
FASTEST GROWIlIG IV MARKET
Ownership of TV sets within the WlW-Television area has increased more

than 6007o in the last year. During a recent four-months' period, growth of

set owners rrtore than doubled the national rate-totaling 297,000

(unduplicated) as of August lst. It's the 2ND LARGEST TV MARKET
IN THE MIDWEST . . . 6TH LARGEST IN THE NATION.

REACHED MOST EFFECTIVETY

Videodex Reports for August prove that tire three micro-wave-linked Crosley

Stations-WLW-T, Cincinnati; WLW-D, Dayton; and WLW-C, Columbus

-offer the best method of reaching this important TV market. WLW-
Television has an average Share of Audience of 40.0Vo Irorn 11 A. M. to
11 P. M. seven days a week, as compared to an average of.36.07o for the

five other stations located in the Wlw-Television area!

cll{cr 1{ ilATt DAYTOl{ C(lTUMBUS

NOW ON THE AIR DAILY FROM 7z3O A. M. UNTIL AFTER MIDNIGHT!

Television Service oI the Nation's Sfa/ion o Crosley Broadcasting Corporation

AI lOWEST COST

On a cost-per-thousand basis, Wlw-Television reaches this large audience

at lower cost than any other combination of the eight TV stations located

in these three cities. For complete information, contact any of the WLW-TV
Sales Offices in New York, Chicago, Hollywood, Cincinnati, Dayton, or

Columbus.
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Television Time Buying 
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Television and Union Music 

FAS'FST GROWING TV MARKET 

Ownership of TV sets within the WLW-Television area has increased more 

than 600% in the last year. During a recent four-months' period, growth of 

set owners more than doubled the national rate—totaling 297,000 

(unduplicated) as of August 1st. It's the 2ND LARGEST TV MARKET 

IN THE MIDWEST . . . 6TH LARGEST IN THE NATION. 

REACHED MOST EFFECTIVELY 

Videodex Reports for August prove that the three micro-wave-linked Crosley 

Stations—WLW-T, Cincinnati; WLW-D, Dayton; and WLW-C, Columbus 

—offer the best method of reaching this important TV market. WLW- 

Television has an average Share of Audience of 40.0% from 11 A M. to 

11 P. M. seven days a week, as compared to an average of 36.0% for the 

five other stations located in the WLW-Television area! 

AT LOWEST COST 

On a cost-per-thousand basis, WLW-Television reaches this large audience 

at lower cost than any other combination of the eight TV stations located 

in these three cities. For complete information, contact any of the WLW-TV 

Sales Offices in New York, Chicago, Hollywood, Cincinnati, Dayton, or 

Columbus. 

ON WLW-TELEVISION ... 

V1V-T fLV-D V1V-C 

CINCINNATI DAYTON COLUMBUS 

NOW ON THE AIR DAILY FROM 7:30 A.M. UNTIL AFTER MIDNIGHT! 

Television Service of the Nation's Station • Crosley Broadcasting Corporation 
www.americanradiohistory.com



lVhen television

III0n

its wings
How mulliple uses for qirborne cqmeros
ond equipment were reveoled by experimenl

No. lO in q series outlining high
points in television history

Photos from the historical collection of RCA

r Put a television camera in the nose of an observa-
tion plane, and generals-many miles away-can
watch and direct the course of a battle. Such, in
World War II, was one of the suggested uses of air-
borne television as an "optic nerve."

Feasible? Absolutely-yet this is only one of the
many ways in which television can serve in fields
outside those of news and entertainment. The entire
subject of the use of television cameras and receivers
in the air has been carefully investigated by RCA.

Not too long ago, at the time when plans for our
inter-city television networks were in discussion, the

Mounted in lhe nose of on oirplone, speci,at RCA ai,rborne tele-
aision equipment uill giae ground, obseraers a slmrp, clear,birds-
eye r,ieu of lanil and sea.

idea of making telecasts from planes high in the air
was proposed.

From New York, a plane equipped with a televi-
sion receiver, set off on a flight to Washington-2OO
miles away. When above Washington, at an altitude
of 18,000 feet, passengers in the plane clearly saw
Brig. General David Sarnoff, of RCA, talking to them
from Radio City! Later, RCA placed a camera and
transmitting equipment in an airliner, and a bird's-
eye view of New York was successfully telecast to
observers below!

It has also been ploposed by authorities, that a
television camera might be used as the "eye" of a
guided missile. Placed in a rocket's nose it would let
a distant operator see whele the missile was l-readed.

If need be he could steer it in any direction to hit tr

moving target.

But less on the destructive side, and more impor-
tant to us now, ale the possible uses of television in
"blind flying" conditions, when airports rvould nor-
mally be closed in from btrd u'eather. With a televi-
sion receiver in the cockpit, and a tlansmitter sending
information fi'om the landing field ahead, the pilot
could clearlv see conditions on run\\/avs and ap-
proaches-come in with far greater securitv than
when guided by ladio alone!

i::i,i::"i::i:,';::x,:i;;:;:i,:,";,!;,ili"i"ii I;:;:,,1J;:,,,'"';,1:;: 6h, Rodio corpororion of Americo
tiort-ttre (nrc lx$t of this progressiae insiitutiotr'" rese,,rcl, pr()gr(tnt. \SZ woRLD LEADER tN R,ADro-FtRsilN rEtEy,s,oN

When television 

won 

its wings 

How multiple uses for airborne cameras 
and equipment were revealed by experiment 

No. 10 in a series outlining high 
points in television history 

Photos from the historical collection of RCA 

• Put a television camera in the nose of an observa- 
tion plane, and generals—many miles away—can 

watch and direct the course of a battle. Such, in 

World War II, was one of the suggested uses of air- 

borne television as an "optic nerve." 

Feasible? Absolutely—yet this is only one of the 
many ways in which television can serve in fields 

outside those of news and entertainment. The entire 
subject of the use of television cameras and receivers 

in the air has been carefully investigated by RCA. 

Not too long ago, at the time when plans for our 
inter-city television networks were in discussion, the 

tea 

y 

i 
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Mounted in the nose of an airplane, special RCA airborne tele- 
vision equipment tvill give ground observers a sharp, clear, bird s- 
eye vieu of land and sea. 

idea of making telecasts from planes high in the air 

was proposed. 

From New York, a plane equipped with a televi- 

sion receiver, set off on a flight to Washington—200 

miles away. When above Washington, at an altitude 
of 18.000 feet, passengers in the plane clearly saw 

Brig. General David Sarnoff, of RCA, talking to them 
from Radio City! Later, RCA placed a camera and 

transmitting equipment in an airliner, and a bird's- 

eye view of New York was successfully telecast to 
observers below! 

It has also been proposed by authorities, that a 

television camera might be used as the "eye" of a 
guided missile. Placed in a rocket's nose it would let 
a distant operator see where the missile was headed. 

If need be he could steer it in any direction to hit a 
moving target. 

But less on the destructive side, and more impor- 

tant to us now, are the possible uses of television in 

"blind flying" conditions, when airports would nor- 
mally be closed in from bad weather. With a televi- 
sion receiver in the cockpit, and a transmitter sending 

information from the landing field ahead, the pilot 

could clearly see conditions on runways and ap- 

proaches—come in with far greater security than 
when guided by radio alone! 

RCA Laboratories in Princeton, N. J., as seen from the air. Nctv 
uses for television—including, for example, its adaptation to avia- 
tion—are one part of this progressive institution's research program. 

Radio Corporation of America 
WORLD LEADER IN RADIO —FIRST IN TELEVISION 

www.americanradiohistory.com
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d nve-tcTroN
FILM

STOP,MOTION
ANIMATION I

CARTOON
ANIMATION

d specral EFFEcrs

d rnrcr
PHOTOGRAPHY

WITH N.S.S. "SHOWMANSHIP ON FILM"

a
The audience-impression and sales'success of your tele'

vision film commercial depends on the care, artistry and crea-

tive showmanship expended in its production. Our thirty
years of service to the motion picture industry enable us to
offer the unlimited imagination,technical facilities and skilled
craftsmanship necessary to the production of an outstand'ing

television film commercial.
Popularity surveys and the satisfaction of top advertisers,

agencies and TV stations are proof that you can depend on

NetroNer Scnrrn Srnvlcr for television film commercials
that convincingly tell your message, dramatically show your
story and unfailingly sell your product!

NerIoNlr. ScnnrN Srnvrcr is ready to handle yoar film
commercial needs, through studios in New York and Holly'
wood...laboratories in New York, Hollywood, Dallas and

Chicago . . . offices in 31 cities across the country.

d

t4

/\
nmtonil -\?tectz scnvrtt

\,, Paraa nar oilra rNtnf

I600 BROADWAY

NEW YORK I9, N.Y.

Clrcle 6-5700d rrrrrr sLrDEs

TELEVISER
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tell them...show them...sell them 

WITH N.S.S. "SHOWMANSHIP ON FILM' 

LIVE-ACTION 

FILM 

STOP-MOTION 

ANIMATION 

& CARTOON 
ANIMATION 

SPECIAL EFFECTS 

& TRICK 

PHOTOGRAPHY 

FILM SLIDES 

2 

The audience-impression and sales-success of your tele- 
vision film commercial depends on the care, artistry and crea- 
tive showmanship expended in its production. Our thirty 
years of service to the motion picture industry enable us to 
offer the unlimited imagination, technical facilities and skilled 
craftsmanship necessurj to the production of an outstanding 
television film commercial. 

Popularity surveys and the satisfaction of top advertisers, 
agencies and TV stations are proof that you can depend on 
National Screen Service for television film commercials 
that convincingly tell your message, dramatically show your 
story and unfailingly sell your product! 

National Screen Service is ready to handle your film 
commercial needs, through studios in New York and Holly- 
wood ... laboratories in New York, Hollywood, Dallas and 
Chicago ... offices in 31 cities across the country. 

noiionM }'cum \_J pR/zf Bfier t SERVICI o/ rut mausfRV 

1600 BROADWAY 
NEW YORK 19, N.Y. 

Circle 6-5700 

TELEVISER 
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F rS0 ...You Put It 0n WSYR -TV
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Institutlon in Central Neu York
;; 

t 
'fi ]o" onrl1 xnDTPLDTD Broad.e,nst

and, it shares FI3BD in U|/SY/fi.-TY)y Unriaaled,
Prornotion Pnog?arns

11,817 lines of newspaper advertising per month - on TV shows alone

Full schedule of courtesy announcements

Frequent publicity stunts and contests

Listings in l0 area newspapers

Listing of complete week's schedule in both Syracuse papers

Close association with Iocal dealers in TV receiver sales

Promotionally, there's ALWAYS Something Going On st WSfR-Ty
Cosh in on it !

NBC AFFIUATE . Headley -Reed, Notional Represenfolives

L % o 

SO ...you Put It On WSYR-TV 

and it shares FREE in WSYR^TV's Unrivaled 

Promotion Program: 

11,817 lines of newspaper advertising per month — on TV shows alone 

Full schedule of courtesy announcements 

Frequent publicity stunts and contests 

.Listings n 10 area newspapers 

Listing of complete week's schedule in both Syracuse papers 

* Close association with local dealers in TV receiver sales 

Promotionally, there's ALWAYS Something Going On at WSYR-TV 

Cash in on it! 

pith The Only COMPLETE Broadcast 
institution in Central JVetr York 

NBC AFFILIATE • Headley - Reed, National Representatives 

TELEVISER 
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COMMONWEALTH 
Currently Serving the 

Nation's Leading TV Stations 
Offers the Following 

TV FILM PACKAGES 

MAJOR 

£0 COMPANY 

feature programs 
with such stor$ o« 

Barbara 
STANWYCK 

Robert 
YOUNG 
Jimmy 

DURANTE 
Claodette 
COLBERT 

Jack 
BENNY 

Paulette 
GODDARD 

Jimmy 
STEWART 

Merle 
OBERON 
Melvyn 

DOUGLAS 
Raymond 

MASSEY 

^ V WESTERNS 
featuring 

THE RANGE BUSTERS 

KERMIT MAYNARD 

k. SMITH BALLEW 

""oppI ZV'V05 

'rOnkfe Darro Ja<k L, 
• Carrol Naish » ky 

Buster c, 

t3 
MUSICAL 

VARIETIES 
/S'/amin each •/eofuring 

MOREY 
AMSTERDAM a 

(3 
SOUHO 

CARTOON51 

For further inform- 
v ation and complete 

list, write to 

lOdimonilJEHLTH 
rAiltyi awd &ciem6i<m, tfnc. 
723 Seventh Avenue, New York 19, N.Y. 

CCPO" aTEO — 

5 
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GIanGe--Te lev is io n AtA

20 BOBBY BUMPS
,CARTOONS

12 DINKEY DOODLE
CARTOONS

II UNNATURAL
HISTORY CARTOONS

IO OUT OF THE
INKWELL CARTOONS

of 52 outstanding

SOUND CARTOONS

that delight any

Write \or details to:
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=locn 
644 l.A.T.s.E. 

=

.:
- Affilioted with 

=! Americon Federotion Central Trodes 
=! of Lobor ond Lobor Council ;

= New York Stote of Greoter Nev York 
=! Federotion of Lobor ond Vicinity i

i Centrol Union Lobel Council i

= 
"f 

Greoter New York 

=
=i pnorrssroNlr- MonoN PrcruRE 
=I cluruurN rN THE EAsr slNcE -

= 
rHE rNcEPTroN oF THE TNDUSTRY 

=
!=--=--'-=
l:- FOR QUALITY AND WORKMANSHIP 

=-!- Look For This Lobel 
=

GENERAL

A TV PERFORMERS'strike against
the four television networks and
WOR-TV, New York, on Novembel
19, was averted by a last minute
agreement between the nets and the
Television Authority. The union
called for substantial increases in
performers' minimum pay scales
and included a stipulation that for
the present no film recording could
be shown a second time in any area
without the written consent of the
TVA.

A THREE - JUDGE Federal Court
issued a temporary restraining
order blocking the start of com-
melcial color television, which was
scheduled to begin November 20.
Whatever the eventual outcome. the
action is seen as delaying the intro-
duction of color TV for a con-
siderable time. Nevertheless CBS-
TV has stated that it will continue
public demonstrations of its color
system.

RCA PLANS to show the latest im-
provements in its compatible all
electronic high definition color tele-
vision system in a series of demon-
strations beginning December 5 in
Washington, D, C.

PILOT RADIO has dropped its suit
filed in New York against the FCC
color decision. Reason: RCA has
brought suit on substantially the
same grounds in Chicago and two
similar actions in two different
courts might add to the public con-
fusion. Meanwhile Emerson Radio
& Phonograph Corp. announced that
it would support the RCA suit.

SIGHTMASTER CORP., television set
manufacturers, is seeking an injunc-
tion and $750,000 in a suit charging
CBS and Frank Stanton, CBS presi-
dent, with issuing "false and fraudu-
lent and disparaging statements"
that present black and white sets
are obsolete.

ZENITH RADIO CORP. has post-
poned the starting date of its phone-
vision test from November 1 to
December 1, and has asked the FCC
for permission to continue the test
through the month of February.

GENERAL ELECTRIC has submitted
to the FCC a proposed new "high
definition" system for black and
white telecasting. It is described as
being highly compatible with pres-
ent receivers.

THE FCC has set November 20 for
hearings on whether the AT&T co-
axial cable is being allocated to
NBC, CBS, ABC, and Du Mont TV
networks on an equitable basis.

THE TELEVISION Bloadcasters As-
sociation clinic will be held Friday,
December 8. 1950 at the Waldorf-
Astoria Hotel in New York, with
Eugene S. Thomas, Manager of
Television Operations, WOR-TV,
New York, acting as chairman.
Some of the topics to be discussed
are: Color-TV; the proposed excess
profits tax; the possibilities of edu-
cational television; and TV station
sales.

THE FIRST Canadian Television
Clinic will be held at the Royal York
Hotel in Toronto on December ?th,
8th, and 9th, under the sponsorship
of the Academy of Radio Arts. Ir-
win A. Shane, publisher of TELE-
VISER and director of the Televi-
sion Workshop, will. be guest of
honor.

STATIONS

NEW RATE CARDS have been an-
nounced by four television stations.
They are: KFI-TV, Los Angeles,
which put into efrect Rate Card No.
6, representing a 50 per cent in-
crease over previous rates; WAVE-
TV, Louisville, whose Rate Card
No. 4 became efective October 1:
WDTV, Pjttsburgh, whose Rate Card
No. 5 went into effect November 1-;

and WTVJ-TV, Miami, whose Rate
Card No. 5 will become efective
January 1, 1951.

A TV STATION built near Emporium,
Pa., by the Tube Division of Syl-
vania Electric Products was dis-
covered and declared to be illegally
in operation by the FCC. After con-
ferences bef,ween FCC personnel and
Sylvania officials, the station went
ofr the air.

GROSS TV network billings for the
cumulative months, January-August
showed a tremendous gain over the
same period in 1949, with the 1950
totals $20,880,815 as compared to
last year's cumulative $6,495,346.

TIIE CITY of Jacksonville, Fla., has
gone into the courts in an efrort to
upset the FCC's denial of its appli-
cation for an extension of time in
which to complete WJAX-TV.

SEPARATION of radio-television fa-
cilities of the Detroit News stations.
WWJ and WWJ-TV, into competi-
tive organizations, each with its own
administrative, sales and program
personnel, was announced by Hany
Bannister, general manager of
WWJ-AM-TV-FM. The station has
begun excavation for the founda-
tions of a new two-story building
which will house the station. It is
scheduled for completion by mid-
summer of 1951.
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TELEVISER

BRAY STUDIOS, Inc. 

offer the following 

SOUND CARTOONS 

TV FILM PACKAGES 

-Television At A Glance- 

20 BOBBY BUMPS 
CYRTOOINS 

12 DFNKEY DOODLE 
C4RTOONS 

11 UNNATURAL 
HISTORY CARTOONS 

10 OUT OF THE 
INKWELL CARTOONS 

A total of 52 outstanding 

SOUND CARTOONS 

that will delight any 
audience ! 

Write for details to: 

BRAY STUDIOS, INC. 

729 7th Avc., New York, N. Y. 

LOCAL 644 I.A.T.S.E. \ 
Affiliated with || 

American Federation Centra! Trades = 
of Labor and Labor Council = 

New York State of Greater New York ^ 
Federation of Labor and Vicinity s 

Central Union Label Council | 
of Greater New York ■ 

PROFESSIONAL MOTION PICTURE 
CAMERAMEN IN THE EAST SINCE 
THE INCEPTION OF THE INDUSTRY 

FOR QUALITY AND WORKMANSHIP 
Look For This Label 

PHOTOGRAPHED BY 
MCMBGRS OF 

LOCAL 644 

644 

HAVE OUR MEMBERS SOLVE YOUR 
TELEVISION LIGHTING PROBLEMS 

International Photographers - 
of the ^ = 

Motion Picture Industries, | 
I.A.T.S.E. | 

| 1697 BROADWAY, N. Y. C. Cl 7-2091 | 
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GENERAL 

A TV PERFORMERS' strike against 
the four television networks and 
WOR-TV, New York, on November 
19, was averted by a last minute 
agreement between the nets and the 
Television Authority. The union 
called for substantial increases in 
performers' minimum pay scales 
and included a stipulation that for 
the present no film recording could 
be shown a second time in any area 
without the written consent of the 
TVA. 

A THREE-JUDGE Federal Court 
issued a temporary restraining 
order blocking the start of com- 
mercial color television, which was 
scheduled to begin November 20. 
Whatever the eventual outcome, the 
action is seen as delaying the intro- 
duction of color TV for a con- 
siderable time. Nevertheless CBS- 
TV has stated that it will continue 
public demonstrations of its color 
system. 

RCA PLANS to show the latest im- 
provements in its compatible all 
electronic high definition color tele- 
vision system in a series of demon- 
strations beginning December 5 in 
Washington, D. C. 

PILOT RADIO has dropped its suit 
filed in New York against the FCC 
color decision. Reason: RCA has 
brought suit on substantially the 
same grounds in Chicago and two 
similar actions in two different 
courts might add to the public con- 
fusion. Meanwhile Emerson Radio 
& Phonograph Corp. announced that 
it would support the RCA suit. 

SIGHTMASTER CORP., television set 
manufacturers, is seeking an injunc- 
tion and $750,000 in a suit charging 
CBS and Frank Stanton, CBS presi- 
dent, with issuing "false and fraudu- 
lent and disparaging statements" 
that present black and white sets 
are obsolete. 

ZENITH RADIO CORP. has post- 
poned the starting date of its phone- 
vision test from November 1 to 
December 1, and has asked the FCC 
for permission to continue the test 
through the month of February. 

GENERAL ELECTRIC has submitted 
to the FCC a proposed new "high 
definition" system for black and 
white telecasting. It is described as 
being highly compatible with pres- 
ent receivers. 

THE FCC has set November 20 for 
hearings on whether the AT&T co- 
axial cable is being allocated to 
NBC, CBS, ABC, and Du Mont TV 
networks on an equitable basis. 

THE TELEVISION Broadcasters As- 
sociation clinic will be held Friday, 
December 8, 1950 at the Waldorf- 
Astoria Hotel in New York, with 
Eugene S. Thomas, Manager of 
Television Operations, WOR-TV, 
New York, acting as chairman. 
Some of the topics to be discussed 
are: Color-TV; the proposed excess 
profits tax; the possibilities of edu- 
cational television; and TV station 
sales. 

THE FIRST Canadian Television 
Clinic wil' be held at the Royal York 
Hotel in Toronto on December 7th, 
8th, and 9th, under the sponsorship 
of the Academy of Radio Arts. Ir- 
win A. Shane, publisher of TELE- 
VISER and director of the Televi- 
sion Workshop, will, be guest of 
honor. 

STATIONS 

NEW RATE CARDS have been an- 
nounced by four television stations. 
They are: KFI-TV, Los Angeles, 
which put into effect Rate Card No. 
6, representing a 50 per cent in- 
crease over previous rates; WAVE- 
TV, Louisville, whose Rate Card 
No. 4 became effective October 1; 
WDTV, Pittsburgh, whose Rate Card 
No. 5 went into effect November 1; 
and WTVJ-TV, Miami, whose Rate 
Card No. 5 will become effective 
January 1, 1951. 

A TV STATION built near Emporium, 
Pa., by the Tube Division of Syl- 
vania Electric Products was dis- 
covered and declared to be illegally 
in operation by the FCC. After con- 
ferences between FCC personnel and 
Sylvania officials, the station went 
off the air. 

GROSS TV network billings for the 
cumulative months, January-August 
showed a tremendous gain over the 
same period in 1949, with the 1950 
totals $20,880,815 as compared to 
last year's cumulative $6,495,346. 

THE CITY of Jacksonville, Fla., has 
gone into the courts in an effort to 
upset the FCC's denial of its appli- 
cation for an extension of time in 
which to complete WJAX-TV. 

