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THE BUSINESS MAGAZINE OF THE INDUSTRY

{t “The Kraft Television Theatre” the play’s the thing—and the
sales message s never permitted 1o intrude on the mood or the action
of the play. Instead. Kraft does its selling during intermission
periods. when andience interest has heen brought to is peak point.

In their deft presentations of brief commercials. both the Kraft Foods Company

and its agency, |. Walter ' hompson Company are demoustrating un effective blend of
showmanship and salesmanship. Like dozens of other major advertisers and advertising
ugencies. currently backing up their skills with the long prodnction experience

of NBC television experts. they ure getting the sell into television learning

now to make cfficient and effective use of the new advertisi ng mediwm.

NBC Television

NATIONAL BROADCASTING COMPANY . 30 ROCKEFELLER PLAZA - NEW YORK

A Service of Radio Corporation of America




Los Angeles

paces the world

KILA

paces Los Angeles

Lizabeth Scott who will appear soon in Paramount’s
Hal Wallis production, "1 Walk Alone"”

Customs, trends, fads are born in Hollywood. Next week you find them in New
York and Chicago. Next month in Singapore.

But where does Hollywood get its ideas? Today television is the wide-open
channel to the inner mind of Hollywood.

Hollywcood is very television minded. Everybody in movies and radio is anxiously
watching television to see what effect it will have on his future.

So, if you have a message you want shouted to the world, show it to
Hollywood over KTLA — the only commercial television station now serving this
key market. KTLA is on the air seven days a week with a wide variety of excellent
television shows. More program hours per week than any other television station.

KTLA sells Hollywood—Hollywood sells the world.
KTLA has several proven packages now available.
Station KTLA

5451 Morathon Street Hollywood
Klaus Landsberg — West Coast Dir.

National Sales Representative
George T. Shupert, 1501 Broodway, N. Y.
BRyant 9-8700

A SERVICE OF PARAMOUNT PICTURES Inc.
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ERE'S THE CONSOLE that puts all elec-
H tronic aspects of television program-
ming “under control.” It is already in
production at RCA.

It contains everything needed to moni-
tor, control, and switch the outputs of
several studio cameras, film cameras, and
network lines. Ten-inch Kinescopes pro-
vide for direct picture monitoring; five-
inch oscilloscopes for checking video
signal components. It’s casy to increase
picture brilliance, adjust contrast and
focus, and provide proper shading.

Complete switching facilities centralize
the selection of all video program mate-
rial . . . permit push-button control of
closeups, long shots, film commercials,
station breaks, fadeouts, dissolves, wipes,
special effects, and network programs.

Engineered with an eye to the future:

The number of units in the video console
depends upon the size of your station.
RCA’s “add-a-unit” design gives you a
compact, unified console, whatever you-
requi-ements . . . permits easy and eo-

nomical addition of extra units as you"

station expands. .. without discard of any
original equipment.

To co-ordinate all programming direc-
tions, provision has been made for tele-
phone communication between key studio
personnel and console operators.

This console, we believe, is a real
contribution to convenient video control
. another step by RCA to assure
smoother studio programming. .. more in-
teresting, more dramatic telecasting. We'll
be glad to make specific recommendations

79-K

for your station. Write Dept.

Normally, two operators handle a

S-monitor console...one selects the
“on-the-air” signal at the request of
the program director: the other has
technical control of the individual
cameras.

TELEVISION BROADCAST EQUIPMENT

RADIC CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT, CAMDEN, N.J.

in Canada: RCA VICTOR Compary Limited, Montreal



2 975 O New York outlets

for a new product in three weeks

And wchat it proves about the sales power of CBS television today.

Television has the unique power to display package and product in a living, moving way.
In fact, television is the only advertising medium that can, with fresh vigor, dispatch to
American homes a living, moving display of a product and its intrinsic consumer appeal.

After four weeks of advertising in other metropolitan media failed to soften up enough
retailers, the Hanneil Food Corporation harnessed the new and dramatic sales power of
television to get New York’s hard-shelled grocers and proprietors to stock a tasty but wholly

new product, “Pepcorn Chips.”

Company and agency (Raymond E. Nelson) picked Columbia’s PEPCORN COMMERCIAL

WCBS-TV as the best buy—started with two spots a week before

Sight

sports events—actively displayed package, and animated trade
mark. Almost immediately the company salesmen started clicking

off scores of new outlets a day. Grocers and proprietors said, “Sure,

we'll take your product; we’ve seen it on CBS television.”

iccess is hest expressed in sponsor’s own word “Inthr ST A
Suc s best expresse: p ords to us: “In three ‘. PETV{)RN 5""’3
weeks we gained over 2,750 new outlets —all because of the eye- = :

g
-
~
.‘.yf
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catching impact of CBS television.”

For speedier market distribution and a healthier sales trend

for your product ... display it with living sound and moving sight on ‘;[;(Q;;;t Ic'mPS |
CBS Televisi E

THE tWAcK fEmsaTiON OF TNE

15 Vanderbilt Apenue, New York 17; L Akl

or, Radio Sales ... Radio Stations Representative .. .CBS ":‘3 Xu
L L

under.}

"it's a hit! 11"

“'$irst at your favorite
bar and grill,
grocery, lunch
counter.’

““or at home . .."”

‘the snack sensation
of tha nation . ..
Pepcorn Chips’’

“it's now 8:20 p.m.
eastern daylight
time, and any time
is the time for
Pepcorn Chips.”
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WASHINGTON

HE FCC’s decision on Para-
§ mount-DuMont set-up will be
hanging fire for some time yet. The
Paramount affiliated television ap-
plications, set down by the FCC for
a future hearing, inelude: United
Detroit Theatres, for Detroit; New
England Theatres, Ine., for Boston
(where a hearing appears imminent
with three bidders vying for the
town’s last two remaining television
slots) ; and Interstate Circuit, Inc.
of Dallas. DuMont-sponsored bids
are for Cineinnati and Cleveland,
both desirable tele towns.

The movie company’s offer to put
all its Class A Stock in DuMont in
voting trust thereby limiting its
possible power because of DuMont’s
five man Board of Directors will
probably win eventual FCC ac-
ceptance.

FCC threw into the same hearing
contlicting bids of the Ft. Industry
Co. to shift from channel No. 2 to
5 in Detroit. United Detroit The-
atres is after the same assignment.

Tele Bids Multiply

Sweet music to the ears are re-
ports of scores of new video station
bids in prospect. Even now FCC is
receiving average of three or more
new bids a week. Hearings are now
in the otting in Boston, Waterbury,
Conn., Philadelphia and Harrisburg,
Pa. Only date fixed is March 11 to
hear conflicting claims of WIP and
the Daily News Television Co. for
Philly’s last channel.

However, the Daily News Tele-
vision Company, through its coun-
sel Col. William Roberts, is asking
for immediate hearing on its video
bid. Protesting the Mareh hearing,
the News says latest date for hear-
ing should be month of December.
Company pointed out that if FCC
wants to move television along,
hearings should be held expedi-
tiously.

Similar congestion in Boston re-
sulted from new bids this month
from the Boston Metropolitan Tele-
vision Corporation (masterminded
by enterprising Ira Ilirschman of
Metropolitan Television, New York)
and the Empire Coil Company for
Sharon, Mass. outside Boston. Both
companies are seeking Ch. 11 and
Paramount’s New England The-
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atres, Inc. is also in the running.
This means three bhidders for Bos-
ton’s last two assignments. West-
inghouse, Yankee and Raytheon
already hold permits there.

