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HERE’S A FELLOW WITH MORE THAN FANTASY...

and you can put him to work right now

Jack Gould called the Kuklapolitans ‘‘a BIG FAMILY AUDIENCE ... =zeen by over 4 mil-
most charming and heart- warming ex- Lion view s daily, over half of them adult

cursion into pure make-believe.”’ But be- LONG STATION LINE-UP . .. over 10 cream TV

. market areas representing 72% of all TV homes
yond that, Kukla, Fran and Ollie can serve

LOW PROGRAM COST .. .less than one-third
the cost of an average evening half-hour show

LOW COST-PER-THOUSAND ...as low as$1.28
heart. To wit... _ = W per commercial minute.

you with coldly realistic selling which

will warm the cockles of your treasurer’s

'NBC TELEVISION

L ) Write, wire, or phone your neorest NBC-TV
"5 representative today for full informotion on availabilities.
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That’s a remarkable record for any TV
station in any market. In Detroit,
WWJ-TV has it!

According to Pulse, Inc. July-August
ratings—seven out of the top ten

multi-weekly shows are on WWJ-TV

Five** of these seven originate with
WWJ-TV and its staff.

Two* are NBC shows.

This teaming of talents and reliability of
production have consistently enabled
WWJI-TV to provide its advertisers

with the largest and most responsive
audience in the great and prosperous

X H . . . .
George Scotti Detroit Market—where family income is

**Man About Town
**Eleven O'Clack News

the highest of all major cities in the U. S. A.

*Camel Caravan
**Let's Toke o Holiday

**Curtain Call
*Cactus Jim

EIRST IN MICHIGAN Owned and Operatled by THE DETROIT NEWS

wwy
TV

'Y
L4

National Representatives: THE GEORGE P. HOLLINGBERY COMPANY

NBC Telavision Network
ASSOCIATE AM-FM STATION WWwWJ ) -
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$40,000

in sales from two weeks’
participation on a WGN-TV

morning program/!

This is exclusively a WGN-TV story. ..
NO OTHER ADVERTISING WAS USEDI

Call your WGN-TV representative for top avdilabilities

U (;HANN EL9- CHICAGO

The Chicago Tribune Telebision dtation

www americanradiohistorv com
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TY-ATFILIATE

products sponsored on

WGAL-TV
LANCASTER, PENNA.

Advertisers, both local and
national, find their produects
moving—rapidly, prolitably—
when WGAL-TV does the selling.
It's the overwhelming station
favorite in the large, prosperous
mid-Pennsylvania area it covers.
This popularity is readily
understandable because
WGAL TV is the only television
station located in this buying
market. It carries top shows from
four networks . . . NBC, CBS,
ABC and DuMant. And, its many
local telecasls are carefully
planned to meet the needs and
interests of the communities it
serves, Let WGAL-TV move your
producl in ils wide, prosperous
market area.

A Steinmon Station  Claic R. MeColipugh_ President

AM
WGAL 7

fM
Represented by
ROBERT MEEKER
ASSOCIATES

Chicago ¢« San Francisco

New York - Los Angeles
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kaxT 1s o Mount Wilson! aud, for advertisers, that's way up.
Because the same swiltch that this week boosted the former KTsL's power
10 times—f{rom a transmitter that’s almost a full mile above Los Angeles—

gives advertisers an out-of-this-world audience!

L, .
Viewing’s up—and zooming! kxxrs highflying new signal
carries your message to 1.os Angeles’ 1,000.000-plus television homes more
brightly and clearly than ever before ... and into an area almost four times

larger. All the prospects you want to see can now see you!

OLLT new name s ZLP ! We're painting the town this week. Literally.
It’s up with kKxxT —the new Channel 2...CBS Television’s key station
on the Coast—wherever we can find space. And it’s up with KNXT's stars.

already well on their way to being l.os Angeles’ highest!

Hitch your product to KNXT! And yowll hove the best team
in town. KNXT's new signal will get you into Los Angeles Jiving rooms. and
KNXxT's fast-rising stars and shows will keep you there. To sit on top of

the world in the nation’s second largest television market . ..

get on I(N XT today!

The new Channel

Las Angelfes o (BN Chned

= S
!. : 7 r7/

N .
e e
i i
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REPRESENTING
TELEVISION STATIONS:

DAYENPORT WOC-TY+

{Canieal 8 oadiatting Com
WHD

FORT WORTH-DALLAS WBAP.TY®
(STARTELEZRAM)

LOUISYILLE WAVE-TV e
(WAVE, 1nz.!

MIAM]| wTYJ

[Wometca Thealres)

MINNEAPOLIS-ST. PAUL WTCN-TY

DISFATIH-PIONEER PRESSY

NEW YORK WPIX

(THE NEWS)

ST. LOUIS XS0-TY*
JFOAT-DISPATT

SAN FRANCISCO KRON-TY»
THEZ CHRONICLE)

3ty NBC Aflilistes

.

>

'bﬁg{ sales (‘.l(“i‘fiﬁi(‘)t‘l 11

Yeo. Spot Tetewision Sells Gooda!
Dor Punther Facts, Aok

FREE & PETERS, INC.

Pioneer Station Representatives

Since 1932
°
NEW YORK CHICAGO DETROIT
ATLANTA FT. WORTH HOLLYWOOD SAN FRANCISCO

www americanradiohistorv com
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MORNING TV ON THE RIS

AUDIENCE PARTICIPATION PROGRAMS

E

RACK-UP TOP MORMNING SETS-IN-USE TOTALS

Take a large piece of relatively
inexpensive audience participation,
add variety or disc jockey, mix in
etther a bit of cooking, shopping,
fashions or interviews and season
lightly with some film or music—
and there yau have the perfect re-
cipe for substantial sets-in-uze fig-
ures as early as 7:30 or &:30 in
the morning.

As the chart below shows, many
early sign-on cities are racking up
sets-in-use fipures that rival attev-
noon segments. For example o 7.0
in Cincinnati at 8:30 am.: a 3.2 in
Philadelphia, at 7:30; a 5.0 in De-
troit, at 9:00; a 12.2 in Columbus,
at 11:30. Ax is to be expected, sets-
in-use figures rise as the hours click
off. Significant, too, are the fine
showings made by CBS-TV's Sfrike
[t Rich in several of thesxe markets.

An audience participation show

and a feature film combine, in Cin-
cinnati, to rack up the 7.0 at .30
Splitting the audience almost equal
ly at this time, WCPO-TV bheams
Maorning Movics, an hour-long tea-
ture film, while WLW-T puts its
mouney into Morwing Matime
ceed audience participation show,
Latter is simulcast: was =“tarted 8
vears ago by Ruth Lyons of 50 Ctuh
Fame: carries o voeali=t anil 1= seen
over all three Croslov outlets
Peuk sets-in-ase flgure of 1001
in Cincinnati comes at 1L0-11:15,
with & children's show, o home cco-

lem

l

nomics  progiam oo oan audione
participation-quiz  fighting it oot
for popularits . the latter com-

ing off best, Here, WCPO-TV ollers
Al Lewds, rveading storviex to the
kididies and cntting in a Liseh mo
vie—WKRC-TV  pits 0O Hivirie

Cookin’. a0 cooking  snow — ol

MORNING SETS-IN-USE
AVERAGE FROM LOCAL SIGN.ON TO 12 NOON
PULSE, OCCTOBER 11-15 1951

Time Cincinnati Philadelphia Columbus Dayten Detroit Cleveland
7:00- 7:15 1.1 N — _ — —

7:15- 7:30 1.3 1.3 — — — _

7:30- 7:45 1.4 3.2 .4 2 1.0 —

7:45- 8:00 1.4 3.0 .5 .3 1.2 —

8:00- 8:15 4.1 2,5 .9 [ 2.0 1.0

8:15- 8:30 4.4 2.4 1.2 .8 2.1 1.2

8:30- 8:45 7.0 2.0 3.5 2.7 2.8 2.2 '
8:45- 9:00 7.1 2.2 3.6 2.9 30 2.3 |
9:00- 9:15 7.3 3.1 34 4.0 5.0 2.9

9:15- 9:30 7.3 3.3 3.3 4.0 5.3 3.0 |
9:30. 9:45 6.7 3.3 3.5 38 5.8 3.9 '
9:45-10:00 7.0 3.1 3.6 37 5.9 4.1
10:00-10:15 B.3 4.6 4.5 3.5 5.2 3.7 |
10:15-10:30 8.6 4.9 45 3.5 5.6 3.9
10:30-10:45 9.7 5.8 5.7 3.3 6.0 4.1
10:45-11:00 10.0 5.9 6.5 5.1 7.4 4.7
11:00-11:15 10.4 5.6 8.3 6.0 7.4 5.7
11:15-11:30 9.6 5.9 8.6 5.2 7.4 6.2
11:30-11:45 9.3 6.6 12.2 7.0 8.4 7.4
11:45-12:00 9.1 7.1 12.4 6.7 8.8 1.8
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OFFICIAL
BASIC CBS
OUTLET FOR

VIEWED BY

54.7%

- MORE FAMILIES. -
THAN STATIONB?

WKZ0-TV PROGRAM LISTINGS
ARE CARRIED AS A READER
SERVICE, TO OVER 600,000 SUB-
SCRIBERS, BY NEWSPAPERS IN

CRAND RAPIDS GRAND NAVEN
KALAMAZOO0
SOUTHN BEND
ELXNARY
FORT WAYNE
LANSING
BATTLE CREEX
SACINAW
MUSKEGON
DOwWAGIaC

WRITE US
OR AVERY-KNODEL
FOR ALL FACTS

i

COMPANY

JACKSON
SOUTH HAVEN
THRIE RIVERS
COLOWATER
STURGIS
MARSKHALL
VICNSBURG
GOSHEN
0SCE0LA

|
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Now Operating from — EVENING STAR TELEVISION CENTER — finest TV Studios South of New York

Owned and Operated by
THE EVENING STAR

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

Represented Nationally by

The KATZ AGENCY, Inc.

8

FOCUS

continued from preceding page
P 9

WILW-T telecasts Quiz the Misses,
an audience participation and quiz
show that also has a singer and
ventriloguist.

WPTZ'= Ernie Kovacs jumps
from an 0.7 at 7 am., to a 3.2 at
7:30, before any of the other Phila-
delphia stations  sign-on. Kovacs'
famed 3 to Get Ready is a disk
Jjockey show, with the weather and
time announcements thrown in for
rond measure. Sets-in-use continue
to climb throughout the morning in
the Quaker City, veaching an 11:45
peak of 7.1, when an audience par-
ticipation show, an educational pro-
gram and a homemaking-hints stan-
za face each other: WCAU-TV holds
a commanding lead with CBS-TV's
Strike It Riel, audience participa-
tton-quiz—WEFIL-TV  beams TV
University, prize-winning cduca-
tional and cultural show, and WPTZ
offers Rhona Lioyd, interviewing
guesi= and offering homemaking
hints.

Audience Participations
Hold 2-1 Edge in Columbus

Columbus’ 3.6 sets-in-use at 8:45
Is impressive, considering that only
WLW-C is telecasting. Walking
away with this 3.6 is Morning Mat-
inee, the audience participation
show that did so well for WLW-T.
WBNS-TV signs-on at 10 and, as
would be expected, sets-in-use rise
to a 4.5. At this time, WBNS-TV
faces its Homemakers’ Hob Nob, a
women's-page-of-the-air using Sna-
der telescriptions and a telephone
quiz as well as beauty and house-
hold tricks, against WLW-C’s
Breakfast Party, another Crosley
audience participation offering. At
11 a.m., sets-in-use spurt upwards
again to 8.3, as third station,
WTVN, beams out its Farmer’s
Friend, a report to housewives on
food and grocery prices and good
buys, with a general store backdrop.
Facing this are WBNS-TV’s Kit-
chen Farir, featuring a well-known
home economist, and the WLW sta-
tions’ Quiz the Misses, audience
participation show. Latter show is
still on at 11:45, when sets-in-use
hits 4 12.4 figure—WBNS-TV takes
the lead at this time with CBS-TV’s
Strike It Rich, while WTVN offers
ABC’s variety-audience participa-
tion show, Dennis James.