SEPARATION of radio-television fa- 
cilities of the Detroit News stations, 
WWJ and WWJ-TV, into competi- 
tive organizations, each with its own 
administrative, sales and program 
personnel, was announced by Harry 
Bannister, general manager of 
WWJ-AM-TV-FM. The station has 
begun excavation for the founda- 
tions of a new two-story building 
which will house the station. It is 
scheduled for completion by mid- 
summer of 1951. 
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FILMS
TEMPORARY authorizations have

been extended by the FCC for ex-
perimental relays used by Para-
mount Television Productions and
Twentieth Century-Fox Film Corp.
in their New York theatre TV
projects.

SOL LESSER, independent motion
picture producer, has joined forces
with Douglas Fairbanks Jr. under
the nam.: of Avon Pictures, Inc. for
immediate filming of Shakespeare's
plays for television.

A "SHORT ARC" lamp, devised by
Westinghouse, when placed in a mo-
tion picture projector is claimed to
produce a superior black and white
picture of excellent contrast and
true gray shadings. Its expectant
life is 500 hours, longer than any
other available light source.

BING CROSBY Enterprises, Los An-
geles, has started production of the
first six of a new series of thirteen
Fireside Theatre TV films for Proc-
tor & Gamble.

THE NATIONAL Assoc. of Manufac-
turers is offering a 15-minute TV
newsreel, "Industry on Parade,"
filmed by NBC-TV news department
to stations without charse.

RECEIVERS
AN ADDITIONAL 10,000 TV service

technicians will be needecl to install
and service the 2,000,000 TV sets
expected to be produced in the re-
mainder of 1950, E. C. Cahill, pres:-
dent of RCA Service Co., declared.

TELE-TONE Radio Corp. plans to
have a self-contained color television
unit on sale by January 1, which
will enable all present and future
black and white sets to receive color
television broadcasts as transmitted
under the CBS system.

PRODUCTION OF TV sets passed the
200,000 per week mark for the first
time during the second week in
October, an industry wide estimate
by Radio-Television Mfrs. Assn.,
indicated.

DU MONT is transmitting eight hours
of color signals for experimental
test work from their Passaic labola-
tories. Set manufacturers and de-
signers have been testing and com-
paring the practicality of the RCA
dot sequential, CBS field sequential,
and various other color systems.

CHARGES THAT TV set, manufac-
turers were organizing a "sit-down
strike" to halt the development of
color TV were made by Senator
Edwin C. Johnson (D-Colo.) chair-
man of the Senate Interstate and
Foreign Commerce Committee.

NOVEMBER, I95O

A TEN PER CENT excise tax on tele-
vision receivers went into effect No-
vember 1. This tax does not effect
sets which left the manufacturers'
hands prior to midnight November 1.

TELEVISION DEALERS through the
country sold approximately 740,00C
sets during the month of September,
according to figures compiled by
NBC plans and research department.

FIVE NEW "Black-Daylite" television
receiver models have been added to
General Electric Co.'s fall line.

ADVERTISING
LIGGETT AND MYERS Tobacco Co.

gained leadership over all network
TV advertisers during August by
spending $187,750 in gross biilings,
a report by Publishers Information
Bureau, stated.

ANHEUSER-BUSCH Breweries has
signed I(en Murray to a new con-
tract giving the company exclusive
call on his services until Januarl',
r952.

DORLAND INC. New York, has re-
signed the Arthur Murray Dance
Studios account effective November
30. In his resignation letter to Mur-
ray, Atherton Pettingell, president
of Dorland Inc., claimed interference
with personnel associated with The
Arthtur llIut'rag Sft,or.o on TV.

PERSONNEL

AT WAAM-TV, Baltimore: Kenneth
L. Carier has been named General
Manager. Norman C. Kal, former
General Manager, has been elevated
to Executive Vice-President, replac-
ing Samuel Carlinger. Carlinger
will be retained as consultant to the

Board of Directors. Armand Grant,
former Commercial Manager, has
been elevated to Assistant Genelal
Manager in charge of sales.

I'RED M. THROWER has been named
vice-president in charge of television
for ABC. In his new position,
Thrower will set up a separate and
integrated ABC television sales de-
partment.

NORAN E. KERSTA has resigned as
vice-president and director of radio
and television for William H. Wein-
traub & Co., Inc. Harry Treener, a
vice-president of the agency will
temporarily assume Kersta's duties.

CLARENCE DOTY has been named
manager of WJZ-TV.

JOI{N WILLIAM WALT has been
promoted to sales promotion mana-
ger for Admiral Corporation.

I. R. ROSS, director of sales of the
Atwater Television Co., Brooklyn,
N. Y., has resigned his position with
the company.

ROBERT DOWD has been named as
chief engineer of the Tel-O-Tube
Corp. of America.

JOHN J. SMITH has been elected
president of Sparks-Withington Co.,
manufacturer of Sparton television
receivers in Jackson, Michigan.

BEN D. PALASTRANT has resigned
as vice-president and'eastern re-
gional sales manager of the Trans-
Vue Corp., Chicago.

GLENN HARRIS has been named
general program manager for May
Broadcasting Co., owner of KMA,
Shenodoah, Ia., and KMTV, Omaha.

JIM BAKER, has been appointed
stafr director of the KLAC-TV, Los
Angeies, stage department.

25,I W. 54th Street, New Yorlt, N. Y.
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FILMS 
TEMPORARY authorizations have 

been extended by the FCC for ex- 
perimental relays used by Para- 
mount Television Productions and 
Twentieth Century-Fox Film Corp. 
in their New York theatre TV 
projects. 

SOL LESSER, independent motion 
picture producer, has joined forces 
with Douglas Fairbanks Jr. under 
the name of Avon Pictures, Inc. for 
immediate filming of Shakespeare's 
plays for television. 

A "SHORT ARC" lamp, devised by 
Westinghouse, when placed m a mo- 
tion picture projector is claimed to 
produce a superior black and white 
picture of excellent contrast and 
true gray shadings. Its expectant 
life is 500 hours, longer than any 
other available light source. 

RING CROSBY Enterprises, Los An- 
geles, has started production of the 
first six of a new series of thirteen 
Fire,side Theatre TV films for Proc- 
tor & Gamble. 

THE NATIONAL Assoc. of Manufac- 
turers is offering a 15-minute TV 
newsreel, "Industry on Parade," 
filmed by NBC-T'V news department 
to stations without charge. 

RECEIVERS 
AN ADDITIONAL 10,000 TV service 

technicians will be needed to install 
and service the 2,000,000 TV sets 
expected to be produced in the re- 
mainder of 1950, E. C. Cahill, presi- 
dent of RCA Service Co., declared. 

TELE-TONE Radio Corp. plans to 
have a self-contained color television 
unit on sale by January 1, which 
will enable all present and future 
black and white sets to receive color 
television broadcasts as transmitted 
under the CBS system. 

PRODUCTION OF TV sets passed the 
200,000 per week mark for the first 
time during the second week in 
October, an industry wide estimate 
by Radio-Television Mfrs. Assn., 
indicated. 

DU MONT is transmitting eight hours 
of color signals for experimental 
test work from their Passaic labora- 
tories. Set manufacturers and de- 
signers have been testing and com- 
paring the practicality of the RCA 
dot sequential, CBS field sequential, 
and various other color systems. 

CHARGES THAT TV set manufac- 
turers were organizing a "sit-down 
strike" to halt the development of 
color TV were made by Senator 
Edwin C. Johnson (D-Colo.) chair- 
man of the Senate Interstate and 
Foreign Commerce Committee. 

NOVEMBER, 1950 

A TEN PER CENT excise tax on tele- 
vision receivers went into effect No- 
vember 1. This tax does not effect 
sets which left the manufacturers' 
hands prior to midnight November 1. 

TELEVISION DEALERS through the 
country sold approximately 740,009 
sets during the month of September, 
according to figures compiled by 
NBC plans and research department. 

FIVE NEW "Black-Daylite" television 
receiver models have been added to 
General Electric Co.'s fall line. 

ADVERTISING 
LIGGETT AND MYERS Tobacco Co. 

gained leadership over all network 
TV advertisers during August by 
spending $187,750 in gross billings, 
a report by Publishers Information 
Bureau, stated. 

ANHEUSER-BUSCH Breweries has 
signed Ken Murray to a new con- 
tract giving the company exclusive 
call on his services until January, 
1952. 

DORLAND INC. New York, has re- 
signed the Arthur Murray Dance 
Studios account effective November 
30. In his resignation letter to Mur- 
ray, Atherton P^ttingell, president 
of Dorland Inc., claimed interference 
with personnel associated with The 
Arthur Murray Show on TV. 

PERSONNEL 
AT WAAM-TV, Baltimore: Kenneth 

L. Carter has been named General 
Manager. Norman C. Kal, former 
General Manager, has been elevated 
to Executive Vice-President, replac- 
ing Samuel Carlinger. Carlinger 
will be retained as consultant to the 

Board of Directors. Armand Grant, 
former Commercial Manager, has 
been elevated to Assistant General 
Manager in charge of sales. 

F'RED M. THROWER has been named 
vice-president in charge of television 
for ABC. In his new position, 
Thrower will set up a separate and 
integrated ABC television sales de- 
partment. 

NORAN E. KERSTA has resigned as 
vice-president and director of radio 
and television for William H. Wein- 
traub & Co., Inc. Harry Treener, a 
vice-president of the agency will 
temporarily assume Kersta's duties. 

CLARENCE DOTY has been named 
manager of WJZ-TV. 

JOHN WILLIAM WALT has been 
promoted to sales promotion mana- 
ger for Admiral Corporation. 

1. R. ROSS, director of sales of the 
Atwater Television Co., Brooklyn, 
N. Y., has resigned his position with 
the convpany. 

ROBERT DOWD has been named as 
chief engineer of the Tel-O-Tube 
Corp. of America. 

JOHN J. SMITH has been elected 
president of Sparks-Withington Co., 
manufacturer of Sparton television 
receivers in Jackson, Michigan. 

BEN D. PALASTRANT has resigned 
as vice-president and eastern re- 
gional sales manager of the Trans- 
Vue Corp., Chicago. 

GLENN HARRIS has been named 
general program manager for May 
Broadcasting Co., owner of KMA, 
Shenodoah, la., and KMTV, Omaha. 

JIM BAKER, has been appointed 
staff director of the KLAC-TV, Los 
Angeles, stage department. 
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66I belieue eaery

66f believe every company ehould conduct a person to person
canvaEs right now, for the best way to promote the sale of
U. S. Savinge Bonds is to put an application card into each
employeets hand and allow him to reach hie own decision.t'

As one of America's top executive salesmen, Mr. Clarence
Francis knows that you sell more when you o'ask the man
to buy." Naturally, that means a person to person canvass
oI all your employees, but it is not as difficult as it may
sound. In fact, it is very simple:

Tell your employees personally-or over your signa-
ture-why the automatic purchase of Savings Bonds
through the Payroll Savings Plan is good for them
and their country.

Designate your Number One Man to organize the
canvass and keep it moving.

Enlist the aid of employee organizations-they will
n:be glad to cooperate-*iih you.

W'ith posters, leaflets, and payroll envelope enclo-
;.fisures remind your employees of the many benefits of

The U. S. Government does not poy for this odvertising. The Treosury Deport-
ment thonks, for their potriotic donotion, fhe G. M. Bosford Compony ond

company should. , ."

MN. CIARBNCD FRANCIS
Chairman of the Board, General Foods Corporation

the Payroll Savings Plan. Your State Director, U. S.

Treasury Department, Savings Bonds Division, will
furnish you, free of charge, all the promotional mate-
rial you can use.

Be sure that every man and woman on the payroll
is given a U. S. Savings Bond Application Form.

Thousands of companies, large and small, have just com-
pleted or are now conducting person to person canvasses.

Their reports are a challenge to every company that does
not have a Payroll Savings Plan . . .50/o employee partici-
pation . . . 60% employee participation-some of them
have gone over 80/o.

All the help you need to conduct your person to person
canvass is available from your State Director, U. S.

Treasury Department, Savings Bonds Division. Get in
touch with him.

TELEVISER
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MR. CLARENCE FRANCIS 
Chairman of the Board, General Foods Corporation 

"I believe every eompany should conduct a person to person 
canvass right now, for the best way to promote the sale of 
U. S. Savings Bonds is to put an application card into each 
employee's hand and allow him to reach his own decision." 

As one of America's top executive salesmen, Mr. Clarence 
Francis knows that you sell more when you "ask the man 
to buy." Naturally, that means a person to person canvass 
of all your employees, but it is not as difficult as it may 
sound. In fact, it is very simple: 

Tell your employees personally—or over your signa- 
ture—why the automatic purchase of Savings Bonds 
through the Payroll Savings Plan is good for them 
and their country. 

Designate your Number One Man to organize the 
canvass and keep it moving. 

Enlist the aid of employee organizations —they will 
be glad to cooperate with you. 

With posters, leaflets, and payroll envelope enclo- 
ft sures remind your employees of the many benefits of 

the Payroll Savings Plan. Your State Director, U. S. 
Treasury Department, Savings Bonds Division, will 
furnish you, free of charge, all the promotional mate- 
rial you can use. 

Be sure that every man and woman on the payroll 
is given a U. S. Savings Bond Application Form. 
Thousands of companies, large and small, have just com- 

pleted or are now conducting person to person canvasses. 
Their reports are a challenge to every company that does 
not have a Payroll Savings Plan ... 50% employee partici- 
pation . . . 60% employee participation—some of them 
have gone over 80%. 

All the help you need to conduct your person to person 
canvass is available from your State Director, U. S. 
Treasury Department, Savings Bonds Division. Get in 
touch with him. 

The U. S. Government does not pay for this advertising. The Treasury Depart- 
ment thanks, for their patriotic donation, the G. M. Basford Company and 
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Television Time Buying:
"Stqnding Room Only"

by Robert E. Horris

.f'tHE biggest problem facing the
I television time buyer is clear-

ing time on all the stations his
client may desire. For in the tele-
vision industry, it is strictly
S.R.O. (Shortage of Required Out-
lets) as far as availabilities are
concerned.

The limited number of stations
in TV markets and the fact that
these stations are able to select
programs from four competing
networks are the primary causes
for the shortage of availabilities.
Another limitation on the number
of stations the networks can line
up is the fact that stations derive
much greater income from their
local shows. Networks can gual'-
antee delivery on only the few sta-
tions that they actually own and
operate.

There are presently 107 stations
in operation in sixty-three mar-
kets. Forty of these markets have
but one TV outlet; twelve have
two; seven have three; two have
four; and two have seven. Of the
sixty-five cities with TV service,
forty-eigbt are connected by co-
axial cable or microwave relay
facilities.

If the time buyer wishes a spe-
cific hour on a particular day for
his network program, he must
place a minimum order, acquiring
some cities perhaps on a delayed
basis via film recordings. How-
ever, he is not at all certain of
having that minimum order imme-
diately satisfied. Moreover. he
must take the additional stations
making up his minimum order
when and as they are cleared by
the network.

NOVEMBER, I95O

CBS-TV offers a basic minimum
network of twenty specific sta-
tions, while NBC-TV's basic net-
work includes thirty-seven sta-
tions. Supplementary groups can
be added to these. Du Mont and
ABC do not have minimum require-
ments now because of the diffi-
culty of clearing time on a large
number of stations.

Unlike radio broadcasting, tele-
vision does not present too much
of a coverage problem for the
time buyer. AM stations are
rated according to their power
in watts. For example, a 250-
watt station has an effective range
of five to one hundred miles.
while a 50,000-watt outlet covers
thirty-five to four hundred miles.
TV coverage, on the other hand, is
generally considered to include
the number of sets within a fifty
mile radius of any station.

To determine the number of sets
in any particular area, the time
buyer usually refers to NBC's re-
ceiver estimates which are re-
leased each month. However, it is
important to note that this is an
approximate figure and that there
is no guarantee of absolute accu-
tacy.

Rates established by the sta-
tions are in theory predicated on
the receiver distribution. And
since television is still in the
growing pains stage and the num-
ber of receiver installations keep
increasing at a rapid rate, the
time buyer often finds that what
was true about rates on one da5'
is no longer true the next. It is not
unusual for him to learn after he
has carefully estimated costs and

the client is ready to move ahead
that various stations have in-
creased their rates and that his
schedule must be completely re-
vised.

To meet this situation many
agencies are now including an es-
timate covering rate increases for
a six or trvelve-month period. This
is to give the client notice as to
what additional time charges he
may have to pay.

Many stations do offer rate pro-
tection, although the exact proce-
dure varies with the station. In
the majority of cases, stations ex-
tend protection for a six-month
period after the increase has gone
into effect. In a few cases, protec-
tion is extended from the start of
the contrrict rather than from the
date of the increase.

Contracts are generally signed
for thirteen, twenty-six, thirty-
nine, or fifty-two week periods. In
order to hang on to choice spots,
time buyers are not allowing their
contracts to Iapse during the sum-
mer months. Therefore, fifty-two
week periods are becoming in-
creasingly popular, particularly
for spot announcements. Such
contracts can be cancelled by
either the station or the agency
with a two-week notice.

The time buyer has the choice
of twentl' and sixty second spots,
station breaks, participations,
night or day time hours, pack-
ages, sustaining shows, original
program ideas, film or live pro-
grams of many varieties.

If he wishes to buy an expensive
show which will compete in audi-
ence interest with the top ten, it
is important that his program be

Television Time Buying 

"Standing Room Only" 

by Robert E. (Harris 

THE biggest problem facing the 
television time buyer is clear- 

ing time on all the stations his 
client may desire. For in the tele- 
vision industry, it is strictly 
S.R.O. (Shortage of Required Out- 
lets) as far as availabilities are 
concerned. 

The limited number of stations 
in TV markets and the fact that 
these stations are able to select 
programs from four competing 
networks are the primary causes 
for the shortage of availabilities. 
Another limitation on the number 
of stations the networks can line 
up is the fact that stations derive 
much greater income from their 
local shows. Networks can guar- 
antee delivery on only the few sta- 
tions that they actually own and 
operate. 

There are presently 107 stations 
in operation in sixty-three mar- 
kets. Forty of these markets have 
but one TV outlet; twelve have 
two; seven have three; two have 
four; and two have seven. Of the 
sixty-five cities with TV service, 
forty-eight are connected by co- 
axial cable or microwave relay 
facilities. 

If the time buyer wishes a spe- 
cific hour on a particular day for 
his network program, he must 
place a minimum order, acquiring 
some cities perhaps on a delayed 
basis via film recordings. How- 
ever, he is not at all pertain of 
having that minimum order imme- 
diately satisfied. Moreover, he 
must take the additional stations 
making up his minimum order 
when and as they are cleared by 
the network. 

CBS-TV offers a basic minimum 
network of twenty specific sta- 
tions, while NBC-TV's basic net- 
work includes thirty-seven sta- 
tions. Supplementary groups can 
be added to these. Du Munt and 
ABC do not have minimum require- 
ments now because of the diffi- 
culty of clearing time on a large 
number of stations. 

Unlike radio broadcasting, tele- 
vision does not present too much 
of a coverage problem for the 
time buyer. AM stations are 
rated according to their power 
in watts. For example, a 250- 
watt station has an effective range 
of five to one hundred miles, 
while a 50,000-watt outlet covers 
thirty-five to four hundred miles. 
TV coverage, on the other hand, is 
generally considered to include 
the number of sets within a fifty 
mile radius of any station. 

To determine the number of sets 
in any particular area, the time 
buyer usually refers to NBC's re- 
ceiver estimates which are re- 
leased each month. However, it is 
important to note that this is an 
approximate figure and that there 
is no guarantee of absolute accu- 
racy. 

Rates established by the sta- 
tions are in theory predicated on 
the receiver distribution. And 
since television is still in the 
growing pains stage and the num- 
ber of receiver installations keep 
increasing at a rapid rate, the 
time buyer often finds that what 
was true about rates on one day 
is no longer true the next. It is not 
unusual for him to learn after he 
has carefully estimated costs and 

the client is ready to move ahead 
that various stations have in- 
creased their rates and that his 
schedule must be completely re- 
vised. 

To meet this situation many 
agencies are now including an es- 
timate covering rate increases for 
a six or twelve-month period. This 
is to give the client notice as to 
what additional time charges he 
may have to pay. 

Many stations do offer rate pro- 
tection, although the exact proce- 
dure varies with the station. In 
the majority of cases, stations ex- 
tend protection for a six-month 
period after the increase has gone 
into effect. In a few cases, protec- 
tion is extended from the start of 
the contract rather than from the 
date of the increase. 

Contracts are generally signed 
for thirteen, twenty-six, thirty- 
nine, or fifty-two week periods. In 
order to hang on to choice spots, 
time buyers are not allowing their 
contracts to lapse during the sum- 
mer months. Therefore, fifty-two 
week periods are becoming in- 
creasingly popular, particularly 
for spot announcements. Such 
contracts can be cancelled by 
either the station or the agency 
with a two-week notice. 

The time buyer has the choice 
of twenty and sixty second spots, 
station breaks, participations, 
night or day time hours, pack- 
ages, sustaining shows, original 
program ideas, film or live pro- 
grams of many varieties. 

If he wishes to buy an expensive 
show which will compete in audi- 
ence interest with the top ten, it 
is important that his program be 
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Do You Need

Station Personnel?

lf You Wanf

CAMERAMEN who know cameras, lenses, lights,

composition and general studio operations

FILM MEN who know how and where to urocure

film, edit film, operate projectors .

CONTROL ROOM PERSONNElwho know

how to switch and shade, how to operate all video

and audio controls, who know FCC Rules & Regu-

lations.

WRITERS who can write, produce and direct shows,

prepare commercial copy, and double in brass.

PRODUCER-DIRECTORS with a gift for tele-

vision showmanship, with a practical knowledge of

horv to make a low budget go a long way . . .

Write:

TELEVISION WORKSHQP
OF NEW YORK

1780 Broodwoy, New York 19, N. Y.

Member. T.B.A.

o

telecast over a large number of sta-
tions so that his cost per thousand
in reaching his audience will be re-
duced. Only in this way will he be
able to offset the high investment
necessary to cover the cost of tal-
ent and production.

It may be that the time buyer's
budget is more limited or that he
feels a smaller audience over a
longer period is more suitable for
his particular client.

One of the factors he might con-
sider is the popularity of the pro-
gram preceding his own time pe-
riod. If its rating is high, he may
reasonably expect a sizable over-
lap or "ready made" audience.
This may not be true to the same
extent as with radio since survevs
indicate the TV audience .hanges
stations to a greater extent than
do their AM counterparts. Never-
theless, Firesid,e Theater, for ex-
ample, would not be expected to
receive its current high rating if
it did not immediately follow the
Milton Berle show.