In Waterbury, Conn., Empire Coil
Co. and the wealthy hatters—the
l.ee Brothers—are vying for the
town’s sole tele assignment, (Ch.
12). Empire Coil, which has three
bids on file (the third is for Parma,
O.) proposes to locate its transmit-
ter at Avon halfway between Water-
bury and Hartford, sayvs it wants
FCC okay to be identified as a
Waterbury-Hartford station. Lee
Brothers have plenty of nioney to
invest in television, propose a high-
powered operation, are already ap-
plving for AM and FM stations in
their native Danbury, where they
own interest in the Danburv-News
Times. The Lees will spend $267,000
on construction, $12,000 a month
on operation.

Harold O. Bishop, longtime radio-
radar engineer, has put in a strong
bid to use the No. 8 channel in Har-
risburg, Pa.—one of the towns
which will be deprived of a “metro-
politan-sized” channel if FCC fol-
lows through on proposal to nip
off the No. 1 slot from television.
Bishop is a little short on ready
cash, will use profits from his stand-
ard station WABX and buv his
equipment on eredit from DuMont.
Bishop sayvs Rep. John Kunkel of
Pa. is interested in buying in.
Bishop has approached both Du-
Mont and Phileo for network affili-
ation.

Other contender for Harrishurg
is WHP, Inc., a CBS affiliate. Com-
pany. which is 95% owned by the
Telegraph Press, plans to spend
$190.065 on construction.

Hartford has three on record for
the city’s four channels. WDRC, the
Connecticut Broadeasting Corp., a
CBS aftiliate, plans to use GE equip-
ment and spend $178.316. NBC af-
filiate WTIC, owned by the Travel-
ers Life Insurance Corp., estimates
$302,723 for construction and $15,-
000 for monthly operation. Yankee,
Mutual affiliate, with a grant in
Boston, has allocated $190.552 for
construction.

Applications for Chicago’s last
two channels are pending from the

Television bids climbing . . .

quested for Philadelphia—by Dorothy Holloway

earlier hearing date re-

Chicago Times, 98.9% owned by
Marshall Field, and from the CBS-
owned outlet. The Times estimates
$184,800 for construction and $20,-
000 for monthly operating expenses.
CBS has earmarked $307,693 for es-
timated costs, and $26,000 for
monthly operating expenditures.

In San Diego, KLIK, Balboa
Radio Corp., will use GE antenna
and RCA equipment. Company
plans to take pictures in Southern
California and Mexico for relaying
to other TV stations, and is also
trying to arrange rebroadcasts of
L.os Angeles video programs.

Reinstated bid of WBRE, Louis
G. Baltimore, Wilkes Barre, Pa.,
states they want to broadeast NBC-
WNBT programs either directly or
by relay. For this type of satellite
operation, initial outlay is estimated
at $83,500.

Proposed plans for WTTM, Trent
Broadcast Corp.. Trenton, N. J. is
unique in that it proposes a pro-
gram schedule featuring 20 hours
of net operation (NBC) and 8 of
syndicated film with no studio pro-
duction. There will be no loeal com-
mercials at the outset, although
ultimately they plan 40% sustain-
ing and 60% commercial. Company
has earmarked $104,385 for con-
struction: $4,000 monthly for oper-
ating expenses. RCA equipment will
be used.

First bid for Houston, Texas,
comes from wealthy hotel man H.
Albert Lee, owner of nine hotels.
Lee is after the No. 2 channel, will
spend $166,750 on construction and
$15,000 a month to deliver program
service.

Two new bids were received from
Memphis. WMC, Memphis Publish-
ing Co., is an NBC affiliate. WDIA.
Bluff City Broadcasting Co., opened
their radio station last June, have
no plans for networking shows.

Second bid was received from
Indianapolis with WFBM, Inc. re-
instating their application which
was dismissed in June ’46.

Other applications pending are
two Don Lee bids for Los Angeles
and San Francisco, the five Para-
mount-DuMont bids, and the two
for Philadelphia. This makes a total
of 28 applications awaiting FCC
action as of October 27th.
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Smart promotion is
CBS® weekly ads fea-
turing different pro-
grams. These appear
in the New York
Times and Tribune at

""CBS TELEVISION a cost of 883,
NEWS’’

Here is a script conference on the Amoco
television broadcasts of The Bailtimore Colits
professional football games over WNBW. From
left to right: John T. MctHugh, account execu-
tive; Joseph Katz; Robert G. Swan, radio and
television director: and (standing) Alvan B
Sommerfield, writer—all of The Joseph Katz
Company, which handles the Amoco account.

CIRCULATION

Circulation figures in each area are rough estimates at best. There
is as yet no standardized system of accurately recording set sales and
installation figures, except in Chicago and Philadelphia where stations
have an arrangement with the distributors and dealers.

In some sections the totals show no variance from the previous
month’s reports. However, here are the latest figures as reported by the
operating stations for October:

New York — 65,000

Philadelphia — 12,000 Detroit — 3,000
Chicago — 7,300 St. Louis — 2,000
Los Angeles — 5,000 Baltimore — 1,000
Washington — 3,000 Schenectady — 820

RECEIVER PRODUCTION

Record high figure of 32,719 receivers reported in September boosts
the year's total to 101,388 sets, as of September 26th. Although the
September high-mark includes 16,991 sets manufactured previously but
not reported, this does not change the basic evidence of the industry’s

expanded facilities—for final September figures will reflect in the October
totals.

Introduction by RCA of three lower priced models is partial answer
to the plea for a cheaper set. New 10" table model retails for $325, plus
$55 installation and guarantee fee. Two console models, incorporating
10" television screen, FM, AM, shortwave and phonograph, were alsc
offered, priced at $595 and $675 . . . DuMont’s new table model, with 12”
tube and FM, retails for $445, with distribution of 10,000 sets estimated
by the end of the vear.

ADVERTISING

Rising temperature of advertising interest in television is reflected
in the jump to 139 advertisers sponsoring television programs or spot
announcements during October. This new high stacks up against 107
accounts on in September, 89 in August, 75 in July, 62 in June, 44 in
May, 36 in April, 28 in March, 42 in February and 31 in January.

NBC’s new commercia! policy combines a rate jump with a more
liberal poliecy giving agency producers greater latitude. New rate card,
which will be effective the first quarter of '48, pegs the cost for an hour
studio program at $1500; for a half hour at $900; for a quarter hour
at $600. Before the first of the year, two new rate cards will be issued,
for the second and third quarters. (Full details on page 27).

Proof of television's effectiveness now replaces the old line selling
stand of “A chance to experiment”, ete. For details of how television
stacks up against radio, on a response per M ratio, see page 26.

STATION STATUS

Opening of WMAR, the Baltimore Sun outlet, brings the total
number of operating stations to 16. This includes two experimental
stations. Croslev’s W8XCT in Cincinnati and Don Lee’s W6XAO in Los
Angeles. There are 56 grants and 28 applications pending (including
W6XAO0), bringing to 99 the total number of television outlets either
operating, under construction, or with application pending. (For list of
pending bids, see Washington, page 5.)

