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Harrington, Righter
and Parsons, Inc.

National Representatives for

WAAM — Baltimore
WBEN-TV — Buflalo
WEMY-TV—Greensboro
WDAF-TV —Kansas City
WHAS-TV — Louisville
WTMI-TV —Milwaukee
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~ f.ishing for
MORE SALES?

try
A\

ERIE’S

CHANNEL 12, ERIE, PA.
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by EDWARD LAMB

e
s e ENTERPRISES
v
Fish are like sales—the more you get the g

happier you are . . . and you’ll be real happy
with your sales in the great Erie area
(Northwestern Pa., Eastern Ohio and
Western N. Y.) when you advertise on WICU —
Erie’s only TV Station —the 4 networks—

top local programs, and Sales Success

stories galore.

ERIE, PA.—WICU-TV
Headiey-Reed Co.

ERIE, PA.—WIKK AM
H-R Co.

ERIE, PA.—THE ERIE DISPATCH

Reynolds-Fitzgerald, Inc.

MASSILLON, OHIO—WMAC-TV

Now under construction

TOLEDO, OHIO—WTOD AM
Headley-Reed Co.

ORLANDO, FLA.—WHOO AM-FM

4 RADIC
* 1V

* NEWSPAPER

New York Office, Hotel Barclay—Home Office, 500 Security Bldg., Toledo, Ohio

WWW.americaﬂLa.d.LojlisLMQ.m__—_—__—‘!

feded INC.

Avery-Knodel, Inc.
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Uncle Pete

Philadelphia’s Pied Piper

YEARS AG0, according to legend, The Pied Piper
played and all the children followed.

Saturday mornings in Philadelphia, “C’Mon to Uncle
Pete’s” plays on WPTZ and the children of Philadelphia’s
huge television market desert their games and, we must
admit, their chores, to spend 11:00 to 11:30 with “Uncle
Pete” Boyle and his program of cartoons, stories,
and drawings.

Not all the children, of course—just a couple of hundred
thousands of them. 251,233 to be exact! And there are
adults, too.

Pete Boyle is more than the conductor of children’s
programs on WPTZ. He is the most invited, most visiting
personality in Philadelphia television.

With an ARB rating of 10.4, this modern Pied Piper

WPTZ

FIRST IN TELEVISION IN PHILADELPHIA

|NBC| 1600 Architects Building, Phila, 3, Pa,
Phone: LOcust 4-5500

TV-AFFILIATE

oo radiahictan,

delivers more than 20 customers for a penny ... or 1000
customers for 49¢!

When you participate in ““C’Mon to Uncle Pete’s”, Pete
Boyle, himself, does your commercials, and vour message
is received eagerly by 58% of the entire Philadelphia
audience tuned in from 11:00 to 11:30 Saturday mornings.

Yet your fee per participation is only a modest $135. ..
and even this can be shaved down under WPT7Z’s sensa-
tional new “45-12 Plan”’.

Right now, a few participations are available in “C’Mon
to Uncle Pete’s”. For details, give us a call here at WPTZ.
or see your nearest NBC Spot Sales representative.

When “Uncle Pete” does your selling in Philadelphia,
Philadelphia vs sold!

“Uncle Pete” Boyle entertains a few of his young fans on studio location.

Fa¥aYaal
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TELEVISION

THE BUSINESS MAGAZINE OF THE INDUSTRY

Volume X, Number 6, June, 1953

contents

|ARTICLES]|

THE NEW MARKETS 17

A special report on what the post-freeze stations mean to the advertiser | '
MAGAZINES VERSUS TELEVISION 18

How TV stacks up against the major magazines

TELEVISION ART WINNERS 20 |

Outstanding work of N. Y. Art Directors Club Award winners

THE FEDERAL COMMUNICATIONS COMMISSION—A Profile 22

Pressure tank atmosphere keeps the seven commissioners on « ‘
perpetual hotseat

\\JTHE LANGUAGE OF TELEVISION ADVERTISING 28
First in a series on the effectiveness of television commercials by
Joseph C. Franklin, Director of Copy Research and G. Maxwell Ule,
Director of Research, v.p. Kenyon and Eckhardt

WHY PROGRAMS FAIL 31
Analysis of 19 network casualties I
GLAMOUR AND PATHOS, BEFORE AND AFTER 33
What’s new in programming around the country

CASE STUDY: Calgon TV Test Sparks Full Scale Campaign 39
CON EDISON PUTS HALF A MILLION INTO TV A7

TV on the local level—how to sell a utility

DEPARTMENTS

FOCUS 7
First quarter billings, equipment developments, advertiser activity
MARKETS AND MEDIA 13|

Explaining TELEVISION Magazine’s revised circulation report,
scheduled openings

TIMEBUYING 15

How the Tea Council planned its new campaign

FILM BUYING GUIDE 35

Report on ratings and competition of syndicated film programs

CONTINUING BRAND STUDY: Seven Survey Summary ’ 37 |
Analysis of 1,899 interviews made at point of purchase

STATION MANAGEMENT 43
WGN-TV’s Frank Schreiber tells how remotes pay off in Chicago ! NBC o CBS o ABC « DuMont
STATUS MAP 48 Lancaster, Pa.
New circulation report, penetration, stations
EDITORIAL 52 market prosperity. .. loyal
e == i viewing audience . ..
FRrREDERICK A. KUGEL ‘ . . .
Editor and Publisher Write for information—
ABBY Ranp GEORGE TICHENOR ANN StoPP
Managing Editor Associate Editor Department Editor .
Jack L. BLas Dick Rose Sales Representative
Business Manager Art Director
FraNk Mavans, Jr. LavriNy HeaLy ARTHUR ENGEL M E E K E R
Research Bureau Chicago Office Los Angeles Manager |
6 W. Ontario St. 6525 Sunset Boulevard New York Chicago

Published monthly by the Frederick Kugel Company, Inc. Publication office, 950 West Central .
Street, Manchester, New Hampshire. Editorial, advertising and circulation offices, 600 Madison | Los Angeles San Francisco
Ave., New York 22, N. Y. PLaza 3-3671. Single copy, 50 cents. Yearly subscriptions in the :

United States, its possessions and nations of the Pan American Unlon, $5.00; in Canada, $5.50; WGAL Steinman Station
elsewhere, $6.00. Entered as second class matter April 22, 1832, at the postoffice at Manches- : Bidis MéCollauah Fresident

ter, N. H., under the Act of March 3, 1870, All rights reserved. Edltorial content may not be AM TV FM
reproduced in any form without permission.

Television Magazine e June 1953
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G-E PROJECTION ROOM EQUIPMENT

O

PR | ST v

PLUS YOUR IMAGINATION GIVE

Amazingly Vorsatite Film Ereets

Film is the money-making “life-
blood” of every TV station! That’s why you
should insist on the complete line of G-E Pro-
jection Room equipment. Use General Elec-
tric units...use your imagination...and you’ll
come up with so many versatile effects, you’ll
be amazed! G-E’s ready-to-order line includes
the top-performance Film Camera Channel,
the newly advanced Synchro-Lite*Projector,
the tremendously versatile Slide Projector,
and two new Mirror Change-over Designs.

2x2 PROJECTOR—a

SHELF MOUNTED “\

IxX4 SLIDES

DUAL SLIDE
PROJECTOR

General Electric offers you all your TV pro-
jection room needs—as well as all other equip-
ment necessary for television broadcasting.
And remember, behind this advanced, station-
tested equipment is 75 years of electrical and
electronic progress. For further, complete
details...contact the G-E broadcasting equip-
ment sales representative in your area, Of
write direct to:

General Electric Company, Section 60063,

Electronics Park, Syracuse, New York.

- cas i -
e ewf{i
SRR R

RO
Mfg RS

FILM CAMERA
CHANNEL

2x2 PROJECTOR

REMOTELY
OPERATED

SYNCHRO=LITE

PROJECTOR

TWO M/IRROR
DESIGN

o



www.americanradiohistory.com

®/G-E Film Camera Channel
for clear, sharp picture sig-
nals. Reduces shading and
edge-flare radically.

. G-E Dual Slide Projector
ifeaturing variety of laps,
Wfades, dissolves, super-posi-
itions, etc.

® G-E Synchro-lite® Projec-
tor offers unlimited com-
mercial possibilities, utmost
in performance.

OJECTOR —
AOUNTED

SLIDES—>

L SLIDE
PROJECTOR

I MIRRORS
2x2 PROJECTOR

REMOTELY
OPERATED
CAMERA

SYNCHRO-LITE PROJECTORS

THREE MIRROR
DESIGN

Complete Television Equipment for UHF and VHF

ENERAL @@ ELECTRIC

www americanradiohistor

77%?

7_77‘77 |s1a75 1953

“&& YEARS OF ELECTRICAL //L“’

&AA PROGRESS 4

N
Nz

ot

G-E FILM CAMERA CHANNEI ’!

Sweep Failure Protection |
Virtually No Microphonics
Automatic Control of Set-Up
Dual Waveform Presentation
1215" High-Contrast Monitor

All Plug and Cable
Connections

Adjustable Deflection Yoke

G-E SYNCHRO-LITE
PROJECTOR

Slave Operation
Super-Positions on Remotes
Instant Stop and Start
Preview Any Frame

No Phasing Bars

G-E TV SLIDE PROJECTOR
Laps and fades

Dissolves

Super-positions

Transparencies and Opaques

2"x2” and 3Y4"x414” Slides

Roll-Thru Script Carriage

Dual Flood Lamps for
Opaques

Time, News Tape Carriage

G-E MIRROR CHANGEOVERS

More Inputs
Multiple Adjustments

First-Surface Mirrors

*Reg. U.S. Pat, Of
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WAVE-TV. .o cume

GREATER
COVERAGE

THAN EVER!

“Zcror FOR YEARS

WAVE-TV now
TREMENDOUSLY INCREASES
ITS SUPERIORITY!

WAVE-TV- the only low-band VHF station in
its arca s now lelecasting from the 1allesl
tower, on the HIGHEST POINT in or near
Louisville, on a NEW low-hand channel (3),
with a NEW transmitter with radiated power
of 100,000 watts! Our ALL-NEW equipment is
the most modern obtainable.

Net result, according 10 FCC coverage curves:
WAVE-TV now effectively reaches 85.5% more
square ules . . 54.6%

mnore ]N'n[)h' P s .
51.5%

more I‘,'fff't'fi'm' Huyin.g Income gives
yotu [far greater coverage than any other TV
station in this arcal

NOW GIVES YOU

914-FT. ANTENNA!

(above average terrain)

7fear LOW CHANNEL!
(from Channel 5 to Channel 3)

‘Z/eon 100,000 WATT POWER!

(up from 24,000 Watts)

‘Y eow, ALL-NEW EQUIPMENT!

(the most modern available)

TOWER HEIGHT MORE
IMPORTANT THAN POWER

100,000 walts on our new Channel at our new
914-ft. height (above average terrain) is equiva-
lent 1o 600,000 watts from our old downtown
tower and channel!

Cheek any TV engineer for the significance of
our new antenna, our new Channel 3, and
our newe 100,000 watts of radiated power. Then
ask Free & Peters for all the facts on the
vitally important WAVE-TY television market.

WAVE 'TV""" NOW CHANNEL 3

FIRST IN KENTUCKY

NBC -

5
-

ABC

Free & Peters, Ine., Exclusive National Representatives

e DUMONT
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NETWORK TV BILLINGS—PIB
For Apr. ’53 For Apr. ’52
ABC $ 1,640,597 $ 1,699,760
CBS 7,770,181 5,641,831
DuM 819,398 738,926
NBC 7,526,760 6,946,751
r 317,756,936 315,027,268J

First Quarter Billings

NETWORK TV time sales, during the first quarter of 1953,
climbed 13 per cent above last year’s mark. (By the end
of April, web billings continued to climb, coming out 17 per cent
over April, 1952.) The biggest jump in the first three months
of 1953 was in the Drugs and Remedies group which almost
doubled its 1952 time bill, spending $2,507,907.

Leading industry was as usual Food and Food Products,
which clung to the top spot even though its increase over last
year was minute. The five biggest spending products groups
account for two thirds of all network expenditures. Household
Equipment with a 55 per cent increase moved into the fifth place
from its original sixth spot. |

Top investors for the first quarter of each year:

: 1st quarter 1st quarter Per cent

. . 1952 1953 increase

H. J. Morgens, advertising VP of Procf'er G Food & food products $8,941,096 $8,989,621 1%
Goar:blne,oior"\ sgket,benws (f:or sr;efrhegldmsslemf_e- Smoking materials 6,840,852 8,382,374 22

gratio ertising Council public service oo .

spots in network film shows. P & G started Toiletries & toilet goods 6,042,939 7,948,900 31
the ball rolling with Doctor & Skelton Household soaps & cleansers 4,910,623 5,630,577 15
Household equipment 2,767,829 4 299 436 55
Auto accessories, equipment 3,848,385 4,076,567 6

Important Equipment Developments

According to top engineers most encouraging is the applica-
tion of the Vidicon Tube to TV film projection, since much of
the seemingly poor quality of TV films can be laid to the in-
feriority of projection equipment. The feeling is that the tube
will give a radically improved picture. . . DuMont Flying Spot
Film Scanner, just launched commercially, 1s another film de-
velopment considered an Important step forward in station

New pattern set by WOR's VP Jim Gaines programming operation efficiency. Scanner will probably be-
f('II(:”hWHh P':’_" Cff° corun “e';"orktsl’ff?“’lfsl come standard equipment for color TV. .  First concrete move
viisio: :::ng?f Ifhe §’eea:“ J:Z:eds%(;s'c;hici;c‘, in solving small station problems is G. E’s new economy size
Unlimited was NBC's Jules Herbevaux (right) package. By centralizing and simplifying controls and switch-
for his role in developing The Chicago Touch ing, unit will make it possible for a station to be operated byv

two technical men during a stretch of film programs. . . Another

welcome development is greater simplicity in the field of light-
ing. Individual units will be much more flexible. For example:
Spots have been designed to “fan out” and thereby do the work
of a number of lights.

Advertiser Scorecard

Recently announced network schedule changes coming up
now and in fall . . .International Shoe signs for Tom Corbett
Space Cadet for 11:30 alternating Saturdays replacing its can-
celled Kids and Co. . .. Chrysler Medallion Theatre now szt for
fall debut on CBS-TV, Saturday at 10:00 pm. . . . American
Tobacco, reroutes several properties for summer term---Private
Secretary shifts to NBC while Hit Parade is on hiatus; Your Play
Time (re-run of Chevron Theatre) will occupy Secretary’s CBS-
TV slot, 7:30 pm Sunday . . . P&G’s new film entry, Letter to
Loretta starring Loretta Young will go on for Tide, Sunday,
10:00 pm NBC, come fall . . . Willys, while Omnibus is on vaca-

(Continued on page 10)

N. W. Ayer’s reputation
in art carries over to
TY. Most exhibited
agency TV mon at Art
Directors show was
Ayer's Norman Tate,
merit award winner

Television Magazine ¢ June 1953 7
m'\ﬂf\,mmw_m——!
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first in time . . . first in know-how . . . first in faciliti "-':‘.‘;f“f

Houstonians! And now, KPRC-TV is first to combine with and to
Houston a complete, new Radio-Television Center, one of the finest, |
modern in the nation. &% :

Channel 2 - Houston
NBC +« CBS * ABC * DUMONT

JACK HARRIS; Vice President and General Mﬁnqgur :
Nationally Represented by EDWARD PETRY AND €O.

iy

Moo oroonoonradiobicton ooy
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40,000 square feet of completely

air-conditioned floor space

3 LARGE TV STUDIOS
A garden studio for outside shows
An audience-participation studio seating
200 people
4 radio studios
Doorways in all television studios, large enough
to admit automobiles
3 rear screen projectors — one for each studio
12 microphones in each studio
3 film previewing studios
Viewing booths over each studio
Complete audition facilities
Separate controls for directors and engineers
Three “memory booths” for announcers and
actors
4,000 square feet of prop room space

o

KPRC-TV
ing at 65,
power y (8
new 750-foot
telecast at ma
000 watts S

July.

Tl e :
Ay ametic anradiahietory com—mmm

.« now telecast
000 watts of
will comP‘e‘e

tower and

ximum 100:-

ometime N
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2 in arow

Billboard Award 1952

Sigma Delta Chi Award 1952

x Alfred 1. du Pont Television Award 1952

Tic- Tac-Toe -3 in a row but it’s not a game with
us—it’s a serious business, and we’re going to keep
right on with our “round the clock, round the calen-
dar top notch programming making every year a

winning year for our sponsors.

the nation's no. 1 test market station.