The time buyer constantly re-
fers to the various rating services
for pertinent research. Hooper,
Pulse, Nielsen, Trendex, Videodex,
and American Research Burean
are the leading disseminators of
this video information. The mate-
rial is gathered by means of coin-
cidental telephone surveys, me-
chanical recorders or bv the
viewer recall method.

Depending on which of the rat-
ing services he uses, the time
buyer can ascertain: a) the num-
ber of viewers his program has,
b) trends as to audience increase
or decrease from month to month,
c) the composition of his audience,
and d) the behavior of his audi-
ence.

Although the time buyer has
many yard sticks to go by, each
account and each situation is a
problem which must be considered
separately and individually. The
biggest problem common to all is
the lack of choice availabilities.
With the rrestrictions on building
materials and the FCC freeze on
new station construction, this
situation is likely to get worse be-
fore it improves. There are al-
ready indications that the answer
to this ploblem for many adver-
tisers is daytime television.

TELEVISER
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Station Personnel? 

If You Want . . . 

• CAMERAMEN who know cameras, lenses, lights, 

composition and general studio operations . . . 

« FILM MEN who know how and where to procure 

film, edit film, operate projectors . . . 

• CONTROL ROOM PERSONNEL who know 

how to switch and shade, how to operate all video 

and audio controls, who know FCC Rules & Regu- 

lations. 

• WRITERS who can write, produce and direct shows, 

prepare commercial copy, and double in brass. 

• PRODUCER-DIRECTORS with a gift for tele- 

vision showmanship, with a practical knowledge of 

how to make a low budget go a long way . . . 

Write: 

TELEVISION WORKSHOP 

OF NEW YORK 

1780 Broadway, New York 19, N. Y. 

Member, T.B.A. 

telecast over a large number of sta- 
tions so that his cost per thousand 
in reaching his audience will be re- 
duced. Only in this way will he be 
able to offset the high investment 
necessary to cover the cost of tal- 
ent and production. 

It may be that the time buyer's 
budget is more limited or that he 
feels a smaller audience over a 
longer period is more suitable for 
his particular client. 

One of the factors he might con- 
sider is the popularity of the pro- 
gram preceding his own time pe- 
riod. If its rating is high, he may 
reasonably expect a sizable over- 
lap or "ready made" audience. 
This may not be true to the same 
extent as with radio since surveys 
indicate the TV audience changes 
stations to a greater extent than 
do their AM counterparts. Never- 
theless, Fireside Theater, for ex- 
ample, would not be expected to 
receive its current high rating if 
it did not immediately follow the 
Milton Berle show. 

The time buyer constantly re- 
fers to the various rating services 
for pertinent research. Hooper, 
Pulse, Nielsen, Trendex, Videodex, 
and American Research Bureau 
are the leading disseminators of 
this video information. The mate- 
rial is gathered by means of coin- 
cidental telephone surveys, me- 
chanical recorders or by the 
viewer recall method. 

Depending on which of the rat- 
ing services he uses, the time 
buyer can ascertain: a) the num- 
ber of viewers his program has, 
b) trends as to audience increase 
or decrease from month to month, 
c) the composition of his audience, 
and d) the behavior of his audi- 
ence. 

Although the time buyer has 
many yard sticks to go by, each 
account and each situation is a 
problem which must be considered 
separately and individually. The 
biggest problem common to all is 
the lack of choice availabilities. 
With the restrictions on building 
materials and the FCC freeze on 
new station construction, this 
situation is likely to get worse be- 
fore it improves. There are al- 
ready indications that the answer 
to this problem for many adver- 
tisers is daytime television. 
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World-Wide Summory

big brothers in Hollywood have so
plofitably done. On the altruistic
side, such an interchange of pro-
glams (whether films, kines, or
1-rerhaps someday via live inter-
national network facilities) would
do more for world understanding
than any other media, alone or
combined, could hope for.

Some steps, however tiny, have
been taken in this direction. And
it's not too soon to make similar
and better plans because things
always seem to happen fast in tele-
vision. As groundwork for these
plans, the following is a roundup
of the current state of television
throughout the world:

Lotin Americo
CUBA: The first Cuban TV sta-

tion, Union Radio, (channel 4)
began scheduled operations Octo-
ber I in Havana. Headed by Gas-
pare Pumarejo, the RCA equipped
station uses a 525-line system.
Pumarejo is also planning to set
up his second outlet at Santa Clara
as part of a projected TV network
to be connected with Havana by
radio relay. Estimated receiver
ownership is currently set at sev-
eral thousand with reports that
Miami telecasts are being picked
up in the Cuban capital.

Havana's second TV outlet, CMQ-
TV, (channel 6) owned by Goar
Mestre who heads Cuba's CMQ
radio network, is due to start op-
erations shortly. The station will
have two film camera chains and
three field chains and will telecast
via a 5 kw. RCA transmitter atop
the Radio Centro Building. CMQ-
TV is to have three studios for
video as well as complete 16 mm
film facilities including cameras,
printers, etc. Kinescope recording
units will also be used to exchange
programs with other Latin nations
with TV service.

Mestre's plans call for the ex-
penditure of 9500,000 for TV equip-

ment and, within five yeals, an
island-wide network of satellite
stations. He estimates that with
the CMQ-TV transmitter 800 feet
above sea level, the Havana station
will reach a potential audience of
1,400,000.

A third Cuban'organization, Tel-
evision Caribe, has been assigned
Channel 2, but reports indicate
that these facilities are now up for
sale to American interests.

MEXICO: TV activity, centering
mainly around Mexico City with the
capital's flrst station, XHTV-
NOVEDADES, Iicensed to pub-
isher Romulo O'Farill's Television
de Mexico, started in September.

With a 5 kw. RCA transmitter
located atop the National Lottery
Building, the station covers some
3,000,000 persons in the Mexico
City area. XHTV has a three studio
camera chain plus a mobile unit,
and operates from 5:00 to 7:00
p. m. on weekdays and from 4:00
to 7:00 p, m. on Sundays.

The second Mexico City station,
XEW-TV, owned by broadcaster-
showman Emilio Azcarraga, is due
on the air in the near future. Sta-
tions will use a GE transmitter to
service a planned chain of large
capacity TV theatres throughout
the city so that video will be im-
mediately available to the general
public. Mexico has set a ceiling of
10,000 TV sets to be imported this
year, though Azcartaga expects
this quota to be raised to 60,000 in
1951. Meanwhile, RCA has shipped
some 400 non-synchronous 10-inch
sets tlat can be adjusted to work
on the city's 50 cycle curuent.

Reports on a third station in the
area, owned by inventor Gonzales
Camarena, indicate that it has been
on the air experimentally for many
months with live and film trans-
missions both in black and white
and color. Programs are said to
originate at the National Stadium

Television Abroqd
by R.ichord G. lves

Public Relotions, Television Broodcosters Ass,n, Inc.

tf\HE plofusion of vexing plob-r lems that have been boiling in
the domestic video ketfle seems to
have somewhat obscured the fact
that television is busily flapping its
young wings across the seven seas.
Ihe truth is that in not too many
years this old globe of ours may
well look like a porcupine with TV
antennas bristling all along its
shapely curves.

These developments abroad are,
or will be of great importance to
the U. S. television industry, man-
facturers and broadcasters alike.
Manufacturers can look forward to
new markets, broadcasters to new
program sources, and U. S. export-
ers will now have a new medium
through which to advertise their
products overseas.

While foreign radio has never
held great significance to American
broadcasters, the same should not
hold true for TV. It obviously was
uneconomical and impractical to
translate foreign AM broadcasts for
domestic use. But pictures require
no translation for general under-
standing and programs originat-
ing in Paris, Berlin, Tokyo or Bue-
nos Aires may well be of tremend-
ous interest to the local viewer,
necessitating only the dubbing in
of an English sound track or the
imposition of an English commen-
tary. Depending on the level of
programming abroad, networks and
stations in the U. S. might indeed
have a gold mine of new shows at
their disposal with which to feed
the greedy appetite of this medium.
On the practical side, this probable
source of material could success-
fully fill the gaping holes in pro-
gram schedules that the networks
and locals seem to anticipate once
a nationwide TV system is estab-
Iished.

Conversely, package owners (net-
works, agencies, or independents)
may find it feasible to enter the
program export business as their
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World-Wide Summary 

Television Abroad 

by Richard G. ives 

Public Relations, Television Broadcasters Ass'n, Inc. 

' pHE profusion of vexing prob- 
J- lems that have been boiling in 

the domestic video kettle seems to 
have somewhat obscured the fact 
that television is busily flapping its 
young wings across the seven seas, 
the truth is that in not too many 
years this old globe of ours may 
well look like a porcupine with TV 
antennas bristling all along its 
shapely curves. 

These developments abroad are, 
or will be of great importance to 
the U. S. television industry, man- 
facturers and broadcasters alike. 
Manufacturers can look forward to 
new markets, broadcasters to new 
program sources, and U. S. export- 
ers will now have a new medium 
through which to advertise their 
products overseas. 

While foreign radio has never 
held great significance to American 
broadcasters, the same should not 
hold true for TV. It obviously was 
uneconomical and impractical to 
translate foreign AM broadcasts for 
domestic use. But pictures require 
no translation for general under- 
standing and programs originat- 
ing in Paris, Berlin, Tokyo or Bue- 
nos Aires may well be of tremend- 
ous interest to the local viewer, 
necessitating only the dubbing in 
of an English sound track or the 
imposition of an English commen- 
tary. Depending on the level of 
programming abroad, networks and 
stations in the U. S. might indeed 
have a gold mine of new shows at 
their disposal with which to feed 
the greedy appetite of this medium. 
On the practical side, this probable 
source of material could success- 
fully fill the gaping holes in pro- 
gram schedules that the networks 
and locals seem to anticipate once 
a nationwide TV system is estab- 
lished. 

Conversely, package owners (net- 
works, agencies, or independents) 
may find it feasible to enter the 
program export business as their 

big brothers in Hollywood have so 
profitably done. On the altruistic 
side, such an interchange of pro- 
grams (whether films, kines, or 
perhaps someday via live inter- 
national network facilities) would 
do more for world understanding 
than any other media, alone or 
combined, could hope for. 

Some steps, however tiny, have 
been taken in this direction. And 
it's not too soon to make similar 
and better plans because things 
always seem to happen fast in tele- 
vision. As groundwork for these 
plans, the following is a roundup 
of the current state of television 
throughout the world: 

Latin America 
CUBA: The first Cuban TV sta- 

tion, Union Radio, (channel 4) 
began scheduled operations Octo- 
ber 1 in Havana. Headed by Gas- 
pare Pumarejo, the RCA equipped 
station uses a 525-line system. 
Pumarejo is also planning to set 
up his second outlet at Santa Clara 
as part of a projected TV network 
to be connected with Havana by 
radio relay. Estimated receiver 
ownership is currently set at sev- 
eral thousand with reports that 
Miami telecasts are being picked 
up in the Cuban capital. 

Havana's second TV outlet, CMQ- 
TV, (channel 6) owned by Goar 
Mestre who heads Cuba's CMQ 
radio network, is due to start op- 
erations shortly. The station will 
have two film camera chains and 
three field chains and will telecast 
via a 5 kw. RCA transmitter atop 
the Radio Centro Building. CMQ- 
TV is to have three studios for 
video as well as complete 16 mm 
film facilities including cameras, 
printers, etc. Kinescope recording 
units will also be used to exchange 
programs with other Latin nations 
with TV service. 

Mestre's plans call for the ex- 
penditure of $500,000 for TV equip- 

ment and, within five years, an 
island-wide network of satellite 
stations. He estimates that with 
the CMQ-TV transmitter 300 feet 
above sea level, the Havana station 
will reach a potential audience of 
1,400,000. 

A third Cuban'organization, Tel- 
evision Caribe, has been assigned 
Channel 2, but reports indicate 
that these facilities are now up for 
sale to American interests. 

MEXICO: TV activity, centering 
mainly around Mexico City with the 
capital's first station, XHTV- 
NOVEDADES, licensed to pub- 
isher Romulo O'Earill's Television 
de Mexico, started in September. 

With a 5 kw. RCA transmitter 
located atop the National Lottery 
Building, the station covers some 
3,000,000 persons in the Mexico 
City area. XHTV has a three studio 
camera chain plus a mobile unit, 
and operates from 5:00 to 7:00 
p. m. on weekdays and from 4:00 
to 7:00 p, m. on Sundays. 

The second Mexico City station, 
XEW-TV, owned by broadcaster- 
showman Emilio Azcarraga, is due 
on the air in the near future. Sta- 
tions will use a GE transmitter to 
service a planned chain of large 
capacity TV theatres throughout 
the city so that video will be im- 
mediately available to the general 
public. Mexico has set a ceiling of 
10,000 TV sets to be imported this 
year, though Azcarraga expects 
this quota to be raised to 60,000 in 
1951. Meanwhile, RCA has shipped 
some 400 non-synchronous 10-inch 
sets that can be adjusted to work 
on the city's 50 cycle current. 

Reports on a third station in the 
area, owned by inventor Gonzales 
Camarena, indicate that it has been 
on the air experimentally for many 
months with live and film trans- 
missions both in black and white 
and color. Programs are said to 
originate at the National Stadium 
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LOOK OUT, SENOR HOPPY! This Mexicon oudience, mony of whom ore
viewing television for the first time, is both entrqnced ond frightened by the
stronge, new medium. Within o few yeors, it is likely thqt television will be o

port of the lives of people in mony notions throughout the world.

with a score of sets installed in de-
partment stores and at the city
fairgrounds. Color system is al-
leged to be similar to that of CBS.

TV is also starting along the
Mexican-U. S. border with the al-
location of Channel 6 to the Jorge
I. Rivera enterprises for station
XEAC-TV in Tijuana. Engineering
is reportedly completed for the
transmitter whose signal is expec-
ted to cover 80 per cent of Southern
California. The station uses RCA
equipment and plans call for a
seven day a week schedule, 6:00
p. m. to midnight, with 60 per cent
of the time devoted to English
broadcasts.

P]ans are also said to be under-
way for TV outlets at Matmoras
(Channel 7) and Nuevo Laredo,
both owned by Compania Mexicano
de Television headed by Texan
Manuel Leal. In addition, Azcar-
raga is reported to be planning to
establish some half dozen border
stations in the next two years.

BRAZIL: TV station, RADIO
TUPI (Channel 3), atop the Banco
de Estado in Sao Paulo. is about
ready to start regular operations.
Owned by Brazil's radio network,
Emissoras Associates which is
headed by Dr. Assis Chateaubriand,
the station employs the 525-line
system, using RCA equipment in-
cluding a 5 kw. transmitter, Studio
facilities and a mobile unit.

The second Brazilian station
(also RADIO TUPI) is due to start
soon in Rio de Janeiro with a 5 kw.
GE transmitter located atop Sugar

l2

Loaf Mountain. The station is in-
tended to service some 3,000 re-
ceivers, mostly in public places and
GE has already shipped some 1,800
TV chassis (7212 inches and 19
inches) to Rio for the TV debut.

OTHER SOUTH AMERICAN
COUNTRIES : Argentina, Uruguay
and several others are talking TV
interestedly but no definite plans are
yet indicated. Colombia reportedly
js interested in receiving bids for
U. S. station and receiver equip-
ment and has already received
British and Dutch bids for a trans-
mitter and 500 initial sets for Bo-
gota.

OTHER LATIN AMERICAN
DEVELOPMENTS: Perhaps the
first international TV circuit was
organized last April as the Pan-
American Television Corporation
headed by Mexico's Azcarraga and
Frank Fouce of Hollywood, and in-
cluding showmen in Cuba, Brazil
and Argentina. The organization
will handle all phases of production
and televising, with Hollywood and
New York branches acting as buy-
ing agencies for programs. In ad-
dition to purchasing U. S. telepix,
to be dubbed in Spanish, the firm
will produce its own TV films at
Azcatraga's Mexico City studios.
The group also plans to show its
kinescopes in the U. S. and abroad.

There is also discussion of the
formation of a Latin American TV
film network to link outlets in Mex-
ico, Cuba and Puerto Rico and even-
tr,rally the rest of South America.
The fllm network will feature news.

special events, sports and docu-
mentaries produced in Spanish and
prepared as packaged programs.

Europe

ENGLAND: British TV, all
part of government's BBC, employs
a 405line system with two stations
now in operation, one in London
and one in Birmingham, and a third
under construction. In all. a total
of flve stations are expected to be
on the air within three years with
a coverage of 70 per cent of the
population by that time. Additional
plans call for a total of ten stations
within flve years with an 80 per
cent coverage.

England's second station at Sut-
ton 0otdfield, near Birmingham,
claims to be the world's most pow-
erful TV outlet, serving a potential
six million viewers in the industrial
Midland. The station will soon
carry programs originating at
BBC's London studios via a coaxial
cable now being laid.

Some 317,000 TV sets are said
to be in use throughout England
with an industry production goal of
400,000 sets in 1950 by some 20
British manufacturers.

By way of milestones, the British
recently succeeded in a cross-chan-
nel telecast, picking up a program
telecast in Calais and microwaving
it from Dover to London for a re-
broadcast over BBC.

SCOTLAND: Scotland's first TV
station at Kirk O'Shotts, Lanark-
shire, is expected to be opened
sometime in 1951.

FRANCE: French TV, also gov-
ernment operated, is centered
largely in Paris where the RDF
video station is using an 819-line
standard several hours a day as
well as regular 455line transmiss-
ions for which some 15,000 Pari-
sian receivers are currently geared.
Programs are transmitted on both
systems and will so continue for five
years by which time officials expect
all sets to be of the 819Jine variety.
All telecasts originate in the TV
building on Rue Cegnaco-Joy and
are piped by cable to the transmit-
ter atop the Eiffel Tower. Currently
only three studios are operating
with five more in preparation. Paris
viewers have five hours of pro-
gramming a day., both film and live.

A second French TV station re-
cently went on the air in Lille and
a third is under construction in
Lyons, both under the direction of
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LOOK OUT, SENOR HOPPY! This Mexican audience, many of whom are 
viewing television for the first time, is both entranced and frightened by the 
strange, new medium. Within a few years, it is likely that television will be a 

part of the lives of people in many nations throughout the world. 

with a score of sets installed in de- 
partment stores and at the city 
fairgrounds. Color system is al- 
leged to be similar to that of CBS. 

TV is also starting along the 
Mexican-U. S. border with the al- 
location of Channel 6 to the Jorge 
I. Rivera enterprises for station 
XFAC-TV in Tijuana. Engineering 
is reportedly completed for the 
transmitter whose signal is expec- 
ted to cover 80 per cent of Southern 
California. The station uses RCA 
equipment and plans call for a 
seven day a week schedule, 6:00 
p. m. to midnight, with 60 per cent 
of the time devoted to English 
broadcasts. 

Plans are also said to be under- 
way for TV outlets at Matmoras 
(Channel 7) and Nuevo Laredo, 
both owned by Corapania Mexicano 
de Television headed by Texan 
Manuel Leal. In addition, Azcar- 
raga is reported to be planning to 
establish some half dozen border 
stations in the next two years. 

BRAZIL: TV station, RADIO 
TUPI (Channel 3), atop the Banco 
de Estado in Sao Paulo, is about 
ready to start regular operations. 
Owned by Brazil's radio network, 
Emissoras Associates which is 
headed by Dr. Assis Chateaubriand, 
the station employs the 525-line 
system, using RCA equipment in- 
cluding a 5 kw. transmitter, studio 
facilities and a mobile unit. 

The second Brazilian station 
(also RADIO TUPI) is due to start 
soon in Rio de Janeiro with a 5 kw. 
GE transmitter located atop Sugar 

Loaf Mountain. The station is in- 
tended to service some 3,000 re- 
ceivers, mostly in public places and 
GE has already shipped some 1,800 
TV chassis (12% inches and 19 
inches) to Rio for the TV debut. 

OTHER SOUTH AMERICAN 
COUNTRIES: Argentina, Uruguay 
and several others are talking TV 
interestedly but no definite plans are 
yet indicated. Colombia reportedly 
is interested in receiving bids for 
U. S. station and receiver equip- 
ment and has already received 
British and Dutch bids for a trans- 
mitter and 500 initial sets for Bo- 
gota. 

OTHER LATIN AMERICAN 
DEVELOPMENTS: Perhaps the 
first international TV circuit was 
organized last April as the Pan- 
American Television Corporation 
headed by Mexico's Azcarraga and 
Frank Fouce of Hollywood, and in- 
cluding showmen in Cuba, Brazil 
and Argentina. The organization 
will handle all phases of production 
and televising, with Hollywood and 
New York branches acting as buy- 
ing agencies for programs. In ad- 
dition to purchasing U. S- telepix, 
to be dubbed in Spanish, the firm 
will produce its own TV films at 
Azcarraga's Mexico City studios. 
The group also plans to show its 
kinescopes in the U. S. and abroad. 

There is also discussion of the 
formation of a Latin American TV 
film network to link outlets in Mex- 
ico, Cuba and Puerto Rico and even- 
tually the rest of South America. 
The film network will feature news, 

special events, sports and docu- 
mentaries produced in Spanish and 
prepared as packaged programs. 

Europe 
ENGLAND: British TV, all 

part of government's BBC, employs 
a 405-line system with two stations 
now in operation, one in London 
and one in Birmingham, and a third 
under construction. In all, a total 
of five stations are expected to be 
on the air within three years with 
a coverage of 70 per cent of the 
population by that time. Additional 
plans call for a total of ten stations 
within five years with an 80 per 
cent coverage. 

England's second station at But- 
ton Coidfield, near Birmingham, 
claims to be the world's most pow- 
erful TV outlet, serving a potential 
six million viewers in the industrial 
Midland. The station will soon 
carry programs originating at 
BBC's London studios via a coaxial 
cable now being laid. 

Some 317,000 TV sets are said 
to be in use throughout England 
with an industry production goal of 
400,000 sets in 1950 by some 20 
British manufacturers. 

By way of milestones, the British 
recently succeeded in a cross-chan- 
nel telecast, picking up a program 
telecast in Calais and microwaving 
it from Dover to London for a re- 
broadcast over BBC. 

SCOTLAND; Scotland's first TV 
station at Kirk O'Shotts, Lanark- 
shire, is expected to be opened 
sometime in 1951. 

FRANCE; French TV, also gov- 
ernment operated, is centered 
largely in Paris where the RDF 
video station is using an 819-line 
standard several hours a day as 
well as regular 455-line transmiss- 
ions for which some 15,000 Pari- 
sian receivers are currently geared. 
Programs are transmitted on both 
systems and will so continue for five 
years by which time officials expect 
all sets to be of the 819-line variety. 
All telecasts originate in the TV 
building on Rue Cegnaco-Joy and 
are piped by cable to the transmit- 
ter atop the Eiffel Tower. Currently 
only three studios are operating 
with five more in preparation. Paris 
viewers have five hours of pro- 
gramming a day, both film and live. 