Due to open within the next month is WGNA, the Chicago Tribune
station, WEWS, Secripps-Howard, Cleveland, and WTMJ-TV, the Mil-
waukee Journal outlet. The Journal has been holding a series of ‘“‘Tele-
vision Nights” to indoctrinate dealers and an advertising ecampaign to
prep the public for the December 3rd opening. First commercial program
has been sold to Schuster’s Department Store, with contract calling for
52 quarter-hour programs. Marquette University basketball games will
be sponsored by Wadham Division of Socony Vacuum Oil.

(continued on page 8)

Television
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"U.S." ENGINEERED RUBBER
SERVES TELEVISION

’ Manufacturers of equipment—builders of stations—and owners

of telecasting facilities—already use many U. S. Rubber Com-

pany products. When planning expansion and new designs

FALL
TELEVISION we invite you to call on the experience and special “know
PROGRAMS how’’ of U. S. Rubber Scientists and Engineers for all problems
s CAMFLSTHOO LA and applications requiring rubber.
on WNBT-NBC !

Fridays at 8 PM
with
LOU LITTLE

UNITED STATES RUBBER COMPANY

ROCKEFELLER CENTER NEW YORK 20, N. Y,
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RICHARD W. HUBBELL

AND
ASSOCIATES

TELEVISION CONSULTANTS

® DR. ALFRED N. GOLDSMITH
® THOMAS H. HUTCHINSON
® ROBERT JEROME SMITH

® RICHARD W. HUBBELL
and others, plus a working agree-
ment with

® ANDERSON and MERRYMAN

To be successful a television enter-
prise must have at its disposal an
informed viewpoint and precisely
analytical judgment backed by years
of experience and broadly proven
competence.

Our function is to assist management
in the successful solution of its prob-
lems and in the organization of

profitable operations.

In addition to general consultation
and the handling of specific projects,
we can supply an expert team to
come in and set up a complete oper-
ation.

We will be interested in discussing
your television problems.

It is suggested you write us in detail,
and in confidence if you so desire.
You will receive a prompt reply.

Please address communications to:

Ricuarp W, HHUBBELL

RICHARD W, HI BBELL & ASSOCIATES
2101 INTERNATIONAL BUILDING
ROCKEFELLER CENTER
New Yok 20, N, Y,

{

TELESCOPE

One of the most important projects to determine comparative costs
and efficiency of radio relay and coaxial cable will get under way Novem-
ber 13th when AT&T’s link between New York and Boston officially opens.
It will only be a matter of months now when additional operating data on
the radio relay operations of Philco, G-E, and Paramount-WBKB, plus
AT&T’s findings, will come up with the all important answer, which might
well shape the future of television network facilities.

SPORTS ATTENDANCE

It is about time that television stations realize that they are in the
driver’s seat as far as coverage of sporting events is concerned. All the
talk about attendance falling off by the sporting magnates is a lot of
poppycock. The Associated Press figures for baseball attendance show
an all time high for 1947 of 19,954,832, or an 8% increase over 1946.
Compare these figures with the definite box office decline in motion pic-
ture theaters and it is possible to project that television conceivably was
one of the factors in increasing baseball attendance. Particularly in view
of the fact that nine major league and two minor league teams’ games
were telecast by seven stations.

As far as boxing is concerned, it is amazing that Madison Square
Garden has any attendance at all with the caliber of fights they have
been putting on over the past vear.

When fantastic prices are set for the privilege of telecasting sporting
events, station management should definitely keep in mind that television
will help attendance, in fact if the stations in New York were to build
a strong Friday night block of programming of studio shows, films and
other productions, attendance in Madison Square Garden might really
be in for some tough competition.

TOP POLICY

Management in practically every field which can be effected by tele-
vision is now huddling on just how soon and to what extent television
will affect their positions.

The press associations each week come up with a new proposition
on a news service for the stations. The motion picture companies are in
there pitching. Two of them already have received policy okays on news-
reels for television. Others are in the price determining stage before
releasing hundreds of film shorts and features to the television stations.
Radio reps are setting up television departments and trying to determine
the best way to approach the sale of television time along with their
AM operation.

THEATRE GUILD

First NBC-Theatre Guild production is slated for November 9th,
when NBC formally opens its new studio, 8G. The entire Theatre Guild
production and management staffs will go into television programming,
with present plan calling for the Theatre Guild to hold the reins right
straight through to camera rehearsal, at which time NBC will take over.
Warren Caro, of the Theatre Guild, feels that in this way they will best
be able to take advantage of the Guild’s experience and the ability of
their staff. A different Guild producer will take over for each play.

TBA TELEVISION CLINIC

Realizing the need for a “shirt sleeve” session rather than the usual
bally-hoo convention, TBA this vear have decided to hold a clinic for
members only in conjunction with their annual meeting scheduled for
December 10th at the Waldorf in New York.

The agenda includes annual meeting in the morning, awards luncheon
under the Paul Raibourn @gis and two clinics in the afternoon, one for
the affiliated members, which will be run by an executive committee
headed by Ernest Marks of DuMont.

PERSONNEL CHANGES

In line with DuMont’s concerted drive for network operations, staff
realignment has been underway since last spring. Early appointments
named Lawrence Phillips as dirvector of the broadeast division, John
MecNeil as station manager. More recently, James L. Caddigan was
appointed program manager of the network and Charlotte Stern, formerly
promotion manager of WNBT, was named director of advertising and
promotion . . . Steve Marvin, ex-CBS, is now a director at WWJ-TV.

(continued from page 6)

Television



IMPORTANT TO0 YOU

Vital statistics on every phase of the industry are reported
each month in Telavision Magazine. In no other publi-
cation is it possible to secure these important statistics
on advertising, manufacturing, programming and station
operation important for a complete picture of the

industry.

fo guate:

Dr. Allen B. DuMont—"Television Magazine is must reading t
anyone seriously interested in this new industry

Lee Cooley, Directer cf Television, McCann & Erickson—"Television
Magazine’s accurate reporting and factual comment is a big help

William Forbes, Manager of Television, Young & Rubicam- a
real contribution to the industry by digging out the facts and
printing them in an understandable and concise form.

Jack Saul, Lengines-Wittnauer {f great value in supplying
information to the television industry.
George Shupert, Paramount Pictures- a wealth of information

boiled down into concise form

Den McClure, Television Director, N. W. Ayer- [elevision Maga-
zine's factual approach makes it must reading to keep up with the
television industry

When a publication can be of such service to its readers it
becomes a strong publishing force, and a strong publishing force
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With limited budgets advertisers in many
cases have had to limit their appropriations
to one publication. Obviously when this is
the case, the publication chosen must be the
one with the highest impact and acceptance.

NBC’s television trade advertising in ’47 is con-
fined exclusively to Television Magazine.

CBS’s tclevision advertising in the radio field is
confined cxclusively to Television Magazine.
Paramount’s television advertising in 1947 has
been confined exclusively to Television Magazine.

Let Television Magazine form the essential
preliminary steps in your sales campaign of con-
tact and identification thereby cnabling your sales
department to concentrate on the final steps
necessary to close the sale.

Read Television for an authoritative monthly
picture of the industry.

Advertise in Television to put your message

before the men who buy.

TELEVI

THE BUSINESS MAGAZINE OF THE

S |
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‘Miss Television of Philadelphia’ over WPTZ; Agency, Solis S. Cantor Advertising Agency; Producer, Jawer Television Productions.

TELECASTS.. 11,020 IN SALES!

Last August, one of Philadelphia’s leading
furriers, Max Rusoff, Inc., decided to take a
fling in television. Hardboiled, experienced
advertisers, Rusoff’s wanted to find out what
kind of results television could produce for
them —right now.

