conducted in cooperation with
Department of Defense, The American Red Cross ond the Federal Civil Defense

Administration. Clips shown are from three one-minute and two 20-second spots
prepared by Cunningham & Walsh, Inc. Ted Bates & Company also prepare donor
tilms and Albert Carroll, Advertising Manager of Merck & Co., is the campaign

i volunteer coardinator.
|
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HOME FIRE PREVENTION

Three 20-second films are available. Geyer
Advertising, Inc., is the campaign’s volunteer
agency.

RELIGION IN AMERICAN LIFE

Contributed as a public service by the Jam
Handy Organization. J. Walter Thompson
Company prepared this one-minute film and
20-second version.

U. S. SAVINGS BONDS

Six one-minute and six 20-second films were
prepared voluntarily by G- M. Basford Com-
pany.

SPARKY says: "Don‘t let children play with
matches. You’ll be gambling with fire, and
the odds are against you.” Help Sparky pre-
vent home fires.

BETTER SCHOOLS

Clips shown are from a one-minute film
prepared by Benton & Bowles, Inc., two 20-
second films are alsc available.
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LANGUAGE OF TV ADVERTISING

SECOND IN A SERIES

Is Your Brand Showing ?

Bused on Kenyon & Eckhardt’'s depth interview study of the effectiveness of
TV commercials, failures in brand identification are discussed this month by
Joseph C. Franklin, Director of Copy Research, and G. Maxwell Ule, Vice
President, Director of Research

DON'T TALK ABOUT OR DEMONSTRATE FEATURES OR ADVAN-
TAGES WHICH DO NOT MAKE YOUR PRODUCT ANY DIFFERENT
FROM COMPETITIVE BRANDS.

Televiewer:

“What is there to remember about refrigerators from commercials?’

Interviewer:
“What do you mean?”

Televiewer:

"Well, the way it seems to me, all these refrigerators they tell you
the same thing, they're beautiful, easy to keep clean, hold a lot, and
defrost automatically. Then they keep talking and opening and shut-
ting the doors. | get the feeling that the only practical thing if
you're going to buy one is to get a good deal on the price. They're
oll the same as far as | can see.”

DO SHOW AND TALK ABOUT EXCLUSIVE FEATURES OR FEATURES
WHICH COMPETITIVE BRANDS HAVE FAILED TO DEMONSTRATE.

Televiewer:

“This whole soap business is very confusing. Mostly all those soap
commercials are practically the same. They all tell you how much
cleaner your wash gets if you use their kind.”

Interviewer:

“Are there any that are different?”

Televiewer:

“Surf is different. Like the other night—they took two pieces of
black cloth. One was washed with Surf and the other one with
another soap. Then they laid o hot iron on each of them and showed
you the one washed with Surf doesn’t show any mark of the iron.
The iron marked the other one because of soap scum.”

24

DON'T MAKE YOUR COMMERCIALS DULL AND MONOTONOUS —
DON'T USE THE SAME COMMERCIAL TOO LONG.

Televiewer: (discussing cutomobile commercials)

”] don’t remember the name of the car, but it's the same as all those
car commercials. They show you the car running over a rough road,
you know, how the car flows along easy in spite of the fact that the
wheels hit dents in the road and things of that sort. As } say, it's the
same old usual type. The way they show them on the commercials
you get so tired of them because any of the cars can do what the
others can do so you can hardly tell which car goes with what com-
mercial"

DO EMPHASIZE CREATIVE TREATMENT BY INTRODUCING VARIETY
INTO YOUR COMMERCIALS.

Televiewer: (discussing the Ford commercials)

“l make it a point every week to see Roy K. Marsholl. It's so edu-
cational—each week he hos a different lesson in science and he ties
it up with some superior feature of the Ford car.”

DON'T USE COMMERCIAL PRESENTERS WHO ANTAGONIZE OR CAN-
NOT GET RAPPORT WITH TELEVIEWERS.

Televiewer:

“Housewives don’t wont to see anything that's not so. | mean you
and | work in the house, right? And we're looking at television in a
housewife’s light, you know what | mean. Now we all know how to
wash dishes, and if we're looking at television and we see somebody
come on, she's got diamonds on her hands, she’s all dressed up, and
she's in the height of fashion—you know, a model. Say she's adver-
tising like Tide is one of them and Vel is another. She just takes
the dish and swishes it in the suds. They just put it in and they take
it out, and then everything is shining to high heaven—and that's
bull. Believe me, | don't like that.”

Television Magazine o July 1953
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EFORE your commercial can distinguish the

identity of your product and brand, it must first
get viewers to see and hear it. As the public becomes
exposed to more and more commercials for more and
more products, they tend to look but not see, to listen
but not hear the sales message.

Many advertisers are aware of this problem, but we
find that to solve it, they are relying too heavily on
attempts to distinguish their products and brands by
making their commercials different production-wise.

Certainly an original, fresh approach will distin-
guish a commercial and so provide a favorable setting
for singling out a product or brand.

This is the first step; but it is not enough to estab-
lish product and brand identity. We’ve found many
commercials that were sufficiently different from
other in presentation but which still failed to build
viewer recognition of what was presented.

We have found, too, commercials which have suc-
ceeded In establishing product and brand identifica-
tion, but have communicated selling arguments badly
or not at all. Others registered clear identification,
only to be rejected by viewers.

Getting your brand and product identity across is
part of television salesmanship, but it can’t be sepa-
rated from the persuasiveness of selling arguments.
Unless what is said and shown interests the viewer
and gains his acceptance, the commercial cannot do a
successful selling job.

We have selected certain areas which we believe to
be especially sensitive. The weaknesses that we feel
must be avoided in the planning and production of
commercials are illustrated by excerpts from inter-
views with viewers.

DON'T BE GENERAL, VAGUE, OR TAKE A MANUFACTURER'S POINT
OF VIEW IN YOUR COMMERCIALS.

Televiewer:

“One remark that Philip Morris makes irritates me to death—really
annoys me. They make me remember the brand but they make me
remember never to buy it. They claim that a source of irritation used
in all other brands is never used in Philip Morris. Now that's a big
statement and you can't check it as a smoker, It's really ridiculous,
isn’t it? They ask you to believe that all other brands are delib-
erately putting some chemical in their cigarettes which they know
will irritate the people who smoke them—but Philip Morris doesn’t
do this. | say that this is absolutely unfair and dishonest.”

DO MAKE YOUR COMMERCIALS SPECIFIC, HELPFUL, AND CON-
SIDER THE CONSUMERS’ POINT OF VIEW.

Interviewer:

“Did any commericals ever help you to learn new ways of daing
things?”

Televiewer:
“Yes, Scotch Tape.”
Interviewer:
“Tell me about it.”’
Televiewer:

“I never knew that you could use Scotch Tape to fix rips in your hems
and stockings by putting Scotch Tape on. That's what I've learned.
I've tried it and it works very well, quite helpful to know this."”

6—()—“?:/ ) T
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Televiewer: (discussing Joy commercial; she couldn’t identify the product)

“Oh they just show a few drops of the liquid socap being put into the
dishpan and a dirty dish being put in and taken out clean with all
the suds.”

Interviewer:
“What do you think of that?”
Televiewer:

“Well, | feel the way my youngster feels .. it's dirty dishes put in
and clean dishes pulled out.”

Interviewer:
“What do you mean by that?”’
Televiewer:

“Well, | don't believe that that product or any product can work
that fast or gaod from my own experience.”

DON'T OVERLOAD THE COMMERCIAL — DON'T USE TOO MANY
SELLING ARGUMENTS AND AVOID IRRELEYANT SELLING POINTS.

Televiewer:

“They make a regular production out of the commercial.”
Interviewer:

“What do they tell and show you?"

Televiewer:

“] can’t remember—they’'ve got so much coming at you so fast that
you can’t figure it out. Everything keeps changing and it moves sa
fast | never could keep up with it, I guess.”

Televiewer:

“Robert Montgomery has Lucky Strike and that's where Dorothy
Collins pulls up the shade and she says smoke Lucky Strikes.”

Interviewer:
“What da you think of that?"’
Televiewer:

“That's pretty good because it's nice and it's short. That is, on this
program it's short. On some of the ather Lucky Strike programs they
talk and talk, show yeu pictures of men halding up big leaves af
tabacco, then they bring out charts and graphs, and then they read
letters from laboratories, and on and on it gaes. They just about
put everything but the kitchen sink in the commercials—all this stuff
doesn’t interest me, it's very very baring.”

(Continued on page 80)
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A g { HOLLYWOOD STARS
Zewe G Y MR\ HERE.. NOW...TODAY...

| Ut
‘ R THE MAJOR SERIES . . . NEW TO TV ... STARRING
oRA e RAY MILLAND, ARLENE WHELAN, CESAR -ROMERO,
: ROBERT YOUNG ,
gS!
i Cotevilore (omwnsy o
e aa o Z&%% . ey ?';_,4
‘/'FOAR# ~ : 3O g
| waL‘ - THE ROMANCE . . . THE ACTION . .. THE DRAMA OF
ProoKS THE GREAT AMERICAN SCENE . . . STARRING GARY
BR HRTM COOPER, ANN SHERIDAN, JOHN WAYNE

MASTERPIECES RANGING FROM DUMAS TO OSCAR
WILDE . .. PRODUCERS SUCH AS ALEXANDER KORDA
AND HAL ROACH ... STARS AS BRILLIANT AS VIVIEN
LEIGH AND PAULETTE GODDARD.

R
R
5
a,u‘;’ffgff;ﬁ INTRODUCING TO TV SUCH EXCITING
5Enf"0,af PERSONALITIES AS MARILYN MONROE,
R Rt JEFF CHANDLER AND JAMES MASON.
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TELEVISION
MAGAZINE

Film In Use

Analysis of the proportion of feature film in a number of
markets shows why Hollywood product is the profitable
backbone of programming—satisfactory ratings lure many

spat and local advertisers for low cost-per-thousand buys

ACK in 1950 TELEvVISION Maga-
zine reported that . . . “The
surest bet in television program-
ming is sponsorship of Hollywood
movies and westerns. . . and for
the advertiser who wants a ready-
made audience on the local level,
feature films are the answer.,” This
is still very much the case today.
As a participation buy they offer
the national and local advertiser
one of the most economical pur-
chases he can make. While ratings
aren’t sensational, they are ex-
tremely steady.

For example: WSYR-TV in
Syracuse reports an average Pulse
of all feature films of approximate-
ly 15.9. In seven-station New
York, WCBS-TV averages 10.7 on
their early show at 6:15 PM. These
ratings are strong enough though
to deliver a thousand viewers, in
almost every case, for less than one
dollar.

While participations are one of
the best low cost buys, many of
the larger retailers sponsor entire
feature films. This is particularly
true of automobile dealers, either
independently or through their
combined efforts as associations.
And supermarkets are starting to
sponsor feature films in their en-
tirety in a number of markets.

The importance of feature film
to the television programming
structure is readily evident in
these figures.

KDYL-TV in Salt Lake City
reports 36 per cent of its total pro-
gramming as feature film. CBS’
station WCBS-TV in New York
carries 33 hours of feature film
programming a week. WLW-A in
Atlanta has a 33 1/3 per cent total
for feature films. KKTV, a new
station in Colorado Springs, runs
feature films to the extent of 28
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per cent of its programming. And
the average for an established
three-station market like Balti-
more is 20 per cent.

But percentages alone, or total
hours, cannot indicate the impor-
tance of this old Hollywood prod-
uct. For it 1s the one category most
demanded by stations; most de-
manded not only because 1t 1is
easler to program, but because it 1s
one of the easiest to sell to the
advertiser. Easy to sell, because a
check made in 2lmost any market
in the country will reveal satis-
fied sponsors pointing to success
story after success story.

The biggest problem 1s still one
of supply, However, despite the
frequent wails that quality prod-
uct is running out, not a month
goes by without some film supplier
announcing a new acquisition of
outstanding features. Of course,
once the Hollywood majors feel
that the release of their product
for TV is economically sound, the
market will be literally flooded
with feature film. Indications are
though that this is some years off.

Republic was one of the first of
the majors to get into TV. With a
judicious release of their product,
they were able to gross four mil-
lion dollars last year which is pure
gravy considering that most of the
film had outlived their theatrical
use. Considering the new stations,
plus products still to be released,
their subsidiary—Hollywood Tele-
vision Service is planning on a 10
million dollar gross for the next
year.

How feature film fits into the
total TV picture is outlined In
the following detailed reports of a
number of varied size TV stations:

(Continued on page 28)

ADVERTISERS USING FEATURES SAY

there is more to buying a participa-
tion in a feature film program than
supplying the station with the com-
mercial. Regardless of the ratings and
size of audience delivered, the presen-
tation of the commercial is particularly
important,

Station policy on the number of
spots permitted in a feature and their
placing can make a great deal of dif-
ference in the effectiveness of vyour
commercial. Unless the breaks come
in the right places story-wise, the
audience can become antagonistic to
the commercials.

Who are the other sponsors on the
program? That they are not com-
petitors is only one requirement. What
kind of commercials are they using?
For what kind of service or product?

Equally important is technical hand-
fing at the station. At too many out-
lets, the video engineers, whose work
is vital in the proper shading of the
picture, relax when a feature film
comes in.

Because of the poor quality of many
station projectors, the film commer-
cial should tread middle ground on
contrast; otherwise, there’ll be a
marked difference between the ap-
pearance of the feature and the com-
mercial.

A good many feature films are run
in Class C time, where the length of
the commercial is less restricted. This
also can antagonize viewers.

The type of feature must be weighed
together with the type of product or
service sold. No matter how skillfully
it is worked in, a pitch for a food
product coming right after a murder
won’t get the right send-aff,
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COMMONWEALTH

CARTOONS

e Audience tested.
e Sponsor tested.
* Rating tested.

AESOPS FABLES

(silent)

Communicate with us for
our latest list of

Major Company Features
Westerns

Serials

Comedies

LommonweALTH

f%ﬁ/m ({wu.’/ -'"i":'-/ﬁm:)!kru. of/n('.
MORT SACKETT, Pres.

' 723 Seventh Avenue, New York 19, N.Y.

28

FEATURE FILM IN USE
(Continued from page 27)

Colorado Springs
KKTY

Feature Films Rating

Sunday

4:30 PM—Early Show
Participating

6:00 PM—Colorado Playhouse
Participating

9:00 PM—Stars on Parade
Sponsor—/L ee Jewelers
Monday

4:45 PM—Sheriff Jim
Participating

Tuesday

4:45 PM—Sheriff Jim
Participating

10:20 PM—Late Show
Participating

Wednesday

4:45 PM—Sheriff Jim
Participating

10:20 PM—Ward’s All Star Theater
Sponsor—Montgomery-Ward
Thursday

5:00 PM—Sheriff Jim
Participating

10:20 PM—Late Show
Participating

Friday

4:50 PM—Sheriff Jim
Participating

10:30 PM—Late Show
Participating

Saturday

5:00 PM—Western Ledger
Participating

6:00 PM—Colorado Playhouse
10:30 PM—Late Show
Participating

New York

WCBS-TY

Sunday

10:30 AM—Picture for Sunday
Morning

Participating, $200.00

1:00 PM—Picture for Sunday
Afterncon

Participating, $400.00

4:00 PM—Clock Strikes Four

Participating

Monday-Friday

9:30 AM—Morning Show

Participating

4:00 PM—Late Matinee Part |

Participating

5:00 PM—Late Matinee Part ||

Participating, $300.00

6:15 PM—Early Show

Participating, $650.00

Monday-Saturday

11:15 PM—Late Show

Participating, $400.00

Friday & Saturday

12:15 AM

Late Late Show

Participating, $150.00

Saturday

3:00 PM—Saturday Teledrama

Participating

4:00 PM—Clock Strikes Four

Participating

Solt Lake City

KSL-TY

Sunday

9:15-10:30 PM—Courtesy Theatre

Dodge-Plymouth

3.5

8.2

2.5

9.1

5.5

2.2

Monday

5:30-6:00 PM—Sagebrush Playhouse

Participating

Monday-Friday

12:45-2:00 PM—The Early Show

Participating

Tuesday

4:45.5:45 PM-—Sagebrush Playhouse

Participating

7:15-8:45 PM——Cloverleaf Theatre

Cloverleaf Dairy

Wednesday

5:00-5:30 PM—Sagebrush Playhouse

Participating

Thursday

5:00-6:00 PM—Sagebrush Playhouse

Participating

10:30-11:45 PM—The Late Show

Participating

Friday

5:00-6:00 PM—Sagebrush Playhouse

Participating

Saturday

4:00-5:00 PM—Riding with Johnny
Mack Brown

Participating

9:00-10:00 PM—Mystery Showcase

Participating

1:15-3:00 PM—The Early Show

Participating

Syracuse

WSYR-TVY

Monday-Friday

10:30 AM—Movies for Mom

Participating

12:45 PM—Hollywood Matinee

Participating

Sundays

11:00 PM—Hollywood Theater

Participating

Monday-Friday

46:00 PM—Canyon Jack (serialized)

Participating '

Wednesdays

11:00 PM—Starlight Playhouse

Participating

Thursdays

11:00 PM—Theater of Adventure

M & R Linoleum & Carpet Co.

Fridays

11:00 PM—Genesee Playhouse

Genesee Beer

Saturdays

2:00 PM—Continuous Performance

Participating

4:30 PM-7:00 PM—Continuous
Performance

Participating

11:00 PM—The 11th Hour

Carling’s Beer

Youngstown

WFMJ-TY

Sunday

10:30 PM—Sunday Night Playhouse
Kings Jewelry Co.
Monday-Friday

12:45 PM-—Feature Theatre
Monday

10:30 PM—Front Row Centre
Wednesday & Thursday
10:30 PM—Stage 73

Friday & Saturday

11:00 PM—Stage 73
Saturday

1:30 PM—Saturday Matinee
2:30 PM—Saturday Matinee
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TV’s most
flexible

programming

There is an MPTV branch office

with a complete “on hand” film

selection in your area.

Consult your nearest

greater profit

branch manager at any time

potential

without obligation.

for stations

high

audience

acceptance

highest quality

-

in content

MPT'YV

leader in the field.
offers you the largest

and print

new film

releases

first

selection of feature

films in television

strong

sales for

sponsors

MOTION PICTURES FOR TELEVISION, inc.

NEW YORK, 655 Madison Ave., TEmpleton 8-2000 E. H. Ezzes, Gen’l Sales Mgr.

savings

through local

BOSTON, 216 Tremont St., Hancock 6-0897 Fred Yardley, Branch Mgr. service

CHICAGO, 830 N. Wabash Ave., Whitehall 3-0788 John Cole, Branch Mgr.
DALLAS, 3905 Travis St., Logan 2628 Ken Rowswell, Branch Mgr.

DETROIT, 2211 Woodward Ave., Woodward 1-2560 Art Kalman, Branch Mgr.

4]

skilled guidance

LOS ANGELES, 2100 Sunset Blvd., Crestview 1-6101 Dave Weolper, Branch Mgr. in ﬁlm selection

and utilization

CALL MPTV FIRST
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45 television station owners
have stopped worrying!

They’ve bought the STATION-STARTER PLAN *

Sure, they have problems. Stations always
do. But the owners of 45 new television
stations have something else . . . profits.
Fast, substantial profits from the programs
included in the Station-Starter Plan.

In fact, the Station-Starter Plan is the

first film package plan to offer stations a
way to make money during the initial
months on the air. It’s also the only plan
to offer completely diversified program-
ming: comedy, drama, mystery, sports,
travel, mnusic, juvenile.

And ...it's the only plan to include these
special advantages:
TOP-QUALITY PROGRAMMING. No old movies
...but nine complete film series made
cxpressly for television, including:
F'ront Page Detective, Hollywood Half
Hour, Public Prosecutor, Ringside With

the Rasslers, Crusader Rabbit ... literally
hundreds of different programs.

ROCK-BOTTOM COST. 100% of the new sta-
tion’s class A, one-hour starting rate. With
no increases in cost as the rate goes up.
As few as five one-minute spots a week
will cover all of the costs of the Station-
Starter Plan.

UNLIMITED USE. No reservations on sales.
No restrictions on runs. Yours for 18
months to sell as often as you like . . . for
as much as you like,

COMPLETE MERCHANDISING. Slides, ad
mats, publicity photos, posters, premiums
... full promotion for faster sales.

AUDITION PRINT LIBRARY. Prints on every
series to sell your local prospects. Plus

a continuous supply of rating and sales
ammunition.

No wonder the Station-Starter is tele-
vision’s fastest-selling package plan!

Start your new television station with a
profit. A quick, sizeable profit on pro-
gramming that is currently successful in
markets large and small, established
and new!

For further details, write or wire the
nearest Consolidated office: 25 Vander-
bilt Avenue, New York 17; 520 N. Michigan
Avenue, Chicago 11; Sunset at Van Ness,
Hollywood 28, PO. Box 6445, Houston 6;
890 Peachtree Street, N.W, Atlanta 3.

Consolidated
Television Sales

"Ry the way, there 0 just one “Station-Starter Plan.” It belongs 10 Consolidated. It's widely imitated, Just imitated, not equaled,
If you would like ihe addresses of the stations that have bought the Plian, drop us a line.

L————————'—-
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Syndicated Film In Use

WITH NEW STATIONS GOING AS HIGH AS 199% OF AIRTIME FOR FILM
SERIES AND SPOT USE RISING, PROMOTION IS THE KEY TO SUCCESS

EW advertisers have to be sold

on Syndicated Film today—its
track record is too impressive. Most
important, therefore, i1s how best
to use these films made expressly
for television.

Fortunately, because of the num-
ber of markets and different spon-
sors using syndicated film, much
information is available to help the
advertiser and agency in buying
the right film series.

For example, The Film Buying
Guide, a monthly feature of TEL-
EVISION Magazine, provides the
advertiser and agency with specific
information on most of the active
film programs available today—
how a program has performed at
various time periods, how it has
stood up against different kinds of
competition and in cities of vary-
ing size.