A second French TV station re- 
cently went on the air in Lille and 
a third is under construction in 
Lyons, both under the direction of 
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Vladimir Porche, Director General
of Radio Diffusion Francais. The
Lille outlet is operating regularly
on the 819Jine standard with most
programming devoted to films.
However, the construction of micro-
rvave relay stations between Lille
and Paris is now underway and,
when finished, Lille will rebroadcast
Paris programs.

Porche has also set up a trans-
mitter in Vatican City with plans
to spot TV sets in Rome theatres
and public places to win friends for
the French system. He has also de-
veloped an inexpensive relay net-
work to carry Paris telecasts be-
yond the French border, with one
such relay station built in the Alps
and beamed at Switzerland.

ITALY: Experimental teleeast-
ing has been goin! on for a year
now by RADIO ITALY in Turin
covering' a 50-mile area and using
a 625line system with GE equip-
ment. Similar 625line experiments
are also being made in Milan. In ad-
dition, there was some talk of co-
operation with the French system
as evidenced by the Vatican City
installation, though indications now
are that Italy will stick with 625-
lines.

Plans now call for an eight sta-
tion network in north Italy: in
Milan, Turin, Genoa, Venice, Bo-
logna, Ferrara, Savoia and La-
Spezia. Origination points would
be Turin and Milan with microwave
boosters used for intercity trans-
mission. Rome is expected to have a
separate station not on any net-
work, using kines of northern pro-
grams.

RUSSIA: According to reports,
two stations now operating in the
Soviet Union, one in Moscow and
one in Leningrad, use the 625-
line system. Stations are also said
to be scheduled for Kiev in the
Ukraine and Sverdlovsk in the
Urals with a report that the So-
viets are working on a coaxial cable
to link all four cities. Operating
stations are said to rely heavily on
Russian films and the Moscorv Art
Theatre for programs. TV receivers
in use, of which best estimates
run around 50,000, include small,
4"x5" table models and consoles.
The Soviets, among their many
video claims, say they have virtu-
ally solved the problem of color
tplpvision.

BELGIUM: The Belgian gov-
ernment is now negotiating with
U. S., British and French TV manu-
facturers for the installation of
video throughout the country.
Chances are that Belgium will settle
on the 625line system, though no
final decision on the matter has been
made. Meanwhile, the French TV
station at Lille covers part of Bel-
gium and when the station reaches
its full power next year, some 2,000,-
000 Belgians will be in range of
the French telecasts.

GERMANY: NORTHWEST
GERMAN RADIO, largest network
in West Germany, has stalted ex:-
perimental TV transmissions, using
625-lines, and hopes to establish a
regular TV service within two
years.

NETHERLANDS: The Dutch
have long been conducting TV ex-
periments with a test station at
Eindhoven. It was recently re-
ported that a Netherlands TV serv-
ice would go into operation next
spring, using a 625line system,
with the transmitter at Lopik now
said to be under construction.

SWEDEN: Television is expected
to debut in Sweden late in 1951.
The Swedish Broadcasting organi-
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Vladimir Porche, Director General 
of Radio Diffusion Francais. The 
Lille outlet is operating regularly 
on the 819-line standard with most 
programming devoted to films. 
However, the construction of micro- 
wave relay stations between Lille 
and Paris is now underway and, 
when finished, Lille will rebroadcast 
Paris programs. 

Porche has also set up a trans- 
mitter in Vatican City with plans 
to spot TV sets in Rome theatres 
and public places to win friends for 
the French system. He has also de- 
veloped an inexpensive relay net- 
work to carry Paris telecasts be- 
yond the French border, with one 
such relay station built in the Alps 
and beamed at Switzerland. 

ITALY: Experimental telecast- 
ing has been going on for a year 
now by RADIO ITALY in Turin 
covering a 50-mile area and using 
a 625-line system with GE equip- 
ment. Similar 625-line experiments 
are also being made in Milan. In ad- 
dition, there was some talk of co- 
operation with the French system 
as evidenced by the Vatican City 
installation, though indications now 
are that Italy will stick with 625- 
lines. 

Plans now call for an eight sta- 
tion network in north Italy: in 
Milan, Turin, Genoa, Venice, Bo- 
logna, Ferrara, Savoia and La- 
Spezia. Origination points would 
be Turin and Milan with microwave 
boosters used for intercity trans- 
mission. Rome is expected to have a 
separate station not on any net- 
work, using kines of northern pro- 
grams. 

RUSSIA: According to reports, 
two stations now operating in the 
Soviet Union, one in Moscow and 
one in Leningrad, use the 625- 
line system. Stations are also said 
to be scheduled for Kiev in the 
Ukraine and Sverdlovsk in the 
Urals with a report that the So- 
viets are working on a coaxial cable 
to link all four cities. Operating 
stations are said to rely heavily on 
Russian films and the Moscow Art 
Theatre for programs. TV receivers 
in use, of which best estimates 
run around 50,000, include small, 
4" x 5" table models and consoles. 
The Soviets, among their many 
video claims, say they have virtu- 
ally solved the problem of color 
fpWision. 

BELGILTM: The Belgian gov- 
ernment is now negotiating with 
U. S., British and French TV manu- 
facturers for the installation of 
video throughout the country. 
Chances are that Belgium will settle 
on the 625-line system, though no 
final decision on the matter has been 
made. Meanwhile, the French TV 
station at Lille covers part of Bel- 
gium and when the station reaches 
its full power next year, some 2,000,- 
000 Belgians will be in range of 
the French telecasts. 

GERMANY: NORTHWEST 
GERMAN RADIO, largest network 
in West Germany, has started ex- 
perimental TV transmissions, using 
625-lines, and hopes to establish a 
regular TV service within two 
years. , 

NETHERLANDS: The Dutch 
have long been conducting TV ex- 
periments with a test station at 
Eindhoven. It was recently re- 
ported that a Netherlands TV serv- 
ice would go into operation next 
spring, using a 625-line system, 
with the transmitter at Lopik now 
said to be under construction. 

SWEDEN: Television is expected 
to debut in Sweden late in 1951. 
The Swedish Broadcasting organi- 
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zation recently asked Parliament
for several million dollars to start
experiments in Stockholm, using
probably the 625Jine system, as
well as to build the country's first
video station there. Earlier TV ex-
periments were made this past
summer in Gothenburg. When tele-
vision does start, it will be non-
commercial and state - owned as
with the Swedish radio.

OTHER EUROPEAN COUN-
TRIES: Switzerland, Denmark
and Czechoslovakia are reported to
have adopted the 625line sYstem
and indications are that SPain and
Portugal will follow suit. However,
in all probability these and other
European countries not listed will
be without a TV service for at least
several years, depending on the
attainment of standardizatiort
agreements.

Other Notions

AUSTRALIA: The Australian
Government reportedly expects the
construction of an experimental
television station at Sydney to take
about two years, with the establish-
ment of regular TV service in that
country the following Year. Re-
cently, permission was given to
commercial firms to participate in
the operation of TV throughout
the country with these firms agree-
ing to support the government in
setting up a video service.

SOUTH AFRICA: A demonstra-
tion held last April in Johannes-
burg by British firms was the first
introduction of TV to the South
Africans. However, general video
service is not expected here for sev-
eral years.

CANADA: CBC has been as-
signed channels two and five in
Montreal and channel nine in To-
ronto, with plans to get one station
in each city operating sometime
around the fall of 1951. The Mon-
treal station will broadcast both in
English and French until the sec-
ond station in that city gets under
way, at which time one will be de-
voted exclusively to English and
one to French telecasts. There is
also a report of plans for a sta-
tion in Ottawa sometime in the
future. In all. five channels have
been allocated for Montreal and
three for Toronto with the possi-
bility that eventually private broad-
casters may use non-CBC channels.
American equipment has already
been ordered for the first two
stations.

Thirteen Canadian TV set manu-
facturers are currently producing
receivers with a 1950 industry sales
expectation of 31,000 plus 60,000
in 1951. The manufacturers esti-
mate a total potential market in
Canada at 250,000 sets once Cana-
dian TV gets going. Meanwhile,
some 13,500 Canadians have pur-
chased TV sets to pickup U. S. tele-
casts from Buffalo, Rochester, Syra-
cuse, Erie, Cleveland, Toledo,
Detroit and Seattle.

An important milestone was a
recent introduction of "kinescope
recordings", actually theatre tele-
vision, at the Imperial Theatre, in
Toronto. Fergus Mutrie has been
named director of CBC-TV for To-
ronto, and Aurele Seguin for
Montreal.

I
,

BRIDGES, AAOODS,
INTERLUDES
A clossified ond cross-indexed
reference book, pcrticulorly
helpful wherever descriptive
mood music or bockground music is necessory.

You don't hove to be o music expelt to moke the most of this BMI

service. "Bridges, Moods, Interludes" gives you thousonds of cues to
recorded music ovoiloble to ony telecoster.

AAUSICAL CATEGORIES
For setting musicol scenes ond selecting
oppropriote music for countless script situo-
tions. . . . A complete volume, corefully com-
piled, indexed ond cross-indexed, to provide
inrmediote reference to a wide voriety of
song titles. The BMI CATEGORICAL lN-
DEX is proving indispensoble to TV producers
ond progrom directors everywhere.

BMI

cartGottcat
INOEX

ili::l:::il,:: 
.....,

t
I

Write to BMI's Television Seryice Dept. lor Your Free Copy

tsMtil suggesfs..o
TWO PRACTICAL AIDS
TO THE TV PRODUCER
BMI, through ite Television Service Departmento makes avail.
able to itr TV liceneeee a variety of specific aids to music pro'
gramrning. TWO PRACTICAL AIDS are deecribed below:

BROADCAST
580 Fifth Avenue
NEW YORK O CHICAGO

MUSIC INCORPORATED
New York 19, N. Y.

. HOLLYWOOD ' TORONTO ' MONTREAL

l4 TELEVISER

zation recently asked Parliament 
for several million dollars to start 
experiments in Stockholm, using 
probably the 625-line system, as 
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recordings", actually theatre tele- 
vision, at the Imperial Theatre, in 
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Television and Union Music

by Joseph Dermer

IYfITHIN a short while negotia-
W tions between the American

Federation of Musicians and the
television networks for a new con-
tract are scheduled to begin. The
present contract, which expires
January 31, 1951, embodies these
main features:

o For a single network en-
gagement the television musi-
cian receives ninty-five per cent
of what he would get for an
identical radio network perform-
ance. In New York, the television
musician's minimum salarY
based on the radio scale is: $7.13
per rehbarsal hour, $21.85 per
telecast hour, $17.10 per telecast
one-half hour, $2.85 for doub-
ling, and twice the above figures
for the leader.

o Television musicians who
are on the staff of a network re-
ceive eighty per cent of the radio
network scale. In New York, this
would mean a minimum salary of
$181.87 for a twentY-five hour
week on a sustaining andfot
commercial program. If the Pro-
grams on which he works are all
unsponsored, he receives $144.21
per week.

o The television musician re-
ceives an additional $15 Per Pro-
gram above the radio scale in
case of simultaneous radio broad-
cast and telecast, if the program
is sponsored. If the program is
unsponsored, he receives an ad-
ditional $7.50 over the radio
scale.

o The television musician re-
ceives an additional $6 for aP-
pearing in make-up or costumc'
during a dress rehearsal or a
telecast.

o Locals retain jurisdiction
over any purely local program.
In New York for a single local
engagement, the television mu-
sician receives 85 per pent of the
radio scale, that is: $6.38 per
rehearsal hour, $19.55 per tele-
cast hour, $15.30 per telecast
half-hour, ,$2.55 for doubling,
and twice the above figures for
the leader.

NOVEMBER, I95O

a If payment is on a weeklY
basis, the television musician
receives 71 2/3 per cent of the
local radio scale, that is: $137.21
for a twenty-five hour week on a
sustaining andf or commercial
program. If all his programs are
unsponsored he receives $108.79
per week.

a In all cases the ratio be-
tween the payment given to a
television musician and that
given to a radio musician is the
same. However, the scale of radio
payments varies with the citY
from which the program orig-
inates.

It is o:onsidered a foregone con-
clusion that the Federation will
press for substantial increases, per-
haps as high as 100 per cent, when
negotiations begin. The networks
will oppose the increase because of
the terrific inequality between AM
and TV in the number of stations,
markets covered, receiving sets,
and possible number of listeners.
Another objection of the networks
will be that the originating stations,
the stations which show the lowest
margin of profit, if any at all, will
have to bear the additional cost.

Music For Films

Pelhaps the most serious area of
disagreement is the Federation ban
on the use of music for TV films.
Contracts signed by the union with
the eight major film producers pro-
hibits television use of the sound
track of any motion picture made
since 1946, unless a five per cent
royalty based on the individual sta-
tion's rate card is paid into a trustee
fund. The trustee fund is used to
provide free music and is adminis-
tered by an impartial authority,
Samuel R. Rosenbaum. a Philadel-
phia lawyer formerly associated
with radio station WFIL.

In practice the royalty payment
works this way. If a one-hour film
produced since 1946 were to be tele-
cast on, say, station WAVE-TV in
Louisville, Kentucky on Class A
time, the royalty payment would be

$15, five per cent of the station's
rate of $300. The nayment would be
made by the film distributor or pro-
ducer, who would, of course, pass

on the cost to the station, which
rvould, in turn, do the same to the
sponsor.

There has been rto delinile pat-
tern set for filmed comr4ercials, as

far as a royalty payment is con-
cerned. The ban is operative in so

far as it restricts the use of music
on filmed commercials to library
music (a regular library service of
electrical transcriptions of music
recorded prior to 1946).

Thus far the Federation proPosal
has found few takers among film
producers and diitributors. Among
those who have agreed to the toy-
alty plan are: Lou Snader Tele-
scriptions, which will produce some
800 three-minute musical shorts,
Flying A Pictures, which will pro-
duce full length films starring Gene
Autry, and the Horace Heidt show.
Recently ABC announced that ten
Eagle Lion releases made since 1946
by Harry Thomas, had been ac-
quired for $1,200 each for the first
running on video with the distrib-
utor paying the royalty.

The main point in the Federa-
tion's argument for a royalty pay-
ment is substantially the same as
the one it made when pressing for
a similar concession from the record
companies,' that is, musicians are
being deprived of employment when
the sound track of a fllm is used on
television. Most producers and dis-
tributors, however, have been ada-
mant in their opposition. They are
convinced that television cannot ab-
sorb the additional cost. nor will
the budgets of advertisers permit
the cost to be passed on to them.
They argue that no comparison can
be made between the existing roy-
alty payments made by record com-
panies because a) A record is solely
music, while the score of a film is
only a small part of that film. b)
Records are sold outright to mill-
ions of people, while the individual
television station or advertiser
would be the only ones to bear the
royalty payment. They also main-
tain that a motion picture should
be usable in every medium without
any additional charge, and that in
the case of a picture made expressly
for television, the cost is so great
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and the profit margin so low, that a
royalty payment is out of the
question.

Even if these objections did not
exist, film producers and distribu-
tors would be completely opposed
to the royalty proposal on principle.
Mel Gold, advertising manager of
National Screen Service Corp.,
summed up their position when he
said, "The stand taken against Mr.
Petrillo's royalty is not taken
against Mr. Petrillo per se. It is
against the royalty theory which
would prove disastrous to the
television film industry if embraced
by the Screen Actors Guild, the
scenic designers union, the carpen-
ters union. ad infinitum."

The feeling in the television film
industry is that once it has agreed
to the Federation proposal, every
other union involved could with
equal, if not greater, right make
the same demand.

There have been rumors that
some sort of settlement is in the
offing. But if this is to come about,
it seems likely that a substitute
markedly different from the royalty
proposal will have to be offered to
film producers and distributors. As
the situation nolv exists, most pro-
ducers and distributors feel that
they can afford to stand pat and
rely on library and foreign music to
fill their needs.

The Federation's regulation con-
cerning kinoscoping is simple and
to the point. It states that a film
recording may be played only once
over a station and that this station
must have been affiliated with the
network at the time of the original
telecast.

By and large network officials do
not oppose this ruling. Their one
principal objection was to an
ASCAP regulation which imposed
a time limit of 30 days for kine-
scoping a program on another sta-
tion. However, ASCAP recently ex-
tended this limitation to 60 days.
It is important to note that this
limitation is in effect only in cases
where the individual writer or pub-
lisher concerned has given ASCAP
permission to impose it. Where this
is not so, separate arrangements
have to be made with the individual
writer or publisher.

That, in essence, is the picture
as far as television union music is
concerned. The only thing that
seems certain of the future is-as
the old song puts it-"There'll Be
Some Changes Made."
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by John DeMott

John DeMott is rhe Monoger of Speciol Effects for CBS-TV. He hos been ossocioted vith
Poromount, Universol, MGM, Worner Bros., ond RKO-Pothe. He hos recently colloboroted on o

Broodcost Advertising Bureou ,monuol devoted to TV odvertising techniques ond speciol effects.
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ManE requests haue been recei'aed i,nqui'ri'ng about steam, fog and
smoke. So suppose we discuss tlt'e i'ngredients and the techniques of creat-
ing these effects.

STEAM: I)ry ice is one of the most common and inexpensive ingre-
dients, and yet it is one of the most valuable in that it has more uses for
atmospheric efrects. Yery often you will see a kitchen stove with pots
and pans cooking or a tea kettle steaming or a cup of steaming hot coff'ee.
By using a pot or pan and chipping small pieces of this ice and adding
hot water over whatever food you are demonstrating, you can get a
steaming effect.

It is important not to seal any containers that hold dry ice-a
minor explosion could result. Be especially careful in handling dry
ice. Bad burns can occur. We suggest that you use heavy gloves or
cloth wh'en handling. Do not set a piece of dry ice on a glass top
table or desk for any length of time llecause the sudden change in tem-
perature on that particular spot rvill crack the glass.

GROUND FOG: Ba fiUi'ng a pail abott't hall fuLI' of hot water anil
d,ropping large chunks of drE i,ce in it, beautiful f og effects can be obtaineil.
Houet:er, the most practi.cal way i.n whi,ch to obtai'n a groumd, f og e,ffect i's
to buitd a bor about four feet high, three feet wid,e and liae feet long.
About 3/+ of the hei,ght on th.e narrow end of the bon, cut a slot approri'
motelE 4r/z inches high and along the entire width of th'i.s ettd. At the
back of the bon at the oytposite end of th'e slot ctt't a 12 inch h,ole. Ou'tside
the bon and in front of th.is circular opening place an electric fan. From
outside the slot to the floor place a hollow chute (utith a lid) appro:t'imate:Iu

f our f eet long witlt small steps or ladder sticks to lr'old ice. On one side
of the bon put a door so that Aou nla1l obtain q,ccess to the interi,or. Now
place two hot plates on the floor of the bor with a bucket of hot uater on
each plate.

When uozc are ready for
the effect, drop large clt,unks
of drE i,ce into the Ttails. Then
close the door and start th,e

fan. Th.is toill blow steam out
through, tlrc slot and down
through the low tray or chute,

wluich i,s l,oaded with, chunlts of ice. Th,e result wiII be a beautiful Loto lAing
fog effect. The cold,er the room, th,e longer th.e fog wiII remain on the
ground,. We suggest yotr, slightly d,ampen th.e fiaor before starting (see

drawing).

SMOKE OR FOG: There ane several types of smoke-all of them
very uncontrollable. The simplest is to purchase a common bee smoker
from any good hardware store. I suggest you add a bit of candle shav-
ings on wax to the top of tarragon and charcoal on top of the smoker. This
will thicken the smoke. Be very careful not to overload the studio with
smoke or a noisy picture will result. This smoke can be applied through
a fog box for best results. There are various other chemicals which can
be used for smoke but we do not advise that you use them-most of them
being irritating to the eye tissues and the throat. Be sune the studio is
properly ventilated at all times and that all personnel concerned with
the show are not alergic to smoke.

TELEVISER

and the profit margin so low, that a 
royalty payment is out of the 
question. 

Even if these objections did not 
exist, film producers and distribu- 
tors would be completely opposed 
to the royalty proposal on principle. 
Mtl Gold, advertising manager of 
National Screen Service Corp., 
summed up their position when he 
said, "The stand taken against Mr. 
Petrillo's royalty is not taken 
against Mr. Petrillo per se. It is 
against the royalty theory which 
would prove disastrous to the 
television film industry if embraced 
by the Screen Actors Guild, the 
scenic designers union, the carpen- 
ters union, ad infinitum." 

The feeling in the television film 
industry is that once it has agreed 
to the Federation proposal, every 
other union involved could with 
equal, if not greater, right make 
the same demand. 

There have been rumors that 
some sort of settlement is in the 
ofhng. But if this is to come about, 
it seems likely that a substitute 
markedly different from the royalty 
proposal will have to be offered to 
film producers and distributors. As 
the situation now exists, most pro- 
ducers and distributors feel that 
they can afford to stand pat and 
rely on library and foreign music to 
fill their needs. 

The Federation's regulation con- 
cerning kinoscoping is simple and 
to the point. It states that a film 
recording may be played only once 
over a station and that this station 
must have been affiliated with the 
network at the time of the original 
telecast. 

By and large network officials do 
not oppose this ruling. Their one 
principal objection was to an 
ASCAP regulation which imposed 
a time limit of 30 days for kine- 
scoping a program on another sta- 
tion. However, ASCAP recently ex- 
tended this limitation to 60 days 
It is important to note that this 
limitation is in effect only in cases 
where the individual writer or pub- 
lisher concerned has given ASCAP 
permission to impose it. Where this 
is not so, separate arrangements 
have to be made with the individual 
writer or publisher. 

That, in essence, is the picture 
as far as television union music is 
concerned. The only thing that 
seems certain of the future is—as 
the old song puts it—"There'll Be 
Some Changes Made." 

by John DeMott 

John DeMott is the Manager of Special Effects for CBS-TV. He has been associated with 
Paramount, Universal, MGM, Warner Bros., and RKO-Pathe. He has recently collaborated on a 
Broadcast Advertising Bureau manual devoted to TV advertising techniques and special effects. 

Many requests have been received inquiring about steam, fog and 
smoke. So suppose we discuss the ingredients and the techniques of creat- 
ing these effects. 

STEAM: Dry ice is one of the most common and inexpensive ingre 
dients, and yet it is one of the most valuable in that it has more uses for 
atmospheric effects. Very often you will see a kitchen stove with pots 
and pans cooking or a tea kettle steaming or a cup of steaming hot coffee. 
By using a pot or pan and chipping small pieces of this ice and adding 
hot water over whatever food you are demonstrating, you can get a 
steaming effect. 

It is important not to seal any containers that hold dry ice—a 
minor explosion could result. Be especially careful in handling dry 
ice. Bad burns can occur. We suggest that you use heavj gloves or 
cloth when handling. Do not set a piece of dry ice on a glass top 
table or desk for any length of time because the sudden change in tem- 
perature on that particular spot will crack the glass. 