Six budget programs over WPTZ(9:00-9:15
PM Friday) gave them their answer. Here are
the highlights from the sponsor’s report:

Even though Rusoff's is located in the fur district,
out of the city center, the progroms brought 94
people into the store who either asked specifi-
cally for a coat seen on television or indicated

that their visit was a direct result of the show!

FIRST

IN TELEVISION

Of these prospects, 38 purchased merchan-
dise ... to the tune of $11,020!

Over and above all this, business at Rusoff’s
was up 15% during August — although fur
business in general was considerably off. Tele-
vision may have been the factor.

What's the moral to this success story?
We think it's this: If you're considering a
venture in television, get the story on the
Philadelphia audience and the unusual experi
ence, facilities and trained personnel available
at Station WPTZ.

PHILCO TELEVISION BROADCASTING CORP.
1800 Architects Building ¢ Philadelphia 3, Penna.

TELEVISION
AFFILIATE

Television

IN PHILADELPHIA
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An analysis of the commercial techniques used com-
bined with a description of the camera coverage . . .
On the "academic" side, part of Gil Faites essay on
"How To Watch A Football Game", illustrated by
Georg Olden's cartoons, from WCBS-TV's ""Scrapbook’’

YOURTEEN different advertis-
l ers are sponsoring football this
season—and twelve operating sta-
tions are bringing week-end grid-
iron contests to viewers. Category
breakdown shows four beer ac-
counts, three radio, television and
appliance distributors, two motor
fuel sponsors, two automotive com-
panies, two apparel accounts, and
one cigarette manufacturer picking
up the tab.

While placement of commercials
is more or less standard, there’s a
wide variety in treatment and
theme. Films get the nod from most

HOW T0:

watch a
football game

advertisers, with a few handled
live at the field, or cutting back to
the studio for live dramatizations.
Billboards, cartoons or posters are
also used by most in conjunction
with their regular full commerecials.

Here’s the advertising line-up
and how each sponsor is carrying
the product-identification ball to
put his story across the line:

AMERICAN OIL
Baltimore Colts—WNBW
Wash. Redskins—WMAL-TV

Live commercials are used on the
Colts games, with films used on the

FOOTBALL
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By Mary Gannon

Redskins pick-ups. Although the
films commercials have proved sat-
isfactory, Bob Swan, director of
radio and television for the Joseph
Katz Company, personally prefers
the live versions because they can
be closely integrated to the game
itself.

The commercial pattern is the
same for both film and live presenta-
tions—a standard opening, one
minute plugs at the quarters, a two
minute commercial at the half, and
the closing. A few oral quickies are
given during the game.

Colts games open with a pan

This is what a test
pattern looks like

the week. However

On Saturdays. as
game time approach-
almost every day of es, pattern assumes
an oval contour .

. . . Originally the
football was round

was confusing .

It was a task for a
nearsighted kicker to

like any ball but this tell the ball from

the man’s head .

Absenteeism became

baltholders that the than
committee decided

to change the shape
so prevalent among of the
the shape of
the player's head .



around the stadium, superimposed
over the Amoco oval. Live commer-
cials are picked up from the field,
with the Amoco man dressed in
costume giving the commercials.
Here's a typical example of the
way the plugs are handled.

Opening commercial was intro-
ductory, with the Amoco man iden-
tifving himself and talking up the
need for winter lubrication. At
quarter time, gag idea was worked
in, with the Amoco man in his
undershirt—to prove the point that
a car needs pre-winter protection.
Then as he continued on about
wrapping your car in Amoeo’s win-
ter protection service, he wrapped
himself in a large raccoon ecoat,
plainly luxuriating in its warmth.,

Half time commercial is more
elaborate. This time the Amoco man
acted out the happy feeling when
driving with Amoco gas: then
picked up a battery and explained
the features, with a switch to a
poster, showing battery part.

Third quarter commercial had
the Amoco man complete with a
detective hat, police badge and mag-
nifving glass, introducing four
tough mugs from his rogue’s gal-
lery. Camera picked up caricatures
of the four characters who ruin an
engine, with a switch to a close-up
of Permalube can. Wind-up showed
the Amoco man with the can of oil
in his hand.

After the recap, the camera
picked up the Amoco man looking
over the field. As a football is tossed
into him, he gave an invitation to
next week's game. Cameras then
take a long shot of cars leaving the
parking lot, accompanied by a part-
ing reminder to stop in at an Amoco
station.

Film

Film commercials follow the live
pattern, with an Amoco station
used for background. These were
specially shot for television, with
two complete sets made. However,
agency feels because thev were
written with repeat use in mind,
they will not become too quickly
dated and they expect to be able to
juggle them around and still main-
tain interest. Half-time commer-
cials, which run two minutes, are
actually two one-minute spots. join-

ed together with a little ten second
bridge that can be used to connect
any of the one-minute commercials.

AMERICAN TOBACCO CO.
NBC Network games—WNBT
See WNBT for game line-up

Notre Dame & Northwestern—
WBKB

Films are used for the main
Lucky Strike commercials and car-
toons for time-out identification on
both the New York and Chicago
games. Nine spots in all are given,
not counting the time outs. These
include the standard sign-on, fol-
lowed by 8 to 10 minute color build-
up as the camera scans the field.
Three to five minutes before kick-
off, the first full commercial, run-
ning one minute is given. Lucky
Strike clock is shown after the first
and third quarters. Immediately
after the half, a V5 minute eartoon
film is shown, followed by the
“Lucky Strike Extra”. Midway be-
tween halves the Luckv Strike
scoreboard is picked up, and another
minute commercial is given three
to five minutes hefore the second
half kick-off. At the conclusion of
the game, a one minute commercial
precedes the recap at the field, with
the Lucky Strike scoreboard giving
the final scores, followed by the
standard sign-off film.

Three gume sets were made up
for twelve games which means that
the commercials will be alternated
and repeated about four times. 16
mm. is used over WBKB, with 35
mm. over WNBT. Commercials are
handled by N. W. Aver's tele direc-
tor Don McClure.

Standard intro opens with a bill-
board featuring the teams, super-
imposed over medium exterior shot
of the “Lucky Day” theme song.
Cut is made to the Lucky Strike
package, which is small at first,
then spins and grows to full screen.
as the camera continues in to an
extreme close-up, bringing the
Lucky Strike bullseye to full screen.
Tobacco auctioneer is next shown.
holding a bundle of tobacco. Wipe
from lower right corner to unver
left exposes a woman’s hand takine
a cigarette, with another hand of-
fering a light. Cigarette is lighted
with a puff or two of smoke. as off-
screen commentary gives the audio

Cigarettes march around standing leaf—march
to middle foreground and form groups.

Hold groups of cigarettes in foreground and
flash  letters "L.S. 'M.F.T.” over eigurettfs.
“L.S./M.F.T.” Letters go off and on again,
“Lucky Strike means FINE 1obaeco.”

Cigarettes lay flat, asseible themselves (I'll:l
wrap into package. “Yes, in a cigarette I.l‘i
the tobacco that counts. And Lucky Strike
means FINE tobacco.”

Cigarettes stand up on cnd . 'Su rulln(l::
. .. Form into marching group e 8o firm i
. March by camera . “Se fully packed.

Many squads of cigareties marching ."So
free and easy on the draw!" Form into tight
squads . . . So, for yeur own real deep-

down smoking enjoyment™ . . .

