DAYTO 7 LIBRARY
CE

2na FYUOR 12649

Television

THE BUSINESS MAGAZINE OF THE INDUSTRY

THE%&\\T‘*

N B C

A Service of Radio Corporation of America

AMERICA'S N O.

>

x

L. ¢

@

©
—-
Q.

w

av O
- S
ez 40T
1tom™ O
N—-—DO
PP, W K
- 128
[T 01 z
- Q0wo
D+ b
Q>
IO~ =«
-_—aeNo

it’s headline news . .. and over the NBC Television
Network, another film scoop lor Comel News Cararan.

Time and again since ils inception early this year

Camel News Caravan has brought wide-eved viewers their

NOVEMBER

a0¢

hrst sight of front-page stories. .. the earthquake in Ecnador. ..

Florida hurricane . . “prince-and-comnoner” wedding in
London .. .and a scove of other major hitm beats.

With news coverage like this, Camel gets

plenty of attention: and an wudience nearly double that

of any other duaily news program in television.

FFor advertisers, that sort of a lead is a story in itself. ..

a tvpical success story on NBC. the most eftective

television network that advertising dollars can buy.
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IS IN GOOD COMPANY WITH
43 OFTHE“TOP 50”

HOOPER TELERATED
TIME SEGMENTS FOR

LOS ANGELES*

*August-September Hooper Measurement of the Broadcast
Audience Now Served by 7 TV Stations.

/(/214 has more high-rated time segments (also fewer low-rated shows)
...and a greater average share-of-evening-TV-audience (51.4%) than

all other Los Angeles TV stations combined!

CHANNEL 5

5451 Marathon Street, Los Angeles 38, Calif. HOllywood 9-6363 anz/rwwlt\ :‘
New York Sales Offices « 1501 Broadway * BRyant 9-8700 WQW(/WQ

KEY STATION OF THE PARAMOUNT TELEVISION NETWORK ™
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Scientists at RCA Laboratories solve exacting problems

Inside st¥ory of Befor Jelevision

Now television is flashing visual enter-
tainment, news, and educational mate-
rial to millions of people. The “inside
story” of its rapid growth is the history
of some remarkable tubes. Inside these
tubes, electrons are put to work—to per-
form, for your benefit, the miracle of
long-distance vision.

The screen of your direct-view television
receiver is actually the face of a tube—the
kinescope developed by Dr. V. K. Zwory-
kin and his colleagues of RCA Laboratories
—on which electrons in motion “paint” pic-
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tures. A tube, too, is the “eye” of RCA’s
supersensitive Image Orthicon television
camera, which can “see” clearly by the
light of a match.

And since you asked for big-picture tele-
vision, they developed projection receivers
—also a way to “weld” glass and metal, thus
speeding the production of 16-inch direct-
viewing tubes . . . at lower cost.

To these basic “firsts,” RCA scientists
have added advance after advance
which are daily bringing television into
the lives of more and more people.

within the “nothingness” of vacuum tubes.

How you profit

Advanced research in television tubes is
just one way in which RCA Laboratories
work in your interest. Their leadership
in science and engineering adds value
beyond price to any product or service
of RCA and RCA Victor.

Examples of the newest advances in radio,
television, and electronics—in action —may
be seen at RCA Exhibition Hall, 36 West
49th Street, New York. Admission is free.
Radio Corporation of America, Radio City,
New York 20.

RADIO CORPORATION ofF AMERICA
World Leader in Radio — First 1 Televisiorn



What's New in Television2 Take a Look at WPTZ!

COPYRIGHT
WALT DISNEY
PRODUCTIONS

“One TV Spot Per Week on WPTLZ...
Returns by the Thousands!"

ERE’S a TV success story of a particular signifi-
cance to all spot advertisers, taken from a letter
just received from J. Robert Mendte, Incorporated,
advertising agency for Donald Duck Chocolate Syrup:

“Early last summer we launched Donald Duck Chocolate
Syrup with quite a bit of fanfare . . . along with other media we
included one single television spot (per week) on WPTZ.

"“On the jar of Donald Duck Chocolate Syrup was an offer,
for one label, of & table statuette napkin holder. No mention of
this was made on the WPTZ spor but it was highly drama-
tized elsewbhere.

VAt first very few returns came in, but then after the first
TV announcement (and ever since) the labels poured in. By now
thousands have been received.

" But here’s the point: adults and children have taken to writing

messages on the backs of the labels when they send them to the
client. And almost half of these mention “We saw this product
on television." "’

This success story is not an isolated case but one
of a great number of instances which prove both the
impact of television and the size of the audience
WPTZ consistently delivers to advertisers.

For further information about the strength of
WPTZ in the nation’s second largest television
market, write direct or get in touch with your nearest
NBC Spot Sales representative.

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

WPTZ FIRST IN TELEVISION IN PHILADELPHIA
TV-AFFILIATE
2
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if you

want to

cover the country...

talk to Du Mont. 99% of the
television receivers in the country
can receive your program
over the Du Mont Television Network,

either live or by teletranscription.

BV ) S

72 N
“u M“NI America’s Window on the World
N «

€+ W o R

515 Madison Ave., New York 22, N.Y.

COPYRIGHT 1949, ALLEN 8. OU MONT LABORATORIES, INC.

Du Mont programs
shown live on
these stations

WAAM . . .. .. ... Baltimore, Md.
WNAC-TV . . ... ... Boston, Mass.
WBEN-TV . ... ..... Buffalo, N. Y.
WGN-TV. ... . ..... Chicago, lil.
WCPO-TV. . . . ... Cincinnati, Ohio
WEWS . . ... Cleveland, Ohio
WIVN ..., Columbus, Ohio
WHIO. ... .. ..., Dayton, Ohio
WIBK-TV . ..... Detroit, Mich.
WY | . ldksavadess Erie, Pa.
WLAV-TV . . .Grand Rapids, Mich.
WIAC-TV. .. .. ... Johnstown, Pa.
WEAL . « < 1 pw aan Lancaster, Pa.
WTMJ-TV . . Milwaukee, Wis.
WNHC-TV . New Haven, Conn.
WABD*. .. .. .New York, N. Y.
WFIL-TV . .. .. . Philadelphia, Pa.
DTV P s 2 aeopag Pittsburgh, Pa.
WIVR. .. ........ Richmond, Va.
WHAM.TV . . Rochester, N. Y,
WRGB. . . .. .. Schenectady, N. Y.
KSD-TV . s..ic o b wawad St. Louis, Mo.
WHEN . ... Syracuse, N. Y,
WSPD-TV .. .. . ..., Toledo, OChio
WTTG* | .. Washington, D. C.
WDEL-TV .. . . ... Wilmington, Del.

Programs shown on these
stations by Du Mont
teletranscription

KO8-TV . . . . Albuquerque, N. M.
WAGA . ..., Atlanta, Ga.
WBRC-TV .Birmingham, Ala.
WBTV . .. .Charlotte, N. C.
KBTV. . . ... . ..... Dallas, Tex.
WFMY-TV . Greensboro, N. C.
KLEE-TV. .. .. . .... Houston, Tex.
WSAZ-TV. . . Huntington, West Va,
WFBM-TV . . . . Indianapolis, Ind.
WMBR-TV . . . . . Jacksonville, Fla.
KTSL. . . ... .. .Los Angeles, Cal.
WAVE-TV ... ..., Lovisville, Ky.
WMCT. . .. . ... Memphis, Tenn.
WIVJD. ... Miami, Fla.
WDSU-TV. .. .. .New Orleans, La.
WKY-TV . . . Oklahoma City, Okla.
TV . o . hegaw Omaha, Nebr.
KSL-TV Salt Lake City, Utah
KPIX . . . San Francisco, Cal.
WTCN-TV .. .St. Paul, Minn.
KING-TV . .Seattle, Wash.

*Du Mont owned and operated
stations.
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SIGNIFICANT INDUSTRY DEVELOPMENTS IN

WABD's Daytime Ratings
OST encouraging is the high

{ rating obtained by two WABD
(New York) daytime programs. It’s
encouraging because stations will
soon be faced with daytime opera-
tion if they are to make money—
what with most of their nighttime
hours bheing optioned by the net-
works. And it’s important to adver-
tisers because it means that a large
daytime audience is available.

The Dennis James Okay, Mother
show, telecast at 1-1:30 P.M. (Mon-
day through Friday), received a 6.6
Hooper rating, while Johnny Olsen’s
Rumpus Room, at 12:30-1 p.m., also
across the board, was up as high
as 8.4.

Auto Manufacturers
On TV Bandwagon

Better proof of television's effec-
tiveness as a sales medium than the
now-familiar and almost daily
claims of so many box tops received,
so many hats sold, ete., is the extent
to which automobile accounts are
getting into the medium. Ford
checked out of radio for TV some
time ago and now the Ford Dealers
are putting their broadcast dollars
in the video basket to sponsor a TV
version of Kay Kyser’'s College of
Musical Knowledge.

Chevrolet, with an appropriation
of over $2,000,000 for television,
will probably go considerably be-
yond this figure and are now spon-
soring (in cooperation with its deal-
ers) the following programs. Chev-
rolet Division: /nside U.S.A., Nofre
Dame football;, and Chevrolet Tele
Theater. Chevrolet Dealers: The
Roller Derby, The Fitzgeralds;
Winner Take All—plus many local
shows and a heavy spot schedule in
practically every major TV market.

Chevrolet’s policy also is to
snatch up any special event that
comes along such as the recent Gon-
zales-Parker professional tennis
match.

Oldsmobile, Kaiser-Frazer Corp.,
Dodge, Studebaker—are all using
TV, with Chrysler and Pontiac set
to take the plunge shortly.
Paramount's Network

Offering stations approximately
six hours of kinescope programming
a week, Paramount’s TV network
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has now signed almost a score of
stations. Shows are sold with al-
most no strings attached—the sta-
tions having the right to sell to
local advertisers.

Problem of clearing stations is
becoming more acute, as network
advertisers demand more live out-
lets on the east and midwest coax.
CBS lost two shows because of in-
ability to clear time on affiliates:
Ford Dealers’ College of Musical
Knowledge and Gulf’s We, the
People. Other nets face same prob-
lem. Look for more switches from
one network to another because of
this almost unsolvable situation due
to shortage of relay facilities.

TV For Mail Order Firms

Properly used, television should
be just about the most effective
medium available to mail order
houses. Some day they should ac-
count for sizeable video billings.
That’s why it’s good news to know
that Sears-Roebuck is actively stu-
dying television possibilities.

Receiver Production
Set Record Mark In Sept.
RMA reported production of 224,-
532 sets in September, for an all
time high with total industry (in-
cluding non-RMA) output reaching
approximately 280,000. Previous
high was recorded last August
when RMA members turned out a
total of 185,706. Total industry pro-
duction (cumula-
tive, from Jan.
'47) to Oct. 1,
1949: 2,916,310.
Receiver sales
continued the
brisk pace begun
last month. De-
mand was so
strong among the
major lines that
manufacturers
doubted whether
they could meet
orders before the
end of the year.
All this in spite
of the faect that
production was
humming along at T et
a record pace. Bave

110000,

(s

]

\
e |H | | _
..;.,u' | F]'I_I
e g 1

1948 Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct.
16
166
Above figures in thousonds.

The Month's Arrivals
To The Network Air

New network sponsors: (ABC)
Goodyear Tire & Rubber, The Paul
Whiteman Review; Sun Oil Co.,
sponsorship of National Profession-
al Football League Games; Chese-
brough Manufacturing Co. & Blatz
Brewing Co., The Roller Derby;
Young People’s Church of the Air,
Youth On the March. (CBS) Ford
Motor Co., sponsorship of the Unit-
ed Nations Assembly. (DuMont)
Phillips Packing Co., Easy Aces
(starts Dec.). (NBC) Bond Clothes,
Sports Highlights; Admiral Corp.
Lights Out: Ballantine Ale & Beer
Believe It Or Not; Ford Dealers
Kay Kyser’'s College of Musical
Knowledge (starts Dec.).

WBKB Client List
Doubles '48 Fiqure

Business outlook for stations was
considerably brightened by WBKB's
report of approaching the black
with addition of 53 new clients this
fall. General manager John Mitchell
said the WBKB client list totaled
106 as compared to 51 for the same
period last year. “When a large
operation such as WBKB, with no
AM aftiliation, begins to make mon-
ev in a major, competitive market,
that will be a significant day for the
industry,” said Mitchell. He figured
the changeover to the black might
come in early '50.

Important Film Development

Obstacle to obtaining high quality
sound with limitations of present
16 mm. projection equipment for TV
may well be surmounted in a new
multiple sound track introduced by
the Maurer Company. Technically,
the new type recording results in a
group of six identical tracks rather
than the customary single line.

RECEIVER PRODUCTION INDEX

tatistics as of Oct. 1)

1

, i

Nov. Dec.
50 64 56 614 88 95 122 161
164 160 kil 200 280

White blocks indicote 1949 figures, block, 1948.
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A'I‘ JusT about the time vou read these words,
KRON-TV will be having its inaugural pro-
grams, bringing NBC television to all the viewers
throughout San Francisco and the great Bay
area.

Owned and operated by the famed San Fran-
cisco Chronicle, KRON-TV has every facility
(of management as well as of technical equip-
ment) to become at onece a really important
factor in the world of television.

KRON-TV now offers vou a rare opportunity
to select availabilities which mav never again
be open. F&P has all the facts. We'd be happy
to help you tie up an enviable television
schedule on this great new station.

i 0
KRON-TV BRINGS VIDEO
TO SAN FRANCISCO!

Exclusive Representatives:
WOC-TV Davenport
WBAP-TY Fort Worth-Dallas
WAVE- TV Louisville
WTV] Miami
WTCN-TV  Minneapolis-St. Paul
WPIX New York
KSD-TV St. Louis
KRON-TV San Francisco

FrREE & PETERS, INC.

Pioneer Radio and Television

Station Representatives

Since 1932
NEW YORK CHICAGO DETROIT ATLANTA

FT. WORTH HOLLYWOOD  SAN FRANCISCO

Television Magazine * November 1949



PLUS-SERVICE _
v SHEETS
PILLOW CASES

KRESGE’S

Newark
MACY'’S
All stores
GERTZ

Jamoica

PEQUOT MILLS' FOUR-WEEK TEST CAMPAIGN IN NEW YORK AREA

DEVELOPS

$100,000 spot schedule in ma-

jor markets, to be intensified
during seasonal promotions, is the
outgrowth of a successful TV cam-
paign in the New York area last
month by Pequot Mills, oldest (100
years) U.S. manufacturer of sheets
and pillow cases.