The biggest single asset of syn-
dicated film lies in its strong mer-
chandising potential. Most of the
better film shows have all sorts of
premiums to help build store traf-
fic and move merchandise.

Many of these shows have point-
of-purchase and other display ma-
terial built around stars for local
exploitation.

In spite of all these excellent
promotional possibilities, most ad-
vertisers are not taking advantage
of them. One local advertiser com-
plained that. . . “My agency is all
excited about ratings and the stars
on the show, but they are not giv-
ing enough attention to the many
tie-ins that can bring the tele-
vision viewer into the store.”

B. C. McKay, advertising mana-
ger of a mid-western gasoline
chain, Gaseteria, puts it this way:
“l firmly believe a television show
without promotion and merchan-
dising will bear Ilittle fruit unless
the sponsor is lucky enough to

Television Magazine e July 1953

have a Godfrey. We have Ramar
so we merchandise.”

An extremely effective traffic
builder used on the show is the
“animal-of-the-week,” give-away.
These are inexpensive decalcom-
anias of jungle animals, and can be
picked up each week at the ser-
vice stations. To quote Mr. McKay
again, “While the decals are free,
experience to date has shown that
Mommie or Daddy usually buys
some of our bonded products when
they come into the stations to pick
up the ‘animals’.”

Cost-wise, while syndicated film
1s more expensive than a spot or a
participation in a feature film pro-
gram, 1t is not outside the range
of the larger local or regional ad-
vertiser.

This category 1s becoming 1in-
creasingly important to the na-
tional spot advertiser, not only
because it helps solve his clearance
problems but because he knows
just what he is getting when his
program is already in the “can.

At the present time there are
approximately 35 film series ex-
pressly made for television that
are available for local sponsorship.
A few of these were first run as net-
work shows:; the majority though
have been made and released only
for syndication.

As a programming category, they
account for a small but important
percentage. The total is likely to
be higher in the new markets
which do not have as much net-
work programmings as the estab-
lished stations in the major cities.

For example: KKTV at Colo-
rado Springs reports 19 per cent
of their programming is syndicated
films; while WBAL-TV in Balti-
more uses this category for 3.8 per
cent of their program time. WSYR-
TV in Syracuse reports 3 per cent.

7
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KSL-TV in Salt Lake City has
syndicated film accounting for 10.8
per cent of their programming.
KDYL in the same city adds 1t up
to 7 per cent. WKBN-TV 1n
Youngstown hits close to 17 per
cent for this category. WLW-A 1n
Atlanta puts syndicated film down
for 3.8 per cent.

For the new station, syndicated
film in many cases 1s the backbone
of its programming. Outside of
network shows, it is the strong-
est audience builder. Alert stations
—particularly the new ones- -have
been quick to realize this. KROD-
TV in El Paso purchased 7% hours
of syndicated programming—11
per cent of their total-—per week.
Thirteen of these seriles are spon-
sored. Listed here are the pro-
grams and their sponsors:

Sponsor

Food Mart

EP Nat'l Bank

Bowman Biscuit

Internat’l Petro-
leum Co.

Cisco Kid Prices Creameries

The Unexpected EP Electric Co.

Jeffrey Jones Gunning-Casteel
{drug chain)

EL Natural Gas

Program

Gene Autry
Star Time
Range Rider
Boston Blackte

Crusade in
Europe
Dangerous
Assignment
Foreign Intrigue (part.)
Abbott & Costello Hoffman TV

Food Mart

Front Page
(detective) Feder’s Jewelers
China Smith (part.)

Hopalong Cassidy (part.)
Wrestling from Casner Motor Co.
Hollywood

While syndicated film has proved
to be one of the advertiser’s best
program buys, it still is not paying
off for many producers or distrib-
uting companies.

(Continued on page 32)

Lt
—
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SYNDICATED FILM
(Continued from page 31)

A vear ago in TELEVISION
Magazine, Ziv-Television’s presi-
dent, John Sinn, stated, “Some
people have the mistaken notion
that the television film syndication
business is a get-rich-quick indus-
try. It’s not.

“What they overlook, of course,
is that a producer must wait a
minimum of 18 months—some-
times as long as three years—to
recoup his original investment.
And whatever profits there may
have been have to be ploughed
back into production in order to
keep the series going.”

The new markets have eased
things to some extent for the dis-
tributor. Last year the gross for a
series in Its first year would prob-
ably be around $10,000; the mini-
mum today is $15,000, with a good
chance of a gross on the first re-
run equalling the producer’s cost
(but not profits).

Distribution costs have gone up
considerably. A year ago distrib-
utors were willing to handle prod-
uct for 25 per cent. A number
report their costs today around
the 30 per cent mark. In fact, most
distributors are now fully aware of
the fact that it is highly unlikely
that they can make a worthwhile
profit out of syndication alone.
The answer is in being producer as
well.

Ziv, the largest and most suc-
cessful, 1s a strong proponent of
this policy.

MCA has also followed this pol-
icy. And the film divisions of NBC
and CBS are changing over to
handling only their own properties
wherever possible.

What might well be a big threat
to the future of syndicated film
programs is the expected heavy
release of the theatrical product of
the majors. But the larger syndi-
cation firms aren't too concerned.
They are quick to point out the
strong merchandising tie-ins that
are available through syndicated
film, and the fact that big names
and top quality productions can be
put to work by the local advertiser
only by using the syndicator’s
product.

Listed here is syndicated film in
use In three markets by four sta-
tions.

Colorado Springs

KKTY

Sunday

7:30 PM—Hollywood Half-Hour
Sustaining

8:30 PM—Liberace

Walter Ament (appliances)

32

Monday

5:55 PM—Crusader Rabbit (1XL dairy)

7-00 PM—Jackson and Jill

Sustaining

8:30 PM—<Crusade in Europe

Douglas Jardine {plumbing, heating, etc.)

11:05 PM—5cotiand Yard

Sustaining

11:30 PM—Paradise Island

Sustaining

Tuesday

7:30 PM—Industry on Parade

Southern Colo. Power Co.

8:30 PM—Little Theatre

Sustaining

8:45 PM—Pathe Hylights

Sustaining

9:00 PM—IWF Wrestling

Coor’s Beer

Wednesday

5:55 PM—<Crusader Rabbit

IXL Dairy

7:00 PM—The Ruggles

Stromberg-Carlson TV Dealers

7:30 PM—Abbott & Costello

Sustaining

8:30 PM—Famous Playhouse

S & C Enterprises (building blocks)

Thursday

4:30 PM—Kit Carson

Coca-Cola

6:15 PM—Telenews Sports

Able’s Repair (TV appliances & Glass
Products)

7:.00 PM—Gene Autry

Meadowgold Dairy Products

9:00 PM—Eastern Parkway Arena
Boxing

Goodyear Stores

Friday

4:30 PM—Flash Gordon
Sustaining

5.55 PM—Crusader Rabbit
[XL Dairy

7:30 PM—Candid Camera
Doenges-Long (Ford Service & Used Cars)
9:00 PM—Public Prosecutor
Colorado Motor Car Co.

{Buick & Used Cars)
9:25 PM—TYV Closeups
Madsen Paint Co.
Saturday -
4:30 PM—Clutching Hand
Sustaining
8:00 PM—Roller Derby
Sustaining
8:30 PM—Ringside with the Rasslers
Sustaining
9:30 PM—Front Page Detective
Sustaining
10:00 PM—I| Am the Law
Sustaining

Salt Lake City
KDYL-TV
Sunday
7:00 PM—The Unexpected
Sponsored by Standard Optical
9:00 PM—Purity Playhouse
Sponsored by Purity Biscuit Co.
9:30 PM—Life of Riley
Sponsored by Safeway Stores
10:00 PM—NBC News Review
Sponsored by Bennett Paints
Wednesday
6:30 PM—Dick Tracy
Sponsored by Royal Baking Co.
9:30 PM—Wrestling from Hollywood
Participating

(Continued on page 75)

the Prodycer
who Is a
Perlectionist . ..

What you're shooting for, in the
long run, is frequent showings of your
film and sustained audience interest.

But, if your prints are untreated, they are
bound to develop defects and thus
irritate the audience.

To avoid this, the producer who
is a perfectionist includes

Peerless-treatment in his budget.
&cos' is negligible— the results gratifying.
r Famous

. last words 43
we hope you,
Mr. Distributor,
never have to say:

“Why didn't I have tha
TV Film Peerless-treated”

PEERLESS- treated prints are:
moisture-stabilized—not “green’ or brittle
toughened—to resist scratches and wear
lubricated—to ease projection.

PEERLESS-rreated prints start off right

ond maintain rheir good condition
u:ger for more bookings. J

FILM PROCESSING CORPORATION
145 WEST 441k STREET, NEW YORK 36, NEW YORK
| 959 SEWARD STREET, MOLLYWOOD 38, CAUF.

In New York and Hollywood,
Peerless also offers
(1) REJUVENATION TREATMENTS
(2) DISTRIBUTION SERVICING —
Shipments, inspection, cleaning, repairs,
cutting-in of commercials, storage, efc.

Television Magazine o July 1953
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Wrather-Alvarez Broadcasting Co. Inc.

announce the appointment of

EDWARD PETRY & CO. Inc.

as exclusive

National Representatives

of
KFMB-TV

and

KFMB
San Diego, Calif.
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Commercials on
Film

809% —that’s the estimate of a number of major agencies on the
percentage of commercials that are on film. In spite of SAG and
the resulting increase in costs, agencies still feel film is cheaper than

the live commercial.

head 1s less. Facilities in many cases are limited, but
whatever the failings in quality might be, hometown
advertisers seem satisfied with the results. (A recent
influx of out-of-town business has been noted by
some New York producers however.)

For the advertiser with the very limited budget,
the biggest problem 15 competing with the quality
of national advertisers’ expensive commerclals. For
the advertiser to whom the cost of a commercial 1s
a minor item in his multi-million budget, the toughest
questions are on the creative side.

One agency film supervisor says all the current
headaches can be summarized in three letters—SAG.
Some produccers, reporting a slump in production, lay
the blame at the same door.

But by and large, the Great SAG Scare has sub-
sided. There has been no wholesale drive awav from
live action ilm cominercials. Many agencies are turn-
ing out the same quantity of canned commercials a-
they did last year. There's been an upswing in ani-
mation and stop motion, but since such technigues
are hardly economy measures, the rise can't be at-
tributed entirely to SAG.

Some of the loopholes in the agreement aie being
plugged up by the union. No longer can an advertiso
shoot three animated commercials using the same
volce—over soundtrack for all and payv the narrator
for doing one commercial. The definition of dealers
films has been tightened.

The agencies are settling down to the new situation,
reconciled to bigger budgets and overwhelming papor-
work.

One agency director of radio-TV nutshelled the
case for calmness in face of the SAG storm: “A show
costs two or three million for 40 wecks,” he said,
“all to get 120 minutes of commercial time. Paying
$1,500 instead of $70 to the person carrying the mil-
lion dollar ball becomes a relatively minor item.”

One view 1s that spot advertisers will be making
fewer films at one crack or for one campaign. They’'ll

35
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Commerciols on Film

take advantapge of the unhimited use provision for
running the same commercials over and over again,
then junk them afler the eyele ends.

Aparl from SAG, costs have stabilized; that s,
they're inching up slowly for certain specific elements
ralther than gencerally zooming as once was the case,
On the other hand, the agencies feel that their pro-
duction planning 15 keeping expenditures to the bone
and that without some unforeseen technical develop-
ments, there's little room left for shaving costs.

Mostl of the hatchets that used to fly between pro-
ducers and agencies have been buried. By now both
groups have rolled up a sizeable backlog of experi-
ence. The ageney film staff, once a collection of radio
dircctors, cx-Disncy animators and industrial film
men, has, by 1953, become a team of experienced TV
film men. And although some agency men complain
that print and radio trained clients “only look at the
right hand side of the seriptl)”” there is a better under-
standing of filmm problems on all sides.

Some of the fringe producers have been sifted out
of the business; most of the large number (65 in New
York alone) that remain are responsible business
orpanizations.

Rush delivery dates and failure to meet them are
still a source of friction but have come to be accepted

You cun protect your investment in film commer-
cials by shooting rough in 16 mm. to test audience
rcactions, to screen test talent or to use as a pro-
duction pilot.

an a necessary evil of the advertising business,

For the agencies heavily in 'T'V, more atiention and
cnergy 15 being conceentrated on the all-important
creative side. This 1s reflected in the new mterest in
pre-testing commercials,. The NBC-Schwerin pro-
gram and the independent producers turning out in-
expensive “roughs” for test purposes are gaining
adherents.

Colgate, one of the first advertisers to use pre-tests
on commercials is greatly enthusrastic about results
obtained.

The reference use of the 16mm rough commercials
1s guite often as valuable as use in pre-tests. The
rough serves as a guide to the finished commercial,
with kinks in production ironed out in the inexpen-
sive version. Various approaches can be tried out and
weighed without putting them before a test audience,

In summary, the once-hectic commercial produc-
ing field is still far from free of headaches, but it has
stabilized to the point where even such a calamitous
event as the SAG agreement is accepted as something
the agencies have to live with and work within. With
a large reservoir of capable producers to choose from,
the agencies are able to concentrate their attention
where it belongs—on making commercials that sell.

— e — . —— — i —— — — —_— e — e — e —— e — e e — e — —— — — —

By keeping to close ups, as in the test commercial above, extremely simple sets are
possible. With inexpensive talent, minimum crews and use of 16 mm. it is possible
1o bring in pre-test films for several hundred dollars. Time and money spent this way
16 establish the best way of photographing, lighting and demonstrating product, moré
than make up for the cost of the test films,

16 Television Magazine ¢ July 1953
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HE trend toward pre-testing

film commercials is constantly
growing. With the SAG agreement
increasing costs and limiting the
number of approaches possible, the
advertiser and the agency have
more incentive than ever to use
inexpensive tests before they in-
vest thousands of dollars in finished
film.

Test films are shot as cheaply as
possible; usually on a budget of
$500 or less. Some are run before
test audiences to measure remem-
brance and reactions to wvarious
treatments. Others are screened
as a blueprint for the finished com-
mercial.

NBC has come up with a kine-
scope testing plan in conjunction
with Schwerin tests. There are also
a number of independent pro-
ducers who have been turning out
film roughs for $500 or less. The
Schwerin organization has found
experimental commercials as valid
for testing as the real thing.

One of the most active in this
for agency and advertiser or used
field is Filmways in New York
which has turned out 16mm roughs
for clients such as Colgate, Toni,
and Schlitz.

How can they get a presentable
commercial out for less than $5007
Filmways set up a low cost opera-
tion just for this purpose. The use
of 16mm film means lower raw
stock costs, minimum camera
crews. It enables them to have

their own processing and develop-
ing equipment. Inexpensive talent
has been lined wup. Small-scale
sets, eliminating wide-angle shoot-
ing, has been combined with the
simplest possible props.

Alka-Seltzer was one of the first
advertisers to use rough commer-
cials, shooting in a garage in Elk-
hardt. Colgate was another early
user. Now the soap and toiletry
company is so enthusiastic about
experimental commercials that it
plans to do most of its 100-plus
commercials a year on a test-first
basis.

As Colgate discovered, the roughs
can be used as “pilots” in filming
the finished reels. The best way to
shoot the product, the proper se-
quence of sales points—even with-
out a Schwerin test, a lot of prob-
lems can be answered before the
real filming is started.

Tele-Prompters were used be-
cause of the fast two-a-day shoot-
ing schedules; from this Colgate
has found the prompting device
can be used advantageously in
actual filming.

Another form of pre-testing that
is attracting interest is Gray-
O'Reilly’s use of screen tests for
casting. Martin Slattery, Gray-
O'Reilly director, points out that:

“The TV commercial actor must
be perfectly authentic and al-
together right for the product she
is selling. It’s the client himself
who can tell when the television

salesman is the person he asso-
ciates in his mind with his product
—but only after sampling on film,
on screen, has been seen and heard.

“This matter of taste is what
causes the big gap between clients
and agencies and producers. The
grief caused among producers who
try to make such decisions for their
clients is unnecessary.”

Gray-O’Reilly keeps costs down
by shooting with a single system
camera which records picture and
soundtrack simultaneously on one
roll of film, allowing developing,
printing and screening within
twenty-four hours.

Another use of this kind of test-
ing took place when an agency
wanted to feature in its commer-
cial a machine used by its shampoo
manufacturer client to test the re-
sults of hair washing. A Gray-
O'Reilly cameraman visited the
plant, screen-testing the machine
from every possible angle. When
the agency saw the test footage, it
knew just how it could use the
machine.

Pre-testing of course is not new.
More than three years ago Young
and Rubicam set up a special
studio in its own offices. The im-
portance of these recent develop-
ments is that they don’t involve
huge sums of money, and make
testing available to the limited
budget advertiser as well as the
blue chip firms.

TELEVISION
MAGAZINE
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Not which twin has the Toni but which nurse is better for the commercial, ¢can be of
vital consideration. In this test made by Gray-O'Reilly for a drug product, company
officials were able to select what they felt was the right person to represent them and
their product. Inexpensive single system shooting can keep costs way down,
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- AN ADVERTISING
current film commercials DIRECTORY OF PRODUCERS
AND THEIR WORK

“C-0-0-0-1, C-0-0-0-1, C-0-0-0-1! Cool as an ADVERTISER
ocean breeze . . . that’s how you feel in your own
home with a Servel Air-Conditioner”, is the Servel, Inc.
theme of one of the spot announcements which
unveiled the new gir conditioner. A gal standing AGENCY
against the background of rolling waves . . . . .
neckerchief unfurled in the wind . . . dissolves Hicks & Greist, Inc.
into the same gal in her living room enjoying
the ideal comfort ““and single dial control”. PRODUCED BY
Tastefully decorated living room sets provide .
ideal backgrounds for these film commercials LUX-BRILL PRODUCTIONS: INC.
' . . . enhanced by highly competent photography 348 LIVINGSTON STREET
and crystal-clear sound. Another creative execu- BROOKLYN 17, NEW YORK
tion of an agency conception by LUX-BRILL. ULster 8-5820
‘ A globe whirls in cloud-filled space . . . sud- ADVERTISER
denly stops . . . zooms up to North America. A J. D. Roszell & Company
pictorial ticker tape flashes across globe . . . Farmers Auto of Pekin
announces now is the time for, “Today's News
o B, Views”. This is a dramatic picturization of the
Ny ‘;4' o \ news of the world . . . produced by the out- AGENCY
T T A standing craftsmen of Mational Screen Service Arbingast, Becht and Associates, Inc.
for clients-Roszell Sealtest Milk and Farmers Peoria, Illinois
Auto of Pekin. The inimitable showmanship and
style of National Screen TV film commercials are PRODUCED BY
displayed in the clever use of stop-motion gni-
mation . .. the clean, crisp art and camera treot- NATIONAL SCREEN SERVICE
ment. These are quality habits ocquired over 1600 BROADWAY, NEW YORK, N. Y.
thirty-three years of producing advertising film. Clrcle 6-5700
ADVERTISER
Chef Boy-Ar-Dee ;
AGENCY
Good enough to eat visually were these TV Young & Rubicam, Inc.
commercials for Chef Boy-Ar-Dee as a result of !
the production recipe ably handled production
wise by Sound Masters, Inc. PRODUCED BY
SOUND MASTERS, INC.
165 WEST 46TH STREET
NEW YORK 36, NEW YORK
Ploza 7-6600
ADYERTISER
Cott Beverages
Graced with humor yet filled with an adver AGENCY
tising story well told were these of many Cott D Redfiel hnstane. Inc.
TY commercials pre destined to sell COTT owd, Redfield & Johnstane, Inc
BEVERAGES. PRODUCED BY
A SOUND MASTERS’ PRODUCTION. SOUND MASTERS, INC.
165 WEST 46TH STREET
NEW YORK 36, NEW YORK
PLoxa 7-6600

ADVYERTISER
This TV commercial, one of a series of three, The Atlontic Refining Co.
recently wos gqiven the Award of Distinguished
Merit by the Art Directors Club of Now York. AGENCY

The action ochieves the fantasy of animation
with the use of live characters, one in floating
action which presents the Atlantic Refining
story of Jubrication in s0 unique o mannar as to PRODUCED BY

compel attontion SOUND MASTERS, INC.
165 W. 46TH ST., NEW YORK 36, N. Y.

N. W. Ayer and Son, Inc.

— — —— — — — — o nn e— — p— — e m—m— — [ —— s e e m—" e —  ——

For sereenings and further information write the producers direct!
i8 Television Magazine o July 1953
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current Film commorcials

In the latest TV spots for Lucky Strike, Sarra
again amuses, amazes, and sells with stop mo-
tion. To Lucky’s conga theme song, trademark-
disks line up, parade and ‘bout face to show
“L.S.M.F.T.”; then dissolve into dancing cig-
arettes followed by a solo turn of the “tear
down” test. A surprise twist introduces a flash
of live action with a girl emerging from the
trademark bull’s-eye to drive home the soles
message.

— e e — s we— emm— e—— o e e — et i e e e e rmm— —— ——— m— —— re— e m— — o— —— — —

There’s never a let-down when fight telecasts
shift into fast-paced TV commercials made for
Pabst by Sarra. The transition to the viewer’s
own experience of sports activity followed by
relaxation with a glass of beer is made with
explosive cartoon shots. A catchy theme song
leads him to "WHAT'LL YOU HAVE?” in giant
letters and the answer, “Pabst ‘Blue Ribbon’
Beer!” The knockout sales punch comes with
"Sm-oo-ther - Sm-oo-ther” appearing against a
beer glass as the 00s enlarge and turn into
winking eyes.

B e re— e c— we— — — — — — — eme— —— — m— e—— —— e— e— e e—— e— e— ——— — m— — — [R— — —

in a series of TY spots just completed for
Salada Tea, Sarra establishes identity with a
novel device . . . To the tick-tock rhythm of the
“Tea Time” theme song a pendulum wipes in,
wipes out tea-making and serving situations and
the Salada package. Animation tells the story
of “high grown” teas with mountains and a
close-up of tea leaves silhouetted against a
rising moon. A reprise of the pendulum, glasses
and the package gets over the sales message
with dramatic impact.