Pack zooms from BG through cigarettes to
full sereen . . . “Smoke that smoke of fine
tohaeco . . . LUCKY STRIKE!’

The first scene is al- voice you hear is that Saving: “Elmo Quid- inspection you'll see At baseball games \'t pr(l::m ﬂl“hfjl yl:)ilé Shghisses
most certain to be an of the announcer— frangle speaking to they're the SAME they were dressed for s..l\t,
of the who is merely an em- you from Marfiddle spectators at tele- warm weather com- cigars . . .
the first cee with a windburn— Stadium”™ — and on vision sports all year fort . . .
close round

At tennls they wore



Pabst made a series of short films with Eddie
Cantor which are shown at the half.
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One film features Eddie as a reporter, who is
much more interested in giving a plug for his
sponsor than in reporting the play-by-play
description of the game.

tHlere's Eddie as a football player—with Bob
Stanton, WNBT announcer on the games,
whose voice is also on the sound track. Note
the 33 on Eddie- tying in with Pabst’s ads.
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Girl on the Springs Mills label is brought to
tife and acts as the femcee on the company’s
sponsorship of the Yankee gumes over WABD.

Sy

f"-m-_.-

wmings yoy
THE SCORE BY QUANTERS
(LR

MICHIGAN
MINNESOTA

Oldsmobile scoreboard is picked up by WWJ-
TV's cameras dlrectiy from U-M Stadium.
Made of weather resisting material, different
signs can be inserted in top.

g BIG FEATURES

IN ATLANTIC

Action commercial on Atlantic shows the sign
‘Atlantic Hi-Are,” dropping down and mask-
ing "1 great gasoline.™

commercial. Against college music
background now, a double wipe
into an interior stadium shot is
made, with the title “football”
zooming to full sereen, as commen-
tary switches to an invitation to
view the game. Hand holding two
tickets bearing “Lucky Strike foot-
ball telecast” is next shown and as
a second hand reaches in and takes
the tickets, cut is made to the
stadium with Bob Stanton, play by

play announcer, shown smoking a
Lucky.

Pre-game minute film utilizes the
L.S./M.F.T. theme, with a package
of Luckies superimposed on a to-
bacco leaf, followed by a scene of a
tobacco field. Auction scene is
shown, chant is given, and the to-
baceo warehouseman gives his en-
dorsement. For the wind-up, cig-
arettes form L.S./M.F.T. over a
tobacco leaf, dissolving to 20 cigar-
ettes assembling themselves and
forming a package. Camera moves
in as the red tab unwinds and three
cigarettes pop out.

Cartoon commercial after the
second quarter is illustrated on
page 12. Next full commercial, pre-
ceding the third quarter, uses the
auction background with Speed
Rigges giving the commentary, as
dissolve is made from one auction
scene to another and the chants
given with “Sold American”. Wind-
up shows Lucky Strike package
zooming from background to full
screen.

Before the recap, at the end of
the game, the final minute film is
shown, opening with a package of
Luckies superimposed on a leaf.
Chant is heard in the background.
as storage sheds are shown and
quality theme plugged. Next cut is
to a girl at a cigarette machine,
with camera picking up the flow of
cigarettes ‘“10 million . . . per hour”
Cigarettes pop up to form L.S.
M.F.T. in cadence to the voice, with
a dissolve into a basket of tobacco,
then into a close-up of a girl against
a huge tobacco leaf (as in the news-
paper ads). Wind-up shows the
twenty cigarettes assembling them-
selves as in the preceding film.

Scoreboard is next shown, with
scores of other games given, and

then the camera swings to Bob
Stanton again, with a pack of
Luckies beside him. He lights one
up, puffs contentedly and extends
pack toward the camera in invita-
tion to the audience to join him.
Film studio takes the cue, dissolv-
ing into a full close-up of the pack.
Auction scene follows briefly with a
cross-dissolve against chants. Pack
is broken open, four cigarettes pop
up and the L.S./M.F.T. letters
move to full screen, followed by
another pack with four cigarettes
already popped out zooming to full
screen.

Cartoons

Series of cartoons have been pre-
pared for time-outs, which are
picked up at the field by WNBT,
but in the studio at WBKB. These
run about 15 seconds and give
strong sponsor identification, with
the L.S. M.F.T. slogan worked
into each. Typical of the types used
is a castaway on an island, working
on a flag, then hoisting it up with
L.S./M.F.T. Same idea is carried
out with a boy and girl carving in-
itials in a tree, and an old lady em-
broidering a sampler—with close-up
of L.S./M.F.T. About 18 of these
cartoons are made up now. These
are fitted in when possible but are
never used during an important
time out, such as an injury or if
it’s too soon before or after a reg-
ularly placed commenreial.

In an effort to hold the audience
at the half and to secure sponsor
identification during that period,
the “Lucky Strike Extra” and the
scoreboard, giving scores of other
games is believed to be the answer
for a program idea of interest to
the audience.

The “Extra” is a 415 minute com-
pilation of exciting football plavs
of the past, chosen for spectacular
runs or famous players. Games
chosen are from ’26 to ’40. Each
“Extra” has three games, and the
contests are national in interest,
such as, Army-Navy '33; Notre

Dame and Ohio State and a Rose
Bow! game. Good break came on the
Yale-Armv game, with Albee Booth,
who was featured in the “Extra”
turning up as referee.

and their heads fip- But now they're at It's been said that Such Is not the 'case. Sys:.iem ofP:li;el:esr f:le- :;‘edrc':: gi?|0dtl?eeﬂl'::‘ry ;:I’lendter‘lo':nmt:’; s;:ll::nd

; i F - is E nce ucation. a CO: s alr, -
Pon Trom lelle o the foohall grme.. . . ::\’:):::)l‘..xlll A f:gtgﬂln:pﬂt:zfaﬁ- interested In it for If a player falls to True, this rarelv hap-
side

requirlng no

brains at all | pect of the American character building keep his marks high, pens . . .



ATLANTIC REFINING
University of Penn.—WPTZ

Cartoon commercials are used to
put the Atlantic story across and
are picked up right from the camera
box at the field. At the quarters,
the Atlantic Clock is used against
an oral plug.

Pre-game and half-time commer-
cials, placed 3 to 5 minutes before
kick-off, use a story book idea with
seven plates shown in quick succes-
sion. Product-identified scoreboard
is used midway between halves and
after the final recap. Standard open-
ing and closing involves a billboard,
with the name of the game. At
time-outs, quick action commercials
are used.

Standard opening shows the At-
lantic tele-sports figure, switches to
an Atlantic station, then to motor
oil being put into a car, a lubrica-
tion shot, attendant putting in gas
from pump, the Hi-Arc pump, and
close-up of Atlantic dealer sign,
followed by a billboard plate of the
scheduled game.

Copy for the pre-game and half-
time commercial deals with the
“nine features in one gasoline”
theme. However, these are broken
down so that while the nine features
are mentioned, only five are visual-
ized on the first commercial; repeat-
ing the fifth and going on to the
ninth in the second plug. Cartoon
sketches of cat and dog in various
poses illustrate the “high anti-
knock, long mileage, instant start-
ing”, etc. Each commercial opens
and ends with the nine-in-one slug.
At the half, come-on for audience
attention is the announcement that
the other scores will be brought to
them. Before the recap, two plates
are used, showing a family car with
“Atlantic Hi-Arc” printed below it,
followed by the nine-in-one slug.
After the recap, closing commercial
picks up announcer Claude Haring
with a personalized Hi-Arc pump
sitting on the table alongside him,
then the billboard of next week’s
game, concluding with the Atlantic
dealer sign.