On the basis of its initial use of
video, in which a total of 18 spots
per week were aired on six stations
(WABD, WATV, WNBT, WOR-TV,
WCBS-TV and WPIX) Pequot will
expand its coverage in January
the next major promotion period—
to include Philadelphia, Baltimore,
Washington and Chicago. Later, the
Pequot story will be aired in all
markets where TV coverage is ade-
quate, to be augmented where it is
not by newspapers, magazines and
radio.

While conclusive results of the
special promotion were not available
immediately following the New
York TV campaign, Pequot manage-
ment and its agency, Jackson and
Company, had evidence of the medi-
um’s pulling power. More than 50
phone calls were recorded at L.
Bamberger & Co., Newark (N.J.)
department store, the day following
a spot on WATV. Similar activity
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was reported at other department
stores throughout the duration of
the schedule.

Said Clinton B. Tooley, Pequot’s
advertising manager: ‘Television
offers us the opportunity to put
across the Pequot story right in the
home-—where our products are used.
Furthermore, the very successful
team of television and newspapers
can be brought to bear for Pequot
through enlisting store cooperation
by mentioning their names in our
TV promotions.”

Spots Mentioned Stores
Via Six-Second Trailers

Tooley’s reference to the possi-
bilities of reciprocal promotion was
the kevnote to the Pequot merchan-
dising technique in the New York
campaign. Six-second trailers were
inserted in the three one-minute
film spots mentioning New York
department stores in groups of
three (see cut). The stores were:
Macy’s and Altman’s (New York) ;
Bamberger’'s and Kresge's (New-
ark, N.J.); Loeser's (Brooklyn);
Gertz (Jamaica, L.1.) ; and Goerke’s

Elizabeth, N.J.

Further amplification of the mer-
chandising angle came through in-

INTO $100,000 MAJOR MARKET SPOT SCHEDULE

stallation of motion picture projec-
tors in the stores (at their own re-
quest) which ran the same spot
films continuously throughout the
sale. All of this promotion effort,
according to Wallace A. Lancton,
agency TV and radio director, was
paid for by Pequot. The only co-
operation asked of the stores was a
request to back up the video cam-
paign via newspaper advertising.
Identical merchandising will be
used in all markets on special pro-
motions, although slides may be
used in place of trailers in some
cases. In addition, the spot films are
available to any store for use in
their own TV advertising at no cost.

Commercials Produced
For Under $6,000

A combination of full animation
and live photography, the series of
three Pequot commercials were pro-
duced under the supervision of the
agency through the facilities of
Jam Handy, with production costs
totaling ‘‘well under $6.000,” ac-
cording to Lancton. Each of the
film spots tell a story, built around
a “dream sequence,” with the qual-
ity of the product overcoming (1)

(continued on page 31)



WWJ.-tv

Detroit’s major-league sports station

FROM Detroit Tiger ball games to University of Detroiters not only look to WWJ-TV for the best

Michigan football . . . and now to Red Wing

in sports, but also for the best in everything else

hockey. That’s the major-league sports line-up at . .. local and NBC programming, clearer pictures,

WWJ-TV, first television station in Michigan. better engineering and production know-how. If

Detroit has always been a sports-crazy town, and
WWIJ-TV has catered to sports fans ever since its

beginning three years ago. Today, it’s paying off!

you want to tell your product story effectively and
visibly to the multi-billion dollar Detroit market,

do it on WWJ-TV, tops in television in Detroit.

FIRST IN MICHIGAN Owned and Operated by THE DETROIT NEWS

WWJ -TV

NBC Television Network

National Representotives: THE GEORGE P. HOLLINGBERY COMPANY
ASSOCIATE AM-FM STATION WWwWJ



backstage

WITH PALL MALL'S
the big story

ITH almost three years be-

hind it as a successful AM
show, The Big Story (NBC, alter-
nate Fridays, 9:30-10 P.M.) has
turned out to be one of TV’s better
programs. Based on true stories of
outstanding accomplishments of
newspaper reporters the show, pack-
aged by Prockter Productions, has
plenty of dramatic punch. OQutstand-
ing is the use of film integrated with
the studio produection. In fact, it is
the use of film to supply complete
background and locale of story that
makes the program.

Once a story has been okayed by
the sponsor, Pall Mall, (American
Cigar & Cigarette Co.), and the
seript is written, an advance man
goes to the city where the reporter
works. This is about two months be-
fore the telecast. The advance man
picks out various shooting locations
(e.g., newspaper building, news
room, streets, ete.) and makes ar-
rangements for shooting exterior
and interior scenes on 35 mm film.
About three days later he is joined
by the director and reports to him
on the locations chosen. Shortly
thereafter the actor who will por-
tray the reporter comes to the city
and gets the “feel” of the locale.

On the following day the Prockter
Productions camera crew of four
men arrives in the city via station
wagon which has all necessary
lighting and 35 mm camera equip-
ment, and a shooting top. The sta-
tion wagon is, in effect, a well-
equipped portable film studio.

Film shots like this of Pittsburgh theater
are backbone of program.

The camera crew, director, and
actor spend about two or three days
shooting scenes that require thou-
sands of feet of film—the amount
depending on the story involved.
They spare no effort to give the TV
audience a look into every nook and
corner that figures in a story dra-
matization. In fact. the crew—al-
ways on the alert to give a telecast
complete authenticity—have never
hesitated to climb mountains, liter-
ally, to attain their objectives.

Following the ‘“shooting’” phase
of Big Story, the film is developed
and sent to Producer Bernard
Prockter so that he can see all
rushes. He then decides what shots
will be used and what their length
will be. Then a rough cut is made
of the film, and once approximate
timing has been established, it is
trimmed down for final printing.

Now the film is given to optical
and special effects people for dis-
solves, fades, wipes, etc. Simultane-
ously, the laboratory makes the fin-
ished print, which is then ready for
integration into the show. These
and other operations are, of course,
facilitated because Prockter has, in
its own offices, special cutting, edit-
ing, and projection rooms.

To save time, the producer is in

(continued on page 31}

Left to Right: Charles Skinner, Director; Blanche Bromberg, Production Assistant;
and Bernard J. Prockter, Producer of ""The Big Story."
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OF NEW 16mm

SOUND QUALITY FOR
TELEVISION

Actual enlargement (unretouched) of new Maurer
Multiple Track combined with picture.

THE NEW MAURER
MULTIPLE TRACK

what is it?

Six variable area sound tracks occupy-
ing the same space as one ordinary
single track.

what are its
advantages?
Noticeably better reproduction of

cound on the average !6mm television
reproducer.

can it be printed?

Yes, on all 16mm black and white
prints, from the recorded original.
No change in projector necessary.

where to get it

From original |6mm Maurer record-
ings. Prints of superlative quality are
made by Precision on Maurer lab-
oratory equipment. Or we can re-
record from magnetic tape to the
new Multiple 16 Track.

Send for
Sample Film Clip and
Technical Data

PREGISION

FILM LABORATORIES, INC.
21 West 46 5t. New York, M. Y.

9
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\ \ g oven lightly. It's the third largest city in \ [ /
\ |/ the country. It's second in number of TV re- \ |

\

Is TV a pretty picture in Philadelphia? ‘\

| first in average quarter-hour ratings. \

And the city itself is not to be passed \

/ ceivers. And even more important to you, its audi- \ /

g

BB

On WCAU-TV it's a mighty sweet picture.

\
\  Toke the popularity of local programs. In the month I\ l
\  of September, 1949*, WCAU had all 5 of the 5 / \ |
\  top daytime shows. Two of the top 5 night- / \ '
time shows. All 5 of the top 5 Sunday / \ I

\  shows. Of all the local shows it rated 6/
\ of the top_'IO and, for the nighttime / I l
| viewing in Philadelphia, WCAUranked | ' i
l
|

\ ’ ence has almost trebled since February, 1949. /

\\ Philadelphia is a TV center. WCAU-TV s in the center \/

/ of Philadelphia. With its transmitter
/ located at the hub of the market, it
/ gives its strongest signal and best picture

/ where density of population is the greatest.

’ *September Telepulse.

~
WCAU | .«
CBS Affiliate FM \

The Philadelphia Bulletin Stations
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Video: Camera
pans across crowd
and closes up to
"Wooly" in audi-
ence. After he
gets the brush-
off from each of
the lovelies...
he's brought up
sharply when the
announcer speaks
his name. Eyes
popping, Wooly
stares right into
the camera as the
announcer tells
him: "Wooly, lay
off those tonics
with alcohol that
dry out your hair
and scalp."

a monthly critique
of current commercials

Outstanding are the Chese-
brough Vaseline Hair Tonic
commercials, because they
are tailor-made for a
specific show—the Roller
Derby. By perfect integ-
ration, the commercials
actually become a part of
the sports event. Here's
a case where film commer-
cials make it possible to
capture the excitement of
an event without facing
the sometimes insurmount-
able obstacles of the live
technique. Excerpts from
the script are shown here
with stills from three of
the commercials. Video
Varieties produced for
MeCann-Erickson agency.

The Roller Derby.....
brought to you by the
makers of Vaseline
Hair Tonic...

Here's another famous
derby in action!

Vaseline Hair Tonic is
the star here...Out to
make a record for bet-
ter looking hair.
...Vaseline checks dry
scalp!

Dry scalp is out!
(Burst of cheer from
the crowd.)

They're all out of the
race. Check dry scalp
—give double care to
scalp and hair with
the champ!

...And here he is——
the family favorite...
Vaseline Hair Tonic.



beer in
baltimore

NATIONAL & GUNTHER, COM-
PETING IN THE SAME MARKET
WITH MORE THAN 20 HOURS A
WEEK OF TV, USE THE MEDIUM
DIFFERENTLY BUT SUCCESSFULLY.

Other beer companies using TV in Boltimare, but to
a lesser extent: American Brewery, Inc. (spots); Free
State Brewery Corp. (weather spots); Globe Brewing
Co. (spots).

National Brewing Co.,
by David Hale Halpern
Director, Radio & Telephone
Owen & Chapell

N October of 1947 there were

only 1,600 television sets in the
entire Baltimore area. The main
question was whether an advertiser
should plunge into an untried, un-
tested medium at a cost that was
high in order to reach a circulation
that was pitifully low. It was obvi-
ous right from the start that no
advertiser, at that stage of the
game, could possibly receive dollar-
for-dollar value for the monev to
be spent.

So, we had to ask ourselves
whether to plunge into TV then or

One of National's studio shows.

Gunther Brewing Co.,

by David Nyren

Television & Radio Director,
Ruthrauff & Ryan, Inc., Baltimore

HEN an advertiser sponsors
a television program in his
local area without even waiting for
a station to be built, would you say
he was enthusiastic about televi-
sion? This enthusiasm has made the
Gunther Brewing Company of Bal-
timore one of the most active local
television sponsors in America, with
a current total of 12 sponsored
hours a week in the Baltimore-
Washington area.
Even before Baltimore had a sta-
tion, Gunther was telecasting from

Gunther's Campofreda as m.c.

to sit on the side lines and wait.
Working upon the premise that the
medium would grow—and grow
rapidly—it was the combined feel-
ing of all concerned that if an in-
vestment (and all our plans were
considered in terms of an invest-
ment for the future) were to be
made, it should be made at that
time. Consequently we made the
plunge—with careful abandon—si-
multaneously with the opening of
WMAR-TV, Baltimore's first sta-
tion.

Sports Shows Chosen
As Initial TV Effort

We started out with the most
obvious type of programming-
sporting events. For a year or more
we sponsored all types of sporting

"“Amateur Parade' contestants,

Washington with the intention of
hitting the sets already in the Balti-
more area. The lessons that the
Gunther Company, and we, as its
advertising agency, have learned
and the success they have had in
TV can be a guide and a model for
many local advertisers to follow.

Our client’s enthusiasm for TV
was generated by the success story
they had experienced in radio. As
probably the biggest radio sponsor
in Baltimore, it was only natural
that Gunther should evince great
interest when television came on
the scene.

Choice of a program was not a
difficult problem. Gunther’s main
radio experience lay in the field of

Integration of commercial with guest.



events that were available to Balti-
more, such as professional basket-
ball, professional football, tennis,
wrestling, horse shows, polo match-
es, rodeos, and so forth.

Our commercials probably would
leave much to be desired by today’s
standards, but two years ago they
were perfectly adequate. We used
the simplest form of visualization
on silent film with a live commen-
tary by our announcer.

During the midst of our sporting-
events phase of TV, we realized that
sports alone was far from being the
only answer to good television pro-
gramming and advertising. Two
reasons prompted this. One was the
fact that sporting events were eith-
er one-time shots or, at best, were

Trademark used on film commercials,

seasonal. These attractions left
much to be desired in the way of
continuous effort. We found that we
were not building upon a regular
basis so as to attract and hold a
growing audience time after time.
We were not setting any deep-rooted
viewing patterns that would have
any lasting value. We were not mak-
ing the most of each time segment
in terms of getting the most out of
a time franchise.

Sports Rights
Became a Problem

Secondly, and equally important,
was the fact that the sports promo-
ters were starting to treat television
as the golden pot at the end of the
rainbow. They asked higher and

Product & brand identification.

sports. They broadcast many forms
of sporting events . . . boxing, wres-
tling, baseball, football and most
others. In addition, Gunther broad-
cast the most popular daytime pro-
gram in Baltimore, Radio Sports
Special. Based on this radio success,
(plus the fact that Baltimore is an
avid sports town, eager for news
of racing and baseball) and after a
thorough check of all show possi-
bilities, we presented to our client a
TV show modeled after their out-
standing radio attraction. Thus, the
TV Sports Special was born.

An all-around sports show, of pri-
mary appeal to men, the show was
aimed both at reaching the large
tavern audience (almost every tav-
ern and bar in Baltimore has a tele-

Gunther guest Champ Ezzard Charles.
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vision set for the entertainment of
its patrons) and the home audience
of factory workers who quit work
in the late afternoon. TV Sports
Special is broadeast from Monday
through Saturday from 5:00 to
6:00 P.M. Its first broadcast took
place last August 15th over WAAM
in Baltimore. On September 12th,
the show added WTTG in Wash-
ington.

Campofreda a Strong
Local Personality

TV Sports Special features Nick
Campofreda as master of ceremon-
ies, the personality chosen to blend
its various departments together
into a smooth, entertaining, fast-
paced show. Campofreda was chosen

Integration: Beer for ball players.

higher prices for “rights.” They
were completely out of line as far
as TV was concerned. It is not the
purpose of this article to go into the
many-sided question of television
“rights.” But regardless of all of
the factors concerned, it became a
glaring fact that “rights,” in most
instances, were economically un-
feasible, undependable, and unpre-
dictable.