Here’s another instance where a series of TV
commercials produced by Sarra has proved so
' successful that the formula, kept fresh and ex-
E UP TO citing by creative ingenuity, continues on and on.
The current 20-second spots for Sunoco lubri-
cants and gasoline again combine rollicking car-
toon action and a syncopated theme song with
effective selling to convince car owners of peak
performance and savings. A startling innovation
brings the poster portrait of a service attendant
to life to toss the pennies saved into the hands
of cartoon character, Mr. Motorist.

w. T
) SAV

- e e v p— m— om— o e e e mm—n m—n e Smmmn emees e emm— e e—

The proof of @ TV commercial is not how the
master print looks in the projection room, but
how it gets across on home screens. To make
sure of brilliant home reception from every print
made of its TV productions, Sarra has its own
especially equipped and staffed laboratory for
processing TY film. Here Sarra’s VIDE-O-
RIGINAL prints are custom-made. These dupli-
cates faithfully reproduce the sparkie and clar-
ity which twenty years of experience in adver-
tising production put into the original film. Thus
the advertiser is assured that every time, on
every screen, his commercial will give a fine
performance.

r— —— — — — — — — —
—— e me— — —— m——— —

AN ADVERTISING
DIRECTORY OF PRODUCERS
AND THEIR WORK

ADVERTISER
American Tobacco Company

AGENCY

Batten, Barton, Durstine & Osborn, Inc.

PRODUCED BY
SARRA, INC.

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

ADVERTISER

Pabst Sales Company
AGENCY

Warwick & Legler, Inc.
CREATED BY

SARRA, INC.

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

ADVERTISER
Salada Tea Company

AGENCY
Hermon W. Stevens Agency

PRODUCED BY
SARRA, INC.

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

ADVERTISER
Sun Oil Company

AGENCY

Hewitt, Ogilvy, Benson & Mather, Inc.

CREATED BY
SARRA, INC.

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

SARRA, INC.

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

For screenings and further information write the producers direct!

Television Magazine e July 1933
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THE MEN—Continued

Marion Parsonnet
MARION PARSONNET PRODUCTIONS

One of the few producers to stick to New York,
Marion Parsonnet, head of the company that bears
his name, has turned out four TV series from his east
coast base. He started his career in show business
after one week’s practice as an attorney.

His interest, he says, in the field of entertainment
started long before he passed his bar examinations,
with appearances in college and summer stock per-
formances as an actor.

From the theater, Parsonnet, a tall, energetic man
who looks like Yul Brynner, went to radio, first as
a writer and later as head of programming for CBS
in New York.

In 1939 Parsonnet left for the West Coast, to get
ready for TV.

In Hollywood, Parsonnet found that television had
not grown enough, so he ended up as a staff writer
first for MGM. About the time he finished writing
the screen-play for “Gilda’”’, which starred Rita Hay-
worth, he created a film series idea for TV.

*

Gerald King and Milton Blink
UNITED TELEVISION PROGRAMS

Like pioneers in any business, television’s own pio-
neers are no exception. United Television Programs,
one of the first independent companics to set up for
TV film distribution on a large scale, has had its share
of financial problems. Today though, while the com-
pany still has a bit of rough sledding, things look
bright for the fall.

Guided by Gerald King, president, and Milton
Blink, executive v.p., providing program material for
stations 1s a familiar job. Twenty years ago they
formed Standard, a radio transeription library service
which was one of the more successful operations in
the business.

Ownership of UTP is split among Blink & King;
Gross-Krasne, and Ben Frye.

A Jarge percentage of UTP properties are re-runs
of national advertisers’ shows—Heart of the City,
(g Town, filmed by Gross-Krasne) Counterpoint
(Rebound), Royal Playhouse (Fireside Thedter).
Others in Lthe UTP stable are The Chimps, Studio
Teleseniptions  (the original Snader Library), Dick
Tracy, Hollipwood Offbeat, Old American Barn Dance.

Newest addition to its hist of syndication properties
o the Loolke Photo Quiz series, modeled after the mag-
azine tedture und produced by Telenews, Made as a
Io=minute streip, the series will combine film with
locul ripmations of the telephone quiz.

40

t

But like so many planned series of those days, it
never got beyond the pilot reel stage. Returning to
the East, he produced a filmed interview show for
Pepsi-Cola starring Faye Emerson and later bought
the studio created for this purpose from the soft drink
company.

Next came Hollywood Offbeat, followed by Ameri-
can Wit and Humor, filmed for the March of Time
and The Doctor for P&G.

Parsonnet has been using established Hollywood
directors for their motion picture know-how and
theater trained actors because, “although we don’t film
in complete continuity, a theater performer can grasp
more readily the lines and movement necessary in the
longer takes which arise in our productions.”

*

Guy Thayer
ROLAND REED TY PRODUCTIONS

Guy V. Thayer, Jr., is vice-president and executive
producer for Roland Reed TV Productions which has
produced (as of July 1) 251 half-hour TV film epi-
sodes, three hour-long TV features, and 300 spot
commercials.

These figures (transposed to dollars they mean
about $5,000,000 in production expenditures) put the
company in the upper brackets of the TV film indus-
try. Thayer joined the 25-year-old Roland Reed firm
in September, 1945, following 17 years of film ex-
perience which began with Paramount (as a film
editor) with such companies as RKO and Universal,
and the U.S. Navy. »

Through the Navy he worked on the filming of the
U.N. Conference in San Francisco in 1945, and the
Nuremburg trials later in the same year.

Roland Reed Productions, parent of the TV com-
pany, has been one of the three or four top producers
of commercial and industrial motion pictures for
many years. Thayer pointed out that the transition
into TV film production was a natural evolution.

At present the company has four shows already
well established: Mystery Theater, Beulah, Stu Erwin,
and My Little Margie (the latter two in association
with Hal Roach, Jr.).

Production begins late this month on Rocky Jones,
Space Ranger, which will be syndicated through Unit-
ed Television Productions. Pilots are also being pro-
duced this month for Men of Justice, a mystery an-
thology, and Waterfront, which will star Preston
Foster. Both of these shows are in the national sales
market.

Thayer believes that the greatest potential for pro-
ducers can be achieved by making series for re-
gional and local syndication.

(Continued on page 45)
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AMoS

0 Andy

Broadcasting’s longest-running hit (today leading all
other network shows in its radio version). During its
run on the CBS Television Network, The Amos 'n’ Andy

Show gathered more than 16,000,000 viewers a week...
‘more than half the total viewing audience! Fifty-two
half-hours, 13 of them never before shown on television.
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THE MEN—Lontinued

Earl Collins
HOLLYWOOD TELEVISION SERVICE

Republic pictures, through its wholly owned sub-
sidiary, Hollywood Television Service, will begin a
full production schedule of films for television before
the beginning of 1954.

This news was imparted by Earl Collins, who has
been president and general sales manager of HTVS
since its inception two and a half years ago. There
will be five series on the list. Three of these are
already definitely set for production. This 1s in addi-
tion to its healthy backlog of features and westerns,
which grossed four million last vear in TV—most of
it pure gravy considering that the films, to a large
extent, had outlived their theatrical use.

Ace in the hole, of course, is comprised of the 80-
plus Roy Rogers features and the 60-plus Gene Autry
pictures which are being withheld from the TV
market pending final decision on the legal righis of
Republic to pour these films into the TV market.
Collins expects the controversy to be resolved by
October or November.

Hollywood Television Service has access to Re-
public’s production studios, the extensive Consoli-
dated Film Industries Lab, and 32 sales offices 1n
major cities. It also maintains six distribution depots
With this set-up the company 1s in a strategic spot for
a major production move,

Earl Collins has a 27-year entertainment industry
background. He owned and operated theaters in
Alabama, Georgia, and Florida from 1926 to 1934.
Then he was a branch manager for United Artists
Corporation in several cities. During the war he was
motion picture officer with the U, S, Navy,

Arthur A. Mayers
UNITY TELEVISION CORP.

Head of one of the biggest feature tilm distributing
outfits in the business 1s veteran film man Arch
Mayers. Always active in the sales and management
end of the industry, Mayers was general manager of
Colorfilm and helped to form the offshoot Cinecolor
Co. He served as sales manager for Atlas Cinephone
and World Pictures, then moved over to Mayfair
Pictures as assistant to its president.

Television Magazine o July 1953

Three vears ago he took over the helm of Unity.
President of the National Television Film Counctl,
he has been one of the most enthusiastic supporters
of TV film.

In 1952, Mayers told TELevisioN Magazine that by
1956 nine tenths of all independent product would
be in TV hands. “That still holds true,” he said,
“those 80 features we just acquired are about the
bottom of the barrel. The majors won't find it profit-
able to release their backlog for at least six vears,
There aren't enough stations to make the market look
good to companies used to $5 million grosses. And
they still own their theatres—theyv can’t jeopardize
them. With the advent of 3-D, which would mean
more revenue for the majors they'd have less reason
to release, not with just 200 stations on the arr.”

Mayers savs the new markets, even though they
can't bring in much revenue now, are adding to the
bl despite high selling costs. The company that has
accumulated a lavge library of films doesn’t have to
add to its investment, "The film business,” Arch
Mavers said, “1s very good.”

*

Peter Roebeck
CONSOLIDATED TV SALES

Consolidated Television Sales 15 the end product
of a number of unsuccessful attempts, principally by
newspaper owned stations, to form their own film
COImMpdany

Anxious to get things bevond the conference stage,
Norman Chandler, publisher of the Los Angeles
Times and owner of station KTTV, in partnecship
with a few other individuals, started his own com-
pany. The original company never really got ottt the
ground, St sold o the wlea, thoueh, Chandler
reorganized Consohidated in August of 1952 with
Peter Roebecek as general manager.

In spite of Little producet, Roebeck went full steam
ahcad in setting up a national =ales force, feeling thad
this must be the first step. The hifting of the “frecze”
really put them in business. One of the st Lo get up
a special package for the new stations, therr Station
Starter Plan, consisting of a4 number of TV propecties,
produced by Jerry Fairbanks, such as Front Page De-
tectire, Holliywood Half Hovr and Public Proseentor,
will bring their gross billings close to the three mal-
hon dollar mark for 1953,

Rocbeck has been tn broadeasting sinee his prad-
uation from the University of California. With OBS
in Hollywood for nine vears, he switched to KTTV
when the Times and the network were joint owners
of the station.

One of the few comparatively strong independent
distributors, Consolidated is now acquiring a number
of new programs, one of the latest being Play Golf
with the Champtons.

(Continued on page 70}
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Rotings ond competition of 30 syndicated shows

A MONTHLY FEATURE

TELEVISION MAGAZI|

——
BALTIMORE BIRMINGHAM BOSTON CHICAGO COLUMBUS
—
Abbott WMAR-TY—Th 10:30 16.4 WLW-C—Fri 8:30 1
& WAAM WBNS-TV
Costello Racket Squad 11.0 Hollywood Theatre bl
WBAL-TV WTVN
Quick as a Flash 6.1 Tales of Tomorrow I
Boston WBAL-TV—Wed 10:30 WNAC-TV—Sat 7:00 29.7 WGN-TV—Th 9:30  15.3 WBNS-TV—Tu 8:30 |
Blackie 11.8 WBZ-TV WEBEM-TV WLW-C
WMAR-TV Beulah 17.5 Racket Sauod 19.4 Circle Theatre il
Blue Ribbon Bouts; WNBO WTWVM
Sports Spot 19.0 City Desk 7.3 Tuesday Nite Fights I
WAAM
Wrestling 9.6
China WBNS-TV—Mon 8:30 14
Smith WLW-C
TV Playhause 25
WTVN
Plainclothesman 17
Cisco WBAL-TV—Tu 7:00 20.4 WBRC-TY—Sun 4:30 30.5 WNAC-TY—Fri 5:00 17.0 WBKB—Sun 2:00 11.5 WBNS-TV—Th 7:00 14
| Kid WMAR-TV WAFM-TV WBZ-TV WGN-TV WLW-C
| Seven O'Clock Final 8.2 See It Now 4.9 Hawkins Falls; Baseball 270 Groucho Marx 35
WAAM Gabby Hayes 7.2 WBBM-TV WTVN
Viewpoint 6.1 Movie Time Social 2.4 Renie Riano é
Cowboy WEBNS-TY—Sat 5:30 10
G-Men WLwW-C
Comedy Carnivol;
Folk Singer 9
WTVN
The Big Picture 2
. e e — - - e _ — e — -
Dangerous WAFM-TV—Th 10:00 10.6 WBKB—Sun 8:30 3.5
Assignment WBRC-TV WNBQ
Comedy Cameos, TV Playhouse 21.9
Gospel Singers 2.1 WBBM-TV
Time to Smile 18.7
Dick Tracy WBRC-TV—Tu 9:00 20.3
WAFM-TV
Election Returns 8.0
Douglas WGN-TV—Tu 9:30 6.2
Fairbanks WBKB
Presents The Name’s the Same 28.6
WBBM-TV
The Unexpected 17.3
Famous
Playhouse
Favorite WHNAC-TV—Tu 10:30 14.2 WBBM-TV—Fri 9:30 17.3 [ WBNS-TY—Sat 10:00 13
Story WBZ-TV WNBQ WTVN
Jeffrey Jones 17.5 Boxing 25.1 Wrestling 10
WGN-TV WLW-C
Down You Go 13.1 Wrestling 1€
——
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RATINGS: VIDEODEX,

MAY

DETROIT LOS AMNMGELES MINNEAPOLIS - ST. PAUL PHILADELPHIA SAN FRANCISCO
WXYZ-TY—Sat 9:00 12.2 KSTP-TY—Sun 9:30 5.6
WWJ-TV WECO-TV
i Your Show of Shows 32.7 Masterpiece Theater 203
WIBK-TY
Balance Your
Budget 14 72
WXYZ-TY—Sun 9:00 21.6 KNBH—Sat 8:00 14.7 WCCO-TY—Tu 9:30 146.0 WCAU-TY-—Wed 7:00 25.1
) WIBK-TV KMXT KETR-TV WETZ
The Web 204 Jackie Gleascn 19.7 Star Theater 10 Fsso Reporter £
WWJ-TV KTLA WFIL-TV
The Dactor 1764 Spade Cooley 7 Walsh Lodks Em
t i &)
KECA-TY—Fri 8:30 111
WXYZ-TY-—Th 8:00 13.8 KTLA KGO-TY—Fri 9:00 17.0
WWI-TY wwrence Well = K |
Dragnet 421 Music 137 My Friend |rma ]
WIBK-TV KNXT KROM-T
Lux Video Theater 17.6 Sereen Mystery '
Theater 6.1
WXYZ-TY—Sun 3:30 18.7 KECA-TY—Mon 7:00 15.0 KSTP-TY—Sun 11:30 7.8 WCAU-TY—Fri 7:30 27.5 KRON-TY—Th 7:00 19.4
WIBK.-TV KMNXT WCCO-TY WEIL-TY T
Dmnibus 140 Studio One 19.2 Candy Carnival 67 George Walsh, MNew 7.8 | 173
WWI-TV KNBH WPTZ
Zoo Parade 8.6 Victory at Sea 16.4 Mews & Weather
3 WWJ.-TY—Sun 2:30 10.5 WCCO-TY —Sat 5:00 6.1
' WIBK-TV KiTR TV
Gasinator Theater 10.4 Ray Rogers .7
WXYZ-TV
John Wayne Show &4
Lus WWJ-TY—Mon 10:00 13.3 KNBH—Fri 10:30 6.1 WCCO-TY—Tu 10:45 8.3 WPTZ—Tu 10:30 13.8
rent WIBK-TV KTLA KSTR-TV WCAL-TY
Ed Hayes, Standard Maovie 6.3 Club Embassy, eweler’s Showcase 2
Mews 6.2 KNXT tarhght Theatre 4.9 WHIL-TV
10:30 News ' 6 Srage 5 & &
ey WXYZ-TY—Th 5:30 145
WIBK-TY
Kartoons for Kicds 7 B
WWI-TV
Time for Beany
| KSTP-TY—Tu 8:30 14.9
ics WCCO-TV
¥ Minneapaolis
Wrestling V1.6
) KECA-TY—Wed 7:00 4.5 KGO-TY—Tu 8:30 6.4
'se KNXT KROMN-TV
Blue Ribhon Bouts 27.5 Texaco Star ter 316
KNBH KPix
Ottawa on the River 9.1 Mr, B Mr lortt i
' WIBK-TY—Tu 9:30 13.1 KTTV—Wed 8:30 16.1 WCCO-TY—Sun 9:00 15.0 WPTLZ—Sat 7:00 14.1 KRON-TY—Fri 10:00 23.1
1 WXYZ-TV KHI-TV KSTP-TV WFIL-TV KGO-TV
Name’'s the Same 17.5 Baseball 90 March of Time 16.2 TV Teen Club 76 Wrestling
WWI-TV KLAC-TV WCAU-TV KP|x |
Douglas Fairbanks 17.4 Top Tune Time 4.3 Stork Club 10.8 Sreat Mewsreel
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A MONTHLY FEATURE
- |
BALTIMORE BIRMINGHAM EOSTON CHICAGO coLumBug
WHEM-TV —5un Y0 00 10 4
Files of WBZ-TY—Tu 10:30 175 T
Jeffrey VAT
Jones :
Foreign WNAC-TV-—Sat 10:30 17.6 WEBKB—Wed 10:00 7.8
Intrigue WHRZ-TV e
Hit Parad il 4 Weathern
Front Page WGN-TV—Wed B:00 7.4
Detective WEBBM-TV
Strik Ricl 24 £
WHEBD
K TV Wweatr |
Gene Autry WMAR-TY—S5un 7:00 20.0 WNAC-TV—Sun 7:00 20.4 WEBBM-TY —Sun 6:00 7.6 WBNS-TY—Sun 6:00 |
WAAM WBZ-TV WEEE WTVN
You Asked For It )3 Ranae Rider 237 vau Aek Eoe 2 You Asked For It 2
WEAL-TV WNEBC NLW-C
{ Red Skelton 7.6 Red Skelton i 1 e akelton i
I
: -_ 0 0 - ) Y-
Heart of WBRC-TY—Sun 8:30 9.8 WBKB—Sun 12:00 78
the City WAFM-TV WGN-TV
What = My Line? 315.0 Action Thealre 41
WEBBM-TV
News: Your Future
Home v
| O e I PR e
The WBBM-TY—Tu 9:30 17.3
NEKE
Unexpected The Naome's the
Same 28.6
WGEN-TV
Douglos Fairbanks 6.2
Hollywood WBRC-TY—Th 9:00 138
Off Beat WAFM-TV
Jane Froman 14.6
WAFM-TV
Boy, Girl & Song 8.2
Hopalong WBAL-TV—Sun 5:30 24.6 WBZ-TV—Sat 1:00 27.6 WBKB—Sun 3:00 9.8 WBNS-TY—Sat 12:00 1
Cassidy WMAR-TV WNAC-TV WGN-TV WLW-C
Kentucky Derby 19.7 What In The World 4.5 Basekall 220 Buckeye Sports
WAAM WHBQ WTVHN
News & Sports 5.9 Kukla, Fran & Qllie 4.0 Mary & Art
| am WBAL-TY—Sun 10:30 6.2
the Law WMAR-TYV
What's My Line? 32.6
WAAM
Army Talent Patrol 3.8
Kit Carson WMAR-TV—Tu 6:00 18.9 WAFM-TY—Tu 6:30 34.8 WNAC-TY—Mon 5:30 18.9 WBKB—Sun 2:30 13.6 WEBNS-TY—Sat 6:30 1
, WBAL-TV WBRC-TV WBZ-TV WGN-TVY WLW-C
A silver Saddle Roundup 8.8 Texaco Star Theatre 21.0 Howdy Doody 11.7 Basebal! 27.6 Ethel & Alpert 1
WBAL-TV WNBQ WTVN
Paul's Puppets 7.9 Dunninger 2.9 Johnny Jupiter

e

“



www.americanradiohistory.com

BUYING GUIDE

RATINGS: VIDEODEX,

MAY

DETROIT

LOS ANGELES

MINNEAPOLIS - ST. PAUL

PHILADELPHIA

SAN FRANCISCO

WIBK-TV—S5un 10:00 10.8

WWIJ-TV
Commander Theatre
WXYZ-TV

9.7

News; Hour of Decision 3.5

o — e —— — — —— —

WIBK-TY-—Sun 6:00
WWJ-TV

Red Skelton
WXYZ-TV

You Asked Far [t

17.9

21.0

19.4

r of

ity

WXYZ-TV—Sun 9:30
WIBK-TV

What's My Line?
WWJ-TV

Meet the Press

wood
Jeat

WWJ-TY—Sun 5:30
WIBK-TV

See It Now
WXYZ-TvV

Walter Winchell

17.8

14.9

7.8

— —— —— — — —— e — — ——

WXYZ-TV—Tu 9:00
WWI-TV

Two for the Money
WIBK-TV

Danger

-
-arson

WIBK-TV—Tu 6:00
WXYZ-TV

Detroit Deadline
WWI-TV

News

KTTV—Mon 8:00 7.2
KLAC-TV
Million Dollar Movie 52
KHJ-TV

Brundige-Sports 2.2
KNBH-—Th 10:30 9.2
KTLA
Wrestling 4.8
KTTV

Jackson’s Major Movie 4.8

KTTY—Sun 9:00 7.8
KNXT
Toost of the Town 248
KNBH
TV Theatre 18.4

KNXT—Fri 7:00 13.2

KNBH

Gillette Fights 9.9

KTLA

Time for Eeany 10.7

KTTV—Tu 10:30 10.3

KTLA

Movie Theatre 6.6

KHJ-TV

News: Princess Pat
Playhouse 4.4

KECA-TY—Th 10:00 9.8
KNXT

Harry Owens Show 14.0
KNBH

Martin Kane 11.3
KTTVY—Wed 7:00 17.5

KLAC-TV

invitation Playhouse 7.3
KHJ)-TV

Little Theatre 2.9

KLAC-TV—Wed 8:00 8.9
KTTV

Life of Riley 8.1
KHJ)-TV
Baseball 9.8

KECA-TV—Mon 7:30 18.9
KNXT
Studio One
KNBH
Camel News Caravan 4.5

18.5

KSTP-TV—Sun 8:30 18.9
WCCO-TV
TV Theatre 18.5
WCCO-TY—Th 9:30 26.7
KSTP-TV
Into the Night 1.6
WCCO-TV—Sat 7.00 17.5
KS5TP-TV
Your Show of Shows 31.2

WCAU-TY—Sat 10:00 10.4

WPTZ

Your Show ot Shows 341
WFIL-TV

Anywhere, LI5A 4.0

WCAU-TY—Sat 12:00 6.1
WrIL-TV

Ford Film Playhou-e 7.5
WPTZ

Nows 4.7

WCAU-TV—Sun 7:00 17.5
WFIL-TV

You Axked For [t 206
WPTZ

Red Skelton 16.0

WCAU-TY—Th 10 30 10.3
WPT/
My stery
WFIL-TW
Junior Fress

Conference [

Hour 1

WPTZ—Tu 6:00 19.1
WAL TV

Today's Movie 55
WEIL-TW

Filliert the Flea 1.6

WPTZ—Wed 10:30 4.6
WFIL-TV

Wresthng 13.1
WCAU TV

Sports Spot 17.5
WPTZ—Sat 6:30 25.1
WFEIL-TV

News & Weather 7.8
WFIL-TV

Walsh Looks Em Over 6.9

KPIX—Sun 8:00 10.6
KRON-TV

Golden State Movie 36.0
KGO-TV

Talent VR-NS 2.8
KGO-TV—Wed 8:00 123
KRON-TV

| Married Joan 38.3
KPIX

This Is Show Business 10.5
KGO-TY—Th 7:00 134
KRON-TV

Civco Kid 19 .4
KPIX

Sports 3.1

KGO-TV—Th 10:00 6.0

KPIX

My Little Margie 17.6
KRON-TV

Martin Kane 14.9

KGO-TV—Mon 10:30 7.1

KRON-TV

Ow! Theatre 3.9
KPIX

Raocky King 3.1

KGO-TY—Th &:30 18.3
KROMN-TV

Shell News 9.3
KRON-TV

Scicnce Lab 8.6
KRON-TV—Th 8:30 36.2
KP1IX

Lux Video Theater 192

Charnice of a Lifetime 6 ;

KRON-TV—Sun 4:00 16.6
KPIX

Del Courtney 5.2
KGO-TV

Big Picture ra.