Typical of the time out commer-
cials is the nine-in-one slug with
the Atlantic Hi-Arc sign dropping
down, masking ‘“one great gaso-

Direct approach of showing people wearing Knox hats and coal§ comprises the eonnlinelrciglmo:
their sponsorship of the Columbia games. WCBS-TV's camera plc_ks up the commerc af. :\ ed
is given at the half, directly from the practice field. Iligher priced merchandise is featured.

line”. Commercials are mounted in
book form, and the pages turned
on cue.

This is the seventh vear that
Atlantic has sponsored the Penn
games. Commercials are handled by
N. W. Ayer & Sons. Don McClure
is television director for the agency.

ATLAS PRAGER
Cardinals—WBKB

On the Atlas Prager sponsorship
of the Cardinal games which are
broadcast over an AM radio net-
work, George Rich, Olian Agency’s
television director, has worked out
a system whereby one announcer
is used to report the game for both
the radio and TV audience. At first
it was feared that the all inclusive
word descriptions of action, color,
etc., needed in reporting a game for
radio listeners, might be too much
talking for the tele-viewers to take.
However, judging from reports re-
ceived from both groups, neither
one of the media has lost anvthing
in effectiveness. They feel that much
credit for this must go to announcer
Jack Brickhouse for his speed in

calling plays and not falling behind
in the action, which would be im-
mediately noticeable to those view-
ing the game on television screens.

Live commercials are used
throughout and are picked up from
the WBKB studio. A 30 to 45 second
commercial is given at the end of
every quarter and before the start
of the second half—making five in
all. These are supplemented with
oral plugs wherever appropriate,
averaging about two or three a
quarter.

On commercials, the announcer
reads the regular radio commercials
and the video action is in keeping
with the theme of the commercial.
These are built around the idea of a
man at home in his living room,
watching the game on television and
listening to the announcer from the
field. In one variation, the actor
may be sitting in an easy chair
watching the game and enjoying it
all the more with a cold glass of
Atlas Prager at his side. The next
switeh back may show him at the
refrigerator getting out a bottle of
beer. The scenes and situations al-
ways vary in keeping with the copy

This position Is call-
ed a huddle with each up
man bent over as
with severe cramps.

At the far left is the
front and four end . . . tall and
men behind . . . For- rangy, built for speed
“The and catching passes . .

Team has seven men Next the tackles—
strong and aggressive,
not fed until after

the game. Then the

guards bullt solid to
stay put when oppo-
sition wants him out
of the way

The center starts by
throwing the bail pre-
ferably to his own
backfield . . . Now the

backfield ecan be dis-
posed of quickly
It consists of:
ward  wall s One Quarterback

Line*’
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COLUMBIA WHOLESALERS—
Good Housekeeping Stores
Georgetown—WMAL-TV

Commercials jointly plug Philco
products and the Good Housekeep-
ing stores where they may be pur-
chased. Prepared by Kal, Ehrlich
and Merrick under the supervision
of Jean Palmer, films are used to
demonstrate the products, with
slides giving the addresses of the
retail stores in different areas.
Short animated commercial opens
the telecast, followed by pre-game
color shots. Pre-game commercial
runs 80 seconds; quarter-time plug,
50 seconds; half-time commercial,
108 seconds (1:48). There is an 80
second commercial at the end of the
game, followed by the opening ani-
mation film and an invitation to
next week’s game. In addition,
about five slides giving the address
of different Good Housekeeping
Stores are used at “time outs”, plus
oral plugs whenever the game per-

WNBW's cameras swing away from the field to pick up the Amoco Station attendant, who aets
out the commercials (in this case the Amoco Tire). Props are placed on the easel next to him mltS
for very close shots of products. Films are used on the Redskins games over Station WMAL-TV.

but in each of them the same person
is used to give continuity. Copy
read from the field usually contains
a lead-in to set the theme for the
action in the studio—i.e, “Lift up
a glass of that bountiful brew—and
watch those bubbles just a racin’ to
quench your thirst”. Studio actor
then has a logical reason to hold up
the glass—thus emphasizing taste
appeal to both the home and bar
viewers.

For the last 10 or 15 seconds of
the commercial, the camera pans
down on the Atlas Prager sign, a
counter card, a reproduction of an
Atlas billboard or a straight shot
of the bottle or a glass of the beer,
thus giving product identification,
taste appeal or both. Whole idea in
back of the commercials is to depict
the every day enjoyment of a glass
of beer in the home, in a natural,
realistic manner.

CANADIAN ACE BREWING CO.
Chicago Bears—WBKB
Scoreboard and live commercials

are used to put the Canadian Ace
name across, with spot commercials

tving in with the play used through-
out the game.

Standard opening uses the score-
board with “Canadian Ace’” in neon
lights flashing on and off. Title card,
with plastic bottles on each end,
gives the names of the teams. As
commercial is read, board bearing
title moves slowly to the left show-
ing slogan—"The banquet brew for
all oceasions.” This runs about two
minutes. Same scoreboard is used
after each quarter to show the score.

Following the scoreboard at the
half, a five minute visualization of
various signals is given—with a
“referee” in the studio acting them
out. About thirteen are pantomimed,
with brief, clear explanations of
what each one means. Wind-up
shows the referee smiling and hold-
ing out his hand, while another
hand gives him a bottle of Canadian
Ace Beer.

Immediately after the game, the
scoreboard is picked up with the
final score, followed by the bottle
and can. Scoreboard gives you next
week’s game, and wind-up shows
the label in close-up. Games are
handled direct.

Standard opening and closing
shows the Capital, a map of the
Distriet of Columbia and stars in-
dicating the location of the ten
Good Housekeeping Stores, with the
words “present football” superim-
posed.

First commercial shows four
Philco radios in the low and medium
price range. Second concentrates on
the 1270 which retails for under
$400. Half time commercial plugs
the Philco refrigerator and the
freezer. Third quarter film concen-
trates on the 1201 radio-vic model,
while the closing commercial shows
the Phileo 10" television set. Com-
mentary on all films details the
features, the price and mentions
Good Housekeeping Stores as the
place to buy them.

GOUGH INDUSTRIES, Inc.
Los Angeles Dons—KTLA

As part of their estimated $120,-
000 expenditure on programming
to promote the sale of television
sets, Gough Industries is also spon-
soring the Dons professional foot-
ball games. Products sponsored in-
clude the entire Philco line, as well
as the television sets.
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Twe And The most elementary Here's a diagram of a this—which demon - continues back and At the end, the spe
Half One plays are the Block simple off tackle play. strates why most forth and the team tators tear out {t}
Backs Full and the Tackle! A more complicated football players are crossing the goal line goal posts, which

Back play may look like college men! The play most often wins. known as a “Riot
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WWI-TV's two cameras are mounted on teop of the press box at the University of Michigan
stadium for their coverage of the Michigan games. Station also televises Detroit University games.

KEELEY BREWING CO.
Rockets—WBKB

One film and two live commer-
cials are used by Keeley on the
Chicago Rockets’ football games,
supplemented by oral plugs
throughout. Here’s some typical
examples of the treatment given to
the film spots.