Therefore, we started to analyze
various other types of programming
that would be compatible with good
showmanship, continuous in effort.
yet planned so as to be produced
well by the production staffs of local
television stations.

After careful consideration, we
started a half hour program, The

Demonstrating the handy package.

for several reasons. He is well-
known and well-liked in Baltimore,
an outstanding athlete (former star
of the nearby Washington Redskins
professional football team), with
the quick wit and pleasant manner
necessary for the show’s success.
Catering to the wants of its viewers,
Sports Special emphasizes racing
results from all tracks, plus the lat-
est headlines of other sports.
Each day, an outstanding sports
personality is “action-interviewed”
. . . by this we mean elimination of
the usual “talky” type of interview.
Instead, every celebrity performs in
the field in which he excels. Boxing
champions, Davis Cup tennis teams,
golf wizards, football heroes .
{continued on page 32)

Gunther Girl has delivered the goods.




WASHINGTON'S MOST POWERFUL and FIRST SEVEN-NIGHT-A-WEEK TELEVISION STATION

Owned and Operated by
THE EVENING STAR
BROADCASTING COMPANY
724 Fourteenth Street N.W.
Washington 5, D. C.

Represented Nationally by

ABC SPOT SALES

NATIONAL BREWING

National Amateur Parade from the
stage of a local Baltimore theatre.
We gave just rewards to the weekly
winner with the further attraction
of a guaranteed network appearance
for the grand finalist once every six
weeks on the Original Amateur
Hour with all expenses paid for the
trip to New York. We then bought
the professional wrestling matches
in Baltimore each week. having
proper commitments to be sure
“rights” were well under control.

Pioneered Daytime TV

Once these two programs were
set, we decided to pioneer in the
field of afternoon television. We
built a combined snorts and variety
program, The National Sports Par-
ade, 50 as to appeal to men in public
places as well as women in their
homes. We put this program on
from 4:00 to 5:00 p.m., Monday
through Fridav. and from 4:00 to
6:00 on Saturday.

By this time orr client was regu-
larly sponsoring a minimum of
eight and one-half hours of “live”
programming per week. But quan-
titv alone is not a deciding factor.
These programs have become so
outstanding that thev lead all local-
lv produced programs in Baltimore
by a very wide margin as illustrated
by the latest Baltimore ratings re-
leased by the American Research
Bureau based on the week of Oct.
16th to 23rd:

Sports Parade (4:15-4:30 seg-
ment only) on a Monday thru Fri-
day sked, showed a high of 9.1 to a
low of 5.7. while its opvposition
ranged from a 1.7 to a 0.1. National
Amateur Parade (7:15-7:30 seg-
ment only) showed an 18.5 rating,
as compared to a 20.9 for its oppo-
sition—a film feature which started
a half-hour before Parade hit the
air. Wrestlin®, on Tuesday night
(local show), had a high of
34.3 as compared to a 25.0 for its
closest competitor—The Original
Amateur Hour, a network feature.

National Extended
TV Coverage To D.C.

During this same period of time,
we were conducting similar experi-
ments in Washington. As soon as
our afternoon telecasts in Baltimore
had proved successful, we pioneered
again by microwaving the entire
7 afternoon hours per week directly
to Washington where it is being
picked up and re-telecast over
WMAL-TV. We also purchased the
Dennis James professional wres-
tling matches from New York,
which are telecast weekly for an

hour and a half over WTTG. Once
again this gave us a total of 8%
hours of programming in Washing-
ton. And once again the factor of
good TV entertainment began to
tell. Besides all this programming,
we continued to purchase spot an-
nouncements in top time availabili-
ties whenever possible, and recently
we spread our spot purchases to in-
clude WTVR in Richmond, Va.

As far as our commercial mes-
sages are concerned, we have found
that doing them on film, in most
instances, gives us what we want
with full insurance that the mes-
sage that goes out on the air will
be exactly as we wish it. From a
humble beginning of simple, silent
films, we have progressed to much
more intricate ones, all of which
are now made with sound track.
Handling two products as we do
(National Bohemian Beer and Na-
tional Premium Beer), it is of ut-
most importance that we keep the
character of our commercials far
apart, so as to eliminate any pos-
sible confusion. National Bohemian
Beer features a trade-mark figure—
a Bohemian singing waiter—and in
our filmed television commercials
we use this trade-mark to good
advantage.

TV Helped National
To Open New Markets

Of course no story is worth tell-
ing unless it spells out success.
After two years of using television
as an advertising medium for our
client, all concerned are convinced
that television is not only an excel-
lent advertising medium but an ac-
tual sales medium as well. Televi-
sion has helped materially to solid-
ify the position of our client in his
key markets and to open up rela-
tively new or sparse markets. Re-
quests from outlying territories
have been received from dealers
and distributors who have never
handled our eclient’s products but
who have seen our products on the
air.

This is high praise indeed for
television. We have also found that
visualization of our products cre-
ates a much deeper retentive value
than that of the spoken word alone.
Proper use of sight and sound has
brought new effectiveness to the
advertising message, particularly
when placed in the proper program
setting. From a standing start two
years ago, television now accounts
for approximately 20 per cent of
the annual advertising budget—
approximately $1,000,000 annually
in all media.

It is the plan of all concerned in

{continued on page 32)
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OPERATING
STATIONS

Receiver
(Network Affillation Circula-
in Parentheses) tion

U. S. TOTAL AS OF
NOVEMBER 1, 3,024,712

Albuquerque 1,200
KOB-TV (A, C, D, N}

Atlanta 20,000
WSB-TV (A, N)
WAGA-TV (C, D)

Baltimore
WAAM (A, D)
WBAL-TV (N)
WMAR-TV (C)

Birmingham
WAFM-TV (C)
WBRC-TV (D, N}

Bloomington
WTTV

Boston 177.000
WBZ-TV (N)

WNAC-TV (A, C, D)

Buffalo 44,954
WBEN-TV (A, C, D, N)

Charlotte 7,800
WBTV (A, €, D, N)

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

Cincinnati
WLW-T (N)
WKRC-TV (C)
WCPO-TV (A)

Cleveland-Akron
WEWS (A, C, D)
WNBK (N)

Columbus 18,000
WLW.C (N)

WTVN
WBNS-TV (C)

Dallas-Fort Worth
K8TV (D, P)

Dayton
WHIO-TY (A, C)

WLW-D (D, N)

Davenport

WOC-TV (N)

100,036

251,207

101,358

TELEVISION

SALYT LAKE CITY
—_———

ALBUQUERQUE 1

PHOENIX 14

OVEMBER,

1949

{Statistics as of Nov. 15)

Operating Stations
Market Areas
CP's Issued

89
52
21

MAGALZINE'S STATUS MAP

ST, PAULMINN. 2

D RAPIDS !
LANS!
| ;. DETROIY

MILWAUKEF 1

KAL.

CHICAGO Q
DAVENPORT

AMES 1.
JOHNSTOW
;ROCK IS D 1. PITTSBURGH 1

DAYTE V s R
INDIANAPORIS 1

CINCINNATI 3

BLOQAINGTON 1 HUNTINGTON 1

KANSAS CITY 1
LOUISVILLE 1 1)

GREENSBORO 1
TuLsa 1
NASHVILLE 1
OKLAHOMA €ITY 1
' MEMPHIS 1
ATLANTA 2 72

BIRMINGHAM 2

DALLAS 1

NEW ORLEANS
—

SAN ANTONIO 2/  HQUSTOH

KTTV (C)
KECA-TV (A)

Louisville 13,014
WAVE-TY (A, C, D, N)

Memphls 9.910
WMCT (A, €, D, N)

Miami 11,968
WTVJ (C, D, N)

Milwankee 50,000
WTMJ-TV (A, €, D, N)

New Haven 42,157
WNHC-TV (C, D, N)

New Orleans 8,204
WDSU-TV (A, C, D, N}

New York
WABD (D)

WATY
WCBS-TV (C)
WJZ-TV (A)
WNBT (N)
WOR-TY
WPIX

Oklahoma City 11,587
WKY-TV (A, C, D, N)

Omaha 2,798
KMTVY (C)
WOW-TV (N)

Philadelphia
WPTZ (N)
WCAU-TY (C)
WFIL-TV (A, D)

Pittsburgh 42,000
WDTV (A, €, D, N)

Providence 17,000
WJAR-TY (C, N}

Richmond 20,000
WTVR (D, N}

Rochester 11,300
WHAM-TY (C, N)

St. Louis 57,600
KSD-TV (A, C, D, N)

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

WTCN-TVY (A, C, D)

Salt Lake City 7.200
KDYL-TV (N)

KSL-TV (A, C, D)

San Diego 12,100
KFMB-TV (A, C)

San Francisco-Oakland 25,659
KPIX (C, D, N)

KGO-TV (A)
Schenectady 35,099

880,642

285,000

Applications Pending 351
Detroit

WJBK-TV (C, D)
WWJ-TV (N}
WXYZ-TV (A)
Erie 19.700
WICU (A, C, D, N)
Fort Worth-Dallas 20,000
WBAP-TV (A, D, N)
Grand Rapids 7,000
WLAV-TV (A, D)
Greensboro 6,531
WEFMY-TV (A, C, D, N)
Houston 6,936
KLEE-TV (A, €. D, P)
Jacksonville
WMBR-TV (C, D, N) OPENING DATES:
Johnstown 6,400
WJAC-TV (N) -
Indianapolis 12,199 é
WERM.TV (C, D, N) IMPORTANT ANNOUNCEMENT ON RECEIVER CIRCULATION STATISTICS O
Kansas City . . . . ; Dal?lﬁ.n
WDAF-TV C. D, N) It is extremely difficult to obtain sources are usually the electrical with station estimates and other on sets shipped into television areas. acy, we believe it not only a step "un“ng;"f:’
Lancaster 15,974 accurate figures on receiver circula- associations which have, for years, factors for a final report on each plus monthly production figures; (2) forward in sfcndcr‘du'ahon: but WSAZ-TV
WGAL-TYV C, D, N) tion. Stations and all others con- maintained a close relationship with city's circulation figures. local estimates (station, distributor probably the rposf re_ahshc e‘shmcfes Phoenix
Los Angeles 251,000 cerned are doing their best to pre- the dealer and distributor. The Na- Realizing the great need for accur-  or electrical association); (3) mar- on receiver circulation available at s:;l’:“'?mn'o
KFI-TV sent reliable statistics. Unfortunate- tional Broadcasting Company, com- ate statistics, TELEVISION MAGA- ket size, length of time of TV service,  this fmze. WOAI-TV
KLAC-TV ly, there are many variable factors. piling their own estimates, use a ZINE, in the hope of standardizing and number of stations; and (4) NBCy. Detailed breakdown of TELEYI- San Francisco
KNBM (N) The principal source tor local set tormula based on the size ot the receiver circulation information, has findings. SION MAGAZINE'S formula for cir-
KTLA (P) information are the local distributors market, number of stations, coaxial set up its own formula. Four controls

KRUN-TY
While under this plan there can culation estimates is available upon
KTSL (D) in each market. The most reliable cable, etc. This, in turn, is checked are used: (1) RMA quarterly reports be no guarantee of absolute accur- request.

WRGB (A, C, D, N)
Seattle 12,600
KING-TV (A, C, D, N)
Syracuse 15,104
WHEN (A, C, D)
Toledo 25,000
WSPD-TV (C, D, N)
Washington 69,550
WMAL-TV (A)
WNBW (N)
WOoIC (C)
WTTG (D)
Wilmington
WDEL-TV (D)

129,000

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

December 1
December
December 3
November 1!
November !
November 15
vecemboer 1t

November 17

December 1




AMALIE

(continued from page 15}
tions; (5) The best opportunity for
merchandising the sales and adver-
tising efforts to present and pros-
pective Amalie dealers.

The entertainment type which
came closest to a “natural,” we felt,
was the midget auto races at Free-
port, L.I., telecast Friday nights
(9:30-11 PM) for 12 weeks over
WPIX, the New York Daily News
station. The program had all the
elements required for intensive, fast
promotion.

Merchandising Plan
Coincided With Show

Simultaneously with the sponsor-
ship of the show a complete mer-
chandising operation was set in mo-
tion. It was our object to leave no
stone unturned in driving for sales
results. Outlined below are some of
the merchandising ideas that were
coordinated with the television
program:

Program  promotion: Weekly
newspaper ads promoting the pro-
gram; souvenir photo folder and
scorecard offered to televiewers,
free program schedules for dealer
giveaways; program announcements
on WPIX; Freeport race track was
loaded with Amalie signs; Amalie
and TV programs advertised in all
racing programs. Dealer promotion:
‘“Amaliegrams’ were sent to all em-
ployees of L. Sonneborn Sons, Ama-
lie dealers, prospects, etc.; complete
brochure of dealer helps prepared;
window strips and streamers for
dealers; counter cards and banners
for dealers; newspaper mats for
dealers; complimentary race tickets
for dealers and friends; Amalie
trophies to be awarded to winning
drivers at end of season were dis-
played and rotated among dealers;
Amalie Family Album picture plugs
on program for new dealers taking
on Amalie Oil. Plus: Free oil to
winners in each race; extra Amalie
lap money on feature races.

The decision was made to use
live commercials only on the show.
Two versions were employed; one
using title cards and announcer, the
other using announcer Rex Marshall
on camera demonstrating the prod-
uct package, mileage bond, etec.

Formal commercials were kept as
brief as possible and no more than
four were used in the 90-minute
show. Due to the nature of the pro-
gram, the oil prizes awarded in each
race, the extra lap money on feature
races, etc., it was possible to insert
“quickie” plugs and mentions of
Amalie without making them ob-
noxious. Credit for the smooth ref-
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erences to Amalie must be given to
Duke Donaldson who did a master-
ful job of race calling.

One commercial on each program
was known as the “Amalie Family
Album.” Flipping the pages to sim-
ulate the familiar picture album,
we were able to show photographs
of new Amalie dealers and their es-
tablishments. The accompanying
narration was a 50-word plug for
each dealer shown. It proved to be
a very successful device in selling
new dealers.

By continual promotion and mer-
chandising, the program was kept
at a high interest pitch. It provided
the excitement and pace needed to
keep the Amalie salesmen on their
toes. It gave them a kind of selling
ammunition they had never before
worked with. Both dealers and pros-
pects were impressed with the pro-
motion and all the tie-ins available
to them.