B T
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A MONTHLY FEATURE

TELEVISION MAGAZ|

BALTIMORE

BIRMINGHAM

BOSTON CHICAGO CoOLUmMBUS
Liberace WBALTV —Sun 6:10 12.9 WGN-TV—Wed 9135 101
o It .
A A M
I 'y ' l
S v e e e i e ey e e e e I — _ i = . } A
Madison
Square
Garden
March of WHNAC-TY—Tu 630 12.3
Time WBZ-TV
starring the Editars
Movie WHNAC-TY-—Mon 12:45 2.2
Quick WRBZ-TV
Quiz Film | 9
Romar
of the
Jungle
Range WBZ-TV-—Sun 7:00 23.7 | WNBQ—Sun 2:00 1.9
Rider WHNAC-TY v
Gene Autry 20.4
Supermon WBAL-TY—Wed 7:00 17.2 WAFM-TV—Fri 6:00 295 WHNAC-TV—Fri 6:30 16.0 WBKB—Fri 7:30 17.3 WBNS-TVY—Wed 6:00
WAAM WERC-TV WBZ-TV WBBM-TV WLW-C
Old Nickelodeon RCA Show 7.8 Bump Hadley: Wonders My Friend Irmo 214 Al Morgan
Davs 10.9 of the Wild £ B WEN-TY WTVHN
WMAR-TV Daork of MNight 2.6 Captain Vides
Seven O'Clock Final 7.3
Terry WAAM—Sun 12:30 11.3 WBI-TY—Sat 5:00 11.2 WBKB—Fri 8:00 7.5 WTYN-—Sun 5:00 :
and the WMAR-TV WNAC-TV WEBM-TV WENS-TV
Pirates Candy Carnival 6.9 Kentucky DCerby 20.6 Plavhouse of Star 77 4 Ramar of the Junglé
WBAL-TV WNEQ WLW-C '
Report to the People; Th Big Story 19.8 Meet the Press
TV Campus 2.4
Time For WBRC-TY—Mon 5:15 5.4 WNAC-TY—Mon 5:15 6.8 WGN-TY—Man 5:00 3.7
Beqny WAFM-TV WBZ-TV WEKE
(M-F) Captain YVideo 13.4 Gabby Hayes 2.3 Laugh Time 7.8
WNEQ
Elmer the Elephant 6.2
Wrestling WBRC-TV—Sot 4:00 9.4
From WAFM-TV
Hollywood Western Theater 14.0

i e T I s s T T S ——
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BUYING GUIDE

RATINGS: VIDEODEX,

MAY

DETROIT

LOS ANGELES

MINNEAPOLIS-ST. PAUL

PHILADELPHIA

SAN FRANCISCO

WIBK-TV
Red Buttons 31.4
WWJ-TV
Rob't Montgomery 24.8
WXYZ-TV—Sat 8:45 10.1
WWJ-TV
Your Show of Shows 36.9
WJIBK-TV
Where Was |1? 9.6

- —_— — ——_—— —_— —_—.——— —

o — — ——— —— —— — o —— —

WXYZ-TY—Mon 8:15 10.0

WWI-TY—Mon 1:00 1.6
WIBK-TV
Double or Nathing 6.3
WXYZ-TV
Heart Throb Theatre 3.1

WXYZ-TY—Fri 10:30 11.4

WIBK-TV
Armchair Adventure 6.6
WWI-TV
Man About Town 2.4

WXYZ-TV—Wed 5:30 17.4

WIBK-TV
Kartoons for Kids 7.2
WWJ-TV
Time for Beany 5.3

WWJ-TY—Mon 5:30 6.6

WXYZ-TV
Wild Bill Hickok 16.4
WIBK-TV
Feature Theatre 7.5

WWIJ-TV—Sat 11:30 6.9
WXYZ-TV
Feature film 69

KLAC-TY—Wed 7:15 14.6
KTTV

Come to the Bank 32

KHJ-TV

From Hollywood 2.7
[ ]

KTTV—Mon 7:30 9.4

KNXT

Studio One 185

KECA-TV

Kit Carson 189

KTTY—Tu 7:00 13.8

KNXT

Range Rider 11.0

KECA-TV

Beutah Q.4

KNXT—Tu 7:00 11.0

KTTV

Ramar of the Jungle 13.8

KECA-TV

Beulah 9.4

KECA-TY—Mon 8:30 19.2

KNXT

Burns & Allen 259

KTLA

Dixie Showbcoat 6.6

KTLA—Mon 7:15 11.2

KNXT

Studia One 19.2

KNBH

Victory at Sea 16.4

_— e — E— —— — e —

WCCO-TY—Fri 8:15 29.7
KSTP-TV

Life Begins at 80 10.6
KSTP-TV—Sun 92:00 16.2
wCCO-TV

Favorite Story 15.0
WCCO-TY—Sun 8:00 10.8
KSTP-TV

The Doctor 28.4
KSTP-TY—Fri 6:30 17.9
WCCO-TV

Stu Erwin 10.4
KSTP-TY—Sat 5:30 14.2
WCCO-TV

Beat the Clock 194
KSTP-TY—Fri 10:45 149

WCCO-TV
Hi-Notes in Fashion 8.1

WFIL-TY—Mon 2:00 1.6
WCAU-TV

Double or Nothing 6.3
WPTZ
Pots, Pans,

Personalities 1.7

WFIL-TY—Sun 6:00 14.0
WPTZ

Frontier Playhouse 9.7
WCAU-TV

You Are There 10.9
WPTZ—Sat 6:00 22.8

WCAU-TV
John Wayne Theater 7.6
WFIL-TV
Guild Western Theater 52

WCAU-TY—Mon 7:00 11.8
WFIL-TV

George Walsh 8.3
WPTZ
News & weather 7.8

KGO-TY—Wed 8:45 14.7
KRON-TV

Fireside Theatre 19.0
KPIX

Wrestling 17.1
KGO-TY—Th 8:00 4.0
KRON-TV

Groucho Marx 53.8
KPIX

Big Town 7.7

KRON-TV—Mon 10:00 1.6
KPIX
KPIX Kitchen 2.9

KGO-TY—Wed 7:00 10.3
KPIX

Blue Ribbon Bouts 29.0
KRON-TV

This Is Your Life 263
KPIX—Tu 7:00 25.6
KRON-TV

Science in Action 12.8
KGO-TV

Beulah 6.3
KGO-TY—Wed 6:30 13,0
KPIX

News: Perry Como 13.0
KRON-TV

Science Lab; news 8.8
KRON-TY—Sat 4:30 11,0
KGO-TV

Bar Seven Theater 8.0
KPIX

Rocket Ranger 4.4
KPIX—Mon 5:00 7.6
KGO-TV

Les Malloy 5.7
KRON-TV

Western film 1.6
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| Washington, D. C.—"Mike Barnett,” 2-fisted ” prwule eye,

' set for fast action. Seen in photo are: Directar Williom Berke
Ieff) ond star, Ralph Bellamy. Portions of this “Mon Against Crime” sequence were tcken in a snow squall. Tricky lighting

and weather problems are easily handled by “Superior”

Action-packed TV mystery
shot on DuPont "Superior” 3

In shooting ‘“Man Against Crime”’
on Du Pont Motion Picture Films,
camera crews are able to pack real-
istic, ‘“‘live”’ action and tone into
every foot of this popular TV thriller
starring Ralph Bellamy. The excep-
tional speed of Du Pont “‘Superior’’ 3
Type 927 Film, for example, fre-
quently eliminates the need for
artificial lighting . . . facilitates top-
flight work under the toughest
conditions.

In discussing the advantages of
Du Pont films, Head Cameraman
Don Malkames, A.S.C., stated: “On
a tight shooting schedule, we have
to depend on the film to make every
‘take’ count. That’s why we like
DuPont ‘Superior’ 2 and ‘Superior’ 3.
When using ‘Superior’ 3, we can
work in all kinds of lighting and
weather . . . and still get the results
we want.”’

True enough . . . lighting and
weather can often put a crimp in
shooting plans. Sequences for “‘Man
Against Crime’” have been filmed
during snow squalls . . . in teeming
rain in New York harbor. .. even on
dim subway platforms' Yet Du Pont
“Superior’’ 3 has caught the action

so essential to quality productions
for T'V. And in that connection, Pro-
ducer Edward J. Montagne summed
up: “Du Pont films meet all our
needs. Whether we’re shooting in-
doors or out, there’s a Du Pont film
to do the job.”

Today...many prominent motion
picture and TV cameramen echo
Mr. Malkames’ comment. From
experience they, too, have found
that these two Du Pont films produce
the most desirable results in the

studio or on location. The extreme

speed and exposure latitude of
“Superior’” 3 solve the problem of
adverse weather . . . meet the chal-
lenge of even the poorest lighting.
The adaptability of both films gives
the cameramen a full range that

Relaxing before o ""take.
Mr. Bellamy, Head Cameraman Don Malkames
and Producer Edward J. Montagne,

insures the “take’ ... saves remakes

. provides brilliant results. For
detailed information on the various
types of films available, contact
your Du Pont Technical Represen-
tative, or write the nearest District
Sales Office listed below. E. 1.
du Pont de Nemours & Co. (Inc.},
Photo Products Department, Wil-
mington 98, Delaware. In Canada:
Canadian Industries Ltd., Montreal.

DISTRICT OFFICES

ATLANTA S GA. .. .......... .. ... 805 Peachtree Bldg.
.. 140 Federal Street

CHICAGO 18, ILL. ....... .. 3229 No. California Ave.

CLEVELAND 14, QHIO .. ... 1033 Union Commerce Bldg.
DALLAS 1, TEXAS ... .. . . 506 Tower Petroleum Bldg.
LOS ANGELES 38, CALIF. .. .. 6656 Santa Monica Bivd.

NEW YORK 11, N.Y. . ....... ..
PHILADELPHIA 2. PA. ... . . .

248 West 18th Street
225 South 15th Street

LICHTIN A -

" Left to right:
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“On location” with a station wagon-ful of equipment,
Darrel McDougle {top) head of WBNS-TV's six man
motion picture department, uses one of the station’s
Cine Special cameras. Bell & Howell equipment is used
for coverage of local news.

Public service films for Red Cross Learn to Swim cam-
paign are shot by statf cameraman at local pool. Films,
later shown on Aunt Fran & Western Roundup pro-
grams, are typical of extra interest that can be given
to regular live shows.

Commercial production is important sales builder. One
of the realtor sponsors of House for Sale calls the shots
as cameraman films a property to be advertised on the
quarter hour real estate program. Clips are used to
show exterior views of the house and neighborhood
facilities; stills are made of the interiors. In addition
to such film inserts, station can handle full sound or
silent commercial spots.

Television Magazine o July 1953

STATION MANAGEMENT

Station Film Department

PERATING a film production department is

paying off for a number of stations throughout
the country. A case in point is the Motion Picture
Department of WBNS-TV in Columbus, Ohio.

When this station first went on the air, it was the
opinion of management that daily filming of local
news and public functions would be an important
audience builder and do much to solidify the station’s
position in the community.

Four years of operation have more than justified
the original investment that went into creating the
film department, in continued high ratings of pro-
grams using station-produced film segments and
equally important, in the number of program and
public service awards that the station has received.

Their daily news show, Looking with Long con-
sisting largely of station-produced film segments, has
been consistently listed among the top 10 multi-
weekly film shows in the Columbus area.

Commercially, the availability of the Motion Pic-
ture Department for clients has proved to be a de-
cided advantage in a tough three-station competitive
market. The department is divided into a number
of units:

The film assembly and Lbrary takes care of the
receiving, inspection, preparation and library of com-
pleted film units, including film commercials, film
features, film shows, kinescopes, etc. If also files and
arranges all slide and flip material for daily shows.

The physical equipment includes a film renovator
and cleaner, projectors, sound reader, and editing
equipment, including splicers, timing machines, view-
ers, motor rewinds, etc. These activities are carried
on by two girls who daily prepare the mobile racks
of films and slides that are to be used during a day’s
programming.

The production unit produces film commercials and
trailers for local advertisers. This includes full sound
or silent production of 20 and 60 second spots, 10
second ID’s, special film portions for sponsors’ pro-
grams, etc.

This unit also handles the films which are shot

(Continued on page 56)
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Philco TV Relay Transmireer Equipment.

"PRESENTS

PICTURE, SOUND, ORDER WIRE,
REMOTE CONTROL—ALL ON
YOUR OWN TV MICROWAVE LINK

TV Broadcasters! Now you-can have your own Philco
Microwave Relay to link your remote transmitter to a
studio or distant pickup point. Over a single microwave
path, you can transmit program picture and sound, order
wire and cueing circuits—even remote control signals, if
you desire. With Philco Microwave you will enjoy the same
reliability and high fidelity transmission characteristics 0
microwave network installations. Here is better program
quality at minimum cost. Investigate Philco high quality
TV Microwave Relay Equipment.

CHECK THESE PHILCO FEATURES:

Full-fidelity Five Megacycle Video Bandwidth.
High Gain, Interference-free 6000-7000 MC Band.

Long Distance, Multi-hop Relaying.

“Power House” Klystron ... Full Watt Output . . . Lifi
Expectancy 10,000+ Hours.

Excellent Frequency Stability.
Built-in Metering and Test Jacks for All Major Circuits

[ ] aam P ;M N o m A [ o] " - 1 M AN
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. REVOLUTIONARY NEW
ILM PROGRAMMING
YSTEM

his new Philco TV Film Scanner will put realism
id life into your film programs . .. It will builc
idience acceptance surpassing anything you
wve ever experienced with conventional film,
ojection systems. Developed by Philco, this
nque Film Scanner 1s a complete, yet inex-
nsive program source for both film and slides.
. 1s quiet, compact and easy-to-operate. New
'sign principles employing continuous film mo-
on and flying-spot scanning techniques result in
iperb film reproduction and greatest reliability.
\Im motion is continuous and smooth . . . result-
g in greater film life and utmost dependability.
loreover, this Philco Film Scanner is adaptable
any color system or any TV standard.

HECK THESE PHILCO FEATURES:

Operates at any Film Speed ... Can Project
Stationary Frames.

Cold Tlumination Source—No Film Burning.
Smooth Film Movement . .. Reduces Film Wear,
Distortionless Optical Compensation for Film
Shrinkage.

Automatic Film Registration and Extreme Pic-
ture Steadiness.

Shading Adjustments Eliminated by Flying-
Spot Scanner.

i

Philco 35 mm Film Scanner.

————

i — e L et
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STATION MANAGEMENT
l , (Continued from page 53)

daily by one cameraman to aug-
ment the station’s news shows.
He does his own editing and filing.
The usual deadline for processing
and editing is two hours before
show time. His equipment includes |
a Bell & Howell 70 DA camera | B
and 15 mm, 25 mm, and 40 mm | !

| lenses, tripod, portable lighting

equipment and heavy duty exten- | | l;,

| sion cables. \ : e@ ot
Nl Public service and promotion W
‘ film, for all locally produced pro- ; g
grams are regularly provided. L]
The still photo laboratory unit

enables the station to produce rap-

idly and uniformly all types of You R PROD“C'ION AT lTs BEST
slide and flip material for clients. e
| The lab also produces photos for :
public relations, publicity, and
promotion use.

The equipment used in film pro-
duction activities other than ‘“news ’
coverage” includes a pair of East-
man Cine Special II cameras. They
are both equipped with accessories
chh as 200 ft. magazines, tripods, function of this department. Sen-
triangles, finders, motors and sitometric operations test the re-
lenses varying in focal length from sponses of raw stock emulsions;
15mm (wide angle) to 6 inches densitometry is employed to check |
(telephoto). on developing and printing results. %{? :

A locally designed and con- o

=

G

e

T
S

T — T i

CLOSE CHECK ON
PROCESSING

Constant analyses and sampling of
every processing operation is the

structed title and animation stand

2V o augmens e \ YOUR ASSURANCE OF
|

studio photography with simple -
BETTER 16mm PRINTS

l effects and animation.
15 Years Research and Specialization in every phase of 16mm processing,

Film laboratory equipment in-
. cludes a Houston Model 22 Devel-
visual and aural. So organized and equipped that all Precision jobs are of the

oping machine. Bell and Howell

Model “J” printer, Eastman Sensi- highest quality.

tometer and usual mixing tanks, | Individual Attention is given each film, each reel, each scene, each frame —

motor mixers, rewinds, etc. through every phase of the complex business of processing — assuring you of
Although the Model 22 Develop- the very best results.

ing machine was designed for re- Our Advanced Methods and our constant checking and adoption of up-to-

versal processing, it was found ad- the-minute techniques, plus new engineering principles and special machinery

visable to convert it to negative- enable us to offer service unequalled anywhere!

positive use in order to handle the Newest Facilities in the 16mm field are available to customers of Precisif)n,

wide variations of lighting condi- including the most modern applications of electronics, chemistry, physics, optics,

tions encountered in news cover- sensitometry and densitometry — including exclusive Maurer-designed equip-

age. Dual developers are now used ment — your guarantee that only the best is yours at Precision!

in a varying proportion for nega-
tive or positive, requiring a brief |
rethreading of the second devel-

oper tank when changing  over rectsion i piboratories— a qF 110
from one to the other film Lype. years of specialization in the 16mm }
Consistency  of development s field, consistently meets the latest de- ’ - =
|
i
i

maintained by replenishment on a mands for higher quality and speed.

footage buasis.  Although the de- | FILM LABORATORIES, INC.
partment  docs not  operate  any ( ' 21 West 46th St.,
ound film equipmoent, sound on New York 36, N.Y.
filin spots are produced by dubbing JU 2-3970
onormagnctic tape against an edited ‘
worle print. 'This Lupe is then sent
Lo o soand studio Tor optical re-
recording an Fornm stock and the
corbanalion prints made in their
own lub

56 Television Magazine ¢ July 1953
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Show Business is
Union Business

THE FATE OF TELEVISION IS5 TO A GREAT EXTENT
WRAPPED UP IN UNION POLICY. TELEYISION MAGA.-
ZINE STARTS A NEW SERIES ON UNIONS WITH A RE-
PORT ON THE LARGEST ONE IN SHOW BUSINESS—IATSE

IGGEST labor union in show business is IATSE.

Once a bustling, militant and almost gangsterish
trade group, it is characterized today, not only by 1ts
size, but by its quiet strength under the leadership of
a big, soft-spoken Brooklyn Irishman with a hobby of
carpentry and an aptitude for showmanship.

Founded in 1893 by journeymen of the stage,
IATSE was at first a benevolent association., Under
the arc lights of Hollywood 1t became more intense
and for a time during the 20's helped keep the streets
red with blood in 1ts jurisdictional fights with other
unions, particularly the IBEW.

Behind the IATSE’s initials is the resounding title
of International Alliance of Theatrical Stage Employ-
ees and Moving Picture Machine Operators of the
United States and Canada.

Under this banner are more than 900 autonomous
locals who collect their dues from the long line of
workers of the stage, screen, radio and television in-
dustries—studio mechanics, carpenters, property
men, grips, electricians, laborers, utility workers,
scenic artists, art craftsmen, cartoonists, make-up
artists, hair stylists, cameramen, sound technicians,
film editors, lab technicians, etc., etc.

Television Magazine  July 1953

In short, most of the technical personnel behind the
seenes ol show business are channeled into one or

another of the TATSE craft units, A film producer
might deal individually with as many as 12 or 15
different locals representing various occupational
Eroups.