One involves two sets, opening
on a woman arranging a tray of
canapes in the kitchen and placing
three bottles of beer next to the
sandwiches. Tray is carried in to
trio playing cards and closeup is
shown of the glasses being filled
and the hands raising them in a
toast. To put across the point that
Keeley Half & Half c¢an be pur-
chased on draught, in bottles or
cans, dissolve is made to montage
effect showing bartender’'s hand
pulling a Keeley faucet, bottle
being put in a grocery bag and a
display of cans on the counter.
Scene then dissolves back to the
trio raising the glasses to their lips.

Malcolm-Howard Advertising
Agency handles the commercials
under the supervision of Arthur
Holland. Films were produced by
Television Advertising Productions.

KNOX HATS
Columbia—WCBS-TV

Simple, direct selling approach,
devised by Don Shaw and Ted Long

16

of Geyer, Newell and Ganger, is
used in the live Knox commercials,
picked up at the field.

Whole idea is to show people
wearing Knox hats and coats and to
give a straight selling story on the
features and prices of the various
garments.

Three types of commercials are
used—title cards with Knox name
and seal for openings and closings:
drop-in commercials at the quarters
by announcer Mel Allen, and a three
minute live commercial at the half.
These are supplemented by two
verbal announcements per quarter.

Four models are used all told—
two men and two women. At the
half, camera is turned to pick up a
voung couple out on the practice
field. Offscreen narration gives the
selling story of the hats and coats
each one is wearing. Quarter time
spots are short—just a head shot
usually to show the Knox hat. Here
again a man is used for one spot; a
woman for the other. Announcer
Mel Allen—also wearing a Knox
hat—is picked up occasionally be-
fore the game or at the quarter
with a model.

Interesting angle here is that the
higher priced merchandise is fea-
tured on the telecasts, to reach the
large percentage of high income
groups among television set owners.

OLDSMOBILE
Univ. of Michigan—WWJ-TV

Oldsmobile uses a standard open-
ing on film, a minute movie im-
mediately preceding and following
the game, a studio “live” commer-
cial at the half, and a scoreboard
following each quarter. Commer-
cials are under the supervision of
Carl Georgi, Jr., director of media,
D. P. Brother & Co., Ine.

Thirty second opening shows
stadium shots with a switch to a
family group watehing a television
set in their living room. Narrator
invites those who can’t attend the
game at Ann Arbor to “follow the
Wolverines on the television
screen”’.

Out of the six minute movies
which have been produced, two are
selected for use before and after
the game. Format alternates be-
tween a “style” and a “Hydra-
Matic Drive” selling story. For
example, one “‘stvle” film shows a
smart looking girl waiting in front
of her house. A man drives up in
his Oldsmobile. She greets her date,
wilks to the car, and they drive off
as the narrator comes over with a
“stvle” story. Another “style” film
shows the front of a fashionable
resort hotel, where a smartly-
dressed young woman waits for the
doorman to drive up with her Olds-
mobile. She gets behind the wheel
and drives off after the camera
pans around the car and moves
back for a long shot. Narration is
again on “‘style”. No lip synchroni-
zation is used in any of the films.

The Hydra-Matic films show the
advantages of this easy and simple
way to drive. In one movie, bells
and superimposed numbers are used
to illustrate the 14 driving motions
needed in a conventional shift car.
Then the camera picks up a Hydra-
Matic Oldsmobile and only one bell
and figure are used. Another pic-
tures a man in a linen duster
cranking an old-fashioned car. An-
nouncer compares this obsolete
method of starting a car with the
clutch pedal—which is entirely eli-
minated in an Oldsmobile with
Hydra-Matie drive.

Live studio commercials are
brief. Typical of the demonstration
job done for Hydra-Matic is the
one which opens with a close-up of
the actor’s hand indicating the
Hydra-Matic emblem on an easel.
As the actor faces the viewers and
explains the technicalities, he shows
the transmission display, indicates
the fluid coupling and automatic
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transmission. Close-up of girl at
the wheel is shown, followed by a
close-up of the bare floorboard.
Wind-up again shows the actor di-
rectly addressing the viewers with
the concluding sales talk.

One of the “style” commercials
opened with a gir! going through a
photograph album, trying to decide
which boy she’ll date. Seems as if
each one owns a different model
Oldsmobile and she’s trying to pick
her favorite. Close-ups of three
different models (stills) are shown,
as she exclaims over each. Tie-in
with the Hydra-Matic Drive fea-
ture is given at the wind-up with a
card “Oldsmobile first with Hydra-
Matic Drive”.

Interesting - promotional tie-ins
have been worked out with seven-
teen dealers in metropolitan De-
troit. Television receivers have
been installed in their showrooms
and special “Football Parties” held.
In addition to special window dis-
plays and posters, Oldsmobile is
also using 168-line ads in all three
Detroit newspapers before each
home game to spur interest in the
parties. Nearly 2500 attended the
first two parties.

PABST BLUE RIBBON BEER
N. Y. Giants—WNBT

Hoffman Beverage Company’s
sponsorship of the Giants through
Warwick and Legler plugged Hoff-
man Beverages on one game, with
the other ten devoted to Pabst Blue
Ribbon Beer. Opening game of the
Giants with the All Stars was for
the benefit of the Herald Tribune
Fresh Air Fund. Because it was as-
sociated with helping underprivi-
leged youngsters, it was deemed
advisable to omit any mention of an
alcoholic beverage.

Since the Hoffman Beverages
were only advertised on the opening
game, the commercials were handled
live from the studio. First commer-
cial was merely to register the
brand name and purpose was
achieved by having the five different
flavors on a slowly moving turn-
table, with offsereen commercial
given as each bottle came into view.
Brief commercials were also given
during the time outs—which meant
that the studio erew and cast had
to be ready on a 10 to 15 second
warning from the field. These short
skits were usually dramatized —
such as a youngster skating into
the kitchen, being reproved by his
mother, and asking for a glass of
Hoffman ginger ale. Wind-up show-
ed her hands pouring two glasses,
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with a close-up of the boy drinking
it. Another showed a youngster
making a chocolate soda from Hoff-
man’s cocoa cream, and a close-up
of her expression as she drank it.

Half-time commercial tied in with
a film of the Fresh Air camp which
was shown. Cut was then made to
the studio with the announcement
that a group of the youngsters just
back from camp were attending a
studio party. Quiz idea was worked
in with the youngsters promised a
silver dollar if they could correctly
guess the flavor of the drinks they
were handed.

Tie-in with the recently concluded
survey which showed Hoffman as
the leader was also made at the
fourth time out, with a woman be-
ing interviewed as to her prefer-
ence, against a bus stop setting.

Closing commercial was set in a
kitchen with a smart, sophisticated
housewife in apron, arranging a
sandwich tray and opening bottles
of Hoffman’s Ginger Ale.

Film commercials are used for
the Pabst sponsored games, and are
of a general nature so that they can
be repeated without becoming tire-
some to the audience. Opening, clos-
ing and half-time commercials are
used, with usually one time out in
each quarter.

Standard opening is animated—
showing a close-up of a silver tray,
a can of Pabst, a glass and a can

opener—with the opener jumping
up and puncturing the can, the can
coming up and pouring itself into
the glass. Half time commercials
feature Eddie Cantor, with three or
four brief films specially shot for
television. Typical of the gag stuff
pulled is Cantor dressed in football
togs, eyes popping, frantically run-
ning back with his arms outstretch.
ed as if trying to eatch the football.
Instead a can of Pabst falls into
his arms. Another shows Eddie as a
reporter but more interested in giv-
ing a plug for the sponsor than re-
porting the game. Announcer Bob
Stanton’s voice is on the track, and
the switch back to Stanton giving
the oral plug is neatly tied in.