A Western feature film and an
audience participation show are the
answers to the big surge to a 5.0
sets-in-use at 9 a.m. in Detroit:
WJIBK-TV offers Pioneer Play-

www americanradiohistorv com

howuse, while WXYZ-TV telecasts
Coffee & Cakes, aptly named audi-
ence  participation show  which
serves  its audiences coffee  and
doughnuts in-between musie, con-
interviews  and skits. By
11:45, Detroit sets-in-use hits 8.8,
with the last-halves of two cooking
shows und a network audience par-
ticipation quiz fighting it out. Here,
WXYZ-TV offers Charm Kitchen,
featuring famed home economist
Edith  Fern Melrose—WWI-TV
beams Jean MeBride's cookerv
and WIBK-TV telecasts CBS-TV's
Strike 1t Rich.

tests,

Strike It Rich
Leader in Dayton

Big jump in Dayton to a 2.7 sets-
in-use, at %:30 am. is accounted
for by a disk jockey and by an-
other audience participation pro-
gram. Latter is Crosley offer-
ing called Morning Matinee, beam-
ed by WLW.-D. DJ is Reveills
with Ryan, telecast for an hour by
WHIO-TV. Peak segment in Day-
ton is 11:30, when sets-in-use hits
7.0, with WHIO-TV leading the
way via CBS-TV's Strike It Rich
and WLW-D beaming Quiz the
Misses.,

Cleveland’'s 4.1 at 9:45 belongs
to WEWS’s Kitchen Clinie, sole of-
fering at this time. Clinic, as one
might guess, is a cooking show, and
is preceded by such other WEWS
presentations as cleverly titled
Comes The Yawn, an 8 am. DJ;
Beauty for You, a haif hour of fig-
ure trimming exercises at 8:30, and
Western University, 30 minute edu-
cational show. Ratings continue
gradual climb all morning, with
WNBK and WXEL signing-in, with
peak reached at 11:45, when a net-
work audience participation-quiz, a
fashion discussion and interview
show and a variety program buck
each other for a share of the 7.8
sets-in-use. In that order, they are
CBS-TV’s Strike It Rich on WEWS;
WNBK’s Idea Shop, and WXEL’s
Soup’s On.

Nets to Offer
Godfrey, Garroway

Considering how well CBS-TV’s
Strike It Rich does, the industry
should look to a considerable rise in
sets-in-use during the early morn-
ing hours when the networks get
going on projected early-bird shows.
Expected to start around the first
of the year are a simulcast Godfrey
show for CBS and a Garroway
stanza for NBC, either of which
should do a bang up job at sun-up.

Television Magazine * November 1951
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Pabst
Blue Ribbon
on CBS
“Pabst Fights"

Pillsbury
Pancake Mix
on CBS
Arthur Godirey

Carnation
Milk
on CBS
Burns & Allen

$.0.5.
"Magic Bunny"

on NBC
"Show of Shows"

F

!

[ ; ; \ ; 0.
Hop
mﬁ',w

————

Kellogg's
Sugar Corn Pops
on "Wild
Bill Hickok™

Pet Milk
"Fantasy Series”
on NBC
"All-Star Revue”

The Top

COMMERCIALS

On the Top Shows of

TELEVISION

Come From . ..

FIVE SIAR A etz tim

More and rmore you hear of this unique film pro-
devoted exclusively to the
{More than 2,800!)

duction organization

Television Commercial,

{t fokes odverfising men fo produce adverfising films.
Five Star's three key men are former agency executives

who know how to develop selling ideas on film,

Next time you're in Hollywood, drop in at Five Star
and see how fine craftsmen with fine faciiities pro-

duce a superior product.

Swift & Co.
TV Spots
on NBC
“All-Star Revue”

Integrated
Commercials
on Ziv
"Story Theater”

Interstate
Bakeries
on Ziv

"Cisco Kid"

Kellogg's
Rice Krispies
on NBC
"Howdy Doody"

Cory Appliances
on ABC
Langford-

Ameche Show

Ralston
Breakfast Foods
on ABC
"Space Patrol”
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EDITORIAT,

Thank You Senator Benton

and Mr. Rubicam. too!

Television Magazine *+ November 1951

E kind of like the old saving,
“There’s nothing like a re-

formed drunkard.” It reminds us a
bit of a couple of ex-hucksters who
have been quite prominent in the
news of late.

Yes, these two reformed huck-
sters are Jjust what television
needed. They've awakened the in-
dustry; panicked it from lip ser-
vice right through to the formula-
tion of the proposed NARTB Tele-
vigion Code.

Doubtlessly, the industry would
have gotten around to such a code
sooner or later—but, sans Benton,
it might have been a “later” In
which the FCC took a hand—a grim
prospect, to understate the case.

The Committee deserves a lot of
credit for getting the (Code into
shape in a velatively short period
of time.

Obviously, with any such code
there must be griping, disagree-
ment, and changes. Considering the
few rumbles that it’s generated, the
Committee has done a good job. But
—their work has just stavted; will
the networks and stations be able
to enforce provisions such as:

“The wse of lorvor for its own
sake will be elinminated; the use of
visual or aural effects whick wonld
shoek or alevm the viewer, and the
detailed presentation of brutality ov
physical «gony by sight vr by sonnd
are not pernissible”?

If so, that means a lot of impor-
tant advertisers are going to have
to be “told off” like Anto-Lite,
sponsors of Swspeuse; Admiral, for
Lights Out; Mogen David, for
Charlic Wild; Cavaliers, for Plain-
clotlesman: Shick for Crime Siyn-
dicated; Camels, for Maen Against
Crime.

Or, how far will the stations and
networks go to enforce:

“A sponsor’s advervtising ines-
sages should be confined within the
framework of the sponsor's pro-
gram structure. A television broad-
caster should seek to avold the use
of commercial announcements whicl

www americanradiohistory com

are dovorced  from the  program
whether by preceding the (vtrodice-
tion of the program (as in the case
of the so-called ‘cow-catcher’ an-
nouncenients) or by following the
apparent sign-off of the prograns
fas in the case of so-called ‘frailer’
annolncenients)’”?

And, we wouldn’t want to wait
around until the networks told the
cigarette companies this one:

“Advertising copy should confain
no o clatmis intended to dispairage
contpetitors, competting prodicets, or
other industiies, professions or in-
stitntions.”

If the code is to have any stand-
ing, any authority, these and =imi-
lar clauses must be enforced  oth-
erwise they should be stricken out.
And that would be too bad because
many of the other provisions for-
bidding profanity, obscenity, the
disapproval of "alley cat,” “broad”
or “chippy’” as applied to women,
etc., are Important but are pretty
much within the realm of good
taste. These few transgressions
would soon be eliminated, if only
for self interest.

What's move at stake is how tele-
vision is used. The presentation of
physical agony or brutality might
have much more harmful effects
than an occasional lapse ot wood
taste.

And the “cow-catcher” announce-
ments or quadruple =potting, if
continued, will undoubtedly damage
the very effectiveness of televizion
advertising—as will the rvidiculous
acdvertising claims and competitive
pitches of the cigarette compauiss
which tend to drag down the value
of all honext advertising.

These are the problems which th
code committee must face vealistic-
ally. Ax we've already puinted out,
its job has just begun . .. so stick
around Senator Benton and Mr.
Rubicam, for, while we can't sal
that we agree with vour thinking,
your activity will make surve the
committee keeps workine.

Fred Kugel
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Thousands of brand new eyes

can see your product on WSB-TV

This report is directed to time buyers and others responsible

for producing sales. A vast and envirely new audience in the

South has been opened up by WSB-TV. On September 30 WSB-TV
began telecasting over Channel 2 with 50 kw. radiated power
from the 1062-foot tower. Response was immediate—and terrific.
From the Carolinas, Alabama, Florida, Tennessee and deep
South Georgta excited reception reports are being verified.
Distributors are shipping thousands of sets. Since all characreristics
of these powerful facilities are not yet known we temper our
enthusiasm. Suffice to say at this time—WSB-TV today offers you
the biggest dollar’s worth in Southern television history.

www americanradiohistorv com

Affitiated with The Atlania
Journal-Constitution. Rep-
resenied by Edw. Petry Co.

ATLANTA, GEORGIA
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TELEVISION
THE BUSINESS MAGAZINE
OF THE INDUSTRY . . . .

ECONOMICS
OF TELEVISION

Exploring the probiems
that confront TV today

. . . and tomorrow

By NCRT WYNER

HE big trouble with television today is that too

many speeches are being made and, realizing that
a good speech should be provocative, industry leaders
are tossing around some irresponsible statements about
the future of the industry. A day doesn’'t go by but
that someone asks—

With television viewing down, receiver scles off and
costs still spiralling, won't many TV bankrollers have
to bow out of the medium?

Wil TV budgets already over the nmillion mark for
top shows be big enough for post freeze 150-station
network coverage?

What’s the future of the networks?

Will the economy support 1000-station television?

Isw't the wery economic foundation of television
based on advertising inadequate and unsound? [sn't
the answer in subscription TV?

To set the score straight at the outset, let’s point
up the following factors which demonstrate television’s
sound economics today:

1. THE ADVERTISER—investments in network
television are currently running at the rate of over
$100 million annually for time alone; network TV
billings passed network AM billings during September
of this year; network TV attracted 206 advertisers,
compared with only 153 for network radio, during
the first nine months of this year. These statistics
would be impossible if TV wasn't sound enough to
pay off for advertisers.

TV is delivering on a cost-per-thousand basis at least
comparable to print and, in many cases, to radio. As
against a $3.43 average cost-per-thousand for eight
of the top national magazines, $4.51 and $5.48 figure
for newspaper ads of 1,000 and 500 lines respectively,
*Magazine figures include: Life, SatEvePost, Collier’s,
Look, Ladies Home Journal, Women’'s Home Com-
panion, McCall’'s and Good Housekeeping-—based on
Winter '50-'51 rates and using Starch ‘moting’ aver-
ages. Newspaper costs are based on 104 cities of over
106,000 population, using the Advertising Research
Foundeation’s Continuwing Study of Newspaper Reading.
Radio data developed by NBC-AM, using fourth quar-
ter, 1950, American Research Bureau information.
Television data developed by NBC-TV, wusing first
quarter, 1951, ARB information.

Television Magazine * November 1951
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and o $2.23 figure for radio. this winter, television
delivered at $2.45.%

2. TELEVISION STATIONS—this year, no fewer
than 75 percent of them will show a profit. This is
quite a trick, unless the industry is on an economically
sound footing.

3. TELEVISION NETWORKS—at least two of
them could show a profit, if they wanted to—instead
they're making capital investments that will pay off
in the future. The ability to show a profit, no less
the willingness to temporarity forego it, is certainly a
sign of a solid structure.

3. THE PUBLIC—comment to the contrary, is not
losing interest in television. Sets-in-use figures show
no drop and, for those who like to play with ratings
ARB October 50 and October °51 ratings show healthy
increases in total average ratings for all CBS and
NBC 6 to 11 p.m. weekday shows.

The future of the industry 7—whether or not adver-
tisers will be able to foot the bill for national cover-
age-—whether 1,000 stations can be supported—whe-
ther the networks will be as dominant as they were in
radio—the answers are in the hands of advertisers,
stations, networks and the public, for it must pay-off
for all concerned.

The answer to whether or not advertisers will be
able to afford 100 or 150 station national networks
resides in cost-sharing and the varions cost-sharing
techniques. The most recent Hofstra study, Colgate-
Palmolive-Peet and a host of other advertisers have
proven that multiple-sponsored shows pay-off for their
advertisers,

Advertisers can stretch TV dollars thru buying par-
ticipations; segments of multi-brand shows; alternat-
ing sponsorship shows and rotating programming. Or,
they may eventually go a step further and secure co-
operation on a Jocal level—the manufacturer-advertiser
taking half of a show’s costs, the remaining expenses
being equally pro-rated among dealers in each broad-
cast city.

Two other factors weigh heavily when conside
advertisers’ ability to pay the freight. When u
tising agencies let out long, bleak wails aboul :
what advertiser will be able to afford pust-freeze tele-
vision costs? . . .7 they are really pointing-up their
own shortcomings!