Audience reaction to the program
series was very gratifying and it
was readily established that we had
televiewers far beyond the normal
reception area. This fact was veri-
fied through a giveaway offer made
on the program of a souvenir photo-
graph-scorecard folder, with pic-
tures of leading drivers, racing
rules, etec. In the course of nine
weeks during which the offer was
made, over 7,000 pieces were given
away.

The Results: Increase
In Sales, Distribution

In appraising the success of the
12 week TV campaign, we carefully
point out the following facts: (1
Television was the only advertising
medium used; (2) One program
and one station were used; (3) The
entire campaign was merchandised
to the nth degree; and no possible
tie-in was overlooked.

The results were marvelous. Sales
were increased, distribution was ex-
panded and thousands of new con-
sumer friends were won for Amalie-
Pennsylvania Motor Oil in the met-
ropolitan area. While we obviously
cannot divulge specific sales figures,
we can report the fact that the orig-
inal minimum sales quota set for
the operation was exceeded substan-
tially. And to quote L. R. LaViez,
Amalie sales manager, “Television
provided a sales impact that was
much greater and more successful
than any other media we have used
in the metropolitan area.”

Significant, too, is the fact that
with the end of midget auto racing,
L. Sonneborn Sons, Ine. is continu-
ing with TV to promote Amalie in
this area via the Jimmy Powers’
Powerhouse on WPIX. In addition,
Amalie is now being advertised ex-
clusively in the Boston area with a
similar format and program featur-
ing Bump Hadley's Country Store
on WBZ-TV.

Another Amalie promotion piece sent to present and prospective dealers to plug
the TV campaign.

presents

’
STy reL

® From Freeport, L. I.
o Every Friday, 9:00 PM
o Station WPIX
® Channel 11

AMALIE

Refiners of Amalie Pennsylvania Motor Oil and Lubricants

’”Ef};s/o///

...starting Friday, June 17

MIDGET AUTO
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relevision sells oil for amalie

WMIOGETAYTORUCES,
lo s o g

THE KEY TO AMALIE SUCCESS
IS THE MDSG. DRIVE BEHIND
ITS TELEVISION ADVERTISING

by Peter A. Krug
Director of Radio & Television
Hicks & Greist, Inc.

HE success of television adver-

tising cannot be guaranteed
any more than can advertising in
other media. Since most advertisers
use television in conjunction with
other media, TV alone has not been
too accuratelv measured as a sales
medium. True, we have all read case
histories which seemingly point to
TV as the “miracle medium” in sell-
ing consumer goods. What would
happen if television were selected
to do what vou could really call a
man-sized” selling job?

In the past six months we have
had an excellent opportunity to use
television, to study it, to appraise
its selling effectiveness in the New
York market.

Amalie Used Little
Advertising Before TV

Our client, L. Sonneborn Sons,
Inc., refines and packages Amalie-
Pennsylvania Motor Oil—a brand
name that is over 40 years old.
Nevertheless, Amalie was a new
product to most of the car owners
in the New York metropolitan area
since there had been relatively little
advertising to promote the product.
The problem, as we faced it, was to
design a two-fold plan: (1) distri-
bution must be increased; and (2
the consumer must be told about
Amalie Motor QOil.

In building a plan, the approach
to the selection of advertising media
was preceded by agency market re-
search on the distribution, sales and
product acceptance of Amalie Oil.
With the information gained it was
possible to evaluate the distribution
potential of Amalie Oil and arrive
at a budget. Because the promotion
was to be restricted to the metro-
politan area, the choice of media
was narrowed to newspapers, out-
door bulletins, local radio and tele-

vision. One of these, or a combina-,

tion of several, could be used.

Television Selected
As Only Ad Medium

Our first and only recommenda-
tion for the promotion was televi-
sion. To support our recommenda-
tion we offered the 10 following
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Amalie left no stone unturned in merchandising its TV drive. Above: cover of the
score card offer to viewers. Below: window poster for dealer promotion.

...the Heat Resistant Oil

with the 30,000-Mile
New-Car Guarantee!

points: (1) TV is a brand new me-
dium; (2) TV offers startling sales
impact; (8) TV offers amazing
product identification value; (4) TV
is a completely flexible medium; (5)
TV is personal demonstration in the
home; (6) TV has great promotion-
al and merchandising possibilities;
(7) TV moves fast to establish a
product or name; (8) TV provides a
talked-about means of exploiting a
product; (9) TV stimulates product
acceptance and distribution; (10)

TV is a fluid medium, with respon-
sive circulation confined within con-
cise market areas.

The next step was the selection
and recommendation of the pro-
gram vehicle for the sales message.
The requirements were outlined as
follows: (1) A preponderantly male
audience; (2) Something novel, ex-
citing; (3) The best opportunity
for selling a motor oil; (4) The
best opportunities for tie-in promo-

(continued on page 18)
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television sells oil for amalie

MIOGELAUTORACES

THE KEY TO AMALIE SUCCESS
1S THE MDSG. DRIVE BEHIND
ITS TELEVISION ADVERTISING

by Peter A. Krug
Director of Radio & Television
Hicks & Greist, Inc.

HE success of television adver-

tising cannot be guaranteed
any more than can advertising in
other media. Since most advertisers
use television in conjunction with
other media, TV alone has not been
too accurately measured as a sales
medium. True, we have all read case
histories which seemingly point to
TV as the “miracle medium” in sell-
ing consumer goods. What would
happen if television were selected
to do what you could really call a
“man-sized” selling job?

In the past six months we have
had an excellent opportunity to use
television, to study it, to appraise
its selling effectiveness in the New
York market.

Amalie Used Little
Advertising Before TV

Our client, L. Sonneborn Sons,
Inc., refines and packages Amalie-
Pennsylvania Motor Oil—a brand
name that is over 40 years old.
Nevertheless, Amalie was a new
product to most of the car owners
in the New York metropolitan area
since there had been relatively little
advertising to promote the product.
The problem, as we faced it, was to
design a two-fold plan: (1) distri-
bution must be increased; and (2
the consumer must be told about
Amalie Motor Oil.

In building a plan, the approach
to the selection of advertising media
was preceded by agency market re-
search on the distribution, sales and
product acceptance of Amalie Oil
With the information gained it was
possible to evaluate the distribution
potential of Amalie Oil and arrive
at a budget. Because the promotion
was to be restricted to the metro-
politan area, the choice of media
was narrowed to newspapers, out-
door bulletins, local radio and tele-

vision. One of these, or a combina-.

tion of several, could be used.

Television Selected
As Only Ad Medium

Our first and only recommenda-
tion for the promotion was televi-
sion. To support our recommenda-
tion we offered the 10 following

Television Magazine * November 1947

Amalie left no stone unturned in merchandising its TV drive. Above: cover of the
score card offer to viewers. Below: window poster for dealer promotion.

cores 0

7

f Racing Drivers
use e hot /"ng

AMIALIE

...the Heat Resistant Oil

with the 30,000-Mile
New-Car Guarantee!

points: (1) TV is a brand new me-
dium; (2) TV offers startling sales
impact; (3) TV offers amazing
product identification value; (4) TV
is a completely flexible medium; (5)
TV is personal demonstration in the
home; (6) TV has great promotion-
al and merchandising possibilities;
(7) TV moves fast to establish a
product or name; (8) TV provides a
talked-about means of exploiting a
product; (9) TV stimulates product
acceptance and distribution; (10)

TV is a fluid medium, with respon-
sive circulation confined within con-
cise market areas.

The next step was the selection
and recommendation of the pro-
gram vehicle for the sales message.
The requirements were outlined as
follows: (1) A preponderantly male
audience; (2) Something novel, ex-
citing; (3) The best opportunity
for selling a motor oil; (4) The
best opportunities for tie-in promo-

(continued on page 18)
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OPERATING
STATIONS

Receiver
(Network Affiliation Circula-
in Parentheses) tion

U. S. TOTAL AS OF
NOVEMBER 1, 3,024,712

Albuquerque 1.200

KOB-TV (A, C, D, N)
Atlanta

WSB-TV (A, N}

WAGA-TV (C, D)
Baltimore

WAAM (A, D)

WBAL-TY (N)

WMAR-TY (C)
Birmingham

WAFM-TV (C)

WBRC-TY (D, N)
Bloomington

WTTV
Boston

WBZ-TV (N)

WNAC-TV (A, C, D)
Buffalo

WBEN-TVY (A, C, D, N)
Charlotte

WBTVY (A, C, D, N}
Chicago

WBKB (C)

WENR-TY (A)

WGN-TV (D)

WNBQ@ (N)
Cincinnati

WLW-T (N)

WKRC-TY (C)

WCPO-TV (A)
Cleveland-Akron

WEWS (A, C. D)

WNBK (N)
Columbus

WLW-C (N)

WTVN

WBNS-TV (C)
Dallas-Fort Worth

KBTV (D, P)
Dayton

WHIO-TY (A, C)

WLW-D (D, N)
Davenport

WOC-TV (N)
Detroit

WJBK-TV (C, D)

WWJ.TV (N)

WXYZ-TV (A)
Erie

WICU (A, C, D, N)
Fort Worth-Dallas

WBAP-TY (A, D, N}
Grand Rapids

WLAV-TV (A, D)
Greensboro

WFMY-TV (A, C, D, N)
Houston

KLEE-TV (A, C, D, P)
Jacksonville

WMBR-TY
Johnstown

WJAC-TV
Indianapolis

WFBM-TV (C,
Kansas City

WDAF-TV (A, C, D, N)
Lancaster

WGAL-TVY (A, C, D, N)
Los Angeles

KFI-TV

KLAC-TVY

KNBH (N)

KTLA (P)

KTSL (D)

20,000

100,036

5.700

177,000

44,954
7.800

251,207

42,000

101,358

18,000

20,000

18,000

129,000

19.700
20,000
7.000
6,531
6,936
(C. D, N)
6,400
(N)
12,199
D, N)
15,974
251,000

1/

TELEVISION

PHOENIX 14

SALY LAKE CITY 2

ALBUQUERQUE 1

Operating Stations
Market Areas
CP's Issued

Wilmington,

Angeles. Crosley
(WLW-D), Cincinnati
Columbus (WLW-C)

AT&T facilities.

It is extremely difficult to obtain
accurate figures on receiver circula-
tion. Stations and all others con-
cerned are doing their best to pre-
sent reliable statistics. Unfortunate-
ly, there are many variable factors.

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

OVEMBER, 1949
{Statistics as of Nov, 15)

Applications Pending

Interconnected cities served by the net-
works: Boston, Providence, New Haven,
New York, Schenectady.
Baltimore,
Richmond, Lancaster, Pit‘sburgh, Johns-
town, Cleveland, Erie, Buffalo, Roches-
ter, Toledo, Detroit, Dayton, Cincinnati,
Columbus, Chicago, Miiwaukee, Grand
Rapids, Indianapolis, and St. Louis. San
Diego served by direct signal from Los
stations

tWLW-T) and
served by
pany’s own microwave relay as well as

Philadelphia,

89
52
21
357

Washington,

in Dayton

come-

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

PORT WORTH 1

SAN ANTONIO 2.

IMPORTANT ANNOUNCEMENT ON

with station «
factors for a
city's circulatic
Realizing the
ate statistics,
ZINE, in the h
receiver circulc
set up its own {
are used: (1) R



'INE'S STATUS MAP

ST, PAJL-MINN, 2

KAL

CHICAGO

DAVENPORT 1}

AMES 1
JOHNSTOW
ROCK IS

3
5LOG TON 1 CINCINNA'{I

S48 Cite 1
s LR LA,
LOUISVILLE 1 1)

TULSA T4
NASHWVILLE 1
OKLAHOMA CITY 1
MEMPHIS 1
TLANTA 2 1/
BRMINGHAM 2

NEW ORLEANS

———

HOUSTON

RECEIVER CIRCULATION STATISTICS

on sets shipped into television areas,
pits monthly production figures; (2)
local estimotes (station, distribuior
or electrical association); (3) mar-
ket size, length of time of TV servize,

»stimates ond other
firal report on each
»n figures.

great need for accur-
TELEVISION MAGA-
ope of standardizing
1tion information, has
‘ormula. Four controls
MA quarterly reports

firdings.
While under this plan there can
be no quarantee of absolute accur-

PITTSBURGE 1

DAYT aus :
INDIAMAPONS 1

HUNTINGTON 1

GREENSBORO 1

CHARLOTIE

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

and number of stations; and (4) NBC 3 Detailed breokdown of TELEVI-
'SION MAGAZINE'S formula for cir-

culation estimates is available upon
request.

KTTV (C)
KECA-TY (A)

Louisville
WAVE-TV (A, C, D, N)

Memphis 9.910
WMCT (A, C, D, N)

Miomi
WwWTvVJ (C, D, N)

Milwaukee
WTMJ-TY (A, C, D, N}

New Haven
WNHC-TY (C, D, N)

New Orleans 8,204
WDSU-TY (A, C, D, N}

New York
WABD (D)

WATV
WCBS-TV (C)
WJZ-TV (A)
WNBT (N)
WOR-TY
WPIX

Oklahomo City
WKY-TV (A, C, D, N)

Omaha 2,798
KMTVY (C)

WOW-TVY (N)

Philadelphia
WPTZ (N)
WCAU-TV (C)
WFIL-TV (A, D)

Pittsburgh
wWDTV (A, C, D, N}

Providence
WJAR-TV (C, N)

Richmond
WTVR (D, N)

Rochester
WHAM-TY (C, N)

St. Louis
KSD-TV (A, C, D, N)

S¢. Paul-Minneopolis
KSTP-TV (N)
WTCN-TY (A, C, D)

Salt Lake City 7.200
KDYL-TV (N)

KSL-TY (A, C, D)

San Diego
KFMB-TY (A, C)

San Francisco-Oakland
KPIX (C, D, N)
KGO-TV (A)

Schenectady
WRGB (A, C, D, N)

Seattle
KING-TY (A, C, D, N)

Syracuse
WHEN (A, C, D)

Toledo
WSPD-TY (C, D, N)

Washington
WMAL-TY (A)

WNBW (N)
woIC (C)
WTTG (D)

Wilmington

WDEL-TY (D)

13,014

11,948
50,000
42,157

880,642

11,587

285,000

42,000
17.030
20,000
11,200
57.600

41,300

12,100

25,659

35,099
12,600
15,104
25,000
69,550

OPENING DATES:

Binghamton
WNBF
Cleveland

December 1

December 17

December 3
Huntington
WSAZ-TV
Phoenix
KPHO Novemter 27
San Antonlo
WOAI-TV
San Francisco
KRON-TV

November 15

November 15
December 11
Novemoaer 17

December 1




AMALIE
(continued from page 15)

tions; (5) The best opportunity for
merchandising the sales and adver-
tising efforts to present and pros-
pective Amalie dealers.