GROUND FOG: By filling a pail about half full of hot water and 
dropping large chunks of dry ice in it, beatdiful fog effects can be obtained. 
However, the most practical ivay in which to obtain a ground fog effect is 
to build a box about four feet high, three feet wide and five feet long. 
About % of the height on the narrow end of the box, cut a slot approxi- 
mately uy?, inches high and along the entire ividth of this end. At the 
back of the box at the opposite end of the slot cut a 12 inch hole. Outside 
the box and in front of this circular opening place an electric fan. From 
outside the slot to the floor place a hollow chute (with a lid) approximately 
four feet long with small steps or ladder sticks to hold ice. On one side 
of the box put a door so that yoii may obtain access to the interior. Now 
place two hot plates on the floor of the box with a bucket of hot tvater on 
each plate. 

When you are ready for 
the effect, drop large chunks 
of dry ice into the pails. Then 
close the door and start the 

I #1*1 ■ -w, /aw. This ivill blow steam out 
T'- Nhi. through the slot and down 

through the low tray or chute, 
which is loaded with chunks of ice. The result will be a beautiful loxv lying 
fog effect. The colder the room, the longer the fog will remain on the 
ground. We suggest you slightly dampen the floor before starting {see 
drawing). 

SMOKE OR FOG: There are several types of smoke—all of them 
very uncontrollable. The simplest is to purchase a common bee smoker 
from any good hardware store. I suggest you add a bit of candle shav- 
ings on wax to the top of tarragon and charcoal on top of the smoker. This 
will thicken the smoke. Be very careful not to overload the studio with 
smoke or a noisy picture will result. This smoke can be applied through 
a fog box for best results. There are various other chemicals which can 
be used for smoke but we do not advise that you use them—most of them 
being irritating to the eye tissues and the throat. Be sure the studio is 
properly ventilated at all times and that all personnel concerned with 
the show are not alergic to smoke. 
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Pqrt ll
by lrwin A. Shone

nn
/U points fo, cheching TV prod,uction id,eas

In the last issue, Mr. Shane dis-
cussed the first ten (of twenty)
check-points for evaluating a tele-
vision production idea. They were:
Is the idea Visunl? Dgnamic? At-
tention - Getti,ng ? Interest Sustain-
ing? 0f Wide Appeal? Practical for
Telepision? Original? In Good
Tuste? Szti.table for a Series? Is
Name Talent Required? Mr. Shane
concludes the two-part series with
a discussion of the commercial as-
pects of any program idea.

ll. Does It Require Original
Writing?

Most shows, by their very nature,
require a script, whether they are
a half-hour drama, a variety show,
or a cooking show. Are you pre-
pared to furnish a script immedi-
ately, or must a writer be engaged
for the purpose? If a writer is to
be engaged, do you have a particu-
lar one in mind. If so. how much
will this add to the cost? How soon
can the scripts be ready? Good tele-
vision writers are scarce, and be-
coming more so as time goes on,
as the demand for writers has sky-
rocketed during the last few
months. Unless you have a good
first script to accompany your pre-
sentation, and assurance of more
to come, it may be difficult to find
a taker for your show.

12. Cqn lt Be Done in o Holf-Hour
Time Segment?

Your production idea has more
chances of finding acceptance if it
will fit into a half-hour time seg-
ment, which means about 28 min-

(In addition to bei,ng Teleoiser's
editor and, publislter, Mr. Shane is
also Executiae Director of The
Teleuision Worlrch.op of New York,
a,nd, a pi.oneer producer-d,irector of
teleaision programs) .
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utes or less of playing time if
sponsored. There is little demand
for hourlong productions. Aside
from increased cost factors, very
few 60-minute time slots are open.
To fit into the 30-minute time allot-
ment, you may have to do some
re-planning of your show, editing
out superfluous matter. In fact, a
tightening up often improves the
show materially.

13. Hos lt Nation-Wide Appeol?

Is your production idea for net-
work use? If so, does it have nation-
wide appeal or is its appeal purely
sectional? Shows which may have
strong appeal in the East may be
complete duds in the South and Mid-
west. An interview program deal-
ing with purely local problems, or
a comedy show built entirely upon
Broadway humor (or frequent
references to the borscht circuit,
the Brooklyn Dodgers, the Palace
Theatre, or even famous New York
night clubs) will find an indifferent
television audienee in Kokomo,
Indiana, and in the hundreds of
other Kokomos around the country.
To assure an out-of-town audience,
the show's content must be broad
in its appeal. (There is still a
limited, if growing, viewing audi-
ence for ballet or other types of
dance programs, sophisticated
comedy routines, intellectual-type
dramas). A common out-of-town
program denominator is variety,
news, mystery dramas, sports,
western films.

| 4. Cqn It Be Sold to a Sponsor?

Does the show have possibilities
for sponsorship? (Perhaps this
check-point should have been placed
first!) Sponsors can be sold on a
program if it is appropriate to their
product (institutional - type pro-
grams for insurance companies.
children's programs for cereal
firms, fashion shows for women's
apparel or jewelry makers, variety

shows for general products, etc.)
In addition to being appropriate
to the product, it should meet the
cheek-points already listed for visu-
alness, interest qualities, etc.

15. Cqn Commerciols Be
lntegrdted?

Although most".shows can find
logical places for a commercial, few
programs are so planned that com-
mercials can be easily integrated
into the program, giving the spon-
sor the equivalent of many com-
mercials, painless to the viewer.
Arthur Godfrey, surrounded by
numerous large packages of Lip-
ton's Tea, effortlessly slips in Lip-
ton's commercials. and "kids" the
audience about them. Another form
of integrated commercial is the
large banner, or background, that
carries the sponsor's name and
product. If your program offers an
integrated commercial, it is prefer-
able to one where the commercial
(usually on film) must be brought
in at certain intervals. Each time
the commercial appears, a part of
the audience is lost.

16. Is It Timely?

If a program is unseasonal in
character, it had better be filed
away for future reference. The
Christmas season is appropriate
for programs with a holl;r feeling
about them. For the cold. winter
months, programs suggesting
spring and early summer would be
welcome. Holiday seasons and na-
tional holidays offer an opportunity
for topical programs. A ready
market can be found at this time
for holiday "staples." A continuing
series should have enough elastic-
ity to permit the integration of
seasonal themes.

17. Does lt Hove Publicity Vqlue?

A show which lends itself to pub-
licity exploitation has a better
chance for consideration than one
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Part II 

by Irwin A. Shane 

points for checking TV production ideas 

In the last issue, Mr. Shane dis- 
cussed the first ten (of twenty) 
check-points for evaluating- a tele- 
vision production idea. They were: 
Is the idea Visual? Dynamic? At- 
tention-Getting? Interest Sustain- 
ing? Of Wide Appeal? Practical for 
Television? Original? In Good 
Taste? Suitable for a Series? Is 
Name Talent Required? Mr. Shane 
concludes the two-part series with 
a discussion of the commercial as- 
pects of any program idea. 

77. Does /f Require Original 
Writing? 

Most shows, by their very nature, 
require a script, whether they are 
a half-hour drama, a variety show, 
or a cooking show. Are you pre- 
pared to furnish a script immedi- 
ately, or must a writer be engaged 
for the purpose? If a writer is to 
be engaged, do you have a particu- 
lar one in mind. If so, how much 
will this add to the cost? How soon 
can the scripts be ready? Good tele- 
vision writers are scarce, and be- 
coming more so as time goes on, 
as the demand for writers has sky- 
rocketed during the last few 
months. Unless you have a good 
first script to accompany your pre- 
sentation, and assurance of more 
to come, it may be difficult to find 
a taker for your show. 

72. Can It Be Done in a Half-Hour 
Time Segment? 

Your production idea has more 
chances of finding acceptance if it 
will fit into a half-hour time seg- 
ment, which means about 28 min- 

(In addition to being lieleviser's 
editor and publisher, Mr. Shane is 
also Executive Director of The 
Television Workshop of New York, 
and a pioneer producer-director of 
television programs). 

utes or less of playing time if 
sponsored. There is little demand 
for hour-long productions. Aside 
from increased cost factors, very 
few 60-minute time slots are open. 
To fit into the 30-minute time allot- 
ment, you may have to do some 
re-planning of your show, editing 
out superfluous matter. In fact, a 
tightening up often improves the 
show materially. 

73. Has It Nation-Wide Appeal? 
Is your production idea for net- 

work use? If so, does it have nation- 
wide appeal or is its appeal purely 
sectional? Shows which may have 
strong appeal in the East may be 
complete duds in the South and Mid- 
west. An interview program deal- 
ing with purely local problems, or 
a comedy show built entirely upon 
Broadway humor (or frequent 
references to the borscht circuit, 
the Brooklyn Dodgers, the Palace 
Theatre, or even famous New York 
night clubs) will find an indifferent 
television audience in Kokomo, 
Indiana, and in the hundreds of 
other Kokomos around the country. 
To assure an out-of-town audience, 
the show's content must be broad 
in its appeal. (There is still a 
limited, if growing, viewing audi- 
ence for ballet or other types of 
dance programs, sophisticated 
comedy routines, intellectual-type 
dramas). A common out-of-town 
program denominator is variety, 
news, mystery dramas, sports, 
western films. 

14 Can It Be Sold to a Sponsor? 
Does the show have possibilities 

for sponsorship? (Perhaps this 
check-point should have been placed 
first!) Sponsors can be sold on a 
program if it is apnropriate to their 
product (institutional - type pro- 
grams for insurance companies, 
children's programs for cereal 
firms, fashion shows for women's 
apparel or jewelry makers, variety 

shows for general products, etc.) 
In addition to being appropriate 
to the product, it should meet the 
check-points already listed for visu- 
alness, interest qualities, etc. 

75. Can Commercials Be 
Integrated? 

Although most shows can find 
logical places for a commercial, few 
programs are so planned that com- 
mercials can be easily integrated 
into the program, giving the spon- 
sor the equivalent of many com- 
mercials, painless to the viewer. 
Arthur Godfrey, surrounded by 
numerous large packages of Lip- 
ton's Tea, effortlessly slips in Lip- 
ton's commercials, and "kids" the 
audience about them. Another form 
of integrated commercial is the 
large banner, or background, that 
carries the sponsor's name and 
product. If your program offers an 
integrated commercial, it is prefer- 
able to one where the commercial 
(usually on film) must be brought 
in at certain intervals. Each time 
the commercial appears, a part of 
the audience is lost. 

76. Is It Timely? 
If a program is unseasonal in 

character, it had better be filed 
away for future reference. The 
Christmas season is appropriate 
for programs with a holly feeling 
about them. For the cold, winter 
months, programs suggesting 
spring and early summer would be 
welcome. Holiday seasons and na- 
tional holidays offer an opportunity 
for topical programs. A ready 
market can be found at this time 
for holiday "staples." A continuing 
series should have enough elastic- 
ity to permit the integration of 
seasonal themes. 

77. Does It Have Publicity Value? 
A show which lends itself to pub- 

licity exploitation has a better 
chance for consideration than one 
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which is just another run-of-the-
mill show with no strong publicity
"angle," There are "angles" in con-
tests, searches (talent scout idea,
"wanted" criminals) Miss or Mrs.
America contests, give-aways, and
programs with unusual personali-
ties, including stars of yesteryear
(Gloria Swanson) or "firsts" of
any kind.

18. Does It Hove Merchandising
Yolue?

A show has merchandising value
when it lends itself easily to prod-
uct "tie-ups," If a program helps
sell more Wheaties at the point of
purchase through displays that ad-
vertise the program and the prod-
uct, that program has rnerchandis-
ing value. The strength of the
merchandising value re'sts on the
popularity of the program, espe-
cially the popularity of the pro-
gram's key performer or person-
ality. "Howdy Doody", when dis-
played in cut-outs in a grocery
store, helps sell the Ovaltine made
by the sponsor; the smiling face of
Arthur Godfrey may remind a
housewife of Lipton's Tea; Hop-
along Cassidy helps sell a myriad
of articles. If a product features a
box-top or wrapper with a premium
value (send wrappers for gift) and
the program lends itself to this
type of merchandising exploitation,
it may be a point in its favor.

19. Does It Require Extensive
Reheqrsol?

If a show requires extensive re-
hearsals, it may be by-passed in
favor of shows that require little
rehearsal time. Stations are acutely
short of rehearsal time, facilities
and crews. A show that depends
on extensive rehearsals for its suc-
cess may be doomed to failure.

20. Will lt Prove Too Costly?

If the program is too elaborate,
involves too many sets, a handful
of guest stars, a heavy royalty
script, Iong rehearsals (such as
musical comedy), it may be too
costly for a sponsor with a modest
budget. It is best to start with a
comparatively low budget (910,000
is considered low these days) and
progress to higher outlays as the
show proves itself. For out-of-torvn
shows, $5,000 for a half-hour pro-
gram is a high figure.

l8
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Jerry Albert is Director of Advertising ond Public Relotions for United World Films,

subsidiory of Universol Pictures. He olso doubles in bross os Associote Director of TV Opero-

tions, He is the outhor of numerous orticles in television ond odvertising publicotions, ond edits

the officiol publicotion of the Notionol Television Film Council.

TY/HERE'D we blow tr," *ni.lt" t^, ,t"",n?
W Otr ye,r-oir the problem of film density in telecasting motion picture

programs. Here's what it boils down to. (we don't know better than to
use a preposition to end a sentence with!)

TV station projectors emit short pttlses of light, rather than a steady
beam, as they flash the film image onto the iconoscope tube; This keeps
the projected image "in sync" with the scanning frequency of the pick-up
tube. But it also results in the loss of a great deal of light intensity.

If large areas of the film contain excessive densities, insufficient light
energy reaches the photocells in the tube. It then becomes necessary to
amplify the "signal" they produce. When this is done, the "noise level"
or electrical graininess inherent in the electronic system is amplifled at
the same time, causing image impurity, irritated viewers, and increase<i
business for the corner optician.

The laboratory boys have nothing against opticians. Nevertheless,
they've come up with a development designed to overcome this state of
things-a new projector bulb. Of greater intensity than previous bulbs,
and with a color range containing more blue light and iess red (to which
the iconoscope has relatively little sensitivity), this bulb produces
greater response in the photocells of the pick-up tube, thus reducing
electrical graininess, providing greater detail, and minimizing flare from
dark areas.

Perhaps even more promising is the new RCA Vidicon tube. Unlike
previous tubes, it doesn't depend for its energy directly on the light
hittine it. Instead, it has its own electronic energy system, which is merely
controlled by the stimulus of the light falling on the photocells. This
provides more sensitive pick-up, greater intensity in transmission, and
reduced electrical "grain."

The class in television engineering is dismissed.

THE CRITICAL EYE, O; ", tr,J lu.i. elements in a successful
TV commercial is the establishment of a harmonious mood between viewer
and sponsor . . . a feeling of rapport that encourarges acceptance of the
sponsor's message. Yet one big-time prbgram persistently violates this
principle. You'd think the boys behind it would know better.

Robert Montgomery's "Lucky Strike Theater" (Monday, NBC-TV, 9:30-
10:30, Lucky Strike) presented "Arrowsmith" some weeks ago and did
a flne, earnest job on it. As the camera closed in on Van Heflin at the
end, a real mood of sympathy and pity for the despairing scientist hero
filled the viewer. Then-slam, bang, out of an orange-colored sky, on eame
the "Be Happy Go Lucky" jingle. I, for one, never reacted with more
hostility to a commercial than I did to that one !

They did it again two weeks later, on Montgomery's excellent production
of "The Petrified Forest," another mood-filled presentation. This time
the delicate illusion was twice destroyed by bhose resolutely gay jingle
advertisements. In themselves, these commercials are really slick jobs.
But set in the context of those emotion-wrought dramas . . . Brother!

TELEVISER

which is just another run-of-the- 
mill show with no strong publicity 
"angle." There are "angles" in con- 
tests, searches (talent scout idea, 
"wanted" criminals) Miss or Mrs. 
America contests, give-aways, and 
programs with unusual personali- 
ties, including stars of yesteryear 
(Gloria Swanson) or "firsts" of 
any kind. 

18 Does It Have Merchandising 
Value? 

A show has merchandising value 
when it lends itself easily to prod- 
uct "tie-ups." If a program helps 
sell more Wheaties at the point of 
purchase through displays that ad- 
vertise the program and the prod- 
uct, that program has merchandis- 
ing value. The strength of the 
merchandising value rests on the 
popularity of the program, espe- 
cially the popularity of the pro- 
gram's key performer or person- 
ality. "Howdy Doody", when dis- 
played in cut-outs in a grocery 
store, helps sell the Ovaltine made 
by the sponsor; the smiling face of 
Arthur Godfrey may remind a 
housewife of Lipton's Tea; Hop- 
along Cassidy helps sell a myriad 
of articles. If a product features a 
box-top or wrapper with a premium 
value (send wrappers for gift) and 
the program lends itself to this 
type of merchandising exploitation, 
it may be a point in its favor. 

19 Does It Require Extensive 
Rehearsal? 

If a show requires extensive re- 
hearsals, it may be by-passed in 
favor of shows that require little 
rehearsal time. Stations are acutely 
short of rehearsal time, facilities 
and crews. A show that depends 
on extensive rehearsals for its suc- 
cess may be doomed to failure. 

20. Will It Prove Too Costly? 

If the program is too elaborate, 
involves too many sets, a handful 
of guest stars, a heavy royalty 
script, long rehearsals (such as 
musical comedy), it may be too 
costly for a sponsor with a modest 
budget. It is best to start with a 
comparatively low budget ($10,000 
is considered low these days) and 
progress to higher outlays as the 
show proves itself. For out-of-town 
shows, $5,000 for a half-hour pro- 
gram is a high figure. 

Jerry Albert is Director of Advertising and Public Relations for United World Films, 
subsidiary of Universal Pictures. He also doubles in brass as Associate Director of TV Opera- 
tions. He is the author of numerous articles in television and advertising publications, and edits 
the official publication of the National Television Film Council. 

WHERE'D we blow the whistle last month? 
Oh yes—on the problem of film density in telecasting motion picture 

programs. Here's what it boils down to. (We don't know better than to 
use a preposition to end a sentence with!) 

TV station projectors emit short pulses of light, rather than a steady 
beam, as they flash the film image onto the iconoscope tube'.. This keeps 
the projected image "in sync" with the scanning frequency of the pick-up 
tube. But it also results in the loss of a great deal of light intensity. 

If large areas of the film contain excessive densities, insufficient light 
energy reaches the photocells in the tube. It then becomes necessary to 
amplify the "signal" they produce. When this is done, the "noise level" 
or electrical graininess inherent in the electronic system is amplified at 
the same time, causing image impurity, irritated viewers, and increased 
business for the corner optician. 

The laboratory boys have nothing against opticians. Nevertheless, 
they've come up with a development designed to overcome this state of 
things—a new projector bulb. Of greater intensity than previous bulbs, 
and with a color range containing more blue light and less red (to which 
the iconoscope has relatively little sensitivity), this bulb produces 
greater response in the photocells of the pick-up tube, thus reducing 
electrical graininess, providing greater detail, and minimizing flare from 
dark areas. 

Perhaps even more promising is the new RCA Vidicon tube. Unlike 
previous tubes, it doesn't depend for its energy directly on the light 
hitting it. Instead, it has its own electronic energy system, which is merely 
controlled by the stimulus of the light falling on the photocells. This 
provides more sensitive pick-up, greater intensity in transmission, and 
reduced electrical "grain." 

The class in television engineering is dismissed. 

THE CRITICAL EYE: One of the basic elements in a successful 
TV commercial is the establishment of a harmonious mood between viewer 
and sponsor ... a feeling of rapport that encourages acceptance of the 
sponsor's message. Yet one big-time program persistently violates this 
principle. You'd think the boys behind it would know better. 

Robert Montgomery's "Lucky Strike Theater" (Monday, NBC-TV, 9:30- 
10:30, Lucky Strike) presented "Arrowsmith" some weeks ago and did 
a fine, earnest job on it. As the camera closed in on Van Heflin at the 
end, a real mood of sympathy and pity for the despairing scientist hero 
filled the viewer. Then—slam, bang, out of an orange-colored sky, on came 
the "Be Happy Go Lucky" jingle. I, for one, never reacted with more 
hostility to a commercial than I did to that one! 

They did it again two weeks later, on Montgomery's excellent production 
of "The Petrified Forest," another mood-filled presentation. This time 
the delicate illusion was twice destroyed by those resolutely gay jingle 
advertisements. In themselves, these commercials are really slick jobs. 
But set in the context of those emotion-wrought dramas . . . Brother! 
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Commereial of the Month
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Barnacle Bill
SATES Again!

FFFECTIVE and inexpensivell ' These two important advertis-
ing objectives are happily combined
to make the Remington Rand com-
mercial shown on this page a
double-barreled success.

Depicto Films, Inc., producers of
this one-minute spot, have again
utilized their famous Ballantine
Beer commercial technique. Ballan-
tine, which was the original De-
picto film incorporating a sparkling
jingle with partial animation, has
not only won various awards, but
has brought requests from adver-
tisers all over the.country for simi-
larly fashioned commercials.

The partial animation technique
is accomplished by moving cutouts
over a background drawing and
photographing it with a stop motion
camera. This eliminates the costly
process of drawing hundreds of
"cells" as required by the full ani-
mation process. The Barnacle Bill
commercial required only five cut-
outs and three backgrounds.

An approximate comparison of
factors inherent in the three most
common film techniques is as fol-
lows:

LIVE ACTION:
2 days camera work
2 days labolatory
2 days editing
3 days additional lab
15 days developing, printing,
delivery

Cost: $2500

FULL ANIMATION:
30 dal'5 artwork
5 days camerawork
30 days developing, printing,
delivery

Cost: $7,000

PARTIAL ANIMATION:
8 days artwork
2 days camerawork
5 days developing, printing,
delivery

Cost: $1800

Remington Rand has ordered a
total of three different commercials
with a silent end for local announce-
ments. Its dealers throughout the
country are co-operating rn this
television venture by paying for
the local air time.
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Commercial of the Month 
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YOUR CuMMtRCIA. CiOES HER! 

Barnacle 3ill 

SALES Again! 

EFFECTIVE and inexpensive! 
These two important advertis- 

ing objectives are happily combined 
to make the Remington Rand com- 
mercial shown on this page a 
double-barreled success. 

Depicto Films, Inc., producers of 
this one-mmute spot, have again 
utilized their famous Ballantine 
Beer commercial technique. Ballan- 
tine, which was the original De- 
picto film incorporating a sparkling 
jingle with partial animation, has 
not only won various awards, but 
has brought requests from adver- 
tisers all over the country for simi- 
larly fashioned commercials. 