[continued on the following page}
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ECONOMICS OF TELEVISION cONTINUED

Will advertising budgets expand?

Specifically, in the years 1929 to 1950, while total
national income almost trebled, advertising expendi-
tnres tumbled by 43 percent—f{rom 4 percent of the
national income to 2.3 percent. In the process, slide-
rule masterminds came up with the interesting plum
that advertising has increased in its efficiency.

Not so: it's just that advertising agencies during
the past 20 years have failed to sell advertising to top
management . . . and, unfortunately, there have been
too many “small” investors who, with potent public
opinion on their side, have demanded increased stock
dividends (despite their inflated values).

Thus, while print and radio budgets may be con-

tracted to get television advertising dollars in the
coming decade, many advertisers may find themselves
expanding their total advertising hudgets along more
realistic lines to satisfy both TV and these other media.

That this may be the pattern is best indicated by
the Magazine Advertising Bureau’s analysis of net-
work TV advertisers’ budgets. Comparing first six
months, 1951, expenditures with first six months, 1950,
figures, MAB finds that TV investments are up 294
percent, while overall magazine, network radio and
Sunday supplement advertising also increased on an
average of 1.5 percent: a sign of sponsors’ ability
to up their total budgets for complete media coverage.

Costs up. viewing off: faect or myth?

Second important consideration is that much of the
basis for speculation on rising costs may be without
foundation. Certainly there will be additional expenses
involved for time chavrges in the post-freeze era—but
it dees not necessarily follow that talent and produc-
tion costs will continue to spiral, as many believe.

Even in today’s high cost era such consistently top-
ten rated shows as Big Town, Fireside Tleatre, Mama,
Man Against Crime, Suspense and Kraft TV Theatre
come in at production costs of $11.000; $14,000:
36,900, $6,547; $8,000 and $11,500, respectively
greatest proof that comparatively low cost programs
can deliver large audiences.

Most of the advertisers and agencies that how) loud-
est about talent and production expenses are the very
firms that are bankvolling high production cost pro-
grams—theyre the very people who've up-bid talent.
Production costs on radio have come wav down. vet
there've been few cries of anguish from nets, stations,
packagers, talent or the unions. When programming
costs are veally too high in televizion, the law of supply
and demand will take over and, the unions notwith-
standing, costs will slide hack to s more realistic level,

When all is said and done, there will dalwavs be a
reservoir of new talent available-—andd resdy to work
ab tnjon seade: today’s TV soap operas ave probably
best evidence of This sitnation.

Much breesponsible falk has been heard in the st
Few monthe of the alleged “dhrop-oft in TV viewing”.

Maost recent of these public n(terancee: came [rom Lhe

president of one of the top 10 agencies who said,
“. .. Everyone admitted that television could not pos-
sibly hold people glued to their sets for the long hours
they give it when their sets are new. The Pulse Rating
Service confirms this trend in those cities which have
been exposed to television for some time. The decrease
in viewing is not yet alarming—109% less than a year
ago in July; 5% in September. . ..”

BUT, what this agency president neglected to men-
tion is that the decreases in sets-in-use recorded by
Pulse (1) pertain only to a single hour-long show placed
by his agency and (2) cover only 11 cities, for July,
and only 10 cities, for September,

AND, what this agency president totally overlooked
was that sets-in-use for these cities—for the entire
week in which Pulse rated them, from 12 noon to 12
midnight—actually increased in 1951 by 1Y% percent,
in July, and by 8 percent, in September!

AND, what’s more, the value of comparisons be-
tween 1951 and 1950 Pulse ratings is subject to ques-
tion, in view of the fact that the Pulse interviewing
techniques varied from ’50 to ’51!

Also, compare this type of irresponsible talk with
the nationally projectable NBC-Hofstra report which
demonstrated that (1) among low income groups,
there was a five minute a day increase in TV viewing
iw both the seeond and third years of ownership and
(2) among high income proups, there was a half a
minute a day decrease in viewing in both the second
and third vears ot ownership.

Cost-sharing. answer in posi-freeze

Bevine 0 is iinprobable thad more Yo o Few
advertizers il be able to afTord 1H0-st:00ion el worlk
coverapes o dharing e ol the answers will
et s cansdderable overhanling of network st eneture.

ooy i whonld e emphiasized that fhis cosd
preabilen sl o que-fion of the sonndness of tele

Vol o shructore bt s "ult'l.\ i l|llt‘.\’fiull
of the copamization of ailviod isers bidpels,

Sk Fle v e gquestions the impael or soundness
ol mabional neveayines bheennse of theiy high coxts
arlvertisers ynahle to shell ol FTE000 0 week Tor o
Bk s whibe pogee Sn0 Lile Magazing compromise
e Loy anndler it G spaee o e Frequent sched
bl

v, 1 et prablems may lead the nelworfs
tbeae publication type straetare, Thus, just as nows-

14
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papers and magazines publish editorial matter and
sell advertising in and avound it—it may come to pass
thal the nets will supply all of the “editorial” material
CLe. programming) and simply sell advertizsers vari-
ons lengths of time: an advertiser “requesting posi-
fion” would pay a premium for sponsorship of a par-
ticular show or time segment.

Actually, the foundation for this type of existence
already  exists in network  produced parvticipating
shows, or NBC's Shoiw of Shows, CBS's Frank Sinatre
Show, efe,

By the time thal this metamorphosis takes place,
the stigre will also be set for “Operation First Aid”:
five years henee, with at least 500 stations on the air,
owning a television stafion may not be the lark it
seems today, Dozens of stations that ave beyond the

{continued on page 30)
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PAUL D

OST national advertisers are

not buying disc jockeys as
such. They are buying well rated
availabilities. That many are pleas-
ed with the ratings turned up by
the DJ’s is borne out by the rvoster
of national spots the jockeys are
carrying. Typical of these national
advertisers are Celancse, Borden's,
Robert Hall, Minnesota Mining,
Lever, Westinghouse, Kraft, Ra-
leigh, Cavalier and Alka Seltzer.

To timebuyers, as to most people
in the industiry, the question isn’t
“Is the disc jockey good television?”
but rather, “Just what is a tele-
vision disc jockev?” The old vadio
term doesn’t fit the new improved
TV model.

Video has spawned a new brecd
of entertainer—the emcee of a low-
budget variety show, who might
happen to spin a few records. Going
far past radio’s record spinning,
the TV jockey uses film, drawings,
pantomime and even live musical
numbers.

Rating-wise, some of these shows
do surprisingly well, considering

Television Magazine * November 1951

IXON & CREW, WCPO-TV hit, only network DJ.
Jene home permanent sponsors ABC nighttime stanza.

= &

their low Ludgets. Al Jarvis, doing o
five hour a dayv stanza on KLAC-TV,
Los  Angeles, averages a  higher
Telepulse than the =nows facing
him. Bob Maxwell, WWJ-TV, De-
troit, hits an 11.6 September Pulsze.
In Cincinnati Videodex vatinegs for
WCPO-TV's Paul Dixon have gone
ax high as 13.4

Pulse scove for Lex Bovd's Club
Four, KRON-TV, San Francisco,
consistently hits around 20. Twen-
ty-ndd spot advertisers take advan-
tage of the lavge nighttime audi-

- e¢nee he attracts with his Make Be-

lieve Bollreow type approach.

Preferred hours for DJ shows
ave after 10 evening slots and mid-
afternoon hours,

In many cases, the TV disc jockey
ix a film jockeyv, getting his visual
elements from short musical films
distributed by Snader Telescrip-
tions ov soundless, record-coordi-
nated film shorts put out by Screen
Gems. Al Jarvis, KLAC-TV, even
squeezes a full-length feature film
into his all-afterncon Hollywood on
Television.

www americanradiohistorv com

ERNIE KOVACS, WPTZ, pacing morning trend, pulls
down strong 4.3 average ARB hetween 7:00 and 8:00 a.m.

DJ—LOW COST VARIETY

53 stations are currently leasing
Snader's librvary of 800 musical
films, paving a vearly rental based
on market size. Price tags yange
from $8,000 1o $90,000, annovally.
Use durving tne vear is unlimited.
KRON-TV (o instance, builds nine
hours of programming a week from
the Jlibrarvy, concentrating them
larwely on Lex Boyd's hour and a
cuarter acroxs-the-hoard Chely Fowuyp
stanza,

One of the biv problems for sta-
tions wsing these films is the diffi-
culty of making smooth transitions
from live to film. One method ix to
<hoot from the DJ to a still photo
0f the performing artist and then
to the film, a la nite club intros of
singev betore the song.

Some times the natuve ot the for-
mat points the way., WAVE-TV,
Louisville, has put Snader's films
into Renben and Raclel with Foster
Brook as a country storekeeper and
Jan Dooley as his dauphter “sec-
ing” the film on a prop television

[continued on page 19}
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e SEATTLE 1

o SALT LAKE CITY 2

SAN FRANCISCO 9

LOS ANGELES ?

o ALBUQUERQUE 1

® SAN DIEGO | o PHOINIX |

PRODUCTION AND CIRCULATION

Increase in circulation for September ... ... 363,817
Total sets in circulation as of October Ist.....14,039,602
Source: TELEVISION Magozine

337,341
Receiver production for September, 1950 .. . 843,800
Total receiver production for 1950 ... ... 7.463,800

Source: Rodio-Television Monufacturers Association

Receiver production for September, 1951 .. ...

1. PAULMINNEAPOLIS 2

RAND LaMDY iy
LAMSING |

DETROIT )
)

MILWAUKEE 1

KALAMAT

AMES TOLEB0 Ii f
DAVENPORT |
. C
ROCK ISLAND 1 INDVANAPOUIS 1 -
OAYTION )
CIMCINNATI

HLOOMINGTON | @

KANSAS CITY )

LCOUISYILLE 2

ST Lows |
o TULSA 1 & NASHYILLE 1
o OKLAHOMA CITY ¢ MEMPHIS |1
ATLANT |
o BIRMINGHAM 2
® DALLAS 2
® FORT WORTH t
®» HOUSTON | o NEW ORLEANS |

& SAN ANTONIO 7

STATIONS AND MARKETS

Number of | station markets

POPULATION AND SAL:

Number of 2

Number of 3

Number of 4 or over FAMILIES

Total markets POPULATION

Operating stations ...

Number of connected cities . RETAIL SALES $

Number of non-connected cities ... 13

Source: TELEVISION Magotzine Source: NBC-Sales Monogement

SETS IN USE: NATIONAL AVERAGE*

—OCTOBER, 1951
SUNDAY MONDAY-FRIDAY SATURDAY

?:00 om-12 noon 3.9 2.8 6.9
12 noon-6:30 pm 22.3 16.5 25.5 ©:00 am-12 noon
6:30 pm-11:30 pm 43.5 39.2 42.7 12 noon-6:30 pm

6:30 pm-11:30 pm
Source: Videodex

*Not adjusted for orea where there may be no TV service af
specified hour. Source: Videodex

AVERAGE NUMBER OF VYIEWERS
—OCTOBER, 1951

SUNDAY

TV HOUSEHOLDS BY YEARLY INCOME
(NATIONAL AVERAGE)

CENT OF TV HOMES
MONDAY-FRIDAY SATURDAY FER ©

Under $2000 5.4
2.56 1.80 2.28 $2000-83999 35.9
2.88 2.02 2.52 $4000-86999 39.9
2.88 2.42 2.84 $7000 & over 18.8

Source: Yideodex

NEW YORK
BOSTON
DETROIT

CHICAC

SAN FRANCISCO

e
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5 MAP

UTIC A ROME 1 SCHENECTADY |-

i BALTIMORE 1
WASHINGTON 4
ICHMOND 1
NORFOLK |

STON 1

GREENSBCRO 1

1 CHARLOTTE 1

\ JACKSONVILLE |

s MlaMl )

'WITHIN TELEVISION SIGNAL AREA

TOTAL °s OF USA TOTAL
1,412,700 52,0
1,914,200 . 61.0
#3,837,000 66.1

BOSTON 7'
PROVIDENCE |

COMPOSITION OF TV HOUSEHOLDS

Number of Adults 2.54
Number of Teen-agers .32
Number of Children—13 & under .94
‘Average TY Homes 3.80