- COLUMBUS, OHIO
CHANNEL 10

CBY-TV NETWORK e Afflllated with Columbus Dispotch and
WHNS-AM e Goneral Sales Offico: 33 North High Stroet
REPRESINTED BY BLAIR TV

FOCUS (Continued from page 7)

tion will use Tales of the City,
Ben Hecht series, on alternate
Thursdays at 8:30, CBS-TV . . .
Another summer change is Toni’s
Big Moment going on DuMont in
place of Bishop Sheen . .. Camp-
bell Soup, after ditching the
Aldrich Family will hold on to Fri-
day 9:30 slot on NBC for Double
or Nothing until July, then put in
a dramatic show . . . Upswing at
ABC-TV with Viceroy putting in
Orchid Room with Bert Lytell in-
terviewing guest celebrities, fol-
lowing Winchell telecasts . . . and
Pepsi-Cola’s new dramatic series
for Friday nights which feature
veteran Pepsi-peddler, Faye Emer-
son. . . DuPont to move Cavalcade
of America over from NBC to ABC-
TV as an every week entry this
fall . .. Club Embassy on NBC-TV
dropped by Lorillard . . . R. J.
Reynolds (Cavaliers) drops out of
My Friend ITma, will use the CBS-
TV time slot for The Hunter dur-
Ing summer, which the firm put on
summer replacement duty last
yvear . .. Westinghouse drops Meet
Betty Furness, CBS-TV daytimer
and signs for big 19-game National
Football schedule, DuMont . . .
Colgate renews Comedy Hour with
revised comic line-up, after much
hassling. . . Hoagy Carmichael
Saturday Night Rewvue, substitute
for Show of Shows, gets Bendix as
10 minute sponsor for 13 weeks. . .
New on Today are Tea Council and
Magic Chef . . . Reymer and Bros.
launches Last of the West on ABC-
TV network . . . Sunkist Growers
take over sponsorship of second
half hour of Super Circus, ABC-
TV, Sunday at 5:00 in lieu of Mars
Candy . . . P&G to test new entry,
Nothing But the Best, by alter-
nating it with Fireside Theatre
during the summer; show to fea-
ture KEddie Albert. . . Five Day
Deodorant takes over Break the
Bank for a summer stint in Milton
Berle's old time, 8:30-9:00
Having used up Lucy's repeat po-
tential during the world’s most
famous pregnancy, Philip Morris
schedules Racket Squad as its hot
weather substitute. . . General Mo-
tors again takes the NCAA football
schedule  via  NBC, $3,500,000
worth, covering 12 Saturday
pames, . . Pride of the Family with
Paul Hartman snags Armour and
Bristol-Myers as alternate spon-
sors for ABC-TV's Friday 9:00
entry. . . U, S, Steel drops its long
time radio entry, Theatre Guild of
ihe Air, Lo launch a sixty minute
dramatic show on alternate weeks,
time and network not chosen.

Television Magazine e June 1953
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Sonvtng more poople

- WOAI-TV is the first
G

'““%2‘%;;2;,., L Vet ] Texas station to attain the
. :

maximum power allowed

by the FCC in its range.

More people will see
WOAI- TV — More people
will see brighter, clearer,
steadier pictures on Chan-

: . ; &an & nel 4. People buy what
WOAI - ' | | \é“‘t; .:se,.- _. ‘theysee on WOAI-TV.
IS A o .
BETTER- . ;

THAN-EVER
-BUY

A .. _ . .. CHANNEL 4
{7 & ,&‘-éﬁ?xﬁ‘.ﬁi@?&%%gi Pl L vee

Represented Nationally by EDWARD PETRY & COMPANY, INC. ﬂ I'I n n 0 n I O
New York — Chicagas — Los Angeles — 5t Louis
Dallas — $an Francisco — Detroit
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BECAUSE 807 OF THE TV

HOMES IN EL PASO ARE
_ AIR-CONDITIONED FOR COOL,
COMFORTABLE TV VIEWING

El Pasoans, like most Southwesterners, stay

i
o ¢

Here Are the REASONS WHY
KROD-TV Is Your Best Buy In
El Paso and the Southwest!

indoors in the summer to enjoy the cool
comfort of their air-conditioned homes and
to watch TV . . . in the day-time and at
night-time, too. Because El Pasoans do stay

1. Mountain top transmitter location
— 1783 ft. above city.

2. Channel 4 —55,300 watts
3. CBS—Dumont— ABC Networks

home in the summer, they look to TV for en-
tertainment. This gives the TV advertiser a
greater opportunity to sellhis product here.

4. More viewers because of better re-
gional coverage, thorough coverage
of the "home town' area, and bet-

Sell Your Products on El Paso’s
First, Biggest and Best TV Station

ter programming.

More "top flight” film shows.
More local interest shows.

. More live shows.

® N & o«

Unrivalled studio facilities especial-
ly designed for TV.

9. Large and experienced TV staff.
10. New:paper affiliation.

11. (Jup.f:ri..-r rr'r:rr‘_hr:ndi-.inq "ﬂ-‘::u;.);”.
Sell In The City Where People ' - RODERICK BROADCASTING CORP.
Stay Home In The Summer! ' DORRANCE D. RODERICK VAL LAWRENCE DICK WATTS
Chalrman of Board President and Gen, Manager TV Sales Manager
‘1&3 i _.r""' CALL YOUR NEAREST
nllﬁ e J
o Qﬂ? ' O. L. TAYLOR COMPANY OFFICE FOR FULL DETAILS
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MARKETS & MEDIA

New method of compiling circulation . .

ELEVISION Magazine is now

the only monthly source for
nationwide market by market cir-
culation reports, outside of indi-
vidual station estimates.

To maintain accurate circulation
reports, our Research Department
has set up an entirely new system
for compiling set figures.

During the past few years cir-
culation estimates were based pri-
marily on RTMA county shipment
reports. Because these reports
cannot take into account replace-
ment or second set sales, second-
hand receiver sales or tranship-
ments, statistics for the older TV
markets would have become in-
creasingly out of line.

The revised method has as a base
“U. S. Television Ownership by
Counties” published this May by
the CBS-Television Research De-
partment. A series of growth
formulas has been worked out,
which, together with a number of
other specific checks, make it pos-
sible to report circulation for each
TV market on a monthly basis.

With this new system, we will
continue to report DUPLICATED
circulation-—that is, the total num-
ber of receivers covered in a TV
market regardless of overlapping
signals.

SCHEDULED OPENINGS

Market Station Channel
JUNE

Bakersfield, Calif. KAFY-TV 29
Bellingham, Wash, KVOS-TY 12

Buffalo, N. Y. WBUF-TV 17

. Slated openings

Charleston, S. C. WCSC-TY 5
Duluth, Minn. WFTV 38
Elmira, N. Y, WTVE 24
Fargo, N. D. WDAY-TV 6
Fresno, Calif. KMJ-TVY 24
Greensboro, N. C. WCOG-TV 57
Idaho Falls, Idaho KID-TV 7
Kansas City, Mo. KCTY 25
Lafayette, Ind. WFAM-TV 59
Lincoln, Neb. KFOR-TVY 10
Madison, Wisc. WKOW.-TV 27

WMTV 33
Medford, Ore. KBES-TV 8
Pensacola, Fla. WPFA-TV 15
Peoria, Il WTVH-TVY 19
Pueblo, Colo. KCSJ-TV 5
Rochester, Minn. KROC-TV 10
Rome, Ga. WROM-TVY 9
Roswell, N. M., KSWS-TV 8
San Luis Obispo, Calif. KVEC-TV 6
Scranton, Pa. WGBI-TY 22
Tacoma, Wash. KMO-TY 13
Tucson, Ariz. KYOA-TY 4
Waco, Texas KANG-TY 34
Wichita, Kan. KEDD 16
Zanesville, Ohio WHIZ-TV 50

Stations on during May

Battle Creek

Bethlehem-Allentown WLEV-TV UHF

Columbia, S. C. WCOS-TY UHF
Ft. Lauderdale WFTL-TV UHF
Little Rock KRTY UHF
Lubbock KCBD-TV VHF
Muncie WLBC-TV UHF
Phoenix-Mesa KTYL-TV VHF
Rockford WTVO UHF
Saginaw WKNX-TY  UHF
St. Petersburg WSUN-TV  UHF
Sioux Falls KELO-TV VHF

Who's buying the new TV markets
— listing of advertisers appears
this month in The New Markets, a
special report starting page 17.

Station splurge on program promotion was achieved by CBS-TV’s Burns & Allen and
Carnation via offer of Coronation trip to station personnel doing best job. Plugs for
B & A on local shows like Homemaker Hobnob (above), newspaper feature stories and
dealer displays won prize for Barbara Haddox, WBNS-TV, Columbus. New vitality to
network programs added by local originations like Today’s telecast of Neiman-Marcus

fashion show from WFAA-TV, Dallas.
Marcus, narrated.

Television Magazine o June 1953

Jack Lescoulie, here with president Stanley

WWW americanra istorv com

WBKZ.TV  UHF

 HOW

@D

200 kw

@

1,016,600 Sets

<D

Chan'\nel 10

Pinpoint Your
Persistent Salesman
in an increased
Multi-Million-Dollar

Market

-
H

NEW
HAMPSHIRE

PAWRINCE -
NITCHBUEG

LEQMINSTER

WHLIMANTIC
: A
CONMECTICUT 'y

HARTIORO

CHANNEL 10
PROVIDENCE

Represented Nationally by
WEED TELEVISION

13
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There is a REASON

Advertisers stay
year after year

with KTLA

of all advertisers .
62% were on k1A | year ago
54% vere on k118 2 years ago
39% vere on kTLA 3 yearsago

RESULTS all the way
~ That’s Why They Stay

=
i . ]funmauaf

n
(
Sl an e eomt rf.‘-: v/az/nm rﬁ.{

h f.:’L _JJ f.; .-‘_‘IB '_ "

on
Channel 5
FILA Officas and Studios » 5451 Marathan St Los Angaeles 38 ¢ HOllywood 9-318
Fastern Officos . 1501 Broadway, New York 18 . BRyant 9-8700

PAUL H. RAYMER COMPANY + NATIONAL REPRESENTATIVE

\\\\\\\\\\\\\\\\\
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TIME BUYING

Putting the Tea

in TV

| can’t quench my thirst , ..

I’'m hot as [ can be! | even hate me!

A glass of lced Tea!

In the fall of 1952 the Tea Coun-
cil put 100 per cent of its budget
for hot tea into television, running
20-week schedules in ten markets.

When it came to planning 1953
advertising for iced tea, both the
Council and its agency, Leo Bur-
nett, felt that the effectiveness
proved in the hot beverage cam-
paign would apply to the summer
drink.

Concentrating again on TV the
plan calls for a minimum of seven
spots and a maximum of 11 per
week In each of 46 markets during
a two-month perlod.

On NBC network the Council
will use three five-minute segments
of Today each week in 23 cities.
The spots will be used in these
areas, plus 23 more. This repre-
sents virtually all of the iced tea
ad budget.

The research-conscious Council
ran an extensive copy test to pick
the iced tea sales appeals best
suited to television. Reactions of
390 consumers to six test maga-
zine ads told the Council that “re-
freshing, thirst-quenching” was its
best theme.

The Council believes iced tea 1s
a product that the whole family
likes and can be sold on. There-
fore, spots will run through the
day from morning to late evening,
seven days a week.
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And when I'm hot and thirsty . ..

Wife sings: DQESN'T LEAVE
YOU THIRSTY ..

Wife sings: You need the
Summertime Refresher . . .

Together they sing:
A GLASS OF ICED TEA!

Four 20-second and four one-
minute film commercials have been
made.

The Tea Council’s new iced tea
campaign 1s the result of two ex-
tensive tests. When they first con-
sidered using television, $%25,000
was allocated for a TV versus radio
test in Syracuse. Between Novem-
ber 1951 and May 1952, a satura-
tion schedule of 17 spots ran every
week in that city.

Before the campaign began, the
Roper organization set up a panel
of housewives in TV homes and
another in non-TV homes. At the
end of six months, tea consump-
tion In TV homes was up 18.6 per
cent.

There was a definite change in
attitudes toward tea in these tele-
vision homes, but very little change
in the non-TV homes. The Tea
Council felt, in the words of one
official, that TV was “obviously the
answer; we found a home.”

The second study was the survey
of copy themes.

The successful campaign for hot
tea has convinced the Council that
the motion and impact of animated
visual appeal that are possible only
with television make it the best
medium ever devised for selling
food products like iced tea.

Burnett’s account exec, Ed Thiele
said, “We decided television was
for us, and we’re going all out.”
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TELEVISION'S FIRST GUEST STAR

It was 1927. Fifty people faced a hlank screen in
New York, waiting for the Bell System’s public
demonstration of the first intercity television trans-
mission. Then they saw Secretary of Commerce
Herbert Hoover smile from Washington, and the
first signs of life stirred in a new industry.

The next twenty years were filled with research,
further experiments and tests. Out of them came
improved transmission techniques, using coaxial
cable and radio relay.

By 1947, network television was ready.

Even now, with some 34,000 channel miles
crisscrossing the ecountry, millions of dollars are
gomg into building more and better facilities for
tomorrow’s needs.

Yet the cost of the service, furnished by the
Long Lines Department of the American Telephone
and Telegraph Company, is low. Bell System charges
for the use of intercity television facilities average
about ten cents a mile for a half-hour program time.

Waller Gifford, then president of the American Telephione and Telegraph Company, talks with Herbert Hoover in the first demonstration of intercity
television transmission, between New York and Washington, D. C., April 17, 1927.

BELL TELEPHONE SYSTEM

PROVIDING TRANSMISSION CHANNELS FOR INTERCITY RADIO AND TELEVISION TODAY AND TOMORROW
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THE NEW

MARKETS

A SPECIAL REPORT ON WHAT THE POST-FREEZE
STATIONS WILL MEAN TO THE TV ADVERTISER

F more immediate importance

to the advertiser than the
number of new markets he will
eventually buy is whether or not
the new markets are a good buy
today.

With 67 stations on the air in 56
new areas as of June lst, the fig-
ures are impressive. Over 11 mil-
lion people have come within the
reach of television since the lifting
of the freeze, bringing with them
a retail sales total of $13,197,400,-
000.

The record to date shows that
the number of advertisers buying
these new stations is still a rela-
tively small percentage of those
using the older markets. Some
have waited for larger circulation;
others just aren’t interested in
many of the new areas. A good
number of major and minor ad-
vertisers however have gone into
them, as the lists in this report
show.

While so many agencies talk in
terms of the first 100 or 125 mar-
kets, analysis of these lists of ad-
vertisers using the new outlets
shows extremely heavy national
spot and network in cities well
outside of the cream market cate-
gory.

Circulation so far has been keep-
ing pace with the various projec-
tions made after the lifting of {the
freeze. CBS-TV predicted that un-
touched TV markets would hit
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close to 35 per cent penetration at
the end of six months. McCann-
Erickson’s projection for the top
125 markets alone, pegged six
months penetration near 55 per
cent.

Denver hit McCann’s market at
the end of its first half year: so
did Portland. Many of the younger
markets, outside the top 125, are
running in step with the CBS-TV
curve.

UHF conversion 1is a tougher
problem. While first reports were
discouraging, later surveys which
took Into consideration the con-
fusion over channel identification,
have come up with much higher
conversion counts in a number of
areas. In Youngstown at the end
of four months, 38 out of every 100
sets were UHF equipped.

But regardless of what the new
TV territories offer in population
or sales, the advertiser must draw
the line some place.

Procter and Gamble, the largest
TV user, has set a rigid 91 station
schedule for the next few months.
Colgate, the second largest, sees
network coverage somewhere be-
tween 90 and 100 markets. The list
for many advertisers will be
smaller.

Irregularities in supposedly na-
tional distribution will attract na-
tional companies to markets out-
side the top 100 or 125. One of the

(Continued on page 40)
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THE NEW STATIONS

As of June st

Altoona
Amarillo

Ann Arbor
Atlantic City
Austin
Bangor
Baton Rouge
Battle Creek
Bethlehem-
Allentown
Bridgeport
Colorado Springs
Columbia
Denver

El Paso

Fargo

Fort Lauderdale
Fresno
Galveston
Green Bay
Harrisburg
Holyoke
Honolulu

Jackson
Lawton
Lima
Lincoln
Little Rock
Lubbock

Lynchburg
Minot
Mobile

Montgomery
Muncie

New Britain
New Castle
Peoria
Phoenix-Mesa
Portland
Pueblo
Reading

Roanoke

Rockford
Saginaw

St. Petersburg
Sioux City
Sioux Falls
South Bend
Spokane

Springfield, Mass.