Topping the pyramid is Richard F. Walsh, Presi-
dent of the TATSE, who mimsters to thelr needs from
his 19th floor suite of offices 1In New York's RKO
building. A member of the union since 1924, Walsh
can trace to even an earlier date his start in the en-
tertainment field. It was in 1917 that Walsh, then a
light cleaner in Brooklyn's Fifth Avenue theater,
started his rise

Despite his 33 vears in the union, 11 of which were
spent as president of the International, Walsh's own
history is not a murror of the IATSE., His reign, by
comparison, has been a quiet one. [IATSE-—at least
until 1933—could make no such claim.

In Chicagon, Tom Malov had organized the movie
projectionists and held sway over their jurisdiction
until in 1933 a burst from a sawed-off shotgun
brought his career of stink-bomb throwing, slugging

(Continued on page 8§3)
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KONA

I Channel 11 Honolulu, Hawaii
on the air June 24, 1953 as the most powertul

television station in the Islands . ..

joins the dislingu.ish(’:d TV stations 1'1ali_0;nally represented by. ..

yepresenting

TELEVISION STATIONS:
W NBT N York

WNBQ Chicago

q KNBH Los Angeles
= POT S /\LE S wWPTZ Philudelvhia

20 RRoclefellor Pluza, New York 20, N.Y. WBZ-TV  Hoston

: WNBW Washington
Chicago  Clevelund  Washington WNBK Ceveland
S Iranciseo  Los Angeles Charlotte® KSD-TV St Louis

KPTV Portliond, Ore,
WRGB Schenectady=-Atbany-Troy
KONA Honolulu

Allanita u *Bomar Lowranee Apoeiglen

K e e ————————
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The Agency in TV m

N Madison Avenue or Main

Street, the agency likes film
because it means control of pro-
gram, time and quality. With a
show In the can, the agency can
switch networks or time slots or go
to spot. Seldom emphasized but
equally important is the agency’s
simple need to run a profitable
business.

This flexibility is the advantage
the agency seeks from film. To the
extent that it can pick up a film
package and move it to another
list of stations, the agency has in-
creased its bargaining power for
time. You can’t threaten to walk
off with a network’s house package.

The structure of the networks
and the whole economic base of TV
make 1t pretty tough for the agency
to continue its radio role of pack-
age producer on live TV shows.

The key factor is still the pro-
gram, and the man seeking a spe-
cific package or star often has no
choice but to buy film. And unless
the series is far weaker than the
pilot reel, the buyer knows what
his show will be like before he
hits the air.

Still vital in national use of
program film is the difficulty in
clearing good time. During the
1952-1953 season, 12 advertisers
used film programs via spot in
more than 40 markets. Most of the
spot users have been enthusiastic
about the clearances they got this
way.

But the biggest jump has been
in the use of film packages on net-
work.

During the 1952-53 season there
were 43 film shows on the webs,
about double the number on the
previous season.

The favored formula for reaping
prime clearances is now: put the
show on network in as many mar-
kets as you can; buy the rest by
spot.

The consensus however is that
the agency can’t be 100 per cent
in film any more than it can be
100 per cent live. The need for
cost-sharing 1s one factor; the
availability of highly desirable
shows only as live productions is
another.

To agency programmers, film
means package control without
loss of objectivity in dealing with
production. To agency manage-
ment, there is the appeal summed

Television Magazine o July 1953

TELEVISION
MAGAZINE

Film

4

Economy and complete control are advantages of agency produced films, according to the
Esty agency, which turned out Man Against Crime and The Hunter tor R. J. Reynolds. Even
smaller agencies have gotten into the production act, where film facilities are poor

up by this comment from a top
agency exec. . . . “From a client
relations viewpoint, it’s vital to
have the package in outside hands.
The agency can shake the big stick,
but still not Le responsible for
every flop or flaw.”

Along this line, add the advan-
tage of the fact that a ilm package
isn’t as easy to shake as a live
show. An advertiser is more per-
manently tied to a steady appro-
priation.

The theory of using film to farm
out production while retaining
ultimate control is only one cur-
rent point of view. Other agencies,
such as Esty, have felt that the
agency does better by the client if
it handles the whole program job
directly. )

The Esty agency, which pro-
duces The Hunter and Man Against
Crime for R. J. Reynolds, shaves
as much as 25 or 33 per cent from
the market price on outside films.

Producer’s profit, usually 10 per
cent, and overhead, another 5 per
cent are eliminated; they come out
of the agency’s commission. By
budgeting for contingencies as
they arise instead of setting a spe-
cific cushion fund in the overall
price the cost comes even lower.
Add to this savings from New
York’s lower studio extra-shooting
costs and the agency’s greater in-
terest in keeping costs down. The
Hunter was brought in last year
for about $14,000.

Although a number of films have

been done successfully in New
York, Los Angeles is inevitably
the main production center. And
this presents another facet for
agency consideration. Film pro-
duction needs agency supervision,
which means an office, or at least
a staff permanently on the Coast;
another bite out of the 15 per cent.

As much as film can mean to the
top twenty agency, the smaller
agency’s stake in film is even big-
ger.

Needing programs good enough
to compete with network entries,
the non-national advertiser has
to turn to syndicated film for many
kinds of programs. At least in the
early stages, many new stations
won’t have local live {facilities.
While many categories of locally
produced programs do an out-
standing jJob, few stations can
attempt dramatic shows. Where
small creative and supervisory
staffs have to produce the program
as well as the commercial, it strains
the efforts (and profits) of the
agency. Buying a program out of a
can means the agency can concen-
trate on commercials.

Where facilities have been poor
or non-existent, some agencies
outside of the major production
centers have taken on the job of
film producer, with good results.

Why are agencies in film? The
answer might be “Why are agencies
in business—to make a profit by
doing the best possible job of sell-
ing the clients’ goods.”

|
i
!
!
I
i
|
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... Reaching MORE Chicagoland television homes (more than

75 per cent) than any other Chicago station on an average day,
sign-on to sign-off —_ALMOST 10 PER CENT MORE THAN
THE SECOND STATION.

... Reaching MORE Chicagoland television homes than any other
Chicago station on an average weekday, sign-on to 6:00 p.m.
—ALMOST 37 PER CENT MORE THAN THE SECOND
STATION.

- A'.

e - il

.. . Reaching MORE Chicagoland television homes than any other
Chicago station on an average night, 6:00 p.m. to sign-off— I
SIX PER CENT MORE THAN THE SECOND STATION. 1

... With the highest rating in more quarter-hours during a week \
than any other Chicago station—48 PER CENT MORE THAN -1
THE SECOND STATION. #

... With an average rating for all quarter-hours during a week
greater than any other Chicago station—26 PER CENT MORE
THAN THE SECOND STATION.

The ““Q for Quality” Station
in Chicago Television

American Research Burean, April 1953

Quality Programming

Quality Facilities
Quality Audience

Represented by NBC Spot Sales
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Film in Baltimore—a market study

TELEVISION
MAGAZINE

WBAL-TY

TOTAL AIR TIME 119 hrs.
SYNDICATED FILM 3.8%
FEATURE FILM 18.7%
Syndicated Films Rating
Monday

10:30 PM—Favorite Story
National Brewing Ca.

Tuesday

7:00 PM—The Cisco Kid 15.4
Participating

Koontz Creamery

Esskay (meat packers)

Ward Baking Ca.

10:30 PM—Liberace

Westgate Tuna (food packers)

Wednesday

7:00 PM—Superman 26.1
Kellogg (breakfast faod]

10:30 PM—Boston Blackie 18.6

Mt. Zion Wine (wine bottlers)
Thursday (none)

Saturday

5:00 PM—Ray Rogers 8.2
General Foods

5.30 PM—Hopalong Cassidy 12.5
Bond Bread

7:00 PM—Wild Bill Hickok 18.9
Kellagg

11:15 PM-—The Big Playback

Ethyl Corp.

Feature Films Rating
Sunday

11:15 PM

Participating—Sagebrush Corral

10:30 PM 10.0
Mystery Marquee—Robert’s Jewelers
Monday

1:00 PM—Hollywood Playhouse 2.1
Participating

6:00 PM—Sagebrush Corral 5.0
Public Service
11:15 PM—Picture Playhouse 57

Participating

Tuesday
1:00 PM—Hollywoad Playhouse 6.1
Participating

6:15 PM—Sagebrush Corral 3.9
Public Service

11:15 PM—Picture Playhouse 4.6
Participating

Wednesday

1:00 PM—Hollywood Playhause 1.8

Participating

Television Magazine ¢ July 1953

Profile of film programming and advertiser use in one established multi-
station market—an average of 20.2 per cent of air time is given to tele-
casting feature films (wncluding westerns) and 2.4 per cent to syndicated
film, for a total of 72Va hours weekly. Biggest user of feature film 1is
WAAM with 27 hours; WBAL-TV 1s the largest consumer of syndicated
series with 4% hours. Highest rating for feature film was hit by WMAR-
TV’s Film Theatre of the Aiwr, early Sunday afternoon, with 17.0. On the
syndicated side, Superman, on for Kellogg, hits 26.1 at 7:00 pm, WBAL-
TV. Most of the syndicated film 1s nationally sponsored, but there are
some local advertisers, too—Koontz Creamery, National Brewing. Fea-
tures usually are participating vehicles, but Read’s drugs, Ford dealers,
Gunther Brewing, and Robert’s Jewelers take sponsorship of whole shows.

6:00 PM—Sagebrush Corral 54
Public Service

11:15 PM—Picture Playhouse 7.5
Participating

Thursday

1:00 PM—Hollywooed Playhouse 2.9
Participating

6:15 PM—Sagebrush Corral 54

Public Service

7:00—Western Serial

11:15 PM—Picture Playhouse 3.6
Participating

Friday

1:00 PM—Hollywood Playhouse 3.2
Participating

6:00 PM—Sagebruzh Corral 6.4
Public Service
11.15 PM—-Picture Playhause 8.6

Participating

Saturday
1:00 PM—Hollywood Playhouse 4.6
Participating

3:00 PM—Sagebrush Corral 5.4
Participating
4:30 PM-—Sagebrush Carral 5.0
Participating
6:00 PM—Sagebrush Corral 82
Participating
11:30 PM—Picture Playhouse 7.9

Participating

WMAR-TY )

TOTAL AIR TIME 101 hrs.
SYNDICATED FiLM 1%
FEATURE FiLM 15%
Syndicated Films Rating
Tuesday

6.00-6:30 PM—Kit Carson 7.9
Coca Cola

Saturday

2:30-10:00—Death Valley Days 8.1
Barax

Feature Films Rating

Sunday

1:15-4:00 PM—Film Theatre of the
Air 17.0

Participating

Manday-Friday

5:00-5:55 PM-—Western Trails 10.4
Participating
Manday-Wednesday-Thursday-Friday
6:00-6:50 PM—The Early Show 16.1
Participating

S ANANAL S oo o eo ol

Monday

11:15-12:40 AM—The Late Show 5.0

Participating

Saturday

9:45-10:45 AM—Boots and Saddles

Participating

10:30-12:20 AM—Gunther Premium
Playhouse 13.9

Gunther Brewing Co.

WAAM

TOTAL AIR TIME 100 hrs.
SYNDICATED FILM 2.5%
FEATURE FILM 27.0%
Syndicated Films Rating
Sunday

12:30 PM—Terry & The Pirates 10.6
Sponsor—Canada Dry Ginger Ale

3:00 PM—This s the Life 1.6
Sustaining Public Service

3:.30 PM—The Big Picture

Sustaining Public Service

Tuesdays

9:30 PM—Roller Derby 4.5
Participating

Wednesdays

8:30 PM—Christapher Program
Sustaining Public Service

Feature Films Rating
Sunday
1:00 PM—Masterpiece Double

Feature 13.5

Participating
11:00 PM—Read’'s Movie Theatre 4.5
Read’s Drug Stores

Monday-Friday

10:00 AM—Morning Movies 3.0
Participating
2:00 PM—Matinee Movies 4.5

Participating

Monday-Saturday

4:00 PM—Playhouse 13 12.0
Participating

Manday, Tuesday, Thursday, Friday
11:00 PM—Nocturne Movies 5.0
Participating

Saturday

6.00 PM—Ford Film Playhouse 60
Ford Dealers

6l

————— =
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IN AND AROUND AUSTIN, THERE'S A MARKET OF

339,02

TEXANS

that can be reached
by Austin’s first and -

only T-V station . . . .

KTBC-TV.
i
I
/
/
‘y.a'_’romgu . ®McSreqgor /
N ** . * .°F 4
N XY 17) N AT , FOR YOUR
' 5 *, Copperas P N ,/
San °§ \ba e govf’;kulieen 'rt'mpli’- . ” FACT BOOK.
. o) [ ] ,/
i/ , Hearne o 100,000 Watts-Channel 7
’ . ¢ . o Antenna 740 Feet Above Average Terrain
' g e 535,028 population, 0.1 my/m Coverage
[} ‘e
: e o $506,960,000.00 1952 Retail Sales, 0.1
Ny S— I g b % ayN . B mv/m Coverage
m —— e . e 336,447 population, “A and B” Coverage

"~ hEw 4 ¥

e = ‘BASTROP
~ s .
s AUS““ L'Bastrop
N - o

Y

AfrinGTON o $327,783,000.00 1952 Retail Sales, “A
and B” Coverage

' »
N Smitihilles -~

o SAtufire HUSTIN o Capitol of Texas

:B 4 ] e 5th City in the State
" T e 68th City in the Nation
AanderyyBexanN “o K Lne el » CBS NBC ABC DUMONT NETWORKS

] # .
S WILSON * ° V. ‘I\Y“

# 0 . -
" SIOCkf’fI!L',}.‘ ,"OWES”\O” \"‘
T DE WITT

CHANNEL 7 * AUSTIN, TEXAS

Represented nationally by The O. L. Taylor Company
Population and retail sales data from SALES MANAGEMENT, (May, 1953 issue),

adjusted to contour map colculated by A. Earl Cullum, consulting engineer,
Dallas; SALES MANAGEMENT figures are copyrighted and may not be repro-

duced without permission.
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Syndicated Film Prices * Market by Market

Asking prices on these 12 packages indicate price levels cent for the second. CBS TV Film Sales’ price schedule
In the pre-thaw markets. For the new stations, most for individual markets is approximately on the same
distributors have worked out formulas pegged to station basis. Consolidated’s starter plan is 1 hour Class A rate
rate cards. MCA-TV for instance charges 50 per cent of for a package consisting of 8 shows. *here denotes 2nd
the Class A half hour rate for the first 26 weeks, 100 per run price.
All
American
Douglas Files of Game of Heart of | Flay Golf The ' Look

China | Fairbanks| Jeffrey the Week Gene the City | with the Range Lilli Photo-

MARKET Smith Presents Jones for '53 Ramar | Liberace Autry | (Big Town) Champions Rider Palmer quiz
—_— - h — = _— ‘ = —

Albuguerque 75 125 T2 95 150 30 80 30 100
Ames 204 150 175 200 250 150 #1600 120 125 80 115
Atlanta 370 225 300 300 300 250 300 168 225 165 235
Baltimore 680 525 315 350 375 192 525 250 350
Binghamton 175 180 125 88 200 240 150 125 120 125 53 150
Birmingham 230 125 182 200 260 120 125 95 150
Bloomington 125 250 275 425 100 125 130 150
Boston 700 591 700 750 “550 360 390 460
Buffalo | 357 580 | 350 277 300 450 425 192 350 205 350
Charlotte 250 310 206 | 300 375 *125 180 112 130 175
Chicago | 520 585
Cincinnati 375 560 315 400 450 “450 204 525 210 320
Cleveland 484 860 525 315 450 650 475 240 400 350
Columbus 460 202 2717 325 | 375 200 156 225 200 200
Dallas 370 | 225 271 250 250 156 [ 100 290
Davenport 125 175 150 *100 95 150
Dayton 382 390 225 2717 350 375 250 #200 ' 180 225 180 200
Detroit 567 525 425 435
Erie 255 180 225 175 250 275 150 ’ 134 225 65 150
Ft. Worth 370 225 277 250 | 300 156 100 290
Grand Rapids 255 225 206 250 325 250 125 144 85 150
Greensboro 175 200 125 192 200 2175 150 150 120 125 80 150
Houston 225 192 300 l 168 125 200
Huntington 184 180 125 88 173 275 120 125 | 75 150
Indianapolis 202 206 300 425 *250 192 205 235
Jacksonville 204 130 125 175 200 | 200 150 *100 168 125 55 175
Johnstown 280 330 225 190 250 400 250 “125 | 144 225 140 175
Kalamazoo 255 225 206 | 250 350 123 144 ' 85 150
Kansas City 275 315 288 230 300 188 ©202 350
Lancaster 331 | 330 225 277 312 335 230 225 168 225 140 150
Lansing 210 190 228 275 126 85 150
Los Angeles 1660 750 567 360 750 460
Louisville 230 310 225 206 264 250 *250 180 225 130 235
Memphis L) 380 225 277 300 200 275 156 120 175 !
Miami 306 200 1225 277 | 288 275 250 168 225 85 175
Milwaukee 375 350 315 384 350 230 330 215 320
Minn.-St. Paul || 459 I 350 387 432 . 250 270 210 320
Nashville 160 175 168 225 +425 102 125 60 175
New Haven 336 350 277 450 265 158 350 205 175
New Orleans 200 225 240 150 120 a5 175
New York 2000 1500 1400 1929 2400 500 105 650 i
Norfolk 225 230 225 192 240 275 250 | 144 225 95 175 ‘
Oklahoma City 225 264 300 225 144 223 {20 175 ‘
Omaha 230 225 Jin 250 *200 132 200 !
Philadelphia 700 1450 750 567 800 250 “600 360 50 460
Phoenix 150 100 125 206 f 108 250 150 .
Pittsburgh 790 480 675 150 450 288 205 375
Providence 3832 460 315 400 600 204 115 150
Richmond 306 280 225 192 288 275 *175 144 225 135 115
Rochester 230 *225 288 325 250 144 202 75 175
Salt Lake City 204 125 192 230 230 *125 138 70 150
San Antonio 180 225 175 240 120 225 120 175
San Diego 175 250 225 192 240 250 120 225 150
San Francisco 350 *300 216 205 235
Schenectady 319 460 350 192 300 350 425 300 150 350 175
Seattle 225 168 250 200
St. Louis * 525 436 600 600 *350 208 525 165 400
Syracuse 225 330 225 102 | 264 375 200 156 225 | 185 175
Toledo 250 336 325 250 200 168 225 80 175
Tulsa | 225 225 290 240 300 250 175 120 225 70 175
Utica 175 [ 125 175 192 200 - 150 165 102 125 230 115
Washington 850 350 277 33 264 95 235
Wilmington 242 230 225 277 24 275 250 175 138 125 115

coming august 15th.

o TELEVISION MAGAIZINE

[ ) with

COUNTY BY COUNTY

For the first time the industry will
have listed for each county in
MARKET BY MARKET

every TV market's total coverage

area—sets, populotion, food, drug

COVERAGE DATA

and retail sales,

Television Magazine o July 1953
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KTYL-TV is "" in Antenna Helght

«s oand l" in Sales Impaci'!

TOWERING HIGH IN THE SKY for a soaring distance of 1550 feet
above average terrain (and a half mile above sea level) is KTYL-TV’s
antenna on South Mountains, a few miles from downtown Phoenix.
From this lofty peak . . . four times higher than any other Arizona
station . . . KTYL-TV delivers 63.2% coverage of the most fabulous,
flourishing sales potential in the nation!

MEDIA BUYERS will raise an interested eyebrow at these significant
comparisons: New York City’s majestic Empire State Building is only
1250 feet high . . . Chicago’s famed Wrigley Tower is only 398 feet
high . . . and the familiar landmark — the “Top of the Mark” in San
Francisco -— is only 563 feet above sea level!

THE GREATER THE HEIGHT, the greater the coverage. The greater
the coverage, the greater the sales. And, in free-spending Central
Arizona, only KTYL-TV provides both! See your Avery-Knodel
man today!

KTYL-TV

HA EL 12
o N EE NBC and DuMont affiliate for Phoenix and Central Arizona...

Arizona’s merchandise-minded “Showmanship” station that's
first in everything that spells more sales!
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PROGRAM PRODUCTION COSTS

Charted here are the West Coast costs of filming a western and a dram-
atic series, giving producer’s budget for all elements except producer’s
profit and re-use payments. The western is a ‘““good” series, more expen-
sive than many because it has more action scenes, which mean extensive
location work, stunt men, and doubles. It uses two leads; total cast is
usually eight. Shooting takes three days. Editing, lab and film costs are
higher because westerns shoot more footage.

This dramatic series with changing casts and stories i1s shot in three
days (many are done in two). This budget would allow for a big name
actor but only on a profit sharing deal. The cast ranges from six to eight,
with two or three of these principals.

Payment for second run is part of initial fee of actors, writers and
directors. Payment for third and fourth use is due at start of third run.