Source: Videodex

CITY BY CITY RECEIVER CIRCULATION

STATIONS' NETWORK AFFILIATIONS — DEPTH OF PENETRATION

AS OF OCTOBER 1st

ALBUQUERQUE—19.3 10,400
KOB-TV (A, C, D, N)

AMES—135.1 68,025
WOI-TV (A, C, D, N}

ATLANTA—39.9 130,000
WAGA-TV (D): WSB-TV (A, N, PL;
WLTY (C)

BALTIMORE—68.1 324993
WAAM (A, D): WBAL-TY (N, P);
WMAR-TV (C)

BINGHAMTON—446.0 43,115
WNBF-TV [A, C, D, N}

BIRMINGHAM—23.6 62,500
WAFM-TY (A, C, P): WBRC-TY (D, N}

BLOOMINGTON—36.7 18,400
WITV (A, C, D, N)

BOSTON—71.4 786,790
WBZ-TV (N]; WNAC-TVY (A, C, D, P
BUFFALO—63.0 221,972
WBEN-TV (A, C, D, N)
CHARLOTTE—245 89.134
WBTY {A, C, D, N}

CHICAGO—58.1 995,630
WBKE (C, P, WENR-TV {A);

WGN.TV (D}, WHNBQ (N)
CINCINNATI—69.8 297.000
WCPO-TV [A, D, P}; WKRC-TY (C);

WLW-T [N}

CLEVELAND-AKRON

—64.1 510,922
WEWS (A, ). WNBK [N];

WXEL {A, D, P)

COLUMBUS—53.7 179,000
WBNS-TY (C, P); WLW-C {N);

WTVN (A, D)

DALLAS-FT. WORTH

—34.1 135,656
KRLD-TV [C); WBAP.TY (A, NJ;

WFAA-TY (A, D, N, P}
DAVENPORT-ROCK iS.

—33.2 67,805
WHBF-TY (A, C, D); WOC-TV (N, P)
DAYTON—55.1 202,000
WHIO-TV (A, C, D, P); WLW-D [N)

DETROIT—57.4 541,760
WJBK-TV (C, D} WWJ.TV (N}

WXYZ-TV A, P}

ERIE—59.9 53,380
WICU (A, €, D, N}

FT. WORTH-DALLAS

-—34.1 135,656
KRLD-TV (C); WRAP-TV {A, N};

WEAA-TY (A, D, N, P)

GRAND RAPIDS* 131,334
WwOOD-TY (A, C, D, N)
GREENSBORO-—40.4 74,113
WEMY-TY (A, €, D, N)
HOUSTON—28.2 92,884
KPRC-TV (A, C, D, N, P)
HUNTINGTON—28.6 55,350
WSAZ-TV (A, C, D, N)
INDIANAPOLIS—37.9 145,479
WEFBM-TV (A, C, D, N)
JACKSONVILLE—33.3 40,000
WMBR-TV (A, C, D, N)
JOHNSTOWN—/37.3 112,300
WIAC-TV (A, C, D, N)

KALAMAZOO* 146,181
WKZO-TV (A, C. D, N]

KANSAS CITY—30.3 143,558
WDAF-TV (A, C, D, N)
LANCASTER—52.1 113,243
WGAL-TY (A, C, D, N, P)

LANSING* 65,000
WIIM-TY (A, C, D, N)

LOS ANGELES—$3.2 1,020,000
KECA-TV (A); KHI-TY; KLAC-TV;

KNBH {N); KTLA {P):

KNXT (C); KTTV (D)

LOUISYILLE—-40.6 105,000
WAVE-TV (A, D, N, P}; WHAS-TV (C}

MEMPHIS—33.5 98,762
WMCT (A, C, D, N)

MIAMI.—41.9 79,449
WTVJ (A, C. D, NJ

MILWAUKEE—65.3 266,965
WTMI-TY (A, €. D, N)
MINNEAPOLIS-ST. PAUL

—60.1 275,600
KSTP-TV [N); WTCN-TV (A, C, D, P)

NASHVILLE—18.3 40,070
WSM-TV (N]

NEW HAVEN.—45.4 184,000
WNHC-TV (A, C, D, N, P)

NEW ORLEANS—22.1 62,850
WDSU-TV (A, C, D, N)

NEW YORK—43.5 2,637,464
WABD (D); WATY, WCBS-TV {C);

WIZ-TY [A); WNBT (N);

WOR-TV (P]; WPIX (P}

NORFOLK—3%.8 81,556
WTAR-TV {A, €, D, N)

OKLAHOMA CITY—38.9 95,275
WKY-TY (A, C, D, N)

OMAHA—42.7 89,950
KMTV (A, C, D); WOW-TV (N, P)
PHILADELPHIA—é65.1 902,955
WCAU-TV [C); WFIL-TY (A, D, P);

WPTZ {N)

PHOENIX—31.7 38,500
KPHO-TV (A, C, D, N]

PITTSBURGH-—41.8 313,000
WDTV (A, C, D, N)

PROVIDENCE-—41.1 165,000
WIAR-TV [C, N, P)

RICHMOND—63.0 89.286
WIVR (C, D, N, P)

ROCHESTER—43.4 91,010
WHAM-TV (A, C, D, N}

ST. LOUIS—55.7 317,000
KSD-TY (A, C, D, N, P)

SALT LAKE CITY—59.2 52,377

KDYL-TV [N, P}; KSI-TV (A, C, D)

SAN ANTONIO—2%.2 52,000

KEYL-TY (A, C, D, P); WOAI-TY [N)

SAN DIEGO—58.3 106,000

KFMB.TY (A, C, N, P}

SAN FRANCISCO—25.3 247,000

KGO-TV (A); KPIX (C, D, P);

KRON-TV [N)

SCHENECTADY-ALBANY-
TROY—51.4 172,800

WRGB (C, D, NI

SEATTLE—22.4 99,000

KING-TV (A, C, D, N, P)

SYRACUSE—59.8 135,630
WHEN (A, C, D). WSYR.TV [N, P)

TOLEDO-—33.5 105,460
WSPD-TV (A, C, D, N, P)

TULSA—425 77,500
KOTV (A, C, D, N, P)

UTICA-ROME—43.2 53,000
WKTY (A, C, D)

WASHINGTON—é61.1 288,650
WMAL-TY (A); WNBW (N);
WTOP-TV (C, P): WTTG (D)

WILMINGTON—56.2 80,877
WDEL-TV (D, N)

*Dyplicoted circulotion: A port of the circu-
lotion cloimed for this cily folls within the
signal area of another siotion. No occeplabla
method to delermine the extent of duplica-
tion in these cilies has been odvonced by the
stations concerned. Conseaquently, it is im-
possible to report unduplicated circulation
estimates or depth of pencirgfiop for theis
oreos.
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DICK STEVENS

BOB YAN CAMP

wsB WTCN-TVY
Atlanta Minneapolis
.f@""-
L] - ¥

X ‘-"‘h. -
LEX BOYD BOBBY PETERS

KRON-TV WBAP-TV
San Francisce F1. Worth

PAUL ABBOTT
WSYR-TV
Syrocuse

FRED McCALL
KEYL-TV
Son Antfonio

RUSS COGLIN
KRON-TV
San Francisco

DALE KLINKERMAN
KEYL-TV
San Antonio

k

e
EDEN RYL BOB KERR
KDYL-TV WDAF-TY
Salt Lake City Kansas City

9”

~ay
e e E" '
nA J /
CARL WHITTINGTON DICK TUCKER
WCPO-TVY WBZI-TV
Cincinnati Boston

BOB DUNDAS BOB KAY
KPRC WAVE-TY
Houston Lovisville

u

2

iy
.a,’l-
LY =
ALEC GIBSON
WrIvJ

Miami

® From coast to coast, America’s

leading Disc Jockeys have

GEORGE EISENHAUER ; F A
WDTV switched from radio to television

. and SNADER TELESCRIPTIONS jg

Pittsburgh

proud to have played o part in

this move. We salute the more

& 7 than 100 Disc Jockeys on over 50
o
i’ ‘} : " TV stations who are now spinning
B i A R L
WARREN CLARK HARRIETTE ROBB SNADER film plaiters! Congratula-
WOow-TV KEYL-TV
Omaha San Antonio

s &
FRED BRIGGS
KFMB

San Diego

rof

Los Angeles

CHARLIE FEATHERSTONE '

WSYR-TV
Syracuse

BONNIE KEVER

KRON-TY
San Francisco

~
AN

LEN GOORIAN
WCPO-TY
Cincinnati

GENE NORMAN
KNBH

tions, boys! You're doing a fine
job, and we‘ll continue to do our
very best in supplying you with
outstanding TELESCRIPTIONS by the

nation’s top artists!

a
FRED BECK

KPHO
Phoenix

ps. Have you seen our new library
of 800 films . . . including 150 big-
name stars . . . artists like Ginny
Simms, Tito Guizar, Tony Pasfor, Sar-
ah Vaughan, The Harmonicats, Andy
and Della Russell, Frankie Carle, Con-
nie Haines, Allan Jones, Lionel Hamp-
ton and The King Cole Tria ?

SNADER TELESCRIPTIONS SALES, Inc.

328 SOUTH BEVERLY DRIVE
BEVERLY HILLS, CALIFORNIA
REUB KAUFMAN, President

&

SAM LINN
WSAZ-TY
Huntingtan

» SALES OFFICES in
NEW YORK « CHICAGO - ATLANTA

Produced in pqyy

Ywood by

. 9 SNADER TELESCRipTIgNs C
SALLA R T

ﬁvAgc_'!fySEN Lours p. SNADER 0 R P

B . Presiden

www americanradiohistorv com
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DJ—LOW COST VARIETY
{continued from page 5]

receiver set up in the studio.

On WABD, Sandra Deel and Bob
Haymes segue with dialogue and
props fitting the subject of the up-
coming number and poses that
match the opening shots.

On shows using Screen Gems, the
boys are jockeving both record and
film. Each strip caries a dance
number or cartoon tailored to the
tempo and runnine time of a spe-
cific record.

Latching on to the 6-week ftrial
offer of this Columbia Pictures
subsidiary ave 13 stations buying
on their own and 9 more getting
the films leased for them by Na-
tional Brewing, Wildroot or Tele-
vision Buyers Guild.

Interesting is the experience of
Wildroot who, recognizing the suc-
cess of the AM jockeyvs, was anxious
to try out their TV counterparts.
After using Screen Gems in six
markets, Wildroot and BBD&O felt
they had found an excellent way to
video-ize a record show, and wanted
to stick with it. But Screen Gems
had run off only enough films to
cover its initial experiment. Until
full production stavts, BBD&O is
casting about for existing DJ seg-
ments in these markets.

Many DJs are doing veryv well

-

SNADER LIBRARY of 800 musical shorts, featuring star
performers like Pegey Lee, Js in use at H0-ndddd stations.

REUBEN & RACHEL, WAVE-TV, characteristic of new
DJ breed, jockey Snader Telescriptions instead of records.

www americanradiohistorv com

with a filmless format. Former or-
chestra leader Del Courtney does
7% hours of variety-plus-records
each week on San Francisco's
KPIX. Between records come name
guests, comic skits, a talent search
and presentations of puppies to Bay
area voungsters.

Ernie Kovae’s transition from
AM to TV was so successful that
NBC networked hiz show out of
WPTZ, 4= a summer fller.

In 1950 he pioneered the T:00-
900 AM glot with 2 o Ger Ready,
blazing the early morning frail for
shows now planned by ether local
outlets and the networks,

Time, news and weather ave fea-
tured., with a sweep second clock
alwayvs on view. To make things
visual, Krnie is always on the go
with screwball antics ranging from
wrestling leopard cubs to swallow-
ing cigarettes. ARB givex him an
average 4.3 rating, with no Philly
stations competing at these hours.
20 advertisers buv a total of 50
spots each week, at a vate of $90
per participation.

Art Ford, NB(C's =ummer re-
placement for One Man's Fantily,
<olved the problem of televizsing a
DJ by uzing 4 of them at once, In a
yuiz show panel. Jockevs were flown
into New York from their home
cities to be queried about vrecords
and performers. Rating-wise. the

SETN
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o
\

¥
l

| .
BOB MAXWELL,
Pelse vating for Maw About T, acrosa-the-loard stanza.