Springfield, Mo,
Tacoma

Tucson

Wichita Falls

Wilkes-Barre
York

Youngstown

Zanesville

WFBG-TV
KFDA-TV
KGNC-TV
WPAG-TV
WEPG-TV
KTBC-TV
WABI-TV
WAFB-TV
WBKZ-TV

WLEV-TV
WICC-TV
KKTV
WCOS-TV
KBTV
KFEL-TV
KROD-TV
KTSM-TV
WDAY-TV
WETL-TV
KMJ-TV
KGUL-TV
WBAY-TV
WHP-TV
WHYN-TV
KGMB-TV
KONA
WITV
KSWO-TV
WLOK-TV
KOLN-TV
KRTV
KCBD-TV
KDUB-TV
WLVA-TV
KCJB-TV
WALA-TV
WKAB-TV
WCOV-TV
WLBC-TV
WKNB-TV
WKST-TV
WEEK-TV
KTYL-TV
KPTV
KDZA-TV
WEEU-TV
WHUM-TV
WROV-TV
WSLS-TV
WTVQO
WKNX-TV
WSUN-TV
KVTV
KELO-TV
WSBT-TV
KHQ-TV
KXLY-TV
WWLP
KTTS-TV
KTNT-TV
KOPO-TV
KFDX-TV
KWFT-TV
WBRE-TV
WSBA-TV
WEMJ-TV
WKBN-TV
WHIZ-TV

VHF
VHF
VHF
UHF
UHF
VHF
VHF
UHF
UHF

UHF
UHF
VHF
UHF
VHF
VHF
VHF
VHF
VHF
UHF
UHF
VHF
VHF
UHF
UHF
VHF
VHF*
UHF
VHF
UHF
VHF
UHF
VHF
VHF
VHF
VHEF
VHF
UHF
UHF
UHF
UHF
UHF
UHF
VHF
UHF
VHF
UHF
UHF
UHF
VHF
UHF
UHF
UHF
VHF
VHF
UHF
VHF
VHEF
UHF
VHF
VHF
VHF
VHF
VHF
UHF
UHF
UHF
UHF
UHF
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$1.00 buys 552 viewers

$1.00 buys 278 readers

Magazines versus Television . . .

Tale the cost per thousand impressions earned
by the major categories of network TV users in
mid-season. Then see how these same advertisers
would fare by taking [ull puge black and white
adls in top nattonal magazines. The result is over-
whelmang evidence of TV’s superior ability to
deliver o mass audience al more [avorable cost
per thousand, The nne product groups studied
acconunt for a total of 168 sponsored program seg-
et AG of them in daytome. ALl other sponsors
togethier accounted for only 31 program segments.
The televiaon preture, then, is based on many
hoo good and bad - The erght magazines studied
are leadess an therr fields. No oattempt has been
el to measre the vnpact of a black and white
precge g televeaon's sight. sound and motion
effectivene

18
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VALUATION of media inevitably rests on meas-

urement of cost per impression. In April and May,
TELEVISION Magazine published studies which indi-
cate that on a cost per thousand basis, network TV
and national spot TV consistently out-perform news-
paper advertising. This month, national magazines
are compared with network television,

The yardstick again is “How much does it cost to
reach a thousand people?” The method of compari-
son however has shifted to specific categories of
advertising in both media. The question becomes,
“How much does it cost for a food or automotive
advertiser to reach one thousand adults with a page
black and white ad in leading magazines, compared
to the cost per thousand adult viewers per commer-
clal minute actually earned by advertisers in that
business category on TV this year?”

Since this survey 1s based on 84 per cent of all
advertisers using network TV during November-
December 1952, it includes programs with both very
high and very low scores, and gives a balanced pic-
ture of TV’s performance.

Thus, within the toilet goods category, shows range
[rom $3.90 as the cost per thousand adult viewers/
commercial minute for It's News to Me to the $1.01
carned by What's My Line. The average for all shows
sponsored by toilet goods companies is $1.93. Among
the higher budgeted evening shows, Colgate Comedy
Howr scored $1.14 and Jackie Gleason hit $2.07. With
black and white page ad in magazines, toilet goods
advertisers can reach a thousand adult noters for
$5.02 in the Post or $3.36 in Look. In the women's
service magazines, these companies reach 1,000 women
noters for $5.40 in the Woman’s Home Companion
and $3.43 in Good Housekeeping. Contrast this with

Television Magazine o June 1953
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NETWORK TELEVISION VERSUS MAGAZINES
Comparative Costs of Reaching 1000 Aduits

Cost per M

PRODUCT CLASSIFICATION adult viewers

per comm, min,

Automotive $1.85
Jewelry 2.67
Food 1.72
House Appliances 2.01
Radio & TY 1.70
House. Supplies 1.62
Pharmaceutical 2.26
Tobacco 1.70
Toilet Goods 1.93
Average $1.81

Cost per M adult "Noters”’ of 1 p. B & W ad

LIFE SE POST COLLIER'S
$2.93 $3.59 $2.52
4.72 5.58 —
472 5.58 —
472 5.58 —
4.72 5.02 3
5.00 — —
4.05 418 3
3.86 4.36 —
4.25 5.02 3.34
$3.70 $4.56 $3.01

DAYTIME NETWORK TELEVISION VERSUS MAGAZINES
Comparative Costs of Reaching 1000 Adult Women

Food House Supplies
$2.28 $1.93 $1.90

Cost per M Women Viewers per Comm. Min.
Cost per M Women “Noters” of 1 page, B & W, ad:

LIFE

SATURDAY EVENING POST
COLLIER’S

LOOK

GOOD HOUSEKEEPING

LADIES HOME JOURNAL
McCALL’S

WOMAN'S HOME COMPANION

the $1.90 per thousand women viewers per commer-
cial minute that they earned in daytime TV.

Among the women’s magazines, Good Housekeep-
ing averaged the lowest c-p-m, delivering women
noters at $3.90 per thousand. Of the general publica-
tions lowest average c-p-m adults (men plus women)
was $3.01 scored by Collier’s, which earned high not-
ing figures for all product groups. Look wasn’t far
behind with $3.09.

On the TV side, the group of advertisers that placed
a commercial message before 1,000 adults at the
lowest cost was household supplies (soaps, cleansers,
waxes, etc.). This category averaged $1.62 for all
programs. Household supply advertising in Life
reaches a thousand adult noters for $5.00.

Since household supplies are usually bought by
women, the comparison of daytime TV to women’s
service magazines is an even better yardstick. Day-
time TV’s delivery charge for the household supplies
advertisers averaged $1.93 per thousand women per
commercial minute. The largest circulation women’s
magazine, Ladies Home Journal, reaches a thousand
women noters for $6.30. The largest general publica-
tion, Life, delivers a thousand women noters for $6.55.

Among the television programs, interesting is the
relative performance of 15 minute and half hour
shows. In the tobacco group, five quarter hour shows
are used. Although their individual c-p-m adult
viewers per commercial minute ranged from $.97 to
$2.81, their average, $1.70 was exactly the same as
that scored by programs of all lengths used by to-
bacco makers. The single hour long entry sponsored
by a company in this category is Robert Montgomery.
With six minutes of commercial time, it scored $1.38.

Television Magazine e June 1953
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-and commercial cost.

BASIS OF MAGAZINE-TY COMPARISON
Material prepored by NBC Research & Plonning Dept.

A per commercial minute standard was
used to get the TV equivalent of a single in-
sertion, each commercial on a program being
an individual message which can be devoted
to entirely different products (or companies).

A page was used because there 1s so much
variation in the size of smaller units sold by
various magazines. Some take half pages,
others don’t.

TV cost per thousand is based on PIB gross
time, plus TELEVISION’S estimate of program
Audience—Nielsen
average rating based on Nov.-Dec. 1952
Adult viewers per set-——average of 1.9 adults
in evening and 1.1 adult women 1n day, based
on ARB. In averaging TV programs, figures
were weighted to equalize number of tele-
casts per month.

Magazine ¢-p-m is based on SRDS, one
page Dblack and white cost as of April,
1953, plus 10 per cent added for mechanical
production. Circulation—last six months
1952, ABC U.S. circulation. Readers per
copy and age—Look National Study of Maga-
zine Audiences. Ad noting—>Starch Consumer
Magazine Report, July 1951—June 1952. Age
of adults defined as 20 and over. Blanks In
magazine portions of charts indicate that
noting figures for product group weren’t
available.

iohistorv cam
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SPORTS OF THE NIGHT
MONDAY v SATURDAY . Win or Lo

Television Art Winners

This year 55 examples of art work prepared for television were
accepted by the 32nd Annual Exhibition of the New York Art
Directors Club. Two Gold Medals and two awards of distinctive
merit were given to the outstanding graphic work submitted. The
Annual Exhibition is famed for the quality of work shown and also
as an indication of advertising art trends in publications, mailing
pieces and billboards. In recognizing the growing importance of
television’s graphic material, it has spotlighted, with its Awards,
the fact that TV is now using good design and modern treatments
to do many of the jobs required in programming and advertising.
On these pages we present the winners in the 32nd Annual and
examples of the styles that won.

Georg Olden

Art Directors Club Medal
For overall contribution
to television graphic art

Georg Olden is the director
of Graphic Arts Department
CBS-TV Network. He won an
award for distinctive merit
from the New York Ad Club
in 1951 and 1952.

;;(J ?{R;&gﬁ sl '-
‘::‘: Omnfbu.\'

CBSTV

Program

Program slide for Omnibus

Program slide for Songs for Sale

Program slide for What in the World

Progressive slides for Baseball Scoring

WERSTY Program
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Award of Distinctive Merit { [

Television commercials
Film, live technique

Art Director—Norman Tate
Artist—A. Qestrander

Producer—Sound Masters, Inc. TANTIC
Adv. Agency—N. W. Ayer & Son,

Inc. =
Advertiser—The Atlantic Refining REARCE

Co.

HL-ARC
R

Award of Distinctive Merit

Television commercials
Film, full animation

Art Directors—Ray Patin,
Tom Newman
Artist—John Hubley
Producer—Ray Patin Productions
Adv. Agency—Fitzgerald Ady.
Agency
Advertiser—Blue Plate Foods, Inc.

Pencil rough storyboard from which the
finished cartoons were prepared

Gold Medal Winner

Television Commercials

Artist—Lew Keller

Art Directors—Ray Patin, Marlowe Hartung
Producer—Ray Patin Productions

Adv. Agency-—Wallace MacKay Co.
Advertiser-——Bardah! Manufacturing Corp.
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The

Federal Communications

Commission

— a profile

22

OR several months, the redoubtable Senator Joseph
R. McCarthy of Wisconsin has had the Federal
Communications Commission in a pressure tank.

The Senator’s recent sessions with the FCC were
based chiefly on his concern over two channels—one
in Milwaukee and the other in Madison.

McCarthy has been for removing the educational
TV reservation in Milwaukee so that the VHF channel
could go commercial, presumably, to the Hearst cor-
poration, which is considerably more favorably in-
clined to the Senator than the owners of the existing
station, the Milwaukee Journal.

McCarthy, it seems, also has a personal ax to grind
in Madison where he favors one applicant over an-
other.

If ever there was a government body sitting on a
pre-cooked seat, it is the FCC. For most Washington
agencies, the curiosity of Joseph McCarthy would be
enough.

But operating under an ill-defined, and perhaps
undefinable, mandate that all broadcast regulations
and licenses conform to ‘“the public interest, con-
venience, and necessity,” FCC is in the unenviable
position of trying to act as the public’s champion, stay
on the inattentive side of Congress (whose creature
it 1s), and shape the patterns of one of the country’s
most rapidly expanding industries.

Here clearly is a situation ready-made for pressure.
And that the Commission’s agenda bulges with prob-
lems incident to the development of TV further ex-
tends the invitation. For television, more than any
other service in FCC’s regulatory bag, has been dem-
onstrating itself to be a matter of big economics.
Moreover, it is showing itself to be the great projector
of personality and potentially the strongest hammer
available to the politician.

Under no circumstances, therefore, could the Com-
mission have hoped to achieve anonymity while it
wrestled with a communications revelution. There is
always FCC’s Congressional master, the Senate Com-
mittee on Foreign and Interstate Commerce, which
writes the U. S. communications laws, maintains a

Television Magazine o June 1953
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keen surveillance over FCC’s administration of those
laws, and passes on all Presidential appointments to
the Commission.

But FCC’s task and its mandate have not been made
easier by the determination on Capitol Hill that Con-
gress has its own peculiar role in playing midwife to
the development of TV. Applicants for TV station
grants spent two of their four years in the “freeze”
because Sen. Edwin Johnson, then chairman of the
Senate Committee, insisted upon a full-blown mmquiry
into color. So, in process of untangling the thorny
questions of VHF and UHF channel allocations, FCC
was deflected into taking a long and unfruitful look
at the imperfect color systems then in the laboratories.

Clearly, the Commission walks a difficult road. No
responsible critic remotely denies the necessity for its
existence. The frequency-jumping of the 1920’s 1s still
a vivid memory in the minds of veteran broadcasters.
Today, the impossibility of setting engineering stand-
ards and licensing broadcast channels in short supply-—
except by a supposedly independent and impartial
body—1is generally conceded.

But there, agreement ends—and further Commis-
sion troubles begin. Given the power to regulate com-
merce in communications, FCC collides immediately
with a large portion of the American business com-
munity. The Commission’s power to regulate may not
exactly be the power to destroy, but it is definitely
the power to step on toes, often (it seems to broad-
casters and advertisers) capriciously, or with an un-
necessarily sharp heel.

As respects radio and TV, part of this difficulty
undoubtedly stems from the Commission’s official lack
of concern whether a broadcaster or equipment manu-
facturer makes or loses money. On the face of it, this
approach smacks of unreality.

No one pretends that radio and TV frequencies are
worthless commodities in the marketplace any more
than sensible folk suggest that broadcasters operate
their stations as perpetually losing businesses. Yet,
FCC has fastened itself to its legal obligation to de-
fend the public interest and establish engineering

Television Magazine e June 1953

Seven commissioners on a hot seat left to right,
Commassioners Robert T. Bartley, George Sterling,
Paul A. Walker, Chairman Rosel H. Hyde, Edward
M. Webster, Frieda B. Hennock, John C. Doerfer.

standards without full recognition of the economies of
broadcasting.

The result, once again, has been pressure. Take the
color fight. On the record, the debate centered on the
superiorities and shortcomings of engineering pro-
posals. But behind every word was the worth or
worthlessness of patents.

Or take the issue of subscription TV. In order that
the Commission should review the subject, the argu-
ment has been conducted on the high ground of The
Public Interest. But the contenders (with a strong
assist from several Senators) are, in fact, fighting for
valuable space in the radio spectrum and, of course,
whether TV programs should be sold to the public or
only to advertisers.

So too, there is the long-time tug of war between
industry and agency over matters of programming.
By law, the Commission is forbidden the power of
censorship over specific program content. However,
when considering renewal of a station’s license, pro-
gramming, among other factors, 1s taken into consid-
eration by the Commission in evaluating whether a
station has been operating in the “‘public interest,
convenience and necessity.”

The implication has been that, left to themseclves,
broadcasters would forget the public interest in a
zeal to amass profits. That was the fnding of the
Commuission’s controversial ~“Blue Book' of 1946,
which sought to establish the overriding fact that the
performance of radio licensees was rather different
from their promises. Undoubtedly, FCC’s researchers
did, at the time, hit a vein of payv dirt. Certainly, too,
one could find specific instances today of the identical
problem in both radio and TV.

Nevertheless, in pointing sternly to the alleged
shortcomings of broadcasters—and their customers,
the advertisers—the FCC has raised an issue that it
cannot settle or surrender. Seftlement bv law of what
is, in the final analysis, a questionable if irreconcilable
opinion 1s an invitation to legal battles without an end
in sight.

(Continued on page 24)
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On the other hand, surrender of
the issue leaves both FCC and in-
dustry to the mercies of a headline
seeking Congress and, sooner oOr
later, the prospect of coping with
another new and imperfect law.
The recent Gathings resolution to
investigate TV programming is suf-
ficient evidence of that.

And so, aspirants to broadcast
licenses have proposed program
schedules and balances which, in
actual day-by-day operation, could
not be fulfilled. When competition
for a channel is hot, as in the pres-
ent TV hearings, these proposals
have achieved an extravagance
almost in direct ratio to the desir-
ability of the grant. That most of
these a priori schemes are sincere
is a tribute to the industry’s entre-
prenural optimism. But the Com-
mission and its hearing examiners
have accepted this optimism with
a straight face.

Later, however, performance de-
parts from the guideposts of
promise; and FCC lacks the staff,
budget, will and, perhaps, even the
authority to recall station operators
to the paths of righteousness.

License Renewal
Always a Threat

To be sure, broadcasters always
face the possibility that their li-
censes may be denied renewal, that
they will be left with a transmitter
but without permission to send out
a signal. Consequently, they keep
a wary eye on the Commission and
on their advertisers. But unfor-
tunately, that wariness is the child
of uncertainty, which is only a
trifle better than wariness bred
from fear of censorship.