The partial animation technique 
is accomplished by moving cutouts 
over a background drawing and 
photographing it with a stop motion 
camera. This eliminates the costly 
process of drawing hundreds of 
"cells" as required by the full ani- 
mation process. The Barnacle Bill 
commercial required only five cut- 
outs and three backgrounds. 

An approximate comparison of 
factors inherent in the three most 
common film techniques is as fol- 
lows : 

LIVE ACTION: 
2 days camera work 
2 days laboratory 
2 days editing 
3 days additional lab 
15 days developing, printing, 
delivery 

Cost: $2500 

FULL ANIMATION: 
30 days artwork 
5 days camerawork 
30 days developing, printing, 
delivery 

Cost; $7,000 

PARTIAL ANIMATION: 
8 days artwork 
2 days camerawork 
5 days developing, printing, 
delivery 

Cost: $1800 

Remington Rand has ordered a 
total of three different commercials 
with a silent end for local announce- 
ments. Its dealers throughout the 
country are co-operating in this 
television venture by paying for 
the local air time. 
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WPX $cores With

TYIHEN WPIX. New York inde-
ll,

YY pendent video station, was
setting up its fall schedules, sta-
tion officials knew that good foot-
ball was a necessity. They signed
with three schools: Fordham. Bos-
ton College and Yale, but Yale
presented several problems.

For one thing, Yale is in New
Haven--a good 80 miles from
New York, which is too far for di-
rect transmission. In addition,
Yale is not conected to the regular
AT&T relay system.

For another thing, the present
day demand for high quality foot-
ball meant a lot of preliminary
work by the station's crew, with
a split-sccond co-ordination nec-
essary. 'Ihis co-ordination would
be difficult to achieve since the
crew could not have the benefit of
an "off the air" monitor.

After determining that it rvould
not be feasible to put up their own
relay equipment, WPIX officials,
represented by assistant chief en-
gineer Otis Freeman. made ar-
rangements with the Long Lines
Department of AT&T to handle
the pickup problem.

$pecial Relay Set-up

To bring the video signals from
New Haven to New York, AT&T
engineers devised a temporary
two link microwave relay system,
conecting it into the regular
AT&T Boston-New York facilities.

Signals from the cameras are re-
layed to a WPIX remote unit. From
there the selected shot is relayed
to an AT&T video truck equipped
with A.C. power supply rectiflers,
control equipment and video am-
plifiers. The signal then travels to
an AT&T microwave transmitting
antenna on a wooden platform
mounted atop the rim of Yale
Bowl. The signal is then beamed
to Mount Carmel, at Hamden,
Conn., where a 40-foot special
tower intercepts the signal and
relays it another 14 miles, as-the-
crow-flies, to Spindle Hill at Wool-
cott, Conn., near Waterbury.
Spindle Hill is one of the regular
Boston-New York relay points,
and the signal is then sent along
the regular relay system via Birch
Hill and Jackie Jones Mountain
to the AT&T headouarters. and
finally, to WPIX.

Line Cost

Incidentally, WPIX was charged
at the rate of onc dollar per mile
per hour. This oceasional circuit
rate is of course much higher than
AT&T rates for regular network
service which average out to ten
cents per mile per half-hour.

Televising the game from Yale
Bowl required a minimum WPIX
staff of 13 men at the field. On the
technical side, this included an
engineering staff composed of two
cameramen engineers, one audio
engineer, one video engineef, one
technical director, one relief en-
gineer and one truck driver.

For production: one direetor,
one asistant director, two an-
nouncers, and two spotters (furn-
ished by the respective universi-
ties) were required. The equip-

ment included two cameras (one
equipped with a zoomer lens) two
microphoues for the announcers,
one parabolic microphone to Pick
up band music, and one remote
truck. A cable. which was kePt
clear of the ground bY being tied
to a steel messenger, ran from the
cameras to the remote truck 250
feet away.

In order that picture qualitY be
of the best during the remote
show, the crew covering the oPen-
ing Yale-Conecticut game on Sat-
urday, September 23, had to leave
New York for New Haven earlY
on the morning of Friday, SePtem-
ber 22. While the director of the

show, Jack Murphy, and the an-
nouncers spent the day talking to
coaches and players and working
out camera angles and audio gim-
micks, the engineers set up the
cameras and equipment at Yale
Bowl in the newly-erected televi-
sion booth on top of the press box.
"The toughest production problem
we faced," says Jack Murphy,
"was the fact that we wouldn't
have any 'off the air' monitor,
since New Haven is beyond the
pickup range of New York."

Consequently Murphy had to
depend entirely on the technical
director at the Master Control of
WPIX to co-ordinate the commer-
cials and to inform him as to the
quality of the reception in New
York. This was done via a two-way
telephone hook-up, which was kept
open throughout the game.

The telecasts from Yale Bowl
worked out extremely well. The
main reason, as Otis Freeman
points out, was the splendid co-op-
eration between the station,
AT&T. and the college.

Be Tele-Wiser

Read Televiser

a

Subscribe Now!

$5.00 per yeor

Televieer
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WPIX Scores With 

Special Relay Set-up 

WHEN WPIX, New York inde- 
pendent video station, was 

setting up its fall schedules, sta- 
tion officials knew that good foot- 
ball was a necessity. They signed 
with three schools: Fordham, Bos- 
ton College and Yale, but Yale 
presented several problems. 

For one thing, Yale is in New 
Haven—a good 80 miles from 
New York, which is too far for di- 
rect transmission. In addition, 
Yale is not conected to the regular 
AT&T relay system. 

For another thing, the present 
day demand for high quality foot- 
ball meant a lot of preliminary 
work by the station's crew, with 
a split-second co-ordination nec- 
essary. This co-ordination would 
be difficult to achieve since the 
crew could not have the benefit of 
an "off the air" monitor. 

After determining that it would 
not be feasible to put up their own 
relay equipment, WPIX officials, 
represented by assistant chief en- 
gineer Otis Freeman, made ai-- 
rangements with the Long Lines 
Department of AT&T to handle 
the pickup problem. 
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To bring the video signals from 
New Haven to New York, AT&T 
engineers devised a temporary 
two link microwave relay system, 
conecting it into the regular 
AT&T Boston-New York facilities. 

Signals from the cameras are re- 
layed to a WPIX remote unit. From 
there the selected shot is relayed 
to an AT&T video truck equipped 
with A.C. power supply rectifiers, 
control equipment and video am- 
plifiers. The signal then travels to 
an AT&T microwave transmitting 
antenna on a wooden platform 
mounted atop the rim of Yale 
Bowl. The signal is then beamed 
to Mount Carmel, at Hamden, 
Conn., where a 40-foot special 
tower intercepts the signal and 
relays it another 14 miles, as-the- 
crow-flies, to Spindle Hill at Wool- 
cott, Conn., near Waterbury. 
Spindle Hill is one of the regular 
Boston-New York relay points, 
and the signal is then sent along 
the regular relay system via Birch 
Hill and Jackie Jones Mountain 
to the AT&T headquarters, and 
finally, to WPIX. 

Line Cost 
Incidentally, WPIX was charged 

at the rate of one dollar per mile 
per hour. This occasional circuit 
rate is of course much higher than 
AT&T rates for regular network 
service which average out to ten 
cents per mile per half-hour. 

Televising the game from Yale 
Bowl required a minimum WPIX 
staff of 13 men at the field. On the 
technical side, this included an 
engineering staff composed of two 
cameramen engineers, one audio 
engineer, one video engineef, one 
technical director, one relief en- 
gineer and one truck driver. 

For production: one director, 
one asistant director, two an- 
nouncers, and two spotters (furn- 
ished by the respective universi- 
ties) were required. The equip- 

ment included two cameras (one 
equipped with a zoomer lens) two 
microphones for the announcers, 
one parabolic microphone to pick 
up band music, and one remote 
truck. A cable, which was kept 
clear of the ground by being tied 
to a steel messenger, ran from the 
cameras to the remote truck 250 
feet away. 

In order that picture quality be 
of the best during the remote 
show, the crew covering the open- 
ing Yale-Conecticut game on Sat- 
urday, September 23, had to leave 
New York for New Haven early 
on the morning of Friday, Septem- 
ber 22. While the director of the 
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show, Jack Murphy, and the an- 
nouncers spent the day talking to 
coaches and players and working 
out camera angles and audio gim- 
micks, the engineers set up the 
cameras and equipment at Yale 
Bowl in the newly-erected televi- 
sion booth on top of the press box. 
"The toughest production problem 
we faced," says Jack M irphy, 
"was the fact that we wouldn't 
have any 'off the air' monitor, 
since New Haven is beyond the 
pickup range of New York." 

Consequently Murphy had to 
depend entirely on the technical 
director at the Master Control of 
WPIX to co-ordinate the commer- 
cials and to inform him as to the 
quality of the reception in New 
York. This was done via a two-way 
telephone hook-up, which was kept 
open throughout the game. 

The telecasts from Yale Bowl 
worked out extremely well. The 
main reason, as Otis Freeman 
points out, was the splendid co-op- 
eration between the station, 
AT&T, and the college. 
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-Programs Availahle to Sponsors-
lnlormotion concerning these progrcms, now being mode ovailoble to sponsors by tfie

respective stotions, is published as a senice to stations, ogencies ond odvertisers. Stotjons
desiring listings should mail the required inlormotion to TELEVISER by the twentieth ol eoch
month, previous to the month of puhlicotion.

WBKB, Chicago
Show: "For Ladies Only"
Description: The new Florence
Bourke Ellis Show is an extremelv
intimate and revealing prog"o*
dealing with the .very real prob-
lems that face the average Ameri-
can housewife. Each week, Miss
Ellis conducts a contest for the
best answer to the question of the
week-a question like: ,,How
would you handle a situation in
which you discovered your teen
aged daughter was dating a mar-
ried man?-61-3'Vfhsf would you
do if you found your husband was
taking his secretary to dinner
often ?" The questions are sub-
mitted by the viewers themselves,
and the woman submittine the
question used receives a prize.
Doys: Monday through Friday
Time: 72:15 a. m. to 12:30 a. m.
Total Cost: 9765 per week, includ-
ing all prizes used on the sholr'.

Show: "TV Talk"
Description; Fifteen minutes of
tailor-made talk for television . . .

strictly about television. Together
Bill Irvin, noted columnist of the
Sun-Times, who has for years
rvritten under the name of Dan
Foster, and Sheryl Leonard, popu-
lar female disc jockey with the
proper amount of eye-appeal, pro-
vide fifteen minutes of informal
and friendly chatter about what,s
doing in television, who's who, and
why.
Da,Es: Tuesday and Thursday
Time: 72:45 p. m. to 1:00 p. m.
Total Cost; 9315 per 1b-minute
segment.

V/ENR-TV, Chicago
Shoto: "Flana-Grams"
Description; Features Chicago,s
f a v o r i t e sportscaster bringing
viewers a round-up of sports news,
game scores, featured sports per-
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sonality interviews-presented in
the famous, informal Pat Flana-
gan style.
Days: Monday, Wednesday, Fri-
oay
Time:11:10 p. m. to 11:20 p. m.

Shau: "Top O' the Weather"
Description: Florine Seres and
Russ P,eed in a program with a
purpose 

- the latest I'r'eather re-
ports and forecasts for the ensu-
ing 24-hour period*an eye-ap-
pealing, humanized report on the
never ending weather battle.
Da,1.1s: Mond,ay through Friday
Time: 77:20 p. m. to 11:80 p. m.

WGN-TV, Chicago
Show: "Your Figure, Ladies"
Descripti.ott,: Calisthenics to mu-
sic to beautify milady's figure,
conducted by Paul Fogarty with
the assistance of a model. An offer
of a pamphlet of 14 exercises
drew almost 6,000 requests from
enthusiastic viewers.
Days: Monday through Friday
Time: 10:00 a. m. to 10:15 a. m.
Time Cost: One minute lilm an-
nouncement, $85. Live participa-
tion announcement, $110.

Sh,owz "Chicago Cooks with Bar-
bara Barkley''
Description: Chicago's most suc-
cessful home economics program.
Features a menu for the day, plus
new dishes, new ideas and short-
cuts. Advertisers' success stories
and high ratings make this show
a good buy.
Days: Monday through Friday
Ti.m,e: 10:30 a. m. to 11:30 a. m.
T[me Cost: 9115 live announce-
ment only product demonstrated.

WSAZ-TV, Huntington
Show : "Western Jamboree"
Description: .Half-hour partici-
pating or full sponsorship studio

musical, featuring "Don Boots"
and a crew of five including gui-
tar, string bass, electric guitar
and mandolin. Girl folk vocalist
and yodeler are also featured.
Strong hillbilly and western ap-
peal, played "s t.r a i g h t" before
background of West Virginia hill
country, with log cabin, "Chic
Sale," etc. Talent can handle com-
mercial in direct pitch-man style
for rural audience appeal, or sta-
tion staff announcer available for
live demonstration spots. Also
film, slide, and card commercials
may be used.
Dag: Tuesday
Time: 6:00 p. m. to 6:30 p. m.
Total, Cost: 9240. (Participations
available at straight spot rates
plus $10 participating talent fee).

KTTY, Los Angeles
Show: "Sunday Cinema" (Par-
ticipating)
Description: A showing of enter-
taining, top-quality feature-length
films, offering drama, comedy,
musicals and adventure. In its
short time on KTTV, "sunday
Cinema" has achieved healthy rat-
ings in both Pulse and the local
Tele-Que surveys. Present spon-
sors include Coast Federal Sav-
ings and Loan and Holl;nvood
Turf Club.
Do?: Sunday
Time: 5:00 p. m. to 6:30 p. m.

WCBS-TV, New York
Show: "About the House" (Par-
ticipating)
Descripti,on: A TV equivalent of
the national women's magazine.
This women's service show covers
all women's interests such as deco-
rating, kitchen hints, personal
tips and includes discussion of
outside interests. Woody Klose
and Lydia Rogers interview and

2l

-Programs Available to Sponsors- 

Information concerning these programs, now being made available to sponsors by the 
respective stations, is published as a service to stations, agencies and advertisers. Stations 
desiring listings should mail the required information to TBLEVISER by the twentieth of each 
month, previous to the month of publication. 

BKB, Chicago 
Shoiv: "For Ladies Only" 
Description-. The new Florence 
Bourke Ellis Show is an extremely 
intimate and revealing program 
dealing with the .very real prob- 
lems that face the average Ameri- 
can housewife. Each week, Miss 
Ellis conducts a contest for the 
best answer to the question of the 
week—a question like: "How 
would you handle a situation in 
which you discovered your teen 
aged daughter was dating a mar- 
ried man?—or—"What would you 
do if you found your husband was 
taking his secretary to dinner 
often?" The questions are sub- 
mitted by the viewers themselves, 
and the woman submitting the 
question used receives a prize. 
Days: Monday through Friday 
Time-. 12:15 a. m. to 12:30 a. m. 
Total Cost: $765 per week, includ- 
ing all prizes used on the show. 

Show: "TV Talk" 
Description: Fifteen minutes of 
tailor-made talk for television . . . 
strictly about television. Together 
Bill Irvin, noted columnist of the 
Sun-Times, who has for years 
written under the name of Dan 
Foster, and Sheryl Leonard, popu- 
lar female disc jockey with the 
proper amount of eye-appeal, pro- 
vide fifteen minutes of informal 
and friendly chatter about what's 
doing in television, who's who, and 
why. 
Days: Tuesday and Thursday 
Time: 12:45 p. m. to 1:00 p. m. 
Total Cost: $315 per 15-minute 
segment. 

VS FAR-TV, Chicago 
Show: "Flana-Grams" 
Description: Features Chicago's 
favorite sportscaster bringing 
viewers a round-up of sports news, 
game scores, featured sports per- 
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sonality interviews—presented in 
the famous, informal Pat Flana- 
gan style. 
Days: Monday, Wednesday, Fri- 
day 
Time-. 11:10 p. m. to 11:20 p. m. 

Shoiv: "Top O' the Weather" 
Description: Florine Seres and 
Buss Eeed in a program with a 
purpose — the latest weather re- 
ports and forecasts for the ensu- 
ing 24-hour period^—an eye-ap- 
pealing, humanized report on the 
never ending weather battle. 
Days: Monday through Friday 
Time: 11:20 p. m. to 11:30 p. m. 

WGIN-TV, Chicago 
Show: "Your Figure, Ladies" 
Description: Calisthenics to mu- 
sic to beautify milady's figure, 
conducted by Paul Fogarty with 
the assistance of a model. An offer 
of a pamphlet of 14 exercises 
drew almost 6,000 requests from 
enthusiastic viewers. 
Days: Monday through Friday 
Time: 10:00 a. m. to 10:15 a. m. 
Time Cost: One minute film an- 
nouncement, $85. Live participa- 
tion announcement, $110. 

Shoiv: "Chicago Cooks with Bar- 
bara Barkley" 
Description: Chicago's most suc- 
cessful home economics program. 
Features a menu for the day, plus 
new dishes, new ideas and short- 
cuts. Advertisers' success stories 
and high ratings make this show 
a good buy. 
Days: Monday through Friday 
Time: 10:30 a. m. to 11:30 a. m. 
Time Cost: $115 live announce- 
ment only product demonstrated. 

WSAZ-TV, Huntington 
Show: "Western Jamboree" 
Description: Half-hour partici- 
pating or full sponsorship studio 

musical, featuring "Don Boots" 
and a crew of five including gui- 
tar, string bass, electric guitar 
and mandolin. Girl folk vocalist 
and yodeler are also featured. 
Strong hillbilly and western ap- 
peal, played "s t r a i g h t" before 
background of West Virginia hill 
country, with log cabin, "Chic 
Sale," etc. Talent can handle com- 
mercial in direct pitch-man style 
for rural audience appeal, or sta- 
tion staff announcer available for 
live demonstration spots. Also 
film, slide, and card commercials 
may be used. 
Day: Tuesday 
Time: 6:00 p. m. to 6:30 p. m. 
Total Cost: $240. (Participations 
available at straight spot rates 
plus $10 participating talent fee). 

KTTV, Los Angeles 
Show: "Sunday Cinema" (Par- 
ticipating) 
Description: A showing of enter- 
taining, top-quality feature-length 
films, offering drama, comedy, 
musicals and adventure. In its 
short time on KTTV, "Sunday 
Cinema" has achieved healthy rat- 
ings in both Pulse and the local 
Tele-Que surveys. Present spon- 
sors include Coast Federal Sav- 
ings and Loan and Hollywood 
Turf Club. 
Day-, Sunday 
Time: 5:00 p. m. to 6:30 p. m. 

WCBS-TV, New York 
Show: "About the House" (Par- 
ticipating) 
Description: A TV equivalent of 
the national women's magazine. 
This women's service show covers 
all women's interests such as deco- 
rating, kitchen hints, personal 
tips and includes discussion of 
outside interests. Woody Klose 
and Lydia Rogers interview and 
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entertain guests while the audi-
ence learns ways to save time,
energy-and money.
Do,ys: Monday through Friday
Time: II:15 a.m. to noon
Total Cost: $175 per participant

Sh.ow: "The Real McKay" (Par-
ticipating)
Description: A casual variety
show starring Jim McKay. McKay
uses his living room to chat with
unusual people (not all celebri-
ties). Mac Perrin at the piano and
songs by trllen Parker make for
pleasant and relaxing viewing.
Doys: Monday through Friday
Tim.e: Noon to 1:30 p.m.
Total Cost: $175 per participant

V'PIX, New York
Shotn: "Story from the Book"
Description: Miss Seeley, one of
TV's most experienced teller of
stories for children, tells stories
from the Bible, illustrated with
models and cut-outs. Religious
theme is not accented. Stories are
told on their merits as stories
with the incidental result of
awakening interest in the Bible.
Doy: Sunday
Tim.e 1,:15 p. m. to 1:30 p. m.
Total Cost: $125 plus time

Sh,ow: "Dixie Showboat" (avail-
able for full sponsorship or parti-
cipation)
D escription : Kinescope recording.
Minstrels, full orchestra, dancers
and guests.
I)oy: Saturday
Times 8:30 p" m. to 9:30 p. m.
Total Cost: Full sponsorship, 9500
plus time. Participation (limited
to three) $200 plus time.

WNBW, Washington, D. C.
Show : "Herson-in-Persont'
Description: Informal va r i e ty
featuring now on TV Bill Herson,
local outstanding "early morning
man." Show features singing and
piano playing of Herson plus mus-
ical "g6undlsg"-filrn strlps of
variety style (singers, dancers,
orchestras). Guest interviews,
daily dog giveaway, 10 minute
section for the children and gen-
eral Washington news and patter.
DoEs: Monday through Friday
Time: 2:00 p. m. to 3:00 p. m.
Total Cost: $505 daily (one min-
ute spot announcements available
at $50 per spot, subject to fre-
quency discounts)
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fN THE theater a stage manager
I is one who has a script in one
hand and most of his hair in the
other.

And that is exactly the way it is
with a floor manager in television.

It is frantic, and it is important.
Even vital. For every show must
have a floor manager. He is an as-
sistant to the director in the con-
trol room.

He must see that the sets are in
place, that the stagehands are
quiet, but performing their duties,
that the actors are where they
should be, wearing what they
should wear. And there are count-
less other things he must oversee.

In the theater, the stage man-
ager works with the director. And
in TV-although they are sepa-
rated-they must work as though
they were side by side-the floor
manager and the director.

Having to wear a headset to
maintain this relationship is not
so pleasant, but there is no way to
beat it. And yet the headset is the
reason for the irritating calls
from the director to the floor man-
ager to "hold down that studio
noise."

Actually, the most confused
place in the world is that cantrol
room, with agency p0ople in there
yelling their heads off, the assist-
ant director talking, the script girl
telephoning, and people rushing
in and out.

The floor manager must pick out
what the director says, and it is a
pretty difEcult task. A phone ring-
ing in the control room, for ex-
ample, might be confusing to the

aa

floor manager who might think it
is going off on the set. But if he
knows his script, it doesn't have
to be too confusing.

And knowing the script is a
prime requisite. Yet that is where
TV is losing a great deal. The rush
of work-with 40 hours a week
on several different shows-makes
it a real problem. In the theater,
stage managers work 20 hours a
day and know every part of the
script.

Having come into TV through
films and the theater, I appreciate
full well the pressure there is in
this field.

Then, for the floor manager who
takes the time to study scripts at
home, there isn't always smooth
sailing. He comes into the studio
to find that great changes have
been made in the script, and that
markings he has made do not hold
any longer. But, after all, that is
unavoidable, because the people
making the revisions are no doubt
doing what has to be done.

At CBS in New York there are
about 20 floor managers. They are
Spread out pretty thin. It requires
a lot of jumping from one place to
another, and sometimes it seems
that some shows are hung together
with Scotch tape.

But it is essential that a floor
manager sees that above all, he
has a happy production. He does
much to establish asstlrance.
There is tension every minute,
with nerves on edge, but rvhen the
floor manager throws a cue, or
orders someone to get something
into oosition. it must be done with
absolute authority and firmness.