Ford show trailed competing net-
work aivers with an August Videy
dex of 4.2.

Since Ernie Kovaes and Art Ford
vetired from their summer stints.
sole network jockeyv is ABC’s Paul
Dixon, He =ends 2 evening shows
ont from WCPO-TV, Cincinnati.
The Wednesday 8:00-9:00 period is
sustaining. Jene, home nermanent
maker, through 8. R. Rodgers
arency, has put him into 6 ABC
citios at 10:00-10:30 Thursday,

The network stanzi=, which fol-
liew the pattern ot his local pro-
sram. have carned low valines (2.4
October Videodex on Thursday)y in
compuarizon to the 7.0 Videodex
averaged by his hometown show-—
Panl Divon's Musie Shop—which
taves competitors like Kate Smith
1841 and Bert Parks (3.7). Of the
21 participating sponsors on his lo-
cal show 16 ave national accounts.

With the aid of Dottie Mack, ar-
tist Wanda Lewis, singer Jule Hoff-
man and the Jim Stacey trio, DJ
Dixon keeps the pot boiling Mon-
dav  through Friday, 2:30-4:30.
Skits, sketchex, pantomime, and live
music space the records.

Now that the TV dis¢ jockey has
found his format, his local follow-
ing, plus his “hep” production treat-
ment, makes him a good low-cost
vehicle for spot advertisers aiming
at selected mavkets.

WWJ-TV, Detroit, DJ, has pulled 11.6

FW T

CHATANOOGA SHOESHINE BOY, typical of Sereen
Gems' new approach, sync’s silent film to pop recorids.,
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OLD RUBBER FACE HITS THE JACKPOT

SINATRA ET AL DONT SEEM WORRIED

BOBRBIN

SRS AGENCY-NET DISCORD

20

HOW THE NEW SHOWS

ARE DOING

UNDAY and Tuesday are shap-
ing up as main arenas of com-
petition for nighttime audience fa-
vor. The Sunday battle represents a
realignment of forces with fresh
recruits., Tuesday brings a two-
front attack on Berle's supremacy.
First ratings, obviously, on a de-
buting show are bound to fall be-
low the scores earned by established
programs. Many of these new rat-
ings will pick up or level off after
the shows have been around for a
while. In this light, Red Skelton‘s
easy victory over the Sunday 10
o'clock contenders is phenomenal.
After 4 weeks, Skelton had Chi-
cago’'s highest Videodex, 7 points
above King Miltie.

CHESTERFIELD'S
SOUND OFF TIME

Liggett & Myers have pre-empted
NBC’s 7:00 Sunday slot, Leave It
To the Girls, and filled it with Sound
Off Time. Rotating Bob Hope, Jerry
Lester and Fred Allen, the format
follows the specialties of each star.
After the first 3-week cycle, no one
comedian had rung the bell.

In spite of the uninspired writ-
ing, Sound Off Time walks away
with rating honors, indicating that
the bigger the name, the bigger the
audience, even if one opposing name
rides a horse.

Last year, Gene Autry was top
dog in this time segment, followed
by Leave It to the Girls, which has
since moved into another time.

October ARB shows:

Sound Off Time 46.4
NBC Liggett & Myers

Gene Autry 18.4
CBS Wrigley

Paul Whiteman Review 8.0

ABC CGoodyear
GENERAL FOODS'
YOUNG MR. BOBBIN

This major food company gets a
strong hold on NBC’s Sunday view-
iy, hitting them between 6:00 and
7:00 with Hoppy and again at 7:30.

Replacing Henry Atdrich, Gener-
al Toods, through Y&R, put Young
M. Bobbin in for Jello. Now, it is

repovied that NBO s dissatisfled
with Yaung My, Bobbin, who turns
oul to be merely an older Henrvy
Aldrich.  Story  lines are almost

tdentical,
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By ABBY RAND

Swansdown Mixes hitchhike on
to end commercial.

So far, ratings on Young Mr.
Bobbin indicate that it is weaker
than The Aldrich Family, which
consistently outpulled This Is Show
Business last year. October Video-
dex for the 7:30 slot gives the '51
lead to the CBS-TV program.

Young Mr. Bobbin 13.7
NBC General Foods
This 1s Show Business 24.3

CBS American Tebaceo

Music In VYelvet 3.3
ABC Sustaining

PROCTER & GAMBLE'S

RED SKELTON

Skelton turns in a television job
for TV’s largest spender that is far
superior in material and appeal to
its radio forerunner. Not since his
early vaudeville days has Skelton
been this funny. The night Fred
Allen kidded television, Skelton im-
partially ribbed both TV and movies
—but Skelton smiled!

Procter & Gamble brings the
show live from the Coast to pitch
for Tide, with Camay and Drene
sharing some of the selling time.
Show emanates from L.A. at 7:00
p.m., reaching N.Y., at 10:00 p.m.

Last year, Dave Garroway, in the
same time slot, ran a tied race with
Celebrity Time; Skelton has devel-
oped a big lead over the CBS-TV
show.

Red Skelton 42.0
NBC Procter & Gamble

Celebrity Time 12.3
CBS B. F. Goodrich

They Stand Accused 3.3
DuM Crawiord Clethes

Hour of Decision 1.7

ABC Billy Graham Evang. Assoe.

FRANK SINATRA
TAKES ON BERLE

The Frank Sinatra Show, planned
as a threat to the Texaco Star The-
atre, turns out to be a pale carbon
copy of it.

One week, someone pointed to
Sinatra and asked, “Is it animal,
vegetable or mineral?” Over at
NBC, Berle was asking of Arnold
Stang, “Is it animal or vegetable?”
Berle got more laughs with his ver-
sion, and that’s the way it's been
going all the way down the line,

The Voice is no longer what he
used to be, but don't write him off
as a TV personality. In such bits as
his reminiscences of Hoboken, the
old charm shines thvough.

Tclovision Magazine * November 1951
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TOP BRASS SEND-OIF FOR

Sole sponsor is Ekco, hawking its
kitchenwares in the first quarter
hour with seft musie, soothing voi-
ces and filmed demonstrations.
Operating in a fleld that is largely
unbranded, Ekco is bound to pick
up sales from this segment.

If CBS-TV really wants to break
viewers of the Berle habit, it should
remember—it still takes an ace to
beat a king.

Pulse ratings for October 16th
show:

Frank Sinatra 13.4
CBS, 14 hr. Ekeo

Texaco Star Theater 40.4
NBC, 8:00-9:00 Texas Co.

Charlie Wild 8.3
ABC, 8-8:30 Mogen David

How Did You Get That Woy? 5.1
ABC, 8:30-9 Sustaining

Keep Posted 4.5
DuM, 8:30-9 Curtis

SATEVEPOST'S

KEEP POSTED

Letting CBS and NBC slug it out
for the favor of the comedy fans,
Curtis Publishing Co. is wisely
aiming for Tuesday’s TV abstainers
with a current events forum, Keep
Posted. Presumably, the thinkers in
the audience have become attached
to DuMont's 8-9 slot through its
original occupants, Johns Hopkins
Science Review and Georgetown
University Forum.

Greatest value to Curtis of a
Tuesday pitch is the opportunity
to push the Post via cover blowups,
inserts and the magazine itself
right before it hits the newsstands.

Washington origination builds
the stature of the program and
makes available a wide choice of
experts and Citizens’ Panel Mem-
bers.

Curtis and BBD&O have made a
very shrewd buy, paying $3,400 for
the Rountree & Spivak (producers

Television Magazine * November 195]

COSMO THEATRE

of Meet the Press) package and
$5,000 for time; cost per thousand
figures should look healthy, even
with relatively low ratings.

Pulse ratings for October 16th
were:

Keep Posted 4.5
DuM, 8:30-9 Curtis

Frank Sinatra Show 13.4
CBS, ' hr. Ekco

Texaco Star Theater 40.4
NBC. K:00-9:00 Texas Co.

How Did You Get That Way? 5.1
ABC, #:30-4%;00 Sustaining

SCHICK'S

CRIME SYNDICATED

Rudolph Halley launches each ses-
slon with a civic-type essay on
corruption and crime, a routine he
developed under other auspices.
What follows is an effective, well-
produced dramatization of a prob-
lem discussed in the introductory
lecture. In addition to being a good
cops-and-robbers story, the drama-
tic portion of the program makes
4 point.

Important criticism of pnblic of-
ficials using their office to become
television performers (a criticism
with which many people in the in-
dustry concur) was made recently
by The Herald Tribnne’s John
Crosby:

“Halley has dwelt on the abuse of
public trust implicit in official con-
nivance with the underworld. He
has a sound point there, but I'd like
to interject the thought that there
is a certain abuse of public trust
in former chief counsels of Congres-
sional committees who suddenly be-
come TV stars on the strength of
the public clamor they kicked up in
their former roles.”

Crime Syndicated has tough com-
petition, facing well established
Fireside Theatre and the potential-
ly strong Cosmopolitan Theatre.

www americanradiohistorv com

HEARINGS PROMISED IF

RATINGS

SOUND OFF RATINGS TURN TABLES ON CRITICS

Fireside ratings are pretty much
the same as they were laxt vear.

Crime Syndicated 12.0
CBS Schick

Fireside Theatre 34.8
NBC Procter & Gamble

Cosmopolitan Theatre 13.2
DulM Rotating Sponsors

United Or Not 0.6
ABC Sustlaining

MULTI-BRAND
COSMOPOLITAN THEATRE

The same drugstore package out-
fit, Product Advertising Corp., put
Cavalcade of Bands in this slot last
year, bucking CBS' Vaughn Mon-
roe and the current NBC line-up,
but ratings thus far don’t establish
Cosmo as a bhetter entry.

Though debuting Cosmopolitan
Tlreatre lags behind Fireside, Circle
Theatre and Sispense (these estab-
lished shows are holding their own)
Product Advertising Corp. and Du-
Mont have an attraction with veal
potential. These hour long drama-
tizations of stories from Cosmo-
politan Magazine are ingeniously
produced and well acted.

Sponsored by rotating group of
four of the following drugstore
products each week: Tintair, Seru-
tan, Heed, Pepsodent, Personna,
Luden's and Johnson & Johnson
bandages, the show also provides for
local drug chain cut-ins.

Cosmopolitan Theotre 13.2
DuM. rotating sponsors, ¥-10
Fireside Theatre 34.8
NBC: P&G 4-9:30
Circle Theatre 26.2
NBC: Armstrong H:30-10
Crime Syndicated 12.0
CBS; Schick Y-9:30
Suspense 27.3
CBS: Auto-Lile $:30-10
United Or Not 0.6
ABC: Sus. 9-0:30
Cn Trial 1.8
ABC: Sus.. H:306-10

Excep! where specified. ratings are Natinr 2l Vides

dex, Qctaber, 1951,

DON'T RISE
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fop value / DAYTIMER
7or your 74 oMo s o

Kate Smith, with day-by-day rat-
ings ranging from 9.9 to 11.4 (Vi-
deodex, first week of October).

| Next, come Strike It Rich, Bert
Parks and Miss Susan, in that or-
der, with ratings of 6.5; 6.4 and 6.3.
Outstanding climb in ratings
among these four programs, is that
of Strike It Rich, currently running

’ at better than double its spring

ARMCHAIR

showing.
As the chart illustrates, there
THEATER { k - are wide variations in ratings and

costs-per-thousand from show to
‘ show-—caused largely by programs
' that just can’t make the grade and
also by new shows, which haven't
been on long enough to build audi-
ence, It wouldn’t be fair to judge
Ruth Lyons’ 50 Club, for example,
on the basis of its ratings here in-
‘ asmuch as it was rated during its
‘ first week on the air for the net-
work.