The entertainment type which
came closest to a “natural,” we felt,
was the midget auto races at Free-
port, L.I., telecast Friday nights
(9:30-11 PM) for 12 weeks over
WPIX, the New York Daily News
station. The program had all the
elements required for intensive, fast
promotion.

Merchandising Plan
Coincided With Show
Simultaneously with the sponsor-
ship of the show a complete mer-
chandising operation was set in mo-
tion. It was our object to leave no
stone unturned in driving for sales
results. Outlined below are some of
the merchandising ideas that were

coordinated with the television
program:
Program  promotion: Weekly

newspaper ads promoting the pro-
gram; souvenir photo folder and
scorecard offered to televiewers,
free program schedules for dealer
giveaways; program announcements
on WPIX; Freeport race track was
loaded with Amalie signs; Amalie
and TV programs advertised in all
racing programs. Dealer promotion:
“Amaliegrams” were sent to all em-
ployees of L. Sonneborn Sons, Ama-
lie dealers, prospects, etc.; complete
brochure of dealer helps prepared;
window strips and streamers for
dealers; counter cards and banners
for dealers; newspaper mats for
dealers; complimentary race tickets
for dealers and friends; Amalie
trophies to be awarded to winning
drivers at end of season were dis-
played and rotated among dealers;
Amalie Family Album picture plugs
on program for new dealers taking
on Amalie Oil. Plus: Free oil to
winners in each race; extra Amalie
lap money on feature races.

The decision was made to use
live commercials only on the show.
Two versions were employed; one
using title cards and announcer, the
other using announcer Rex Marshall
on camera demonstrating the prod-
uct package, mileage bond, etec.

Formal commercials were kept as
brief as possible and no more than
four were used in the 90-minute
show. Due to the nature of the pro-
gram, the oil prizes awarded in each
race, the extra lap money on feature
races, etc., it was possible to insert
“quickie” plugs and mentions of
Amalie without making them ob-
noxious. Credit for the smooth ref-
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erences to Amalie must be given to
Duke Donaldson who did a master-
ful job of race calling.

One commercial on each program
was known as the “Amalie Family
Album.” Flipping the pages to sim-
ulate the familiar picture album,
we were able to show photographs
of new Amalie dealers and their es-
tablishments. The acecompanying
narration was a 50-word plug for
each dealer shown. It proved to be
a very successful device in selling
new dealers.

By continual promotion and mer-
chandising, the program was kept
at a high interest pitch. It provided
the excitement and pace needed to
keep the Amalie salesmen on their
toes. It gave them a kind of selling
ammunition they had never before
worked with. Both dealers and pros-
pects were impressed with the pro-
motion and all the tie-ins available
to them.

Audience reaction to the program
series was very gratifying and it
was readily established that we had
televiewers far beyond the normal
reception area. This fact was veri-
fied through a giveaway offer made
on the program of a souvenir photo-
graph-scorecard folder, with pic-
tures of leading drivers, racing
rules, etc. In the course of nine
weeks during which the offer was
made, over 7,000 pieces were given
away.

The Results: Increase
In Sales, Distribution

In appraising the success of the
12 week TV campaign, we carefully
point out the following facts: (1)
Television was the only advertising
medium used; (2) One program
and one station were used; (3) The
entire campaign was merchandised
to the nth degree; and no possible
tie-in was overlooked.

The results were marvelous. Sales
were increased, distribution was ex-
panded and thousands of new con-
sumer friends were won for Amalie-
Pennsylvania Motor Oil in the met-
ropolitan area. While we obviously
cannot divulge specific sales figures
we can report the fact that the orig-
inal minimum sales quota set for
the operation was exceeded substan-
tially. And to quote L. R. LaViez,
Amalie sales manager, ‘“Television
provided a sales impact that was
much greater and more successful
than any other media we have used
in the metropolitan area.”

Significant, too, is the fact that
with the end of midget auto racing,
L. Sonneborn Sons, Inc. is continu-
ing with TV to promote Amalie in
this area via the Jimmy Powers’
Powerhouse on WPIX. In addition,
Amalie is now being advertised ex-
clusively in the Boston area with a
similar format and program featur-
ing Bump Hadley's Country Store
on WBZ-TV.

Another Amalie promotion piece sent to present and prospective dealers to plug
the TV campaign.

presents 5 r
® From Freeport, L. I.
o Every Friday, 9:00 PM

® Station WPIX
o Channel 1

AMALIE

Refiners of Amalie Pennsylvania Motor Oil and Lubricants

}Z—f};ﬂoﬂ/

...starting Friday, June 17

MIDGET AUTO
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DU MONT LEADSY/THE INDUSTRY WITH

Today, with the whole trend to
bigger and bigger screen sizes, DuMont is out in front
with the Life-size screen—an honest

203 square inches on the new short-neck 19-inch tube.

This is not only the largest tube in quantity
production, it offers many other advantages.
Its short neck gives a shorter beam throw and a
sharper focus; it fits in a smaller,

better proportioned cabinet.

From the very start, DuMont has been the industry’s
leading advocate of big-screen, direct-view
television. DuMont has been making 20-inch tubes
since 1939. Now everybody is climbing aboard

the big-screen band-wagon—but don’t forget,

it’s still DuMont in the driver’s seat.

nu M“NT%@W% %me Telovision,
Copyright 1949, Allen B, DuMont Loborotories, Ine.

Allen B. DuMont Laboratories, Inc. « General Television Sales Offices and the Du Mont Television Network, 515 Madison Ave., New York 22 « llome Offices and Plants, Passaic, N. J.
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the name in lights

Television Lighting

Announcing Century's
New Television Lighting Catalogue ®ar 3 sts o score

of TV Lighting instruments that are currently in use in
television studios. These were developed expressly to fill
particular needs of TV Lighting.

Dedicated to every aspect of TV Lighting, this
unusual Catalogue covers everything from glass filters to
Electronic Control Switchboards. Detailed specifications,
dimensions and performance data available on

request in addition to Catalogue. Write to:

Century Lighting Inc., 419 West 55th Street, New York 19, N. Y.
626 North Robertson Blvd., Los Angeles, Calif.
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what chance has an independent station?

ANALYSIS OF HOW KTLA'S ALERT PROGRAMMING
COMPETES SUCCESSFULLY WITH NETWORK SHOWS

OR some time now an indepen-

dent TV station, Paramount’s
KTLA, has dominated the seven
station competitive Los Angeles
market. KTLA's competitors include
four network television stations
and two independents. The *“‘wise”
betting is still against the indepen-
dent generally and against KTLA
for the long pull. But there’s no
brushing aside the phenomenal rec-
ord of KTLA during 1949.

The latest Hooper rating for
August-September shows this Par-
amount station garnering 10 out of
the top 10 programs. Undoubtedly
the factor that many network pro-
grams were enjoving a summer
hiatus is partially responsible for
this high rating. And the latest
Pulse findings do show an expected
change in ratings with the local
efforts giving way to the top net-
work programs. However, the over-
all rating still gives KTLA the
largest audience.

Audience Loyalty

But what’s important to both sta-
tions and advertisers is not so much
KTLA’s relative position, but the
factors behind the programming of
this station which enable it to com-
pete with network stations. There
is no quick or wholly satisfying ex-
planation. Many factors are involved
and undoubtedly the observable suc-
cess should be attributed to their
combined and cumulative weight.

The question may well be asked:
Is there such a thing as audience
loyalty to a station? Most Los An-
geles “experts” agree that if there
is, then KTLA has it. Nevertheless,
they refuse to believe in it and in-
sist that TV audiences can be
switched overnight to any station
offering something the public wants
to see. Since New York’s top-Hoop-
erated top-rated TV network shows
—uvia transeriptions—have been of-
fered throughout 1949 by KTLA’s
competitors, several questions im-
mediately suggest themselves. Is
the TV programming taste of Los
Angeles televiewers different from
New York televiewers? Up to now,
has the picture definition of the
N.Y. produced transcriptions been
inferior to that of KTLA’s live
shows? Has KTLA superior signal
strength?
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Godfrey Not In Top Ten
In Coast Program Ratings

Many of the shows that rate well
in New York do not fare well on
the west coast. While actual ratings
cannot be compared, relative posi-
tions in each market offer an indica-
tion of audience preferences. Arthur
Godfrey & His Friends — which
ranked fifth in New York, second
in Washington, third in Chicago,
fourth in Cincinnati isn’t even
in the first 10 in Los Angeles, ac-
cording to the Pulse report for Oc-
tober. Among televised sports on
the west coast, wrestling rates
three-to-five-times higher than box-
ing or baseball, and apparently is
very much more widely enjoved than
in the east.

Feature motion pictures, so far,
have proved much more popular TV
fare than most shows prepared es-
pecially for the new medium.
KTLA’s hold on Los Angeles tele-
viewers is due in no small measure
to its policy of booking the most
and the best available film features
and booking them ahead of its com-
petitors.

Smarter Program Scheduling?
KTLA employs film features to
buck its strongest competition. For
example, when KTLA’s boxing from
Southgate Arena on Mondays com-
peted with KTSL’s wrestling from
Hollywood Legion, KTLA was often
outrated by 2 to 1. But by schedul-
ing a good film feature in opposi-
tion, KTLA often was kept from

being outrated by more than a frac-
tion of a point. The film feature was
scheduled a half hour before the
wrestling started. Few lookers
switched from a film feature in
which they had become interested,
it was found.

When Milton Berle scored a Los
Angeles Hooperating (combined
AM-TV) of 6.8 in May-June, KTLA
racked a 2.4 Hooper against him
with a feature film. In the same
time bracket, night baseball took a
1.5 rating for third place. The Los
Angeles audience loves Waestern
films and KTLA has knocked down
some of its toughest competition
with them. Scheduling Hopalong
Cassidy as a regular Sunday (6:30
to 7:30 PM) feature has enabled
KTLA to get larger audiences than
for the New York produced Orig-
inal Amateur Hour (KTSL) and
Crusade in Europe (KTTV).

The "KTLA" Habit

In separate surveys by TELEVI-
SION MAGAZINE and Woodbury
College this past summer, approxi-
mately 70% of Los Angeles’ tele-
viewers named KTLA as ‘“the sta-
tion viewed most.” And many vol-
unteered the information that they
tuned first to Channel 5—KTLA.
The evidence indicates that L.A.
televiewers have the KTLA habit.
But how did they get it?

Perhaps of major importance in
explaining the KTLA habit is the
fact that KTLA until very recently
was the only TV station on the west

Two types of TV fare that have helped KTLA to attract a loyal audience: Spade
Cooley and his band, and wrestling matches from the Hollywood Legion area.




The Eyes and Ears
of the Piedmont

Serving the
Richest Market
in the Southi
#[ Statex

4608 Sets in Use
as of October 1, 19497

SALES REPRESENTATIVES

HARRINGTON, RIGHTER & PARSONS, ING.

NEW YORK CITY: 270 Park Ave, MU 8-1186
CHICAGO: Tribune Tower WH 4-0074

Owned and Operated by

GREENSBORO DAILY NEWS
and THE GREENSBORO RECORD

*Source: Sales Management's "*Survey of
Buying Power’'—1949

tSource: NBC Research Dept.
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coast on the air at least four hours
every evening, seven days a week.
KNBH (NBC) is now on a 7 even-
ing schedule. KTSL (Don Lee)
rests on Tuesdays and Wednesdays.
KTTV (CBS) is not on the air Wed-
nesdays and Thursdays. KECA-TV
(ABC) went on the air on Septem-
ber 16 of this vear and is broad-
casting every evening. KLAC-TV is
off on Mondays and on Saturdavs
save for sports events. KFI-TV,
once on the air 5 evenings weekly,
switched to 7-day daytime program-
ming exclusively early this vear.

Outstanding News Coverage

Frequent among reasons and per-
haps the most important factor of
all for favoring KTLA turned up
by pollsters is the statement: “If
anvthing happens, KTLA will cover
it.” KTLA’s public service and news
coverage policy has captured public
attention on many oceasions but sel-
dom more dramatically than during
the Kathy Fiscus rescue operation
early in April of this vear. KTLA's
continuous 2-day camera-coverage
attracted audiences comparable to
those credited to the two leading
AM radio network stations despite
the handicap of anproximately 10.6
radio sets to 1 TV receiver in the
Los Angeles area at the time.

On October 30 when the speeding
Santa Fe’s “El Capitan” was de-
railed at Azuza, Calif, KTLA’s re-
mote truck speeded to the scene and
provided Los Angeles televiewers
with on-the-spot camera-coverage
of the wrecking crew with huge
eranes righting the overturned pas-
senger coaches and burning loco-
motive. The coverage was continued
all evening up to midnight. The
audience was then invited to tune
in at 6 AM. when coverage was
resumed for four hours.

Smart Management

How much has smart manage-
ment contributed to KTLA’s suc-
cess. KTLA’s general manager is
Klaus Landsberg—called “Mr. Tele-
vision” by two groups—those who
like him and those who don’t. Trib-
ute to his ability and initiative was
paid him on July 27 with Variety’s
Plaqgue Award to Klaus Landsberg
as America’s OQutstanding TV Pro-
gramming Executive.

KTLA was the winner of the
“1948 First Annual Award” of The
Academy of Television Arts & Sci-
ences as the west coast’s “Outstand-
ing Television Station.” Indirectlv
it was the winner, too, of the Acad-
emy’s awards for “1948’s Most Out-
standing Television Personalitv”
and “1948’s Most Popular Television
Program.” Three out of the Acad-
emy’s five 1948 Awards!

Landsberg has the constant and
astute guidance of Paul Raibourn,
long identified with television and
a vice president of Paramount Pic-
tures. Among many other duties,
he is in charge of all of this movie
company’s television activities. And
then there is the counsel of George
Shupert, director of Paramount’s
commercial TV operations. These
New York executives, keenly aware
that no station, however smartly
programmed can long stay in busi-
ness without ample advertising
revenues, have given KTLA the sup-
port of a hard-hitting New York
sales staff, plus general overall oper-
ating cooperation.

No Big Budget

Is Paramount Pictures pouring
money into station KTLA to achieve
dominance in the new medium or to
sustain its reputation in the motion
picture industry for outstanding
showmanship? The answer is no.
Compared with competitive invest-
ments and programming. outlay,
KTLA is a low-budget operation,
and its pennies are counted so
thriftily that many of its popular
shows have been enticed away by
competitors.