Currently, there appears to be
some chance of improvement—or,
at least, simplification. FCC’s new
chairman, Rosel H. Hyde, states his
belief that future TV grants will
lay “emphasis on the qualification
of character” and upon the indica-
Lion that a heensee will not “dele-
gale responsibility.”

At o minimum, this should re-

duce the difficultics of staking so
rmuch on an applicant’s dewy-cyed
vision of the public service mir-
acles he ecan accomplish, To some
cxtent it may lead both the Com-
micion and  the  industry  away
fram the powderkep of program-
ming. Modt nnportant of all, while
character  and  responsibilily  are
nol words ol casy meaning, their
content o tied 1o the past history
ol e appdicant, And the great vi
toe ol Toctory s thal 108 aomosale
ol conerete [aet:
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Another sore point between FCC
and the industry it regulates is the
slowness with which the wheels of
administrative justice turn. The
Hoover Report scored the Commis-
sion for its ‘“‘lack of a comprehen-
sive regulatory program” and its
failure to stay abreast of the broad-
casting industry. When that report
was issued, the agency was a solid
year behind in its processing of a
merely normal load of radio broad-
cast business. The ‘“freeze” in TV
had not yet reached its deepest
point.

Since then, much has been cor-
rected. Except for TV, backlogs
have been cleared to the point
where applicants and petitioners
can usually see daylight ahead. In
TV itself, the lifting of the “freeze”
has produced station grants in un-
wonted rapid succession. Even with
the vital obligation to afford ‘“due
process’ to all contestants, the com-
petitive hearings have been speeded
by several radical changes in pro-
cedure.

Finally, amid surprisingly little
grumbling, the organization of the
entire Commission was realigned
by Congress under the McFarland
Act of 1952, The recent increase of
efficiency is not debatable: each
year, FCC has been carrying a
gradually increasing load of busi-
ness with a decreasing body of per-
sonnel.

Nor are all complaints laid upon
the Commission’s shoulders with
an air of complete understanding.
Much criticism from broadcasters
forgets that FCC has a parallel ob-
ligation to telephone and telegraph,
the burgeoning industrial, marine
and municipal uses of radio, ama-
teur operators, and U. S. partici-
pation in international conferences
on communications. These un-
glamorous services account for
four-fifths of its line personnel and
about 70 per cent of its line bud-
got.

Then too, the very growth of
radio and TV has piled burdens on
FCC desks while attracting key
personnel o the more lucrative
desks of private enterprise.

Hard to Keep
Good Men

Of the five past chairmen, two
have taken high exccutive posts
in the broadeasting industry, two
have assumed senior partnerships
in major law firms, and one is serv-
ing out his term pending retire-
ment. The problem of recruiting
hipgh qualitly
sumed serious proportions.

Taken as a group, the present

personnel  has  as-

[ R TR IR R TP

commissioners are a hard-working,
conscientious lot. Chairman Hyde
iIs an attorney and career man
whose continuous association with
radio regulation dates from 1928
and FCC’s predecessor, the Federal
Radio Commission.

As the FCC’s first Republican
chairman, he hopes to improve
further the agency’s procedures.
Dean of the Commission is Paul A.
Walker, the recent Democratic
chairman, and a commissioner
since FCC’s creation in 1934. In
June, he retires after years as the
member unofficially in charge of
the common carriers; the odds are
prohibitive that his replacement
will be a Republican.

FCC’s sole political independent
is Edward M. Webster, another
government career man and an
engineer. Dedicated to the non-
glamorous services, Webster super-
vises industrial, aviation, marine,
municipal and amateur radio; he
is probably the most traveled of
his fellows, having represented the
nation at 22 important international
conferences. Still another career
servant and engineer is George
Sterling, a Republican; in matters
of broadcast engineering, he tends
to supply the lead.

Soon to become the senior Demo-
crat is the forthright and contro-
versial Frieda Hennock, who was
a New York attorney before her
appointment in 1948. Miss Hennock
was the moving spirit behind the
reservation of TV channels for edu-
cators and, in her sharp critiques
of business practices, represents
the carryover of Harry Truman’s
Fair Deal uyntil the end of her
tenure.

The only commissioner with ac-
tual broadcasting experience 1is
Robert T. Bartley, a soft-spoken
Texas Democrat who has served
executive stints with the Yankee
Network and the National Asso-
ciation of Broadcasters. When ap-
pointed, however, he was admin-
istrative assistant to Speaker of
the House Sam Rayburn.

Finally, there is John C. Doerfer,
the only Eisenhower appointee to
date. An attorney and accountant,
he came to Washington from the
chairmanship of Wisconsin’s Pub-
lic Service Commission. Presum-
ably, he will fill the common car-
rier void on Paul Walker's depar-
ture; but for the record, Doerfer
iIs—as vel—uncommunicative. He
has taken few positions on the
FCC’s policy agenda.

The box-score thus gives the
Commission four lawyers and two

(Continued on page 38)

Television Magazine e June 1953



www.americanradiohistory.com

THE “"PUBLIC” IN PUBLIC SERVICE

Educational programs are the keystone
of Storer Stations' public service program-

ming. For instance:

WJBKTV, Detroit Hundreds of

courses presented daily and weekly over
the last three years with Wayne Univer
sity have covered every conceivable topic,
from the history of culture to physics and

public speaking.

WSPD-TV Toledo r+is siarion

telecasts adult education courses daily in
association with the University of Toledo
Students actually acquire credits via TV
Spring courses obtained responses from
55 Ohio communities and six Michigan

communities

WAGA-TY Atlanta s times «

week, professors from the University of
Georgia conduct TV classes in languages,

science, history, speech, art and music.

These are but three examples of the way
the four television and seven radic sta-
tions of the Storer Broadcasting Company

serve their communities

STORER BROADCASTING COMPANY

WSPD- -  WIBK- —  WAGA-TY —— KEYL-TV

Toledo, gﬁ& Detroit, L?uh. Atlanta, Ga. San Antonio, Texas
'm—--m—-wmw—m—-—ml*m--m
- airmont, W. Yo. Toledo, Ohio Delrait, Mich. Atlanta, Ga. Wheeling, W. Ya. Miomi, Fle. Cincinnatl, Ohio
NATIONAL SALES HEADQUARTERS: s

TOM HARKER, V.P, National Sales Director BOB WOOD, Midwest National Sales Mgr.
WMFM;’Y-*EM&“ mummmckpv,mm

el ﬂg;—:&a:k - - "4 dghP" i

i
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...can be yours for exclusive
by sponsorship. .. market-by-market...
e local or regional.

Fifty two half-hour films of
broadcasting’s longest-running
hit are ready to roll for you...

13 of them never before seen.

Amos 'n’ Andy, during their run
on the CBS Television Network —

...gathered a weekly audience of
more than 16 million

...won more than half of the total
viewing audience

...averaged nearly 3 viewers per set

...outranked the average rating

~ of all network evening programs
by over 40 per cent

...and built equal popularity in all

sections of the country

No other comedy team has ever
‘won the heart of the nation so
completely. Now the Amos 'n’ Andy

WM Los Angeles, Memphis, Atlanta, Dallas
L - . Ll, 1 o~

-
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First in ¢ new
series analyzing the effective-
ness of the TV commercial in
relation to the televiewer
based on a special study by
Kenyon and Eckhardt.

NE of the major failures in

television advertising is the
lack of a proper understanding of
the television audience—their at-
titudes—their behavior.

Kenyon and Eckhardt's tele-
vision study completed last year
produced much valuable informa-
tion on the characteristics of tele-
viewers which alfect their predis-
position and reaction to television
commercials.  We also learned
much about the characteristics of
television commercials, which, in
terms of the televiewer increase
or decrease the effectiveness of the
cornmercial messapge  directed  to
them.

As the chart indicates, 95 per
cent of the relatively heavy pur-
chasers of TV advertised produets
were consumers who, even before
television were interested 1 learn-
ing aboutl, trying and buying new
brands and products. However, it
wan found that 30 per cent of Lhe
non-purchascrs and 70 per cent of
bt purchasers were as experi=-

menfally-rminded a5 the  group
which purehaned heavily, There-
fore, we must improve lelevision
cargrmercials 1o pet the hight or
non-purchasers, who are experi-
mientally crineded Apparently we
are ool geachimp them, because
thiey e nol by

When wi vparaled our tele
viewiers anto those who had pul
28

chased nothing, those who had
made some purchases, and those
who had made many purchases as
a traceable result of television ad-
vertising, we found that the people
in these groups showed character-
istic differences in their television
behavior and habits.

These groups do not differ much
in the degree of their involvement
with television; 1.e., In importance
to them of having and viewing
television in their homes. Neither
do they differ much in the level of
interest with which they view the
programs they tune in. They do
differ sharply, however, in certain
wiays which are important to the
television advertiser.

The television viewers who dif-
fer in their habits from heavy buy-
ing to non-buying do not difler in
acceplance of commercials. They
may differ in their images of the
producis advertised and as they
are advertised on televigsion. These
images are such thalt commercials
for these products, in order to be
successiul, must be built on and
around the images that consumers
have regarding the produets,

Those who have been most in-
fluenced to buy via television ad-
vertising  arce heavy viewers  of
television, relatively non=selective
i their choice of programs, with a
high level of interest in, and ac-
ceptance of commercials. Almost
all in this group are experimental

The Language of

Television Advertising

by Joseph C. Franklin, Director of Copy Resedarch and
G. Maxwell Ule, Director of Research, V. P. Kenyon and Eckhardt

in their buying attitudes. That is,
they are characteristically inter-
ested in learning about and trying
new products. Often they are mul-
tiple brand users and brand shift-
ers as well.

Viewers who have bought little
or nothing as a result of television
advertising (insofar as we could
determine) are, as a group, light
viewers who are highly selective
In their choice of programs, have
a low level of interest in commer-
cials, and accept them even less.
This group contains most of the
non-experimental buyers, people
who are usually either brand loyal
or indifferent regarding brands.

They seem satisfied to continue
to use the products and brands
they have always used, and show
little inclination to either try or to
buy new or different brands or
products. Yet, as mentioned be-
fore, and indicated in the chart,
we find that among the light pur-
chusers, 70 per cent are experi-
mental; and among the non-pur-
chasers, 30 per cent. These people
are our Mmain Concern.

The task is to create commer-
cials which will succeed in selling
more Lo those who are characleris-
tically light purchasers in response
to {elevision advertising and to get
those who have bought nothing to
buy as a result of their exposure
to television commercials. The size

Television Magazine e June 1953
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—
PURCHASERS i
RENCES IN TV e E——
- R | FuncaasERs ~—
IOR OF HEAVY, e —
AND NON-PURCHASERS |
ADVERTISED - T R
. s Ty I KR
——
N
- T —

COMMERCIAL ACCI

INVOLVED SELECTIVE HEAVY EXPERIMENTAL HIGH
IN TV AS TO VIEWING BUYING PROGRAM INTEREST COMMN
PROGRAM ATTITUDE INTEREST CIAI

of this group, which contains large
numbers of consumers as experi-
mentally-minded as those who al-
ready are heavy buyers, makes it
clear that we have more to gain
by improving commercials than we
can hope for in trying to increase
the sales in the already heavy-
buying group.

Because we don’t have all the
advantages of the personal sales-
man, who is face to face with his
prospect and can change his ap-
proach and his arguments, accerd-
ing to a prospect’s resistance, it is
all-important to understand the
televiewers’ point of view so that
we can, in advance—by knowing

something about his behavior and
attitudes—avoid arousing his re-
sistance and shape our message in
the areas where we know the tele-
viewer will be most receptive.
Sources of consumer resistance
and lack of positive responses to
commercials will be discussed in
greater detail in future articles.

by viewers.

them.

unique claims of benefits for a brand are rejected

4. Charts, graphs,
scientific appeals are dull and uninteresting to

many viewers. Frequently they do not understand

laboratory tests, and pseudo-

CONSUMER RESISTANCE

Advertisers overestimating the importance of
products to viewers.

Viewers know from their own experience what
they can expect most products to do, and what
they want them to do. Advertisers make unbe-
lievable claims and promise irrelevant benefits,

Viewers know that there is little difference be-
tween brands of many advertised products. Often

The personality of the person giving the commer-
cial is one of the most important criticol factors in
its success or failure.

Viewers do not consider commercial messages di-
rected to them when the ideas and things are be-
yond his experience or way of living.

The marked similarity between the type of com-
mercial and product presentation used by compet-
ing brands reinforces the viewers ideas that the
brands so advertised are practically identical.

The program and the way the commercial is han-
dled as part of the program can be used to secure
better reception.

Television Magazine e June 1953
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Again in 1953, everyone’s looking UP to Detroit, one

]

of the nation’s high-spot markets for the past 12 years!
TOTAL EMPLOYMENT i
) §55 000.. . . and the demgnd still exceeds the supply! 2
* PAYCHECKS for faclory workers are up over $90

the Detroit area is up to

weekly . . . 15% more than a year ago!
BANK SAVINGS climbed sky-high to over a billion
daﬂurs B0 millions U :

 went | ton dollar mark

.Hrghest of any year!" ‘
UP, too, went the number of TV set-owners . . . up
to more than 850,000. And still high in r.ommand of

the audience is Detroit's first television sicmon, W!

ue

To up your sales-curve, UP your Detroit budget and e
give WWJ-TV the job. |

.‘-.-"" - 1#"_ .

Channel

WWJ-TV

- ASSOCIATE-AMFM STATION WWJ .

s, =
a il -
i y -

FIRST IN MICHIGAN » Owned and Operaled by THE DETROIT 'NEWS +  National Representatives; THE GEORGE P, HOLLINGBERY COMPANY
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IT TAKES BIG

PERSONALITIES, EXCEPTIONAL

QUALITY AND DISTINCTIVE FORMATS TO BEAT

OUT ENTRENCHED SHOWS AND MOST SPONSORS
WON'T

SETTLE FOR SECOND-BEST RATINGS

Why Programs Fail

ETWEEN Labor Day and Dec-

oration Day over 170 different
television programs were on the
air. Some 35 of these have since
disappeared from the networks.
Why?

Analysis of 17 casualties turns
up a varliety of reasons for their
demise. Some tried to buck the
leaders like Lucy and Show of
Shows. Others got a fair share of
audience, but not encugh to war-
rant the advertisers’ expenditures.

A good many were cancelled in
spite of their good records, for rea-
sons of company policy, such as
Bayuk’s axing of Ellery Queen be-
cause it felt it needed a sports
show.

One frequently mentioned rea-
son was, “We had a chance to buy
a better show.” This of course im-
plies that there was something
undesirable about the original ve-
hicle. But also it indicates a ten-
dency for advertisers to shop and
experiment until they hit a Lucy
of their own.

Failure to live up to radio ver-
sions of the same package was the
epitaph for We the People and Life
with Luigi. Lucky Strike’s alibi
on Biff Baker was, “We had too
much TV already.”

If a show was dropped because
of poor ratings or failure to lick
the competition, the real guestion
is why did it get poor ratings;
what was wrong with the show it-
self that made opposing programs
more appealing?

Television Magazine e June 1953

Any analysis of program mor-
tality 1s bound to turn up a num-
ber of points which might be of
some guidance in predicting how a
prospective property will turn out.

An advertiser can be fairly cer-
tain from the start that a dramatic
show won’'t get beyond the 20-30
rating bracket unless it has unus-
ually strong star names, excep-
tionally good story material or is
markedly different from other
dramatic shows.

While some do manage to main-
tain their ratings, they offer an
advertiser very little potential for
larger audiences. When new ex-
citement or a different approach
is added, as it was to Toast of the
Town, a show might keep going
indefinitely. But stagnation i1s kill-
ing off programs that used to be
very strong.

And there is little chance for a
mystery show to get much beyond
a 20 rating unless the property is
unusually distinguished, like Drag-
net. There are too many “good
enough” programs around. The
same thinking applies to situation
comedies.

Hitching on to a currently popu-
lar program type doesn’t pay un-
less there are good grounds for
thinking that the property is as
good as or superior to, the show
that is the leader of the cycle.

Old-timers wear out their wel-
come if they become routine.

When a strong show dominates
a time slot like Dragnet and God-

wWW! mericanradiohicstonzcom

frey do, 1t takes an awful lot of
money and ingenuity to beat it.
If, however, a sponsor wants to
throw in a very low budgeted pro-
gram with the hopes of coming out
well on cost-per-thousand, his
chances are pretty fair—if he’ll
stay content with a 10 rating.

Here, program by program, is a
summary of the flaws that keep
the dials turned the other way.
Videodex ratings are quoted.

HOLLYWOOD OPENING
NIGHT had a guest star line-up
that included a few big names but
mostly clung to lesser bait. Its
stories were usually unsensational,
sometimes good, never tco bad. It
wasn’t very different In format
from Lux Video or Schlitz Play-
house, and ‘‘just ancther” drama
show could hardly do well against
the almighty Lucy.