Really significant fact is that,

| despite the hue and cry about high
programming costs, one of the high-
est budgeted offerings, Kate Smith,
delivers at the lowest-cost-per-

WBNS-TV

One of the top ten multi-weekly shows* “Arm- thousand-impressions,

chair Theater” is a natural for national adver- | And, while cost-per-thousand fig-
. . . ures supply comparative indices,
tisers. [t provides a ready and responsive central these cannot be the sole criteria,

particularly since most daytime
programs are bought because ad-
assure top value Tor your TV dollar. vertisers want an opportunity to
hit an audience on a selective basis.
The obvious inference here is that
sive first TV run motion pictures — outstanding most of the daytime shows are
feature films with famous stars, Phone Blaie TV | };}?::,?Z bgssggllttebect;i?sl; t}i:;“:*gich

Oliio audience at low participating rates that |

This popular Late evening show features exclu-

or wrile diveet Tor Tist of coming uttractions and an all homemaker audience. That
. . R v these programs can sell merchan-
complete details on the “Armehaiv Theater dise is best attested to by the list

of over 50 products that are hawked
] on the 15 shows.
Pulse, Sept. 1951 [n the bankrolling department,
| Procter & Gamble is by far the
largest spender, its $195,000 a week
| total outlay almost matching the
totals for the next four largest

spriders! Following P&G, in order
L ol size of their expenditure, are:
COLUMBUS, OHIO . .
UJ "s v CHANNEL 10 Colgate-Palmolive-Peet,  spending

L7G,0 : ek : eral Electric,

{BS-TV Motwork. Affiliated with Columbus Dlspoich and &,'}rb,(_ 00-:1 we(:‘.("‘. G]E-Ill ra p‘ lucets
WBNS-AM. Guncral Sales Offico: 33 North High Street $G0,000; American Home Products,
1 $40,000, and General Foods, $35,000.

SCPIes,

22 Television Magazine « November 1951
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HOW WIDE COST-PER-1000 RANGE

L ‘!’“OGHRAM SPONSOR & TIME RATINGS HOMES
isting all sponsored weekday network STATIONS PER BROA s VIS REACHED*
hows. 3 noon h DCAST COSTS**  Videode: i
shows. between 12 noon and 5 p.m. PIB PRODUCTION TIME  October Volcclle;::: \ﬁ%ifé;ls
STEVE ALLEN—12:45-1:30, M-F
Procter & Gamble—1:15-1:30 T
Frocter & 0Tu. &Th. 1% {CBS) $2,100 $3,348 2.2 192,000 (25) 14.19
BRIDE & GROOM—3:15-3:20, M-F = S S———
Hinds Hand Lotion—3:15-3:30 Tues 29 (CBS
N : : ) 3.190 4,550 3.8 3
Hudson Paper Napkins—3:15-3:3 ' . 55.000 (20} 11.47
| P pkins 0 Thurs. | 30 (CBS) 3,190 4,330 2.7 182,000 (12) 21.73
FIRST HUNDRED YEARS = -
Procter & Gamble—2:30-2:45, M-
ramble—2:30-2:45, M-F § 55 (CBS) 1,200 6,755 3.1 311,000 (32) 12.31
BILL GOODWIN -
?Eeral Electric—3:30-4:00, Tu. & Th. N BLE] {NBC) 4,500 11.035 .
HOMEMAKER'S EXCHANGE T S
13 participati :00-4: .
participation sponsors—4:00-4:30, M F 18 (CBS) 1,698 1,698 2.3 150.000 (12) 7.55
LANGFORD-AMECHE SHOW—12-1:00, M-F T = -
Clicquot Club—12:30-12:
Cor:Ig’orp.i-IZ'fiS—)'OlOz :i y'ih 27 (ABC) 2.400 3.197 1.9 194.000(27) 10.66
: :00, Tu. . 33 :2:8 g:gg 2.4 (Tu.) 258,000 (30, Tues.)
) , 3197 1.9 (Th.) 196,000 (27. Thurs.) 1066
D 17245 .T- . u
DuPont Orlon—12:45-1:00, Fri. 30 (ABC) 2,400 3,140 1.7 176,000 (26) 14.31
LOVE OF LIFE —= - — .
Amer. Home Pdcts.—12:15-12:30, M-F 1 39 (CBS) 2,000 5.980 2.9 232.000 {34) 18.01
RUTH LYONS—12:00-12:30, M-F o T =
Penick & Ford—"a hr. Thurs. 27 (NBC) 750 4
900 2.5 175.000 (19} 18.88
f:orn Products—'/a hr. Thurs._i__ 27 (NBC) 750 4,900 2.5 175.000 (19) 1388
MISS SUSAN ’ - S - ;
Colgate's Fab—3:00-3:15. M-F | 49 (NBC) 1,800 6.248 6.3 653,000 (36) 6.85
GARRY MOORE—1:30-2:30, M-F ’ LI — W
General Electric—1:30-1:45. M, W. F 47 (CBS) 1,750 7112 33 343,000 (32) 17.21
Best Foods—Tu. & Th. 45 (CBS) 1,750 6190 3.0 306,000 (31) 11.85¢+
Standard Brands—1:45-2:00, M. W, F 35 (CBS) 1,750 4,790 3.3 343,000 (32) 12.70
Junket—1:45-2:00, Thurs. 24 (CBS} 1,750 3,690 3.0 306.000 (31) 11.85
Procter & Gamble—2:00-2:15, M-F 54 (CBS) 1,750 5,459 3.2 333,000 (32) 16.47
R. J. Reynolds—2:15-2:30, M. W, F 56 (CBS) 1,750 6,775 3.3 343,000 (32) 16.55
DuPont’s Orlon—2:15-2:30, Tues. 34 (CBS! 1.750 5.095 - - +
Quaker Oafs—Z:LS-Z:i‘O. Thurs. 32 (CBS) 1,750 4,973 3.0 306.000 (31) 14.65
BERT PARKS B o h ’ B .
General Foods—3:30-4:00, M, W, F, 43 (NBC) 3,300 8,254 6.4 710,000 (36) 7.75
RUMPUS ROOM—T2:30-1:00, M-F o ’
Francis H. Leggett Co.—Vz hr., M, W, F 5 (DuM) 750 2,125 2.1 86,000 (4) 15.88
SEARCH FOR TOMORROW B ‘ B
P & G's Lilt and Joy—12:30-12:45, M-F 57 (C8S) 2,000 8.080 2.9 323,000 (46) 17.53
KATE SMITH—4:00-5:00, M-F
P & G—4:00-4:15, M-F 50 (NBC) 2,900 5757  10. 1,362,000 (40) 3.13
Pilisbury—4:15-4:30, M 50 (NBC) 2,900 7.387 9.9 1,323,000 (60) 3.70
Simmons—4:15-4:20, Tu. 40 (NBC} 2.900 5,405 —_ _— ¥
Jergens—4:15-4:30, W, F 51 {NBC) 2,900 6,278 9.5 1,265,000 (60} 3.45
Simoniz—A4:15-4:30, Th. 47 (NBC} 2,900 7315 114 1,535,000 (61) 3.16
Cheseborough—4:30-4:45, M 49 (NBC) 2,900 5,950 9.9 1.323.000 (60) 3.19
Esquire Polishes—4:30-4:45, Tues. 59 {(NBC) 2,900 8,275 —_ _— T
Durkee Foods—4:30-4:45, W, F 57 (NBC) 2,900 6,625 9.5 1,265,000 {60) 3.45
Minute Maid—4:30-4:45, Thurs. 41 (NBC) 2,900 5490 11.4 1,535,000 (61} 2.59
Cannon Mills—4:45-5:00, Mon. 45 (NBC) 2,900 7,055 9.9 1,323,000 (60) 3.58
Singer Sewing Mach.—4:45-5:00, Tues. 59 (NBC} 2,900 8,255 —_ h
Gerber—4:45-5:00, Wed. 58 (NBC) 2,900 8.155  10.6 1,408,000 (59) 2.74
Hunt's Food—4:45-5:00, Thurs., Fri. 59 (NBC) 2,900 6,625 9.9 1,328,500 (61) 2.41
STRIKE IT RICH—11:30-12:00, M-F
Colgate, all prod.—171:30-12:00, M, W. F 52 (CBS) 3,000 9.034 6.5 759,000 (51) 8.34

© and “'Homes Reached columns exists because the number of markels toking a specific prograr
ports for the number of siotions pragrom wos telecast on during the weex of
duction costs estimoted by TELEVISION Mogozine: fime cosfs. Publithers Inform
d many markets during roting week. *Rating ond homes reoched information unava

#Discreponcy between number of stotions repoarted in ''Stations’
week fo week, Homes reached figures ore bpsed on Yideodex™ cily-by-city re
»xTime costs ore bosed on the number of stations in the statipn column: pro
**%poting ond homes-reoched informotion not typical because boseboll preempte
able. t1Thursday only: Tuesdoy informotion unavoilable.

Television Magazine + November 1951
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TV on 5200 a week

Spot schedule builds awareness, traffic,

sales for Cincinnati furniture store

SPENDING a little over $200 a
week, Stille & Duhlmeier, an
away-from-the-shopping-center Cin-
cinnati furniture store, has used TV
successfully since April, 1949,

Two years ago, when there were
about 20,000 receivers in Cincin-
nati, S. & D. bought a schedule of
20 one minute spots a week, at $12
per, run-of-schedule. Came Januavry,
1950, and a rate hike, the store de-
cided to try un 18-a-week schedule
of 10 second chain-breaks, at a
$15.75 rate.

During the period April, 1949, to
July, 1951, the store watched cost-
per-thousand drop from a $2.59 high
to $1.12. (Cost-per-thousands calcu-
lated by averaging vatings for sep-
ments  immediately preceding and
following the S. & D, spots.) Also,
during this time, S. & D. manage-
ment gradually lessencd its modest
newspaper and ridio usage, experi-
menting with local programs on

WILW-T,

And then came the blow: the sia-
tion-hreak rate wenl Lo $23.51 in
July of this year, with the Crosley
outlel guarantecing 275 000 cireula-
tron. Halving its sehedale, the store
continued  with  nine 1Y Lecond
spob announcements ol the higher
rale o0 0 and reaching Cineinnadi
homes al a TT¢ cont-per-thongand.
SUH oteadionadly  experimoenting
wilth program: (Lhe last one was

24

NBC Newsreel), the store gulped
when informed of the rate jump to
$37.50 up-coming in January of
next year—and then contracted for
9 announcements a week at the new
rate. Why?

Here's one reason: located a
$1.20 cab ride from the center of
town, Stille & Duhlmeier plugged
away at “Free Yellow Cab” copy in
its spots; customers wanting to cab
to the store can do so at S. & D.
expense.

Second big reason for this furni-
ture store's success is its simple
and unfettered advertising ap-
proach: live pitch consists of the
store name and address:; the free
vellow cab line and curvent sale or
special at the store. This technique
was evolved by Bud Stille, collabor-
ating  with the Holland agency,
which places the store’s advertising.

Schedule  structure exhibits a
healthy long-term philosophy @ with
furniture shopping peaked on Mon-
days and apgain on Fridays and Sat-
urdays, the S, & D. line-up heavies
on preceding days —but the store is
represented every dav of the week
with announcement generally spot-
toed aller 6 pm., on o run-of-sched-
nle basis. Thus, the sched looks like
this -Sunday: 2 announcements—
Monday: 1T -Tuesday: 1 -Wednes-
divv: 1—Thursday: 2- Friday: 1
and Saturdav: |,

www americanradiohistorv com

To determine the over-all effects
of S. & D.’s television usage, WLW-
T conducted a random sample tele-
phone survey, completing 1,000 in-
terviews, asking respondents if
they’'d ever heard of S. & D.; if
they had ever been in the store, and
if they’d bought anything at S, & D.
over the past two years.

To questionn number one, 69 per-
cent of the non-TV homes reply
that they've heard of the store—
91.3 percent of the TV families have
heard of the store; 32% more TV
homes had heard of the store.

Next, 13.6 percent of non-TV
owners reported that they’'d been in
the store—16.5 percent of the TV
owners had been in the store: 21
percent more store traffic among TV
families,

Last—0.9 percent of the non-TV
respondents had bought something
in S. & D. over the past two years—
2.1 percent of the TV owners had
bought during the last two years:
133 percent more purchasing among
TV families.

Foresight enough to buy into an
infant medium—doggedness in
sticking to it despite rate hikes—
removing obstacles in the path of
potential purchasers who have a
long trip to the store—and hammer-
ing away with the store name:
these are the things that made tele-
vigion pay-off for S. & D.