Close to Break-Even Point

An increase in rates of approxi-
mately 20% became effective on
November 1 and is confidently ex-
pected to swing KTLA’s operation
out of the red for the first time.
Additional revenues, which mean
better programs and more income,
are derived from syndication of
KTLA shows via Paramount Video
Transecriptions.

Summing it up, KTLA has been
able to build and hold a large TV
audience in the face of network
competition because of its outstand-
ing special events coverage; its pro-
gram scheduling; its presentation
of the best available feature motion
pictures; its strong local shows; and
the faet that until recently it was
the onlv TV station on seven days a
week. four hours an evening.

These are the factors plus the
most important of all—management
—which is best summed up by a top
Los Angeles agency man, “. .. from
working directly with Klaus, I know
that nobody in television works any
harder than he does to get wood
material on the air. At KTLA.
Landsberg does evervthing from re-
pairing the transmitter to sending
out program cards and directing a
variety show—and does it all con-
summately well. He is getting a real
assist from Production Head Gor-
don Minter, and a very fine crew.”
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new low=-cost to film technique

CONTINUOUS ACTION
3-CAMERA SYSTEM
MAY MATCH LIVE TV COSTS

by JERRY FAIRBANKS

EVELOPMENT of a revolu-

tionary new technique of
motion picture filming has at last
solved the kinescope problem which
has plagued viewers and sponsors
alike since the first ‘kines” were
introduced. The perfection of a
three-camera technique now makes
it possible for television film pro-
ducers to compete, from a budget
standpoint, with kinescope-recorded
shows.

The system, which combines the
best advantages of both TV and
film shooting, permits a picture to
be photographed in continuous ac-
tion, including cuts from one cam-
era to another, thus making it pos-
sible to film some half-hour pro-
grams in as little as 30 minutes.

During the shooting of tests we
have found that the new technique
promises to cut previous film pro-
duction schedules by about 500 per
cent. Nocturne, a half-hour musical
telecast weekly by KNBH in Holly-
wood, was completely filmed in a
little more than three hours. “Major
studio” schedules for the same type
of filming would be from 10 davs
to two weeks. Before the develop-
ment of our three-camera system,
we would have planned on a mini-
mum of three days to accomplish
the same thing.

Technique Is Similar
To Live Studio Telecast

The new technique developed in
our research laboratories utilizes
three or more 16 mm. Mitchell cam-
eras which can operate simultane-
ously, filming three or more differ-
ent angles of a scene and getting
long, medium and close-up shots at
the same time. The procedure is
similar to the use of three cameras
in telecasting “live” video. Hereto-
fore, separate film camera set-ups
have been used for the same results.
The new system, in many instances.
will add only $1,000 to the overall
price of the average $6,000 to $7,000
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One of the spiciilij-produzed camearas used in the Fairbarks fiiming technique.

budget show. In instances when an
entire series can be filmed on a mass
production basis, the cost per unit
may fall below the price of a live
production.

As every sponsor who foots the
bill knows, the costs of live pro-
grams are most unpredictable. It
has been reported that only one
commercial video show in 25 last
year was produced within its orig-
inal budget. A vear ago sponsors
felt that film costs were too high.
Today, the same sponsor who exam-
ines the true cost of his live pro-
gramming, will find that fi'lm prices
compare favorably—very favorably
under our new filming technique.

We are now quoting approxi-
mately $2,500 for filming a half-
hour program. This price, of course,

is variable depending on the type
of show and production involved.
The sponsor furnishes the -cast,
story, musicians, props, etc., but we
provide the stage, cameramen, assis-
tant director (who is experienced
with our film production methods),
electricians, editors, sound record-
ers, and all the technicians and
equipment necessary to film the
show. The cost even includes the
use of any of our standing sets (but
not the construction of new ones)
and the sponsor is furnished with
the finished negative and a print.
This low figure was arrived at only
after a careful study of our three-
camera technique and its use on a
mass production basis. It is indica-
tive of the strides the television
(continued on page 28)

Close-ups, long shots aid medium shots can be filmed at the same time under the
new technique. Below: a shot from the Jacksom and Jill TV series.




ESTIMATED PROGRAM COSTS
{excluding time charges)
SPONSOR

Admiral
Stop The Music, ABC

COSTS

(first half) $3,500
Barbasol

This Week In Review, $1,000

CBS per wk
Best Foods

Hollywood Screen Test, ABC

(NY only) $2,000
Bristol-Myers

Break The Bank, ABC $5,000
Chevrolet Div.

Chevrolet TV Theatre, NBC $5,000

Inside U.S.A., CBS $10,000
Chevrolet Dealers

Famous Jury Trials, DuMont  $3,500

Winner Take All, CBS $3,500
Colgate-Palmolive-Peet

Colgate Theater, NBC $5,000
Crosley Corp.

This Is Show Business, CBS $3,500
Crosley Corp. (Appliances)

Who Said That, NBC $2,500

Drug Store TV Productions
Cavalcade of Stars, DuMont $10,000

Esso

Tonight On Brecadway, CBS $7.500
Ford Motor Co.

Ford Theater, CBS

(aliernate weeks) $20,000

United Nations Session, CBS $100,000
(exclusive rights)

General Foods (Maxwell House)

Mama, CBS (Maxwell House) $7,500

Aldrich Family, NBC (Jello)  $4.000
B. F. Goodrich

Celebrity Time, ABC $3,000
Gulf Oil

We, The People, CBS

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

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

Singing Lady, ABC $3,500
Kraft Foods

Kraft Tele. Theater, NBC $7.500
Lever Bros.

The Clock, NBC $5,000

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

Lincoln-Mercury

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

Mohawk Showroom, NBC $3,500

(per wk)

Oid Gold

Stop The Music, ABC

(second half) $3,500
Philee Corp.

Phileo Playhouse, NBC $15,000

R. J. Reynolds (Camels)
Camel News Caravan, NBC $15,000

(per wk)
Scott Paper Co.

Diore Lucas CBS, (second half) $500
Speidel Watchbands

Ed Wynn Show, CBS $15,000
(per wk)
Wirne Advisory Board
Dione Lucas CBS, (first half) $500
Westinghouse
Studio One, CBS $15,000
(per wk)
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HOOPER NETWORK TELERATINGS
Top 10 (September)

1. Texaco Star Theatre 73.7
(Texas Co., NBC, Tues. 8-9 pm. 16 cities)
2. Arthur Godirey & Friends 39.8

(Liggett & Myers, CBS, Wed. 8-9 pm.
34 cities)

3. Phileo Playhouse 37.7
(Philco Corp., NBC, Mon. 9-10 pm. 16 cities)
4. Stop the Music 37.7

(Admiral, Old Gold, ABC, Thurs. 8-9 pm.
13-11 cities)

5. Colgate Theatre 34.9
(Colgate Palmolive-Peet, NBC, Sun. 8:30-9
pm. 15 cities)

8. Suspense 34.3
(Electric-Auto Lite, CBS, Tues. 9:30-10 pm,
13 cities)

7. Chevrolet Tele. Theatre 32.7
(Chevrolet, NBC, Mon. 8-8:30 pm. 16 cities)
8. Fireside Theatre 30.9

(Procter & Gamble, NBC, Tues. 9-9:30 p.m.
17 cities)

9. Morey Amsterdam 29.5
(DuMont Labs, DuM., Thurs. 9-9:30 pm.
25 citles)

10. Crusade in Europe 29.1
(Life & Time, ABC, Thurs. 9-9:30 pm.
30 cities)

PULSE 7-CITY NETWORK RATINGS

{Octoberl
1. Texaco Star Theatre 81.5
2. Godfrey Talent Scouts 46.6
(Lipton Tea, CBS, Mon. 8:30-9 pm.)
3. Godfrey & Friends 39.6
4. Goldbergs 38.2

(Gen'l Feods—Sanka Coffee, CBS, Mon.
9:30-10)

5. Toast of the Town 371
(Lincoln-Mercury, CBS, Sun. 8-9 pm.)

6. Stop the Music 321

7. Fireside Theatre 313

8. Kraft TV Theatre 28.1
(Kraft Foods, NBC, Wed. 9-10 pm.)

9. Studio One 28.0
(Westinghouse, CBS, Mon. 10-11 pm.)

10. Phileco Playhouse 27.5

TOP TEN NEW YORK CITY RATINGS

{October)

THE PULSE
1. Texaco Star Theatre 69.6
2. Yankee vs. Boston baseball 62.2

(Ballantine, DuMont, WABD, Oct. 2)

3. Goldbergs 49.8
4. Godfrey Talent Scouts 48.5
5. Godfrey & Friends 43.8
6. Toast of the Town 39.6
7. Studio One 35.1

8. Yankee vs. Boston baseball 341
{(Ballantine, DuMont, WABD, Oct. 1)
9. Kraft TV Theatre 324

10. Silver Theatre 31.3
(International Silver, CBS, Mon. 8-8:30 pm.)

A. C. NIELSEN COMPANY

{September]

1. Toast of the Town 53.6
(371,000 homes)

2, Suspense 41.3
(286,000 homes)

3. Phileco Playhouse 35.9
(249,000 homes)

4. Kraft TV Theatre 32.8
(227,000 homes)

5. Goldbergs 323
(224,000 homes)

6. Fireside Theatre 32.3
(224,000 homes)

7. Hopalong Cassidy (film) 31.5
(NBC, Sun. 4:43-5 pm., 218,000 homes)

8. Cavalcade of Stars 30.3

(Drug Store TV Prod, DuMont, Sat. 9-10 pm.
210,000 homes)

9. Original Amateur Hour 30.1
(0ld Gold, NBC, Tues. 10-11 pm., 209,000
homes)

10. Godfrey & Friends 27.9
(193,000 homes)

NOTE: Sustaining progroms in italics. TBA: To be
announced. L: Live show, F: Film. Blonk time seg-
ments indicate no network program scheduled.

tRuthie on the Telephone, 7:55-8 (Philip Morris)
Mon., Tues. Thurs., Fri., Sot. Schedules as of Nov. 1.




BAR study of rate practices

THE GROWING NEED FOR UNIFORM PROCEDURE
IN RATE STRUCTURES IS SHOWN BY ANALYSIS
OF 75 STATIONS BY BROADCAST ADVTG. BUREAU

( VER 93% of all TV stations

charge 609% of the basic hour-
ly rate for a half-hour. Variations
of this practice run from 72 2/3%
to 58.89%. Similarly, over 93% of
stations charge 40% of the hourly
rate for a quarter-hour. Twenty-five
percent of the hour rate is used for
five minute time charges, with more
than half the operating stations fol-
lowing this pattern.

The BAB study* shows that a ma-
jority—about 809 —publish rates
for at least one program length be-
tween the hour and half-hour peri-
ods. The most popular length here
is 40 minutes, with 45 minute seg-
ments the next choice. Slightly less
than one-fourth of the stations have
adopted the latter practice.

Current industry pattern for time
segments, and charges based on the
hourly rate, is as follows:

Time Segments % of llour Rate

60 minutes 100%
10 minutes — | L)
30 minutes 0%
20 minutes 0%
15 minutes - 0%
10 minutes 6%
5 minutes 25%
Announcements
Regular one-minute announce-

ment rates run the gamut from
30% all the way down to 89% of the
hourly rate and the variations are
probably too great to permit the
drawing of any firm conclusions.
No clear-cut industry pattern has
vet emerged.

Time Classifications
Twenty-nine of the stations stud-
ied have three time classifications—
A, B or C—27 have two. and 19
have only one. In view of the fact
that most of the three-time class
stations are located in older TV
markets, it may be safe to assume
that three or more time classes will
be the normal pattern eventually.

Ratios of Rates

Twenty of the 29 three-time-class
stations charge 75% of their Class
A rate for B time. The remaining
nine have B rates ranging from
50% up to 90.9% C time at these
* Conducted by the Television Stondardization Group,
o subcommittee of the NAB Soles Managers Executive

Committee. Study wos made of rote cords of oll
stations operoting as of July 1, 1949

26

three-class stations is most fre-
quently charged for at 509% of the
Class A rate.

The pattern which emerges is:
Class A—1009%; Class B—T75%;
Class C—509%.

The breaking point at all three-
class stations falls either at 6 p.m,,
7 p.m., or midway between, at 6:30
p.m. Two-class stations, as might
be expected, favor the earlier hour.
Twenty of the 27 stations in this
category step up the rate at 6 p.m.

Weekend Rates

The difference in rates for week-
end time reflects the larger poten-
tial daytime audience. Among sta-
tions with three time classifications,
the big question seems to be wheth-
er Class A or B time should apply
on Saturday and Sunday afternoon.

Here the scales are tipped slightly
in favor of the A rates. Of the 29
stations with three rate classes, 16
begin their A time no later than 1
p.m. Twelve wait until either 6 or
7 p.m., while one starts in mid-aft-
ernoon.

Almost without excention those
stations which wait until late after-
noon to begin their A time start B
rates in the early afternoon or soon-
er. Most popular starting time is
1 p.m.

Practices among two-time-class
stations are more uniform: Abhout
75% begin their Class A schedu'e
by 1 p.m., with noon and 1 p.m.
being about equally popular as exact
starting times. The remainder wait
until late afternoon, principally 6
p.m.

Discounts

Discount practices of the statiors
studied are shown in the following:

Number of
Type of Discount Stations
Frequency only 54
Frequency and AM/TV combination 6
Consecutive weeks only 5
Consecutive weeks and time volume 3

Remaining stations use one of
the following tvpes of discount:
consecutive wee''s and AM/TV com-
bination; dollar volume and conscec-
utive weeks; frequency, days-per-
week and consecutive weeks; fre-
quency and days-per-week; frequen-
cy and times-per-week; frequency

and contiguous. One station allows
no discount of any kind.

When the various types are brok-
en down from combinations and
tabulated individually, the discount
popularity poll looks like this:

Number of
Discounts Stations
Frequency (]
Consccutive weeks n
AM TV combination b
Time volume 63
Days per week 2

Types used by only one station in
each case: dollar volume, times per
week, and contiguous.

The most popular progression of
discounts (based on 54 stations) of
the frequency type are:

76 times 5%
2 times 0%
164 times 15%

Almost as popular among station
frequency discounts are the follow-

ing rates:
13 times 6%
26 times . 10%
£2 times 15%
101 times _— 20%

FACILITIES vs TIME CHARGES

One of the most fundamental
questions in devising a station rate
card is whether separate charges,
in addition to time rates, will be
made for use of the station’s film
projection and studio facilities
(only equipment and operating per-
sonnel).

There are three fundamental
practices. However, nearly half of
all stations use a policy which is a
combination of two different prac-
tices. Thirty-seven stations permit
the use of their film projection fa-
cilities, under normal conditions,
without extra charge, but do pre-
sent the advertiser with a higher
bill if he uses their studio equip-
ment and personnel.