Western Dramatic Series
ITEM COST ITEM COST
Story (script, mimeographing) $800 Story [stript, mimeographing) $900
Supervisors 700 Supervisors 700
Cast 3,000 Cast 3,000
Direction (mirimum unicn soole) 550 Direction (i union ooale) 550
Total Above-the-line Costs 5,050 Total Above-the-line Costs 5,100
Director’s Staff (ircludes s, 2nd Director’s Staff | lst,
director, script supervisar) 800 director, SCrph supSrvisar 800
Camera 300 Camera 900
Set Operatmn tincludes preparatiar Set Operahon {ingiudes rativn
time on grips, prap: men) 850 hme on grips, prop mer 850
Set Construction Cost lincludes | Set Construction Cost
standby paointer, carpenter! 770 stundby painter, carpenter) 1,250
Set Design 75 Set Design 100
Set Dressings (includes poy of swing Set Dressings | ; Fawiing
gang, prep & green mern) 700 gang, prop O green mer 680
Special Effects 185 Special Effects 185
Draperies 145 Process 285
Props (Harses, sperial equip.) 700 Draperies 145
Locations (includes meals, specicl Props 190
policemen, location rentnls) 750 Locations ldes rpals. o |
Transportation 1,000 policemen, ldcation rentals) 210
Lighting 750 Transportation 375
Wardrobe 600 I\::lghtmg . 1,000
drob
Make-up and Hairdressing 250 ardrobe 275
Make-up and Hairdressing 250
Film and Laboratory 3,300 _
. 6 Film and Laboratory 2,500
Sound Recording 5 Sound Recording 645
Sound Royalties 26 Sound Royalties 26
Sound Dubbing 430 Sound Dubbing 430
Film Editing 1,725 Film Editing 1,250
Titles and Inserts 275 Titles and Inserts 275
Music 300 Music 300
Studio Rentals 400 Studio Rentals 1,000
Studio General (includes social Studio Generol (ur'\'-'l‘.dl_.-_ soclol
security, compensation insurance) 750 security, compensation  insuranc 750
Total Below-the-line Costs 16,330 Total Below-the-line Costs 14,671
General Studio Overhead 2,138 General Studio Overhead 1,977
TOTAL COST $23,518 TOTAL COST $21,748

Television Magazine o July 1953

/lief Central
CONNECTICUT

24 Western
MASSACHUSETTS

WENBLV

CHANNEL

A CBS Television Affiliate

WKNB-TV
AUDIENCE
SKYROCKETS

61,789% UHF receivers and
convertors  equipped  for
Channel 30 were sold, as
of April 27, 1953, This set
count was taken before
WKNB-TV started to tele-
cast the Boston Red Sox
Basebal!l Games.

*quthoritative figures from the
records of 24 distributors n
this area, attested by sworn

statement.

Call for full details today

WKNB.TY
213 Main Street

11 As
New Britain, Conn, yem 3tveet

Hartford, Conn,
Represented by:

THE BOLLING (0., INC.
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P-"l\h't.‘,-.'-'..','l-'.lw ¢ the celebrated Columbiug
Boycheoir and Founder-Directar Hulffmar
in action, with the Maurer *'16

3
A glorious twentieth century American cultural
accomplishment is the founding, training and development of the
Columbus Boychoir. Singing 1o {u.r ] houses in America’s finest

concert halls, and in hundreds of cities and 1owns throughout the land,
“America's Singing Boys” are bringing the joy of music to million=.
“Mavies, records and radio have brought our =tory to the
public thousands and thousands of times, “<aye Founder-Director
Herbert Huffman, “Now we want a record of our own, so we bought the finest camera

we could find, the Maurer ‘16°."

THE MAURER 1BMM., decigned specifi-

cally for professional use, equipped

with precision high-power focusing J A. )"I_A\‘_'RER. ill(!.

= - sauinme ;
and view-finder. Standard equipment and Cits 1. New York

includes: 235° dissolving shutter. auto- . 3Y<t Street. Long ¥s i - .
itic le © ol view finde 37-01 31: Los Angzeles 33. Califormia
matic fade control, view htnder., sun- herizon Bivd., Los

one 400-foot 1107 Seuth Ro .
a 6-cvele :
e, 8 i * St Cable Address: ]A.\l.-\[RER

MAUFET srcons fesot molorn pulars!
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A PRIMER of Film Technique for TV -

PROCESSING

There are several steps before an agency or advertiser
secures release prints. First is the negative in the camera
which when developed is called the original or master nego-
tive. A copy or fine grain negative is used for making prints
instead of using the original, since a damaged original is
difficult to fix, A work print is used with the copy negative
for cutting and editing, and for scoring the picture with music
and sound. When this is finished, copy negative is cut up to
coincide with work print. Then the two negatives are made
into release prints.

The average life expectancy of prints is from 300 to
500 showings, provided projection equipment is in good
shape and the print is carefully handled. Since this is
not always the case, it is wise to furnish the station with
two prints. Thus, if a print is damaged, the additional
print will insure the broadcast of satisfactory commercial.

DEVELOPING AND PRINTING

Most labs are experienced with TV film now. It is preity
much agreed that g fine grain film is best, with a lighter, or
somewhat lower contrast print preferred. Stations, however
will take up to normal density.

Part of the emphasis on the need for light prints is
due to the older films which are in use. Many of these
are "dupes of dupes’” and as such are very dense. It is
generally agreed by Eastman Kodak and DuPont how-
ever that any film which adheres to the standards of
good motion picture production is equally acceptable on
the television screen,

Films having a restricted range of gray scale with a large
number of different grays are preferable for TV tronsmission.
As the developer in most laboratories is standard, it is easier
and more economical to change the amount of printing time
and exposure, than to alter the developer. The gray tone
effect can be achieved by using film emulsions which are
slower speed or fine grain emulsions requiring more light and
so giving more tones of gray.

Fast films are grainy; slow films are low in grain.
"Half-fast”” films are preferred for their reasonable bal-
ance of grayness and speed.

COLOR

Color film in most cases is acceptable for television trans-
mission. Successful use of color prints on the black and
white television system depends largely on the "“brightness’’
equivalent gray tones contrasts in the original film. There
must be enough in the pastels—for clear reproduction.

Some advertisers prefer making black and white prints
for distribution, others prefer them as is.

Color filters are also used by most stations when color
prints are projected.

The extra lighting necessary for interior studio sets,
make-up and costuming, as well as additional cost of the
film, all add to the cost of shooting in color,

LIGHTS

The film studio is lighted with arc spot lamps for main or
key light, which is used to illuminate highlight area of the
subject of greatest interest. Incandescent flood lamps pro-
vide the general lighting. Smaller incandescent floods give

yananAL

fill light, which is the balancing light used to control contrast.
Arc light is brightest, and the highly directional arc spot will
give effect of sun shining directly on the subject. Incandescent
lamps deliver less light, but are much easier to handle and
require Iittle attention,

Scene is usually lighted to give desired highlights, then
shadows are illuminated with plenty of fill light to bring
out such detail as earrings, neckties, ears, teeth, This
makes for a better picture, since receivers tend to lose
either the light or dark detail.

Low key lighting is avoided when main part of picture is
in shadow. TV doesn’t reproduce blacks faithfully, but instead
causes a flare on black area.

Pure white backgrounds behind actors are avoided to
eliminate danger of faces merging with the background
itself. Conversely dark backgrounds against light sub-
jects are also avoided.

Too many contrasting scenes aren’t good. A very dork scene
followed by a very light one complicates the job of the shad-
ing engineer.

When the density rises above a certain value or when
rapid changes in density take place an edge-flare effect
occurs.  Edge-flare effect is more marked when dark
areas occur near lower and right borders of picture area.
This condition can be anticipated by care in set design
and lighting technique.

SHOOTING

Action within scenes should be continuous. Where inani-
mote objects are shown for any period of time, motion of
the comera by zooming, changing of angle, traveling, or siow
panning should be substituted to accomplish the effect of
action. In the transition from one scene to another, it is
desirable to use lap dissolves, quick fades, or instantaneous
“cuts,” timed to keep pace with the program.

Keep actors closely grouped to facilitate the use of
close-ups. Accordingly, keep casts down to a minimum.

Avoid too many long shots where the camera is a long

. distance from the actors, thus making them a small part of

the picture. Actually, a long shot should be used only to
establish motion.

Avoid too rapid panning.

Avoid crowding the picture frame, ie., center the
action in the middle of the frame, thereby leaving ample
space on sides, top and bottom,

Keep eway from complicated weaves, patterns, checks or
overly fancy backgrounds. Titles must be in large, clear let-
tering to be legible, using black and white or gray and black
combinations. It is also advised here to avoid crowding the
frame on titles.

One problem is the inadequacies of some existing
16mm projection equipment to reproduce the wide range
of sound, as recorded on the film, that has been ob-
tainable from 35mm theatrical projectors.

SINGLE SYSTEM. Sound is piped into the camera and is

recorded on the same film strip as the image.

(Continued on next page)
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DOUBLE SYSTEM: the camera only records the pic-
ture, with the socund recorded on synchronous tape or on
eparate film on a recorder which is synchronized with
the camera. Where sound film is used, the two negotives
are matchad in the cutting room for combined printing.
Synchronous tape, now widely used in place of sound
| film, is transferred to film after final editing.

Single system comes in both 16 and 35mm. The latter is
used almost exclusively for newsreels.

The double system sound quality is definitely superior.
However, in the interests of economy and mobility, if
o used judiciously, the single system can produce accept-
able results.

The 16mm single system is now being used by stations for
their newsreel operation.

SOUND

1‘ NARRATION OR VOICE-OVER: After the film has
| been edited in silent form, it is projected in a sound-
recording studio, where the narrator reads the script
which is being recorded as the film is projected. Then
the developed sound track is synchronized with the pic-
‘ ture in the cutting room and a combined print is made.

If synchronous tape is used, the sound is transferred
to film after final editing. In many TV commercials,
sound is put on tape before film is shot.

DIALOGUE RECORDING: This is when the actors’ voices
are recorded as they speck and is known as “lip sync.” This,
of course, obviates the necessity of cutting pictures to Fit
sound as in narration or voice-over recording.

“"WILD” NARRATION: Narration can also be re-
corded "‘wild” without projecting the motion picture.
After the track is processed, the photographic sequences
are edited to fit the sound.

PLAY-BACK RECORDING: In producing a musical such
as the recording of a well known orchestra, the music alone
is first recorded. This sound track after being developed and
printed is then played back in the studio on a sound projector.
The picture is shot silently with the musicians playing to their
own recording, thereby obtaining perfect synchronization of
| picture and sound.

The reason for this method is that on long shots of the
orchestra, the microphone would be in the picture plus
the fact that the camera would not be able to move in
to take close ups, etc., while sound is actually being
recorded. By this method the lighting is also simplified.

Animation is done in very much the same way in that the
sound track is recorded first so that the animation can
measure the frames or in case of music, the beat, and syn-
chronize the animation before it is shot. This procedure ob-
viously accounts for some of the high costs of musicals and
animation,

“DUBBING OR "MIXING”: The transfer of one or
more recorded tracks or disks to a new track or disk such
as combining a voice track, a music track and sound
effect tracks. The sound tracks are then re-recorded
into one track for final printing with the pictures.

16MM VS 35MM: In the past where top quality has been
desired, sound was recorded on 35mm film and if necessary
reduced to 16mm. However, in recent years the equipment
and methods of recording and developing 16mm sound have
consistently improved until now in the proper hands the
quality is satisfactory for television reproduction.

RUNNING TIME

The rate of projection of 16mm is 36 feet per minute;
35mm, 90 feet per minute. 16mm silent film travels at
the rate of 60 frames per second and sound film at the

ratc of 24 frames per seeond. 35mm sound film travels
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at the rate of 24 fromes per second. Television projec-
tion operates ot the rate of 30 frames per second requir-
ing a compensator for the necessary adjustment. This is
because television must operate cn a 60 cycle alternating
current for transmitting its image.

10 SECOND STATION ID: Over 160 stations (sce Tele-
vision Magazine’s Data Book for list) have accepted the fol-
lowing standards: oudio portion of station’s ident‘fication
follows audio of commercial; visual station identification oc-
cupies upper right quarter of screen only; tim'ng calls for
1142 seconds (36 frames) open, 6 seconds of commercial audio,
2 seconds of station audio and then 4 second (12 frames)
silent.

20-SECOND SPOT: Sound track cannot exceed 18
seconds in length. Using the maximum length, this
equals 27 feet in 35mm film, 10 feet 32 frames in
16mm film.

The 18 seconds of sound should be printed on the 20
seconds of picture to telecast as follows: 12 seconds of
silent picture; 18 seconds of sound; 2 second of s.lent picture.

RUNNING TIME & FOOTAGE 16 & 35MM FILM
16mm 3I5mm
Reel (11 minutes) 400 ft. 1000 ft.
20 seconds 12 ft. 30 ft.
40 seconds 24 ft. 60 ft.
I minute 36 ft. Q0 ft.
3 minutes 108 ft. 270 ft.
5 minutes 180 ft. 450 ft.
10 minutes 360 ft. 00 ft.
15 minutes , 540 ft. 1350 ft.
20 minutes 720 ft. 1800 ft.
30 minutes 1080 ft. 2700 ft.
60 minutes 2160 ft. 5400 ft,

The V2 second of silent picture at the Head (which
telecasts as 112 seconds of silence) is necessary because:
(1) as film needs re-splicing from time to time, the
sound track is protected by silent picture frames; (2) if
film were made with sound being heard simultaneously
with the first picture seen, then the sound track would
be 1 second ahead of the first picture on the film and
audience would see 1 second of blank screen before
either seeing the picture or hearing sound; and (3} when
telecast, this silence gives audio engineer time to cor-
rect his sound level for the commercial spot.

The 114 seconds of silent picture at the Tail (which tele-
casts as !4 second of silence) is necessary because: (1} the
last second of sound will always be heard over the picture
of the 20 sacond spot; (2) if sound track came to the last
frame on the film, then the last second of sound would be
heard over the station identification; (3) this 12 second of
silence gives audio engineer a chance to get set for the live
announcement which follows next over station identification
picture; and (4) from a viewer standpoint, it is better to have
the sound end slightly before the picture, to avoid effect of
having film cut off abruptly.

A 20 second spot cannot have 20 seconds of sound
because on all motion picture film, the completed black-
and-white print has the sound track advanced 1 second
ahead of the picture,

ONE MINUTE SPOT: Sound track must not exceed 58
seconds. Using the max:mum length, this equals 87 feet in
35mm film, 34 feet 32 frames in 16mm film,

The 58 seconds of sound brealks down for telecasting
as follows: 1% seconds of silent picture; 58 seconds of
sound; V2 second of silent picture. Reasons for holding
sound to 58 seconds are basically the same as for 18
seconds of sound in a 20 second spot.
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A New BMI1 Service —
TV Film Licensin

With the establishment of a new TV FiLM LICENSING

DeparTMENT, BMI enlarges its service to Television. |

The facilities of this new department are available
to TV producers, advertising agencies and their clients,
TV film distributors, directors, music conductors and

everyone in TV concerned with programming.

This new BMI service will:

o Assist in the selection or creation of music for films —
theme, background, bridge, cue or incidental mood
music ¢ Aid in music clearance ¢« Help protect music
ownership rights ¢« Extend indemnity to TV stations that

perform our music on film ¢ Answer questions

concerning copyrights, music rights for future

A Partial List of Some Top TV Shows residual usage, and help solve all other problems
Using BMI-Licensed Music Regularly
concerning the use of music in TV,

BOSTON BLACKIE MARCH OF TIME

BURNS AND ALLEN MR. & MRS. NORTH Let BMI give you the TV Music Story today

CAVALCADE OF AMERICA MY FAVORITE STORY

Call or write
DANGEROUS ASSIGNMENT MY FRIEND IRMA

DINAH SHORE SHOW PRIVATE SECRETARY TV FILM

GROUCHO MARX SHOW  SCHLITZ PLAYHOUSE BMI LICENSING

| MARRIED JOAN THE DOCTOR DEPARTMENT

LIFE OF RILEY THE UNEXPECTED

LIFE WITH LU'G' THIS IS YOUR L“:E RICHARD KIRI\, Director CLAUDE BARRERE, EUStC’fﬂ DiTCC[UT
Broadcast Music, Inc. Broadcast Music, Inc.

MAN AGAINST CRIME YOU ASKED FOR IT 1549 N. Vine Street 580 Fifth Avenue
Hollywood 28, Calif. New York 36, N. Y.

TV Service Department: HENRY KATZMAN | Director (New York Office)
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THE MEN—Continued

Jack Gross

GROSS-KRASNE, UTP

Philip N. Krasne

In the midst of a recent safari to New York, Phil
Krasne sat down with a phone and a notebook to
“make up the day’” while his partner Jack Gross acted
out for TeLEVISION Magazine an impromptu drama
called “How We Film Big Town.” Watching it, you
get the feeling that here is a guy who really enjoys
the film business.

Two of the few real Hollywood producers in TV
film, Gross and Krasne joined forces in 1952. Form-
ing the company that bears their name, they began
filming Lever’s Big Town.

In the brief time since, they’ve purchased their own
plant, California Studios (where they lease space to
Ziv), added two new series, Lone Wolf and Your
Gospel Singer, and entered two more phases of TV
film. On their own, they’ve begun production of TV
commercials; as one-third owners of United Tele-
vision Programs, they’re in the distribution business.
UTP syndicates the second run of their Big Town
series as Heart of the City.

*

Ratph Cohn
SCREEN GEMS

Heading up Columbia Pictures’ TV activities 1is
Ralph Cohn, vice president of their subsidiary,
Screen Gems.

Nephew of Columbia’s president Harry Cohn, he
larted with the parent company in 1927 and formed

Sercen Gems for them in 1949, Since then, Screen
Ciens bas turoed out TV Dise Jockey Tunes, some of
LulPont’s Cavaleade films, Ford Theatre and The Big
Playbacic for Kthyl. As distributors, the company
handles re-run of Ford Theatre as Your All Star
Theatve 11 ulso has been very active in the TV com-
rmercial producing field.

70

As a youngster, Jack Gross was show business
happy. He worked as an usher and projectionist
during his school days, went on to manage theatres
all over the midwest and in San Francisco. After a
hitch as west coast manager for RKO Theatres, he
turned to producing, first for Universal, then as
executive producer for RKO. The list of his films is
long and impressive. His assoclates point cut that as
the producer of My Little Chickadee, he accomplished
the difficult feat of getting Mae West and W. C. Fields
to work together in a semblance of peace.

Gross is a strong believer in movie technique for
TV film. Because he prefers short takes, he feels
stage-type rehearsals aren’t much value in filming.
“Television has a freshness,” he says, “we get an idea,
we write, we set up, we shoot.”

Still another lawyer-film man—FPhil Krasne how-
ever 1s one of this breed who actually got into the
film business because of his law degree. For seven
years his LLos Angeles practice was centered around
movie matters. In 1936 he became an independent
producer, turning out the famous Charlie Chan and
Falcon series.

Since some of these movies have been appearing
on TV, you could mark this as his television debut,
but the real plunge came when, together with Fred
Ziv, he acquired the rights to O. Henry’s Cisco Kid.

In 1950, Krasne’s film activities became all TV. He
produced the first 39 of Cisco, then sold his interest
in the property to Ziv. Next step was the formation
of Gross-Krasne,

*

Today Cohn is as enthusiastic and effusive over TV
as he was when he formed the Columbia adjunct.
Screen Gems has its own offices and does its filming
on both Coasts. In the East, production is done at
the Fox studios, using free-lance crews in combina-
tion with above-the-line personnel from Columbia.

On the West Coast, Ford Theatre and other Screen
Gems productions are filmed by personnel separately
contracted for the subsidiary, under the guidance of
Columbia overseers.

“We've tried,” say Mr. Cohn, ‘‘to train these per-
sonnel to the specific needs of television film making.
We employ those technigues founded on older, well-
established motion picture principles in our produc-
tions.

“We’ve found, for example, that the center of the
viewer’s interest is generally found in the center of
his picture tube, and where we might employ a close-
up occupying the upper portion of the screen in a
theatrical feature, in television we attempt to center
it.

Screen Gems’ plan, Cohn said, lean toward syndi-
cation production and distribution. “We realize that
producing for syndication is a calculated risk, but it
is our belief that with our know-how and experience
the odds for success are great.

“Naturally, we’ll continue to produce programs for
national sponsorship, on order. This type of produc-
tion will lessen, I feel, and slip beyond the grasp of
most advertisers where spot programming of our
product will increase as more stations go on the air.”

Television Magazine o July 1953
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THE MEN—Continued

Frank Wisbar
FRANK WISBAR

It takes three hours to interview Frank Wisbar. He
was on the set at Eagle-Lion studios, winding up the
second day’s shooting on the 196th Fireside Theater
telefilm.

You catch Wisbar between takes, and they'ie not
far apart. His ideas, however, are not disconnected.
He liked Fireside, considers it a permanent institution,
and lives and breathes it as part of his life.

A lot of TV’s history is entangled in Wisbar's ex-
periences. He has produced and directed all 196 of
the shows to date, and has written close to half of
all the scripts. Fireside, so far as control of an idea
through its evolution to a finished program, has been
pretty close to a one-man operation.

Wisbar says TV film production is a constant chal-
lenge—that it’'s more interesting than theatrical film
making. “We’'ve been through many stages of ex-
perimentation,” he says. “Thc show became a success
in spite of itself. Finally we're beginning to under-
stand audience expectation. We've eliminated at-
tempts at ‘artiness’ and over-sophistication, but that
doesn’t mean we under-estimate the intelligence of
our viewers. In most cities we're on at nine o’clock
in the evening. Fireside Theater is designed to enter-
tain a tired audience.”

Frank Wisbar was born in Lithuania. He has been
in the entertainment business most of his life, and pro-
duced several prize-winning films in Italy, Germany,
Switzerland, and Norway. Before getting into TV
films in the spring of 49 he made several theatrical
pictures in Hollywood. Since that time he's nursed

*

William F. Broidy
WM. F. BROIDY PRODUCTIONS, INC.

One of the youngest producers in TV film circles,
William F. Broidy, at 38, has one of the hottest pack-
ages in the field, Wild Bill Hickok. This was Broidy’'s
first venture. It paid off from the beginning, and it's
still paying. For the younger brother of Steve Broidy
(Monogram )it wasn't a long, hard pull at all.

Broidy was born in Chelsea, Massachusetts. He's
the son of a textile manufacturer. He was an appren-
tice in his father’s business, then took up interior
decorating. His film career began in California in
1946.
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Fireside Theater through several stages into what is
probably the most successful long established dra-
matic series 1n television.

The schedule for Fireside calls for 44 programs per
year. The 22nd 1953 show was completed June 24.
On July 20 Wisbar embarks on another 22 shows
which will be In continuous production until
Christmas.

Budget of the half-hour episodes 1s $19,000. Procter
& Gamble own the pictures (Wisbar retains an in-
terest) and will more than likely recoup all produc-
tion costs through syndication (handled by Ziv) of
re-run rights.