Television Magazine * November 1951
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creates customer interest...moves merchandise!

Yes, the DuMont Chassis is the greatest sales clincher ever
devised. The DuMont “Chassis Story™ is not just sales patter.

It's an actual comparison of value . . . made by vour customer
himself. He need not he an expert ... when he looks inside,
when he compares a DuMont Chassis with another .. . he sees

for himself just why DuMont turns in the finest performarnce
in television!

So pick up the phone now. Your DuMont Distributor has
the promotion package all wrapped up. Get on the inside of the
DuMont “Chassis Story.”

Finst with the finest v Jefewidion

2, Hew York

*Trade Mark

Copyright, 1951, Allen B. Dv Mont Laborotories, Inc., Television Receiver Divisian, Eost Poterson, N. J.. and the Du Mont Televisian Metwork, 515 Madison Aveave, New Yol
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CRUSADE IN THE PACIFIC, ONE OF TEN SYNDICATED SHOWS TELECAST BY THE THREE STATIONS

CINCINNATI: A FILM STUDY

ITH everyone getting into

e‘ the film act and glowing ve-
ports coming in daily, TELEVI-
SION  Magazine put Cincinnati,
with three highly competitive sta-
tions under the microscope for a
elose-up study of how film is used
In onc city.

Of the 3 television stations in
Cincinnati, WKRC-TV telecusts ap-
proximately 357, film as compared
to the national average of 3077
WOPO-TV uses 327, WLW-T falls
below this national average, tele-
casting film only 3 hours per day—
1674 of its Lotal) output.

Pernzps the most sigeificant fact
s the Tight use of syndicated pro-
grams in comparison to the num-
ber available, While station man-
agement, as everyonce else, emphia-
sizex the great need Tor film made
exprescly for TV, the bulk of Cin-
cinnali Glm programming is Holly-
wooill Tealure film. Only 1077 of all
film u.ed here s syndicated,

The current Nist of  synelicated
programs being teleeast includes:
Coandid Capeera, Crusade fp e Po-
cifie, Madiion Sqiware Garden, Bos-
Fow Blucicie, Cliseo Kid, Frowl Page
Dtective, Rogol Plagghonse, Coneh-
down, Coclus Pete, The Cases of
Pt i Divalee.

WKRCTY  ealls

ool “Cinein-
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nati's Film Station.” This CBS af-
filiate cavries 3 features across the
board (approximately 19 hours
weekly)—6:00-7:15 p.m., Monday
through Friday and a double fea-
ture 11:10 p.m. to 1:30 a.m. nightly,
Only syndicated programs carried
ave Candid Caniera, for Pfeiffer
Brewing Company, and Crusade in
the Pacific, for Miller High Life
Beer.

31.7% of WCPO-TV's programs
are on film, with about 339 of its
schedule, local live and the balance,
network., Morwing Movie (8:00-
9:00 am.), Siv Gun Playhouse
4:30-5:40 p.m.} run across the
hoard. Ivery night but Saturday,
Movie Time comes at 11:00 p.m.
Cartoons, westerns and an after-
noon feature are added on weekends.

WCOPO-TV carries 6 syndicuted
programs, more than any other sta-
tion in town. These ave: Royal Play-
lronse, @ re-run of the second series
of P&G's Fireside Theatre which is
sponsored by the Cincinnati Gas

& EFlectric Co.; Madison Square
Garden (Hudepohl Beer); Rosfon
Bluckic «(Weldman  Beer); Ciseo

Kid {Interstate
Page Detective
and Tewechdowwn

Bakeries) ; Frowf
(Hudepohl Beer)
(sustainmg).
Rating-wise the syndicated flm
packages are dotng all right., Ryl
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Playhouse, on Monday at 6:30 p.m,,
earned an 8.3 Videodex in Septem-
ber, against Perry Como’s 6.3 and
Camel News Caravan’s 9.8. Cisco
Kid, in the same month, came in 4
Videodex points helow Hopalong
Cassidy; but was almost 10 points
ahead of The Big Question, network
summertimer.

The Crosley station, WLW-T,
breaks its 18 hour day down to T%
hours network; 7%%, live local; and
3 hours of film. Daily film features
are Fanily Theatre at 11:10 p.m.
and Reserve For Drama, which fol-
lows it. Monday through Friday,
Mother's Mowvies runs from 1:30 to
2:30 p.m. and Caectus Pete (syndi-
cated) 6:00-6:30 p.m. Saturday
schedule includes Industry on Par-
ade, 6:15-6:30 p.m. and Comedy
Streamliner, 11:00 a.m. to noon.

Sunday WLW-T runs Cases of
Eddie Diake; a public service film;
and Theater for Youth.

Newsreels, offered in a variety
of package deals, are served to the
Cincinnati stations by INS, NBC
and, newcomer to TV, United Press
which opervates in conjunction with
Twentieth Century-Fox.

In a three-cornered fight to get
the biggest hunk of audience via
the best films, the Cincinnati sta-
tions are concentrating on features
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for the late evening shows. WLW-T
recently purchased a large number
of mystery films, many of them
made since 1946,

. WLW-T, however, foresees a de-
cline in its use of film, On the other
hand, WKRC-TV reports a marked
increase and says that its use of
film will go even higher.

Summertime is film time, accord-
ing to WCPO-TV spokesmen. Their
use of film goes down with the mer-
cury, when hiatusing network stan-
zas return. The big increase in film
usage, they say, will occur in the
number of films produced especially
for television, which WCPO-TV
execs believe will succeed in solving
clearance problems.

The sales of syndicated shows are
simplified (from the stations’ point
of view) by the current tendency
of producers to sell their product
directly to advertiser and agency.

Crusade in the Pacific and Cisco
Kid, for instance, were handled in
this way, while Meadison Square
Garden was sold by WCPO-TV to
Hudepohl Beer.

Nine National Spomsors

In the feature film department.
each station seems proud of the
length of its sponsor list. National
advertisers buying into the movie
programs include Bromo Seltzer;
Westclox; Union Oil; Seven Up;
Shulton; Robert Hall; Sunshine
Biscuits; Shasta and Hazel Bishop.
The local list runs the familiar
gamut from auto dealers through
dry cleaners to restavrants.

WKRC-TV, which pioneered the
late movie in the Ohio Valley with
its 11:10 p.m. Home Theatie, was
encouraged by the line of sponsors
waiting for spot availabilities and
as a result added Farly Honie The-
atre at 6:00 p.m.

A double feature was eventually
tacked on the 11:10 feature; billed
as Swing Shift Theatre, it runs ’til
about 1:30 a.m., pulling an audience
largely made up of defense workers.

25-year-old Dick Hageman, em-
cee and announcer of the late film
shows, has become one of Cincin-
nati’s most popular—and most
highly paid—TV personalities.

On a feature film, spots are lim-
ited to 8 by WCPO-TV. WKRC-TV
permits 5 commercials on its Early
Home Theatre and 6 on the late
Home Theatre.

Typical of the promotion efforts
backing up the scheduling of film
is WLW-T's “Hollywood premiere”
for a group of newly purchased mo-
vies. Burgess Meredith was brought
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to town for a personal appearance,
tied in with the kick-off fitm, “The
Story of G.I. Joe.”

Full-scale promotion was launch-
ed for WCPO-TV’s debut of Boston
Blackie with a newspaper teaser
campaign. The station followed this
up with a live teaser—a man dressed
in Blackie’s cape costume who made
the rounds of the local taverns,
leaving his calling card, which gave
the time and place of the first pro-
gram. The sponsor, Weidman Beer,
joined the promotion with stream-
ers on its truck fleet.

Hoop-la arranged for WKRC(C-
TV’s recent inaugural of Crusade
in the Pacific included special show-
ings for veterans’ organizations,
schools and ROTC groups.

Boston Blackie Promotion

Of course, one of the advantages
of film is that it requires little or no
production outlay by the station or
advertiser. Most films in Cincinnati
go on the air without special pre-
sentation, hut Westerns aimed at
younger viewels get a Jittle window
dressing. :

WEKRC-TV’s Smokin' Guns, car-
rving spots for Donald Duck Frozen
Foods and the local Coca Cola bot-
tler, is emceed by “The Drifter.”
who sings a few cowboy songs
and delivers commercials beamed
straight to the kids.

Typical of intros for feature
films is WLW-T's opening forr Movie
Time. The station playvs 1ts own
theme behind the titles and credits.
then dissolves to an MC in a living
room  set.

Most production emphasis ix put
into the commercials, on the theory
that viewers who watch regularly
will tire of the same pitch. Gags
and costumes ave uvsed.

Any attempt to evaluate syndi-
cated film vs. live programming is
made difficult by the faet that, to
the viewer, Boston Blackie or Can-
did Camera is a “television show”,
not a *movie”. Neither do ratings
on feature films give an ade-
guate measure of their effective-
ness for advertisers, since their
fringe time-slottings preclude the
possibility of their delivering rat-
ings comparable to shows in key
time periods.

That advertisers, local and na-
tional, find film a good buy shows
up in the list of sponsors carried
on these shows and the fact that
between 11:00 p.m. and midnight.
which is movie time on all Cinein-
nati stations, Videodex reports
3279 of all sets in the area are
in use.
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BUYING
PRIMER

PART 1

F  the science of advertising
I could be reduced to formulas
there would be no need for adver-
tising men. As ever before, experi-
ence and judgment play a major
role in the planning and execution
of any advertising campaign . . .
and always will.

This is particularly true of tele-
vision advertising. A high priced
network show or an expensive ani-
mated film spot announcement does
not necessarily lead to successful
sales.

We think we have considerable
know-how about this fascinating
medium . . . and yet from time to
time I've wished we had more con-
victions than opinions in trying to
make the right decision.

No Magic Formula

Continuing experience and re-
search is showing the way but there
is no magic formula and good judg-
ment must often rule. No buyer
can tell you how to buy time unless
he knows what you are trying to
sell .. . plus all facets of the mar-
keting objectives of your product
or service.

Time buying, as compared to
space buying, is a4 complex business
procedure. So first let’s consider the
lunction and scope of a timebuy-
er’s job.

To a great extent, the responsi-
bility for improving a client’s time
position vests with the buyer as-
stgned to the account. Time is a
limited commodity. Under normal
conditions, a magazine or news-
paper can increase ils advertising
space by increasing ity pages. A
station or network enjoys no such

advantage . advertizing “space”
18 limited by the volation of the
cayth. Thus, time on the air as-

sumes o somewhal different value
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ROBERT REUSCHLE
AM/[TV fime buying mgr., McCann-Erickson

for the advertiser.

A good time is a propexty to pro-
tect and hold on to. Some adver-
tisers in radio have spent years to
get outstanding times on the air,
changing from relatively poor posi-
tions to better ones as they became
available. The time buyer must be
ever familiar with all availabiilties,
and find ways to get them for his
clients when he needs them.

The timebuyer should be well
versed in his knowledge of net-
works, stations, management, mar-
kets, rates and broadcasting poli.
cies of stations and networks. The
recommendation of a time period
to a client results from intensive
study, and a knowledge of, such
basic yardsticks as sets-in-use, pro-
grams preceding and following, plus
the audience appeal of these pro-
programs ... competition, your own
program appeal, ete.

These yardsticks must be applied
against the advertiser’s marketing
objectives, his distribution, budget,
merchandising, other advertising
and over-all advertising strategy.

Once authority for the purchase
of time has been given by the cli-
ent, the services performed by the
buyer are multiple. Not only must
the formal authorization be issued
for the time but clearance for your
program must be achieved. Often
the buyer through personal contact
with stations can work out time
clearances.