Elsewhere it would have un-
doubtedly fared better. The rec-
ord shows it takes three things to
beat a top rater—1) something
radically different; 2) something
in itself exciting and 3) patience,

GANGBUSTERS was a strong
show and did well rating-wise, but
in comparison to the vehicle 1t al-
ternated with, Dragnet, it looked
weak. Gangbusters was a close
replica of Racket Squad and T-
Men whereas Dragnet is unique in
its documentary, “this-really-hap-
pened” approach. Gangbusters
lacked too, the strong central char-
acter that its slot-mate boasts, but

(Continued on page 50)
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For technical assistance on sels
ing and handling film, write to.
Motion Picture Film Departmer
Eastman Kodak Company
Rochester 4, N. Y.

East Coast Division

342 Madison Avenue
New York 17, N. Y.

Cut to film clip of plane:

A technically simple, low-cost

insert procedure of limitless possibil-

Midwest Division
137 North Wabash Avenue
Chicagoe 2, llinois

West Coast Divisien . »

4706 Santa Monica Blvd. :"

Hollywood 38, California s
F ]

» '.

ities. Gives variety—complete

change of pace—to “live” shows. Most

effective and economical . . . when you

USE EASTMAN FILM

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

W. J. German, Inc.,

Fort Lee, N. J., Chicago, lil,,
Hollywood, Calif.
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Programming Around the
Country — This month, The
Ern Westmore Glamour Show,
WKRC-TV, Cincinnati

Glamour and Pathos—Before and After

N a campaign to turn up good

program lideas with network as
well as local potential, TELEvVISION
Magazine starts with The Em
Westmore Glamour Show, a wal-
loping combination of beauty
hints and pathos with a Hollywood
aura.

Program on WKRC-TV, Cin-
cinnatl, is packaged by Hallmark
Productions, of which Westmore,
of movie make-up fame, is an offi-
cer. After trying out the show in
Miami, where it was sponsored by
Burdine’s department store, and in
Birmingham, Westmore moved his

Glamour Show |

Westmore selects woman from studio audience, above
left, for advice on hair, clothes. Hopeful viewers write

Previousday'sLucky Lady returnsre-
vamped. Westmore tells how it’s done.

Television Magazine e June 1953

staft of six up to Cincinnati for an
early April debut. There he hopes
the vehicle will attract interest in
the home offices of big advertisers
such as Jergens and P & G.

The Cincinnati Admiral dealers
sponsored the first four weeks as
part of a special promotion push.
The Dow Drug chain jumped on
board for the next 13 weeks.

With program cost running
about $3,500 and time another
$1,500 for the cross-the-board 1
hour show, 1t’s been called the
most expensive local show 1n town.

Between music, Westmore picks one
Lovely Lady, gives advice to others

z/ @&1@4 dr" 4

In pharmacist’s coat, announcer does
cornmercials for Dow Drugs chain

Hooper rating taken during the
first week of the show was 6.2
against Welcome Travelers with
7.5. Competition on the third sta-
tion consisted of baseball on three
days and Paul Dixon on two, av-
eraging 11.6.

Backing up the program, the
Cincinnati Times-Star {which
owns WKRC-TV) runs a column
by Westmore, discussing the day’s
program anrd showing before and
after pictures of the Lucky Lady
he has transformed. Newspaper
officials say the column has be-
come one of its best read features

him why they want to be beautiful, are interviewed on
show. One is voted Lucky Lady, gets full renovation.

T[T

¥ |
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You can have NBC’s world-wige
in your loeal markets at a loca) p

) the big news filmed as it happens , . . rushed
We've got

to your TV audiences as soon ag it h

news coverage
rice . .,

appens,

Gathered by on-the-scene NB( cameramen
news for you—

throughout the world, this 16-minute

NBC Daily News Report is flown from New York
to local stations several timeg g day.

. This gives You an exclusive up-dated news
al y neWS program daily. A weekly 15-minute news

Summary is also available.

(and week]y summaries, too) Sponsorship may still be open in your

local markets. For further information
write, call or wire :

Y

e

b4
e Pl

MEW YORK, CHICAGO, LOS ANGELES

=
Y
| ¥, !
DIHITHAY TATOANES )L !

DU ASSIGNMINT
ety DANGUHOU:
ot
ROPAITING CASHI
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TELEVISION MAGAZINE'S FILM BUYING GUIDE

ATLANTA CHICAGO CINCINNATI CETROIT PHILADELPHIA
loston WBBM-TV—Thu 9:30 17.3 WLW.-T—Thu 8:30 323 WWI-TV—Sun 6:30 192 WCAU-TV—Wed 7:00 27.5
{lackic WGN-TV WKRC-TV WJBK-TV wWPTZ
I've Got a Secret 14.5 Amos ‘'n’ Andy 24.7 See it Now 18.9 Passover of Rembrandt 6.2 ‘
WBKB WCPO-TV WXYZ-TV WFIL-TV I
Jeweler’s Showcase 9.6 Chance of a Lifetime 8.4 Political; Winchell 82 Wolsh Looks 'Em Over 5.9 |
_— - ——— —— — — e— — — —_— — — — _{r _________ _— e — — - -
Elungerous WBKB—S5un 8:30 4.8 WWIJ.TV—Mon 7:00 123 WPTZ—Tues 10:30 16.0
Assignment WNBQ WXYZ-TV WCAU-TV
TV Playhouse 18.4 Corpet Theatre 19.9 Jeweler's Showcase 12.3
WBBM-TV WJBK-TV WCAU-TV
Time to Smile 16.2 Morley of Scotland News & Weather 7.2 .
Yard 2.6
— e e — o o o —— — — — — . — f—_—— = == — - - — = —_— e - =
Foreign WBKB—Wed 10:00 11.2 WKRC-TY—Mon 9:30 1311 WIBK-TY—Fri 10:30 15.7 WCAU-TV—Sat 10:00 11.2 :
ntrigue WNBQ WLW-T WWJ-TV WPTZ
Weather, News 14.4 Robert Montgomery Covalcade of Sports 216 Show of Shows 37.5
WGN-TV Presents 271 WXYZ-TV WFIL-TV
Request Playhouse 12.9 WCPO-TV Twenty Questions 10.8 Roller Derby 6.0
Red Buttons 26.1
__.__._..._.._.__.._.._._____‘ ____________ _— e —— = = -
Sene Autry WBBM-TY—Sun 6:00 11.2 WKRC-TV—Sun 7:00 17.6 WIBK-TY—Sun 7:00 17.4 WCAU-TVY—Sun 7:00 19.8
WBKB WCPO-TV WXYZ-TV WFIL-TV
You Asked For It 191 You Asked For It 21.5 You Asked For It 229 You Asked For It 231
WNBQ WLW.T WWJ-TV WPTZ
Red Skelton 10.8 Red Skelton 20.6 Red Skelton 19.6 Red Skelton 141
Y [ (O N -
Heart of the WBKB—S5at 8:45 6.0 WXYZ-TV—Wed 7:00 130
[:ity WBBM-TV WIBK-TV
Balance Your Budget 9.5 News 9.9
WNBQ Charles Loughton 4.4
Your Show of Shows 29.6 WWJ-TV
Scotti, Short Dromas 7.5

- — — — S— — — e | —— cew— vme— — —— —T- — — — o—— — — — — — — -_ — m——— — — -— —

;Hopg|0ng WLW-T—Sat 5:30 228 WWJ-TV—Sun 5:30 20.6 WPTZ—Tue 6:00 20.9
ﬁassidy WCPO-TV WXYZ-TV WCAU-TV
Six Gun Playhouse 141 Super Circus 235 Today's Movie 9.9
WKRC-TV WIBK-TV WFIL-TV
Various 3.6 Omnibus 145 Movie Matinee 79
Liberace WGN-TV—Wed 9:15 11.2 WXYZ-TY—Sun 7:30 14.0
WBBM-TV WIBK-TV
Boxing, Sports Spet  21.9 Private Secretary 16.6
WNBQ WWJ-TV
’ Curtain Time 18.2 . Mr. Peepers 27.5
I Movie Quick WLW-A—Wed 7:00 11.8 WHKRC-TY—Mon 5:45 8.4 WWI-TY—Tues 2:30 6.1 WFIL-TY—Wed 6:45 7.2
Quiz WSB-TV WLW-T WJBK-TV wWPTZ
Superman 19.6 Howdy Doody 85 Ark Linkietter 6.9 Frontier Playhouse 12.9
WAGA-TV WCPO-TV WXYZ-TV { WCAU-TV
Inside Outdoors 8.3 Six Gun Theater 75 Happy Hour Club 2.8 News 58
| - —— — — — —— — — s— —— — —— — — L — — ——— S— — | — — — om— — —— —— — — — — -—
Ronge Rider WSB-TY—Thurs 6:00 24.6 WNBQ—Sun 2:00 3.4 WPTZ—Sat 6:00 21.1
WLW-A WBKB WCAU-TV
The Swing Billies 11.8 The Cisco Kid 20.2 John Wayne Theatre 7.5
WAGA-TV WGEN-TV WFEIL-TV
Dinner Date 2.7 Theatre of "Romance 1.7 | Supper Club 1.2
f— — — — — — — = ————] | —— - — - ——— -
' The WAGA-TY—Fri 10:15 11._6 WBBM-TY—Tue 9:30 13,6 WCAU-TV—Th 10:30 125
Unexpected  WSB-TV WEBKB WFIL-TV
Cavalcade of Sports 22.8 Name’s the Same 27.5 Stegmeier Time 9.4
WLW-A WGN-TV WPTZ
Sky Theatre 4.3 Douglas Fairbanks Mystery Hour 7.6
Presents 6.4

Rotings — Videodex, April
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current Film commeoercials

From o dazzling dance of Tek Toothbrushes in
stop motion this TV spot by Sarra moves
smoothly into live action. Sales points are made
subtly, delicately . . . the inner arch of a hand,
between thumb and forefinger, demonstrates
how Tek fits the arch of the mouth. No china
smile! A closing shot of Tek’s counter display
assures point-of-sale identification.

A new series of 1-minute TV commercials by
Sarra sells Northern Tissue with masterly finesse,
Quick shots of “little things that count” —
finishing touches on a flower arrangement or
guest towels — establish the theme. Northern’s
sales story of new softness at no extra cost is
put over with woman to woman conviction by
expertly cast “housewives.” Their home settings
give strong display to Northern products with
unforced naturalness.

— — o ——

AN ADVERTISING
DIRECTORY OF PRODUCERS
AND THEIR WORK

ADVERTISER
Tek-Hughes, Inc.
—division of Johnson & Johnson

AGENCY

Batten, Barton, Durstine & Osborn, Inc.

PRODUCED BY
SARRA, INC.

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

ADVERTISER
Northern Paper Mills

AGENCY
Young & Rubicam, Inc.

PRODUCED BY

SARRA, INC.

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

- — e— e— oe—— e—— —— — — — — e — — — o — — — | — o— —— — — — — Sma— | —— ———— — —

Sarra balances live action with animation in TV
commercials for Martin-Senour’s Nu-Hue Enamel
in Custom Colors. Home scenes pose the dec-
orating problems; store scenes at the Nu-Hue
Color Bar soive them and rapidly convince the
viewer that perfect color matches are hers to
order. The color wheel motif in the store display
is deftly repeated by dots dancing on a paint
brush in the animated finale. And a can revolves
to show sales-clinching slogans. Just released
in 1-minute and 20-second versions to tie in with
a special sales-trgining film alsec made by
SARRA.

This TV commercial, one of a series of three,
recently was given the Award of Distinguished
Merit by the Art Directors Club of New York.
The action achieves the fantasy of animation
with the use of live characters, one in floating
action which presents the Atlantic Refining
story of lubrication in so unique a manner as to
compel attention.

A series of top quality TV Film Commercials,
produced by National Screen Service for Steg-
maier Gold Medal Beer. Specially designed ort
work was carefully integrated with clever ani-
mation and dramatic use of stop motion photog-
raphy. Inviting bottles of Stegmaier animate in
. . . handsome hand-lettered titles do their ani-
mated bit, adding snappy eye-appeal. A swingy
jingle is carefully blended with the total visual
pattern to provide maximum selling impact.
The Stegmaier Brewing Company insists on per-
fection . . . and chooses commercials produced
by National Screen Service.

— — — e e— — — —— — — e —

ADVERTISER .
The Martin-Senour Company

PRODUCED BY
SARRA, INC.

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

ADVERTISER
The Atlantic Refining Co.

AGENCY
N. W. Ayer and Son, Inc.

PRODUCED BY
SOUND MASTERS, INC.
165 W. 46TH ST., NEW YORK 36, N. Y.

ADVERTISER
Stegmaier Brewing Company

AGENCY
MacManus, John & Adams, Inc.

PRODUCER
NATIONAL SCREEN SERVICE

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

For screenings and further information write the producers direct!

Television Magazine o June 1933
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BRAND STUDY:

Seven survey
summary

RESENTED here are some of

the high points of seven surveys
conducted over the past year iIn
New York’s Grand Union Super-
markets.

All studies were done at point-
of-purchase, with interviewers sta-
tioned at specific product sections.
A total of 1,899 purchasers were
asked whether they had seen or
heard advertising for the brand
they had just bought. They were
then asked to name the media and
whether they could recall advertis-
ing content.

Television came out substan-
tially ahead in media mentions.
The one exception was the first
survey done in June 1952 on Cof-
fee, where television was only a
few per cent higher than news-
papers or radio. An analysis of
this study reveals that the house
brands were the best sellers and
there was little television adver-
tising for them.

Seven months later when Coffee
was re-checked, the recall had
jumped from 29 per cent to 56 per
cent. Not without significance is
the fact that house brands lost out
considerably in popularity to those
advertising on TV.

Results conclusively show that

more people were able to associate
the product purchased with the

specific advertising or program
when they had seen it on television:
TV 68 %
Radio 14
Newspapers 9
Magazines 3
Other 6
Interesting 1s the comparative

effect on recall of television adver-
tising among the various product
categories.

In Coffees, Old Dutch chalked up
the amazing figure of 100 per cent
of its purchasers remembering
their television advertising. This is
testimony to the effectiveness of
spot announcements, which Old
Dutch used exclusively against
brands with network shows,

72 per cent of the purchasers of
Flamingo and Snowcrop Frozen
Orange Juices specifically men-
tioned television as the medium
advertising these brands.

Interesting is that 100 per cent
of Chase & Sanborn buyers who
mentioned television as the me-
dium where they saw their adver-
tising, mentioned the specific pro-
gram, Garry Moore. Chase & San-
born dropped the show eight
months before the survey.
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The 1immediate impact that TV
can have is indicated by the fact
that one out of every three peogple
buying Maxwell House mentioned
Red Buttons; the survey was made
several days after its first telecast
for Maxwell.

In the Cereal survey, the Post
Brands were leaders with over 90
per cent of their purchasers recall-
Ing either Roy Rogers or Captain
Video.

The largest seller, though, was
still Kellogg’s Corn Flakes. While
TV was mentioned more often
than other media, magazines came
in for their best showing for this
brand. Undoubtedly, the full-page
color campaign had a lot to do
with this.

Among the breweries, Pabst was
seen advertised on television by
99 per cent of its buyers. Ballan-
tine, Blatz, Piel’s and Ruppert
ranged from 85 per cent to 87 per
cent. However, equally important
1s the fact than 53 per cent of Bal-
lantine buyers were able to gquote
some part of their commercial.
Blatz was closest with 50 per cent.
Pabst’s “what’ll you have’” was re-
called by 30 per cent of their
buyers.

[T

Seven Survey Summary

Per cent recalling ads in each medium

Median
Percentage
Television 439
Radio 16
Magazines 18
Newspapers 14

Television Magazine e June 1953

Product Summary

Per cent of those interviewed recalling ads in each medium

Survey TV
Coffee

June, ’52 29%

Feb, '53 56
Cereal

Sept, '52 48

April, ‘53 43
Soaps, Detergents

Nov, '52 43
Frozen Orange Juice

Jan, '53 49
Beer

May, ‘53 42

WWW americanradiohisiorv com.

Radio Newspapers  Magazines Other
27% 24% 18% 2%

5 19 19 ]

16 16 13 7

9 14 34 0
20 13 9 15

3 14 14 4

19 10 29 0
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Precision
@W

YOUR PRODUCTION AT ITS BEST

CLOSE CHECK ON
PROCESSING
Constant analyses and sampling of
every processing operation is the
function of this department. Sen-
sitomelric operations test the re-
sponses of raw stock emulsions;

densitometry is employed to check
on developing and printing results.

YOUR ASSURANCE OF
BETTER 16mm PRINTS

15 Years Research and Specialization in every phase of 16mm processing,
visual and aural. So organized and equipped that all Precision jobs are of the
highest quality.