How does Wisbar stand the pace of a “first night
every week”? . . At the end of 10 hours and 45 min-
utes of steady shooting the atmosphere on the set
was still relaxed. Wisbar was fresh and more than
willing to talk about his problems. Then he took off
for home with a bundle of scripts to read at his leisure
before a 7 a.m. call for the next morning. He looks
as though he’s good for another 20 years.

*

“I believe a contract 1s necessary for the basic pro-
tection of both parties,” he said. “"But I also believe
that once a contract is signed 1t should be locked up
in a desk drawer and forgotten. All work from that
point on should be a partnership arrangement aimed
at the overall objective of making a successful ven-
ture 1n terms of public entertainment, business -
vestment, and reasonable profits to both partices™

Wm. F. Broidy Productions was founded in 1950,
Production costs of about $1,000.000 since that time
are centered chicfly in the 48 completed Hickok epi-
sodes. The current schedule of 22 additional episode.
is well under way at Big Bear Lake, 80 miles hrom
Los Angeles. They'll be finished by September 1.

Broidy has launched an unusual project at his
mountain location site. Construction i1s almost com-
pleted on a new sound stage ($125.000) which will
permit him to shoot all sequence- 1n his westerns
without using his Hollywood studio-~. He's utility-
minded the cexterior of the mountain stage lorms a
part of a permanent cow-town sctting.

Production plans at the Broidy rancho for the ne- t
yvear include the Hickok films, several additional
Phantomm Pirate episodes (starring Robert Stack) and
10 more Case History programs to complete the first
group of 13.

Broidy i1s also one of the original oflicers of Vita-
pix, the station-owned film distribution and buying
company.

(Continued on page 76)
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Syndicated Film Directory

CHILDREN'S

Betsy and the Magic Key
39, 15 min,, Jamieson

Children’s Library
104, 10 min., Sterling

Crusader Rabbit
195, 5 min., Consolidated

Funny Bunnies
26, 15 min., MPTV

Great Foodini
26, 30 min,, PSI-TV

Hans Christian Andersen Tales
13, 30 min., Interstafe TV

Jump Jump of Holiday House
65, 12 min., Goodman

King Calico
65, 15 min., Kling

Movietone Children’s Newsreel
29 (52 yearly) 15 min,,
20th Century Fox

Paradox
26, 3:30, Kling

Sleepy Joe
26, 30 min., UTP

Telecomics
165, 15 min., Sterling

Time for Beany
5—weekly, 15 min, Paramount

Uncle Mistletoe
26, 15 min., Kling

Unk & Andy
26, 15 min., United Artists

Willie Wonderful
65, 15 min., Official

DRAMA, COMEDY

Abbott & Costello
52, 30 min., MCA-TV

Amos 'n Andy
52, 30 min., CBS Fitm Sales

Barrymore, Ethel TV Theatre
13, 30 min_, Interstate TV

Boss Lady
13, 30 min., Wrather

Chimps, The
13, 15 min., UTP

Counterpoint (Rebound)
26, 30 min,, UTP

Crown Theatre
26, 30 min, CBS-TV Film Soles

72

local or regional sponsorship . ..

Douglas Fairbanks Presents
39, 30 min,, NBC

Electric Theatre
26, 30 min , Screen Televideo

Famous Playhouse

192, 30 min, MCA-TV

Favorite Stary
39, 30 min,, Ziv TV

Heort of the City (Big Town)
78, 30 min,, UTP

Highlights of Famous Diamands
26, 30 sec., Michelson

Hollywood Half Hour
26, 30 min., Consolidated

Invitation Playhouse
26, 15 min., Guild

Jonathan Story
52, 30 min., Sterling

King's Crossraads
104, 30 min., Sterling

Life of Riley
26, 30 min., NBC

Little Theatre
52, 15 min., Teevee

Night Editor
26, 15 min., Mansfield

Play of the Week
26, 30 min., PSI-TV

Pulse of the City
26, 15 min., Telescene

Ruggles, The
52, 30 min., Station Dist.

Sovereign Theatre (Jeweler’'s Showcase)
26, 30 min_, Stuart Reynolds

Story Theatre
26, 30 min,, Ziv-TV

Strange Experiences
28, 3:30, Mansfield

Televideo Theatre
39, 30 min., Screen Televideo

Visitor, The {The Doctor!
44, 30 min., NBC

Your All Star Theatre (Ford)
39, 30 min., Screen Gems

Your TY Theatre (Fireside)
54, 30 min., Ziv-TV
MUSICAL

Baltets de France
26, 15 min., March of Time

Enchanted Music
13, 30 min,, UTP

A listing by program type of current syndicated film series available now for

number in series, length of program. distributor

Hawanan Paradise
13 30 min, Wm. Broidy

Holiday in Paris
13, 30 min., CBS-TVY Film Soles

Liberace

117, 30 mun., Guild Films

Old American Barn Dance
26, 30 min., United TV

Studio Telescriptions
1100, 3.30, UTP

Tele Discs
101, 3:30 min., Vitapix

TV Disc Jockey Films
60, 3 min., Screen Gems

Your Gospel Singer
13, 15 min., UTP

MYSTERY, ADVENTURE

Armchair Adventure
52, 30 min,, Sterling
104, 15 min., Sterling

Big Game Hunt
26, 30 min., Specialty TV

Boston Blackie
78, 30 mn., Ziv-TV

Cases of Eddie Drake
13, 30 min., CBS-TV Film Sales

City Detective
26, 30 min., MCA-TV

China Smith
26, 30 min., PSI-TV

Craig Kennedy, Criminologist
26, 30 min., L. Weiss

Dangerous Assignment
38, 30 min.,, NBC-TV

Dick Tracy
39, 30 min., Combined TV-Pictures

Fighting Man, The
13, 30 min., United World

Files of Jeffrey Jones
39, 30 min., CBS-TV Film Sales

Follow That Man
26, 30 min.,, MCA-TV

Foreign intrigue
52, 30 min., J. Walter Thompson

Front Page Detective
39, 30 min_, Consolidated

Hollywood Off-Beat
13, 30 min., UTP

@E |

I'm the Law
26, 30 min.,, MCA-TV

International Adventure
26 30 min.. Official

Jack London

3 iplan 521 30 min., Stuart Reyngll
Orient Express

26, 30 min., PSI-TV

Pubhc Prosecutor

;_’f:, IE} min C--r'--: |-‘-1-’}fl'fi

Ramar of the Jungle
26, 30 min., Arrow

Rocky Janes
2 'L:ir’jﬂ ?F' _jl.ﬂ' min ']TP

Scotland Yard

13, 30 min., DuMont

Strange Adventure

26, 30, CBS-TV

Secret File U.S.A.
26, 30 min,, Ofticial

Superman

26, 30 min., MPTY

'

Terry & The Pirates
26, 30 min., Official

Unexpected, The
39, 30 min., Ziv-TV

NEWS, DOCUMENTARY

Adventures in the News
13, 15 min., Sterling

American Wit and Humor
13, 30 min., March of Time

Beat the Experts
65, 15 min., Sterling

Behind the Scenes in Industry
22, 6 min., Hollywood TV

Clete Robert’'s World Report
260, 15 min., United Artists

Crusade in Europe
26, 30 min., 20th Century Fox

Crusade in the Pacific
26, 30 min., March of Time

Headlines on Parade
26, 15 min., United World

March of Time
Continuous, 30 min., March of Tim

NBC News Report
Daily, 15 min., NBC

NBC News Review of the Week
Weekly, 15 min., NBC
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KING COUNTY (SEATTLE)
ACCOUNTS FOR SLIGHTLY

MORE THAN HALF THE
PUGET SOUND MARKET

The population of Seattle-King County
represents but 579% of the prosperous
area so capobly served by KTNT-TV.
The Seattle-King County population is
important to advertisers, but just as
important are the other 550,300 able-
to-buy folks in the fabulous Puget
Sound area. Over 60% of the families
own TV sets, and they are tuning to
KTNT-TV. And set sales continue to
boom! Going beyond the area’s pres-
ent 266,900 sets.

Send for the complete KTNT-TV story.
KTNT-TV Coverage Area

Families 418,100
Population 1,318,700
Relail sales $1,316,645,000
Net Effective Buying

Income per family $5,285
TV sets in Area {June 1) 266,900
Population of the KTNT-TV Area
King County (Seattle) 768,400
Pierce County (Tacoma) 293,700
Other Counties 256,600

TOTAL 1,318,700

125,000
WATTS
L SOON

CHANNEL 11

Affiliated with CBS and DuMont
Television Networks

Transmilter strotegically located
at Tacoma in Middle Puget Sound.
Sales Representatives:
Weed Television, Nationally
Art Moore & Son, Pacific Northwest
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Resorts
30 {plan 70) 6 min., Hollywood TV

Telenews Daily
Daily, 15 min., INS

Telenews Weekly
Weekly, 30 min_, INS
Weekly, 15 min., INS

This Land of Qurs
26, 10 min., Sterling

This Week in Sports
Weekly, 15 min., INS

United Press Movietone News
Daily, 15 min,, United Press
Weekly, 30 min., United Press

Victory at Sea
26, 30 min,, NBC

World Close-Up
26, 30 min., Zach Baym

SPORTS

Adventures in Sports
26, 15 min., Sterling

Adventures Qut-Of-Doors
13 (plan 26} 15 min., Official

All American Game of the Week for ‘53
30, 30 min_,, Consolidated

All American Sports
13, 15 min., Courneya

Boxing Matches From Rainbo Arena
26, 30 min., Consolidated

Double Play
39, 15 min., UTP

Going Places with Gedabout Gaddis
26, 15 min., Sterling

Madison Square Garden
65 (plan 21) 30 min., DuMont

National Pro Highlights
13 each Fall, 30 min., Tel Ra

Ringside With Rasslers
52, 60 min., Consolidated

Roller Derby .
52, 30 min., Television Exploitation

Speed Classics
13, 30 min., Dynamic

Sports Album
26, 15 mn, Ziv-TV
104, 5 mn., Ziv-TV

Sports on Parade
104, 15 min., Sterling

Sportscholar
52, 15 min., United World

Sportsman’s Club
52, 15 min., Syndicate Films

Telesports Digest
Weekly, 30 min., United Artists

(Continued on page 74)
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YOU

WANT

TO SELL

A PRODUCT

OR A SERVICE

TO THE LADIES

SEND FOR YOUR
SCREENING PRINTS OF

“FOR THE LADIES "

a series of over 52
15 minute film programs
designed to interest

entertain and

inform the

ladies,
bless
‘em.
S —4

STERLING
TELEVISION €0., INC.

316 West 57th Street
New York 19, N. Y,

6715 Hollywood Blvd.
Hollywood 28, Calif.
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» Animation Stands

« Auricon Cameras

« Books, Technical

+« Booms, Microphone

+ Cameros, Professional
« Colortran Lights

* Dollies, Camera

« Film Cabinets

« Film Cleaners

- Film Editing Equipt.

» Film Lab Equipt.

+ Filtm Printers

‘ « Film Processors

[ + Motors, Camera

(‘ + Moviola Editors

+ Readers, Sound

* Recorders, Film, Tape
* Sound Cameras

+ Studio Lights & Spots
+ Synchronizers

» Tripods, Camera

- Zoomar Lenses

| More than 75% of all TV stations
| in operation are S. 0. S. customers
for Film Production Equipment

“The Department Store of the Motion Picture Industry”

Here, under one roof, you will ind all
your needs for producing, processing, re-
cording and editing motion picture films.
New stations—tell us when you go on the
air, what you want to do, and what you
want to spend. At left is jusi a partial list
of the many needed things you'll find at
S5.0.S.—and at WORTHWHILE SAVINGS
IN PRICE!

Develop Your Own Films
with Bridgamatic

Show your spot newsreels, sports events,
etc. same day as filmed. A dependable,
tfrue one-man lab——anyone can operote
it! Self contained automatic processors
16mm or 16/35mm, reversal and color.
Prices start at $1095.

Write for BRIDGAMATIC Special TV Data

1 S.0.S. CINEMA SUPPLY CORP,

DEPT. K, 602 W. 52nd ST., NEW YORK 19, Cable: SOSOUND

SYNDICATED FILM DIRECTORY

{Continued from page 73)
RELIGIOUS

Thrilling Bible Dramas

26, 30 min., Major

TRAVEL, INTERVIEWS, QUIZ,
WOMEN'S INTEREST

Candid Comera
100, 30 min., Funt

Fitzpatrick Travelogues
26, 15 min., Sterling

Hollywood on the Line
26, 15 min., CBS-TV Film Sales

Hollywood Reel
52, 15 min., Paramount

Ideas on Parade
26, 15 min., Tel Ra

John Kieran’s Kaleidoscope
104, 15 min., United Artists

Lilli Palmer Show
26, 15 min.,, NBC

Linkletter & the Kids
39, 15 min., CBS-TV Film Sales

Look Photoquiz
260, 15 min., UTP

Movie Quick Quiz
780, 15 min., W. Schimmer

Professor Yes ‘n No
26, 15 min., Screen Gems

Stranger Than Fiction
65, 15 min., United World

Yesterday's Newsreel
139, 15 min., Ziv-TV

Your Beauty Clinic
13, 15 min,, MPTV

Viz Quiz
500, 5 min., Videopix
WESTERNS

Gene Autry
78, 30 min., CBS-TV

Cisco Kid
104, 30 min., Ziv-TV

Cowboy-G-Men
26, 30 min., United Artists

Hopalong Cassidy
26, 30 min., NBC

Johnny Mack Brown
268, 56 min., Vitapix

Kit Carson
52, 30 min.,, MCA-TV

Lash of the West
19 (plan 21) 15 min., Guild

Range Rider, The
78, 30 min., CBS-TV

networks.

QUALITY CONTROL

The focal point in processing

KIN-0-LUX and GOLD SEAL SPECIAL

Ours is a special TV processing now wused by most major
A flm with infinite range and good resolution, it
yields brilliant screen values. Engineered to produce controlled
results over the entire light range, held to wvariance not in
excess of 10%

plus or minus to an established standard.

FOR SPEEDY SERVICE

that provides “Raw Stock to Air-time—in two hours.”

Call

KIN-O-LUX, INC.

105 WEST 40th STREET, N. Y. C. . LO 5-3785
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'ENGINEERING DIRECTORY

GEORGE C. DAVIS

Consulting Radio Engineer

| Munsey Bldg. Sterling 0111
WASHINGTON, D. C.

PAUL GODLEY CO.
Consulting Radio Engineers

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

Phones: Monteclair 3-3000
Founded 1926

| BERNARD ASSOCIATES

Consulting
Radio and Television Engineers

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

WELDON & CARR

CONSULTING
Rap1o & TELEVISION
ENGINEERS

Washington, D. C. Dallas, Texas
1605 Connecticut Ave. 4212 So. Buckner

Javsky & By e

An Organization of
Qualified Radio Engineers

DEDICATED TO THE
Service of Broadcasting

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

PAGE, CREUTZ,
GARRISON & WALDSCHMITT

Consulting Engineers

Bond Building EXecutive 3-5670
Washington 5, D. C.

TV MARKETS

coming august 15th
For the first time — listing for each
county in every TV market's total

coverage area — sets, population, food,
drug and retail sales

TELEVISION MAGAZINE
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SYNDICATED FILM
(Continued from page 32)

Thursday

8:00 PM—Telesports Digest

Fisher Brewing Co.

8:00 PM—Hopalong Cassidy

Sponsored by Fisher Baking Co. &
Van Camp on olternate weeks,

Friday

8:30 PM-——Cisco Kid

Sponsored by Arden Dairy

Salt Lake City

KSL-TV

Sunday

11:00-11:30 PM—Adventure Unlimited

Participating

11:45-12:00 PM—Travel Via TV

12:00-12:30 PM—This is the Life

Natianal Cauncil af Christian Churches

12:30-1:00 PM—New Testament Stories

Salt Lake Ministerial Assaciation

8:00-8:30 PM-—Favorite Story

Assaciated Grocers

8:30-9:00 PM—From Hollywood

Participating

Monday

5:00-5:30 PM—Kit Carson

Caca Cola

6:15-6:30 PM—Comedy Time

Participating

10:45-11:00 PM—Travel Via TV

11:15-11:30 PM—Your  Congressmen
Report

Tuesday

6:15-6:30 PM—Cartoen Capers

Participating

7:00-7:15 PM—John Kiernan's Kalei-
doscope

First Security Bank

10:00-10:30 PM——Boston Blackie

Participating

Wednesday

5:30-6:00 PM—W.ild Bill Hickok

Kellogg

8:00-8:30 PM—Douglas Fairbanks Pre-
sents

Phillips Petroleum

2:00-9:30 PM—Play of the Week

Clover Club

11:15-11:45 PM——Big Picture

U. S Army

Friday

6:15-6.30 PM—Sportschalar

Participating

10:00-10:15 PM—The Big Playback

Ethyl Corp. ;

10:15-11:15 PM—Ringside Wrestling

Courtesy Motar

11:15-11:30 PM—Meet Your Armed
Forces

Saturday

10:00-10:30 AM—This is the Life

10:30-11:00 AM—Cartoon Capers

Participating

Syracuse

WSYR-TV

Sundays

3:00 PM—The Big Picture
Public Service (U. 5. Army)
5:30 PM—Boston Blackie
Drugstore Chain

Thursdays

10:30 PM—Favorite Story
Genesee Beer

Fridays

9:30 PM—Abbott & Costello
Utica Club Beer

WWW americanradiohistorv com

FIGURES
DON'T
LIE . ..

KOLN-TV
IS A

GOOD BUY!

COVERING THE RICH
SOUTHEAST NEBRASKA
MARKET

May 53

57,478 sets

Radio-TV Manufacturers Report

March '53

31,130

Television Magazine Report

Nov. ‘52

28,000

DuMant Research Report

26,900 Watts Visual
13,400 Watts Aural

In Lincoln, Nebraska its . . .

Represented Nationally by

WEED TELEVISION
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THE MEN—Continued

Stuart Reynolds

REYNOLDS PRODUCTIONS AND
SOVEREIGN PRODUCTIONS

Stuart Reynolds, president of both Stuart Reynolds
and Sovereign Productions (Gil Ralston is his part-
ner in Sovereign), heads one of the most satisfactory
operations in the tele-film orbit at this time.

*

The largest distributor of feature film, MPTV, has
1,000 hours of programming, a stockpile valued by
Vice President Erwin Ezzes at $7% million.

Formed in 1951, by the ubiquitous Matty Fox, the
company represents a merger of Flamingo Films and
Associated Artists. With more than 25 years in the
movie business, Fox is known as a man with a finger
in many profitable pies. He has been executive vice
president of Universal and is a major stockholder in
United Artists. His far-flung interests are watched
from his penthouse topping Universal’s baby sky-
scraper at Park Avenue and 57th Street.

Erwin Ezzes, another Universal graduate, came to
TV wvia that company’s United World in 1948 and
went from there to Flamingo. Other men important in
the organization are Sy Weintraub and Joseph Harris,
UPS, who sold Flamingo Pictures to Fox.

Asked the perennial question about when the ma-
jors will release their backlog, Erwin Ezzes felt that
the excitement following Skouras’ statement to

Saul Turrell and Bernice Coe
STERLING TELEVISION

One of the outstanding success stories in the tele-
vision film business is the team of Saul Turrell and

Bernice Coe, both in the early 30’s, owners of Sterling

Television.
Grossing more than one million dollars last year,
and servicing over 909 of operating stations, Turrell

76

Soverelgn 1s producing three upper bracket shows
—Cavalcade of America for Du Pont (upwards of
$30,000 per show), Jeweler's Showcase for Hamilton
Watch ($25,000 per episode), and General Electric
Theater ($30,000-plus).

Reynolds wants—and is establishing—a “quality™
reputation in TV film. He's looking out for long-
time residual values. Profits, he believes, except in
special instances, will stem from re-runs of his
productions.

Cavalcade 1s one exception—he does that as a
contract job with costs and profits both included in
the deal with DuPont. For a situation comedy or
similar program with characters who appear from
week to week in a continuing story, Reynolds wants
his production investment back from the first run.

Despite his law degree and impressive list of radio
and TV packages, Reynolds’ background is that of an
advertising man. Twelve years as an account exec
(Lord & Thomas, BBD&0O) and three as product ad-
vertising manager for General Mills led to a long
term in network sales for Mutual-Don Lee.

From there Reynolds launched into his own pack-
age sales outfit and into his producing company, Sov-
ereign Productions.

Matty Fox
MOTION PICTURES FOR TELEVISION

Twentieth Century stockholders was a bit premature,
“There’s not much chance,” he said, “that the studios
will find it profitable to release their films to TV for
another three years.” In the meantime, he pointed
out, more and newer independent pictures are becom-
ing available.

*

and Coe are now trying to line up for distribution or
production a number of regular half-hour programs
for syndication purposes.

Starting with only eight short subject films, they
today can brag that their company now owns or dis-
tributes more than 4,000 titles; possibly the largest
collection of film for television.

With backgrounds in home movies and educational
shorts, they were quick to see the possibilities for low
cost programming in tying up or buylng up as many
shorts as possible and then giving them some type of
programming structure. For example: by getting
their hands on as much travelogue film as possible,
they were able to come up with an acceptable run-
ning program, Armchair Adventure.

At first, many stations used Sterling product for
filler, but over a period of time they have been able
to form a number of series which can stand on their
own as TV programming.

(Continued on page 78)
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98% of all U.S. TV stations
use Houston-Fearless equipment

BETTER SHOWS

are produced with

HOUSTON-FEARLESS EQUIPMENT

Top flight television showmanship is dependent not
only on capable writers, producers and cameramen,
but also on reliable studic equipment that will pro-
duce any desired camera effect smoothly and quietly
with a minimum of effort . . . and on efhcient film pro-
cessing equipment that opens vast new sources of
program material. That's why 98% of all U.S. tele-
vision stations, as well as motion picture studios in.
Hollywood and throughout the world, rely on
Houston-Fearless for matchless quality, proved per-
formance and absolute dependability.

In addition to building many models
not shown here, Houston-Fearless of-
fers extensive engineering and manu-
facturing facilities to produce special
television and photographic equip-
ment for your particular requirements,
Write for information and catalogs.