Hiatus Planning Complicated

Studios, engineers, lines and re-
mote originations, cut-in commer-
cialy, budget to client, final esti-
mated costs, contracts and many
other problems must be dealt with.
Anocther function of the buver is

negotiating for a summer hiatus
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and this can sometimes become a
complicated maneuver,

Spot broadcasting is, if anything,
even more exacting in selectivity Our answer (o a
and purchase. Here an intimate
knowledge of markets, local condi- "
tions, station management and pro- questlon every TV
gramming is essential. Spot re- |
quires constant attention because H ’
of ever shifting programming on broadcaster has been askmg.
networks and stations. Billing and |
accounting problems are many, for
you are dealing with many indi- '

vidual stations and their rate cards. HOW CAN WE CONVERT
Over and above all this detail, a
good station relations job must be RADIO'S DISC JOCKEY TO 71V?

done by the buyer. If he fails in
this respect he can’t get the best

for his client. Add to the above a e

dash of intestinal fortitude, a sense

of humor, mix well, and you're a ] ISC
time buyer. j

Three Basic Buys:
Network, Local, Spot

There are three basic ways to use
the television medium, network,
local programming and announce-
ments-—all three of which break
into several sub-classifications or
methods of use.

Network program purchases for
example, may vary all the way from
the single quarter hour daytime—
as in the case of one quarter hour
per week of Kate Smith—to the full
hour once a week like Studio One.
In between these extremes are the
half-hour, once a week programs;
the fifteen minute, five time a week
newscasts; the alternating half-
hour and hourly programs and many
other combinations of program and
time segments. They all share one
thing in common . . . they are a
single program origination going
out over cable and relay and to affili-
ated stations of the particular net-
work.

- POLKA
Local programs are bought on an 12th STREET RAG BEER-BARREL
individual station basis——market by ) . N
market—and may take many forms. TY DISC JOCKEY TOONS Is a film series made esp

Some of the types available are:
locally produced live shows; net- .
work cooperative pregrams: film Preliminary runs have been successful in 22 markets
shows arranged through the library
of the local station, as well as film |
shows produced by the advertiser

and placed on a local spot basis. SCREEN GEMS, INC.

Spot announcements are the com-

cially to synchronize with pop and standard discs.

can be used as a station-owned library service.

i i eak | : . -5044
gnerC]ailr?tO ‘;vi}:ézhsegg;zizz”gf 1816501( 729 SEVENTH AVE., NEW YORK, N. Y. Cl 5
own i} »
and 60 seconds. These are usually , y .
on motion picture film. WILL BALTIN, Nat'l Sales Manag

Next issue, Mr. Reuschle con-
tinues with an analysis of the
use of network, spot and local buys.
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ECONOMICS OF TELEVISION CONTINUED FROM PAGE 14

budgets of network sponsors may be floundering
around, not being able to sell prime time and worth-
while vehicles at a reasonable enough price for local
advertisers.

Several plans to help these marginal stations may
Le advanced by the nets. One possibility is that the
webs may Inaugurate a “Minute Man Plan” similar
to the one now in the works at NIBC-AM. By feeding
marginal opervators first-rate programs for local use,
the networks will he giving them an injection of life-
blood.

Another possibility is that sceondary market sta-
tions will be offered network shows on a “carry the
show free and build good acal spot availabilities”
basis, After the howling on this one dies down, there
would probably be plenty of takevs.

Also in the realm of conjecture is that the networks
may step in with a “B Network”™ ~uch a “B Network”
would offer stations network shows not being placed
in “B Network cities”-—with the “B Network station”
cutting-in Incal spots in these programs. A hypothetical
example: a top budgeted show 1s so0ld to four sponsors
who take u 90 city network (. . . the “A Network’).
The net then offers the show to its various “B Net-

work affiliates”; these stations take the show and
substitute locallv-cut-in commercials for those of the
~how's network sponsors.

This would give marginal, secondary-market sta-
tions an opportunity to offer the public and sell local
advertisers  top-notch entertainment, supplementing
their own local coverage and facilities, The networks,
for their part, would hand over a portion of their
income from “B Network showings” to the show's
“A Network™ sponsors, thus reducing their costs.

However, before the nets step-in Galahad-like to
save these smaller stations—they're bound to have
their own shake-down cruise. Few industry leaders
believe that four networks can long endure on TV,
on a basis similar to AM’s four webs,

Thus, while there are already five network eandi-
dates, it's possible that they will divide their emphasis
as follows: two nets might concentrate on the top
80-100 cities—two others might devote most of their
attention to the next 100-200 smaller towns—while
the remaining web might limit its attention to the
top 20-30 cities.

In addition, regional networks will probably become
even more important than they were in AM,

Can advertising support 1000 station TV?

Of course, this analysis of television’s future could
hardly be complete without answering the industry’s
Archdeacon of The Prophets of Doom, economist Mil-
lard C. Faught (consultant to subscription-TV-minded
Zenith). Fortune Magazine, discussing Mr. Faught’s
contention that the economic foundation of TV is
both inadequate and unsound, notes that ““. . . there
has been no public rebuttal” of his thesis.

Forthwith a public rebuttal.

Mr. Faught describes a future economy containing
four networks of 250 stations each, costing $1.7 bil-
lion a year and, by virtue of this cost figure, concludes
that television's economic foundation is unsound. To
point up his thesis, My, Faught notes that television
would have to sell another $80 billion worth of goods
and services to pay the $1.7 billion tab—using the
1948 fAgure of 2.1 cents for advertising out of every
dollar of the gross national product.

First crack out of the box, let us say that Mr.
Faught’s thesis has as many holes as a spaghetti
strainer.

Number one unrealistic premise is his four networks
of 250 stations each. Aside from the fact that he al-
lows no consideration for indepenident station opera-
tions——and there will be plenty of them—how many
250 station nets were there in the heyday of radio?

Second misconception, in trying to demonstrate tele-
vision's “unsound economic structure”-——purely on the
basis of advertising expenditures—was his use of the
$80 billion worth of additional goods and services
figure: total national income has risen by $152 billion
since 1929 . . | assuming the same rate of climb over
the next decade, we could certainly be selling the addi-
tional $80 billion worth of goods and services by the
time Mr. Faught's hypothetical 1,000 station network
was set up.

Third error is in pegging advertising costs at 2.1
cents out of every dollar of gross national product.
A less inflated tool—and far morve practical—would
be the relating of advertising expenditures to total
national income. In addition, Mr. Faught pegs ad ex-
penditures to a $230 billion gross national product
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for 1948—the gross national product in 1948 hap-
pened to have been $259 billion.

Fourth error, is the assumption that ad expenditures
will perennially remain at the 1948 ratio—they have
already moved up, if only fractionally—and, as we
pointed out earlier, have a long way to go to match
1929 figures.

Fifth puncture-point is Mr. Faught's analysis of
programming costs; he envisions 40 hours of pro-
gramming at $50,000 an hour and another 40 hours
of programming at $30,000 an hour, divided among
his four networks each week—these figures are so out
of line, that they undermine the base for his entire
thesis. Right now, with 627 of the population within
the TV coverage area and performers being paid
fantastically high fees, only a handful of shows get
up this high.

In dispensing with Mr. Faught, one instinctively
turns to subscription television. It was originally hailed
as the only way TV could operate on an economically
sound basis, but the most salient point here is that
television’s economic structure is and can be sound
in the future without pay-a-you-view TV . . . its
only proponents are those seeking subscription tele-
vision channel allocations.

Summarizing then, television is economically sound
today. Advertising budgets that run into millions of
dollars ave consistently being increased: Procter &
Gamble, for example, is currently spending at the rate
of over $10 million annually . .. 5,000 local advertisers
are ringing up sales thru TV-vertising . . . three-
fourths of the country’s stations are operating in the
black . . . and, perhaps most basic of all, is that recent
surveys show that—even among those families owning
receivers for a number of years—there’s no drop-off
in TV viewing because of the talked-up ‘“novelty
factor.”

As for the future, there are plenty of problems
ahead. Changes will come. But there have been no
reasons advanced yet, that can stand up to close
scrutiny, which prove that television will not pay off
in the tomorrow of 1,000 station television.
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PUTTING

Building the pathwavs
for television takes time. toil and
money. Every one of the more than
23,500 existing channel miles was a
new challenge to the inagination and
skill of Bell engineers. Take. for ex-
ample, television transmission between

New York and St. Louis.

From New York to Chicago. engi-
neers plotted. scouted and tested
possible Raelto. Relay routes to
find the one that would span forests,
mountains and cities—and would carry
microwaves around reflective surfaces

YOUR

of lakes and plains. Herelen /ﬁ)w/}zly
stations were then huilt about every
twentyv-ftve miles — some 200 feet
hizh.

At Chicago. video =signals are
switched to a coaxial cable and go
underground through the hard line-
slone hottom of the Kankakee River,
the sticky blue clay of the Kaska<kia

. across the Mississippi . . . nnder
the city of St. Louis for 20 miles to
the broadeasting station.

Planning, building and imaintain-
ing television pathways for the pation

BELL TELEPHONE

SIHOW

ON TIIE ROAD

is costlv and complex. calling for
continued investment of money.
special equipment and tramned per-
sonnel. The present value of this
network. provided by the Long Lines
Department ol the American Tele-
phone and  Telegraph Company s
nearly 283000000,

Yet the cost of this gervice is Tow,
The Telephone Company’s total net-
work facility charges average wbout
10 centz a mile for a hall hour of
program time. including both audio

and video channels.

SYSTEM

PROVIDING TRANSMISSION CHANNELS FOR THE RADIO AND TELEVISION INDUSTRIES TODAY AND TOMORROW

WAL ameticanradiahictan, caom
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curroent Film commercials

Maximum product-impact with o minimum
of cost is shown in this sequence from c series
of film commercials produced by NSS for
Peorson Pharmacal Co. Daisy oppears on
screen as fithe ENNDS pops on followed by
“will leove you fresh as a daisyl” In addition
to this kind of trick photography NSS used
live action scenes and graphic presenfations
to further tell the sales story of ENNDS to
the TV audience.

Here again is the kind of “unusual tech-
nique'' which is a speciglty of RKO-Pathe.
Mosterful lighting and camera experts do full
justice to the beauty of hair treated with
Toni Home Permanent, making these faur one-
minute commercials certain hits for Foofe,
Cone & Belding. Live action photographed on

location and in studio with vocal group and

narration over.

“How To Do It is the title of a series of
60-Second spots for Mystik Tape. Live action
in each spot shows several practical uses for
this washable cloth tape. Hs availability in
thirteen colors and easy handling are features
of each how-to-do-it spot.

Ease in opening the speciolly packaege,
nine-minute baking time and appetiting fin-
ished baked products simply presented, make
these 20-Second Ballard Biscuit spots easy to
toke, easy to remember. Each spot empha-
sizes onother use tor these "Oven Reody”
biscuits.

A series of 1 minule, 50 second, ond 20
second commercials featuring Imogene Caco
{co-star of The Show of Shaws), in her first
festimanial commercial far television. The
series infroduces the 1952 oulomatic washers
manulactured by Thor. They combine the in-
defotigable humor of Miss Coca with factual
demansfrotions of the new Thor autamatic
washer.

SN WY &Nl IJIY W

DIRECTORY OF PRODUCERS
AND THEIR WORK

ADVERTISER
Pearson Pharmacal Co.
AGENCY
Harry B. Cohen Advertising Co., Ine.
PRODUCED BY
NATIONAL SCREEN SERVICE

1600 BROADWAY, NEW YORK 19, N. Y,
Clrcle 6-5700

ADVERTISER

Toni Company
AGENCY

Foote, Cone & Belding
PRODUCED BY

RKO-PATHE, INC.

625 MADISON AVENUE, NEW YORK 22, N. Y,
Plaxa 9-3400

ADVYERTISER
Mystik Adhesive Products

AGENCY
George H. Hartman Company
PRODUCED BY
SARRA, INC.

NEW YORK: 200 EAST 5&th STREET
CHICAGO: 16 EAST ONTARIO STREET

ADYERTISER

Ballard & Ballard Co.

AGENCY
Henri Hurst & McDonald Inc., Chicago

PRODUCED BY
SARRA, INC.

NEW YORK: 200 EAST 54th STREET
CHICAGO: 14 EAST ONTARIO STREET

ADYERTISER
Thor Carp., Chicago

AGENCY
Henri, Hurst & McDonald, Inc.

PRODUCED 8Y
VIDEO VARIETIES CORPORATION

41 EAST 50th STREET, NEW YORK 22, N. Y,
Studios: Wast Coast Sound Studles

510 WEST 57th STREET, NEW YORK 19, N. Y. I
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