That rounds out this picture:

No. of

Stations Practices

k! No facilities charges.

37 No charge for film projec-
tion facliities. Studio use
extra.

12 No charge for either film
or studio facilities during
broadcast. All rehearsal ex-

1 .Sl;al;aratt charges for use
of all facilities and re-
hearsal.

Then a question arises concern-
ing the amount of rehearsal time
which will be allowed by those sta-
tions making no extra charge for
studio facilities. Many of the sta-
tions stipulate that maximum re-
hearsal without extra charge will
be twice the amount of broadcast
time purchased. Other stations
merely note that a “normal” amount

of rehearsal time will be permitted,
(continued on page 31)
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LIVE
WIRE

Call it a coaxial cable, if you like. But to us it’s a live wire. For the inauguration
of the full NBC network schedule—LIVE—electrified television interest in Cin-
cinnati, Dayton and Columbus—an area already famous as a red hot TV market.

The coming of the coaxial cable was news, big news. But it took a super-charged
promotion by The Television Service of The Nation's Station to capitalize the event
with results like these:

Television retailers jammed with huyers. Customers waiting in line for television
sales clerks at department stores. Warehouse stocks cleaned out. Frantic wires to
manufacturers for more sets. And thousands sold in four weeks!

What kind of promotion did this? A typical all-out WLW promotion utilizing
practically every media: stage shows playing before 15.000 people in three days in
three cities, AM and TV, newspapers. hillboards, cab covers, car cards, window
and store displays, contests. etc.

The power-packed promotion campaign started with the introduction on Septem-
ber 19. of a new daytime program schedule from 11 A\ daily and featuring
WLW’s own million dollar talent staff. Then came a high-voltage promotion of
Cable Day on September 25...followed immediately by a build-up on the
World Series.

And what does WLW Television Service do now? Rest on laurels? No! These
promotions are not “one-time-shots” . .. but part of a long-range promotion planned
for WLW .television-land —the 10th largest TV market in the country.®

Lol

So if you want to reach this area embracing 314 million people, channel vour
sales messages through the three Crosley TV stations.

For further information, contact any of these sales offices:

630 Fifth Avenue, New York 20, New York L] 360 North Michigan, Chicago 1, lllinois
6381 Hollywood Bivd., Hollywood 28, Californio L WLW-T, 2222 Chickasow $t., Cincinnati 19, Ohio
WLW-D, 4595 South Dixie Highway, Dayton 9, Ohio L] WLW.C, 3165 Olentangy River Road, Columbus 2, Ohio

*NBC Resenrch Department Estimates

N\

_—
: WLw WLW-T WLW-D WLW-C

CINCINNATI DAYTON COLUMBUS

Television Service of The Nation's Station e Crosley Broadcasting Corporation
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LOW-COST FILM
TECHNIQUE

(continued from page 23)

film industry is making to produce
quality entertainment at prices
sponsors can afford.

In perfecting the new svstem,
during 26 months of research and
experimentation, we met and sur-
mounted numerous technical prob-
lems. Among the foremost of these
was the development of a marking
device to “syne” picture and sound
tracks. This was necessary because
the new system called for cameras
to be turned on and off numerous
times during filming of long sus-
tained scenes. The only other alter-
native was to let all cameras run
continuously from the start, neces-
sitating a tremendous waste of ex-
pensive negative film.

The problem was overcome by
the invention of a device in each
camera that leaves a “sync” mark
on the action film when the camera
is up to speed, identifying the cam-
era. Also a similar device on the
sound recorder exposes a line or
lines on the sound film, identifving
the cameras in operation through-
out the scene. In this manner, the
sound film becomes the key to the
cutting and inserting of all scenes
shot by the different cameras. The
marking and “syne” devices are en-
tirely automatic and do not require
cameramen to operate additional
equipment.

Continuous Focus Camera
Second of the major problems in
developing the new system was the
perfection of cameras that could
follow focus at all times and a view-
finder that would give cameramen
the exact image in the exact focus
that was being recorded on film.
Equipment was especially built by
the Mitchell camera company to our
specifications. This equipment was
designed so that if a scene is in
focus on the finder it also is in focus
on the film. As now perfected, the
new technique allows the camera-
man the same amount of freedom
as the video cameraman—a freedom
of movement that motion picture
cameramen have never enjoyed.
The 16mm. cameras are mounted
on standard tripods which, in turn,
are mounted on specially made
three-wheel dollies that allow the
cameraman to easily follow the ac-
tion in any direction. This equip-
ment does away with the heavy
metal dolly tracks and trucking
equipment that often necessitates
the services of four or five men.
Eyelights have been mounted be-
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low the mat box on each camera
blimp. Each eyelight has a control
mechanism to regulate the intensity
of the light so that it will match
the general set lighting. Each cam-
era blimp also is equipped with an
action light so that the ecast and
technicians will know exactly which
cameras are in operation and so
that the director will know if the
scene is being filmed according to
plan. Camera cables, in many in-
stances, are suspended overhead in
sets to eliminate as many ground
cables as possible. Under our sys-
tem every detail is completely plan-
ned in advance, with entire scenes
filmed in a4 manner similar to TV
studio production. The average
scene under our system runs many
times longer than the average scene
photographed under the old method.
Rarely is the footage under five
minutes and seven to eight minutes
is the average. However, in some
instances, when a minimum of sets
and complicated action is called for,
30 minutes of finished film can be
shot in 30 minutes.

Key to the entire stage operations
technique is a set of “production
scripts” prepared for every techni-
cian and player. These seript lay-
outs outline in detail every camera
movement and cues for cutting in
and out of scenes.

Lighting

Our main lighting system, as it
has been developed, consists of
banks of 300-watt reflector lights.
These are hung so that the tilt and
swing adjustment can be made from
the floor. This method makes for
speed in giving an even, overall
illumination of the set, and, when
properly used, eliminates dark or
hot spots. Back and effect lighting
is handled in standard studio pro-
cedure with incandescent spotlights
mounted on parallels. Once these
are adjusted, they remain the same
throughout shooting of the partic-
ular set scene. Smaller banks of re-
flector lights are used on the floor
for side lighting. Cables for lamps
and all electrical equipment are
suspended.

We also use the floor itself as an
aid in lighting. A very light colored
floor covering suitable to dolly on
is used to help eliminate chin, nose
and eye shadows. Where the floor is
in the picture in long shots, rugs,
of course, are used. The combina-
tion of this flooring and bank light-
ing gives an overall modeling that
is photographically pleasing. It
eliminates the unflattering shadows
that live TV lighting seems to ac-
centuate. It also does away with

the accentuated makeup often used
in live shows.

Sound recording, with the excep-
tion of the “syn¢” marking system,
offered no major problems, fortun-
ately. Multiple recorders are used
in the filming of long shows, saving
the expense and work in developing
larger magazines. Regular studio
sound equipment, with a few inno-
vations of our own, is used. Addi-
tional microphones are spotted over-
head out of camera range to obtain
complete coverage of the entire set.

Technique Also Permits
Filming Of Live Shows

Our new technique also was per-
fected for the filming of live pro-
grams simultaneonsly with the ac-
tual telecast of the show. Special
1200-foot magazines were developed
for our cameras, and Eastman
Kodak company prepares special
1200-foot negative film rolls to our
specifications for this type of work.
Ours is the only motion picture com-
pany to date to order film of such
length. An intercom system has
been built so that cameramen can
receive instructions in much the
same manner as a live video camera-
man. This system also is available
to us during filming on our stages.
Tests, however, have proved that
the “production script” method ac-
complishes excellent results and
that earphones are unnecessary
during stage shooting.

Quality Matches
Motion Picture Film

Quality in all our tests is as good
as in any motion picture shot under
standard conditions. Test prints
have proved that the system pro-
vides far superior lighting, sound
and clarity of picture than the best
kinescopes made to date. We have
proved this several times by alter-
nating, in a sample reel, footage
from one of our tests and footage
from a kinescope of the same show.
The difference in our opinion is
startling, especially when seen on
a closed circuit.

This new method of making TV
film does away with all the objec-
tionable features of kinescopes and
makes it possible for a star to do an
entire series in a short period of
time, thereby freeing him from a
regular weekly schedule. Not only
is the actor’s appearance protected,
but so is his performance. Retakes
always can be made if necessary.
Furthermore, our technique catches
all the spontaneity of live video be-
cause the players go through the
story in much the same way as they
would for a theater play.
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When driven from a sync generator such as the Du Mont
Model TA-107-B, this unit develops an RMA standard
composite signal from standard 2 x 2" glass slides. Still-
image pickups become a simple, economical, one-man
job. The need for costly film trailers and the operation
of movie projectors for short bits, are minimized. The
Monochrome Scanner soon pays for itself. Definitely,
here’s a "must” in the money-making telecast setup.

P Early delivery predicated on previous orders

DU MONT MONOCHROME SCANNER Model TA-150-A

A short-persistence Du Mont 10 C-R fube pro-
duces a light beam focused by a projection lens
on o the glass slide. A condenser lens focuses
that light beam after passing through the slide,
on fo a mulliplier-type photo-electric cell. The
signal vollage developed is amplified and mixed
with blanking and sync pulses, resulting in the
RMA standard composite picture signal.

An aulomatic slide changer handles up 1o 25
positlive or negative 2 x 2°° glass slides, operated
from local or remote position. The equipment
houses the C-R tube and necessary circuits for
producing a brighi, sharply focused raster on

© ALLEN B. DU MONT LABORATORIES, INC.

ALLEN B. DU MONT LABORATORIES, INC.

515 MADISON AVE., NEW YORK 22, N. Y.
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Reduced studio operating budgets
...expanded program facilities...

with the DU MONT MONOCHROME

' Precisely, this latest Du Mont development, the Mon-
ochrome Scanner Model TA-150-A, is virtually “The
Magic Lantern of Telecasting.” It handles test patterns,
commercials, station identification, still photographs,
cartoons, graphs—any and all non-animated subjects in
the only logical and really economical manner.

SCANNER Model TA-150-A...

of TELECASTING!

the tube screen. The raster is kept in consfar.t
tocus by the focus.stabilizer circuit. Sweer ail-
ure protection is provided by automatically cu:-
ting off the high voltage 1o the tube. The raster
is developed by sweep circuits driven by hori-
zontal and vertical pulses.

A switch inserts sync if a composite signal is
required, or leaves out the sync if only a video
and blanking signal is required for video mix-
ing purposes. Controls 1o set sync and blanking
levels are provided. The control panel carries
all necessary switches, fuses and fuse indica-
tors. A fadeout switch sets the fading of the sig-

TELEVISION TRANSMITTER DIVISION, CLIFTON, N.

Punir
CLOSED

A SAME UNIT OFEN

nal to black level when slides are changed for
slow, medium or fast rate of change.

The unit is complete with its own high and low
voltage power supplies. Operates on 115 v. 60
cycles. Approx. §.0 amps.

Mounted in standard rack measuring 8315" h. x
22" w.x 18° deep.

N DU MONT NETWORK AND WABD,

DU MONT'S JOHN WANAMAKER TELEVISION STUi)IOS, NEW YORK 3, N. Y. . WTTG,
WASHINGTON, D. C. » STATION WDTV, PITTSBURSH, PA. » HOME OFFICES AND PLANTS, PASSAIC, CLIFTON, ALLWOOD, AND EAST PATERSON, N. J.
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CONSULTING

TELEVISION

ENGINEERS

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

Laboratory: 910 King Street,
Silver Spring, Maryland

McNARY & WRATHALL

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

1407 Pacific Ave. Santa Cruz, Calif.
Phone 5040

WELDON & CARR

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

1728 Wood Street Riverside 3611
Dallas, Texas

JOHN CREUTZ

Consulting Radio Engincer

319 Bond Bldg. REpublic 215!
WASHINGTON. D. ¢

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

GEORGE C. DAVIS

Consulting Radio Fngineer

Sterling 0111
WASHINGTON. D. C.

Munsey Bldg.

A. EARL CULLUM, JR.

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

JANSKY & BAILEY

An Organization of
Qualified Radio Enginecers
DEDICATED TO THE
Service of Broadcasting
National Press E]ag.. WasE.: D. C.

DIXIE B. McKEY
& ASSOCIATES

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

Telephones: Republic 7236
Republic 8296

HOYLAND BETTINGER

Television Consultant

Studio Desiza. Lighting,
Personnel Training

595 Fifth Avenue I'Taza 82000

PAUL GODLEY CO.
Consulting Radio Engineers

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

Phones: Montelair 3-3000
Founded 1926

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

THE AUSTIN COMPANY

Cleveland

. |
\ Muation-Wide Qil Organization

BERNARD ASSOCIATES

Consulting
Radio and Television Engineers

5010 Sunset Blvd. Normandy 2-6715

Hollywood 27, California

WINFIELD SCOTT McCACHREN
AND ASSOCIATES
Consulting Radio Engineers

TELEVISION SPECIALISTS

110 Bond Bldg.
Washington 5, D. C.
Distriet 6923

2404 Columbia Pike
Arlington, Va.
GLebe 9096

E. C. PAGE
CONSULTING RADIO
ENGINEERS

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

KEAR & KENNEDY

Consulting Radio Engineers

1703 K St. N.W. Sterling 7932

WASHINGTON. D. C.

There is no substitute for experience

GLENN D. GILLETT
AND ASSOCIATES
Consulting Radio Engineers

982 National Press Bldg.
Washington, D. C

CHAMBERS & GARRISON
Consulting Radio Engineers
1519 CONNECTICUT AVENUE

Washington 6, D. C.
MIchigan 2261

GEORGE P. ADAIR

Radio Engineering Consultants

Executive 1230
Executive 53831

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

CONSULTING TELEVISION ENGINEERS

Open to Engineers and Consultants only
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BAB STUDY
{continued from page 26)

and still others state that the sta-
tion will determine the amount
needed and permitted in individual
cases.

Of the 37 stations offering free
use of their film projection facili-
ties, 22 provide for the use of an
announcer and recorded background
music without extra charge. How-
ever, some stations in this group
publish strict clauses outlining the
limitations involved. Six stations
qualify their offer of free film facili-
ties with the proviso that charges
will be made when “extra produc-
tion facilities or personnel are re-
quired.” Three stations extend use
of these facilities only to the pro-
jection of “all-film” programs and
announcements — those features
which are complete within them-
selves (the sound track being com-
plete on the film

Rate Protection

The most common rate protection
period in TV is six months. Of the
55 stations whose policies could be
pinned down, 80¢ listed six months
as the time for which current rates
were guaranteed.