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

Our Advanced Methods and our constant checking and adoption of up-to-
the-minute techniques, plus new engineering principles and special machinery
enable us to offer service unequalled anywhere!

Newest Facilities in the 16mm field are available to customers of Precision,
including the most modern applications of electronics, chemistry, physics, optics,
sensitomnetry and densitometry — including exclusive Maurer-designed equip-
ment — your guarantee that only the best is yours at Precision!

PRECISION

Precision Film Laberatories —a di-
vision of J. A. Maurer, Inc., has 14
years of specialization in the 16mm
field, consistently meets the latest de-
mands for higher quality and speed.

FILM LABORATORIES, INC.
21 West 46th St
New York 36, N.Y,

Ju 2-3970
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FCC—A PROFILE
(Continuned from page 24)

engineers, and one man of busi-
ness. This occupational distribution
is Important only because the pres-
ent weighting—as on past Commis-
sions—heavily favors the profes-
sions rather than the industry as
a source of commissioners. It has,
on occasion, led private petitioners
to charge “excessive legalism’ and
“a lack of business sense and un-
derstanding.”

More concerned are a number
of practicing attorneys and FCC
staffers who must work intimately
with the Commissioners. They fear
that the body lacks strength—to
stand up against Congressional and
industry pressure, or to provide
real leadership in the TV scramble.

Some present and past commis-
sioners have been accused of seek-
ing personal publicity beyond the
line of duty and their genuine faith
in the issues associated with their
names. Most damning of all is the
feeling that—compared to sister
agencies like the Interstate Com-
merce Commission and SEC—FCC
gives a mediocre performance in
its job.

Last year’s reorganization should
remove the last objection. That is
fervently to be hoped. Upcoming
and in process are several king-
sized problems that can only be
solved by a show of strength. Edu-
cational, color and subscription TV
remain subjects of intense pres-
sure. Educational TV in particular
threatens to erupt in political slug-
fests In several states, dragging
with it a reluctant FCC that has
been relatively free of politics for
some years.

The technical dynamics of the
communications field are forcing
overworked commissioners to push
toward more rules and additional
procedures—all of which take time,
heavy staff work and painful ma-
nipulations of the budget. In this
category lies the coverage revolu-
tion to be effected by tall towers
and booster stations.

Last on this list (but not the
Commission’s) is the problem of
network regulation. This prickly
pear was last approached system-
atically in 1941. Still on the un-
budgeted horizon, new and revised
network rules are nevertheless an
eventual certainty.

Perhaps Commissioner Bartley
best sums up the Commission’s task
ahead with the statement, ‘I hope
the industry will try to understand
us as hard as we try to understand
the industry.”

Television Magazine e June 1953
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| CASE STUDY

TV Test Sparks Full Scale Campaign

CALGON, INC.

Agency: Ketchum, Macleod & Grove

OBJECTIVE .

Company’s two products

METHOD . .

Easy to use

RESULTS .

J. C. Weithause

Television Magazine ¢ June 1953

In the spring of 1952, Calgon launched its first TV campaign to find how
well demonstration could get across its sales story and whether sales
could be increased at an efficient cost.

For its packaged water softener products, Calgon had used newspapers
in selected markets, women’s service magazines, point-of-sale, and tie-in
campaigns with makers of related items such as washing machines, blan-
kets and hosiery. Calgon wanted to get into TV gradually, to capitalize
fully on local merchandising and to test effectiveness as 1t went along.

Previous sales and advertising records gave the firm a good vyardstick
for comparing returns from TV.

In testing media, Jacksonville, Salt Lake City and Syracuse were chosen
as the three TV-only cities, each running from seven to 10 spots a week.
Calgon also bought one or two spots weekly in seven additional markets,
where newspapers were being used. Filmed spot announcements and
participations using live commercials were placed in or adjacent to local
home-making programs to reach the housewife.

Some spots were scheduled for evening hours to reach the entire
family since the use of the water softencr 1sn’'t limited to household
chores. Calgon and Calgonite, made for household dishwashing machines,
both used basic ‘silky water” copy theme. Calgon plugged three-pack
carrier to point up fact that it was useful in kitchen, bath and laundry.
The markets in which TV was to be tested were selected on these points:

1) water hardness in the area
2) retailler cooperation
3) past sales experience

4) availability of good time slots.

J. C. Weithause, vice president of Calgon, describes the results as ex-
cellent. “Where TV was the only medium used,” he reports, “we re-
corded increases of 25 to 40 per cent in product volume within these
trading areas. And the level of sales held up in succeeding months.

“Our campaign was so successful that for the spring of 1953 we planned
spots and participations on an expanded basis in 17 markets, using five
one-minute and five 20-second spots on film, plus live commercials in
some of the homemaking shows. Our 1953 campaign so far has turned
in sales figures that double and triple previous returns. Our continued
use of television is definite. When we started, TV took a healthv minority
of our advertising dollars. By fall, it will account for over half of
our budget.”
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THE NEW MARKETS
(Continued from page 17)

chief reasons why advertisers use
national spot to conform to sales
patterns will bring some of the
large bank-rollers into the smaller
areas.

For the national advertiser then,
the long awaited new markets have
been a limited blessing so far. The
regional advertiser, however, has
been quick to take advantage of
the new outlets. The fact that the
national companies are staying
away makes him top dog in buying
time. Sales-wise his competitive
position is bolstered by their ab-
sence.

The local advertiser is, as was
anticipated, already the backbone
of new station billings. KDUB-TV
in Lubbock reports 83 per cent of
all revenue coming from home-
town sponsors—and KDUB-TV is
operating in the black. So was
WABI-TV, Bangor, by its second

month of operation and without
the benefit of cable connection.

Even where a station is carrying
a good bit of network or national
spot, the local advertisers are put-
ting more money into the jackpot
than the national firms.

And this by no means weakens
a station’s position. Newspapers
have proved their soundness as a
national medium, yet newspapers
rely on home-town business for 78
per cent of their revenue.

The largest local advertisers are
car dealers, furniture and appli-
ance stores, grocery chains, depart-
ment stores and food distributors.
Banks, jewelers, breweries, dairies,
TV dealers and bakeries are also
adding to the till.

Program-wise, network time
ranges from 17 to 65 per cent of
hours on the air, with most new
stations programming at least half
their time themselves. As expected,
the bulk of non-network shows are
on film. Some of the stations have

no facilities for local live programs.
Syndicated film is still favored by
those that do.

The advertiser might be afraid
that the absence of many strong
network shows will cut a station’s
ability to build an audience, but
most of the new stations have in-
vested heavily in good syndicated
film with names and properties
strong enough to build audiences
on its own.

As circulation and conversion
rise, what can the advertiser ex-
pect in the way of rate increases?
Some of the earlier debutantes are
up to rate card No. 3.

At least one of the newcomers
is guaranteeing rate protection for
only 13 weeks, as opposed to the
normal six months of grade. Some
of the stations say they will “fol-
low the national curve” in advanc-
ing rates rather than circulation
growth within the home market.

Summing it up—‘‘“new TV mar-

Who's buying the new markets?

Lubbock
KDUB-TY (13)
Network: Aol Amor o Machine &
Iry, Americon Tal amgtion, Car-
| ] fe p i ,b-’ [l
’ ‘ : Jr !r
I | ".lﬁ:_l
» | | | 3.0 It l
,:,.,l» | ‘-',I-r ! PR A L |
National spot: Al tzer, Bowman Biseul
Ig Kesals,
. rvel
! . Whynine Ol
Austin
KTBC-TV (7)
Network: /] |, A e le, Aaneti
bl | g, Amencan Tob '
| Il'l, I
{1t
Cll
| TR
M o Larllared
e, J#4 { i
| : |
oy,
14 |,
K ML W
f |
| ,-y-lll |

Metional spor:
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Honotulu
KGMB-TVY (9)

Network: American Chicle, American To-
hacey, Calgate-Palmolive-Peet, General Ele: -
tric, woodyear, Hoftman, S. C. Johnson,
Liggett & Myers, P, Lorillard, Mutual of
Omoha, Pabst, Pet Milk, Philco, Procter &
v'-ﬂ.lrl-"_ Pmde-nhol, R. J. Reym-lds, Rosefield
Packing, Swarnson, Sweets Campaony, Sylvaniq,
S Tobarrn, Westinghouse.
National spot: Anhcuser Bus h, Anaset Ca,
Borden's, Brown & Williamson, Bulova, Formu-
e A0 Metal Polich, Goebel Beer, Calden Age
warond, Hameme Brewing, Hoffman  Rodig,
Locky Loger Beor, Meroury TV and Rodio,
Milner Prodocts, Pacilic Mills, Pan American
Avlines, Procter Iy Garhble (Cheer), Schlinz,
rricni lide Water Qil,

Stiandored Bl

VO,

Colorado Springs

KKTVY (11)

Network: Adiool Amerioon Chnc e, Ameri-
iy M b Foomdiy, American Tobacco,
Bl Antell, Blate Beor, Carmation Mill,

vl Blecnle, BT Condeic b, Creyhound,
et Mycra, PooLociloed, Poemington
| ol 1 I EERERTIN P Sl Beer. Seal

Vo, Sertan, Singer Sewing Machine, Syl

Al Fowsd, US Tamne Corpr, Willys- Owe
ol W o a A

National spot: Al comcler Tl Co Americoon

sy M arant, Ao Chie e, Bowiman
ity Bk, v Heer, Gates Robibe
Pl TV, Eoals, Maivel Clgorettes
Moacow Cold Botrer, Olldsmaolale,  Shaler,
LT ST TR TR Slrodaerg Carlnon

Spokane

KHQ TV (6]

Network: A Arricr oo Ui le, Ao
re Eoagaredtis fr Crgoe, Amencon Tobocoo

[Mopzel Bishiogs Hidek, Chiesberlield, Corg Lola,

ot Polmilives Pest 1, bl ol Iy,

_ — = s

DeSoto, General Electric, Hall Bros., Johnson’s
Wax, P. Loritlard, Pet Milk, Philco, Procter &
Gamble, RCA, R. J.  Reynolds, Reynolds
Metals, Scott Paper, Skippy Peanut Butter,
Speidel, Sunbeam Corp., Stondard Brands,
Swanson, Texas Co., U.S. Tobacco.

National spot: Alka-Seltzer, Amazo, Best
Foods, Bexel, Bulova, Coca Cola, Dramex,
Ethyl Corp., Fab Spray, Flavor Seal, Fram
Corp., Graybar Electric, Lucky Lager Beer,
Minute Maid Orange Juice, O'Cedar, Paper-
Mate Pens, Perma Starch, Phillip’s Petroleum,
kaleigh Cigarettes, Rybutol, Shell Oil, F. H.
Snow Canning, Soil-Off, Standard Gil, Tappan
Range, Vano, White Ro k, Williamson Candy.

Mobile

WKAB-TV (48)

Network: Admiral, American Chicle, Carna-
tion, Cat's Paw, Colgate-Palmolive-Peet,
Ceneral Electric, General Mills, B. F. Good-
rch, Liggett & Myers, Mogen David Wine,
Sehlitz, Toni, Westinghouse, Wine Corp.
National spot: Blensol, Brown & Williamson,
Crosley, Coca Colo, Falstaff Beer, Folger
Coffee, kasor-Frazer, Pream, SQOS., Wynn

I
L

Jackson

WITY (25)

Network: American Chicle,  American To
bacro, Camation, Carter Products, Chester

field, Chrysler, Colgate-Palmolive Peet, De
Soto, Flectric Cos,,
Lo General Faods, Gerber, Goadiich, Good
yoar, Gall i, Johnson's Waox, Lever Bros,,
Lincoln-Mercory, P Lonllard, Philip Morris,
Butual of Omaha, Pabst, Philco, RCA, K. )
Feynolds, Schhite, Stokely Van Camp, lexas
Co, Toni, US Tobacco

National spot: Alka Seltzer, Borden  loe
Croom,  Bulova,  Casite,  Cloverleal  Dairy
Products,  Contmental  Prallways,  Falstatt,
Folger Collee,  Kools,  Koolvent,  National
Dairy, Oldsmobile, Orkin Extermimating, Sol
O, Stog Beer, Vaporette, Viceroy, Weat
eyver Foil,

Firostone, General Fle
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BILLINGS
Station Market Network
KGNC-TY Amarillo 4%
KTBC-TY Austin 30
WICC-TV Bridgeport 10
WCOS-TV Columbia 10
KBTV Denver 15
KSWO-TVY Lawton —
KDUB-TV Lubbock 6
WKNB-TY New Britain- 10
Hartford
KPTV Portland 25
WTVO Rockford 10
KYTV Sioux City 11
WSBT-TVY South Bend 18
WBRE-TY Wilkes-Barre 20

Nat'l

Local Spot Station
82% 14% | wenc.Tv
30 30 KTBC-TV
80 10 WICC-TVY
65 25 WCOS-TV
52 33 KBTV
87 ]3 KSWO—TV
93 1 KDUB-TV
€0 30 WKNB-TV

WTVO

45 45 KELO-TV
59 30 WSBT-TV
56 26 KTNT-TV
20 60 WBRE-TV

PROGRAMMING

Market Network
Amarillo 209%
Austin 60
Bridgeport 36
Columbia 25
Denver 50
Lawton —
Lubbock 17
New Britain- 30

Hartford
Rockford 40
Sioux City 51
Sioux Falls 65
South Bend 58
Tacoma 43

Wilkes-Barre 65

Local

25%
12
40
20
18
30
10

15
25
20
7
9
17

Nat'|
Spot

55%
28
20
55
32
70
73
70

45
24
15
35
48
18

kets” is not synonymous with
“small TV markets.”

The question, “what is a small
market?” was posed by Lawrence
Rogers, WSAZ-TV’s vice-president.
The answer, Mr. Rogers said, is dif-

ficult to predict till a station has
been in business for several years.
WSAZ-TV originally planned for
the 86,000 people Iin Huntington;
after four years its service went
far beyond that, reaching nearly

200,000 set owners.

The complexity of TV coverage
underscores the necessity of think-
ing in terms of Television Mar-
kets—not cream markets, or trad-
Ing zones.

Spokane

KXLY-TV (4)

Network: Admiral, American Cnicle, Amen
can Home Products, American Marching G
Foundry, American  Tobar G Dru

Bristol-Myers, Carnation, Carter Products
Colgate-Palmolive-Peet,  General  Electiic,

General Foods, B. F. Goodrich, Greyhound,
Hawley & Hocps, P. Lanllard, M & M Candy,

Mogen David Wine, Philip Morris, Nescate,
Pillsbury, Procter & Gamble, R J. Reynolds
Remington Rand, Schick, Scatt Poper, Sealy
Mattress,  Sylvani Tom, W Nohouse,
Willys-Overland.

National spot: ot reported,

Bangor

WABI-TVY (5)

Network: American - Tobuc o, Carnation

Carter Products, General Electnic, Goodrich,
Pabst.

National spot: Callantine, Erown & William -
son, Bulova, Crosley, Schoefer Beer, Statler
Tissue.
Peoria

WEEK-TY (43)

Network: Admiral, American Cigarette
Clgar, American Tobacco, Croslay, DeSc
General Motors, Gillette, Goodyear, Liggett
& Myers, P. Larillard, Philip Marris, Nationol
Dairy, Philco, Procter & Gamble, Prudential

RCA, R J. Reynolds, Scott Paoper, Simoniz,
Speidel, Texaco.
National spot: Alllance Mfg. Co, Brown

Williamson, Bulova, Crosley, Falstaff Brew
ing, Greisedieck Brewing, Miller Erewing,
Phillips Petroleum, Purity Bakeries, Rival Dog

Food, Sawyer Biscuit Co., Vestal, Ins

Tucson

KOPO-TVY (13)

Network: American Chicle, American Ta-
bacco, General Electric, General Foods, B. F
Goodrich, Liggett & Myers, Lincoln-Mercury,
Pabst, Schlitz, Serutan, Toni.

National spot: Amazo, Bulova, Hoffman TV,

Television Magazine e June 1953

Koals, Lucky Loger Besr, O'Keet: Migrr t
nobile,  Shinala ithivest  Hearower
Stokely-Van Comp, Viceroys.
Lynchburg
WLVYA-TY
Network: Admiral, American M ne
Faundry, Amarican  Tot . Block Drug
| Arre o Elestn ol
(Good ; Pabst,
o f . lds, S per,
National spot: Sigt- Heowr O il !
2 VT8 | D, § r, Ford, MNatiane!
New Britain-Hartford
WKNB-TY (30)
Network: Admiral, American Chicle, Amer -
n Machine & Foundry, Blatz, Bl i,
Myers, valiers. Chesterfield  Gern-
¢ reyhound Bus, Lever Bros,
Lo 4, Nestle Co, S s N
Femington R [ San
Schlitz, Scott Paper, Sneaffer Pen, Sing
sewing Machine, Tani, Westingh ly
Cwerland, Wine Corp,
National spot: All L -Sclizer, Atlan feefin
ing Co., Hozel Bishop, Bulova, Chrysler Corp,
lodge Motor, Burkee-Mower, General Maotars,
Hudson, Koals, Liggett G Myers, Monard!