Live commercial is also picked up
from the field, with Bob eating a
hot dog and pouring himself a glass
of beer. Henry Legler, vice presi-
dent of Warwick and Legler, han-
dled the commercials.

PHILCO DISTRIBUTORS, INC.
Philadelphia Eagles—WPTZ
Film series, which were prepared
for Philco sponsorship of the base-
ball games, are being repeated on
the football telecasts. Brief films,
running under two minutes, are de-
monstration type, with offscreen
commentary detailing the features
of the various products as the cast
pantomimes the action. Models in
use are shown in close-up, stressing

DuMont's new mobile truck is parked in the Yankee bull pen close to the cameras for their
pick-up of the Yankee games from the stadlum. Close proximity simpiifies cable problem.
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ease of operation, along with de-
sign. Films encompass the Philco
line of radios, combinations, refrig-
erators and home freezers. Slides of
television sets are also shown twice
during the game, along with oral
plugs fitted in wherever possible.

Films were made under the super-
vision of Julian Pollock of the
Julian Pollock Agenecy.

PONTIAC DEALERS OF PHILA.
High School Games—WPTZ

Three high school games are
being sponsored by the twelve Pon-
tiac dealers in Philadelphia. Pie-
tures of the various models are
shown before and after the game
and at the quarters, with off'screen
description given. At the half, a
Pontiac convertible is driven
around the field and the camera
follows it while the announcer gives
the sales talk. The name of each
sponsoring dealer is mentioned at
least once during the telecast and
shown on a eard.

Commercials were prepared by
the WPTZ staff.

SPRINGS MILLS
N. Y. Yankees—WABD

Springs Mills television campaign
is institutional. Company, while one
of the biggest cotton mills in the
industry, have very few end prod-
ucts on the market now. Commer-
cials therefore are aimed to sell the
story of what they are and their
trade mark, looking to the day when
end products will be out in quantity.

Trade mark is a girl in old-fash-
ioned costume, carrying a pitcher,
who is brought to life on the video
screen. Commercials are on film,
with standard opening and closing,
and a 5 to 8 minute dramatic story
at the half.

Opening shows the Spring Maid
against the label setting with the
camera dollying in to a close-up of
her face, as she turns, smiles and
introduces herself. Camera pans
down to title card giving company
name, cutting to card listing the
competing teams, as the Spring
Maid reads the titles. Dissolve is
made to the New York address,
cutting back to medium shot of the
Spring Maid in the label, who prom-
ises to be back shortly with a sur-
prise, as the scene fades out and
cuts to the stadium for the game.

Complete story has been shot for
each game a la the Topper theme.
At half-time, title of the skit is
faded in over the trade mark, then
as the main titles are dissolved out,
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the Spring Maid comes to life and
walks into a closer shot, introducing
herself and the skit. “Mr. Know-It-
All” concerned a cocky voung exec-
utive, his wife and an important
client, brought home for dinner and
the week-end. Spring Maid, irked
at his complacence and his complete
assurance that nothing could go
wrong, appeared unseen by the
three but visible to the television
audience. To take him down a peg,
she throws a handful of nothing
from her pitcher, and his shirt dis-
appears. Same thing is carried
through, with the table cioth disap-
pearing, the wife’s dress, and final-
ly, to even things with the client
who thought his hosts were “touch-

ed”, turning the disappearing act
on him. Tie-in with the product is
made at the end, when the Spring
Maid again directly addresses the
viewers and explains that ‘“there
are lots of things you use in every-
day living that you never notice
until they are suddenly not there”.

Closing is similar to the opening,
with late scores given on the ballop-
ticon in order to hold the audience
and to give viewers another look at
the trade mark. This runs about a
minute to a minute and a half. Dif-
ferent cards for each game were
shot and are cut in each week.

Films are on 35 mm., with lip
sync. Commercials are handled by
John Allen.

CAMERA COVERAGE

YAMERA coverage seems to fol-
(/4 low the same general pattern,
with long and medium shots on the
overall play, switching to close-up
as the player is tackled. The 50 yard
line is the favorite camera position
and with the exception of WTTG,
who uses three cameras and WBKB
who hopes to put an extra camera
into use soon, all pick-ups are done
with a two-camera chain. Lens
complements vary depending upon
the size of the stadium, but the 815",
10" and 17" lens, supplemented with
the 90 mm. and 135 mm. are most
generally used. Zoomar lens is loan-
ed out to WMAL-TV and WFIL-
TV. The mobile truck is favored for
pickups whenever possible.

Again it's stressed that the cam-
eramen and directors must under-
stand football thoroughly, must be
able to anticipate the plavs and be
quick to ecatch what’s happening.
Cameramen must not only be ex-
perienced in handling the equipment
but they must know the game
thoroughly for often there’s not
time enough for the director to
cue them.

Here’s the line-up by station:

WBKB
Bears—Wrigley Field
Cardinals—Comiskey Park
Rockets—Soldier Field
Notre Dame—N. D. Stadium
Northwestern—N.W. Stadium
WBKB has the largest football
schedule in the country, with five
different teams in five different
stadiums on their program ecard.
While two cameras are in use now,
station hopes to employ three as
the season progresses.
In most cases their camera place-
ment is at or near the 50 vard line

and in the press box section. The
actual height above ground ranges
from 50° to 100°. At Wrigley Field
for the Bears games, a special plat-
form has been suspended under the
balcony at midfield. At Comiskey
Park the Cardinal games are shot
from the roof of the ball park at
midfield. The Rockets games from
Soldier Field are covered from
booths erected under the colonnade
on the 50 vard line. At Notre Dame
Stadium a special addition has been
erected within the existing press
box and at Northwestern, two of
the games will be shot from a new
press box addition. All of these
positions are on the west side of
the fields, since all except Rocket
games are daytime coverage.

In general, cameras and lenses
are handled to give a maximum of
close-ups on the active parts of the
play without upsetting the contin-
uity by excessive switching. Basie-
ally both cameras follow the ball
when it is in play, and the wider
the spread of action on the field,
the wider the lens employed. Nor-
mally the 97, 15", 17" and 25" are
most frequently used.

This requires that the field direc-
tor be a quarterback himself and
call the plays to his eameramen be-
fore they develop particularly
tough when covering the tricky
ground and passing plays indulged
in by the professional teams.

Notre Dame pick-up marked the
opening of WBKRB’s relay link from
South Bend, Ind. Signal is beamed
on a vhf band to two 125 relay
towers at New Carlisle, Ind., and
Michigan City, from there to a re-
ceiving point in the Chicago loop,
and finally to the WBKB transmit-
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ter where it is converted from vhf
to the regular telecast band. Intra-
city pick-ups are handled by miecro-
wave relay.

Control room for the field unit is
mounted in the mobile truck. Re-
mote crew numbers ten, excluding
announcers and spotters.

Reinald Werrenrath, Jr,, is direc-
tor of remotes; Don Cook is field
director, assisted by Dick Liesen-
dahl. Announcers are Joe Wilson
and Don Ward for Northwestern
and Notre Dame; Frank Sweeney
and Russ Davis for the Rockets;
Jack Brickhouse and Don Elder for
the Cardinals an