In between are the two largest
groups: (1) those which protect
for six months from the start of a
contract, and (2) those which pro-
tect for six months from the date
of notice of an upcoming change in
rates. The latter group is slightly
larger, representing 37% of all sta-
tions with six-month protection
periods.

Cash Discounts

The cash discount appears to be
almost non-existent in television.
Out of 75 published rate cards ex-
amined, only one station policy
granting an additional cash dis-
count for prompt, cash payment
could be positively identified.

Agency Commissions

It is not possible to give any
sweeping answers on agency com-
missions because practices vary
considerably from station to station.
Twenty-three of the 75 stations
whose rate cards were studied state
clearly that commissions will be
paid on time charges only.

A larger group, 37 stations, pays
commissions on time plus at least
some other costs. Nearly all of these
stations make it clear that studio
facilities charges are included in
the commissionable category.
Among these are a number of sta-
tions which have separate film and
studio rates, both fully commis-
sionable.
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SPOT STUDY

{continued from page 7)

wear and tear, (2) vanishing dol-
lars and (3) wash-day blues. Wind-
up of each spot shows the Pequot
shield, with the slogan “The nation
sleeps on Pequot sheets” supplying
brand identification of name and
label used in other media.

How Pequot Picked
Programs & Time Slots

The schedule of the October spots
was pin-pointed, as far as possible,
to hit the widest possible female
audience. Lancton documents the
Pequot-Jackson thinking in regard
to choice of time and programs for
spot insertions and participations
as follows:

WABD: Monday, 8:29 p.m., spot
between Newsweek Newsreel and
The Al Morgan Show; Tuesday &
Thursday at 1 p.m., between Johnny
Olsen's Rumpus Room and Dennis
James’ Okay, Mother. “Both of the
latter shows had a strong appeal
for women.” Wednesday and Fri-
day, 1:30 p.m., between Okay, Moth-
er and Man on the Street.

WNBT: Tuesday through Friday,
participations on Fasy Does It,
6:30-6:45 p.m. “Heavy female audi-
ence, and show is the type of pre-
sentation suitable for the product.”

WCBS-TV: Monday, Wednesday
and Friday, participations on The
Ted Steele Show, T7:15-7:30. Steele
had “proven appeal to women and a
large following.”

WATV: Saturday, 7:40 p.m., par-
ticipation in Western Feature ‘“‘be-
ause of the high rating.”

WPIX: Monday, participations
on Song Parade 7 p.m. “Program
had a satisfactory audience, and
mail had proven that a substantial
number were housewives.”

WOR-TV: “Station was used be-
cause it was anticipated that it
would have a large audience during
the first week or two (including
opening night) —due to curiosity on
the part of the listeners about the
station and its programs.” During
first week on WOR-TV Pequot spots
were aired on Joan Roberts Sings
7-7:15, Meet Your Match, Thurs.
8:30-9 p.m.; What Happens Now?
Saturday, 8:30-9 p.m.

BACKSTAGE

(continued from page 9)
contact with NBC at least four
weeks before a telecast and ar-
ranges for sets, props, and other
necessities required for the pro-
gram’s live portion. Then on Mon-
day of the week of the show rehear-
sals start in the Prockter firm’s
oftices. The cast goes over all

Statement of the ownership, man-
agement, circulation, etc., required
by the Acts of Congress of August
24, 1912, as amended by the Acts of
March 3, 1933, and July 2, 1946

Of TELEVISION, published Monthly at
Grand Central Annex. New York City, New
York. for October 1, 1949. State of New York,
County of New York.

Before me, a Notary Public in and for the
State and county aforesaid. personally ap-
peared Norman Markwell. who, having been
duly sworn according to law, deposes and says
that he is the Business Manager of the TELE-
VISION Magazine and that the following is. to
the best of his knowledge and belief. a true
statement of ownership, management of the
aforesaid publication for the date shown in
the above caption. required by the Act of
August 24, 1912, as amended by the Acts of
March 3, 1933, and July 2, 1946. embodied in
section 537. Postal Laws and Regulations,
printed on the reverse of this form, to wit:

1. That the nimes and addresses of the pub-
lisher, editor, managing editor. and business
managers are: Editor and Publisher. Frederi-k
A. Kugel. 600 Madison Avenue, New York
City: Managing Editor. Jim Owens, 600 Madi-
son Avenue. New York City: Business Manag:r.
Norman Markwell, 600 Madison Avenue, New
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2. That the owner is: (If owned by a cor-
poration, its name and address must be stited
and also immediately thereunder the names
and addresses of stockholders owning or hold-
ing one percent or more of total amount of
stock. If not owned by a corporation. the
names and addresses of the individual owners
must be given. If owned by a firm. company.
or other unincorporated concern, its name and
address, as well as those of each individual
member. must be given.)

Owner: Frederick Kugel Company. Inc.. 609
Madison Avenue. New York City.

Stockholders holding 1% or more of the
total stock of the above named corporation
are as follows: Frederick A. Kugel, 600 Madi-
son Avenue, New York., New York,; Mrs. Marie
D. Curtis, Darien. Connecticut, George Wasey.
L. R. Wasey & Co., 420 Lexington Avenue.
New York: Worthington Johnson. 443 East
51st St., New York: William Forbes, 285 Mad!-
son Avenue. New York; George Moskoiics. 45
Prospect Place, New York 17. Mansell & Co..
45 Wall Street. New York; Henry Szars. 383
Madison Avenue. New York; Mrs. Mary P
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ton D. Schwarz, 1 Wall Street. New York;
Mrs. Constance H. Schwarz. 1 Wall Street,
New York: Hillandale Securities Corp.. 1 Wall
Street, New York; Thomas Clark, 1 Wall Street.
New York.
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above.)

4. That the two paragraphs next above, giv-
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security holders, if any. contain not only the
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they appear upon the books of the company
but also, in cases where the stockholder or
security holder appears upon the books of the
company as trustee or in any other fiduciary
relation, the name of the person or cornora-
tion for whom such trustee is acting Is given:
also that the said two paragraphs contain
statements embracing affiant’s full knowledge
and belief as to the circumstances and condi-
tions under which stockholders and security
holders who do not appear upon the books of
the company as trustees. hold stock and se-
curities in a capacity other than that of
bona fide owner: and this affiant has no rea-
son to believe that any other person, associa-
tion, or corporation has any interest direct or
indirect in the said stock. bonds, or other se-
curities than as so stated by him

NORMAN MARKWELL
Business Manager.

Sworn to and subscribed before me this 1st
day of October, 1949. Isidore Gottfried.

(SEAL}) My commission expires March 30.
1950.

lines as well as dramatic actions
on facsimile sets. On Thursday, the
cast sees the film portions of the
show. And on Friday, at NBC, there
is a complete integration—lighting,
film, live pertions. Split-timing is
worked out, The film crew, the direc-
tor. the tedhnicians, the actors—all
contribute to bringing this about.
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GUNTHER BREWING

(continued from page 13)

they’ve all appeared on TV Sports
Special. The reason that these sports
performers, especially out-of-doors’
stars get a kick out of an appear-
ance on the show, is due to the fact
that one side wall of the huge
WAAM studio opens onto the neigh-
boring field. The cameras can move
out into the open and enable the
sports celebrity to perform live on
his natural outdoor grounds.

Another highlight of the show is
a daily human interest sports story
by commentator Chuck Thompson.
During the football season, film clips
of the previous week’s Baltimore
Colts’ game are shown. Highlights
of one quarter are shown per day.
A highly popular feature is the
“Vagabond Camera.” During the
week, a Gunther cameraman takes
pictures of Baltimore street crowds.
One person is singled out and his
or her picture is flashed on the
screen during the program. Anyone
bringing this “mystery person” to
the next day’s show wins a host of
prizes.

Coming to the commercial aspects
of the show, we use the same selling

COMMONWEALTH

Currently Serving the
Nation’s Leading TV Stations

FRANKIE paR
CTION PICTypRES

CHARLIE CHAPLIN
COMEDIES

2 REELS

£ PICTURES
26 FE%{ERSTAR CAST

For further inform

list, write to LOBPORATED =

LommonuweALTH

P G/ e
Gebn and Felevericn, Fne.
723 Seventh Avenue, New York 19, N.Y.
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points in our television commercials
for Gunther as are used in its news-
paper and radio copy. The first few
telecasts proved conclusively that,
as far as Gunther TV advertising
was concerned, live commercials
have it all over those on film. Nine-
ty-five percent of the commercials
used on TV Sports Special are live.
For the purpose of selling Gunther
Beer, live commercials were found
to have stronger impact, lend more
variety and allow adaptability to
the current needs of the client.

Commls Ad Lib

Each commercial is well-rehears-
ed, but there is no reading of them
in front of the cameras, or by an
offstage announcer. And—perhaps
most important—the commercials
are not memorized, but done com-
pletely ad lib in a conversational
tone. We feel that the sales mes-
sage gets across in this way, more
naturally and more successfully.
“Gunther Girls” serve beer to the
show’s guests and a bar has been
set up in the studio, all aiding in
establishing product identification
in informal and pleasant surround-
ings.

To slant the show a bit towards
the feminine audience, the show
also features food commercials to
show that Gunther Beer belongs on
every home’s dinner table . . . the
product being seen surrounded by
appetizing food served in an attrac-
tive Baltimore home. A male singer,
the personality of the m.c., and fre-
quent guesting of women athletes
also help to attract the female audi-
ence desired by the client.

Although the show is produced,
in the main, by the Ruthrauff and
Ryan Agency, we are ably assisted
by the staff of the station, WAAM,
its producers, cameramen, lighting
crews and stage assistants. Our
hats are doffed to each and every
one of them. This is the station’s
big local show, and its personnel go
all-out towards keeping it so.

Although it is still too early to
tell, we believe that the show will
become an integral part of Gun-
ther's advertising plans. The client
is pleagsed with the show’s results to
date and optimistic as to its future
possibilities.

This is the story of a local adver-
tiser that didn’t fear its network
competition, but set out to give its
local customers what they wanted in
the way of television programming,
and, in return, built up a loyal fol-
lowing for its programs and loyval
patronage for its products.

NATIONAL BREWING
(continued from page 14)

this operation to continue to spread
in the use of television. Now that
its success has been assured, other
markets will be opened up as condi-
tions warrant, and more program-
ming may be purchased in the local-
ities in which we are now using
television. We have no pre-conceived
notions as to types of programs. We
keep an open mind about every-
thing, knowing full well that with a
medium as new as television, there
are no hard and fast rules.

Even though our client has not
used national television networks,
as vet, 1 really believe that more
experience has been gained in all
phases of television through the
enormous number of different types
of programs produced than many a
larger advertiser who might boast
of having one half hour show a
week on the air. The glory and gla-
mour of a network show is only one
phase of television, just as it always
has been but one phase in radio.

TV Prime Factor
In National's Growth

At the same time none of the sue-
cess of the past two years could have
been achieved without the full and
wholehearted cooperation of the
National Brewing Company. It
takes courage, foresight, and under-
standing to pioneer, and this is what
The National Brewing Company has
done. To quote Norman S. Almony,
advertising and sales promotion
manager for The National Brewing
Company, “It is very diflicult in any
business to say that a particular
medium is responsible for progress
when as in our case practically all
media are used. However, the period
of fastest growth of our company
has been the past two to three years,
and it has been during this period
that we have used television quite
extensively. As television has been
the only main addition to our adver-
tising program, we feel that we can
pin-point television as the primary
factor in this growth.”

There is one other very important
group to be congratulated and who
helped enormously in the success
that has been achieved. This group
is the television stations involved,
with  particular  reference to
WMAR-TV in Baltimore and WTTG
and WMAL-TV in Washington. All
of the stations (and the three men-
tioned are singled out because the
bulk of our television advertising is
on these stations) have not only co-
operated to the fullest but have bent
their every effort toward making
these programs successful.
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Admoral

FIRST in TELEVISION

More than ONE ont of every TWO television combinations

sold is an Admiral ... more than 57% of the entire industry output!

The first six months of 1949 have witnessed the rise of
Admiral Corporation to leadership in America’s fastest
growing industry . .. television. Note these comparisons:

For the first six months of 1949 total sales of the tele-
vision industry were 206% greater than for the first six
months of 1948.*

Television sales of Admiral Corporation, bowever, were 450%
greater . .. an increase more than double that of the television
industry. And Admiral sales for the second six months are
expected 1o be 167% greater than for the second six months
last year.

Prominent in Admiral’s growth is the dominant position
it has achieved in television combinations. This type of
set receives television, AM and FM radio, and includes,
in Admiral’s case, a phonograph that automatically plays
all types of records.

During the first six months of this year, Admiral built and
sold more television combinations than all other makes com-
bined . . . move than 57% of the entire industry output.*

When all types of television sets are considered, consoles
and table models, as well as combinations, Admiral cur-
rently is producing approximately 25% of the entire in-
dustry output measured in dollar value.

From the beginning Admiral recognized that television is
more than a plaything for high income groups . . . recog-

nized television’s potentialities for bringing a rich vari-
*RCA Licensee Figures

ety of entertainment and education, day in and day out, to
those needing the entertainment and education most . . .
the lower income groups.

Immediately, therefore, Admiral began the application
of mass production methods to the manufacture of tele-
vision. The economies obtained were regularly passed
on to buyers in the form of better television sets at lower
prices. Other manufacturers necessarily followed Ad-
miral’s leadership. The result has been a constantly
expanding market for television.

Within the last few weeks an amazing transformation
has taken place in the nature of the demand for television.
Until just recently many people still classed television as
a novelty, a fascinating invention, but a purchase that
could wait until other things had been bought.

Today television has arrived. It is “first” on the shop-
ping lists of millions of families. The demand exceeds
anything anticipated, or even dreamed of. Its future
growth now can be foreseen patterned after the radio in-
dustry, with not one, but two or more television sets in
the typical American home.

For this next stage of television's growth Admiral now is
planning, just as it did for the first. . . to give even greater
values, and thus make available to the maximum market
all the entertainment and education television has to offer.
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Some prices slightly higher south and west—subject to change without notice

X SEE! HEAR! ON TELEVISION! SPONSORED BY ADMIRAL! “STOP THE MUSIC,” ABC-TV NETWORK, THURSDAYS, 8 P.M., EST
ALSO “LIGHTS OUT,” ALL NBC-TV STATIONS STARTING NOVEMBER 7
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SAN ANTONIO

“T-DAY”
DEC. I, 1949

PIONEERS

Represented by Edward Petry & Company, Inc.