Wine, Philip Marris, Fival Dog F
Beer, Sun Oil, Tidewater OIl, Vi
Altoona

WFBG-TVY (10}

Network: Admircl  Amenan l¢
den's, Campbell's Soups, Clorets, Ceaner
Mills, Gulf O, P. Larillard, Nash-Kelvinatar,
Pet Milk, Pnilco, Pmlip Morrs, Plymouth
Procrer & Gamble, Prudential Life Insuran
Rosefield Packing, Serutan, Schitz

Paper, Sunbeamn, Tydol, Wrigley.

National spot: Arnchor Sanitary, Black Angus,
Buleva, Carling’s Beer, Chevrolet, Caco Col
Crosley, Emerson Radio, Ford, Holsum Bread
Philco TV, Rival Dog Food, Sating, Sun Ol
Teleking TV, Whirlpool,

Wichita Falls
KWFT-TY (6)
Network: Admiral, Amcricon |
PRI «f [yt ) Is. ingett it
Myers, Ir=-Mere i Lorillard,  Schlire,
5 ., Toni
National spot: Al

Springfield, Mass.
WWLP (61)

Network: Arcr | i
Henrus, It bev

- L= "'l/l
ftiz, Tyear 1ty

National spot: Lollanting, Remns, Holi
Springfield, Mo.
KTTS-TV (10)

Network: A

U5
il 3 ' WIn=: il
| Foad At
T T ! k|
1/ - "3 1

National spot: A 1 beauty

Wi o Y | { o el
1] 1 - /

) Beer

Green Bay
WBAY-TV (2)
Network: Admiral, Amercan Toha

ie-r vE“TEeEl s Faw _armation
Ererd Foods, (Goodrich, [torn s [
Foo Lorillard,  Maog vidd  Wine,  Phily
Morris, RCA, K ). Reynalds, Schiitz
Sewina Machine. T

(Continiced on next page)
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EVERYONE
IS SOLD
ON...

7 ,’f’/l//'///////// 7. {iﬁ

"MERRY
and Mr. BILL"

For miles around, youngsters of all ages have
“adopted’* MERRY AND MR. BILL. Every week-
day night at 5 PM, they gather on Channel 12 to
see what's on Mr. Bill's agenda casel. There's
bound to be the “Merry Mailman’/, “Mother
Goose’s Surprise Basket'’, the nightly “‘guest’’ and,
of course, “doodle scroodles”. That’s where one
of the youngsters on the show draws lines on Bill’s
large table and Bill makes a cartocn drawing from
the lines. And—of course, there's always “'Cru-
sader Rabbit” and “Time for Beanie’ for the
youngsters,

Each day Merry has a “play’’ project for the
youngsters—it may be finger paints, clay, crayons
or colored pencils—but whatever it is, the young-
sters love it and so does Mom.

Guests have ranged from a policeman, complete
with motorcycle, to a carpenter with his tools.
There have been firemen, circus clowns, waitresses
and referees, just to mention a few—and for three
consccutive programs, Merry and Mr. Bill showed
the youngsters how chicks hatch from the cggs.
Starting with 150 barely “pipped” ecggs, they car-
ricd the project on to 150 fluffy chicks—all donc
through a glass incubator.

Advertisers?  [t's all participating on MERRY
AND MR. BILL...and thecy're available to en-
dorse and pitch your product. We have bread,
ice cream, hot dogs, children’s clothes, dolls at
present-——but  don't wait too long.  Call your
ncarcst WEED television representative for details.

KOLN-TV1 2

CHANNEL
26,900 Watts

LINCOLN, NEB.

WEED

Visual
TELEVISION
NMATIOMAL 13,400 Watts
REPRESEMTATIVE Aural
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THE NEW MARKETS
(Continued from preceding page)

National spot: Alliance Manufacturing, Blatz,
Budweiser, Brown & Williamson, Bulova, Flex-
Let, Ford, Homms Beer, Hoberg Paper Co.,
Hudson Motor, Kosco Dog Food, Kingsbury
Beer, Kaiser-Frazer, Kuehne Manufocturing,
Manor  House Coffee, Marvel Cigarettes,
Motorola, Quality Bakers, Rival Dag Food,
Restonic Mattress.

Amarillo

KFDA-TV (10}

Network: American Chicle, Americon Te-
bacco, Electric Companies, General Electric,
General Foods, Liggett & Myers, Lincoln-

Mercury, Lorillord, Philip Morris, Nescafe,
R. J. Reynolds, Schick, Schlitz, Toni.
National spot: Burleson Honey, Bulovg,

Champ Dog Food, Frito Co., Grand Prize
Beer, Hoffman Radio Corp.,, Maryland Club

Coffee, Raleigh Cigorettes, Viceroy Cig-
arettes.

KGNC-TV (4)

Network: Admiral, Amana, American To

bacco, Coca Cola, DeSato-Plymouth, Fab.
Spray, Goodyear, Gulf Gil, S. C. Johnson,
Philco, RCA, Serutaon.

National spot: Bowmon Biscuit Co., Bulova
Coor's Beer, Grand Prize Beer, Internationol
Harvester, Hoffmon TV, Kools, Maryland
Coffee, Morton’s Foods, Pockard-Bell TV,
Raleigh Cigarettes, Taystee Bread, Vaporette
Viceroys.

Wichita Falls

KFDX-TV (3]

Network: American Chicle, American To-
burco, DeSoto-Plymouth, Gulf Gil, Johnson
Wax, Lorillard, RCA, Scott Paper.

National spot: Budweiser, Bulova, Grand Prize
Beer, Keols, Maryland Club Coftee, McKesson
O Robbins, Viceroys, Y-B Cigars.

Sioux City

KVTV (9)

Network: Admiral, American Home Products,

Arerican Tobacoo, Bristol-Myers, Colgate
Palmulive-Peet,  DeSoto-Plymouth,  Electri
Cis, Tirestone, General  Electric, General

Foods, Collette, Johnson Wax, Lever Bros,
Liggetr & Myers, Lincoln-Mercury, Lorillard,

Flihp Morris, Nesoafe, Pobst, Philco, Pills-

bury, KCA, P J. Reynolds, Schick, Schlitz,
Serutan, Ton,

National spot: A P. Parts Corp, Brown ¢
Williomison, Bulova, Contimental Baking, Elko,
Flodeman Browing, Hill Packing Co., Hoff-
tmene Fado Corp, Necchi Sewing Mochine,
Oldumobile, Phillips Petroleum, Red Dot Potato
Chipe, SOH Creen Stamps, Williamsan Candy
(5

Lima

WLOK-TV (73]

Network: Amcrican Tobacoo, Hazel Bishop,
( o |tl/ (I\l‘\|1",', |U"‘,l-ilu_‘l Culf Oi[/
[yt Mycis, P Lorillard, RCA, R J
Foynolds, Seolt Paper, Speidel Taoni

National spot: Bilova, Ford, Rival Diog Foorl
Columbia

WCOS-TV (25)
Network: American

[Obhoe oo

. Colgate Palm-
el |'|-|'1[ |;,Jt‘(1'1lu, |||I".|u||t', Cweneral Fle
tre, Gillette, Coodyear, Call Oil, Philco, RCA,
o Foeynolds, Soott Paper, Sunbeam Corg
National spot: [onne, Hrown D0 Willinmison,

|i'l| W, f -I-I ,\A::lzlll

Stobebmnoner e,

Orlan Exderminatars,

‘He is as natural on the South
Plains as jackrabbits and oil wells.,
His audience has grown in Texas-
style leaps and bounds.

Here is an entertainment hun-
gry market with the third largest
per capita income in the nation!

Naturally TV caught on quick.
Advertisers caught on quick and
KDUB-TV, FIRST IN WEST TEXAS,

has your South Plains markef:

-

a;wt,mﬁod and channilid.

W, D “DUB" ROGERS — President
MIKE SHAPIRO ~ Commorcial Mgr,

EFFECTIVE POWER
15,000 WATIS  VISUAL
17,500 WAITS  AURAL

Avery-Knodel, Inc.
Natlonal Representative

affiliotes: Paramount @ DvMeont

Television Magazine o June 1953
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STATION MANAGEMENT [N

Frank P. Schreiber
Manoger, WGN, inc.

Remotes Pay Off in Chicago

ELEVISION pickups from re-

mote locations offer one of the
best opportunities to strengthen
local programming. After five
years of operation in Chicago, that
is our experience at WGN-TV.

When you talk about remotes
you better be talking about com-
mercial programs, because the
costs involved are too excessive to
be maintained by a station on a
sustaining basis. The sustaining
remote 1s a rare thing, for this rea-
son, in local programming.

That television remotes present
many intricate problems which are
not faced in the average studio
show 1s an understatement. The
requirements in equipment and
facilities, manpower, engineering
and production know-how make
the cost of a heavy schedule of re-
mote originations prohibitive for
the average television station.

But, under the circumstances
prevailing in Chicago, we have
found out that remotes pay off—
both financially and program-wise.
They can be commercially-sound
ventures and are consistent audi-
ence-getters and audience-build-
ers, locally as well as on a network
hookup. I would venture a guess
that more people were prompted
to buy a television receiver to wit-
ness a major remote pickup than
for any other single program or
reason,

Few programs can compete rat-
ing-wise with events like the pres-
idential inauguration, the World
Series and championship football
and boxing—all remotes. And lo-
cally nothing is quite so certain to
build and maintain a large tele-
vision audience as, for an example,
a pennant-bound major league
baseball team.

The initial problem at the man-
agement level is to secure the tele-
vision rights to local events of

Television Magazine o June 1953

wlde public interest. And these
rights are not worth much to you
unless they are exclusive. Among
the events of wide public interest
which you may find in your area
are sport contests—baseball, foot-
ball, basketball, wrestling, races
and meets, soccer, bowling and
roller derbies. Another possibility
1s the exposition or exhibit, horse,
dog and auto shows, state and
county fairs, and even parades.

Sometimes there may be a se-
rious question of “wide public in-
terest” in the event you are con-
sidering. This is where you must
take the gamble or the ‘“normal
business risk”.

Our station at the present time
1s carrying one of the hegviest
schedules of remote pickups in the
country. To maintain this sched-
ule we have three completely
equipped mobile units—as many as
the other three Chicago TV sta-
tions together (one each). Four to
six days a week from the first
week in April until the World
Series 1is played, WGN-TV origi-
nates five separate remote pro-
grams each playing day from one
of the two major league baseball
parks, Wrigley Field or Comiskey
Park.

We are carrying all the daytime
home games of the Chicago Cubs
and White Sox, and the wvariance
i1s due to night games and days
when games are not scheduled.
And this schedule usually includes
two double-headers a week. These
five pickups — three pre-game
shows, the game itself and a post-
game feature — are all handled by
the same remote crew.

Here you have an example of
how you can build commercial
programs adjacent to the event, in
order to further capitalize on an
expensive operation. In addition
to these programs before and after

baseball, WGN-TV is sold out on
one-minute spots and ID’s before,
after and between these programs.

In addition to the extensive
baseball setup outlined briefly
above, WGN-TV in a normal week
also handles remotes from automo-
bile showrooms on two nights of
the week, from a garage near the
studios on two other nights, and
on Saturday has a double remote
to cover wrestling from Marigold
Gardens on Chicago’s north side
and the local commercials for this
from an automobile showroom on
the city’s near west side. With the
exception of the wrestling pickup,
these remotes are all setup for the
commercials only —— a service that
some advertisers find most advan-

(Continued on page 46)
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New Film Camera Type TK-20C pro~
s clear pittures approaching the quality
tudio pick-ups. Low naoise level. No image
cking.”” No constant shading needed. It
s squally well with the 16mm projectors,
| 3" x 4" opuque slide projecters,

|

he 16mm TV Film Projector Type
6D maokes film programming practical,
amical. it's entirely self-contained. It's

igned and built enly by RCA.

e 35mm TV Film Projector TP-35C
& a highly efficient pulsed light source. The
tor operafes without o shutter macha-
m, is completely self-enclosed (inciuding
} mechanism) . . . and it's designed and
by RCA!

Type TP-9B Film Multiplexerenables
1o use two projectors with one film cam~
for maximum program flexibility.

K-3A Flying Spot Camera produces
h-quality video signaols from 2' x 2/ trans-
tencies. Dual chonnel increases flexibility,
vides for lap dissolve and switching be-
n channels. Ideal for titles, spots, com-
rcial inserts (spots), test patterns. Special
cts Amplifier TA-15A is an ideal accessary,

RCA is your headquarters for a com-
plete line of television fitm equipment.
If you need 16mm or 35mm television
projection equipment, RCA has the
finest. If you want a revolutionary film
camera, RCA has it. Kinescope record-
ing equipment, automatic slide pro-
jectors, flying spot cameras, automatic
processors, and miscellaneous accesso-
ries such as rewinders, reels, slide view-
ers, and film cleaning equipment, also
are available,

RCA equipment can be used in
many different combinations to fit your

planning and budget. For example, you
can start with a complete film projec-
tion setup as illustrated here. Or you
can start simply with a film projector,
and add facilities as your program serv-
ice grows. Note this fact, too: RCA
Service Company engineers are avail-
able on a nationwide basis to keep your
RCA film equipnient in top condition!

Film systems planning is another
RCA television service available to you
through your RCA Broadcast Sales
Representative. Take advantage of his
broad experience.

B ‘

~ \ RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT

CAMDEN.N.J.
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WANT A DIFFERENT TV SHOW ?

The
Sportsman’s
Club

Nothing else like it. 15 min-
utes of hunting, fishing, and
outdoors with Dave Newell
and a panel of experts. Pop-
ular, well rated, entertaining,
and reasonable in cost. 52
units now ready. Write for
audition prints.

SYNDICATED FILMS

1022 Forbes St.
Pittsburgh 19, Pa.

Phone: EXpress 1-1355

(Continued from page 43)

tageous. QOur summer schedule
will add a remote pickup one night
a week of major Little League
baseball starting in June.

This heavy remote schedule
poses tricky problems of moving
equipment and men, handling in-
tricate technical and production
operations, and integrating a pro-
gram that may involve, in addition
to the remote pickup, films, slides
and live studio feeds.

That’s the point where your
sales, engineering and production
departments sharpen their pencils
to figure out the facilities and the
manpower that will be needed and
the cost involved. For the sake of
economy you must bring travel

and standby time to a minimum,

as the average remote unit re-
quires a crew of eight persons.
This includes three engineers, two
cameramen, a supervisor, director
and announcer — which we con-
sider the minimum.

What was undoubtedly the most
involved remote ever attempted
by a single local station brought
the Chicagoland audience three
hours and fifteen minutes of pro-
gramming from the Chicago Auto-
mobile: Show at the International
Amphitticater,

46

In 1952 we tackled this assign-
ment for the first time, producing
a two-hour preview on opening
day. This spring, we took the
project on for the second year, and
added two additional pickups on
the second day of the show, In-
cluding one hour from 3 to 4 p.m.,
and a gquarter-hour from 6 to 6:15
p.m. In the midst of this on Sun-
day afternoon, from 4 to 5, we
pulled a soccer remote out of the
Chicago Avenue Armory, and at
10 p.m. were setup in a showroom
on Chicago's far west side for our
unique Sunday night automobile
commercials.

The auto show was a commer-
clal venture and, 1n addition to the
advance engineering-production
survey, our sales office had the
neat little task of wrapping up a
package involving twenty compet-
ing automobile manufacturers and
their respective advertising agen-
cies. Each participating exhibitor
received approximately six min-
utes of air-time, during which a
WGN-TV camera visited his booth
to show the new models and inter-
view their spokesmen.

An interesting aspect was that
the exhibits to be covered on these
programs were located on two
floors of the amphitheater. It took
two complete remote trucks — a
three and a four camera unit — to
handle this assignment. The crew
on location numbered nineteen en-
gineers, seven cameramen, four
directors working on the floor,
three floor managers, three an-
nouncers and two production su-
pervisors calling the signals from
the remote trucks.

One of the most important steps
In arranging a remote for the first
time is the engineering-production
survey. This study provides the
answers to such questions as (1)
whether the transmission will be
by rented cable or micro-wave re-
lay, or our station-owned micro-
wave relay; (2) the availability of
sufficient power and light (if in-
doors); (3) the amount of equip-
ment needed and (4) where it will
be placed.