_ HOUSTON

-\ 77, : /- THE HOUSTON-FEARLESS CORP.
/ ¥ ﬁﬂ@/&()‘l{( (7707 11803 W, Clympic Bivcs
Vi e '\\* Los Angeles 64, Calif.
P — ) - e \ Please send catalogs on [ Friction Head [] Triped
\\ y {1 Triped dolly  [] Panoram dolly [] TV Cranes
o O {J Camera pedestals [J Film Processors

[J Parabolas ] Remote control parabola

...............................



www.americanradiohistory.com

THE MEN—Continued

Hal Roach, Jr.
SHOWCASE PRODUCTIONS

Hal Eugene Roach, Jr., is the key man around the
world’s biggest TV film production center—the Hal
Roach lot in Culver City.

Four years ago the $6,000,000 18-acre layout was
literally grass-grown in some of the alleys between
the six big stages. Today the whole place is jumping.

*

MCA

programs.

David V. Sutton
MCA-TV

With talent and production sources from its parent,
Music Corporation of America and from its produc-
ing arm, Revue, MCA-TV, under the leadership of
David V. Sutton, has been slowly and quietly shaping
into one of the leading entries in the distribution end
of TV film. ;

Sutton, a tall quiet man, took over MCA-TV’s
leadership shortly after the foundation of the organi-
zation bringing with him 15 years of radio and tele-
vision sales know-how. Before moving over to MCA-
TV he was vice president in charge of sales at CBS
Television.

The bulk of MCA-TV’s product comes from Revue
Productions. Famous Playhouse, put up for syndica-
tion last winter, 1s a combination of Revue films made
for Chevron, Gruen and Armour. Follow that Man
however is the re-run of Man Against Crime made by
the Esty agency; I Am the Law is another non-Revue
package.

78

MCA has been hyperactive in film through two of
its divisions—MCA-TV, handling sales and distribu-
tion, and Revue Productions turning out the filmed

Roach talhied the studio TV output to date on his
cufl—796 half-hour episodes in series, 53 pilot films,
4 one-hour features, and 545 spot commercials,

Roach is president of Showcase Productions, which
produces Racket Squad. He is associated with Roland
Reed in the production of Stu Erwin and My Little
Margie. Then, as Hal Roach, Jr., Productions, he has
a unique arrangement with ABC for the production
and development of film programs for the network.

Hal, Jr. feels there's a real need in the TV film
industry for a distribution organization that has
facilities and personnel to work out deals across the
country on a large scale.

He works on the premise that cost is a vital factor,
and is trying to hold production and distribution costs
within budgets acceptable to sponsors. He wants
volume, and he's doing all right at this: TV proper-
ties which he owns or supervises will total about
$5,000,000 in production for the current year.

The younger Roach is one of the half-dozen pio-
neers in the TV film business. He’s been the perennial
president of the Television Film Producers Associa-
tion, and was president (’52) of the Academy of
Television Arts and Sciences. Before '49 he produced
theatrical pictures, and shared direction credits with
his father on a number of films.

Alan Miller
REVUE PRODUCTIONS

Alan Miller, v p of Revue, is 44. He looks younger,
but says he feels older. At any rate, he and his co-
executives at the MCA subsidiary, president Karl
Kramer and v p George Stern, will very likely rack
up new production records among film companies
during the next 12 months. The schedule calls for 200
complete half-hour programs, most of which are
based on solid commitments.

The box score on production to date: Chevron
Theatre, 84 films; City Detective, 14; Kit Carson, 52:
Meet Mr. McNutley, 8; Pride of the Family, 1; Biff
Baker, 26; Gruen Playhouse, 39; and Stars Ouer
Hollywood, 52.

Miller joined Revue early in ’52, after six years
with MCA. Prior to that he had his own talent agency
in Loos Angeles. He's a native New Yorker. He works
in close association with George Stern, another MCA
graduate, who's been with Revue since its beginning.

Revue Productions retains ownership of all pack-
ages which it produces.

Television Magazine o July 1953



www.americanradiohistory.com

MOST

HEIGHT

6018 Ft. atop Mt. 3
Spokane. Highest R
in the northwest.

4 MOST
Sq.Miles

Daily reports from

Viewers up to 300
miles away.

Studio(4 hrs daily)

MOST
Families

343.950families
in KXLY-TV's
wealthy area.

MOST .
Hrs.onAir

Most hours of daily
programming. . .
k Live! Fiim! Network!

Y
THE WALKER COMPAN

NEw YORK 1T M- ¥

i ous 2, MINN. 147 Madisor A‘s';;;. Andover

‘ W, Nat. Bank 8id9- Murraybilt 3-
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\ PAC! GEnava 631 e —
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WBNS-TV . .  The Nation's Number 1 Test

Market Station and recipient of duPont, Sigma
Delta Chi, and Billboord Awards for 1952.

COLtUMBUS, OHIO
CHANNEL 10

CBS-TV NETWORK @ AHiiiated with Columbus Dispatch end
WENS-AM @ General Sales Office: 33 North High Street

REPRESENTED BY BLAIR TV
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3

WENS-TV's multi award
winning production
and programming on

- public service and
commercial top-notch-
ers is a built-in service

available to all spon-
sors, guaranteeing
them full value for
their investment in this
rich test market area.

ananas oo oric oo dichici o oo oo

DO CONCIMTRATI ONM A Fi'w =087 AILA-
VANT HILLING POINTE I YOUR COM.
minCilaiLs

Tobas i wes

On Ruppert's beer they hove wmebody w @
ifore ond they jof onk i what bewr dom

by b They limally tnd oessbody rursf
an ordinary guy—Iihkal liker Repperty Kasch
erbocker ond bhe sovy & low wordy sboet M

be ot domsnt rew ap ond he s pony
t The man n olway: werpred to fond get
he's beer dong o conded commercaal, |
tried te get Reppert i severgl ploces a my
e o Mebor hopeped ! worted 1o try o bhecoumw M
wai @ guie! kind of netwral commercial They

dida’'t heoep purhing i of you with @ lot of
talk g1l let somebody grve My opiaspn on
t

Toiovinwer
Whena they odvertise @ prodect they showld
tell you evactly what' 1 m of or what i | going

te do for vou. | tried thet Dri-Gle furnriure
palish—it's just what they howed i on
televition

interviewer

What ded they show on televiinn®
Telaviawar

They showed that it legves o bord wary
fimish, thet it isn't oily. They sond it would
clean, it hos something n i thot tokes off
the dirt. ond thot 1 would leove & film on
top of the furniture which s eary to polnk
Just like they sthowed on television | found
that vou don’t hove fo use o lot of elbow
grease. [1's very good

Televiewer

Just ofter my husbond bought our car, | sow
the Goodyeor cammercials for blow -out proof
tires. | hod heord acbout such tirer belore
but only vaguely. Well, | tell you when | sow
the Goodyeor demonstration ond reclired
how dongerous ordinary tires could be, |
decided that we hod to get them or |
wouldn't hove ony peoce of mind nding
the cor. | certoinly think they are more than
worth the few extra dollors they cost, the
demonstration sold me on them. 5o believe
it or not, | got my husband to sell oll four
of his practically brand new tires and reploce
them with Goodyeor safety tires”

DON'T USE APPROACHES OR ELEMENTS IMN
YOUR COMMERCIALS WHICH DIVERT VIEWER
INTEREST FROM YOUR FRODUCT AND
ERAND,

Interviewer

“I liked the refrigerotor but when | sow
how weall it locked in thot modern kitchen
they showed ond then locked ot my kitchen,
| decided I'd better not buy o new refriger
ator until | could offord to deo my kitchen
il

Televiewer:

“When | see those good-looking women and
men getting in and out of the Oldsmaobile cars
they're glways so well dressed thot | don't
think about cars. | think about how | ought
to go out and buy myself some new clothes.”

Televewer:
“I watched o man on Channel 13 the other
night, he was o pitchmaon.”
Interviewer:
“What was he saying ond doing”™”
Televiewer:
“He had a lot of gadgets he was selling;
you ought to have seen him, one joke ofter
cnother—a lot of crazy stuff. Really made
me lough, he wos funnier than lots of com-
edians ['ve seen™

(Continued on page 82)
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54

Sponsored By

FALSTAFF

BREWING CORPORATION

SPORTS GALORE ON 54
Major League Baseball

Pro Golf

Pro-Football
{(Nat'l Pro League Games)

Network Boxing

Pro-Basketball

Network Wrestling
Local Sports o ‘a

7

WTVI is the ﬂu MUNI basic affiliate in St. Louis

SIGNAL HILL TELECASTING CORP. BUSINESS OFFICES: 1939 BOATMEN'S BANK BLDG., ST. LOUIS 2, MO.

GEneva 5454

NATIONAL SALES REPRESENTATIVES:
cull NEW YORK ® CHICAGO ® BOSTON ® DETROIT
HOLLYWOOD e SAN FRANCISCO & ATLANTA

www americanradiohistorv com
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IS YOUR BRAND SHOWING
(Continued from page 80)

Interviewer:
“W hat was he selling?”

Televiewer:

4

‘... 1 can’t remember, | don't think [ even
paid any attention at the time. All | know
is he sure kept me laughing for 15 minutes.”

DO FOCUS ON THE INTERESTS AND NEEDS
OF VIEWERS RELATED TO YOUR PRODUCT
AND BRAND.

Televiewer:

“I wouldn’'t have bought Pacitic sheets if |
hadn't seen lJinx Falkenberg. She always
shows you the products she advertises and
tells you about them as she shows you. |
have so much laundry I'm interested in cut-
ting down on my ironing. Well, she hod
Pacific sheets and she had & miniature bed
and demonstrated exactly how the sheets
fit, and how they don't become wrinkled or
ruttled—you know, the Contour sheets that
catch over the corners of the mattress?
Well, contour sheets stretch flat when you
put them on the bed—they don’t have to be
ironed—so | bought some.”

DO IDENTIFY YOUR PRODUCT AND BRAND
BY USING COMMERCIAL PRESENTERS
WHOSE PERSONALITIES HELP PUT YOUR
SELLING MESSAGES ACROSS.

Televiewer:

“When | think of Westinghouse | think of
Betty Furness, she does their commercials,

you know. She always has a smooth and
easy way of talking. She's always very calm
and relaxed and she seems to know what
she's talking about.”

Televiewer:

“My favorite in-between commercial is for
Ajax."

Interviewer:

“Tell me about that.”

Televiewer:

“They have a very wonderful song about the
foaming cleanser, and they show you these
little men doing the work, what it does for
your sink. [ always wish they would be
around to clean my sink. But it is amusing,
and it is almost like having them do the work
for you Ajox is so easy to use and really

does what they promise. | bought Ajax from
seeing this commercial and use it all the
time now.”

Televiewer:

“I watch the Garry Moore show. He adver-
tises the General Electric swivel-type vacuum
cleaner. They do something different each
day, it's very interesting. Then after he intro-
duces it, a short movie comes on showing
you how it reaches all the corners of the
room——and that commercial has me inter-
ested. | mean | spoke to my husband, |
said well if | have to get a vacuum cleaner
fet's look at the GE because the swivel top
looks as if it would make it really easy to
use. And it is g real good product. | have
a lot of confidence in products Garry Moore
advertises.”

52 SHOWS READY FOR YOU

The
Sporisman’s
Club

15 minutes of hunting, fishing,
and outdoors with Dave
Newell and a panel of experts.
52 units available for imme-
diate showing. They're pop-
ular, entertaining, well rated,
and the cost is reasonable.
Write for audition prints.

SYNDICATED FILMS

1022 Forbes St.
Pittsburgh 19, Pa.

Phone: EXpress 1-1355

82

NEW YORK
270 Pork Avenue * Plaza 5-0322
‘PRIN(ETON, N. J. + PHILADELPHIA

\\\\\\\\\ amaricanradinhictan, com

More value per TV dollar . . ..

\ PRINCETON FILM

With complete creative and techni-
cal facilities fifty minutes from New
York, The Princeton Film Center is
now applying 12 years of business-
film experience to the production of
everything in film for TELEVISION—
with no compromise in quality, but
often at surprising savings because
of our location. Call for details of
current availabilities or write for
brochure.

2 CURRENT AVAILABILITIES:

¥ SHOOTIN’ STRAIGHT — starring
TIM HOLT ('/; hour). How to be a
marksman — sure fire for kids of

all ages!

% THE HANDY MAN — featuring
NORMAN BROKENSHIRE (5 min.).
“How to’' for the householder —
sure-sell for the advertiser!

PRINCETON FILM

CENTER inc.
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UNION
(Continued from page 57)

and straight shooting to an end.

In 1934 Walsh became a vice-
president of the International after
10 years as a card holder, and sev-
eral years as president and busi-
ness manager of Local No. 4. To-
day, Walsh still quips the promise
that should his term run out, he’'d
be back at the old stand in Brook-
lyn.

There’s little chance, however,
that Walsh will return. If any-
thing, all signs point for him to the
broader, greener pastures of the
American Federation of Labor, to
which IATSE is chartered and in
which Walsh is already active as a
member of the administrative
committee of Labor’s League for
Political Education.

One thing is certain —that a
union conceived by stage hands
and influenced by motion pictures,
will in time depend for its life
blood on television.

As early as 1947 IATSE had de-
cided that television was show
business, and now has more than

3200 card holders employed di-

rectly in elements of live televi-
sion. This line of dues payers is
being expanded in IATSE’s pres-
ent movement of organizing local
stations.

In film television, IATSE al-
ready is ahead of other unions
with more than 15,000 film pro-
duction employees in its ranks.
From this group come most of the
television film workers.

This situation, abetted by com-
pleted negotiations between IATSE
and ten of the leading TV film pro-
ducers, has kept its union’s mem-

bers free from unemployment dur- !

ing major studio layoffs.

In the East this June, IATSE
was arranging meetings with lead-
ing TV producers. The latter, who
produce the bulk of commercials,
have been free, to a certain ex-
tent, to wuse non-union help.
IATSE’s move shows signs of some
leniency in the scale direction pro-
viding that cooperation is forth-
coming from the producers.

This is typical of IATSE’s over-
all plan of embracing television.
It is also typical of Walsh’s influ-
ence on the union. Since his
growth in the union, the bulk of
IATSE’s activities have changed
from stink-bomb throwing to
“subtle” suggestion.

This trend toward calmer things |

is not only a reflection of Walsh,
but of the times as well. In tele-
vision with three networks and

Television Magazine o July 1953

many stations manned by other
unions, the IATSE seal, so neces-
sary on films for theatrical release,
has little influence. :

On the matter of other unions,
IATSE suffers only in the field of
live television. Where other unions
have little access to film studios,
NABET holds somewhat the same
position against IATSE at NBC-
TV and ABC-TV. At CBS-TV,
IBEW holds forth governing the
bulk of production workers there.
In both cases, IATSE has made re-
peated efforts for more power and
has succeeded in winning jurisdic~
tion over certain groups at three
networks.

IATSE has opened up its ranks
to engineers and has jurisdiction
over them as well as production
workers at the DuMont web.

At the networks, IATSE’s en-
trenchments and quiet bids for
power have only increased the
problems of labor relations. Many
network executives would be hap-
pier, the unions claim, i1f this con-
dition of multiple unions with
their myriads of locals could be
unified under one governing body,
despite the resultant power such
an organization would possess.

IATSE is not adverse to such
thinking so long as it is the gov-
erning body.

| IS LIKE TRYING TO SELL
ERIE, Pa. without WICU 1V

CHANNEL 12

It's foolish to play football with a

cement block! It’s just as foolish to try and
sell the great Erie market without
WICU-TV, the station which has won

top awards for outstanding programming
and merchandising assistance ever

since 1949,

* RADIO
* TV
* NEWSPAPER

Under common ownership
with the FErie Dispaich,
Radio Station WIKK.

New York Office, Hotel Barclay —Home Office, 500 Security Bldg., Toledo, Qhio

WWW americanradiohistorv com
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THE SHOW'S THE THING

(Continued from page 18)
which will be just as timely in 10 years, will all have
to make the color change, if only to protect their in-
vestment in the future. Ziv already is shooting every-
thing in color.

As to tape, the number one question is—when will
we have tape? Before one can answer this, more im-
portant is—how and for what purpose will tape be
used?

In terms of replacing present television film pro-
gramming or network originations, tape is a long
way off. However, for rehearsal and monitor pre-
viewing by actors, directors and others, and for record
purposes, tape will be here within six to 12 months.

A realistic time-table would indicate experimental
demonstration of reasonably high fidelity production
original tape within the year. This would not be com-
mercial equipment. High fidelity needs a 4 mg pic-
ture. This should be possible for closed circuit monitor
purposes. But for transmission from station to re-
ceiver, for regular commercial telecasting use, a 6 to
8 mg picture will be needed. And that’s not in the
cards as yet.

There are too many factors that must be taken into
consideration and tested in the field under actual
operating conditions before a true evaluation can be
made as to whether tape will replace film in tele-
vision. Theoretically, tape should be able to equal
black and white 35 mm film in quality. Whether it
can do so on an operational basis—and most import-
ant, more economically, will not be known for a long
time to come.

The only really dark cloud hovering over the busi-
ness of television film is that of the unions. In fact,
the whole future of television film depends to a large
extent on the policies of the union leaders.

The two big threats are insistence on sizeable pay-
ments for re-runs and the imposition of complex
arrangements like the paperwork mountain set up
by the SAG agreement for commercials.

These could cut heavily into residual money and
producers’ profits. What effect the major motion pic-
ture companies’ influence on union attitudes towards
TV cannot be easily discerned; important too is what
part they played in Petrillo’s TV stand.

TV film men are convinced that they can offer the
unions more and steadier employment than the theat-
rical producers can, but only if an enlightened union
leadership understands this potential and steers the
membership away from the kind of demands that will
discourage the use of film.

Network Film Programs—1952-1953

Program Advertiser Network
AMOS & ANDY Blatz Beer CBS
BETTY FURNESS Westinghouse CBS
BEULAH Procter & Gamble ABC
BiFF BAKER, U.S.A. American Tobacco CBS
BIG TOWN Lever Bros. CBS
BURNS & ALLEN Carnation CBS
Gondrich

CAVALCADE OF AMERICA  Du Pent NBC
FHE DOCTOR Procter & Gamble NBC
DRAGNET Liggett & Myers NBC
FAMOUS FIGHTS Adam Hat DuM
FIRESIDE THEATRI Procter & Gamble NBC
FORy THEATRE Ford NBC
FOUR STAR PLAYHOUSI Singer CBS
GAMGRUSTERS Liggett & Myers NBC
GERE AUTRY Wrigley CBS
OEEATELT FIGHTS Chesebrough NBC
84

GROUCHO MARX
HAIL THE CHAMP
HCOUR OF DECISION

[ LOVE LUCY

I MARRIED JOAN
INSPECTOR MARK SABER
LASH OF THE WEST
LIFE OF RILEY

LONE RANGER

MAN AGAINST CRIME
MR. & MRS. NORTH
MY HERO

MY LITTLE MARGIE
MYSTERY THEATRE
OUR MISS BROOKS
0OZZIE & HARRIET

PRIVATE SECRETARY

RACKET SQUAD

RED SKELTON

ROY ROGERS

SCHLITZ PLAYHOUSE

SHORT SHORT STORIES

SIGHTSEEING WITH
THE SWAYZES

SKY KING

SMILIN’ ED McCONNELL

SPACE PATROL

STU ERWIN

De Soto-Plymouth
Amend

Billy Graham
Philip Morris
General Electric
Sterling Drug
Reymer & Bros.
Gulf Qil

General Mills

R. J. Reynolds
Colgate-Palmolive-Peet
Dunhill

Philip Morris
Sterling Drug
General Foods
Lombert

Hotpoint
American Tobacco
Toni

Procter & Gamble
Generol Foods
Schlitz Beer

Pepsi Cola

Fram Corp.
Derby Foods
Brown Shoe
Ralston-Purino
Generol Mills

NBC
ABC
ABC
CBS
NBC
ABC
ABC
NBC
ABC
CBS
CBS
NBC
(=3
ABC
CBS
ABC

CBS
CBS
NBC
NBC
CBS
NBC

NBC
ABC
CBS
ABC
ABC

Advertiser

Ballantine Beer
Bristol-Mevyers

Budweiser
Canada Dry
Coca Cola
Duffy-Mott

Elgin American
Ethyl Corp.
Falstaff Beer
General Baking
Hamilton Watch
Hawley & Hoops
International Shoe
Kaiser-Frazer
Kellogg Company
Kellogg Compony

Ohio Gil Co.
Olympia Brewing

Parker Pen
Phillips Petroleum
Prestone

Purity Bakeries
Quaker Qats
Quality Bakers
RX15 Fertilizer
Standard Qil
Stegmaier Beer

Warner-Hudnut
Westgate Tuna

Program

American Home Foods Orient Express
Foreign Intrigue
Sports Parade

Brown & Haley Candy Your TV Theatre
Headlines on Parade
Terry & The Pirates
Kit Carson

Charles Laughton
Hollywood Guest Stars
The Big Playback
China Smith
Hopalong Cassidy
Jeweler's Showcase
Johnny Jupiter
Movietone Family Newsreel
Night Editor
Superman

Wild Bill Hickok
Langendorf Bakeries Files of Jeffrey Jones
Manischewitz Wine | Am the Law
Manor House Coffee Foreign Intrigue
Miller High Life Beer March of Time
Crown Theatre
Favorite Story

Pacific Coast Borax Death Valley Days
Foreign Intrigue
Douglas Fairbanks
Football This Week
Cowboy G Men
Range Rider

Gene Autry

Miracle Garden
Chevron Theatre
Madison Square Garden Events
Van Camp Sea Food Hopalong Cassidy
Edgar Bergen
Liberace

National and Regional Advertisers Using Film on Spot—1952-1953

Number
Markets
8
20
39
5
43
44
504
19
12
44
19
23
22
504
12
9
51
53
7
8
5
62
9
6
66
5
20
48
19
6
14
60
8
5
27
50
5

Television Magazine o July 1953
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