This is the ninth in o series on vorious TV positions

Ftrrrrr
Nfarrager

by tucion Sell
Floor Monogel CBS-TY

Lucion Sell is lloor monoger lor The Prudentiol Fomily Ployhouse ond other top C85-7V
slrorvs,

At the lJniversity ol Colilornia during his senior yeor, he vos director ol the Little Theoter'
He won o contest having to do vith theatricols, ond went to work in Hollywood, where he
wos associoted with Belosco and Kern.

About 16 yeorc ogo, he came to New York, vherc he worked 'tith Will Horris lr., tock
Wilson, The Guild, ond fhe Scfiuberts. He was stoge mdnager lor "State ol the Union", ond
bock in Colifornio, put together the Y{esten compony ol this hit show.

Bock Eost, he vorked in rcdio ond television in New York ond Boston.
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This is the ninth in a series on various TV positions 

Floor 

Jllaimjger 

by Lucian Self 
Floor Manager, CBS-TV 

Lucian Self is floor manager for The Prudential Family Playhouse and other top CBS-TV 
shows. 

At the University of California during his senior yor, he was director of the Little Theater. 
He won a contest having to do with theatricals, and went to work in Hollywood where he 
was associated with Belasco and Kern. 

About 16 years ago, he came to New York, where he worked with Will Harris Jr., Jack 
Wilson, The Guild, and The Schuberts. He was stage manager for "State of the Union", and 
back in California, put together the Western company of this hit show. 

Back East, he worked in radio and television in New York and Boston. 

• • • 

entertain quests while the audi- 
ence learns ways to save time, 
energy—and money. 
Days: Monday through Friday 
Time: 11:15 a.m. to noon 
Total Cost: $175 per participant 

Shoiv: "The Real McKay" (Par- 
ticipating) 
Description-. A casual variety 
show starring Jim McKay. McKay 
uses his living room to chat with 
unusual people (not all celebri- 
ties) . Mac Perrin at the piano and 
songs by Ellen Parker make for 
pleasant and relaxing viewing. 
Days: Monday through Friday 
Time: Noon to 1:30 p.m. 
Total Cost: $175 per participant 

WIMX. New York 
Show: "Story from the Book" 
Description: Miss Seeley, one of 
TV's most experienced teller of 
stories for children, tells stories 
from the Bible, illustrated with 
models and cut-outs. Religious 
theme is not accented. Stories are 
told on their merits as stories 
with the incidental result of 
awakening interest in the Bible. 
Day: Sunday 
Time 1:15 p. m. to 1:30 p. m. 
Total Cost: $125 plus time 

Shoiv: "Dixie Showboat" (avail- 
able for full sponsorship or parti- 
cipation) 
Description: Kinescope recording. 
Minstrels, full orchestra, dancers 
and guests. 
Day: Saturday 
Times 8:30 p. m. to 9:30 p. m 
Total Cost: Full sponsorship, $500 
plus time. Participation (limited 
to three) $200 plus time. 

WNBW, Washington, D. C. 
Shmv: "Herson-in-Person" 
Description: Informal variety 
featuring now on TV Bill Herson, 
local outstanding "early morning 
man." Show features singing and 
piano playing of Herson plus mus- 
ical "soundies"—film strips of 
variety style (singers, dancers, 
orchestras). Guest interviews, 
daily dog giveaway, 10 minute 
section for the children and gen- 
eral Washington news and patter. 
Days: Monday through Friday 
Tune: 2:00 p. m. to 3:00 p. m. 
Total Cost: $505 daily (one min- 
ute spot announcements available 
at $50 per spot, subject to fre- 
quency discounts) 

IN THE theater a stage manager 
is one who has a script in one 

hand and most of his hair in the 
other. 

And that is exactly the way it is 
with a floor manager in television. 

It is frantic, and it is important. 
Even vital. For every show must 
have a floor manager. He is an as- 
sistant to the director in the con- 
trol room. 

He must see that the sets are in 
place, that the stagehands are 
quiet, but performing their duties, 
that the actors are where they 
should be, wearing what they 
should wear. And there are count- 
less other things he must oversee. 

In the theater, the stage man- 
ager works with the director. And 
in TV—although they are sepa- 
rated—they must work as though 
they were side by side—the floor 
manager and the director. 

Having to wear a headset to 
maintain this relationship is not 
so pleasant, but there is no way to 
beat it. And yet the headset is the 
reason for the irritating calls 
from the director to the floor man- 
ager to "hold down that studio 
noise." 

Actually, the most confused 
place in the world is that control 
room, with agency pfeople in there 
yelling their heads off, the assist- 
ant director talking, the script girl 
telephoning, and people rushing 
in and out. 

The floor manager must pick out 
what the director says, and it is a 
pretty difficult task. A phone ring- 
ing in the control room, for ex- 
ample, might be confusing to the 

floor manager who might think it 
is going off on the set. But if he 
knows his script, it doesn't have 
to be too confusing. 

And knowing the script is a 
prime requisite. Yet that is where 
TV is losing a great deal. The rush 
of work—with 40 hours a week 
on several different shows—makes 
it a real problem. In the theater, 
stage managers work 20 hours a 
day and know every part of the 
script. 

Having come into TV through 
films and the theater, I appreciate 
full well the pressure there is in 
this field. 

Then, for the floor manager who 
takes the time to study scripts at 
home, there isn't always smooth 
sailing. He comes into the studio 
to find that great changes have 
been made in the script, and that 
markings he has made do not hold 
any longer. But, after all, that is 
unavoidable, because the people 
making the revisions are no doubt 
doing what has to be done. 

At CBS in New York there are 
about 20 floor managers. They are 
spread out pretty thin. It requires 
a lot of jumping from one place to 
another, and sometimes it seems 
that some shows are hung together 
with Scotch tape. 

But it is essential that a floor 
manager sees that above all, he 
has a happy production. He does 
much to establish assurance. 
There is tension every minute, 
with nerves on edge, but when the 
floor manager throws a cue, or 
orders someone to get something 
into position, it must be done with 
absolute authority and firmness. 
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Teleoisergraph
by Mox Fleischer

Jock Benny Disploys

Good Video Personolity

Show:
MC or Stor:
Stotion:
Chonnel:
Time:
Dote:

Jock Benny
Jock Benny
wcBs-Tv
2
8:00 P.M. (45 min.)
October 28,1950

8:00 P.M. Show opened with spark-
ling "Be Happy Go Lucky" melody.
A genuine commercial find. Conta-
gious tune. (A.A. 50 to 52)

8:03 P.M. Jack Beniry indicated his
presence in a bus by merely dis-
playing his violin case through the
window. Positive audience recep-
tion. Sportsman Quartet, also pas-
sengers, sang from bus windows.
(4.4. 52 to 5t)

8:04 P.M. Jack Benny on stage.
His first few seconds before the
TV camera frightened him a little,
but he pulled out of it quickly.
Photographically, Benny was tele-
flattered. He looked better than
Jack Benny. As usual his humor
was sharp and explosive. Benny
gave eonclusive evidence he should
be seen as well as heard (A.A, St,
to 62)

8:10 P.M. Don Wilson filled the
screen for two minutes, with a
g:enerous supply of laughs. (A.4.
62\

8:12 P.M. The neatest blend from
show to commercial ever witnessed
on TV was accomplished by Benny
and Wilson. Before viewers were
aware of it, they were neck deep
in L.S.M.F.T., and they enjoyed it,
too. Two minutes of healthy com-
mercial display and performance.
(A.4. 62 to 6t*)

8:15 P.M. Rochester on. Discovered
washing window in Benny's apart-
ment. Indulged in some husky sing-
ing and a little dancing as he went
about the business of tidying up

the room. A parrot helped in keep-
ing humor alive. This episode,
while a little long, held its own
satisfactorily. However, the cus-
tomary Rochester spirit seemed to
be lacking. (A.A. 61, to 68)

8:20 P.M. Benny enters apartment
and is joined by Artie (Kitzel)
Auerbach. Flow of humor con-
tinued with this combination, plus
the parrot. Kitzel seemed some-
what static and he, too, lacked the
expected fire and zip. Nevertheless,
Benny kept things very much alive.
(4.4. 68 to 70)

8:25 P.M. Dinah Shore sang to Ben-
ny via telephone. Very soothing to
eye and ear. Good informal per-
formance. (A.A. 70 to 72)

8:35 P.M. Ken Murray appeared,
adding his share of bristling humor
to the show (A.A. 72)

8:37 P.M. Dinah Shore in song,
gave additional evidence of her
fetching teleoieuability. (A.A. Zz
to 7I)

8:39 P.M. Benny joins Dinah and
the Old Faithful fountain of humor
is kept going. (A.A.7I')

8:41 P. M. Sportsman Quartet for
a minute of earbalm. (A.A. ?I)

Besides his vell-knovn work in the motion picture industry os producer ond directorof his_ovn orgonizotions, Mox Fleischer hos hod extensive experience in television. He
begon his experiments vith picture telecosting in 1934, when he ossisted the British Brood-
costing compony in tests conducted from Modison squore Gorden. In this stort, he ryos
the first to televise o cortoon chorocter (Betty Boop) in oction, vith himself in the oct ot
droving-on the lelevision screen. Accordingly, thi ney'medium is sixteen yeors old for Fleischer.

ln 1944' Fleischer designed the first outorilotic Reviewgroph. Thii instrument recorded
minute by minute opinions during the progress of performonces. He hos used the method
ever since with highly sotisfoctory results.

. The Televisergroph-bosed on this device-is not the product of o personolity. lt is,
rcthe-r, o recording,of on olserver, experienced in the reoctions'of the generol'public, en mosse.
. ln other words, the Televisergroph does not portroy the person-ol likes ond dislikes of

the groph operotor. The groph represents the operotor's evoluotion of moss reoction to
incidents, irrespective of his personol opinions.

GRAPH KEY
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Televisergraph Jack Benny D'splays 

-* Good Video Personality 

Besides his well-known work in the motion picture industry as producer and director 
of his own organizations. Max Fleischer has had extensive experience in television. He 
began his experiments with picture telecasting in 1934, when he assisted the British Broad- 
casting Company in tests conducted from Madison Square Garden. In this start, he was 
the first to televise a cartoon character (Betty Boop) in action, with himself in the act of 
drawing on the television screen. Accordingly, the new medium is sixteen years old for Fleischer 

In 1944, Fleischer designed the first automatic Reviewgraph. This instrument recorded 
minute by minute opinions during the progress of performances He has used the method 
ever since with highly satisfactory results. 

The Televisergraph—based on this device—is not the product of a personality. It is, 
rather, a recording of an observer, experienced in the reactions of the general public, en masse 

In other words, the Televisergraph does not portray the personal likes and dislikes of 
the graph operator. The graph represents the operator's evaluation of mass reaction to 
incidents, irrespective of his personal opinions. 

GRAPH KEY 
Appeal Line No. 50 Tolerance Line 
Above "Apeal" Line No. 50 Safe Area 
Below "Appeal" Line No. 50   Tolerance Falls Rapidly 
Numerals Above Graph    . .Presentation by Minutes 
Numerals at Left of Graph Audience Appeal 

by Max Fleischer 

Show: Jack Benny 
MC or Star: Jack Benny 
Station: WCBS-TV 
Channel: 2 
Time: 8:00 P.M. (45 min.) 
Date: October 28, 1950 

8:00 P.M. Show opened with spark- 
ling "Be Happy Go Lucky" melody. 
A genuine commercial find. Conta- 
gious tune. (A.A. 50 to 52) 

8:03 P.M. Jack Benny indicated his 
presence in a bus by merely dis- 
playing his violin case through the 
window. Positive audience recep- 
tion. Sportsman Quartet, also pas- 
sengers, sang from bus windows. 
(A.A. 52 to 5U) 

8:04 P.M. Jack Benny on stage. 
His first few seconds before the 
TV camera frightened him a little, 
but he pulled out of it quickly. 
Photographically, Benny was tele- 
flattered. He looked better than 
Jack Benny. As usual his humor 
was sharp and explosive. Benny 
gave conclusive evidence he should 
be seen as well as heard (A.A. 
to 62) 

8:10 P.M. Don Wilson filled the 
screen for two minutes, with a 
generous supply of laughs. (A.A. 
62) 
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8:12 P.M. The neatest blend from 
show to commercial ever witnessed 
on TV was accomplished by Benny 
and Wilson. Before viewers were 
aware of it, they were neck deep 
in L.S.M.F.T., and they enjoyed it, 
too. Two minutes of healthy com- 
mercial display and performance. 
(A.A. 62 to 64-) 

8:15 P.M. Rochester on. Discovered 
washing window in Benny's apart- 
ment. Indulged in some husky sing- 
ing and a little dancing as he went 
about the business of tidying up 

• • 

the room. A parrot helped in keep- 
ing humor alive. This episode, 
while a little long, held its own 
satisfactorily. However, the cus- 
tomary Rochester spirit seemed to 
be lacking. (A.A. 64 to 68) 

8:20 P.M. Benny enters apartment 
and is joined by Artie (Kitzel) 
Auerbach. Flow of humor con- 
tinued with this combination, plus 
the parrot. Kitzel seemed some- 
what static and he, too, lacked the 
expected fire and zip. Nevertheless, 
Benny kept things very much alive. 
(A.A. 68 to 70) 

8:25 P.M. Dinah Shore sang to Ben- 
ny via telephone. Very soothing to 
eye and ear. Good informal per- 
formance. (A.A. 70 to 72) 

8:35 P.M. Ken Murray appeared, 
adding his share of bristling humor 
to the show (A.A. 72) 

8:37 P.M. Dinah Shore in song, 
gave additional evidence of her 
fetching televiewability. (A.A. 72 
to 74) 

8:39 P.M. Benny joins Dinah and 
the Old Faithful fountain of humor 
is kept going. (A.A. 74) 

8:41 P. M. Sportsman Quartet for 
a minute of earbalm. (A.A. 74) 

60 MINUTE GRAPH 
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8:42 P.M. Benny and his scratchy
violin which can play only "Love
in Bloom." This was followed by
lilting commercial tune rvhich sud-
denly closed the show without
warrring. (A.A. 7tt to 72)

8:45 P.M. End,. (A.A. 72)

TECHNICAL NOTATIONS

Camera Operations: Good, Smooth
transitions. Never forced.
Li,ghting: Ideally arranged for re-
laxed viewing.
Pace: Not fast, but held to steady,
even, progressive momentum.
Audi,ence Appeal: A smart, thor-
oughly enjoyable show. While this
was not the first show to go from
the old to the new medium, this
presentation had the singular effect
of bringing viewers up sharply to
the fact that the magic light of
TV had been turned on performers
who had been heard in the dark for
many years. From the opening, the
show steadily rose in interest until
the 12th minute. Held firm to the
19th minute. Moved upward again
until the 42nd minute, resulting in
a remarkable appeal - graph. It
should be noted that once the show
started, the climb was either up-
ward, or held its ground. In no
instance did the graph recede for
forty-two minutes out of its total
of forty-five. The only recession ap-
pears at the closing three minutes.
But even here, neither the per-
formance nor the commercial was
chargeable with the two-point dip.
The recession can be attributed
to the unexpected and sudden end-
ing of the presentation. Neverthe-
less, the disappointment is on the
credit side since it stems from the
fact that televiewers could have
taken more.

TECHNICAI, ERRORS

None of importance, with the ex-
ception of the abrupt finish which
seemed like an untimely end of
festivities. It must also be noted
that the Dinah Shore-Jack Benny
telephone sequence lacked the tech-
nique of sgmbolic distance between
the parties. Consequently the im-
pression transmitted was that the
speakers could have easily , heard
each other without using the
phones. This flaw is noted, not for
its direct efect, but for the reason
that the dialogue devised for a
situation of di,stance between the
speakers, suffered from nearness.

24

ln The llew York Area

TU Bonus Audience

ffOW many advertisers are
lI aware of the very sizeable
bomn au,iLience delivered by tele-
casters? With current measure-
ments of the TV audience, only
lrcme ui,ewing orr the part of TV
families is covered. But. what about
viewing by people who don't have
television sets? - s1 - "Quf,-sf-
home" viewing on the part of Peo-
ple in television families ?

The absence of audience figures
for these groups has resulted in
underselling of this new medium
by telecasters. In view of this situ-
ation, WOR commissioned Pulse,
Inc. to conduct a special survey to
determine the size and character-
istics of this bonus audience. 'Ihe
survey was made from July 5, L950
to July 11, 1950 throughout the
twelve counties of Metropolitan New
York regularly covered by Pulse.

The sampling method was similar
to that used by Pulse, Inc. in its
monthly surveys of New York radio
and television audiences. However,
only full families were selected, i. e.,
the entire family had to be present
at the time of the interview.

In homes without television sets,
each member of the family was
queried as follows:

"Did you watch television
any place last night after
6 PM?''

"Did you watch television
any place today from 12 N to
6 PM?''
Persons replying affirmatively to

either of these questions were then
asked:

"At what times did you
rvatch television?" (Informa-
tion was obtained on a r/+-hour

basis.)
"Which of these stations and

programs did you watch?"
(Here, the respondent was
shown a roster of programs
aired by each TV station dur-
ing the period that person had
watched TV.)

"Where did you watch?"
A slightly different procedure

was followed in TV homes. First,
interviewers checked on h.ome oiew-

ing in connection rvith the July
Telepulse report. At the same time,
information was obtained as to
family viewers per set for each pro-
gram watched, so that Telepulse
ratings - normally expressed in
terms of families-could be con-
verted into viewers. (In this report,
the home audience in terms of
people has been used as a basis for
comparison with the bonus audi-
ence.)

Then, as part of the bonus-audi-
ence survey, individual family
members were asked:

"Did you watch television
any place other than here at
home last night after 6 P.M.?"

"Did you watch television
any place other than here at
home today from 12 noon to
6 PM?"
The same questions used in non-

television homes were then asked of
those people who had watched tele-
vision away from their own home to
determine what programs had been
seen and where viewing had taken
place.

The data obtained from these in-
terviews were projected against
Pulse estimatep of TV and non-TV
families in the 12 counties surveyed
to derive final estimates of the
bonus audience.

The Total Audi.ence: On an aver-
age day in July, television attracted
a bonus audience of 732,400 view-
ers. The bulk of these viewers
(78.4%) consisted of people who
didn't own TV sets. The balance
represented viewers in TV families
who were viewing away from their
own homes.

The Aaerage Audience: During
the average la-hoar from noon until
midnight, viewing by these people
represented a 12.8% plus 

- over
and above the audience watching
in their own home. The bonus TV
audience reached its peak between
8:00 p. m. and 11:00 p. m. when an
average of 210,200 persons per t/+-

hour were viewing in the homes of
friends or relatives, in bars and
grills, or in other public places. In
this period, these "away-from-
home" viewers added 76.4% to the

TELEVISER

TV Bonus Audience 

in The New York Area 

8:42 P.M. Benny and his scratchy 
violin which can play only "Love 
in Bloom." This was followed by 
lilting commercial tune which sud- 
denly closed the show without 
warning. {A.A. 7U to 72) 

8:45 P.M. End. (A.A. 72) 

TECHNICAL NOTATIONS 
Camera Operations: Good, Smooth 
transitions. Never forced. 
Lighting: Ideally arranged for re- 
laxed viewing. 
Pace: Not fast, but held to steady, 
even, progressive momentum. 
Audience Appeal: A smart, thor- 
oughly enjoyable show. While this 
was not the first show to go from 
the old to the new medium, this 
presentation had the singular effect 
of bringing viewers up sharply to 
the fact that the magic light of 
TV had been turned on performers 
who had been heard in the dark for 
many years. From the opening, the 
show steadily rose in interest until 
the 12th minute. Held firm to the 
19th minute. Moved upward again 
until the 42nd minute, resulting in 
a remarkable appeal - graph. It 
should be noted that once the show 
started, the climb was either up- 
ward, or held its ground. In no 
instance did the graph recede for 
forty-two minutes out of its total 
of forty-five. The only recession ap- 
pears at the closing three minutes. 
But even here, neither the per- 
formance nor the commercial was 
chargeable with the two-point dip. 
The recession can be attributed 
to the unexpected and sudden end- 
ing of the presentation. Neverthe- 
less, the disappointment is on the 
credit side since it stems from the 
fact that televiewers could have 
taken more. 

TECHNICAL ERRORS 
None of importance, with the ex- 
ception of the abrupt finish which 
seemed like an untimely end of 
festivities. It must also be noted 
that the Dinah Shore-Jack Benny 
telephone sequence lacked the tech- 
nique of symbolic distance between 
the parties. Consequently the im- 
pression transmitted was that the 
speakers could have easily heard 
each other without using the 
phones. This flaw is noted, not for 
its direct effect, but for the reason 
that the dialogue devised for a 
situation of distance between the 
speakers, suffered from nearness. 

HOW many advertisers are 
aware of the very sizeable 

bonus audience delivered by tele- 
casters? With current measure- 
ments of the TV audience, only 
home viewing on the part of TV 
families is covered. But, what about 
viewing by people who don't have 
television sets? — or — "Out-of- 
home" viewing on the part of peo- 
ple in television families? 

The absence of audience figures 
for these groups has resulted in 
underselling of this new medium 
by telecasters. In view of this situ- 
ation, WOR commissioned Pulse, 
Inc. to conduct a special survey to 
determine the size and character- 
istics of this bonus audience. The 
survey was made from July 5, 1950 
to July 11, 1950 throughout the 
twelve counties of Metropolitan New 
York regularly covered by Pulse. 

The sampling method was similar 
to that used by Pulse, Inc. in its 
monthly surveys of New York radio 
and television audiences. However, 
only full families were selected, i. e., 
the entire family had to be present 
at the time of the interview. 

In homes without television sets, 
each member of the family was 
queried as follows: 

"Did you watch television 
any place last night after 
6 PM?" 

"Did you watch television 
any place today from 12 N to 
6 PM?" 
Persons replying affirmatively to 

either of these questions were then 
asked: 

"At what times did you 
watch television?" (Informa- 
tion was obtained on a 14-hour 
basis.) 

"Which of these stations and 
programs did you watch?" 
(Here, the respondent was 
shown a roster of programs 
aired by each TV station dur- 
ing the period that person had 
watched TV.) 

"Where did you watch?" 
A slightly different procedure 

was followed in TV homes. First, 
interviewers checked on home view- 

ing in connection with the July 
Telepulse report. At the same time, 
information was obtained as to 
family viewers per set for each pro- 
gram watched, so that Telepulse 
ratings — normally expressed in 
terms of families—could be con- 
verted into viewers. (In this report, 
the home audience in terms of 
people has been used as a basis for 
comparison with the bonus audi- 
ence.) 

Then, as part of the bonus-audi- 
ence survey, individual family 
members were asked: 

"Did you watch television 
any place other than here at 
home last night after 6 P.M.?" 