Following this survey, the pro-
ducer draws up a preliminary plan
of action, charting the progress of
the program or event to be tele-
vised and integrating commercials
without conflicting with pertinent
activity on the field or stage. The
agency and client then enter the
picture, working with the pro-
ducer on preparation of a script.
Now you are ready for a run-
through, which generally consists
of rehearsing and timing the live

__-_

ENGINEERING DIRECTORY

GEORGE C. DAVIS
Consulting Radio Engineer

Munsey Bldg. Sterling 0111

WASHINGTON, D. C.

PAUL GODLEY CO.
Consulting Radio Engineers

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

Phones: Montclair 3-3000
Founded 1926

BERNARD ASSOCIATES

Consulting
Radio and Television Engineers

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

WELDON & CARR

CONSULTING
Rap1o & TELEVISION
ENGINEERS

Washington, D. C.
1605 Connecticut Ave.

Dallas, Texas
4212 So. Buckner

JANSKY & BAILEY

An Organization of
Qualified Radio Engineers

DEDICATED TO THE
Service of Broadcasting

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

PAGE, CREUTZ,
GARRISON & WALDSCHMITT

Consulting Engineers

Bond Building EXecutive 3-5670
Washington 5, D. C.

commercials, and devising a prac-
tical system with the director for
cueing slides, film and live studio
commercial with the field action.

Television remotes broaden the
scope and variety of programming.
They give a ready made stage,
stars, action, drama, conflict and
very often a thrilling climax. What
can you do better on a regular
basis from a television studio —
especially on an average summer
afternoon?

Television Magazine ¢ June 1953
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How to Sell a Utility on Television

Con Edison Puts Half Million into TV

Con Edison of New York, one of
the world’s largest utilities, entered
television in 1949,

Today 1t is one of the major
spenders on the local level, with
an annual budget of a half million
dollars.

L.ooking back over three years of
TV experience, the company can
point to four simple principles as
their pattern for success In using
television:

Choose a program allied with
the utility This is in contrast to
their radio campaign which con-
sisted of a half hour variety for-
mat. In TV the company’s approach
was a service type of program.
News and weather were selected
as subjects closely associated with
utilities services when the
weather is bad subscribers use more
gas and electricity.

Choose a strong personality for
the program When the utility and
its agency, BBD&O, decided on the
type of program, the next move
was to shop for the right person.
Not only did they find the right
show, but they got the right per-
sonality, as well.

They picked up Uncle Wethbee,
a sustaining weather program on
WNBT New York, which featured
Tex Antoine, a staff announcer who
happened to be very handy with a
sketch-pad. Antoine was given a
new role—that of representing Con

Television Magazine o June 1953

Edison. The program was bought
on a five times per week basis at
6:55 p.M. preceding Kukla, Fran &
Ollie.

For their news programs they
chose the Telepix News Reel on
WPIX, sponsored Sunday to Fri-
day at 6:30 and again at 10: 30.

Integrate commercial into the
program The very nature of the
show has enabled them to present
its only performer, Antolne, as a
member of the firm. This of course
has been no accident. Con Edison's
message was woven directly into
the program. The pitch usually is
along institutional lines.

Typical is one that was used last
Christmas, where Antoine, in re-
porting the weather, easily worked
in a suggestion to buy electric
blankets.

And institutionally, Con Edison’s
own story on the low cost of an
electric blanket’s use --six hours of
service for one cent—gets across
very nicely,

The right timebuying Rounding
out their two programs 1s a dally
30-second spot at 6:30 on WNBT
in which Tex Antoine gives the
latest weather forecast and invites
the audience to look in at his reg-
ular show.

Flexibility is one of the keynotes
in their timebuying. For example:
Their news program, which s
scheduled at 10:30, is pushed back

W americanradiaghbicton, oo

to a later hour when WPIX is tele-
casting a major sports event which
of course gives them an even larger
audience.

When Kukla, Fran & Olhe (the
show which Con Edison preceded)
was shifted from their across-the-
board schedule, they quickly moved
to another time slot, one which has
proved to be more advantageous.
Uncle Wethbee was scheduled di-
rectly after the 11th Hour News
(at 11:10 on WNBT). They find
this segment has larger adult audi-
ence than the earlier time period.

The big problem for any utility
1s to present itself as a friendly
community service. Con Edison
feels that subscribers have come
to think of Antoine as typical of
the organization. This means that
they not only get across specific
sales stories, but also succeed 1n
creating a close, personalized bond
with their subscribers.

Television campaign is carried over to news-
paper ads, car cards ond counter displays like
the one shown here plugging Uncle Wethbee

47
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MEXICO’s and U.S.A.’s

E.M.A.

OF MEXICO CITY

E.M.A. cavers Mexica,
Central and Sauth
America

Advertising Spot Mavies can be scheduled in one theotre per week or as
mony as 11,000 theatres per week. A week’s service constitutes display
of a spot movie film commercial at each il performance of a movie

theatre for one full week,

Persuosive “Spot Movie” film commercials can be custom made with
Spanish or English sound tracks, or regular TV film commercials can be
adapted for English or Spanish Movie Theotre disploy.

1032 Carondelet St.,

ASSOCIATED WITH UNITED

New Orleans, La. .
FILM SERVICE, INC.,

M.P.A.

OF NEW ORLEANS

LEADING

- PRODUCERS AND DISTRIBUTORS
OF MOTION PICTURE
ADVERTISING FILMS

M.P.A, and affiliated
campanies caver the
U.S.A. and Canoda

This New Giant Motion Picture Advertising Network Makes
Available to Advertisers a Ready-Made Audience of
40,000,000 per Week —in more than 11,000 Movie Theatres
in North and South America.

The new Motion Picture Advertising Network is served by the large Sales
staffs, ond Production and Distribution facilities of the following companies:

1. Ad Films, Ltd. of Canada—with offices in Toronto.

2. Espana Mexico Argentina, S.A. de C.V.-with
offices in Mexico Cily, Mexico.

3. United Film Service, In¢.—with offices in Kansos City,
Chicoge and San Francisco.

4. Motion Picture Advertising Service Co., Inc.

—with offices in New Orleans and New York,

MOTION PICTURE ADVERTISING SERVICE CO., INC.

70 E. 45th St., New York, N. Y.
2449 CHARLOTTE §ST.,

KANSAS CITY, MO.

WHY PROGRAMS FAIL
(Continued from page 31)

a study by Terevision Magazine
(May, 1953) indicates that this
makes little difference to viewers
who can take their mysteries
either way.

BIFF BAKER, placed against
Dragnet by Lucky Strike this sea-
son, found the going impossibly
tough for very similar reasons.
Patterned after Foreign Intrigue,
it lacked the glamour as well as
the realism of the original. Bank-
ing on far-fetched plots and super-
heroics, it would have been a weak
challenger against any established
show; wversus Dragnet, it was
hopeless.

KEEP POSTED had a tough as-
signment against Berle but its rat-
ing perked up to 11.6 by January,
1953, which evidently was below
Satevepost’s expectations.

A current events forum can pull
an audience only when it offers
highly controversial and news-
worthy guests. With so many sim-
ilar shows on the air, there aren’t
cnough top guests to go around.
Posted’s contrived format, as com-
parcd with its stable-mate, Meet
the Press, was another handicap.

THIS 1S SHOW BUSINESS is
another old-timer that did nothing
Lo roevitalize ils unimpressive and

50

phoney format. While its 23 to 30
scores weren’t bad, it offered little
possibility of higher ratings for
Lucky Strike. Private Secretary
seemed to have a much stronger
potential and so was put in Show
Business’ valuable time slot.

RED SKELTON suffered a dras-
tic drop in ratings when it moved
to Sunday at 7 pm. He just fell
apart. From a 46.9 in January
1952 to a 22.9 in April 1953. The
move from 10:30 to 7 pm didn’t
help any, but the real clincher was
the mixture of bad film and kines
from previous shows. Everything
suffered, technical quality as well
as the comedian’s material. Top
dog last year, P & G swung the ax
when he skidded to the low 20’s.

ALL STAR REVIEW wasn't
trampled to death by Jackie Glea-
son; its ratings held up as well
against him as they had opposite
Ken Murray. But being one of the
highest budgeted shows in tele-
vision, it had to do better than
hold its own. All Stars’ lack of
regularity in scheduling comedians
and its uneven quality kept it from
doing better than a Durante or a
Bankhead should be able to do.
The same trouble plagued Colgate
Comedy Hour, but its roster has
supposedly been straightened out
for next season.

THE DOCTOR held its own rat-
ing-wise against The Web, then
started dipping as Arthur Murray
Party picked up viewers. With
stories better suited to a daytime
soap opera, The Doctor just wasn’t
strong enough in either the script
department or personality of the
M.D.

DREW PEARSON’S small rat-
ings and station line-up were due
to more than its 7:30-7:45 slot,
against CBS News and Those Two.
Still in the background are rumors
that Pearson and his program
proved too controversial for the
sponsor. More definite factor 1is
probably Pearson’s attempt to
change his style, sticking closer to
straight commentary and getting
away from the hot scoops that
were his strong-point.

HEAVEN FOR BETSY was used
for 13 weeks by Lever’s Pepsodent
on CBS-TV as a Tuesday-Thurs-
day strip, 7:45-8:00 pm. Its rating
climbed a bit towards the end ot
its run, hitting a 10.8 in December
against Camel News’ 22.4 and Lone
Ranger’s 22.3. A situation comedy
might have done well against u
newsreel and a western, but the
young unknowns featured on this
show were skimpy bait.

Perhaps the slapstick elements
used on similar shows would have
bolstered the too-quiet style of
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Betsy. The package wasn’t costly,
but when there was room for Pep-
sodent products on Lever's Big
Town, the switch was a logical
move to latch on to a bigger
audience.

ELLERY QUEEN is a property
which because of its name hold-
over from book sales has been able
to attract a number of sponsors
over the past few years, but just
hasn’t had enough excitement or
“sock’ to get off the ground rating-
wise.

LIFE WITH LUIGI brought in
happy 25 and 30 ratings, higher
than its competitor, Robert Mont-
gomery Presents, but General
Foods figured that any show fol-
lowing Lucy should be able to hold
on to more of her audience. Edwin
Ebel, G.F.'s advertising director
says, ‘“We dropped the show be-
cause of all around dissatisfaction
with its dramatic quality.

“We'd hoped the TV version
would be as good as the radio, but
it just didn’t turn out that way.”
Rumored too was the company's
fear of reactions against presenta-
tion of Luigl as a nationality
“type.” Recast and revamped, the
show is back in the CBS fold.

WE THE PEOPLE is another
radio success that sagged in trans-
lation to TV. Difficulties and ex-
pense in shipping people in and
out of N.Y. clearing material,
working in advance on strictly
topical subjects, put serious limi-
tations on the TV version. It there-
fore lacked the vitality of its AM
predecessor.

Ratings  slipped, and Gulf
ducked out, throwing in a dra-
matic stanza temporarily, then
Life of Riley when it became avail-
able.

BOB AND RAY as part of Club
Embassy proved too zany and too
repetitious to build an audience.
As frequently happens with the
critics’ pets, the duo appealed only
to a limited group.

Club Embassy as a straight
musical varlety stanza fared no
better, rating-wise. The program
had no real talent lure and little
production excitement.

THOSE TWO went up, down and
then out, proving that an early
evening 15 minute show 1s partic-
ularly hard to keep going. Trouble
here was Vivian Blaine (as well as
her duplicate Martha Stewart)
and Pinky Lee are the kind of
characters that people either like

or can’'t stand. The negative side
had the majority and the situation-
less comedy never bullt a strong
following, with ratings between §
and 12,

THE ALDRICH FAMILY was
an old-timer among TV shows, It
lost ground to the freshness and
vitality of Our Miss Brooks, and
had no star value competitive to
Eve Arden. The show needed
something in the acting or script-
ing departments that would renew
interest and attention, but that
something was never added. Con-
sequently, the program oftered
little promise to a prospective
sponsor of going much above its
18 rating.

AMOS ’'N° ANDY did well
enough rating-wise (22-26) to
keep Blatz happy, but the agency
reports a switch in sales policy to
emphasize local distributors and
Blatz therefore is planning a shift
to spot TV. Now up for syndica-
tion via CBS Film Salesg, the pro-
gram marked up half a million in
sales the first week 1t was offered.

In summing it up, it still gets
back to the basics—there 1s no
substitute for a good script and,
unfortunately, for money either.

Height means reach

in TV, too!

Television Magazine e June 1953

KSL-TV’s b(_)oming Intermountain coverage

area. These people annuaily earn — and spend —

nearly a billion dollars.

TV circulation s mushrooming, too. Over 125,000

canradinhictaons, com,

. » « and reach means people.

Two-thirds of a million persons live in

sets ar¢c now in the KSL-TV area, which

cxtends into four great western states.

Get dertails from CBS-TV Spot Sales, or

KSL-TV Serving Intermountain America

‘sources upon request
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the
LIVELY

corner
of the
United States

e
EVERETT
SEATTLE

[
BREMERTON |1y
TACOMA
OLYMPIA

o CENTRALIA
® CHEHALIS

A VIBRANT, GROWING
PROSPEROUS MARKET

Six counties bordering on Puget Sound
account for more than half of Wash-
ington State's population . . . more
than half the state's total retail sales

. more than half the state's effective

buying income.

These six counties lie within the Puget
Sound Area served by KTNT-TY, the
new slation which went on the air in
March with basic CBS and Dumont

Television Networks.

The Puget Sound Area is alive . . .
it is growing . . . it is prosperous.
There are 418,100 families; retail sales,
$1,316,645,000; effeclive buying in-
come, $2,416,495,000. Within this area
are such cities as Sealtle (population,
467,598), Tacoma (143,673), Everett
{35,000), Bremerton (29,900), Olympia
{16,300). And there are approximately
263,000 TY receivers in this lively area.

You can sell this prosperous market
with only one TY station — KTNT-TV.

B N B . L] L_.i

CHANNEL 11

FIHT TV, South 11th @ Grant,
Tacama &, Washinglon
Feansmitber sirategically located ol
Tacamn in Middle Pugel Sound

Ruprotentad notienally by
WIED TELEYISION

Feprasantad in Poclfle Northwast by
AT MOGRE & 0N, Seallle, Partland

CRY and Duman
@ Telavislan Sar
tho Fugetl Sound anm
Armu n

EDITORIAL

Needed, Thinkers!

The other week the Herald-
Tribune had an article on NBC’s
Vice-Chairman Pat Weaver. The
angle of the story was that the
network is paying Mr. Weaver
just to think.

The treatment of the article was
such that the reader got the feeling
that this is a most unusual busi-
ness practice.

Unfortunately, this is the case.
In fact, it’s one of the biggest
shortcomings in American busi-
ness. Many executives of course
are assigned fancy titles which in-
clude the word “planning.” But

TV’s Mediocrity

How long would The Saturday
Evening Post continue to publish a
series of inferior articles, or Life
permit the mail-order ads that ap-
pear in the pulp magazines?

The wrong kind of advertising
can definitely take away from the
effectiveness of the legitimate ad-
vertisers. And a series of inferior
articles could well drag down the
tone and character of a magazine
regardless of what other excellent
features a particular issue might
have,

Research has shown that there
is a direct correlation between the
effectiveness of a commercial and
the excitement and good-will en-
gendered by a better program.
And the factor of believability in
advertising is becoming increasing-
ly important.

In spite of this, there is far too
much mediocrity on television both
in programming and in advertis-
mng.

Take only one category of pro-
gramming—the dramatic shows.
There just aren't enough good
seripts around to take care of the
more than 12 such shows on the
networks now. The result—a few

did you ever meet a VP in charge
of planning or development who
wasn’t soon saddled with opera-
tional duties?

One of the main reasons behind
CBS’ smart management is the
number of key executives who are
not directly involved in the day to
day operations of the network.

Could it be that in the midst of
all the chaotic fluctuations at NBC
they have solved one of their man-
agement problems with the crea-
tion of the office of Vice-Chair-
man?

really good ones, another couple
that are satisfactory and a batch
which are definitely second-rate.

And this same balance applies
to almost every category of pro-
gramming. As for advertising —
by the time one has waded through
the mass of scientific claims and
commercials in poor taste, resis-
tance to all commercials becomes
so high that the general effective-
ness of TV advertising is lowered.

Somewhere along the line the
networks and stations will again
have to become “masters of their
own houses.” In almost all con-
tracts the advertiser reserves the
right to cancel after 13 weeks. The
networks too should exercise this
escape clause. Their obligation to
their audiences and advertisers is
too great to continue to accept in-
ferior programs or objectionable
advertising.

What's needed is stronger lead-
ership and an awareness among
networks and stations that the
mediocrity which now exists will
build up a resistance on the part
of the audience that will carry
over and minimize the effective-
ness of television's better efforts.

Fred Rugel

Television Magazine o June 1953
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