"Did you watch television 
any place other than here at 
home today from 12 noon to 
6 PM?" 
The same questions used in non- 

television homes were then asked of 
those people who had watched tele- 
vision away from their own home to 
determine what programs had been 
seen and where viewing had taken 
place. 

The data obtained from these in- 
terviews were projected against 
Pulse estimates of TV and non-TV 
families in the 12 counties surveyed 
to derive final estimates of the 
bonus audience. 

The Total Audience: On an aver- 
age day in July, television attracted 
a bonus audience of 732,400 view- 
ers. The bulk of these viewers 
(78.4%) consisted of people who 
didn't own TV sets. The balance 
represented viewers in TV families 
who were viewing away from their 
own homes. 

The Average Audience: During 
the average Vi-hour from noon until 
midnight, viewing by these people 
represented a 12.8% plus — over 
and above the audience watching 
in their own home. The bonus TV 
audience reached its peak between 
8:00 p. m. and 11:00 p. m. when an 
average of 210,200 persons per 14- 
hour were viewing in the homes of 
friends or relatives, in bars and 
grills, or in other public places. In 
this period, these "away-from- 
home" viewers added 16.4% to the 
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regular audience. Throughout the
entire night (6:00 p. m.-12 mid-
night) the bonus audience repre-
sented a l4.lo,t6 plus; in the after-
noon (12:00 noon-6:00 ,p. m.) a
9.7 ,as plus.

Where Viewing Took Plqce: The
bulk of the bonus audience did its
viewing while visiting in the homes
of friends or relatives. During
nighttime hours, of the 872,000
"extra-viewers," 395,300 (69.L%'l
watched in other people's homes;
in the daytime, of the 1?b,800
"extra-viewers," 108,1,00 (61,5%)
watched in other people's homes.

The survey also provides the first
measurement of the size of the bar
and grill audience. On the average
day in July, 118,400 (20.7%)
watched TV in bars and grills dur-
ing the evening; 57,000 (BZ.4o/(,)
in the afternoon.

Characteristics of the
Bonus Audience

Composition: Men dominated the
bonus television audience in July.
During the average d.aytime a/a-

hour, they represented EI.7% of the
"extra viewers"; at night, 48.8%.
This is in sharp contrast to the aud-
ience viewing in their own home.
where women constitute the largest
viewing group.

Age of Adults: The age pattern
of men and women viewing in the
homes of friends and relatives. in
bars and grills and in other public
places was fairly close to that of
the "at-home" audience.

Monthly Hom.e Rental: The bonus
audience contained an above-aver-
age proportion of people living in
low-rent dwellings when compared
with the audience viewing in their
own home. This was to be ex,rrected
inasmuch as TV penetration is at
its lowest level among this group.

TElEUISIOT
Laboratory and rheoretical insrruc.
tion under the guidance of experrs.
covering all technical phasis of
Radio, Frequency Modulation and
Television. Prepires for oDportuoi.
ties in Broadcistine. Ess'e;iial In.
dustry or Own Busihess.

ToTAL TUtiloil 3450. ilo cxrRAr.
ilorr., Att., or Evc. Smoll Weekly Poymotr.
Free Plocement Sorvice. Stote Iicensed.

APPROVED FQR VETERANS.
E'I8OLL ilOW FOF T{EW CLASSES

Apply Daily 9.9; Sat. 9-2
VlSlT. WRTTE or pHONE

RAlt t 0-TEtEUtst0l{
I1{STITUTE

Pionrr ia lolcvirion lroininc tin<e l93E
480 terilgton Aye., t{. y. ti (46fh St.)
lloro 9.1665 2 blorls froo Grond (enrroi

Because of the relationship be-
tween family income and rent, it
can be assumed that an above-aver-
age proportion of the "extra view-
ers" were in the lower-income
bracket.

Bonus Audience for Sports and
Non-STtorts Programs: Programs
viewed by the bonus audience dif-
ered markedly from those seen by
people in their own home. In the
case of the "extra viewers," there
was greater emphasis on telecasts
of sporting events.

On a share-of-audience basis.
sports attracted 78.7% of the bonus
audience during daytime hours,
35.9% at night. This compares
with 528% daytime and zL.L%
nighttime for people viewing in
their own home.

The "extra viewers" for daytime
baseball games in July represented
a 14.5/o plus to advertisers. In the
evening, sports in general delivered
a bonus audience of 24.0/6. Night
baseball registered a 27.I/6 pltts,
wrestling a 27.2% plus, and boxing
a 76.7/6 plus.

RECEVETR DISTRIBUTION . . .

New York
Los Angeles
Chicago
Philadelphia
Boston
Detroit ---.--.
Cleveland
Baltimore
St. Louis
Cincinnati
Washington
Milwaukee
Pittsburgh
Minn.-St. Paul
Buffalo
Schenectady
New Haven .,---
San Francisco -

Columbus .-.---
Dayton -,.
Providence
Syracuse
Indianapolis
Lancaster
Atlanta
Kansas City
San Diego
Toledo
Memphis
Louisville
Rochester
Oklahoma City
Wilmington .-..
Seattle
Dallas*
Houston
Richmond
Grand Rapids
.Iohnstown .....----
New Orleans
Miami
Omaha --.
Ft. Worth

October

,._,________1,670,000

1, 1950

Norfolk
Erie ...-------..

Lansing
Davenport-Rock fstanJ----.
Binghamton
Birmingham
Jacksonville
Ames -.

Phoenix
Bloomington
Nashville
Albuquerque

690,000
670,000
600,000
525,000
331,000
315,000
222,000
185,000
178,000
174,000
161,000
145,000
141,000
135,000
107,000
102,000

99,000
95,000
95,000
86,900
71,300
70,500
63,700
62,300
61,600
58,000
55,000
54,600
52.400
51,000
48.200
44,700
43,200
43.100
43.100
42.500
38.700
37.800
37.400
36.400
35.300

San Antonio 28,900
Charlotte 28.800
Salt Lake City . 27,400
Greensboro 25.000

33,500
30,700

25,000
23,500
23,100
22,600
20,000
19,400
16,900
9,500
9,500
5,000

Total --,------. -----. 8,269,400
x Add,iti,onal col)ero.ge for WBAp-

TV. Ft. Worth.

-NBC estimates.

FILM PROTECTIVE PROCESS

The SUPER

vAPORATE
PROTECTS AGAINST Scrotchs, Finoer-
morks, Oil, Woter ond Climotic'Chon-ges.

lOne Treatment Lasts

Ittle Lile ol the Filn
Brittle Film Reiuvenoted

"lt's Never Too Lote To Vocuumote"
Avoiloble thru your loccl deoler or ot

VACUUMATE CORP. 446 \#.43rd St.. New
York ond in these principol cities: Detroit,
Mich., Wqshington, D. C., Chicoqo, lll..
Son Froncisco, Colif., Hollyvood,- Colif.,
Portlond, Ore., Konsos City, Mo., Roleigh,
N. C., Monilo, P. 1., Conodo.

NOVEMBER, I95O

._......_____.._..._....._._ 33.700

regular audience. Throughout the 
entire night (6:00 p. m.-12 mid- 
night) the bonus audience repre- 
sented a 14.1% plus; in the after- 
noon (12:00 noon-6:00 p. m.) a 
9.7% plus. 

Where Viewing Took Place: The 
bulk of the bonus audience did its 
viewing while visiting in the homes 
of friends or relatives. During 
nighttime hours, of the 572,000 
"extra-viewers," 395,300 (69.1%) 
watched in other people's homes; 
in the daytime, of the 175,800 
"extra-viewers, 108,100 (61.5%) 
watched in other people's homes. 

The survey also provides the first 
measurement of the size of the bar 
and grill audience. On the average 
day in July, 118,400 (20.7%) 
watched TV in bars and grills dur- 
ing the evening; 67,000 (32.4%) 
in the afternoon. 

Characteristics of the 
Bonus Audience 

Composition-. Men dominated the 
bonus television audience in July. 
During the average daytime %- 
hour, they represented 51.7% of the 
"extra viewers"; at night, 48.8%. 
This is in sharp contrast to the aud- 
ience viewing in their own home, 
where women constitute the largest 
viewing group. 

Age of Adults: The age pattern 
of men and women viewing in the 
homes of friends and relatives, in 
bars and grills and in other public 
places was fairly close to that of 
the "at-home" audience. 

Monthly Home Rental: The bonus 
audience contained an above-aver- 
age proportion of people living in 
low-rent dwellings when compared 
with the audience viewing in their 
own home. This was to be expected 
inasmuch as TV penetration is at 
its lowest level among this group. 

TELEVISION Laboratory and theoretical instruc- 
tion under the guidance of experts, 
covering all technical phases of 
Radio, Frequency Modulation and 
Television. Prepares for opportuni- 
ties in Broadcasting. Essential In- 
dustry or Own Business. 

TOTAL TUITION $450. NO EXTRAS. 
Morn., Aft., or Eve. Small Weekly Payments. 
Free Placement Service. State Licensed. 

APPROVED FOR VETERANS. ENROLL NOW FOR NEW CLASSES 
Apply Daily 9-9; Sat. 9-2 
VISIT. WRITE or PHONE 

RADIO TELEVISION 
INSTITUTE 

Pioneers in Television Training Since 1938 
480 Lexington flve., N. Y. 17 (46th St.) 
PLoza 9-5665 2 blocks from Grand Central 

Because of the relationship be- 
tween family income and rent, it 
can be assumed that an above-aver- 
age proportion of the "extra view- 
ers" were in the lower-income 
bracket. 

Bonus Audience for Sports and 
Non-Sports Programs: Programs 
viewed by the bonus audience diff- 
ered markedly from those seen by 
people in their own home. In the 
case of the "extra viewers," there 
was greater emphasis on telecasts 
of sporting events. 

On a share-of-audience basis, 
sports attracted 78.7% of the bonus 
audience during daytime hours, 
35.9% at night. This compares 
with 52.8% daytime and 21.1% 
nighttime for people viewing in 
their own home. 

The "extra viewers" for daytime 
baseball games in July represented 
a 14.5% plus to advertisers. In the 
evening, sports in general delivered 
a bonus audience of 24.0%. Night 
baseball registered a 27.1% plus, 
wrestling a 27.2% plus, and boxing 
a 16.7% plus. 

1, 1950 

Norfolk      ... 33,500 
Erie      30,700 
San Antonio —   28,800 
Charlotte   28,800 
Salt Lake City  27,400 
Greensboro  25,000 
Lansing     25,000 
Davenport-Rock Island 23,500 
Binghamton    23,100 
Birmingham   22,600 
Jacksonville   20,000 
Ames    19,400 
Phoenix   16,900 
Bloomington   9,500 
Nashville   8,500 
Albuquerque   5,000 

Total      8,269,400 
* Additional coverage for WBAP- 

TV, Ft. Worth. 
—NBC estimates. 

V4CIIII III 4H 

FILM PROTECTIVE PROCESS 

The SUPER 

VAPOkate 
PROTECTS AGAINST Scratches, Finger- 
marks, Oil, Water and Climatic Changes. 
■One Treatment Lasts 

the Life of the Film 
Brittle Film Rejuvenated 

"lt#s Never Too Late To Vacuumate" 
Available thru your local dealer or at 

VACUUMATE CORP. 446 W. 43rd St., New 
York and in these principal cities: Detroit, 
Mich., Washington, D. C., Chicago, III., 
San Francisco, Calif., Hollywood, Calif., 
Portland, Ore., Kansas City, Mo., Raleigh, 

N. C., Manila, P. I., Canada. 

RECEIVER DISTRIBUTION ... 

October 

New York  1,670,000 
Los Angeles     690,000 
Chicago   670,000 
Philadelphia     600,000 
Boston     525,000 
Detroit    331,000 
Cleveland     315,000 
Baltimore     222,000 
St. Louis   185,000 
Cincinnati   178,000 
Washington    174,000 
Milwaukee   161,000 
Pittsburgh    145,000 
Minn.-St. Paul    141,000 
Buffalo    135,000 
Schenectady    107,000 
New Haven      102,000 
San Francisco .. 99,000 
Columbus   95,000 
Dayton   95,000 
Providence    86,900 
Syracuse      71,300 
Indianapolis   70,500 
Lancaster     63,700 
Atlanta    62,300 
Kansas City    61,600 
San Diego     58,000 
Toledo   55,000 
Memphis   54,600 
Louisville    52,400 
Rochester     51,000 
Oklahoma City   48.200 
Wilmington     44,700 
Seattle   43,200 
Dallas*   43.100 
Houston     43,100 
Richmond     42.500 
Grand Rapids   38,700 
Johnstown   37.800 
New Orleans   37.400 
Miami     36.400 
Omaha     35.300 
Ft. Worth   33,700 

NOVEMBER, 1950 25 
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Recent Television Publications

Practical Television Engineering,
by Scott Helt, Murray Hill Books,
Inc. 708 pages, $7.50.

Here is a sound, detailed en-
gineering treatment of tele-
vision. It explains fully the
circuits, construction, perform-
ance, etc. of all parts of pickup,
transmitting and r e c e i v i n g
equipment, with the broadcast-
ing problems emphasized. The
book is clearly written and
should prove a practical aid to
all concerned with the funda-
mentals and methods of effi-
cient practice in this field. It
contains a glossary of engin-
eering terms and is profusely
illustrated throughout. Among
the subjects which are dealt
with in detail are: the Ca-
thode-ray, tube and oscillo-
graph, electron tubes for image
pick-up, the synchronizing
generator, and camera chain.

Encvclonedia on Cafhode-Rav Os-
cilloscopes and Their Uses, by John
F. Rider and Seymour D. Uslan,
John F. Rider, publisher, 982 pages,
$e.00.

This book describes and dis-
cusses completely all types of
cathode-ray oscilloscopes and
synchroscooes manufactured
between 1940 and 1950. Not
only is theory thoroughly ex-
plained, but practical everyday
uses in virtually all fielcls are
examined.

Television Yolumes Y and VI, ed-
ited by Alfred N. Goldsmith, Ar-
thur F. Van Dyck, Robert S.
Brunap, Edward T. Dickey, and
George M. K. Baker, RCA Preview,
RCA Laboratories Division, Prince-
ton, N. J., 883 pages.

Television, Volume V, covers
the years 1947 and 1948. Vol-
ume VI covers 1949 to June,
1950. The first television vol-
ume was published in 1936, fol-
lowed by Volume II in 1937.
Volumes III and IV appeared
in 1947.

The books present selected
technical papers by RCA au-
thors. The papers cover pick-
up, transmission, reception,

color, UHF, and general tele-
vision subjects. Among the
contents of Volume V are: film
projectors for television, inter-
locked scanning for network
television, sync generator fre-
quency stability and TV remote
pick-ups, d e v e I o pme n t s in
large-screen television, and
technical aspects of television
studio operation. | 1

Volume VI cdntainJ infor-
mation on the vidicon-photo-
conductive camera tube, mix-
ing local and remote television
signals, development of a large
metal kinescope for television,
a study of cochannel and adja-
cent-channel interference of
television signals, a 6 mega-
cycle eompatible hi gh-defi nition
color television system, and ex-
p e r i m e n t a I ultra-high-fre-
quency. television station, etc.

Ross Reports on Television Pro-
gramming, Wallace A. Ross, Pub-
Iisher, 551 Fifth Avenue, 33 pages,

$5.00.

This booklet presents an ex-
tremely helpful and complete
compilation of names and ad-
dresses of people and comPan-
ies active in various phases of
television programming. Con-
tents cover address, telephones,
and personnel of advertising
agencies, agents, film compan-
ies, packagers, labor unions,
network and New York CitY
stations, publicity firms, out-
lets for press releases, research
organizations, production serv-
ices and supplies, and station
reps.

The directory also contains
a list of network Programs
(time, day, sponsor, agency
and producer), receiver distri-
bution and talent fees.

TV Progress, Television Broad-
casters Association, Inc., 505 Fifth
Ave., N. Y. 15 pages, $1.00 to non-
members.

This handy reference offers
up to the minute statistics cov-
ering TV stations, networks,
set production, audience, busi-
ness and advertising.

SPOTS
o ovER 100

. SPOTS ON

. THE AIR FOR

O AMERICA S

O LARGEST

. ADVERTISERS-

O PRODUCED BY

GraY-0nReillY
480 LEXINGTON AVE" NEW YORK

PLAZA 3-1531

O

TU STATIOIIS-]{ETWORKS

AII AGEIICIES-AIIUERTISERS

I'm Looking
lor a New lob!

Although a recognized authority in Adaer-
tising and, Teleuision, my financial require-
tucnts are oery much doun-to-earth. Unlor-
tunately, through an unusual combination ol
cftcumstatuces, my pfesent compdny cannot
ncct these fequiremcnts.

I om Associote Dircctor ol TV Operctions
for o moior motion picture compony, which
both distributes progrom films ond pro-
duces TV commerciols. I om olso Ditector
ol Advertising dnd Public Rerdtions for oll
of this compony's non-theotticol octivities,
which involve on onnuol million-dollor
odvertising budget fot product promotion
qt nqtionol ond retoil levels.

Recognition ol my capabilities hu come
lrom the leading teleoision and adaertising
publications, lor which I haoe utittetu nu.
merous articles on Tl/ commercials and
adoertising techniques. (Names and dates
on request.)

Previous experience includes sessions os
Yice-Ptesident ond Genercl Monoger ol o
pubfishing compony, ond Copy Chiet-
Account Executive with on odvertising
ogency.

lf it involves television, direct noil,
mogozines, nevspcpers, comics, disploys,
rodio or editing, I offer the broodest
knowledge ond experience, os well os
youthful (oge 34) energy ond enthusiosm.
Pleose drop o line to

Box A, Mcnhotton Associotes
Room 813, 120 Liberty St.,
Nev York City
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SPOTS 

• OVER 100 

• SPOTS ON 

• THE AIR FOR 

• AMERICA'S 

• largest 

• ADVERTISERS— 

• produced by 

Gray-O'Reilly 

480 LEXINGTON AVE., NEW YORK 
PLAZA 3-1531 

TV STATIONS—NETWORKS 

AD AGENCIES—ADVERTISERS 

I'm Looking 
for a New Job! 

Although a recognized authority in Adver- 
tising and Television, my financial require- 
ments are very much down-to-earth. Unfor- 
tunately, through an unusual combination of 
circumstances, my present company cannot 
meet these requirements. 
I am Associate Director of TV Operafions 
for a major motion picture company, which 
both distributes program films and pro- 
duces TV commercials. I am also Director 
of Advertising and Public Relations for all 
of this company's non-theatrical activities, 
which involve an annual million-dollar 
advertising budget for product promotion 
at national and retail levels. 
Recognition of my capabilities has come 
from the leading television and advertising 
publications, for which I have written nu- 
merous articles on TV commercials and 
advertising techniques. {Names and dates 
on request.) 
Previous experience includes sessions as 
Vice-President and General Manager of a 
publishing company, and Copy Chief- 
Account Executive with an advertising 
agency. 
If it involves television, direct mail, 
magazines, newspapers, comics, displays, 
radio or editing, I offer the broadest 
knowledge and experience, as well as 
youthful (age 34) energy and enthusiasm. 
Please drop a line to 

Box A, Manhattan Associates 
Room 813, 120 Liberty St., 
New York City 

Recent Television Publications 

Practical Television Engineering, 
by Scott Kelt, Murray Hill Books, 
Inc. 708 pages, $7.50. 

Here is a sound, detailed en- 
gineering treatment of tele- 
vision. It explains fully the 
circuits, construction, perform- 
ance, etc. of all parts of pickup, 
transmitting and receiving 
equipment, with the broadcast- 
ing problems emphasized. The 
book is clearly written and 
should prove a practical aid to 
all concerned with the funda- 
mentals and methods of effi- 
cient practice in this field. It 
contains a glossary of engin- 
eering terms and is profusely 
illustrated throughout. Among 
the subjects which are dealt 
with in detail are: the Ca- 
thode-ray, tube and oscillo- 
graph, electron tubes for image 
pick-up, the synchronizing 
generator, and camera chain. 

Encyclooedia on Catnode-Rav Os- 
cilloscopes and Their Uses, by John 
F. Rider and Seymour D. Uslan, 
John F. Rider, publisher, 982 pages, 
$9.00. 

This book describes and dis- 
cusses completely all types of 
cathode-ray oscilloscopes and 
synchroscones manufactured 
between 1940 and 1950. Not 
only is theory thoroughly ex- 
plained, but practical everyday 
uses in virtually all fields are 
examined. 

Television Volumes V and VI, ed- 
ited by Alfred N. Goldsmith, Ar- 
thur F. Van Dyck, Robert S. 
Brunap, Edward T. Dickey, and 
George M. K. Baker, RCA Preview, 
RCA Laboratories Division, Prince- 
ton, N. J., 883 pages. 

Television, Volume V, covers 
the years 1947 and 1948. Vol- 
ume YI covers 1949 to June, 
1950. The first television vol- 
ume was published in 1936, fol- 
lowed by Volume II in 1937. 
Volumes III and IV appeared 
in 1947. 

The books present selected 
technical papers by RCA au- 
thors. The papers cover pick- 
up, transmission, reception, 

color, UHF, and general tele- 
vision subjects. Among the 
contents of Volume V are: film 
projectors for television, inter- 
locked scanning for network 
television, sync generator fre- 
quency stability and TV remote 
pick-ups, developments in 
large-screen television, and 
technical aspects of television 
studio operation.| 

Volume YI contains infor- 
mation on the vidicon—photo- 
conductive camera tube, mix- 
ing local and remote television 
signals, development of a large 
metal kinescope for television, 
a study of cochannel and adja- 
cent-channel interference of 
television signals, a 6 mega- 
cycle compatible high-definition 
color television system, and ex- 
perimental ultra-high-fre- 
quency television station, etc. 

Ross Reports on Television Pro- 
gramming, Wallace A. Ross, Pub- 
lisher, 551 Fifth Avenue, 33 pages, 
$5.00. 

This booklet presents an ex- 
tremely helpful and complete 
compilation of names and ad- 
dresses of people and compan- 
ies active in various phases of 
television programming. Con- 
tents cover address, telephones, 
and personnel of advertising 
agencies, agents, film compan- 
ies, packagers, labor unions, 
network and New York City 
stations, publicity firms, out- 
lets for press releases, research 
organizations, production serv- 
ices and supplies, and station 
reps. 

The directory also contains 
a list of network programs 
(time, day, sponsor, agency 
and producer), receiver distri- 
bution and talent fees. 

TV Progress, Television Broad- 
casters Association, Inc., 505 Fifth 
Ave., N. Y; 15 pages, $1.00 to non- 
members. 

This handy reference offers 
up to the minute statistics cov- 
ering TV stations, networks, 
set production, audience, busi- 
ness and advertising. 
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